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ABSTRACT 

DETERMINANTS OF MALAYSIANS’ INTENTION TOWARDS 

PRIVATE RETIREMENT SCHEME (PRS) PARTICIPATION IN KLANG 

VALLEY, MALAYSIA 

 

Lin Kok Leong 

 

 

The increasing interest in Private Retirement Schemes (PRS) in Malaysia 

highlights a changing retirement planning environment influenced by 

demographic changes, economic factors, and shifting societal norms. PRS is a 

crucial element of Malaysia's multi-tiered pension system, intended to 

complement the mandatory pension fund, the Employee Provident Fund (EPF).  

The study aims to develop a comprehensive understanding of the social, marketing, 

and personal aspects of PRS in Malaysia. Specific objectives of the study include 

investigating the determinants within social, marketing, and personal dimensions 

that influence attitudes and intentions towards PRS participation in Malaysia, 

analysing the relationship among firm-created social media, user-generated social 

media communication, and social influence of the social aspects and attitudes 

towards PRS, examining the relationship among transaction costs, advertisement, 

and brand image of the marketing aspects and attitudes towards PRS, and 

examining the relationship among financial literacy, financial risk tolerance, 

personal trust, and investment experience of the personal aspects and attitudes 
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towards PRS. The study also explores the mediating effect of attitudes towards PRS 

and the moderating effects of government support, age, and income. 

This research is guided by theoretical frameworks such as Theory of Planned 

Behaviour, Symbolic Interaction Theory, and Life Cycle Theory. A quantitative 

study with 501 respondents in Klang Valley was conducted using convenience 

sampling. Statistical methods like SPSS and SmartPLS were employed to test 

hypotheses. The results reveal significant mediating effects of social influence, 

transaction costs, advertisements, financial literacy, risk tolerance, personal trust, 

and investment experience on attitudes towards PRS. Additionally, income 

significantly moderates the relationship between attitudes and PRS participation. 

Contrary to the initial assumption that PRS would serve as an alternative to EPF, 

the findings suggest that while PRS contributes to diversification in retirement 

planning, it does not present itself as a standalone substitute for EPF. Rather, it 

complements the EPF by offering more flexibility to certain segments of the 

population. The findings also highlight critical policy implications: to encourage 

broader participation in PRS, targeted government incentives, enhanced financial 

literacy programs, and marketing strategies that reduce perceived transaction costs 

are essentials.  

Keywords: Social aspects, marketing aspects, personal aspects, private 

retirement scheme, Malaysia 
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     CHAPTER 1 

 

INTRODUCTION 

 

This chapter presents the background of the Private Retirement Schemes 

(PRS) study, the current situation of PRS purchase intention in Malaysia, the 

problem statement, research objectives, and questions. It will continue to present 

the chapter's significance, definition of terms, organization, and conclusion. 

 

1.1 Research Background 

 

The concept of retirement represents a significant phase in life, marking 

the transition from active work to a period where individuals rely on accumulated 

savings and investments (Coile, 2015). As populations worldwide age rapidly, 

retirement planning has become a critical concern, especially for middle-income 

and developed countries facing demographic shifts. Countries across Europe have 

witnessed growing pressures on public finances due to an aging population, 

leading to policy changes that promote individual responsibility for retirement 

savings rather than reliance solely on state-provided pensions (Lozano & Solé-
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Auró, 2021). This shift has driven an increased interest in private pension 

schemes, allowing individuals to treat pensions as personal assets and actively 

manage them for long-term security. 

In Malaysia, demographic changes reflect similar concerns, with a 

projected transformation into an “aged nation” by 2030, when seniors are 

expected to make up 15% of the population (Nor & Ghazali, 2021). Recent data 

from the Department of Statistics Malaysia indicate that individuals aged 65 and 

above now constitute 7.4% of the population, underscoring the need for 

comprehensive retirement planning as more Malaysians approach retirement age. 

Financial insecurity among Malaysian seniors is also a pressing issue, with a 2019 

survey from the UPS’s Malaysian Research Institute on Ageing showing that 

31.2% of seniors live in poor households, often necessitating extended working 

years to sustain their retirement needs. 

The global shift from defined benefit plans, which promise fixed 

retirement benefits, to defined contribution plans, where benefits are determined 

by individual contributions, has also influenced Malaysia's retirement planning 

landscape. Malaysia’s retirement system primarily relies on the civil pension 

system and the Employees’ Provident Fund (EPF), a mandatory contribution 

scheme supported by employer and employee contributions (EPF, 2020). While 

the civil pension provides government-funded retirement income for public 

servants, the EPF functions as a primary retirement savings vehicle for the private 
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sector, with contribution rates adjusted based on wage levels and age. Yet, the 

dependence on EPF has raised concerns about whether Malaysians are saving 

enough for a comfortable retirement, as EPF savings alone may not suffice to 

meet all future financial needs (Masran & Hassan, 2017). 

To address this, Malaysia introduced the Private Retirement Scheme 

(PRS) in 2012 as a supplementary, voluntary program designed to enhance 

individual retirement savings. The PRS, regulated by the Securities Commission 

Malaysia, represents the third pillar of the nation’s retirement system under the 

Economic Transformation Programme. Its purpose is to encourage Malaysians to 

take a more active role in their retirement planning by contributing to diversified 

retirement savings (PRS, 2020). Despite its potential benefits, uptake of the PRS 

has been limited, with many relying primarily on EPF savings without exploring 

additional sources of retirement income. 

At the micro level, retirement planning decisions are influenced by 

numerous personal factors, including health, family, lifestyle, and, most crucially, 

financial resources. Studies show that Malaysians remain generally underprepared 

for retirement, often lacking the financial literacy needed to make effective 

retirement savings decisions (Shanmugam et al., 2017). Factors such as age, 

education, social support, and financial awareness significantly influence an 

individual's decision to invest in PRS (Chou et al., 2020). Additionally, parents 

serve as influential financial socialization agents, shaping their children's attitudes 

toward saving for retirement (Robertson-Rose, 2020). 
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For individuals nearing retirement, constructing a diversified income 

portfolio that combines guaranteed income sources, investment-based returns, and 

strategic withdrawals can offer financial resilience, reducing the risks posed by 

market volatility and inflation. This multifaceted approach enables retirees to 

better secure their financial future (Chen & Zainal, 2023). Retirement planning in 

Malaysia, however, requires a tailored strategy; there is no universal plan that 

suits all due to varying financial aspirations, life stages, and levels of risk 

tolerance among Malaysians (Razak et al., 2024). As the country’s aging 

demographic expands, the need for effective retirement planning becomes ever 

more critical to ensure retirees maintain financial security and quality of life. 

1.2 Definition, structure, and PRS 

 

The issue of retirement has garnered substantial attention in Malaysia as a 

result of the general population’s increasing longevity. According to the 

Department of Statistics Malaysia, the percentage of individuals aged 65 and 

older has increased from 7.0 percent to 7.3 percent during the same period. 

Malaysia has met the criteria set by United Nations to be classified as ageing 

society (DOSM, 2022). This demographic transition is a cause for concern, as 

Malaysia lacks a comprehensive social security infrastructure to support its aging 

population. A recent report from the Department of Statistics in Malaysia has 

predicted that the country will become an “aged nation” by 2030, with 15% of the 

population aged 60 years and older (DOSM, 2023).  
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However, no agreed-upon or universal definitions of private retirement 

plans exist in the literature. Because of various issues arising in retirement 

savings, such as varied product structures, regulatory bodies, legislation, the 

existing retirement policy framework, and the investment mechanism, consensus 

definitions among research studies and reports are uncommon. As a result, the 

legislation and terminology in each country will be used to determine the specific 

meaning of the private retirement program.  

In Malaysia, the definition of PRS, as stated into Section 139A of the 

Capital Markets and Service Act (CMSA), refers to a retirement scheme that is 

regulated by a trust and is made available to the public. The primary objective of 

this scheme is to amass funds over a long period of time for retirement purposes. 

