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PREFACE

This final year research project is conducted to fulfil the requirement to complete
Bachelor of Commerce (Hons) Accounting. This project is completed and
furnished by the authors based on other conducted researches which were quoted
as references. We provide all the necessary background on the topic through an

exhaustive literature survey.

The title of this research project is “Factors Affecting Purchase Intention: A Study
among Malaysian towards foreign automobile”. There are a number of similar
past studies conducted in Malaysia. However, most of them are focus on the green
automobile. Thus, we were driven to carry out this research. This study will give a
better insight to students towards Malaysian customer purchase intention towards

foreign automobile in Malaysia.
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ABSTRACT

Malaysia is facing a serious issue being that the national cars owned by Malaysian
are decreasing over time. Malaysian have the perception that imported cars are
often constructed in higher quality standards. Therefore, this study applied the
Theory of Consumption Values as the basic framework and proposed brand image
as a new value dimension to investigate whether the determinants of consumption
values (functional value, social value, emotional value, conditional value and
epistemic value) and brand image will affect Malaysian’s purchase intention
towards foreign automobiles. Six hypotheses are formed to be analyzed. This is a
cross-sectional study using primary data collection method. A sample size of 402
residents from KL, JB and Klang was collected using self-administrated
questionnaire in May 2018 through convenience sampling method and was
measured using seven-point Likert scale. Demographic data of unit of analysis
was tabulated using descriptive analysis while the hypotheses developed was
supported empirically using reliability test, normality test, Pearson’s Correlation
Coefficient test and Multiple Linear Regression analysis. The findings illustrated
that all variables except social value and conditional value have positive
significant relationship with Malaysians’ purchase intention towards foreign
automobile. The results of this research provide insights of consumer behaviours
for domestic automobile manufacturers to achieve a 10-years growth plan by
raising the production to 400,000 by year 2027. Proton also aims to be the top

three car-maker in South-East Asia in 2027.

Keywords: Theory of Consumption Values, Purchase Intention, Foreign
Automobiles
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CHAPTER 1: INTRODUCTION

1.0 Introduction

This chapter study about the background, recognized problem, objectives and
questions to conduct this study, importance of this study and the outline in each

chapter.

1.1 Background of the Study

In Malaysia, Proton and Perodua are the main domestic automobile manufacturers
that are able to compete with other foreign countries, which are more likely to
target low-medium income households (Drebee, Razak & Karim, 2014). Proton
produced the first model, which is Proton Saga has been awarded as the best-
selling car brand for years (Noor & Lingam, 2014). Therefore, Malaysia had
achieved a great success, which also gained trust and recognition from the

automobiles industry (Rosli, 2006).

According to Ghani (2012), the researcher found that the foreign brands (e.g.
Honda and Toyota) have received higher acceptance from Malaysian, causing the
sales and market shares of foreign brands to increase. This is because foreign
brands are more preferred by the consumers as they are often associated with
wealth, status and prestige (Pappu, Quester & Cooksey, 2007). Meanwhile, the
failure in international competitiveness, limited participation in the global market
and having out-dated technologies have affected the sales and market shares of

Malaysia’s domestic automobile (Wad & Govindaraju, 2011).
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1.2 Problem Statement

According to MAA, the number of national cars owned by Malaysians decreased
from 279,400 in year 2016 to 275,878 in year 2017 (Lee, 2017). As referred to
Appendix 1.1, the sales of Perodua and Proton declined slightly (i.e. 2,223 units
and 1,299 units) while the sales of foreign automobile such as Honda and Toyota
increased dramatically (i.e. 17,681 units and 5,735 units) (Lim, 2018). Besides
that, Proton suffered from lower sales of cars due to uncompetitive products in the
market, causing its net losses to increase from RM15.8 million in year 2016 to
RM 478.9 million in 2017 (Zainul, 2017). According to the data reported by
MAA, the market share of national car (i.e. Perodua and Proton) has dropped by
9.7% from 57.5% in 10 years ago to 47.8% in year 2017 while most of the foreign
automobile’s market shares has increased (Yap, 2018) (refer to Appendix 1.2).
Wel, Alam and Omar (2015) and Nezakati, Kok and Asgari (2011) mentioned that
Malaysians prefer to purchase imported cars although Malaysia is producing
national car as the foreign products are often constructed in higher quality
standards in respect of interior design, engine performance and are more

technologically advanced.

BI is how consumers perceive a product based on their impressions and a strong
brand has the advantages over their rivals (Adzharuddin, Moses & Yusoff, 2017).
According to Hasim, Sari, Shamsudin, Hussain and Salem (2016), they mentioned
that branding is the deciding factor for consumers to purchase automobile at their
choice. Poorer BI of domestic automobiles as compared to foreign automobile
brand are caused by the lower qualities and worse performance of the automobiles
(Adzharuddin et al., 2017; Mabkhot, Shaari & Salleh, 2017; Wang, Tay, New, Ho
& Ong, 2012).

Past studies had explored the PI of consumers that are associated with automobile
industry. Certain researchers have investigated the consumers’ PI by using Theory
of Reasoned Action (TRA). For instant, Wong and Mo (2013) utilized the TRA
model realised that there is a significant relationship between the gender, age,

income, and race of consumers towards the intention in purchasing an automobile.
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Chang and Hsiao (2011) had adopted customer-perceived value concept as a
model to understand consumers’ PI towards automobile. This research found that
perceived values such as usefulness, driving safety and price are able to influence
the intention of consumers in purchasing an automobile. This is further supported
by Dodds, Monroe and Grewal (1991) stated that product value could directly

influence the willingness to buy.

In this study, BI has been added as an IV, as it is an important factor for
consumers to evaluate the products before purchasing (Zeithaml, 1988).
According to Reardon, Miller, Vida and Kim (2005), brand that strive and have
powerful content can attract consumer’s interests. This is supported among
consumers from developing countries (i.e. Malaysian), who have high
expectations on products from well-known brands and tend to purchase these
products without protest (Reardon et al., 2005). Although there are some studies
(Fianto, Hadiwidjojo, Aisjah and Solimun, 2014; Wang and Tsai, 2014; Zhang,
2015) emphasizing the factor of BI towards PI, those studies focused in different
area such as education and investment. Consequently, this study contributes
understanding on the factors that influence the PI among Malaysian towards
foreign automobiles. Therefore, the domestic automobile makers would be able
understand better on consumers’ desire and make further improvements on the

quality of domestic automobiles.

Although there was many past studies applied TCV, those studies are mainly
focused on green consumers' needs towards green products that can result in better
performance. These topics have been subject to many studies (Minton & Rose,
1997; Kim & Choi, 2005; Akehurst, Afonso & Gongalves, 2012; Lin & Huang,
2012). Empirical studies of PI towards foreign automobile in Malaysia are limited
and scare. There are some of the researches on car purchasing behavior, however,
most of them were focus on hybrid car. For example, Ang, Chong, Seah, Soo and
Tan (2017) had examined the PI of Malaysian towards hybrid car by using TCV
instead of foreign automobile. Also, most of the researches conducted in Malaysia
were focusing on the PI of motorcycles rather than automobile (Choy, Ng &

Ch'ng, 2010). Thus, to understand which factors are influencing consumers’
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intention of purchasing foreign automobiles, we will be conducting our research

in Kuala Lumpur, Johor and Selangor.

1.3 Research Objectives and Questions

Table 1.1 Research Objectives and Research Questions

Research Objectives

Research Questions

General

To determine the relationship
between dimensions of TCV
and Malaysian consumer PI

towards foreign automobiles.

What is the relationship between
dimensions of TCV and Malaysian
towards

consumer PI foreign

automobiles?

Specific

1. To examine the relationship
between FV and Malaysian PI

in foreign automobiles.

1. What is the relationship between
FV and Malaysian PI in foreign

automobiles?

2. To study the connection of
SV and Malaysian PI in foreign

automobiles.

2. What is the relationship between
SV and Malaysian PI in foreign

automobiles?

3. To examine the relationship
between EM and Malaysian PI

in foreign automobiles.

3. What is the relationship between
EM and Malaysian PI in foreign

automobiles?

4. To investigate whether CV
will affect Malaysian PI in

foreign automobiles.

4. What is the relationship between
CV and Malaysian PI in foreign

automobiles?

5. To examine the relationship
between EP and Malaysian PI

in foreign automobiles.

5. What is the relationship between
EP and Malaysian PI in foreign

automobiles?

6. To investigate whether BI
will affect the PI of Malaysian

towards foreign automobiles.

6. What is the relationship between
BI and Malaysian PI towards

foreign automobiles?

Source: Developed for the research
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Table 1.1 represents the general and specific research objectives and research
questions. This research aims to examine the factors affecting Pl of Malaysian

towards foreign automobiles.

1.4 Significance of Study

In the view of theoretical significance, this research model is an improved model
of TCV combining with an additional variable (i.e. BI) to examine the factors
affecting the consumer’s PI towards automobile in Malaysia. This is due to
consumers often use Bl as an extrinsic cue to evaluate the product before
purchasing (Zeithaml, 1988; Richardson, Dick & Jain, 1994). Dodds et al. (1991)
stated that favourable brand information would positively affect the consumer’s
willingness to purchase. Therefore, this proposed research contributes to the
researcher who is interested in studying and exploring the consumers PI towards

automobile.

This research contributes to all domestic automobile manufacturers by enabling
them to produce ideal automobiles through a deeper understanding of consumer
behaviour. As Proton aims to be the top 3 car-maker in South-East Asia in 2027, it
has developed a 10-years growth plan which is to raise the production from
100,000 in 2017 to 400,000 by the year of 2027 (Ho, 2018). Thus, domestic
automobile industry may focus on the key factors that have significant impact on

PL.

1.5 Outline of Study

The following chapters will be organized accordingly from Chapter 2 to Chapter
5. The past literature review, proposed conceptual framework and hypotheses
development will be outlined in Chapter 2 while Chapter 3 will discuss on the

research design, sampling procedures, data collection method, variables’
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measurement and data analysis method. Chapter 4 will provide the analysis of
sample, constructs measurement, pilot test and final test results, constructs
measurement and inferential analysis. Chapter 5 will summarize the major
findings, implications, limitations for this research and recommendations for

future research.

1.6 Conclusion

To conclude, this chapter has determined the research problem and research
objectives and questions where this study aims to investigate the relationship
between six IVs and Malaysians’ PI towards foreign automobile. The purpose of
this study is to contribute to researchers and domestic automobile manufacturers.

Outline of study also included in this chapter.
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CHAPTER 2: LITERATURE REVIEW

2.0 Introduction

Chapter 2 aims to provide concept about TCV, previous literature studies with

identified variables as well as the theoretical framework of this study.

2.1 Theoretical Foundation

TCV that developed by Sheth, Newman and Gross in 1991 has been employed in
this study to illustrate the consumer behavior of buying or not buying a specific
product (Sheth, Newman & Gross, 1991; Teoh & Noor, 2015a). This theory is
applicable to wide range of product types such as durable and non-durable
consumption goods, industrial goods and services, thus, applicable in automobile

situation (Sheth et al., 1991).

According to Sheth et al. (1991), the perceived value is not limited to functional
aspect in terms of quality and price. However, perceived value also refers to the
overall evaluation of satisfaction a consumer received from products and services
(Bolton & Drew, 1991; Patterson & Spreng, 1997). It seems to be a significant
predictor in influencing consumer’s PI, thus, companies should enhance their
product value (Steenkamp & Geyskens, 2006). Through the product value
received, companies are able to covey value by offering benefits and
differentiating product which provide opportunity to compete with competitors
(Zeithaml, 1988; Aaker, 1996). Therefore, TCV is applied in this study because it

is more suitable to explain the PI of consumers in products and services.

This theory has three basic axiomatic propositions: (1) the consumer’s behavior is

a function of diverse consumption values, (2) the consumption values have
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differential contributions in any purchase situation and (3) the consumption values
are independent to each other (Sheth et al., 1991; Gongalves, Lourenco & Silva,
2016). Table 2.1 defines the components of TCV whereas Table 2.2 how

consumption values influence consumer’s decision.

Table 2.1: Definitions of TCV

Values Definition
_ Perceived utility is obtained from an alternative’s capacity for
Functional _ o _ _
| functional, utilitarian or physical performance which measured
value

on choice attribution. (Sheth et al., 1991)

Perceived utility is obtained from an alternative’s association
Social value | with one or more distinct social groups which measured on

choice imagery. (Sheth et al., 1991)

Perceived utility is obtained from an alternative’s capacity to

Emotional ) ) ) i
| evoke feelings or affective states which measured on feelings
value
associated with the substitution. (Sheth et al., 1991)
- Perceived utility is obtained by an alternative’s subsequently of
Conditional ) o _ .
| the specific situation or circumstances faced by choice maker
value
which measured the choice of contingencies. (Sheth et al., 1991)
. ) Perceived utility is obtained from an alternative’s capacity to
Epistemic i o ) ) )
| evoke feelings of curiosity, provide epistemic, and/or fulfil the
value

desire for knowledge. (Sheth et al., 1991)

Source: Developed for the research
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Table 2.2: Application of TCV on PI

Purchase Intention

(Dependent Variable)

The consumer purchase intention in a certain product in certain condition
(Egorova et al., 2007). Consumer purchase intention also will change under the
influence of perceived value of the products (Mirabi, Akbariyeh &
Tahmasebifard, 2015).

Consumption Values

(Independent Variable)

If a product enriched with functional value, which met
Functional value | consumers’ needs, consumer will have the intention to

purchase the product (Sheth et al., 1991).

Consumer wants to obtain the approval of social groups;
_ they seek to form self-image by intention to purchase the
Social value . _ )
features of products, which equipped with social value

(Sheth et al., 1991).

Emotional value can influence consumers’ intention in
Emotional value | purchase a product by stimulate emotions (Bedker, Gimpel

& Hedman, 2009).

. Conditional value was the most influence predictor of
Conditional ) o )
consumers’ choice behavior in purchase a product (Lin &

Huang, 2012; Lin, Huang & Wang, 2010).

value

The products that have epistemic value, the consumers are
enjoying in trying new, taking risk and innovative products
_ ) (Sheth et al., 1991). According to Zhang (as cited in Wu &
Epistemic value _
Chang, 2016) an epistemic value of a product will also
attract consumer intention to purchase as they are curious

about the product or the product is new and special.

Source: Developed for the research.
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Table 2.3: TCV in Different Research Areas

Study Research Area
Gongalves et al. (2016) Green products
Wu & Chang (2016) Innovative products
Teoh & Noor (2015a)
Teoh & Noor (2015b) Hybrid car
Noor & Teoh (2016)

Source: Developed for the research

Table 2.3 shows the past studies regarding TCV in different research areas. This
study improved the conceptual framework of TCV by adding in BI, which can
affect the PI of Malaysian towards foreign automobile. According to Shah et al
(2012), the researchers have studied that consumer’s PI is affecting by brand.
Fakharmanesh and Miyandehi (2013) also found that BI is an important factor as
consumers are considering BI when they intend to purchase foreign products.
Besides, Yagci (2001) stated that BI is a significant factor and strong predictor
that affecting the consumers’ quality perception, attitude toward products and

consumers’ PI.

2.2 Review of the Prior Empirical Studies

2.2.1 Purchase Intention (PI)

Table 2.4: Definitions of PI

Purchase Intention

(Dependent Variable)

Martins, Costa, Oliveira, | Consumers will plan or be willing to
Gongalves and Branco (in | purchase a certain product or service in

press) the future.
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Wu, Yeh and Hsiao (2011) Consumers’ concentration on buying a

product and the likelihood of buying.