The number of benefits received by members is exclusively based on the 

contributions made to the scheme and any reported income, gains, and losses 

related to those contributions. Nevertheless, PRS excludes a) any pension fund that 

has received approval under section 150 of the Income Tax Act 1967; or b) any 

retirement scheme or retirement fund that has been established or provided by the 

Federal Government, State Government, or any statutory body established by an 

Act of Parliament of State Law. 

Figure 1.1 shows similarities between PRS account structure to unit trust 

investment and EPF contribution, such as unit trust and PRS sharing the similarity 

of having both as an optional or voluntary contribution scheme based on 

individual willingness. There are also similarities between PRS and EPF, which 
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have two sub-accounts regarding the account structure. Account A consists of 

70% of the total contribution, and account B has the remaining 30%, like EPF 

account 1 with 70% and account 2 with 30%. 

 
Figure 1.1: PRS Account Structure 
 Source: Alex (2012) 

 

1.2.1 PRS Account Structure 

 

There are four parties involved in the PRS account structure. They are 

PRS providers, Private Pension Administrator, contributors, and distributors. PRS 

providers are the party that manages the PRS fund to make money for investors. 
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The Private Pension Administrator is the administrator of the PRS scheme who 

manages the operation-related matters. Contributors are the parties who invest 

their money in the scheme, and distributors are the parties who promote PRS to 

the public. The contribution was allocated to each member’s account in two 

distinct accounts, as illustrated in Figure 1.2. Sub-account A holds 70% of the 

contribution and can be withdrawn when you reach retirement age, whereas Sub 

account B holds 30% of the contribution and can be withdrawn annually. 

Contributors are provided with options that cater to different age groups. Whether 

to invest in a Growth Fund, Moderate Fund, or Conservative Fund depends on the 

individual's risk appetite (Kannadas, S., 2021). 

 

Figure 1.2: Overview of PRS Member Account 
Source: Private Pension Administrator (2020) 



 

8 
 

Initiated in 2012, PRS was initiated by the government of Malaysia as part of 

the third pillar of the Malaysian Pension System (Multi-Pillar Framework). It is a 

voluntary scheme for individuals to accumulate additional retirement savings as part of 

Malaysia’s effort to fulfill this pillar. Regardless of the job sector, Malaysians can 

participate and choose among the eight PRS providers by the SC.  

PRS provides a selection of retirement funds for individuals to invest in, 

tailored to their specific retirement requirements, goals, and tolerance for risk. 

The purpose of having various options for investors to invest in is to optimise 

long-term returns for members within a regulated framework. The investment 

return for PRS is no guarantee, and there is no legally mandated minimum 

dividend policy like what EPF has. Hence, it is recommended that the investor 

thoroughly peruses and comprehends the Disclosure and Product Highlights Sheet 

to grasp the potential hazards associated with investing in PRS. Tax relief is given 

to those who contribute up to RM3,000 in PRS funds by the Inland Revenue 

Board of Malaysia (LHDN, 2020). 

1.2.2 Coverage of PRS Fund 

 

The PRS in Malaysia is designed as an additional investment choice for 

people looking to boost their retirement funds. Since its inception, PRS has served 

as a feasible option for individuals seeking to broaden their retirement investment 
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portfolio. The SC reported that as of 31 December 2022, the PRS sector in 

Malaysia had a total Net Asset Value (NAV) of RM5.41 billion spread among 75 

PRS funds, demonstrating the extensive reach and influence of the program (refer 

to Table 1.1). The data, which demonstrates the scheme's robust framework and 

investor confidence, is backed by eight PRS providers in the country, as outlined 

in Chapter 1.2.1. 

 

Table 1.1: PRS Funds Information 

No. of Launched Funds 75 

Total NAV (RM billion) 5.41 

Number of PRS providers 8 

Source: SC (2023) 

 

These PRS providers, functioning as investment fund managers, have the 

crucial task of managing, optimizing, and reporting on the investments made by 

individuals in the PRS funds. They maintain transparency and accountability by 

consistently releasing interim and annual reports and complete accounting 

statements to keep investors informed about the performance and management of 

their investments. One standout feature of the PRS options is the AIA PAM 

Growth Fund (as shown in Figure 1.3), which, as per Bloomberg, delivered a 

remarkable return of more than 50% from May 2013 to April 2021, demonstrating 

the potential for substantial growth and profitability in the PRS system. 
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Figure 1.3 Private Retirement Scheme (PRS) for AIA PAM-Growth Fund 
Source: Bloomberg, Bursa Malaysia, Quant Shop, MSCI as of 30 April 2022 

 

Figure 1.4 below depicts the annual return of the Public Mutual Berhad 

Public Advantage Growth Equity Fund (PAVGEF) fund from its lowest point in 

2022 to September 2022. As reported in the PRS annual report, the fund’s 

performance during this period shows a growth of more than 30%. 
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Figure 1.4 Performance of PAVGEF  
Source: Bloomberg, Bursa Malaysia, Quant Shop, MSCI as of 30 September 2022 

 

 

 

1.2.3 PRS Regulatory Framework 

 

The PRS regulatory framework, depicted in Figure 1.5 is established under 

the CMSA 2007, which SC regulates and supervises to provide strong regulation 

and supervision, while also fostering trust and confidence in the PRS. All major 

stakeholders in the PRS business have their duties and obligations separated 

adequately as follows: 
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Figure 1.5: PRS Regulatory Framework 
Source: Private Pension Administrator (2020) 
 

 

The SC has been granted authority under the Capital Markets & Services Act 

2007 to oversee and regulate the PRS industry. They are the ones who provide a 

regulatory environment to ensure the interest of individual investors is well protected. 

Security Commission Malaysia is also the one that develops the PRS industry. 

 

The Private Pension Administrator (PPA) protects members’ interests. They 

offer a lifetime central management system to manage all PRS investments so that 

investors can easily access their investments and transactions done by investors. 

They are also responsible for creating an efficient administration environment so 

that people would have the confidence to put their money in PRS accounts. PPA 

acts as a one-stop resource center and shoulders a responsibility to educate the 

public and promote awareness of PRS. 
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1.2.4 Investors’ Investment Objectives – Private Retirement Scheme 

 

According to the survey, there are seven primary reasons investors 

invested in the PRS scheme, as shown in Figure 1.6. These reasons include 

maximizing tax incentives, family commitment, principal protection, guaranteed 

long-term savings, emergency funds, return and performance, and retirement 

purposes. These findings highlight the diverse range of motivations driving 

investors to participate in the PRS scheme and shed light on individuals' various 

financial goals and priorities when making investment decisions. The first reason 

identified in the survey is the desire to maximize tax incentives provided by the 

income tax department. This suggests that investors see the PRS scheme to 

optimize their tax savings and take advantage of the incentives provided by the 

government. 

 
Figure 1.6: Investors’ Investment Objectives – Private Retirement Scheme (PRS) 

Source: FIMM Nationwide Survey Report (2019) 
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1.3 Current Situation of PRS in Malaysia 

 

Malaysia is experiencing a demographic shift, with its population aging at 

an unprecedented speed. According to statistics, the proportion of Malaysia's 

population aged 60 and above increased from 3.4 million in 2019 to 3.5 million in 

2020 (Ong & Mohd-Audi-Tye, 2022). This transition is attributed to increased life 

expectancy, falling fertility rates, and improved living standards. As a result, 

Malaysia is expected to transition into an ageing society by the year 2030. The 

aging population in Malaysia poses various challenges and issues, both for the 

government and individuals. The Malaysian government recognizes the 

importance of addressing the aging population's needs and concerns, particularly 

regarding retirement financial planning. The government of Malaysia 

acknowledges that with the aging population phenomenon, retirement financial 

planning has become increasingly crucial. Individuals must plan for retirement as 

they will have a longer life expectancy and may face financial challenges in their 

old age. This demographic shift has raised concerns about the potential strain on 

social welfare systems and healthcare services, as the elderly population requires 

increased support and care.  