Dodds et al. (1991); Torres Willingness of a consumer to buy a
and Gutiérrez (2007) particular product.
Fishbein and Ajzen (2010) Antecedent of actual purchase behavior.

Source: Developed for the research.

Table 2.4 illustrates the definitions of PI from various researchers. An
individual's behavioral intention depends on individual’s attitude towards
the behavior and the subjective norms associated with the behavior
(Asshidin, Abidin & Borhan, 2016). PI describes as the consumer’s
implied perception of quality and price when they are making purchase

decision (Dodds et al., 1991).

TCV can affect consumers PI and buying attitude (Lee, Kim, Lee & Kim,
2002; Yeo, Mohamed & Muda, 2016; Teoh & Noor, 2015a). Purchase
behavior can be influenced by TCV as it shown that consumers have
different values to different product (Ramkissoon, Nunkoo & Gursoy,
2009). Therefore, it allows automobile manufacturers to address the actual
market conditions, which in turn encourage the production of automobiles

(Yeo et al., 2016).

In the context of automobile industry, PI is very useful for market research
firms to forecast the sales of existing products and new products within
defined time periods (Martins et al., in press; Armstrong, Morwitz, &

Kumar, 2000; Asshidin et al., 2016).
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2.2.2 Functional Value

Table 2.5: Definitions of FV

Functional Value

(Independent Variable 1)

Sheth et al. (1991) | Utility obtained from perceived quality of a product

or service and physical performances.

Zeithaml (1988) Consumer’s judgment about a product’s overall
excellence and superiority, not the actual quality of a

product.

Kim, Gupta and | Characteristics or attributes of a product, including

Koh (2011) reliability, durability, and price.

Delassus and | Brands performance of a product, which shows how
Descotes (2012) the service or product meets consumers’ functional

needs.

Source: Developed for the research

Table 2.5 defines FV from different authors. According to Sheth et al.
(1991), FV is the primary driver of consumer choice. It can be categorized
as the value received in terms of price and quality (Zeithaml, 1988S;
Woodruff, 1997). Price is the most significant and vital FV, which can
influence consumers’ PI (Teoh & Noor, 2015a; Gongalves et al., 2016).
Besides that, consumer will prefer a better quality product that deserve for

the price (Brucks, Zeithaml & Naylor, 2000; Chi, Yeh & Huang, 2008).

Previous studies (Teoh & Noor, 2015a; Hur, Yoo & Hur, 2015; Han,
Wang, Zhao & Li, 2017) reported that FV possess a significant positive
impact on the consumer’s PI. The details of those studies were concluded
in Appendix A. Conversely, Lin and Huang (2012) showed that FV did not
bring significant influence towards consumer’s PI on green products
because people are more concerned about the impact to the environment

rather than the price factor. This result is consistent with Eze, Yee and
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Wamala (2012), which showed insignificant relationship between FV and
PI. This is because the respondents are college students, who do not
prioritize the value of quality as they plan to purchase another car after

graduation.

In terms of automobile industry, FV refers to functionality and benefit that
can be obtained from the automobile. Most of these values generate from
the tangible characteristics or attributes of the automobile such as the level
of reliability, riding comfort and driving range (Eastlick & Feinberg, 1999;
Schuitema, Anable, Skippon & Kinnear, 2013; Zhang, Wang, Hao, Fan &
Wei, 2013). For example, fuel economy and maintenance record may
affect the PI of consumers in buying a car. If the performance of the
automobile meets the expectations and needs of consumers, they are more

likely to purchase.

2.2.3 Social Value (SV)

Table 2.6: Definitions of SV

Social Value

(Independent Variable 2)

Sheth et al. (1991)

The perceived utility attained from association with

single or various social groups.

Kenter et al. (2015)

The cultural values and norms of a selected society. It

also refers to the social interest and social values.

Kim et al. (2011)

The perceived utility that depends on the ability of

product in strengthening a person’s social well-being.

Kim and Lee

(2015)

The belief systems or concepts that are generally
shared in a non-competitive manner and arise through
engagement or involvement at the aggregate societal

phase.

Source: Developed for the research
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Table 2.6 illustrates the definitions of SV from various researchers. The
characteristic of an individual can strengthen his SV to regulate social
comparison favoritism in dependent environment (Qi, Wu & Liu, 2018). A
consumer’s SV can be classified as the satisfaction arose from the
commodity’s capacity to maintain social self-image (Sweeney & Soutar,
2001). Thus, an individual’s PI can be affected by their friends, family,
and peers within unique referential groups (Park, Jaworski & Maclnnis,

1986).

As refer to Appendix A, Sang and Bekhet (2015), Hsieh (2016), Hsu and
Lin (2016), Kim et al. (2011), and Jayaraman, Wong, Yong, and Hye
(2015) had concluded that SV has significant influence on consumers’ PI
in luxury products. Consumers’ social needs of obtaining social status

have positive relationship towards consumer PI (Kim et al., 2011).

In the automobile context, SV refers to self-image improvement, gained
from consumers’ social groups who are using a particular automobile
brand. Purchasing a similar automobile brand can make consumers feel
acceptable by their specific social groups. Consumers consider the
relationship of an automobile with unique referential groups and attempt to
allocate their own personality, enhance their image, and also obtain the
symbolic value of the product (Park et al., 1986). Positive perceived social
symbolism strengthen good brand impression, and also increases buying

intention of that automobile brand (Kim et al., 2011).

2.2.4 Emotional Value (EM)

Table 2.7: Definitions of EM

Emotional Value

(Independent Variable 3)

Sheth et al. (1991) | The perceived utility gained from an alternative’s

capacity to raise feelings or affective states.
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Sweeney and

Soutar (2001)

Feelings or affective states which contain

satisfaction or happiness that generated from a

product.

Asshidin et al.

Satisfaction obtained from experiencing something

(2016) fresh or distinct.

Badker et al. The ability of a product that can trigger and raise
(2009); Teoh and emotions.

Noor (2015b)

Candan, Unal and | The benefit gained resulting from the emotional and
Ercis (2013) impressive situation.

Source: Developed for the research

Table 2.7 illustrates the definitions of EM from various researchers.
According to Sheth et al. (1991), EM shows the capability of a product in
stimulating or altering the buyer’s emotions. EM comes from the
consumer experiences after consuming a product (Sierra & McQuitty,
2005). Emotional experience can develop impressive feelings, ranging
from a little positive sentiment to a strong sense of pleasure and happiness

that attached to a brand (Yang & He, 2011).

As refer to Appendix A, Teoh and Noor (2015b), Asshidin et al. (2016),
Gongalves et al. (2016), Kumar, Lee and Kim (2009), and Sadachar (2014)
had concluded that EM has significant influence on PI. These past studies

concluded that emotion, feelings, and utility can affect consumers’ PIL.

In the automobile perspective, EM refers to the benefit gained from the
feelings or emotional reactions derived from automobiles’ condition and
brands. EM can be derived in a positive manner such as “excitement,
happy, well-being and loyalty” or in a negative manner which are “angry,
unhappy and fear”. Positive emotion will be created if the foreign
automobile can fulfill consumers’ needs and wants, thus, increase in PI

towards foreign automobile. In contrast, if foreign automobile does not
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able to satisfy consumers, negative emotion will be created. This will lead

to disappointment and decrease consumers’ PI.

2.2.5 Conditional Value

Table 2.8: Definitions of CV

Conditional Value

(Independent Variable 4)

Sheth et al. (1991) The perceived utility will be influenced by an

alternative in a specific situation.

Candan et al. (2013) The satisfaction arouses from a unique condition

when a person is making decision.

Gongalves et  al. | The perceived utility that a product or service has

(2016) as a result of a set of situation.

Source: Developed for the research.

Table 2.8 defines CV from different authors. CV can be referred as
temporary FV or SV in some specific situation, which in turn affects the
consumer decision making (Sweeney & Soutar, 2001; Yeo et al., 2016).
According to Lin and Huang (2012) and Biswas and Roy (2015), specific
situations that consist of value added, subsidy and time have significant

impact on consumer purchase behavior.

Noor and Teoh (2016), Lin and Huang (2012), Kwon, Trail and James
(2007), Gongalves et al. (2016) and Wang Liao and Yang (2013)
concluded that CV has significant influence on PI (Appendix A). These
past studies concluded that CV can influence consumers’ PI and consumer

choice behavior in hybrid car, green products and mobile application.

In terms of automobile industry, consumer CV can be influenced by other
value added features on the original product such as fuel saver and engine

flushing. Consumers will purchase products that arouse higher CV as

Page 16 of 106




FACTORS AFFECTING PURCHASE INTENTION:
A STUDY AMONG MALAYSIAN TOWARDS FOREIGN AUTOMOBILE

majority of the products are bought related to particular conditions or
circumstances (Bayer & Ke, 2013; Samson & Voyer, 2014). For example,
consumer will have the intention to purchase the automobile with the

subsidy from government.

2.2.6 Epistemic Value

Table 2.9: Definitions of EP

Epistemic Value

(Independent Variable 5)

Sheth et al. (1991) | Created when the product or service arouses
curiosity, provide originality, and/or satisfy a

desire for knowledge.

Laroche, Bergeron | Perceived net utility derived from information in
and Barbaro-Forleo | fulfilling the desire for knowledge and novelty

(2001) seeking.

Sanchez-Fernandez | A desire for knowledge driven by intellectual
and Iniesta-Bonillo | curiosity or novelty seeking.

(2007)

Wu and Chang | Consumers’ curiosity for new knowledge has been

(2016) fulfilled by a product.

Source: Developed for the research

Table 2.9 illustrates the definitions of EP from various researchers. PI can
be affected by curiosity and incentives of “innovation and variety
searching” (Burcu and Seda, 2013), novelty seeking (Tse and Crotts, 2005)
and knowledge (Laroche et al., 2001). Lai (as cited in Lin et al., 2010)
stated that when consumers encounter a new product, they will evaluate it

by prior knowledge and new incoming information to make a decision.

As refer to Appendix A, Lin and Huang (2012), Lin, et al. (2010) and
Wang et al. (2013) found that EP is significantly affecting consumer
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choice behavior and behavioral intention. However, the study carried out
by Solaiman et al. (2017) discovered that EP is insignificant in influencing
consumer’s green purchase behavior as they are focusing more on the
products’ functions. Furthermore, in the study of Awuni and Du (2016),
the result indicated that EP is not an important predictor in green PI as

urban residents identified green certified products inadequately.

In the context of automobile industry, EP refers to the desire of satisfying
consumer’s curiosity for automobile’s new features and knowledge gained
by experiencing the new technology used in the automobiles. Consumers
will purchase the automobile that provide new features, attributes and
functions to satisfy their curiosity and novelty experience which in turn

lead to the fulfillment of EP.

2.2.7 Brand Image

Table 2.10: Definitions of BI

Brand Image

(Independent Variable 6)

Aaker (1997) Consumer's opinion, confidence in the quality
and organization honesty in the products that

are being offered.

Wang and Tsai Perception and feeling about a brand that held
(2014); Zhang (2015) | in consumer memory.

Aaker (1997); Fianto | Image that can be remembered by public.
etal. (2014)

Source: Developed for the research

Table 2.10 defines the BI from different authors. According to Hsieh, Pan,
and Setiono (as cited in Sondoh Jr, Omar, Wahid, Ismail & Harun, 2007),
consumers identify and differentiate the brand by using the BI of each

company, and this will lead to the increases of consumers’ PI to the
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successful brand. Consumers often use this factor to evaluate the products
before purchasing (Zeithaml, 1988). A positive BI will be able to produce
unique associations to consumers because BI significantly affects the
purchase decision of consumers rather than the physical characteristics of

the brand (Schiffman & Kanuk, 2010; Graeff, 1997).

Past studies found that BI might give significant positive impact on PI
(Fakharmanesh & Miyandehi, 2013; Yang, Yan, Tu & Ji, 2015; Jalilvand
& Samiei, 2012; Haque et al., 2015). In contrast, consumers of Proton
automobiles do not prioritize brand name in their purchase decisions
because most of the consumers are not high-income earners (Eze et al.,

2012).

In the automobile perspective, BI refers to the name, design, symbol, or
any other feature of the automobile that differentiate the company with
other competitors. A feeling of trust and confidence, better status and
exclusivity can be gained by a good BI (Aaker, 1997). This is due to the
impression made by the consumers was based on great brand services,
reputation and special advantage that can be offered by the brand (Kotler
& Keller, 2012). If the BI of foreign automobile is impressive, then most

likely the consumers will intend to purchase it.
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2.3 Proposed Conceptual Model

Figure 2.1: Proposed Conceptual Model

TCV

Functional Value

Social Value

Emotional Value

Purchase Intention

Conditional Value

Epistemic Value

Brand Image

Source: Developed for the research

Figure 2.1 shows the conceptual model of this research, which contains five
values from TCV are the IV for this study. Pl among Malaysian towards foreign
automobiles is the DV in the study. Apart from that, BI has been added into the
proposed model. This is because a BI is significant and is the competitive
advantage that attracts consumers as the brand node has established in memory
(Keller, 1993; Mirzai, Fard & Slambolchi, 2016). Pitta and Katsanis (1995),
Rehman and Ishaq (2017) and Brucks (1985) mentioned that superior BI is the
most significant determinants that urge PI as it creates differentiation. Yu, Lin and
Chen (2013) and Rehman and Ishaq (2017) stated that BI has significant and
positive relationship towards PI. As this research is studying the PI of Malaysian
towards foreign automobiles, thus BI is adapted and combined with TCV for this

study.
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2.4 Hypotheses Development

Table 2.11: Hypotheses development

Functional value has significant and positive influence on the intention to

H purchase foreign automobiles.

Social value has significant and positive influence on the intention to
He purchase foreign automobiles.

Emotional value has significant and positive influence on the intention to
Hs purchase foreign automobiles.

Conditional value has significant and positive influence on the intention to
H purchase foreign automobiles.

Epistemic value has significant and positive influence on the intention to
Hs purchase foreign automobiles.
- Brand image has significant and positive influence on the intention to

6

purchase foreign automobiles.

Source: Developed for the research

Table 2.11 illustrates the hypotheses developed for this research.

2.5 Conclusion

In short, chapter two is about the TCV that we have applied and few past literature

studies that we have discussed. Also, chapter two has included six hypotheses

proposed for the correlation among DV and six [Vs. Moreover, this chapter

includes theoretical framework constructed for this study.
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CHAPTER 3: METHODOLOGY

3.0 Introduction

The objectives of this chapter are to describe the research design, method used in
data collection, sampling techniques, variables and measurement used and

techniques used in analyzed data.

3.1 Research Design

The purpose of this study is to indicate the factors that influence the PI of
Malaysian towards foreign automobiles. Quantitative approach has been used to
measure the consumer’s buying intention, attitude and behavior as people are able
to express their opinion (Hutt & Speh, 2001; Gyempeh, 2016). Besides that,
survey is a cost-effective and reliable method that can provide an accurate data
and gather the feedback from respondent (McClelland, 1994). Self-administered
questionnaire is used to collect large amount of data at a lower cost (Sivo,
Saunders, Chang & Jiang, 2006). This is a cross-sectional study as it studied once
and there was no follow-up required (Mann, 2003; Levin, 2006). It was done at a
single point of time and it required shorter time period to gather and analyse the
data (Mann, 2003). The unit of analysis is the residents with minimum income of

RM3,000 in KL, JB and Klang.
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3.2 Population and Sampling Procedures

3.2.1 Target Population

According to MAA (as cited in Lee, 2017), Federal Territories (3,987,468
cars), Johor (1,498,587 cars) and Selangor (1,157,268 cars) were the top 3
states of highest number for car registered in Malaysia in 2017 (refer to
Appendix 3.1 and Appendix 3.2), which has covered 50% of the total
population. Although the Business Partner Portals (1,263,012 cars) was the
top 2 in the statistic, it was excluded in this study. This is due to the fact
that, according to Kragh and Andersen (2009), Business Partner Portal is
the online software which is protected by password and aimed to maintain
relationships with the company's dealers; moreover it offers a company
with database that connects all functional systems within the firm and its
supply chain partners (Boyson, Corsi & Verbraeck, 2003). Thus, origin of
individual purchaser will not be able to identify as they may from different
locations worldwide (Boyson et al., 2003). Therefore, this study focuses on
three cities, which have the highest population among the three respective
states. This includes KL (1,453,975 residents), JB (802,489 residents) and
Klang (879,867 residents) (World Atlas, 2017) (refer to Appendix 3.3).