Currently, the government has imposed a policy mandating that all 

employed individuals allocate a specific portion of their income to the Employee 

Provident Fund (EPF). This policy has been in effect since 1951, overseen by the 

National Director of Posts. The EPF Act of 1951 was established as a result of this 
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statute (EPF, 2021). Individuals employed in the public sector generally choose 

Government pension plans as their preferred option, however a few may choose 

EPF plans. Most government employees do not worry about their living expenses 

after retirement because government pensioners get a monthly pension equivalent 

to half of their final wage. The Malaysia Government Pension Scheme is a 

retirement plan provided by the Malaysian Government to its public sector 

employees who have attained pensionable status. The Scheme was established in 

1951 before Malaysia became independent (Ibrahim, 2009). In 1951, the mandatory 

retirement age was set at 55 years. However, it subsequently increases to 56 in 

2001, 59 in 2008, and finally to 60 in 2012 (Hussein, 2019). While many 

individuals find it reassuring to review the contents of their EPF account, they often 

overlook the need for a clear depiction of the information. The primary 

consideration is whether the accumulated funds in the EPF account will be adequate 

to provide financial security for retirees during their retirement years. 

Besides EPF, there is an optional retirement plan initiated by Securities 

Commission (SC), known PRS. The PRS in Malaysia offers a unique method for 

retirement planning, distinguishing itself from other retirement options including 

the mandated Employee Provident Fund (EPF) and individual savings accounts. 

PRS is regulated by the Securities Commission Malaysia according to the Capital 

Markets and Services (Private Retirement Schemes) Act 2012. It provides a 

voluntary and adaptable investment platform intended to complement the 

mandatory EPF contributions for Malaysian retirement savings. PRS lets 
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individuals make voluntary payments based on their financial capabilities and 

retirement timing, unlike the EPF where contributions are mandated by salary 

levels and work status. Various funds provided by authorised PRS providers cater 

to a wide range of risk appetites and investment horizons, offering options from 

cautious to aggressive growth-oriented choices, thus enhancing flexibility.  

Furthermore, PRS offers participants the ability to customise their 

retirement savings strategy based on their individual financial objectives and risk 

tolerance, a unique feature not typically seen in conventional retirement plans. 

Participants could modify their contribution amounts, select from several funds, 

and transfer providers if their investing requirements change, providing an 

unmatched level of customisation and control over their retirement planning. The 

Securities Commission Malaysia's regulatory monitoring guarantees that the PRS 

ecosystem upholds high levels of governance, security, and transparency, creating 

a secure environment for individuals to enhance their retirement savings.  

Unlike other retirement savings solutions that may have restricted 

investment choices or lack flexibility for personalised planning, PRS's structured 

yet adjustable framework enables Malaysians to actively improve their retirement 

preparedness. By including PRS contributions into their comprehensive financial 

planning, individuals can create a more diversified and perhaps more robust 

retirement portfolio, mitigating the drawbacks of depending exclusively on the 

EPF or personal savings. PRS is a crucial element of Malaysia's retirement 
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system, providing an additional avenue for attaining financial stability after 

retirement. 

1.3.1 PRS Providers 

The PRS ecosystem in Malaysia is supported by several vital providers, 

providing people with an extra way to supplement their required Employee 

Provident Fund (EPF) retirement funds. Under the auspices of the Capital Markets 

and Services Act (CMSA) 2012, these providers are subject to SC regulation, 

which guarantees a disciplined and safe environment for voluntary retirement 

investing. As of 1st January 2023, Securities Commission Malaysia has appointed 

eight PRS providers to provide investment services for PRS in Malaysia, 

including AHAM Asset Management Berhad, AmFunds Management Berhad, 

Hong Leong Asset Management Bhd, Kenanga Investors Berhad, Manulife 

Investment Management (M) Berhad, Principal Asset Management Berhad, 

Public Mutual Berhad, and RHB Asset Management Berhad. Each of these 

companies offers a range of funds tailored to meet the needs of distinct risk 

tolerances and retirement goals. Due to this variability, people can customize their 

retirement plans based on their risk tolerance and financial objectives, whether 

early in their careers or almost ready to retire. Malaysians can significantly 

improve their retirement readiness by including PRS payments in their long-term 

financial planning. This will allow them to supplement the EPF's essential 

retirement support with individualized investment strategies. 
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1.3.2 Social Aspect Towards PRS Participation 

 

Social aspects define the dimensions that shape the connections individuals 

form and their engagements with others within a given society. Media has 

consistently been regarded as a fundamental channel for individuals to 

communicate information. Notably, social media has significantly impacted 

consumer behavior and, consequently, the purchase intention of individuals (Noufa 

et al., 2022). In recent years, media have experienced a considerable transformation, 

changing consumer behavior and mediums of communication. Consumers are 

progressively utilizing social media platforms to get information and are moving 

away from conventional media channels, such as television, radio and magazines.  

Based on the year-on-year change in global digital adoption shown in 

Figure 1.7, the global unique mobile phone users have increased by 1.8% from 

January 2020 to January 2021, and the number of internet users has increased by 

7.3% within the same period, with the amount of 316 million increase in the 

number of users. As for active social media users, it has recorded a surge of 

13.2% from the same period, recording 490 million additional users. 
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Figure 1.7: Global Digital Growth 
Sources: The U.N; Local government bodies (2021) 

 

A further survey has been conducted to assess the popularity of various 

social platforms globally, as shown in Figure 1.8. The findings indicate that 

Facebook is the most frequently used social platform, closely followed by 

YouTube.

Figure 1.8: The World’s Most-Used Social Platforms (In Millions) 
Sources: Kepios Analysis (2021) 
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Figure 1.9: Social Media Users in Malaysia from 2016 to 2021 
Source: Statista.com (2021) 

 

In the context of social media users, Figure 1.9 illustrates social media 

penetration as of January 2021. This data indicates that approximately 86 percent 

of Malaysians use social media. This represents a significant increase of 24 

percent compared to the year 2016 when social media users comprised about 62 

percent of the total Malaysian population. Facebook has emerged as the leading 

platform among the different social media platforms accessible. 

Using firm-created and user-generated social media communication has 

assumed considerable importance for customers to engage with one another. 

Moreover, it is essential in facilitating communication between consumers and 

individual firms. 
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1.3.3 Marketing Aspects Towards PRS Participation 

 

This shift towards self-reliance in retirement planning has led to an 

increased focus on marketing aspects that influence individuals' purchase 

intention of the PRS. McCarthy, Mitchell, and Piggott's research on retirement 

schemes in Singapore highlighted the influence of housing design and structure 

on asset mix and wealth levels during retirement (Ashley et al., 2019). Similarly, 

studies conducted in Malaysia by Shariff and Ishak (2021) and Tan and 

Singaravelloo (2020) have explored the factors influencing retirement savings 

decisions and behavior among Malaysian individuals (Bunyamin & Wahab, 

2022). Marketing is crucial in shaping individuals' purchase intentions towards 

the PRS in Malaysia. One important marketing aspect influencing individuals' 

purchase intention of the PRS in Malaysia is the attitude towards retirement 

planning and savings.  

1.3.4 Personal Aspects Towards PRS Participation 

 

In decision-making, personal aspects refer to individual characteristics and 

experiences that can influence decision-making (Liang et al., 2022). Given the 

importance of personal aspects in the present business platform, this subject has 

garnered significant attention from many consumer research viewpoints. Some 

studies show significant relationships from the personal aspects, including 
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financial literacy, financial risk tolerance, personal trust, and investment 

experience. 

1.3.5 Government Support, Consumer Income, and Age 

 

Prior research has indicated that Malaysia is experiencing a rise in life 

expectancy and a decline in fertility rate (Jegasothy et al., 2021), and there is a 

perception that the existing social security system is insufficient, and there is 

concern that increasing expenditure may not align with the society’s development 

and growth goals. Uchiyama, Furuoka, Akhir, and MN (2022), highlighted the 

perceived inadequacy of current social security provisions in Malaysia. The lack 

of a robust social security system in many developing countries, including 

Malaysia, increases the vulnerability of the elderly to poverty, particularly among 

older women and self-employed individuals (Khan et al., 2017). Provident fund 

members' current retirement status quo is not economically desirable (Koutronas 

& Binti Ismail, 2016). According to the EPF Malaysia (EPF, 2020), a significant 

54 percent of EPF contributors who are 54 years old or over have savings 

amounting to less than RM50,000 for their retirement. Furthermore, the study 

discovered that only 34 percent of EPF contributors who are still active have 

saved the minimum amount required by the EPF by the time they reach the 

retirement age of 55. Considering the extended lifespan of Malaysians, which 

now averages to 75 years, and the typical retirement term of around 20 years, the 

Employees Provident Fund (EPF) has established the minimum savings threshold 
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at RM240,000. Based on the study by Kourtronas and Ismail (2016) and Othman 

(2010), it can be inferred that the EPF coverage is significantly reduced due to a 

lump-sum withdrawal rate of 70 percent, only 50 percent of participants, and the 

lack of a life annuity option. Hence, it is evident that a significant proportion of 

EPF members are experiencing a deficiency in their retirement earnings. Table 

1.2 displays the mean values of EPF members aged 40 to 64, categorized by 

active and inactive. According to the data presented in the table, individuals aged 

55 to 59 (approaching age 60, which is near their retirement age) had an average 

savings of RM103,079 in the year 2022. This figure notably falls short of the 

minimum savings threshold of RM240,000 stipulated for members when they 

reach the age of 55. 

 

 

Table 1.2: Members Aged 40-64 Individual Average Savings for  

Active and Inactive Members in Year 2022 
Age Limit (years) Total Members  Average Savings Median Savings 

40-44 1,778,695 RM84,864 RM29,301 

45-49 1,602,687 RM114,808 RM38,678 

50-54 1,430,119 RM127,952 RM35,161 

55-59 1,075,840 RM103,079 RM11,547 

60-64 584,041 RM113,713 RM8,149 

65+ 992,204 RM65,898 RM2,186 

Source: EPF Annual Report (2023) 
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Given the insufficient accumulated savings situation, it is essential to have 

social protection to protect, especially for the elderly. The Asian Development 

Bank (ADB) defines social protection as a comprehensive framework of policies 

and programmes aimed at reducing poverty and vulnerability. Its objectives 

include promoting efficient labour markets, reducing people’s exposure to risks, 

and enhancing their ability to protect themselves against income interruptions and 

losses. The public assistance programme in Malaysia is implemented by many 

ministries and agencies at both the federal and state levels. At the federal level, 

the selection of the target group and the emphasis are determined by the 

ministries’ portfolios. The primary organization responsible for implementing 

social protection programmes is the National Welfare Department, which 

functions under the Ministry of Women, Family, and Community Development. 

Public assistance programmes are implemented differently at the state level, 

depending on the state’s capacity. According to the Federal Constitution of 

Malaysia, responsibilities are divided between the federal and state levels based 

on the Concurrent List (Suhaimi & Khairiya, 2018). 

To address the insufficiency of retiree’s saving in satisfying their 

retirement requirements, the Malaysian Government introduced and launched the 

PRS on July 18, 2012. This programme serves as an additional option to the 

current pension system. PRS functions and operates in a manner that is 

comparable to EPF, although there are slight differences in terms of the 

advantages and returns. PRS is investigating opportunities to enhance a well-
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structured and supervised system for employed or self-employed residents of 

Malaysia (Azlin, Asmah, & Azam 2016). Significantly, there has been a positive 

trend in the growth of PRS subscribers, shown from the rise in PRS account 

openings. As of November 30, 2020, the PRS Online Enrollment service of PPA 

experienced a 94% growth in transactions compared to the previous year. 

Simultaneously, PRS members are exhibiting an increased propensity to save 

through PRS Online Top Up, with a notable surge 33% in the number of 

transactions. According to PPA (2021), about 500,000 members of PRS have 

collectively accumulated exceeded 5 billion in net asset worth in the year 2020, 

reflecting a 43% growth from the previous year with RM3.5 billion as at 31 

December 2019. In December 2020, the number of PRS remained unchanged, 

with 12 schemes comprising 57 funds provided by 8 PRS providers.     

Across the international market, countries exhibit notable variations in 

pension structure, market efficiency, policy support, and governance, influenced by 

diverse growth pathway, stages and retirement attitudes. This is seen in Figure 1.10. 
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Figure 1.10: Pension System Differ, Mostly in Market Activities and Levels  

                      of Regulatory Support and Government Control 
 Source: McKinsey analysis (2019) 

Leveraging McKinsey's framework for evaluating pension systems, which 

examines the balance between government-led and private retirement savings and 

the maturity of financial markets, offers a strategic lens for understanding the 

nuances of Malaysia's PRS. By analyzing Malaysia's pension structure and 

financial market development, we can uncover how governmental policies and 

market maturity influence individual decisions regarding PRS. This approach 

further explores how social marketing, and personal factors intertwine systemic 

and market-based elements in shaping Malaysian consumers' attitudes toward 

PRS. Such an analysis enriches our understanding of PRS adoption dynamics in 

Malaysia. It emphasises the significance of customised social marketing strategies 

that target the distinct characteristics of Malaysia's pension system and the level 

of development in its financial sector. The pension market in matured markets can 

be categorized into three types based on two dimensions: government-benefit 
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type, commodity market type, and multi-monopoly type (Figure 1.11). 

Developing countries, including China, will evolve into one of these models as 

their economy grows and their pension system matures.  

 
Figure 1.11: Three Types of Global Pension Insurance Market 
 Source: The winning for the pension market in China; McKinsey analysis (2019)  

The global pension insurance market (as shown in Figure 1.11), 

characterized by the commodity market and government benefits and led by top 

player types, reflects diverse pension system approaches influenced by market 

maturity, government involvement, and consumer preferences. The commodity 

market type in the United States and Canada features minimal government 

contribution, emphasizing private retirement savings facilitated by a mature retail 

asset management sector. In contrast, the government benefit type, typical in 
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European countries like Germany and France, relies heavily on government-

provided pensions with limited retail asset management development. Meanwhile, 

markets led by top players, such as Japan and South Korea, balance the three 

pillars of the pension system but are dominated by large insurers and banks due to 

less developed capital markets and consumer reliance on brand recognition. 

These models provide a backdrop for analyzing Malaysia's PRS within a 

global context. Malaysia's efforts to enhance PRS participation through social 

marketing and understanding personal factors are shaped by its unique position in 

the global pension landscape. The government's role, through incentives like tax 

relief and employer deductions, alongside consumer attitudes and market 

readiness, mirrors elements of the described global models. This comparison 

allows for a nuanced understanding of how Malaysia can leverage social 

marketing strategies and address personal preferences to encourage PRS 

participation, taking cues from global practices while tailoring approaches to fit 

local market characteristics and consumer behavior. 

According to Table 1.3, individuals who contribute to their PRS funds can 

receive tax relief up to RM3,000 from the Inland Revenue Board of Malaysia 

between 2012 to 2025. The initial tax relief period was given from the first PRS 

launch in 2012 till 2021 and was later extended to 2025. It was created as a voluntary, 

long-term savings and investment scheme to encourage Malaysians to increase their 

retirement savings. PRS Youth was introduced during Budget 2014 when the 

government provided a one-time incentive of RM500 to encourage young people to 
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contribute to PRS to expand their options for retirement savings. In 2017, this amount 

was increased twofold to RM1,000 and is set to expire at the end of 2018. 

Table 1.3: Malaysian Private Retirement Scheme (PRS) Incentives Overview 

Incentives Target Group Benefit - RM Period 

Tax Incentive Working adults RM3,000 Tax Relief 2012-2025 

Youth Incentive Individuals between 20 

and 30 

RM1,000 incentive 

given to youth with a 

deposit of RM1,000  

2017-2018 

Employers tax 

deduction 

Employers Employers are eligible 

for a tax deduction of 

up to 19% on payment 

paid to PRS on behalf 

of their employees. 