3.2.2 Sampling Elements

Malaysian potential car buyers who earn minimum combined income of
RM3,000 monthly in KL, JB, and Klang were chosen as the target
respondents in this study. Combined income refers to an individual’s
income from all sources, like wages, salaries, retirement helps, and support
from kin (Schenker et al., 2006). Leow and Husin (2015) suggested that
people with a minimum combined income of RM3,000 monthly and with
the aged between the range of 20 to 50 years old are the potential car

purchasers. This benchmark is selected because income is the significant
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factor that can influence PI of consumer towards automobile (Wong &

Mo, 2013).

3.2.3 Sampling Size

There are a total of 6,643,323 cars registered in the Federal Territories,
Johor and Selangor (Lee, 2017). Table 3.1 shows that the effective sample
size with confidence level of 95% for population between 1,000,001 and
10,000,000 is 384. Therefore, the sample size of 384 is said to be sufficient
and adequate in this study (Saunders, Lewis & Thornhill, 2012). Rummel
(1988) also stated that the more respondents be adopted for factor analysis,

the better the survey results.

3.2.4 Sampling Techniques

According to Saunders et al. (2012), non-probability sampling technique is
used in this research because the population is unknown and sampling
frame is not available. This research used convenience sampling technique
as it is easy, affordable and the respondents are readily available (Saunders
et al., 2012; Etikan, Musa & Alkassim, 2016). The survey questionnaire
was distributed randomly in car showrooms located at KL, JB and Klang.
The planned survey questionnaire to be collected in KL is 230 sets, JB is
88 sets, and Klang is 65 sets according to the apportionment as shown in
Table 3.2. The data collected were combined to provide a full sample

(Saunders et al., 2012).
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Table 3.1 Sample sizes of difference population sizes at a 95 per

cent confidence level

Margin of error

Population 5% 3% 2% 1%
50 44 48 49 50
100 79 91 96 99
150 108 132 141 148
200 132 168 185 196
250 151 203 226 244
300 168 234 267 291
400 196 291 343 384
500 217 340 414 475
750 254 440 571 696
1,000 278 516 706 906
2,000 322 696 1,091 1,655
5,000 357 879 1,622 3,288
10,000 370 964 1,936 4,899
100,000 383 1,056 2,345 8,762
1,000,000 384 1,066 2,395 9,513
10,000,000 384 1,067 2,400 9,595

Source: Saunders et al. (2012)
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Table 3.2 Sample apportionment

No. of survey
States with highest no. of
) Population | Apportionment | Cities questionnaire planned to
registered cars (2017)
be collected
Federal Territories 3,987,468 60% KL 230
Johor 1,498,587 23% JB 88
Selangor 1,157,268 17% Klang 65
Total 6,643,323 100% 384
Note: Sample is apportioned using formulae of [Sample size (384) x apportionment (%)]

Source: Developed for the research

3.3 Data Collection Method

This study collected data through primary data by using quantitative method,
which is a self-administered questionnaire. Participants were required to answer
and returned the questionnaire. Data collection was carried out from 15th May
2018 to 30th May 2018 among the highest population cities, which are KL, JB
and Klang residents as they have the highest number of foreign vehicle purchased
compared to other states in the country (Lee, 2017). We had collected the data at
foreign automobile showroom as these places show the strong intention of

respondents towards purchasing a car (Hosein, 2012).

A pretest was carried out with two experts that have deep knowledge in PI before
it being distributed officially to ensure the questionnaire’s efficacy and accuracy
to eliminate bias question (Burns et al., 2008). Also, it was conducted with the
consumers that own a foreign automobile to test the content validity of the
questionnaire. Besides that, pilot testing was used to a small sample of
respondents that have homogeneous identity with our study to find out the hidden
blunder and to finalize the survey questions (Zikmund, Babin, Carr & Griffin,

2010; Rosli, Ariffin, Sapuan & Sulaiman, 2014). Therefore, to ensure the validity
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and reliability of the questionnaire, pilot testing was undertaken in Klang,

Selangor.

3.4 Variables and Measurement

3.4.1 Dependent Variable

Table 3.3 Constructs and Measurement (DV)

automobile.”

Dependent Items for Sources
Variable Definition construct of items Measurement
Purchase The How many Torres Seven-point
intention willingness items: and Likert Scale
(PD ofa 6 items Gutiérrez | (Interval)
consumer to (2007)
purchase a Sample Ranging from
particular questions: (1) strongly
product. “To reject disagree to (7)
the strongly agree.
possibility of
buying
foreign

Source: Developed for the research
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3.4.2 Independent Variables

Table 3.4 Constructs and Measurement (IV)

Independent Items for Sources

Variable Definition construct of items Measurement

Functional | The perceived How many Lin and | Seven-point
value utility obtained items: Huang Likert Scale
(FV) from an 8 items (2012) (Interval)

alternative as the
result of a specific | Sample Ranging from
situation or set of | questions: (1) strongly
circumstances “The foreign disagree to (7)
facing the automobile has strongly agree.
decision maker. consistent
quality”.
Social value | The perceived How many Kim et Seven-point
(SV) utility of a digital | items: al. Likert Scale
item based on the | 6 items (2011) (Interval)
item’s ability to
enhance social Sample Ranging from
well-being. questions: (1) strongly
“Using the disagree to (7)
foreign strongly agree.
automobile
enhances my self-
image to others”.

Emotional | Consumers’ How many Han et Seven-point
value feelings or items: al. Likert Scale
(EM) affective states 4 items (2017) (Interval)

are induced from
the products’ Sample Ranging from
capacity. questions: (1) strongly

“For me, the
foreign
automobile are

the ones that I

disagree to (7)
strongly agree.
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would enjoy”.

How many Teoh

items: and

3 items Noor
(2015a)

Sample

questions:

“Buying a foreign

automobile will

give me feelings

of well-being”.

Conditional | Under certain How many Wu and | Seven-point
value circumstances, items: Chang Likert Scale
(CV) external efficacy | 9 items (2016) (Interval)

will affect the
initial behavior of | Sample Ranging from
consumers in questions: (1) strongly
relation to their “Foreign disagree to (7)
emotion. automobile is strongly agree.
suitable for an
official occasion”.

Epistemic | The knowledge How many Al- Seven-point
value learned from items: Debei Likert Scale
(EP) attempting new 4 items and Al- | (Interval)

things. Lozi
Sample (2014) Ranging from
questions: (1) strongly
“If I heard about a disagree to (7)
new foreign strongly agree.

automobile, I
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would look for
ways to
experiment with

it”

Brand image

(BD

Mental picture of
a brand created by

consumers.

How many
items:

6 items

Sample
questions:

“I will buy a
foreign
automobile
because of
fashionable and

trendy””.

Cretu
and
Brodie
(2007)

Seven-point
Likert Scale
(Interval)

Ranging from
(1) strongly

disagree to (7)
strongly agree.

Source: Developed for the research

Table 3.3 and 3.4 show the items and scale of measurements that adapted

from previous studies to ensure reliability and validity of variables. In

Section A, ordinal and nominal scales were applied to obtain the personal

profile of target respondents. Moreover, interval scale was used to

examine the 46 questions used in examining the variables in section B

(refer to Appendix B). Past studies used various measurements such as 5-

point Likert scale, 7-point Likert scale and 10-point Likert scale in

measuring their items. However, 7-point Likert scale ranging from

strongly disagree (1) to strongly agree (7) has been chosen as the

measurement in this study. This is because 7-point Likert scale is more

accurate in reflecting the actual thought of respondents (Joshi, Kale,

Chandel & Pal, 2015).
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3.5 Data Analysis Techniques

3.5.1 Descriptive Analysis

Descriptive statistics are used to describe and summarize data. It can be
used to compare the samples of one’s study with another and also help the
researchers to detect sample characteristics (Thompson, 2009). The
frequency distribution and percentage was used to describe the data of age,
gender, monthly income and education level. Mean is the most common
measurement of central tendency, as it is more sensitive and influenced by
the distribution of values (Ab Rahman, 2015). Mean is calculated by
adding up the value of all subjects and divides by the total number of
subjects. SD is calculating the variance of all the measurement in a
sample, which can minimize the effects of outliers in measuring the
variability (Thompson, 2009). The minimum and maximum value is to
observe the lowest level and the highest level of the data. SAS computer
software program has been used to generate and interpret the data
collected from the target respondents. Table 3.5 illustrates the descriptive

analysis of DV and IV for this research.

Table 3.5: Descriptive analysis of DV and IV

Variables Measure of central tendency
Dependent Variable
Purchase Intention Mean, SD, Minimum, Maximum
Independent Variables

Functional value

Social value

Emotional value Mean, SD, Minimum, Maximum

Conditional value

Epistemic value
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Brand Image

Source: Developed for the research

3.5.2 Scale Measurement

3.5.2.1 Reliability test

In conducting the reliability test, Cronbach’s alpha was used to measure
the reliability and consistency of the survey items. The reliability and
consistency is to test between the survey items whether has a same
construct and inter-relatedness of the items. The alpha coefficient of 0.70
or higher is considered acceptable. Therefore, if the result is <0.70, it
should be discarded or revised because this shows the survey items has a

poor inter-relatedness or heterogeneous (Tavakol & Dennick, 2011).

Table 3.6: Rule of Thumb for Cronbach’s alpha test

Alpha Coefficient Range Strength of Association
<0.6 Poor
0.6 t0 <0.7 Moderate
0.7 t0 <0.8 Good
0.7t0<0.9 Very good
>=0.9 Excellent

Source: Hair, Money, Samouel & Page (2007)

3.5.2.2 Normality test

In conducting normality test, skewness and kurtosis was used to measure
the data sets are in normal distribution, which near zero (Kim, 2013). The
value of skewness and kurtosis, the data sets are considered normal

distribution (Hair, Black, Babin & Anderson, 2010; Kline, 2011). Before
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conducting the parametric test, which is Pearson Correlation Analysis and
MLR Analysis, the normality test needs to be fulfilled. Otherwise, non-
parametric tests were used, which is Spearmen correlation and Chi-square

(Saunders et al., 2012).

3.5.3 Inferential Analysis

3.5.3.1 Pearson Correlation Coefficient

Pearson correlation coefficient is used to measure the strength and
direction of the relationship between the IV and DV (Bolboaca & Jéntschi,
2006). In Chapter 4, Pearson correlation was used to measure the
relationship between the IV (FV, SV, EM, CV, EP, BI) and DV (PI). The
values of Pearson correlation shows that the variables have an increasing
relationship and perfectly linear related to each other. The table 3.7 is the
illustration on the rule of thumb for the correlation coefficient, which

determines the strength of association between the [V and DV.

Table 3.7: Rule of thumb for correlation coefficient

Pearson Correlation Range Strength of Association

Very high positive (negative)
0.90 to 1.00 (-0.90 to -1.00) ]
correlation

0.70 to 0.90 (-0.70 to -0.90) High positive (negative) correlation

Moderate positive (negative)
0.50 t0 0.70 (-0.50 to -0.70)

correlation
0.30 to 0.50 (-0.30 to -0.50) Low positive (negative) correlation
0.00 to 0.30 (0.00 to -0.30) Negligible correlation

Source: Mukaka (2012)

Multicollinearity problem is existed when there is a high correlation value

(r>0.90) among the IV (Hair et al., 2010; Pallant, 2011). If the tolerance
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value is <0.10 and variance inflation factor (VIF) value is >10, the
multicollinearity problem is presence (Hair, Black, Babin, Anderson &

Tatham, 2006).

3.5.3.2 Multiple Linear Regression Analysis

MLR analyses the linear relationships between DV and more than one I'V.
MLR is able to answer the research questions that consider roles of
multiple IV in a single DV (Nathans, Oswald & Nimon, 2012). If all the
assumptions (normal distribution, linearity, homoscedasticity and
multicollinearity) are being met, the parametric test, which is MLR can be
conducted (Uyanik & Giiler, 2013). In Figure 3.1, the equation of MLR
shows the relationship between IV and DV.

Figure 3.1: Equation of MLR

PI = By + B1(FV) + B, (SV) + B3(EV) + B.(CV) + B5(EV) + Bs(BD) + &,

where:

PI = Purchase Intention
Bo = Constant

B1 = Functional Value
B2 = Social Value

B3 = Emotional Value
B4 = Conditional Value
Bs = Epistemic Value
Be = Brand Image

e = Error Term

Source: Developed for the research
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3.6 Conclusion

In conclusion, this chapter illustrates the research design, sampling procedure,
method to collect data, variables and measurements as well as method to analyze

data.
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CHAPTER 4: DATA ANALYSIS

4.0 Introduction

This chapter describes the outcome of data analysis. The results were generated by
SAS based on the data collected. It includes the use of descriptive analysis, scale

measurement and inferential analysis to analyse the data.

4.1 Descriptive Analysis

4.1.1 Demographic Profile of the Respondents

Figure 4.1: Gender of Respondents

Female
173
(43.03%)

Male
229
(56.97%)

Source: Developed for the research

Figure 4.1 shows the gender of respondents who have took part in the
survey. The sample size is made up of 402 respondents where 173 were

females (43.03%) and 229 were males (56.97%).
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Figure 4.2: Age of Respondents

2 46 years
36-45 years 39
45 (9.70%) < 25 years
(11.19%) 182

(45.27%)

26-35 years
136
(33.83%)

Source: Developed for the research

Figure 4.2 illustrates the age of respondents. The results of the survey
indicates that most of the 182 respondents aged below 26 years old
(45.27%), followed by 136 respondents aged between 26 and 35 years old
(33.83%), 45 respondents aged between 36 and 45 years old (11.19%) and
39 respondents aged above 45 years old (9.70%) which are the least

respondents in this research.

Figure 4.3: Marital Status of Respondents

Married
133
(33.08%)

Single
269
(66.92%)

Source: Developed for the search
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Figure 4.3 demonstrates the marital status of respondents. As shown in the
pie chart, out of 402 respondents, there are 269 respondents are single

(66.92%) while 133 respondents are married (33.08%).

Figure 4.4: Highest Education Completed

Master PhD High school
- 132
(5.97%) (32.84%)

(1.49%)

Degree
156
(38.81%)

Diploma
84
(20.90%)

Source: Developed for the research

Figure 4.4 shows the highest education level completed by respondents.
The results of survey shows that, among 402 respondents, 132 respondents
have high school qualification (32.84%), 84 respondents who have
completed a diploma (20.90%), 156 degree holders (38.81%), 24 master
holders (5.97%) and 6 PhD holders (1.49%).

Figure 4.5: Income Level of Respondents

RM7,001 -
RM9,000
21

Below
RM3,000
0

5.22%
( b) . Above | (0%)
RM9,000
32
RM5,001 -
RM7,000 (7.96%)
74 RM3,001 -
(18.41%) RMS5,000
275
(68.41%)

Source: Developed for the research
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Figure 4.5 illustrates the income level of respondents. The results indicated
that there are 275 respondents with income range from RM3,001 to
RMS5,000 (68.41%), 74 respondents with income range from RM5,001 to
RM7,000 (18.41%), 21 respondents with income range from RM7,001 to
RM9,000 (5.22%) and 32 respondents with income greater than RM9,000
(7.96%).

Figure 4.6: Living Area of Respondents

(17.16%)

Johor Bahru

97 Wilayah
(24.13%) Persekutuan
Kuala Lumpur
236
(58.71%)

Source: Developed for the research

Figure 4.6 demonstrates the living area of respondents. Referring to Figure
4.6, our sample respondents are made up of 236 residents which living in
Wilayah Persekutuan Kuala Lumpur (58.71%), 97 residents which living
in Johor Bahru (24.13%) and 69 residents which living in Klang (17.16%).
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Figure 4.7: Number of Foreign Automobile Own by Respondents

3
18

More than 4

2 J 1

42 0
(1045%) (4.48%) (0.25%)
None
4 178
6 (44.28%)
(1.49%)

1
157
(39.05%)

Source: Developed for the research

Figure 4.7 displays the number of foreign automobile own by respondents.
The survey results revealed that 178 respondents did not owned any
foreign automobile (44.28%) and the majority of the respondents within
this category only earn RM3,000 to RM5,000 per month. There are 157
respondents owned one unit of foreign automobile (39.05%), 42
respondents owned two units of foreign automobiles (10.45%). 18
respondents owned three units of foreign automobiles (4.48%) and 6
respondents owned four units of foreign automobiles (1.49%). The result
also indicates that there is only one respondent owned more than four units

of foreign automobiles (0.25%).
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Figure 4.8: Foreign Automobile Brands Own by Respondents

Volkswagen Other
12 15 Honda
(5.36%) (6.70%) 81
(36.16%)

Hyundai
Toyota 7
81 (3.13%)

(36.16%)
Mitsubishi

Nissan 5
23 (2.23%)
(10.27%)

Source: Developed for the research

Figure 4.8 represents the foreign automobile brands own by respondents.
There are 178 missing data as the respondents did not owned any foreign
automobile, however, 81 respondents owned a Honda (36.16%), 7 owned
a Hyundai (3.13%), 5 owned a Mitsubishi (2.23%), 23 owned a Nissan
(10.27%), 81 owned a Toyota (36.16%), 12 owned a Volkswagen (5.36%)
and 15 owned other foreign automobile brands (6.70%).

Figure 4.9: Respondents’ Most Preferred Foreign Automobile Brand

Volksév;agen Ozhzer Honda
146
0,
(13.18%) (10.45%) (36.32%)
l Hyundai

< 13
Toyota (3.23%)
97
(24.13%)

Mitsubishi
22
(5.47%)

Nissan
29
(7.21%)

Source: Developed for the research
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Figure 4.9 exhibited the respondents’ most preferred foreign automobile
brand disregard whether the respondents own or do not own foreign
automobile, among 402 respondents, there are 146 respondents preferred
Honda (36.32%), 13 respondents preferred Hyundai (3.23%), 22
respondents preferred Mitsubishi (5.47%), 29 respondents preferred
Nissan (7.21%), 97 respondents preferred Toyota (24.13%), 53
respondents preferred Volkswagen (13.18%) and 42 respondents preferred
other foreign automobile brands such as BMW, Lamborghini, Mazda and

more (10.45%).
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4.1.2 Central Tendencies Measurement of Constructs

Table 4.1 Mean, Standard Deviation, Minimum, Maximum and Mode

Standard
Variable Mean Deviation Minimum Maximum Mode
Functional Value
FV1 5.1442786 1.4777079 1.0000000 7.0000000 6.0000000
FV2 5.1467662 1.4162759 1.0000000 7.0000000 6.0000000
FV3 5.2313433  1.4295467 1.0000000 7.0000000 6.0000000
Fv4 5.1393035 1.4090897 1.0000000 7.0000000 6.0000000
FV5 4.6417910 1.5150269 1.0000000 7.0000000 5.0000000
FVve 4.8631841 1.4571820 1.0000000 7.0000000 6.0000000
Fv7 4.9676617 1.4443799 1.0000000 7.0000000 6.0000000
FV8 4.6094527 1.5045103 1.0000000 7.0000000 6.0000000
Social Value
Svi 47014925 1.5181192 1.0000000 7.0000000 5.0000000
Sv2 4.6840796 1.4753825 1.0000000 7.0000000 4.0000000
SV3 4.6194030 1.5120205 1.0000000 7.0000000 4.0000000
Sv4 4.5522388 1.4346991 1.0000000 7.0000000 4.0000000
SVs§S 4.3880597 1.5109432 1.0000000 7.0000000 4.0000000
Sveé 4.3084577 1.5868468 1.0000000 7.0000000 4.0000000
Emotional Value
EM1 5.0895522  1.4971095 1.0000000 7.0000000 6.0000000
EM2 5.0074627 1.4550434 1.0000000 7.0000000 6.0000000
EM3 4.8532338 1.4476232 1.0000000 7.0000000 6.0000000
EM4 4.9278607 1.4515517 1.0000000 7.0000000 6.0000000
EMS  4.7587065 1.4067831 1.0000000 7.0000000 5.0000000
EM6  4.8855721 1.5020653 1.0000000 7.0000000 5.0000000
EM7  4.8557214 1.4810792 1.0000000 7.0000000 5.0000000
Conditional Value
Cvl 4.7238806 1.4766265 1.0000000 7.0000000 6.0000000
Cv2 4.5149254 1.4233626 1.0000000 7.0000000 5.0000000
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CVv3 4.6417910 1.5794960 1.0000000 7.0000000 5.0000000

Cv4 4.3905473 1.5324292 1.0000000 7.0000000 4.0000000

CV5 4.5870647 1.5175225 1.0000000 7.0000000 5.0000000

CVé 4.5248756 1.5033224 1.0000000 7.0000000 5.0000000

Cv7 4.3880597 1.5692356 1.0000000 7.0000000 4.0000000

CVv8 4.7960199 1.5402121 1.0000000 7.0000000 6.0000000

CVv9 47636816 1.5233427 1.0000000 7.0000000 6.0000000

Epistemic Value

EP1 4.3930348 1.6531542 1.0000000 7.0000000 5.0000000

EP2 4.6044776 1.6502943 1.0000000 7.0000000 6.0000000

EP3 4.1243781 1.5915778 1.0000000 7.0000000 4.0000000

EP4 4.5920398 1.6174659 1.0000000 7.0000000 4.0000000

Brand Image

BI1 5.0000000 1.4386888 1.0000000 7.0000000 6.0000000

BI2 5.1741294 1.4540432 1.0000000 7.0000000 6.0000000

BI3 5.0373134 1.3897023 1.0000000 7.0000000 6.0000000

BI4 49353234 1.3660639 1.0000000 7.0000000 6.0000000

BIS 5.1169154 1.3834658 1.0000000 7.0000000 6.0000000

BI6 5.0671642 1.4654683 1.0000000 7.0000000 6.0000000

Purchase Intention

P11 4.9203980 1.4588732 1.0000000 7.0000000 6.0000000

P12 4.8781095 1.4133557 1.0000000 7.0000000 6.0000000

P13 5.0248756 1.4315219 1.0000000 7.0000000 6.0000000

P14 5.0149254 1.4334014 1.0000000 7.0000000 6.0000000

PIS 4.9950249 1.4421427 1.0000000 7.0000000 6.0000000

P16 5.0721393 1.4061745 1.0000000 7.0000000 6.0000000

Source: Developed for the research

Table 4.1 illustrated the analysis of mean, standard deviation, minimum,
maximum and mode for all 46 survey items derived from six independent
variables and a dependent variable. A 7-point Likert scales ranging from
strongly disagree (1) to strongly agree (7) have been used as answer’s

option in the survey questionnaire. All the survey items have a mean
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greater than 4, ranged from 4.1243781 (neutral) to 5.2313433 (more or
less agree), revealing that most of the respondents expressed neutral
opinion and more or less agreed that all the six independent variables are

affecting their PI towards foreign automobile.

All the 46 survey items have a standard deviation between the range of 1.3
to 1.6. The lowest standard deviation is 1.3660639 which falls to BI4
while the highest is 1.6531542 which falls to EP1. The figures indicated
that all the survey results are clustered closely around the mean. There
were respondents that strongly disagree (1) and strongly agree (7) that the
six independent variables were affecting PI towards foreign automobiles.
The answer’s option that respondents choose the most is neutral (4), more
or less agree (5) and agree (6). This indicated that most of the respondents
agreed that the six independent variables are affecting their PI towards

foreign automobile.

4.2 Scale Measurement

4.2.1 Reliability

Table 4.2: Reliability Test (Pilot Test)

Independent Variables Cronbach’s Alpha
Functional Value (FV) 0.795312
Social Value (SV) 0.818225
Emotional Value (EM) 0.831856
Conditional Value (CV) 0.828556
Epistemic Value (EP) 0.854772
Brand Image (BI) 0.788270

Dependent Variables Cronbach’s Alpha
Purchase Intention (PI) 0.803629

Source: Developed for the research
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A pilot test was conducted among 40 Klang residents with the income
level above RM3,000 in Klang’s foreign automobile showroom to ensure
the validity and reliability of the questionnaire. Table 4.2 illustrates the
results of Cronbach’s Alpha or reliability coefficients for each variable.
The results of pilot test shows that the Cronbach’s Alpha are ranging from
0.788270 to 0.854772, which had exceeded the recommended threshold
0.70 (Nunnally & Bernstein, 1994; Cronbach & Shavelson, 2004). To

conclude, the questionnaire used is reliable.

Table 4.3: Reliability Test (Final Test)

Independent Variables Cronbach’s Alpha
Functional Value (FV) 0.955045
Social Value (SV) 0.949415
Emotional Value (EM) 0.966966
Conditional Value (CV) 0.949096
Epistemic Value (EP) 0.920935
Brand Image (BI) 0.960582

Dependent Variables Cronbach’s Alpha
Purchase Intention (PI) 0.963997

Source: Developed for the research

Table 4.3 illustrates the final results of reliability coefficients or
Cronbach’s Alpha for each variable, which ranges from 0.920935 to
0.966966. Overall, the reliability coefficients of all variables are strong
and had exceeded the recommended threshold 0.70 (Nunnally &
Bernstein, 1994; Cronbach & Shavelson, 2004). Therefore, the

questionnaire used in this research is reliable.
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4.2.2 Normality

Table 4.4: Normality Test (Pilot Test)

Variable Skewness Kurtosis
Functional Value
Fv1 -1.7200365 4.34505251
FV2 0.02818633 -0.4631693
FV3 -0.4166636 0.72977712
Fv4 -0.6034581 0.31942047
FVS -0.4260736 -0.396835
Fveé -1.5862047 4.2345628
Fv7 -0.8532151 0.44612766
FV8 -0.3202373 -0.7348736
Social Value
Svi1 -0.2200047 -0.2628297
Sv2 -0.6177452 -0.2143002
Sv3 -0.0111496 -0.0894405
Sv4 -0.1484593 -0.7038596
SVS§ 0.00394674 -0.7081571
Sveé -0.2839084 -0.2727926
Emotional Value
EM1 -0.1587073 -0.5220068
EM2 -0.0470666 -0.6847926
EM3 -0.2226732 -0.5642691
EM4 -0.7532401 1.50827132
EMS -0.1443001 -0.0087115
EM6 0.04637865 -0.3758587
EM?7 0.01707437 -0.5679407
Conditional Value
CVv1 -0.2640874 -0.2354539
CV2 -0.8714949 0.30073311
CV3 -0.7922941 0.20990885
CV4 -0.6499978 0.17542922
CV5 -0.1401804 -0.427783
CVé -0.226251 -0.4420607
Cv7 -0.4467675 -0.1930689
CVs -0.843827 0.13379452
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CV9 0.16746734 -0.5577907
Epistemic Value
EP1 -0.5576412 -0.1384482
EP2 -0.7323899 0.46425556
EP3 -0.3077067 -0.1731626
EP4 -0.6618566 0.19563307
Brand Image
BI1 -0.6741693 0.64634934
BI2 -0.8327717 0.45603919
BI3 -0.6541839 -0.2056926
Bl4 -0.0972058 -0.8547914
BIS -0.2577284 -0.0087971
BI6 -0.4715863 0.23427749
Purchase Intention

PI1 -0.6398166 -0.9763274
P12 -0.4218632 0.96059168
PI3 -0.7398867 1.31516428
PI4 -0.34105 -0.2156217
PI5 -0.6751727 -0.13221

P16 -0.566062 1.0569768

Source: Developed for the research

Normality test is measured by skewness and kurtosis, its purpose is to test
whether the data is normally distributed (Kim, 2013). Normality test
required to fulfil before Pearson Correlation Analysis and MLR Analysis
(Saunders et al., 2012). According to Hair et al. (2010) and Kline (2011), a
data with the value of skewness within +3 and kurtosis within +10 is
considered as normally distributed. Table 4.4 show the result of skewness
and kurtosis in normality test for the pilot test conducted. The highest
value of the skewness is 0.16746734 while the lowest value is -1.7200365.
For the kurtosis, the highest and lowest values are 4.34505251 and -
0.9763274 respectively. Therefore, the data set is normally distributed
because the result met the requirement on which value of skewness is

within +3 and kurtosis is within +10.
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Table 4.5: Normality Test (Final Test)

Variable Skewness Kurtosis

Functional Value

FV1 -1.0285218 0.52727676
FV2 -0.939056 0.44394494
FV3 -1.1175816 0.74156934
FVv4 -0.9959622 0.70585904
FV5 -0.4629965 -0.4528456
FV6 -0.5285066 -0.3287323
FV7 -0.6369528 -0.1746374
FV8 -0.3838407 -0.4800949
Social Value
Svi -0.4997616 -0.3739444
Sv2 -0.4643628 -0.3330361
SV3 -0.4104174 -0.4111843
Sv4 -0.3421513 -0.3753093
Svs -0.3729153 -0.3646633
Sveé -0.2484994 -0.623752
Emotional Value
EM1 -0.7631431 0.04953169
EM2 -0.6378432 -0.1581361
EM3 -0.6094689 -0.1133681
EM4 -0.7047263 0.12972169
EMS -0.5049099 -0.2789259
EM6 -0.5937061 -0.1625379
EM7 -0.5693462 -0.0913225
Conditional Value

CVv1 -0.520183 -0.3430089
CV2 -0.3953392 -0.3834878
CV3 -0.4683899 -0.4749863
Cv4 -0.3289005 -0.5027279
CVs -0.4229207 -0.3431288
CVveo -0.4530337 -0.3294629
Cv7 -0.3366571 -0.5761701
Cvs8 -0.5394606 -0.37582

CV9 -0.5657427 -0.2107834

Epistemic Value

EP1 -0.4230306 -0.7004284
EP2 -0.4730071 -0.6179139
EP3 -0.2236633 -0.7161074
EP4 -0.4718808 -0.4998629
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Brand Image

BI1 -0.7423175 -0.1001694
BI2 -0.8633548 0.29536648
BI3 -0.8513615 0.32781337
BI4 -0.6908369 0.14188952
BI5 -0.8696756 0.23597914
BI6 -0.7904713 0.21250462
Purchase Intention
PI1 -0.6941626 0.03409026
P12 -0.5924159 -0.1741398
PI3 -0.6743522 0.04287727
PI4 -0.6696283 -0.0832678
PI5 -0.6079407 -0.1764067
PI6 -0.6694944 0.00778718

Source: Developed for the research

Normality test has been conducted during the final test of this research.