On-going  

Source: Private Pension Administrator Malaysia (2023) 

 

For working adults subject to the tax payment, this personal tax relief will 

allow them to build their retirement savings and lower their tax obligations. For 

example, a person earning RM60,000 as taxable income will fall within the 11% 

tax bracket. Therefore, he will earn up to RM330 in tax savings per year. Therefore, 

the higher the personal taxable income, the higher the tax savings. This can be seen 

in Table 1.4 below, which shows the tax savings based on the individual's personal 

taxable income and tax bracket. 
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Table 1.4: Income Tax Rates of Assessment Year 2022 

Personal Taxable Income Tax Bracket Tax Savings 

0-5,000 0 0 

5,000-20,000 1 30 

20,001-35,000 3 90 

35,001-50,000 6 180 

50,000-70,000 11 330 

70,001-100,000 19 570 

100,001-400,000 25 750 

400,001-600,000 26 780 

600,001-2,000,000 28 840 

Exceeding 2,000,000 30 900 

Source: EPF (2022) 

PPA has been advancing financial literacy among students at public and 

private institutions around the country through educational programmes, in 

accordance with the objectives set forth in the National Strategy for Financial 

Literacy 2019-2023. Husaini Hussin, the CEO of PPA, aims to involve Malaysian 

students in financial literacy to instill the practice of saving from an early age. 

The collaboration with some universities includes talks, seminars, and workshops, 

but goes beyond that by integrating retirement planning topics and strategies into 

the curriculum. 

Figure 1.12 shows the PRS members by age group; the annual report from the 

Security Commission has shown that the biggest group of PRS members comes from 

age between 30 to less than 40, which has contributed 34%, 24% from below 30, 19% 
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from 40 to less than 50, 8% from 50 to less than 55, 8% above 60 and 7% from 55 to 

less than 60. This clearly shows that the leading group of contributors is those who 

have not reached retirement age or are below age 60. 

 

Figure 1.12: PRS Members by Age Group 
Source: SC, Annual Report (2020) 
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1.4 Problem Statement 

The Private Retirement Scheme (PRS) has emerged as a pivotal component of 

Malaysia's retirement planning landscape, designed to complement the mandatory 

Employee Provident Fund (EPF) by offering a voluntary savings mechanism to address 

shortfalls in retirement funds. Individuals aged 30 to 40 years represent the largest 

demographic of PRS investors, indicating a growing interest among younger working 

adults. However, despite its potential, PRS participation remains significantly lower than 

EPF, with only 557,000 subscribers and RM5.41 billion in assets under management in 

2022. In contrast, the EPF had 2.17 million active members managing RM51.9 billion in 

assets during the same year. This considerable gap underscores the need for a more 

comprehensive examination of the factors driving PRS participation, particularly given 

Malaysia's unique socio-economic context and demographic trends. 

While previous studies have explored various factors influencing retirement 

planning, including financial considerations, goal clarity, and retirement attitudes (Zandi et 

al., 2021; Kumaraguru & Geetha, 2021), they often fail to address the combined effect of 

social, marketing, and personal aspects on PRS investment decisions. The literature 

predominantly focuses on individual factors in isolation, leaving the interplay and 

collective influence of these aspects insufficiently addressed. Furthermore, these studies 

often provide fragmented insights without capturing the broader context in which these 

factors interact. For instance, while financial literacy, social influence, and marketing 

strategies have been acknowledged as significant contributors to retirement planning 

behaviors, their role in shaping attitudes toward PRS in the Malaysian context has not been 

adequately explored, resulting in inconclusive findings and limited practical application. 
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Demographic data reveals a youthful skew in PRS subscribers, with 52% aged 40 

or below, highlighting the scheme's appeal to younger Malaysians who are actively 

engaged with digital platforms. This demographic is likely influenced by social media 

communication and brand image, both of which play a crucial role in shaping perceptions 

and attitudes toward financial products. However, there is a lack of robust research 

examining the impact of firm-created and user-generated social media content on PRS 

participation. Social media has been found to influence financial decision-making in 

other contexts (Rahman et al., 2021; Li et al., 2022), but the application of these insights 

to PRS remains limited. While Azman (2022) and Zakaria et al. (2021) have identified 

specific factors such as religiosity, Islamic financial literacy, and investment experience 

as drivers of Shariah-based PRS participation, their studies do not provide a holistic 

perspective or conclusive results applicable to the broader PRS demographic. The 

potential influence of social media, brand image, and financial behavior remains largely 

underexplored, necessitating further investigation to bridge this gap. 

Additionally, government incentives aimed at encouraging PRS adoption have not 

been comprehensively evaluated for their effectiveness across different age groups and 

income brackets. For instance, tax reliefs and other policy measures are expected to promote 

participation, but there is limited evidence on their actual impact. The absence of granular 

data on how these incentives interact with demographic and socio-economic variables further 

compounds the issue, leaving policymakers without actionable insights to enhance 

participation rates. Previous studies, such as those by Solehah and Haslindar (2021), suggest a 

low correlation between government support and PRS investment, indicating that current 

strategies may not be effectively addressing the target audience's needs. 
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This study seeks to address these gaps by developing a detailed model that explains 

the interplay between social, marketing, and personal aspects in shaping attitudes toward 

PRS. It introduces new variables, such as firm-created and user-generated social media 

content, transaction costs, and personal trust, to provide a comprehensive analysis of PRS 

decision-making. By investigating the mediating role of attitudes and the moderating 

effects of government support, age, and income, the study aims to provide empirical 

evidence to inform PRS marketing strategies and policy development. 

The lack of conclusive results in previous studies further highlights the necessity 

of this research. For example, while Haron et al. (2021) found that attitudes significantly 

influence retirement financial planning, the mechanisms by which attitudes are shaped—

whether by social, marketing, or personal factors—remain unclear. Similarly, findings by 

Nguyen (2021) on the role of brand image in financial decision-making emphasize its 

relevance, yet do not offer specific insights into its influence within the Malaysian PRS 

context. This study integrates such fragmented findings into a holistic framework, 

offering a more nuanced understanding of the factors influencing PRS participation. 

Another important consideration is the role of financial literacy. Research has 

consistently shown that financial literacy impacts retirement planning behaviors, with 

Smith and Stewart (2022) emphasizing its correlation with greater risk tolerance and 

proactive financial decisions. However, the extent to which financial literacy moderates 

attitudes toward PRS and interacts with other factors, such as marketing communications 

and social influence, has not been adequately studied. This research aims to address this 

oversight by analyzing financial literacy as a critical personal aspect influencing PRS 

purchase intentions. 
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Moreover, the study acknowledges the limitations of existing marketing 

strategies for PRS, particularly regarding transaction costs and advertisement strategies. 

Huang and Zhang (2022) demonstrated the importance of transparency and perceived 

fairness in transaction costs for financial products, suggesting that high or opaque costs 

can deter investment. This study builds on such findings by investigating how perceived 

transaction costs shape attitudes toward PRS in Malaysia. Similarly, the evolving 

landscape of digital marketing underscores the need to evaluate how advertisements 

influence consumer perceptions and whether these strategies are effectively targeting the 

key demographic segments for PRS. 

Finally, the study examines the mediating effect of attitudes and the moderating 

roles of government support, age, and income. Attitudes are crucial in bridging the gap 

between external influences (social and marketing aspects) and behavioral outcomes (PRS 

participation). Research by Kumaraguru and Geetha (2021) highlights the significant 

mediating role of attitudes in financial decision-making, but its specific application to PRS 

remains underexplored. Additionally, the moderating effects of government support, age, 

and income are vital for understanding variations in PRS participation across demographic 

segments. For instance, while younger individuals may respond positively to digital 

marketing campaigns, older demographics might prioritize government incentives. By 

investigating these moderating effects, the study provides a comprehensive analysis of how 

external and personal factors collectively influence PRS participation. 