Based on table 4.5, the value of skewness is between -1.1175816 and -
0.2484994, whereas the value of kurtosis is between 0.74156934 and -

0.7161074. Since skewness and kurtosis met the requirement, the data set

are normally distributed.

4.3 Inferential Analysis

4.3.1 Pearson Correlation Analysis

Table 4.6 Pearson Correlation Test

Variables PI
0.69047
FV
<.0001
0.59532
SV
<.0001
EM 0.71942
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<.0001

0.64546
<.0001

Ccv

0.59343
<.0001

EP

0.73691
<.0001

BI

Source: Developed for the research

Table 4.6 shows the result of Pearson Correlation Analysis for the
intensity of relationship between six IVs and one DV. As a result, there are
significant relationships between all IVs and the DV because their p-

values lower than 0.0001.

According to Saunders et al. (2012), the result of correlation coefficient
proves that BI has the strongest relationship (0.73691) with the DV. The
result also indicates that the SV and EP have moderate relationships
(0.59532 and 0.59343) with the PI of foreign automobile. Moreover, FV,
EM and CV have strong relationships with foreign automobile PI. In short,
based on Pearson correlation analysis, there exist a positive and significant

relationship between all IVs and DV. That is, as IV increases, DV also

increases.
Table 4.7: Multicollinearity Test
Variables FV SV EM CvV EP BI
1.00000
FV

0.65621 1.00000

SV
<.0001
0.73951 0.75340  1.00000
EM
<.0001  <.0001
cv 0.63383 0.74316  0.74584  1.00000

<.0001  <.0001 <.0001
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0.48315 0.57970  0.60519  0.68122  1.00000
kP <.0001  <.0001 <.0001 <.0001

0.73588 0.63031 0.75990 0.73168  0.59989  1.00000
Bl <.0001  <.0001 <.0001 <.0001 <.0001

Source: Developed for the research

Multicollinearity test was carried out to examine the correlation between
each IV. According to Hair, Black, Babin, Anderson, and Tatham (as cited
in Saunders et al., 2012), the presence of high correlations (i.e. 0.90 and
above) indicates substantial collinearity. Table 4.7 indicates that the
correlation among all IVs is lower than 0.90, which is between 0.48315
and 0.75990. Therefore, the result shown in table 4.7 proves that there is
no multicollinearity problem exists. In short, all IVs are free from

multicollinearity problem since all correlation values are below 0.90.

4.3.2 Multiple Linear Regression Analysis

Table 4.8 Model Summary

Dependent | Coefficient Adjusted R-
Root MSE R-square
Mean Variation square
0.7995 4.9843 16.0410 0.6372 0.6317

Source: Developed for research

According to table 4.8, the adjusted R? is valued at 0.6317 indicated that
63.17% of the DV (PI towards foreign automobile) can be explained by all
the IVs (FV, SV, EM, CV, EP, and BI). While the remaining of 36.83%, it

can be explained by other variables that are not examined in this study.
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Table 4.9 ANOVA

Analysis of Variance

Source DF Sum of Mean F value Pr>F
Squares Square
Model 6 443.4017 73.9003 115.61 <.0001
Error 395 252.4985 0.6392
Corrected 401 695.9002
Total

Source: Developed for research

Based on table 4.9, the result shows that F-value of 115.61 is considered

significant and smaller p-value, which is less than 0.0001. Therefore, the

research model is appropriate to this study and at least one of the six IVs

can be used to modeling the DV.

Table 4.10 Coefficient

Variables Parameter Pr> ] Standard Tolerance Variance  Hypotheses
Estimate Estimate Inflation Testing

Intercept  0.53529 0.0025 0 0
FV 0.23200 <.0001 0.22381 0.36520 2.73820 Supported
SV -0.02194 0.6651 -0.02242 0.34287 2.91655  Not Supported
EM 0.22676 0.0001 0.23012 0.26249 3.80962 Supported
Cv 0.01407 0.8091 0.01367 0.28701 3.48417  Not Supported
EP 0.15305 <.0001 0.17008 0.50042 1.99831 Supported
BI 0.30464 <.0001 0.29945 0.30463 3.28270 Supported

Source: Developed for research

According to table 4.10, the value of VIF is ranging from 1.99831 to

3.80962 and the tolerance value of each IVs ranging from 0.26249 to

0.50042. Since the VIF is lower than 10 and tolerance value is greater than

0.10, it can be concluded there are no multicollinearity problem exist

between IVs of this study.
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Next, the hypotheses of IVs (FV, EM, EP, and BI) are supported, as the p-
value did not exceed 0.05. While, the hypotheses of IVs (SV and CV)
which has a p-value of 0.6651 and 0.8091 respectively are rejected as the
p-value exceed 0.05.1t can be concluded that four IVs (FV, EM, EP, and
BI) are significantly related to PI of foreign automobile, while the
remaining two IVs (SV and CV) have no significant effect on PI of foreign
automobile. Therefore, the MLR equation has been developed as follow:
PI=0.53529 + 0.23200(FV) -0.02194(SV) + 0.22676(EM) + 0.01407(CV)
+0.15305(EP) + 0.30464 (BI)

The above equation implies that the IVs (FV, EM, CV, EP and BI) have
positive relationship with DV except the IV (SV) has a negative
relationship. The negative relationship of SV with DV shows the effect on
PI of foreign automobile will decrease by 0.02194 without changes in
other IVs. While, when the [Vs (FV, EM, CV, EP and BI) increases, the PI
of foreign automobile will be increases by 0.23200, 0.22676, 0.01407,
0.15305 and 0.30464 respectively given that other IVs is remain
unchanged. However, SV and CV have insignificant relationship on PI of
foreign automobile. Hence, the hypotheses are rejected and it does not
affect PI of automobile since it is not related to the DV in this study. The
intercept of 0.53529, it shows the mean value of PI when all the IVs is
equal to 0.

Furthermore, the values of standard estimate explained the influential level
of each IV to DV. BI is the most influential explanatory variable as the
standard estimate of 0.29945 is the highest among all IVs. Hence, Bl is the
dominant IV which influences the DV most in this study and followed by
the IVs (EM, FV, EP, CV and SV).
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4.4 Conclusion

In conclusion, SAS computer software was used to generate and interpret the data
collected. Also, this chapter has explained the analysis of data by using
descriptive analysis, inferential analysis and scale measurement that has been

carried out.
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CHAPTER 5: DISCUSSION, CONCLUSION AND
IMPLICATIONS

5.0 Introduction

This chapter outlines the results of data analyzed and illustrates the result of each
hypotheses whether is supported, the implication of the study, limitation and

recommendations will be covered in this chapter.

5.1 Summary of Statistical Analysis

5.1.1 Summary of Descriptive Analysis

5.1.1.1 Demographic Profile

The data was based on 402 respondents, where 56.97% are male and
43.03% are females. Next, the marital status of respondents in single status
is the most which comprised of 66.92% due to their aged group fall at
below 26 years (45.27%). Majority of the respondents are degree holders
(38.81%) and they falls within the income level range of RM3,001 to
RMS5,000 (68.41%). The data collected from the residents living in KL
comprised of 58.71%, followed by JB (24.13%) and Klang (17.16%).
Besides that, majority of the respondents has owned foreign automobiles
(55.72%) and 39.05% of the respondent owned one unit of foreign

automobile. The majority foreign automobile brands owned by the
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respondents are Honda (36.16%) and it is also the most preferred foreign

automobile brand among respondents, which comprised of 36.32%.

5.1.1.2 Central Tendencies Measurement

Table 5.1 illustrates the summary of each highest and lowest value in

mean, standard deviation, and mode for respective items.

Table 5.1: Summary of Mean, Standard Deviation, and Mode

Mean Standard Deviation
Constructs
Lowest Highest Lowest Highest
V1 Functional FV8 FV3 Fv4 FV5
value (FV) | 4.6094527 | 5.2313433 | 1.4090897 | 1.5150269
V2 Social value SVeé SV1 Sv4 SVé6
(SV) 4.3084577 | 4.7014925 | 1.4346991 | 1.5868468
V3 Emotional EMS5 EM1 EMS5 EM6
value (EM) | 4.7587065 | 5.0895522 | 1.4067831 | 1.5020653
va Conditional CV7 CVs8 CV2 CV3
value (CV) | 4.3880597 | 4.7960199 | 1.4233626 | 1.5794960
Vs Epistemic EP3 EP2 EP3 EP1
value (EP) | 4.1243781 | 4.6044776 | 1.5915778 | 1.6531542
V6 Brand image B4 BI2 B4 BI6
(BD) 4.9353234 | 5.1741294 | 1.3660639 | 1.4654683
DV Purchase PI2 PI6 PI6 PI1
intention (PI) | 4.8781095 | 5.0721393 | 1.4061745 | 1.4588732

Source: Developed for research
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5.1.2 Summary of Scale Measurement

Based on the table 4.2, all constructs have exceeded the Cronbach’s alpha

value of 0.70. The results indicated that the data collected was strongly

reliable and valid for the study. Table 4.3 shows the data set are normally

distributed as the skewness values within the range of +3 and kurtosis

values within the range of +10 (Hair et al., 2010).

5.1.3 Summary of Inferential Analysis

Table 5.2 Summary of Pearson Correlation Coefficient Analysis and MLR

Analysis
Pearson
Multiple Linear Regression (R-Square
Correlation
e =0.6372)
Hypotheses Coefficients
Standardized
Result Pr>|t| | Hypotheses
Estimate
Hi. Functional value has
significant and positive
] ) ) 0.69047
influence on the intention 0001 0.22381 <.0001 Supported
<
to  purchase  foreign
automobiles.
H>: Social value has
significant and positive
influence on the intention 0.59532 Not
) -0.02242 0.6651
to purchase foreign <.0001 Supported

automobiles.
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H;. Emotional value has
significant and positive
influence on the intention
to purchase foreign

automobiles.

0.71942
<.0001

0.23012

0.0001

Supported

Hs. Conditional value has
significant and positive
influence on the intention
to purchase foreign

automobiles.

0.64546
<.0001

0.01367

0.8091

Not
Supported

Hs. Epistemic value has
significant and positive
influence on the intention
to purchase foreign

automobiles.

0.59343
<.0001

0.17008

<.0001

Supported

He. Brand image has
significant and positive
influence on the intention
to purchase foreign

automobiles.

0.73691
<.0001

0.29945

<.0001

Supported

Source: Developed for research

Based on table 5.1.2, the results of Pearson’s Correlation analysis showed

that all six IVs have significant relationship with DV as p-value is lower

than 0.0001. The results also indicated that multicollinearity problem is

absent as all the IVs has coefficient value lower than 0.90. Moreover, for

the multiple linear regression analysis, 63.17% of the Malaysian’s

purchase intention towards foreign automobile can be explained by all the

IVs (FV, SV, EM, CV, EP, and BI). Yet, only four developed hypotheses

(H1, H3, H5, and H6) were supported except two developed hypotheses

(H2 and H4) were rejected as the p-value is greater than 0.05.
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5.2 Discussions of Major Findings

5.2.1 Functional value

Table 5.3: Functional Value

Significant
Hypotheses Level Conclusion
(Pr>t])
Hi: Functional value has significant and <.0001 Supported

positive influence on the intention to

purchase foreign automobiles.

Source: Developed for the research

Based on the table 5.2.1, the result is similar with the previous studies
(Teoh & Noor, 2015a; Hur et al., 2015; Han et al., 2017), which reported
that FV has a significant positive impact on the consumer’s PI toward

foreign automobile.

This result shows that the value of quality and price will directly affect the
consumer’s PI in foreign automobile. Generally, Malaysian is willing to
purchase if the automobile met their expectation, utility and benefit.
Consumer may consider the reliability, riding comfort and driving range of
automobile before make the purchase decision. (Eastlick & Feinberg,
1999; Schuitema et al., 2013; Zhang et al., 2013). According to Wu and
Chang (2016), if the FV of automobile did not meet consumer’s

expectation, it would not enhance consumers’ PI.

On the other hands, our result is inconsistent with the findings of Lin and

Huang (2012) that FV did not bring significant influence towards
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consumer’s PI because their study is focused on the environment friendly
mobile vehicle. In other words, the primary focus of the each study is

different and cannot be used for comparing.

5.2.2 Social Value

Table 5.4: Social Value

Significant
Hypotheses Level Conclusion
(Pr>t])
Ha: Social value has significant and positive 0.6651 Not
influence on the intention to purchase Supported
foreign automobiles.

Source: Developed for the research

Result shown in table 5.2.2 reflects that there is an insignificant
relationship between SV and PI. This result contradicts with the results of
Sang and Bekhet (2015), Hsieh (2016), Hsu and Lin (2016), and Kim et al.
(2011).

This hypotheses is not supported due to social groups in Malaysia is not
the main factor that influence the consumer’s Pl toward foreign
automobile. Majority of Malaysia consumer disagree that purchasing
foreign automobile can improve self-image and do not believe purchasing
unique brand of automobile can improve their relationship and
conversation between each other. Also, consumer in Malaysia denied that
driving foreign automobile could represent a good impression to others. As
a result, SV has less or no influence on consumers in purchasing foreign

automobile.
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5.2.3 Emotional value

Table 5.5: Emotional Value

Significant
Hypotheses Level Conclusion
(Pr > t])
Hjs: Emotional value has significant and 0.0001 Supported

positive influence on the intention to

purchase foreign automobiles.

Source: Developed for the research

Based on the table 5.2.3, the result revealed that EV has significant
relationship with consumer’s PI toward foreign automobile. Our finding is
same with the result of Teoh and Noor (2015b), Asshidin et al. (2016),
Kumar et al. (2009), and Sadachar (2014).

This is because Malaysia consumers are oriented toward EM. If consumers
in Malaysia have a positive feeling toward the foreign brand automobile,
they are willing to purchase it. Consumers in Malaysia are willing to
purchase if foreign automobile can provide them positive emotional
manner such as happy, well-being and loyalty. Since human daily lives has
a direct relationship with the emotional, so EM is likely to be the
important factor that affect the consumer’s PI toward foreign automobile

(Teoh and Noor, 2015b).
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5.2.4 Conditional Value

Table 5.6: Conditional Value

Significant
Level
Hypotheses Conclusion
(Pr > |t])
H4: Conditional value has significant and 0.8091 Not
positive influence on the intention to Supported
purchase foreign automobiles.

Source: Developed for the research

Table 5.2.4 concluded that CV has less influence on foreign automobile
PI. This finding opposes results of similar past studies such as Noor and
Teoh (2016), Lin and Huang (2012) and Wang et al. (2013), in which
those past studies concluded that CV has positive significant relationship
with PI. This is because past studies focused more on consumers’ PI in
hybrid car, green products and mobile application; whereas our research is

focusing on PI in foreign automobile.

In the context of foreign automobile, government usually do not offer
subsidy for purchasing foreign automobile, instead, CV might be meant in
other condition such as to create more opportunity to communicate and to
enhance interpersonal relations with others. As a result, CV might sound
stronger in influencing the PI in hybrid car as compared to the PI in

foreign automobile.
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5.2.5 Epistemic Value

Table 5.7: Epistemic Value

Significant
Hypotheses Level Conclusion
(Pr > |t])
H5: Epistemic value has significant and <.0001 Supported

positive influence on the intention to

purchase foreign automobiles.

Source: Developed for the research

The result in table 5.2.5 revealed that EP has a significant relationship with
PI. The result has a consistent finding with few past studies such as Lin
and Huang (2012), Lin, et al. (2010) and Wang et al. (2013) whereby they

recognised the significance of EP.

When consumers have curiosity towards new quality, appearance and
function of automobile, he tends to desire for more product knowledge and
being more likely to choose them for satisfying their curiosity (Lin &
Huang, 2012). Thus, increase of EP leads to the increase of PI. According
to Wang et al. (2013), new experiences provide EP, however, EP might
decrease gradually because product will become familiar when it grows.
Therefore, evaluation is needed in which, automobile manufacturers can
improve the design, style and appearances of new automobile to stimulate

consumer curiosity for trying something new (Lin, et al., 2010).

However, this result also contradicts with the study of Solaiman et al.
(2017) and Awuni and Du (2016), who claimed that most of consumers are

focusing more on the products’ functions.
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5.2.6 Brand Image
Table 5.8: Brand Image
Significant
Hypotheses Level Conclusion
(Pr > |t])

H6: Brand image has significant and <.0001 Supported
positive influence on the intention to
purchase foreign automobiles.

Source: Developed for the research

Based on table 5.2.6, Malaysian will have greater PI on foreign automobile
when the product has high BI. Past studies such as Fakharmanesh and
Miyandehi (2013), Yang et al. (2015), Jalilvand and Samiei (2012) and
Haque et al. (2015) also recognised the significance of BI.

Fakharmanesh and Miyandehi (2013) reported that, foreign brands
especially fashion brands will have greater BI and reputation that lead to
higher consumer PI. Consumers might prefer to purchase an automobile
with a higher BI as it might create trust and confidence towards that
automobile. In other words, in order to increase the automobile PI,
managers can enhance the BI by improving product variety and quality as
well as offering after sale services (Jalilvand & Samiei, 2012). Besides,
Haque et al. (2015) suggest that, BI advertising can also be practiced in

order to improve BIL.

In contrast, this result is inconsistent with the finding of Eze et al. (2012)
whereby they claimed that low-income earners do not prioritize brand

name in their purchase decisions.
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5.3 Implications of the Study

5.3.1 Theoretical Implication

Theoretically, this study has investigated the dimension of TCV explaining
consumers PI towards foreign automobile among KL, Johor Bahru and
Klang residents. Based on the study, FV, EM, EP and BI are the constructs
under TCV have been empirically proven that they have significant
relationship with PI towards foreign automobile. However, SV and CV are

found insignificantly associated with PL.

With the adjusted R-square of 0.6317, this research proves that the model
used is appropriate in studying PI towards foreign automobiles. Ang et al.
(2017) who has conducted a similar research about all constructs from
TCV only managed to achieve an adjusted R-square of 0.5549. Thus, this
TCV theory of Ang et al. (2017) in explaining the customer PI towards

green cars among Generation Y in Malaysia has been validated.

Due to the scarce of foreign automobile research in Malaysia, this research
enhances the knowledge and information of how TCV influence the
consumer’s PI towards foreign automobile. This study is beneficial and
useful to the future researchers who wish to explore PI towards foreign

automobile in a more detail context.

5.3.2 Practical Implication

Based on the findings, it is proved that improving FV, EM, EP and BI
would increase consumers’ PI. The research findings have proved to the
marketers about the ways to attract consumers with adequate values. BI

has been identified as the most important factors in influencing
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consumers’ PI. This study may provide a guideline for Malaysia’s national
car brand, such as Proton and Perodua before they launch a new car model,
as BI is very significant to increase the sales volume. Local car
manufacturers should be able to provide more choice of colour scheme and
also enhance the reputation of domestic automobile to increase consumers’
PI. They should also make brand positioning and development on their

marketing agenda.

Considering FV as another significant factor, local car manufacturers
should stress the need to produce high quality automobile to maximize
customer PI towards domestic automobile. Moosa and Hassan (2015)
stated that engine reliability, fuel consumption and design of the
automobile could increase customer PI. Consumers wish to have
automobile with few basic features such as the impact safety feature and
control safety feature as we could not predict the event occurring on the
road. Therefore, we strongly recommend that Proton and Perodua should
enrich their features internally and the outwards appearance of the
automobile by conducting more research and development. This may

increase the intention of consumers to purchase domestic automobile.

Furthermore, EM also could influence customer PI towards foreign
automobile. Hence, government should educate Malaysian to be patriotic
by purchasing national brand automobiles by organizing patriotic events.
Also, local car manufacturers should emphasis on the buyer's feeling rather
than only focus on the function or appearance of automobile. Local car
manufacturers should keep updating the information in the company’s
website or brochure regarding the technological changes, design and
features of automobiles to fulfill the curiosity of consumers. The
enhancement of product quality shown may increase the consumer’s

beliefs about the automobiles.

Lastly, SV and CV do not have significant relationship with PI. Marketers
should not focus on social influence as their strategy to attract Malaysian

consumers to purchase domestic automobile. Subsidy, incentive, discount
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or promotional activity from government and foreign car manufacturer
does not seem to be effectively in attracting customer and encouraging
repetitive purchase. Therefore, local car manufacturer and government
should investigate the matter to ensure there is no any underlying cause

that these two factors may influence the customer PI.

5.4 Limitations of Study

Firstly, this research only concentrated in respondents living in three areas within
Peninsular Malaysia or West Malaysia (i.e. KL, JB and Klang) and excluded East
Malaysia (i.e. Sabah, Sarawak and Labuan) in process of collecting data. Focusing
on only three areas is insufficient to represent the entire population of Malaysia
and has limited the generalizability of the findings. Therefore, the results might be
biased and not referable as it does not generalize to the residents in other
geographical area and the difference between the purchase intentions of residents
in West Malaysia and East Malaysia towards foreign automobile was eliminated

(Ali, Affendy & Mohd Farid, 2016; Teoh & Noor, 2015a).

Secondly, the data was collected at KL, JB and Klang at which KL and JB are
administrative capitals while Klang is Royal capital. This has resulted survey
biasness and affected the results’ accuracy as the capital level of Klang is different
from the other two areas. There are different in the residents’ income level,
standard of living, cost of living and more. The differences will cause their

residents’ have different perceptions towards purchasing foreign automobile.

Thirdly, this current research adopted a cross-sectional approach instead of using
a longitudinal approach. Hence, the effect of time, better insight and
understanding of respondents’ purchase intention could not be ascertained as the
data was collected once in a specific time period. This is due to the respondents’
intention towards purchasing foreign automobile might vary over time and there is

a time interval for respondents to react.
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The use of convenience sampling in acquired respondents would be the forth
limitation of this research. The sampling method has led to the under-
representation and over-representation of particular age group within the sample,
therefore, affecting the quality of data collected. Also, the issues of survey
biasness and generalizability will arise, resulting a low external validity of the
research. For instance, the group aged 25 years or younger has constituted 45.27%
of total samples while the group aged 46 years or older only constituted 9.70% of

total samples.

Lastly, although the survey questionnaire is widely used by many researchers as it
is a cost-effective approach for data collection. However, the questions asked in
the survey might be misunderstood by respondents and have the possibility to
include biases respond. Also, the survey was designed in a close-ended form
without a feedback section. Therefore, the respondents were restricted from
expressing their own opinion or judgement, resulting in inaccurate response to the

questions which in turn affecting the reliability of the findings.

5.5 Recommendations for Future Study

Future researcher is recommended to widen the scope of the research. The data
can be integrated in whole of Malaysia areas that are being selected should have
similar characteristics such as capital level, income level, standard of living and
cost of living. This is to minimize the survey biasness, increase the accuracy of
the findings, and generalize the residents in other geographical area. As the
residents in West Malaysia and East Malaysia have different living lifestyle,
culture, economy level and development level (Teoh & Noor, 2015a). Therefore, a
cross-culture study may be carried out, so the marketing strategies can be

appropriately applied to West Malaysia and East Malaysia.

Besides, it is proposed that future researchers may extend the study by adopting
longitudinal approach in data collection. This is to observe how the relationship of

IVs and DV evolve over a period, thus, provide a more detailed study. As the
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economy and generation are growing over time, the mindsets of respondents along
with their purchase intention towards foreign automobile will also changing over
time. Therefore, a longitudinal study will show the different mindset of older

generation and newer generation towards purchasing foreign automobile.

Furthermore, a quota sampling method may be adopted as data collection method
for a better representation of strata (groups) among entire population to avoid
under-representation or over-representation of strata. Also, the issues of survey
biasness and generalizability can be minimized, resulting a higher external

validity of the research.

In addition, future researchers can consider a case study approach such as
interviews as it provides deeper understanding from the respondents regarding the
process involved in the relations between Vs and DV. The survey must include a
feedback section during the design stage. Therefore, the respondents will be able
to express their opinions or reason depending on the variables. The researchers
will be able to learn the weaknesses of the questionnaire and amend accordingly
such as added in explanation or definition on some unusual vocabulary to avoid

misunderstanding or unclear about the questions asked.

5.6 Conclusion

In conclusion, this research has contributed by exploring the factors affecting the
consumer’s PI towards foreign automobile in Malaysia. Throughout the research,
all of the research objectives were fully achieved, and all research questions could
be answered. This study also showed that all the four IVs (FV, EM, CV, EP and
BI) had a significant relationship with Malaysian’s purchase intention towards
foreign automobile except for SV and CV. While, the value of adjusted R-square
(63.17%) indicated that the modified TCV model is considered appropriate and
applicable in studying the factors affecting the consumer’s PI towards foreign

automobile in Malaysia.
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Appendix A

Summary of Past Empirical Study on the Dimensions on Functional Value (FV) — Purchase Intention (PI)

Study Country Objective Data Major Findings

Teoh & Noor Malaysia To investigate the factors that affect Questionnaire survey of 306 participants | Functional value has a positive and

(2015a) consumers’ intention to purchase hybrid | of hybrid car users. significant effect on purchase
car. intention.

Hur et al. (2015) | United To examine how green consumption Questionnaire survey was mailed to 314 Functional value has a positive and

States value, satisfaction, and loyalty of driving | elderly consumers. significant effect related to elderly
hybrid cars among elderly consumers. consumer satisfaction with hybrid
cars.

Han et al. (2017) | China To study the relationship between Questionnaire survey of 607 domestic car Functional value has the strongest
perceived functional and non-functional | users. effect on EVs adoption intention.
values towards electric vehicles
adoption intention.

Lin & Huang Taiwan To determine the relationship between Questionnaire survey of 412 green Functional value has insignificant

(2012) functional value and choice behavior consumers and those who may not aware | impact on consumers’ choice and
regarding green products. to environmental problem. purchase intention.

Eze etal. (2012) | Malaysia To examine the influence of brand Questionnaire survey of 988 was collected | Functional value has insignificant

image towards consumers’ purchase
intention for Proton vehicles in

Malaysia.

from Malacca, Kuala Lumpur, Johor and
Penang by using convenient sampling

method.

influences towards purchase intention.

Source: Developed for the research.
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Summary of Past Empirical Study on the Dimensions on Social Value (SV) — Purchase Intention (PI)

Study Country Objective Data Major Findings

Sang & Bekhet Malaysia To examine the effect of social value Questionnaire survey of 1000 private Social value had positive effects on

(2015) towards purchase intention of electric vehicle drivers in Malaysia purchase intention of electric
vehicles in Malaysia. vehicles.

Hsieh (2016) Taiwan To determine the influential factors on Questionnaire survey of 300 participants Social value had positive effects on
purchase intention that result the sales who were recruited from several tea chain | tea purchase intention.
performance in the tea chain store in stores in Tainan city
Tainan City.

Hsu & Lin (2016) | Taiwan To examine the influence of social Online questionnaire survey of 485 Social value significantly
influence on in-app purchase intention. | mobile apps users in Taiwan influences an individual’s intention

to make in-app purchases.

Kim et al. (2011) | Korea To evaluate the factor influencing the Online questionnaire survey of 225 digital | Social value was significantly
purchase intention of digital items in items users influence the digital items purchase
social networking communities. intention.

Jayaraman et al. Malaysia To identify the factors leading to hybrid | Questionnaire survey of 121 Malaysian Social value had positive

(2015)

car purchase intentions among

Malaysian nationals.

respondents.

relationship with the hybrid car

purchase intention.

Source: Developed for the research.
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Summary of Past Empirical Study on the Dimensions on Emotional Value (EM) — Purchase Intention (PI)

Study Country Objective Data Major Findings

Teoh & Noor Malaysia To investigate the factors that affect Questionnaire survey of 306 participants | Emotional value had positive

(2015a) consumers’ intention to purchase hybrid | of hybrid car users. effects on purchase intention of
car. hybrid car.

Asshidin et al. Malaysia To examine the influences of perceived | Questionnaire survey of 270 postgraduate | Emotional value is a significant

(2016) quality and emotional value that affect and undergraduate students. predictor of Malaysian consumers
consumer’s purchase intention towards purchase intention for both
American and local products. American and local products.

Kumar et al. Indian To examine the influences of both Questionnaire survey of 411 college Emotional value is a significant

(2009) perceived quality and emotional value students in India. factor influencing purchase
on Indian consumers' purchase intention intention of Indian consumers
toward a U.S. brand and a local brand. toward a U.S. brand and a local

brand.

Gongalves et al. Portugal This study examines whether An online survey obtains a convenience Emotional value significantly

(2016) consumption values can predict green and snowball sample of 197 responses. affects green buying behaviour.
buying behavior.

Sadachar (2014) | India To investigate the effect of emotional Questionnaire survey of 552 Indian mall Emotional value had positive

value on Indian consumers’ mall

shopping behaviour.

shoppers.

relationship on purchase intention.

Source: Developed for the research.
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Summary of Past Empirical Study on the Dimensions on Conditional Value (CV) — Purchase Intention (PI)

(2016)

consumption values can predict green

buying behavior.

and snowball sample of 197 responses.

Study Country Objective Data Major Findings
Noor & Teoh Malaysia To investigate the consumer purchase Questionnaire survey of 306 consumers in | Conditional value had positive
(2015) intention toward hybrid car. Klang valley. effects on purchase intention of
hybrid car.

Lin & Huang Taiwan To determine the relationship between Questionnaire survey of 412 green Conditional value positively affects

(2012) functional value and choice behavior consumers and those who may not aware | consumer choice behaviour
regarding green products. to environmental problem. regarding green products.

Wang et al. Taiwan To examine the determinants of Online questionnaire of 282 mobile Apps | Conditional value significantly

(2013) purchase intention of mobile Apps users | users. affects consumer purchase intention
based on the theory of consumption to use mobile Apps.
values.

Kwon et al. Singapore To investigate the potential mediating Data were collected from 111 Conditional value significantly

(2007) effect of perceived value in the undergraduate and graduate students affects consumer purchase
relationship between team identification | attending sport management courses at a collegiate team-licensed apparel.
and intent to purchase collegiate team- large university in the south-eastern
licensed apparel. United States.

Gongalves et al. | Portugal This study examines whether An online survey obtains a convenience Conditional value significantly

affects green buying behaviour.

Source: Developed for the research.
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Summary of Past Empirical Study on the Dimensions on Epistemic Value (EP) — Purchase Intention (PI)

Study Country Objective Data Major Findings

Lin & Huang Taiwan To investigate consumption values of | Questionnaire survey of 412 green Epistemic value has a significant

(2012) consumer and choice behavior consumers and those who may not aware | positive impact on consumer choice
regarding green products. to environmental problem. behavior towards green products.

Lin et al. (2010) | Taiwan To examine the consumers’ Questionnaire survey of 133 green Epistemic value is positively
consumption values and choice consumers and those who may not aware | affecting the consumer’s choice
behaviors towards green products. of ecological consciousness. behavior towards green products.