Through critical analysis and empirical evaluation, this research contributes to 

theoretical understanding and practical implementation, enhancing the efficacy of PRS as 

a cornerstone of financial security in Malaysia. By addressing gaps in the literature and 

offering actionable insights for policymakers, financial planners, and PRS providers, the 
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study aims to design targeted interventions that improve PRS visibility, appeal, and 

adoption among Malaysians. 
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1.5 Research Questions 

 

The discussion in the above section leads to the following research 

questions:  

1. How are the relationships among firm-created social media, user-generated 

social media communication, and social influence of the social aspects and 

attitude towards PRS participation? 

2. What are the relationships among transaction costs, advertisement, and brand 

image of the marketing and attitude towards PRS participation? 

3. What are the relationships among financial literacy, financial risk tolerance, 

personal trust, and investment experience of personal aspects and attitude 

towards PRS participation? 

4. Whether is it the mediating effect between attitude towards PRS participation? 

5. What are the moderating effects of government support, age, and income on 

the PRS participation? 
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1.6 Objective of the Study 

 

The general objective of this study is to develop a study of the 

determinants of Malaysians’ intention towards PRS participation in Klang Valley, 

Malaysia. Therefore, this study focused on the following specific objectives: 

  

1. To analyze the relationship among firm-created social media, user-generated 

social media communication, and social influence of the social aspects and 

attitude towards PRS participation. 

2. To investigate the relationship among transaction costs, advertisement, and 

brand image of the marketing aspects and attitude towards PRS participation. 

3. To examine the relationship among financial literacy, financial risk tolerance, 

personal trust, and investment experience of the personal aspects and attitude 

towards PRS participation. 

4. To estimate the relationship between the mediating effect of attitude towards 

PRS participation. 

5. To evaluate the moderating effects of government support, age, and income 

on the PRS participation. 

 



 

39 
 

1.7 Significance of the Study 

Prior to exploring the theoretical and practical implications of the study, it 

is crucial to acknowledge the wider context and fundamental significance of this 

research. The study's significance resides in its dual impact on scholarly 

understanding and practical implementation. It functions as a link that connects 

academic investigation with the demands of society, education, or industry, 

emphasising the importance and requirement of research within its specific area. 

This first comprehension establishes the foundation for a more thorough 

investigation into how the study enhances theoretical frameworks and practical 

results, highlighting its essential function in developing knowledge and tackling 

current difficulties. 

1.7.1 Theoretical Significance of the Study 

Prior studies on retirement planning use the Life Cycle Theory of 

Consumption by Deaton (2011) to tailor individuals’ spending habits based on 

their age, regardless of their income at each stage of life. Put simply, when an 

individual becomes older, their deliberate choice regarding retirement would also 

rise. This simple theory yields crucial and counterintuitive forecasts regarding the 

economy: that accumulation of savings at national level is contingent upon the 

rate of development of national income, rather than its absolute value, and that the 

magnitude of wealth within the economy is directly correlated to the duration of 

the retirement scheme. Despite numerous challenges over the years, including a 
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recent one from a coalition of psychologists and economists, the life-cycle 

hypothesis continues to be a fundamental aspect of economists’ reasoning 

(Richert-Kaźmierska, 2019). Consistent with this finding, this research examines 

if there is a correlation between behavioural characteristics and the disparity in 

age and income with regards to retirement savings in line with the discovery.  

This study aims to determine the determinant of attitude toward PRS 

Products by using three theories of financial behavior: the Life Cycle Theory, 

Symbolic Interaction Theory, and Theory of Planned Behavior. These three 

theories form the research theoretical framework to show the relationship between 

factors influencing attitudes toward PRS products. Life Cycle Theory explains 

how individuals' financial decisions evolve over their life stages, with a focus on 

managing income, consumption, and savings to achieve long-term financial goals, 

including retirement planning. Symbolic Interaction Theory emphasizes the role 

of social interactions and shared meanings in shaping individuals’ perceptions and 

attitudes toward financial products, highlighting how social influence and cultural 

norms impact decision-making. The Theory of Planned Behavior explores how 

attitudes, subjective norms, and perceived behavioral control influence 

individuals' intentions and behaviors, providing a structured approach to 

understanding investment decisions. Together, these theories offer a 

comprehensive perspective on the factors that shape attitudes toward PRS 

products, considering life stages, social context, and individual decision-making 

processes.  
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1.7.2 Practical Significance of the Study 

 

This study is anticipated to have practical significance for stakeholders and 

the government. From a practical standpoint, this research will assist the 

government in developing more effective and sustainable strategies to promote PRS 

and address the insufficient retirement funds faced by retirees. Furthermore, the 

results of this study will enhance the existing knowledge in the field of behavioral 

finance and offer a thorough comprehensive of the determinants that impact 

consumer behaviour towards PRS in Malaysia. Moreover, this study will also 

provide insights into the influence of social, marketing, and personal aspects on 

shaping individuals' attitude toward PRS. Also, this study will offer significant 

perspectives on the retirement planning situation in Malaysia and aid stakeholders 

such as PPA, PRS providers, and the government in developing appropriate 

strategies and initiatives to promote PRS among Malaysians. Additionally, this 

research will further aid the Malaysian government by providing them with 

valuable information and data to support their retirement planning policies for the 

benefit of retirees. 

 

1.7.2.1 Financial Planning of the People in PRS 

 

Economists are growing more worried about the potential for financial 

instability due to the recent excessive growth in household debt in both developed 
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and developing nations (World Bank, 2014). Increase demand for loans and 

financial intermediaries' intention to gain more profits by providing more loans 

excessively has contributed to the significant debt accumulation. Excessive 

amounts of household debt can harm a country’s economic performance, even 

while they can increase economic growth by influencing aggregate demand 

(Cecchetti et al., 2011). Excessive household debt levels can negatively affect a 

country’s economic performance (Sun, 2022). 

In recent years, Malaysia has experienced a significant increase in 

household debt levels (Kuek et al., 2019). Despite the global financial crisis of 

2008, which led many economies to enter a period of economic decline, 

household debt in Malaysia has persistently increased. It has reached a level on 

par with developed nations like the United States. This trend is concerning as it 

risks the country's financial stability. Furthermore, the surge in family debt in 

Malaysia raises concerns about individuals’ ability to save for their retirement. 

Without adequate financial planning and control over household debt, 

Malaysians may lack sufficient retirement funds to support their later years. 

Therefore, Malaysians must control their household debt and ensure proper 

financial planning. Studies on household debts in Malaysia have emerged only 

recently as economists, academicians, and policymakers have begun to question 

and analyze the implications of the persistent increase in household debts among 

Malaysians (Abd Samad et al., 2020). The objective of this study is to understand 

the determinants of retirement savings in Malaysia and provide insights for local 
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authorities to address the potential social problems that may arise from a large 

population of retirees who rely on government assistance. Financial planning and 

managing household debt are crucial for individuals and the overall economy. By 

practicing responsible financial planning and managing household debt levels 

effectively, individuals can ensure their financial stability and contribute to the 

overall economic growth of their country. Financial planning and managing 

household debt are crucial for individuals and the overall economy. 

1.7.2.2 Financial Planning and Population Aging 

 

Malaysia’s population over 60 has more than quadrupled from around 1 

million to 2.2 million between 1991 and 2020, and by 2040, it is expected to reach 

about 7 million, 17.6% of the country’s anticipated 40 million inhabitants (United 

Nations, 2015). The aging index in 2010 varied from 22.8% for the Bumiputra 

(Malays and other Indigenous populations) to 31.4% for the Indians and 55% for 

the Chinese. Population aging presents significant obstacles to Malaysia’s social 

and economic development. The rate of increase in the older population has 

exceeded that of the younger population, and this disparity is expected to become 

even greater in the future. The proportion of individuals aged 0-14 years old (youth) 

in the population declined from 23.8% in 2018 to 23.3 in 2019. At the same time, 

the proportion of the working-age population (15-64) rose from 69.7% in 2018 to 

70% in 2019. Similarly, the proportion of those 65 and above (old age) rose from 

6.5% to 6.7% of the population.  