Wang et al. Taiwan To examine the determinants of Online questionnaire of 282 mobile Apps | Epistemic value significantly

(2013) purchase intention of mobile Apps users. affects consumer purchase intention
users based on the theory of to use mobile Apps.
consumption values.

Solaiman et al. | Bangladesh | To investigate the influence of Questionnaire survey of 396 actual buyers | Epistemic value is insignificant in

(2017) consumption values on green purchase | of some selected environment friendly influencing green purchase
behavior. and energy efficient electronic products behavior.

Awuni & Du China To understand the antecedents of green | Questionnaire survey of 309 young adult | Epistemic value is positively but

(20106) purchasing intentions among young consumers in shopping centers. insignificant in affecting green

adults in Chinese cities.

purchasing intentions among young

adults in Chinese cities.

Source: Developed for the research.
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Summary of Past Empirical Study on the Dimensions on Brand Image (BI) — Purchase Intention (PI)

image towards consumers’ purchase
intention for Proton vehicles in

Malaysia.

from Malacca, Kuala Lumpur, Johor and
Penang by using convenient sampling

method.

Study Country Objective Data Major Findings
Fakharmanesh United To investigate how brand image, Questionnaire survey of 463 from British | Brand image had direct positive
& Miyandehi Kingdom consumer ethnocentrism and animosity | apparel retailer. impact on foreign purchase
(2013). shape Iranian consumers’ foreign intention.

purchase intention.
Yang et al. China To study the relationship between Questionnaire survey of 357 from the Product brand image has
(2015) product, corporate, and country brand | potential consumers who have demands significantly influences towards
towards the effect of purchase for automobiles or owners who have car- | purchase intention.
intention. buying experiences among 5 countries.
Mohammad & Iran To examine how Electronic Word of Questionnaire survey of 341 participants | Brand image is found insignificant
Samiei (2012) Mouth (eWOM) affect the brand based on a cluster sampling method and in influencing the purchase
image and purchase intention in the collected at Iran Kdoro’s agencies in intention, but there is a positive
automobile industry. Isfahan. relationship among them.
Haque et al. Bangladesh | To study the factors that influences Questionnaire survey of 230 were Brand image has positive
(2015) Bangladeshi consumers’ intentions to | collected from Bangladeshi consumers in | relationship with Bangladeshi
purchase foreign products. different shopping malls in the cities of consumers’ foreign purchase
Dhaka and Chittagong. intention.
Eze et al. (2012) | Malaysia To examine the influence of brand Questionnaire survey of 988 was collected | Brand image has insignificant

influences towards purchase

intention.

Source: Developed for the research
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Appendix B

Variables and Measurements (Note: FA refers to foreign automobile)

Independent Variables Question Items Measurement Sources
Functional Value (FV) FA has consistent quality. Interval Lin & Huang (2012)
FA is well made. Seven-Point Likert Scale
FA has an acceptable standard of quality. (1-strongly disagree to 7-
FA would perform consistently. strongly agree)
FA is reasonably priced.

FA offers value for money.

FA is a good product for the price.

Using FA would be economical.

Independent Variables Question Items Measurement Sources
Social Value (SV) Use of FA enhances my self-image. Interval Kim et al. (2011)
Use of FA improves my self-expression. Seven-Point Likert Scale
Use of FA leaves a good impression about me to others. (1-strongly disagree to 7-
Use of FA improves the way I am perceived. strongly agree)

Use of FA enables me to build rapport with others.

Use of FA helps me to maintain and enhance relationships with

others.
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Independent Variables Question Items Measurement Sources

Emotional Value (EM) I would enjoy driving FA. Interval Han et al. (2017)
Driving a FA would provide me satisfaction. Seven-Point Likert Scale
I would feel relaxed driving FA. (1-strongly disagree to 7-
The experience of driving FA would give me pleasure. strongly agree)
Driving a FA will give me feelings of well-being. Teoh & Noor (2015a)
Driving a FA is exciting.
Driving a FA will make me feel happy.

Independent Variables Question Items Measurement Sources
Conditional Value (CV) Driving FA is suitable for an official occasion. Interval Wu & Chang (2016)
Driving FA can enhance interpersonal relations. Seven-Point Likert Scale
Driving FA is suitable for a high-level party. (1-strongly disagree to 7-
FA can create effective communication. strongly agree)

Purchase of FA makes me happy.

Driving own’s FA give us more opportunity to discuss with

other.

My friends motivate me to purchase FA.

I can reward myself by owning FA.

FA can be used as high-end rental cars.
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Independent Variables Question Items Measurement Sources
Epistemic Value (EP) If I heard about a new FA, I would look for ways to test drive. Interval Al-Debei & Al-Lozi
I always look forward to a new FA so as I can acquire Seven-Point Likert Scale (2014)
knowledge about latest technologies and services. (1-strongly disagree to 7-
Among my peers, [ am usually the first to explore new FA. strongly agree)
In general, I will try out new FA.

Independent Variables Question Items Measurement Sources
Brand Image (BI) FA is fashionable and trendy. Interval Cretu & Brodie (2007)
FA has a reputation for quality. Seven-Point Likert Scale
FA is elegant. (1-strongly disagree to 7-
FA is sophisticated. strongly agree)
FA is well known and prestigious. )
FA is useful.
Dependent Variable Question Items Measurement Sources
Purchase Intention (PI) I accept the possibility of buying FA. Interval Torres & Gutiérrez (2007)
I likely buy FA. Seven-Point Likert Scale
[ accept the idea of buying FA. (1-strongly disagree to 7-
[ am willing to buy FA. strongly agree)
I will prefer buying FA.

I will consider buying FA.
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Appendix C

UNIVERSITI TUNKU ABDUL RAHMAN

Wholly Owned by UTAR Education Foundation (Company No. 578227-M)

UNIVERSITI TUNKU ABDUL RAHMAN

26" March 2018

To Whom It May Concern,
Dear Sir/Madam,

Permission to Conduct Survey

This is to confirm that the following students are currently pursuing their Bachelor of Commerce
(Hons) Accounting program at the Faculty of Business and Finance, Universiti Tunku Abdul
Rahman (UTAR) Perak Campus.

I would be most grateful if you could assist them by allowing them to conduct their research at
your institution. All information collected will be kept confidential and used only for academic

purposes.

The gtudents are as follows:

Name of Student Student ID

Tan Kah Kiat 15ABB00710
Ang May Yen 15ABB00262
Chee Kien Qing 15ABB00378
Lau Sin Yee 15ABB00263
Teh Shyen Yong 15ABB00309

If you need further verification, please do not hesitate to contact me.
Thank you.

Yours sincerely,

...... N i

....... R
Dr Zam Zuriyati Binti Mohamad Ms Kogilavani a/p Apadore
Head of Department, Supervisor,
Faculty of Business and Finance Faculty of Business and Finance
Email: zuriyati@utar.edu.my Email: kogilavani@utar.edu.my

Kampar Campus : Jalan Universiti, Bandar Barat, 31900 Kampar, Perak Darul Ridzuan, Malaysia

Tel: (605) 468 8888 Fax: (605) 466 1313

Sungai Long Campus : Jalan Sungai Long, Bandar Sungai Long, Cheras, 43000 Kajang, Selangor Darul Ehsan, Malaysia
Tel: (603) 9086 0288 Fax: (603) 9019 8868

Postal Address: PO Box 11348, 50744 Kuala Lumpur, Malaysia

Website: www.utar.edu.my
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T\>R Universiti Tunku Abdul Rahman

UNIVERSITI TUNKU ABDUL RAHMAN

Factors Affecting Purchase Intention: A Study among
Malaysian towards Foreign Automobile

Note: FA refers to foreign automobile (car).

Survey Questionnaire

Dear Respondent,
Warmest greeting from Universiti Tunku Abdul Rahman (UTAR)

We are final year undergraduate students of Bachelor of Commerce (Hons) Accounting, Universiti
Tunku Abdul Rahman (UTAR). The purpose of this survey is to conduct a research to investigate
the factors that affecting the purchase intention towards foreign automobile (car) among the
Kuala Lumpur, Johor Bahru and Klang residents. Please answer all questions to the best of
your knowledge. There are no wrong responses to any of these statements. All responses are
collected for academic research purpose and will be kept strictly confidential.

Thank you for your participation.

Instructions:

1) There are THREE (3) sections in this questionnaire. Please answer ALL questions in ALL
sections.

2) Completion of this form will take you less than 10 minutes.

3) The contents of this questionnaire will be kept strictly confidential.

Voluntary Nature of the Study

Participation in this research is entirely voluntary. Even if you decide to participate now, you may
change your mind and stop at any time. There is no foreseeable risk of harm or discomfort in
answering this questionnaire. This is an anonymous questionnaire; as such, it is not able to trace
response back to any individual participant. All information collected is treated as strictly
confidential and will be used for the purpose of this study only.

I have been informed about the purpose of the study and I give my consent to participate in this
survey.
YES () NO ()

Note: If yes, you may proceed to next page or if no, you may return the questionnaire to researchers
and thanks for your time and cooperation.
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Section A: Demographic Profile

In this section, we would like you to fill in some of your personal details. Please tick your answer
and your answers will be kept strictly confidential.

QA 1: Gender: o Female O Male

QA 2: Age:
O 25 years or less
O 26 to 35 years
0 36 to 45 years
O 46 years or greater

QA 3: Marital status: O Single o Married

QA 4: Highest education completed:
o High School
o Diploma
o Degree
O Master
o PhD

QA 5: Income Level:
o Below RM3000
o RM3001 — RM5000
o RM5001 — RM7000
o RM7001 — RM9000
o Above RM9000

QA 6: Which area are you currently living in?
0 Wilayah Persekutuan Kuala Lumpur
g Johor Bahru
o Klang

QA 7: How many FA do you own? (If no, please proceed to QA 9)
O None
ol
o2
o3
o4
0 More than 4

Page 97 of 106



FACTORS AFFECTING PURCHASE INTENTION:
A STUDY AMONG MALAYSIAN TOWARDS FOREIGN AUTOMOBILE

QA 8: Which of the following FA brands do you own currently?
o Honda
o Hyundai
0 Mitsubishi
O Nissan
o Toyota
0 Volkswagen
o Other (please specify):

QA 9: Which of the following is one of your most preferred FA brands?
o Honda
o Hyundai
o Mitsubishi
o Nissan
o Toyota
0 Volkswagen
o Other (please specify):

Section B: Types of Factors towards Purchase Intention

This section is seeking your opinion regarding the importance of different types of factors
towards purchase intention. Respondents are asked to indicate the extent to which they agreed or
disagreed with each statement using 7-point Likert scale [(1) = strongly disagree; (2) = disagree;
(3) = More or Less Disagree; (4) = neutral; (5) = More or Less Agree; (6) = agree and (7) =
strongly agree] response framework. Please circle one number per line to indicate the extent to
which you agree or disagree with the following statements.

Definition of Factors towards Purchase Intention

Variables Definition

Functional Value Brands performance, such as characteristics or attributes, which shows

(FV) how the service or product meets consumers’ functional needs.
Social Value The value consumer attained from association with single or various
(SV) social groups.

Emotional Value The satisfaction that a person obtained by experiencing something fresh
(EM) or distinct.

Conditional Value = Any decision made by consumers will be influenced by particular

(CV) circumstances.

Epistemi 1
pistemic Value A product has fulfilled consumers’ curiosity for new knowledge.

(EP)
Brand Image Perception and feeling about a brand that can be remembered by the
(BD) public.
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>0 o &9 = & >
. SR EREERE
No Questions o s s g = & B 2 &
EEZ E gL 2 ed < <
nB Al A Z4 5 7
= =
B1 Functional Value (FV)
FV 1 | FA has consistent quality. 1 21 3 [4] 5 |6 7
FV 2 | FA is well made. 1 21 3 [4] 5 |6 7
FV 3 | FA has an acceptable standard of quality. 1 21 3 [4] 5 |6 7
FV 4 | FA would perform consistently. 1 21 3 [4] 5 |6 7
FV 5 | FA is reasonably priced. 1 21 3 [4] 5 |6 7
FV 6 | FA offers value for money. 1 21 3 [4] 5 |6 7
FV 7 | FA is a good product for the price. 1 |2] 3 [4] 5 |6 7
FV 8 | Using FA would be economical. 1 |2] 3 [4] 5 6] 7
ool o o =| & >
. LECPTcyy B
No Questions o8 ® S & = © B 5 o 5
T2l 2 g2 2 g4 < &<
nAl A 548 4 3 w
= =
B2 Social Value (SV)
SV 1 | Use of FA enhances my self-image. 1 |2 3 4] 5 |6 7
SV 2 | Use of FA improves my self-expression. 21 3 |4 5 6] 7
SV 3 Use of FA leaves a good impression about me to 112l 3 1al s |6l 7
others.
SV 4 | Use of FA improves the way I am perceived. 1 21 3 4] 5 6| 7
SV 5 | Use of FA enables me to build rapport with others. 1 21 3 4] 5 6| 7
IV 6 Use f)f FA help§ me to maintain and enhance | >l 3 lal 5 16l 7
relationships with others.
>0 o o =| & >
EEF EEEEEE
No Questions S & « © & = © 5 B o B
52 2 22 2 g < E<
nB B 5A 4 8 &
= =
B3 Emotional Value (EV)
EM 1 | I would enjoy driving FA. 1 21 3 |4 5 6| 7
EM 2 | Driving a FA would provide me satisfaction. 1 21 3 |4 5 6| 7
EM 3 | I would feel relaxed driving FA. 1 21 3 4] 5 6] 7
EM 4 The experience of driving FA would give me | >l 3 lal 5 |6l 7
pleasure.
EM 5 | Driving a FA will give me feelings of well-being. 1 21 3 4] 5 6] 7
EM 6 | Driving a FA is exciting. 1 21 3 4] 5 6] 7
EM 7 | Driving a FA will make me feel happy. 1 21 3 4] 5 |6] 7
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B4 Conditional Value (CV)
CV 1 | Driving FA is suitable for an official occasion. 1 21 3 4] 5 6| 7
CV 2 | Driving FA can enhance interpersonal relations. 1 |21 3 4] 5 |6] 7
CV 3 | Driving FA is suitable for a high-level party. 1 21 3 4] 5 |6] 7
CV 4 | FA can create effective communication. 1 21 3 4] 5 |6] 7
CV 5 | Purchase of FA makes me happy. 1 21 3 4] 5 |6] 7
CV 6 Dnvmg own’s FA give us more opportunity to 1 >l 3 14l s 6! 7
discuss with other.
CV 7 | My friends motivate me to purchase FA. 1 21 3 4] 5 |6 7
CV 8 | I can reward myself by owning FA. 1 |2 3 [4] 5 |6] 7
CV 9 | FA can be used as high-end rental cars. 1 2] 3 4] 5 |6] 7
ool o 2o = & >
. FEEEEEFEE T
No Questions o8 m © & B B By o 5
S22 22 2 2« < £
nA Al SA S )
= =
BS Epistemic Value (EV)
EP 1 IfI hearq about a new FA, I would look for ways LU lal 3 lal s 16l 7
to test drive.
I always look forward to a new FA so as I can
EP 2 | acquire knowledge about latest technologies and I |2 3 |4 5 |6] 7
services.
EP 3 Among my peers, [ am usually the first to explore 1 12l 3 14l 5 |6
new FA.
EP 4 | In general, [ will try out new FA. 1 21 3 141 5 16| 7
> o o 3o =| & >
: R §
No Questions S8 = °x | ° & b o 5
£z 2 28 2 2 < £«
ne A A S %)
= =
B6 Brand Image (BI)
BI 1 | FA is fashionable and trendy. 1 |2 3 |4 5 |6 7
BI 2 | FA has a reputation for quality. 1 21 3 4] 5 6 7
BI 3 | FA is elegant. 1 21 3 4] 5 6 7
Bl 4 | FA is sophisticated. 1 21 3 4] 5 6 7
BI 5 | FA is well known and prestigious. 1 |2 3 |4 5 |6 7
BI 6 | FA is useful. 1 |2 3 [4] 5 |6 7
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Section C: Purchase Intention

This section is seeking your opinion regarding the impacts of purchase intention with the types of
influences. Respondents are asked to indicate the extent to which they agreed or disagreed with
each statement using 7-point Likert scale [(1) = strongly disagree; (2) = disagree; (3) = More or
Less Disagree; (4) = neutral; (5) = More or Less Agree; (6) = agree and (7) = strongly agree]
response framework. Please circle one number per line to indicate the extent to which you agree
or disagree with the following statements.