 

44 
 

The 2019 increase in the median age was partly caused by changes in the 

demographics of the working and old-age populations. In 2018, the median age 

increased from 28.6 years to 28.9 years (DOSM, 2020). Countries with an aging 

population face a few critical issues. Initially, a swiftly maturing population 

results in a reduced number of individuals in skilled labour, hence increasing the 

difficulty for organisations to recruit for highly sought-after roles. Secondly, there 

will be an increase in health care costs for the country. Government authorities 

should increase the allocation of funds and resources to their respective healthcare 

system. Considering the healthcare expenditure as a proportion of gross domestic 

product (GDP) is already substantial in most advanced nations, it is challenging to 

raise spending while ensuring that healthcare quality improves, and other societal 

needs are not compromised. 

Countries with large elderly populations must spend more on pension 

benefits and publicly funded programs. The high maintenance cost for the aged 

population will become a long-term burden to the country. Therefore, it is 

essential to educate people in the country to save for their retirement and not to 

burden the country. Having adequate retirement resources will help to reduce the 

burden on the country so that the country will have more money to fund 

development, not funding for the area, which is not directly helping the economy.   

 



 

45 
 

1.8 Operational Definitions for the Key Terms Used 

 

Since the research focuses on the PRS, it is essential to understand some 

key terms employed in this study. The nomenclature for the constructs utilized in 

this analysis is explicitly defined and presented within the context of this study. 

Private Retirement Scheme – “A voluntary pension scheme that allows people 

to contribute into an investment instrument to build up their retirement income” 

(Liew, 2012). 

Social aspects – “Social aspects refer to the societal influences, interactions, and 

relationships that shape an individual's behavior, values, and decisions within a 

community or social group. These include cultural norms, social structures, peer 

influences, and interpersonal dynamics that impact various dimensions of human 

life.” (Giddens, 2010). 

Firm Created Social Media – “A form of advertising fully controlled by the 

company and guided by a marketing strategy agenda” (Schivinski & Dabrowski, 

2016). 

User-Generated Social Media – “Content published on an online platform by 

users comprises platforms that contain user-generated content” (Wyrwoll, 2014). 

Social Influence – “Change in an individual’s thought, feeling, attitudes, or 

behaviors that results from interaction with another individual or a group” 

(Rashotte 2007). 
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Marketing aspects – “Marketing aspects refer to the elements and strategies 

within marketing that influence the promotion, distribution, and exchange of 

goods and services. These aspects include customer behavior, product 

positioning, branding, market segmentation, and the overall creation of value to 

meet consumer needs and organizational objectives” (Kotler & Keller, 2016). 

Transaction Costs – “All costs involved in a transaction, other than the costs of 

physical production” (Webster & Lai, 2003; Nilson & Sundqvist, 2007). 

Advertisement – “Dissemination of information privately through paid media 

where the source is sponsoring organization” (Ilyas & Nayan, 2020). 

Brand Image – “The perceptions and feelings toward a brand” (Roberts, 2004). 

Personal Aspects – “Personal aspects refer to the individual characteristics, 

preferences, values, and psychological traits that influence a person's attitudes, 

decisions, and behaviors in various contexts, including social, professional, and 

personal life” (Shiffman & Kanuk, 2010) 

Financial Literacy – “Financial knowledge and ability to make informed 

judgments and effective decisions regarding the use and management of money 

and wealth” (Gale & Levine, 2013). 

Financial Risk Tolerance – “Maximum level of volatility that individual is 

willing to take when making a financial choice” (Sulaiman, 2012). 
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Personal Trust – “Trust is based on an individual’s theory as to how another 

person will perform on some future occasion, as a function of that target person’s 

current and previous claims, either implicit or explicit, as to how they will 

behave.” (Good, 1988). 

Investment Experience – “The hypothetical amounts credited (as earnings, gains 

or appreciation on any hypothetical investments in Funds or other permitted 

investment measures) or charged (as losses depreciation on any such hypothetical 

investments) to the Participant’s Account balance” (SEC, 2022). 

1.9 Organization of the Study 

 

The study attempts to identify the factors affecting the attitudes toward 

PRS products, which will influence PRS purchase intention in the context of 

retirement. It also aimed to integrate several constructs in social aspects, 

marketing aspects, personal aspects, attitudes towards PRS products, government 

support, and PRS purchase intention to form a structural model for purchase 

intention for PRS. The research background and a summary of Malaysian 

retirement challenges and concerns are given in Chapter 1. The research problems 

that were devised for this study were derived from the gaps that were identified in 

the current study. Following that, the aim of the study and the research objectives 

are introduced. The significance of the study and definition of terms will be the 

last part of Chapter 1. 



 

48 
 

In Chapter 2, the definition of PRS and its features are presented. 

Moreover, theoretical considerations will be extensively discussed in the chapter. 

The hypotheses produced for this study are derived from literature review 

conducted in the earlier chapter, including empirical evidence to support the 

hypotheses developed previously. By descriptive variables included in the study, 

such as firm-created social media, user-generated social media communication, 

social influence, transaction costs, advertisement, brand image, financial literacy, 

financial risk tolerance, personal trust, and investment experience, are reviewed 

and presented. Subsequently, moderating variables such as government support, 

age, and income will be discussed after describing the variables. 

Chapter 3 outlines the research methodologies employed to empirically 

test the developed hypothesis. This chapter will provide a comprehensive 

examination of the model specification, research design, population and sample, 

sample size and sampling method, measurement and instruments, data collection, 

source of data, types of data analysis, and ethical considerations. 

The research objectives and hypotheses stated in this study are 

consolidated in Chapter 4 with respect to the statistical data. This chapter includes 

the profile of the respondents, the findings of the preliminary data assessment, 

descriptive and correlation analyses, the homogeneity test, the exploratory and 

confirmatory factor analyses, the analysis of covariance, the path coefficient, and 

the analysis of the exploratory data. 
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Chapter 5 provides an overview of the discoveries made in Chapter 4. This 

chapter provides an analysis and examination of the theoretical and practical 

consequences of the inquiry. The study’s limitations and some directions for 

future research are also highlighted. 
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CHAPTER 2 

LITERATURE REVIEW 

2.1 Introduction 

 

The theoretical examination of the factors that influence PRS purchase 

intention in Malaysia will be the focus in this chapter. The research is focused on 

the decision of individuals to allocate a portion of their savings to PRS investments. 

Furthermore, the investigation will examine the attitude towards PRS products as 

mediating variables, as well as government support and demographic variables, 

such as age and income, as moderating variables. 

 

A detailed analysis of the chapter’s structure is provided below. The 

current work is underpinned by the theoretical foundation that is emphasized in 

Section 2.3. It addresses the evolution of behavioural financial theory and 

classical financial theory, both of which are essential for comprehending 

individual behaviour in the context of PRS purchases. The proposed conceptual 

framework and hypothesis formulation are discussed in Section 2.6. Section 2.5 

examines the practical evaluation of individual decision-making in relation to 

retirement savings. It reviews past research on how social, marketing, and 

personal factors influence the investment choices made by individuals. Section 

2.9 – conclusion. 
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2.2 Theoretical Reviews of the Study 

The decision to invest in a PRS is strongly influenced by individuals’ 

attitudes toward the product. Research suggests that a positive attitude can 

significantly increase the intention to invest in PRS, aligning with findings that 

link attitudes and investment behavior in retirement planning (Zandi et al., 2021; 

Kumaraguru & Geetha, 2021). This study integrates three main theories - the Life 

Cycle Theory, Symbolic Interaction Theory, and Theory of Planned Behavior, to 

examine how social, marketing, and personal aspects impact attitudes and 

intentions towards PRS. Social and marketing aspects are considered external 

factors, while personal factors are internal, forming a framework that helps 

explain diverse influences on PRS purchase intentions. 