> o o S o =| & >
. BL LTHE Ty T
No Questions Sal m ©x 3 °H M S &
202 g 2 2 < &<
neR A oA 5 »n
= =
C1 Purchase Intention (PI)
PI 1 | I accept the possibility of buying FA. 1 |2 3 |4 5 |6] 7
PI2 | I likely buy FA. 1 |2 3 |4 5 |6 7
PI 3 | I accept the idea of buying FA. 1 21 3 4] 5 |6 7
PI4 | Iam willing to buy FA. 1 21 3 4] 5 |6 7
PI5 | I will prefer buying FA. 1 21 3 4] 5 6| 7
PI 6 | I will consider buying FA. 1 21 3 4] 5 6| 7
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Appendix D

Appendix 1.1: Vehicle Sales Performance in Malaysia in 2016 and 2017

Perodua 204,887 ¥ 207,110 2,223 -1.1% 35.5% W 35.7%
Honda 109,511 4 91,830 17,681 19.3% 19.0% 15.8%
Proton 70,991 ¥ 72,290 -1,299 -1.8% 12.3% 12.5%
Toyota 69,492 A 63,757 5,735 9.0% 12.1% # 11.0%
Nissan 27,154 40,706 -13,552 -33.3% 4.7% W 7.0%
Mercedes 12,344 A 12,017 327 2.7% 2.1% - 2.1%
Isuzu 10,979 ¥ 12,818 -1,839 -14.3% 1.9% ¥ 2.2%
BMW 10,618 9,000 1,618 18.0% 1.8% 1.6%
Mazda 9,730 & 12,493 -2,763 -22.1% 1.7% W 2.2%
Mitsubishi 7,034 ¥ 9,395 -2,361 -25.1% 1.2% ¥ 1.6%
Volkswagen 6,536 6,048 488 B.1% 1.1% A~ 1.0%
Ford 6,255 W 8,001 -1,746 -21.8% 1.1% ¥ 1.4%
Hino 5,002 ¥ 5,901 -899 -15.2% 0.9% ¥ 1.0%
Subaru 4,782 A 3,873 209 23.5% 0.8% A 0.7%
Kia 4,131 ¥ 4,370 -239 -5.5% 0.7% W 0.8%
Hyundai 4,110 ¥ 5,100 -990 -19.4% 0.7% W 0.9%
Fuso 2,170 ¥ 2,374 -204 -8.6% 0.4% - 0.4%
Peugeot 1,924 A 1,710 214 12.5% 03% - 0.3%
Volvo 1,021 A 934 87 9.3% 0.2% - 0.2%
MINI 1,011 A 202 109 12.1% 0.2% - 0.2%
Lexus o953 ¥ 1,353 -400 -29.6% 0.2% - 0.2%
UD Trucks 865 W 970 -105 -10.8% 0.2% - 0.2%
Daihatsu 803 W 885 -82 -9.3% 0.1% W 0.2%
Audi 701 ¥ 950 -249 -26.2% 0.1% W 0.2%
Renault 592 W 599 < -1.2% 0.1% - 0.1%
Chevrolet 499 ¥ 953 -454 -47.6% 0.1% 0.2%
Scania 486 A 345 141 40.9% 0.1% - 0.1%
Porsche 395 ¥ 430 -35 -8.1% 019%™ - 0.1%
Volvo Trucks 380 @ 370 10 2.7% 0.1% - 0.1%
MAN 240 A 226 14 6.2% 0.0% - 0.0%
CAMC 209 A 188 21 11.2% 0.0% - 0.0%
Land Rover 161 W 246 -85 -34.6% 0.0% - 0.0%
Chery 137 ¥ 491 -354 -72.1% 0.0% - 0.1%
Bison 123 4 83 40 48.2% 0.0% - 0.0%
Chana 95 ¥ 217 Ly -56.2% 0.0% - 0.0%
JAC 74 ¥ 207 -133 -64.3% 0.0% - 0.0%
Jaguar 57 ¥ 81 -24 -29.6% 0.0% - 0.0%
Auman 54 W 96 -42 -43.8% 0.0% - 0.0%
Tata 53 ¥ 571 -518 -80.7% 0.0% - 0.1%
JBC 43 A 27 16 59.3% 0.0% - 0.0%
Bei Ben 13 ¥ 57 -44 -77.2% 0.0% - 0.0%
BAW 11 W 17 -6 -35.3% 0.0% - 0.0%
Lamborghini 4 ¥ 7 -3 = 0.0% - 0.0%
Grand Tiger 3 ¥ 13 -10 -76.9% 0.0% - 0.0%
Yutong 2 ¥ 26 -24 -92.3% 0.0% - 0.0%
Sinotruk o - o 0 - 0.0% - 0.0%
Ssangyong O = o] 0 - 0.0% - 0.0%
Suzuki o - 87 -87 -100.0% 0.0% - 0.0%
Total 576,635] ¥ 580,124 -3,489 -0.6% 100%] - 100%

Source: Lim, A. (2018). Vehicle sales performance in Malaysia, 2017 vs 2016 — a look at last
year’s biggest winners and losers. Retrieved from
https://paultan.org/2018/01/23/vehicle-sales-performance-in-malaysia-2017-vs-

2016-a-look-at-last-years-biggest-winners-and-losers/
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Appendix 1.2: Total Industry Sales Volumes 5 Years/10 Years Ago

TOTAL INDUSTRY SALES VOLUMES 5 YEARS/10 YEARS AGO

2017 SHARE 2016 SHARE 5 YEARS AGO SHARE 10 YEARS AGO SHARE
1|PERODUA 204,887 35.5% 207,110 35.7% 189,137 30.1% 162,152 33.3%
2|HONDA 109,511 19.0% 91,830 15.8% 34,950 5.6% 28,478 5.8%
3|PROTON 70,991 12.3% 72,290 12.5% 141,121 22.5% 118,134 24,2%
4/TOYOTA 69,492 121% 63,757 11.0% 105,151 16.8% 81,993 16.8%
5|NISSAN 27,154 4.7% 40,706 7.0% 36,271 5.8% 18,042 3.7%
6|MERCEDES-BENZ 12,067 21% 11,798 2.0% 5,905 0.9% 3,721 0.8%
7|1suzu 10,979 1.9% 12,818 2.2% 10,673 1.7% 3,119 0.6%
3/BMW 10,618 1.8% 9,000 16% 6,318 1.0% 3,155 0.6%
9|MAZDA 9,730 1.7% 12,493 2.2% 6,332 1.0% 1,059 0.2%
10| MITSUBISHI 7,034 1.2% 9,305 16% 11,652 1.9% 444 0.9%
11|VOLKSWAGEN 6,536 1.1% 6,048 1.0% 13,003 2.1% 751 0.2%
12|FORD 6,255 1.1% 8,001 14% 7,108 1.1% 2,781 0.6%
13|HINO 5,002 0.9% 5,901 1.0% 6,433 1.0% 2,262 0.5%
14/SUBARU 4,782 0.8% 3,873 0.7% 53 0.0% 10 0.0%
15/KIA 4,131 0.7% 4370 0.8% 4,374 0.7% 3,158 0.6%
16|HYUNDAI-INOKOM 4,110 0.7% 5,100 0.9% 11,938 1.9% 13,289 27%
17|MITSUBISHI FUSO 2,170 0.4% 2,374 0.4% 2,180 0.3% 1,300 0.3%
18|PEUGEOT 1,924 0.3% 1,710 0.3% 6,114 1.0% n/a n/a
19|voLvo 1,021 0.2% 934 0.2% 937 0.1% 752 0.2%
20|MINI 1,011 0.2% 902 0.2% 341 0.1% 191 0.0%
21|LEXUS 953 0.2% 1,353 0.2% 1471 0.2% 195 0.0%
22|UD TRUCKS 865 0.2% 970 0.2% n/a n/a 527 0.1%
23|DAIHATSU 803 0.1% 885 0.2% 1,452 0.2% 4819 1.0%
24|AUDI 701 0.1% 950 0.2% 1,414 0.2% - -
25|RENAULT 592 0.1% 599 0.1% 90 0.0% 644 0.1%
26|CHEVROLET 499 0.1% 953 0.2% 2,026 0.3% 1,211 0.2%
27|SCANIA 486 0.1% 345 0.4% 466 0.1% 210 0.0%
28|PORSCHE 395 0.1% 430 0.1% 395 0.1% 74 0.0%
29|VOLVO TRUCKS 380 0.1% 370 0.1% nfa n/a 381 0.1%
30| MERCEDES-BENZ TRUCKS 277 0.0% 219 0.0% n/a n/a 267 0.1%
31|MAN 240 0.0% 226 0.0% 168 0.0% 88 0.0%
32|cAMC 209 0.0% 188 0.0% 253 0.0% - —
33|LAND ROVER 161 0.0% 246 0.0% 643 0.1% a1 0.1%
34|CHERY 137 0.0% 491 0.1% 1,636 0.3% 332 0.1%
35BISON 123 0.0% 83 0.0% 305 0.0% — -
36|CHANA 95 0.0% 217 0.0% - - - —
37/1AC 74 0.0% 207 0.0% - - — -
38/JAGUAR 57 0.0% 81 0.0% 134 0.0% n/a n/a
39| AUMAN 54 0.0% 96 0.0% 51 0.0% - -
40|TATA 53 0.0% a 0.1% 0 0.0% 262 0.1%
41(18C 43 0.0% 27 0.0% 181 0.0% — -
42|BEI BEN 13 0.0% 57 0.0% 33 0.0% - -
43|BAW 1 0.0% 17 0.0% 27 0.0% - -
44|LAMBORGHINI 4 0.0% 7 0.0% n/a n/a n/a n/a
45|GRAND TIGER 3 0.0% 13 0.0% 51 0.0% ~ -
46|YUTONG 2 0.0% % 0.0% - E - -
OTHERS 0 0.0% 48 0.0% 16,966 2.7% 28,952 5.9%

576,635 100.0% 580,085 100.0% 627,753 100.0% 487,176 100.0%
Source: Monthly reports of the Malaysian Automotive Association (www.maa.org.my)

Source: Yap, C. (2018). New vehicle sales by brand, December and whole year 2017.
Retrieved from http://www.motortrader.com.my/news/new-vehicle-sales-by-brand-

december-and-whole-year-2017/
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Appendix 3.1: Malaysian Vehicle Registration Data Up to June 30, 2017 was Released by
MAA
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Welcome to
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MAZ lished in November 1960. The main

| want to know more about...
to Policies
Become (@ Member B Structure

Enjoy the following benefits : Sales & Preduction Data
- Vehicle Szles Summary

JOIN Us | want to download form...

| select one v

more @

HOME BM 3¢ MALAYSIANNEWS CARREVIEWS FEATURES SPYSHOTS PRICELIST CARSFORSALE BIKES WVIDEDS TECH WATCHES TOOLS

Home = CArs = Wehicle reglatrations In Malaysia nit 252 milllon unita Search for English stories @
Vehicle registrations in Malayma hit 28.2 million units

Bikes, Cars, Locsl News Jonathan Lee 3 44 commenis
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RON 100 RM3.00
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The Malzysia Aubmnhve Aszocistion (MAA) has released Malsysian vehicle registration dats up to June 30,
01T, with miber of vehicles on our roads standing at 28,181,203 units. For those keeping score,
that's 0.82 wehicles for evary person in the country.

he headiine number represents a 1.88 million increase over the 2015 figure, which hit 25,301,852 vehicies.
ared to 2010, when the number of icle registrations stood st 20, 128 565 units, therse are now

7,802 828 more wehicles on the road — an increase of 1.232 million vehicles a year.

F'e_ strations of goods wehicle, on the other hand, raacrac 1,205.7 44 umnits

Source: Lee, J. (2017). Vehicle registrations in Malaysia hit 28.2 million units. Retrieved from
https://paultan.org/2017/10/03/vehicle-registrations-in-malaysia-hit-28-2-million-units/
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Appendix 3.2: Number of Car Registered in the Malaysia (2017)

Back to Story: Vehicle registrations in Malaysia hit 28.2 million units

State e e Goods Vehicles Others Total
Motorcycles Cars Vehicles (PSV)
Perlis 84,500 26,510 385 2,007 1,365 114,767
Kedah 954,751 341,197 7,273 40,710 20,104 1,364,035
Penang 1,408,528 1,130,601 9,586 80,254 26,710 2,655,679
Perak 1,359,771 772,591 9,534 75,638 42,708 2,260,242
Selangor 1,423,821 1,157,268 24,273 194,390 104,724 2,004,476
Federal Territories 1,863,260 gm 78,752 268,340 122,509 6,320,329
Negeri Sembilan 557,482 343,007 4,635 50,160 7,845 963,129
Melaka 472,701 344,459 3,425 28,486 8,830 857,901
Johor 1873005 € 1498587 D 20,365 153471 66,183 3611611
Pahang 600,470 392,200 4,310 45,640 14,663 1,057,283
Terengganu 393,228 211,124 2,159 22172 6,015 634,698
Kelantan 549,363 309,663 3,928 29,689 7,264 899,907
Sabah 402,237 697,541 9,574 116,292 65,807 1,291,451
Sarawak 798,227 813,569 5834 95,373 71,782 1,784,785
Business Partner Portals 191,698 1,263,012 1,002 3,122 2,076 1,460,910
Total 12,933,042 13,288,797 185,035 1,205,744 568,585 28,181,203

Source: Lee, J. (2017). Vehicle registrations in Malaysia hit 28.2 million units. Retrieved from
https://paultan.org/2017/10/03/vehicle-registrations-in-malaysia-hit-28-2-million-units/
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Appendix 3.3: Cities with the Highest Population Among the Particular States

@ worldatlas conTINENTS~  COUNTRIESv  ANSWERS TRAVEL SOCIETY ECONOMICS ENVIRONMENT WORLD FACTS f Q

$World Map / Asia /| Malaysia / Cities

Most Populated Cities In Malaysia Curious About The World?

Display |25 ¥ Search

City 4+ Population

Kota Bharu 1,459,994

Kuala Lumpur 1,453,975 ST
Klang 879,867 ST

Kampung Baru Subang 833,571
C{:hor Bahru eozD
Subang Jaya 708,296
Ipoh 673,318
Kuching 570,407
Petaling Jaya 520,698

What Is Geography?

Time Zone

The Five Themes In
Geography

What Was the Battle of

?
JST Culloden?
JST
What Was the
i Scramble For Africa?
JsT
B0 % What are Economies of
Scale?
JST

—

Source: World Atlas. (2017). Most Populated Cities in Malaysia. Retrieved from

https://www.worldatlas.com/as/my/cities-in-malaysia.html
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