 

2.2.1 The Life Cycle Theory 

The Life Cycle Theory, proposed by Modigliani and Brumberg (1954), is a 

foundational economic theory positing that individuals attempt to balance their 

lifetime income and consumption to maximize utility. Recent research continues to 

validate the Life Cycle Theory as a lens through which retirement planning can be 

understood. For instance, Mahdzan, Mohd-Any, and Chan (2017) demonstrated that 

individuals' income levels and consumption needs change across life stages, 

influencing their saving behavior and retirement planning decisions. In the context 
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of PRS, this theory suggests that individuals accumulate savings during peak 

earning years to prepare for retirement, which aligns with the voluntary, 

supplemental nature of PRS as an additional retirement fund. 

Recent studies also highlight challenges to the theory’s assumptions. Kepha 

(2018) noted that risk aversion and improved financial literacy may encourage 

some retirees to continue saving rather than dis-saving during retirement, showing 

that the theory may need to account for diverse behaviors related to savings 

persistence. This research contributes to the Life Cycle Theory by applying it to the 

PRS context, exploring how Malaysians view PRS as a long-term financial strategy 

that fits within their broader life cycle of earnings and expenditures. By examining 

whether PRS usage aligns with the wealth accumulation and dis-saving phases of 

the Life Cycle Theory, this study offers insights into how modern financial products 

may adapt traditional economic theories to contemporary saving behaviors. 
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Figure 2.1: The Life Cycle Theory 
Source: Stasinopoulos, S. (2015)  

 

Figure 2.1 above illustrates the zones of saving and dis-saving as 

individuals earn income from their employment until retirement. The Life Cycle 

Theory assumes that all individuals will opt to have a stable lifestyle 

(Shanmugam, Abidin, & Tolos, 2017). In addition, it is hypothesized that 

individuals are future-oriented mindset and engage in logical planning when it 

comes to their consumption and saving requirements throughout their lifetime 

(Mitchell & Utkus, 2003). For instance, they are accountable for identifying the 

needed amount to be saved and how the sources of income will be utilized over 

their lifetime. Nevertheless, there are deviations found from this theory.  

Mahdzan, Mohd-Any, & Chan (2017) argued that the assumption of 

rationality may not be realistic due to individuals' lack of financial literacy. Past 

findings have noted that many people are not financially knowledgeable enough to 
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estimate their future retirement needs. Some people suffer retirement in developed 

or developing countries because of inadequate savings and negligence in retirement 

planning (Mitchell et al., 2024). In another setting, Kepha (2018) also pointed out 

the facts contradicting the drop in savings during the retirement phase of this 

theory. Increased risk aversion motivates some retirees to continue to save even 

during their retirement, boosting their precautionary savings. Some retirees may 

have well-managed pension programs to safeguard their retirement life, and some 

may even save more owing to the profitable investments made in their youth 

(Fuchsman et. al., 2023). 

The Life Cycle Theory emphasizes that individuals’ financial decisions 

evolve over their life stages, from youth to retirement, as they navigate changes in 

income, consumption, and savings needs. This theory is reflected in the research 

framework through the Personal Aspects such as Financial Literacy (FL), 

Financial Risk Tolerance (FR), Personal Trust (PT), and Investment Experience 

(IE). These factors naturally develop as individuals progress through different 

stages of life, shaping their attitudes toward PRS products (H7–H10). For 

instance, individuals with higher financial literacy or greater investment 

experience, often observed in later life stages, are more likely to view PRS 

products favorably. Since PRS purchase intention is directly tied to individuals’ 

saving and consumption decisions, applying the Life Cycle Theory in this 

research is both relevant and insightful. 
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Moreover, the Life Cycle Theory has been widely adopted in behavioral 

finance studies, particularly those focusing on consumption (Kotlikoff, 2008; 

Palley, 2010; Hurd & Zissimopoulos, 2003), saving behavior (Lusardi, 2001), and 

retirement planning (Masran & Hassan, 2017; Hurst, 2007; Gustman & 

Steinmeier, 2002). Notably, Masran and Hassan (2017) employed this theory to 

analyze factors influencing workers' retirement planning. Their findings 

highlighted various determinants, including age, gender, education, income level, 

health, work environment (both physical and mental), work pace, knowledge and 

skills, work satisfaction, managers’ attitudes, discrimination, partner and family 

situation, and private economic considerations. These insights further underscore 

the value of applying the Life Cycle Theory in exploring attitudes and intentions 

toward PRS products, as they align with the multifaceted considerations 

individuals face when planning for their financial futures. 

2.2.2 The Symbolic Interaction Theory  

Symbolic Interaction Theory, as outlined by Carter and Fuller (2016), is a 

social science theory focused on the subjective meanings individuals attach to 

objects, events, and behaviors through social interaction. Applied to PRS, the theory 

helps explain how social influences, such as peer discussions, media representations, 

and financial advisories, shape individuals' attitudes and intentions toward PRS. 

Recent research, including Qamar and Soomro (2023), has shown that symbolic 
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interaction significantly affects financial behavior, as social interactions often 

influence how individuals interpret financial products and their perceived value. 

In this study, Symbolic Interaction Theory is employed to explore the social 

aspects of PRS purchase intentions among working adults and retirees in Klang 

Valley, with a focus on how social interactions and shared meanings shape financial 

attitudes. This theory emphasizes the influence of symbols and social cues in shaping 

perceptions, and the study highlights the role of Social Aspects such as Firm-Created 

Social Media (FC), User-Generated Social Media Communication (UG), and Social 

Influence (SI), as captured in the research framework (H1–H3). These elements 

demonstrate how interactions within social media platforms and peer networks can 

shape attitudes toward PRS products by fostering shared norms and symbolic 

meanings around retirement planning. 

By examining factors such as financial literacy, peer influence, and socio-

economic status, the study illustrates how these interactions contribute to the 

symbolic meaning attached to PRS participation. For instance, financially literate 

individuals often share retirement planning advice with less knowledgeable peers, 

fostering shared norms and a culture of financial planning within social networks, as 

observed by Hu (2021). Such positive reinforcement from trusted sources or social 

networks can lead to favorable attitudes toward PRS products, as individuals interpret 

social cues and messages. This integration of Symbolic Interaction Theory into the 
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study underscores the importance of social influence in encouraging a positive culture 

of retirement planning and demonstrates how the exchange of information within 

social networks can shape perceptions and behaviors related to PRS. 

Figure 2.2 shows that people in society gain knowledge about their social 

environments by engaging in communication and exchanging meaning via language 

and symbols. The symbols used will establish meanings and subsequently develop 

their views. With the views established through language and symbols, they will then 

communicate with each other in society. 

 
Figure 2.2: Symbolic Interactionism 
Source: Carter and Fuller (2015)  

 

The social sciences are the primary fields of application for symbolic 

interaction theory. It deals with how people interact symbolically through language, 

gestures, and unique roles (Carter & Fuller, 2016). It refers to most facts imposed 
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directly on individual, events, and objects. The symbolic interaction theory aids in 

identifying the impact of age and gender on individuals’ perspectives, which is a 

contributing aspect in analysing young people’s attitudes towards retirement 

planning. The most crucial element in the symbolic interaction theory is interaction 

(Qamar & Soomro, 2023). Interactions between individuals of different ages, 

genders, and educational backgrounds can lead to the exchange of contrasting 

perspectives and recommendations. This might potentially influence individuals to 

change their attitudes towards retirement planning (Setyawan & Wijaya, 2020). 

 

2.2.3 The Theory of Planned Behavior 

The Theory of Planned Behavior (TPB), developed by Ajzen (1985), 

postulates that attitudes, subjective norms, and perceived behavioral control 

shape an individual’s intention to perform a behavior. This theory has been 

widely used in financial behavior research, particularly in studies on retirement 

planning (Kimiyagahlam, Safari, & Mansori, 2019; Shanmugam, Abidin, & 

Tolos, 2017). TPB is especially relevant for understanding how attitudes toward 

PRS, influenced by subjective norms (such as social expectations), shape 

individuals' purchase intentions. 

In the context of PRS, the Theory of Planned Behavior (TPB) provides a 

comprehensive framework for understanding how attitudes, social pressures, and 
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perceived control over financial resources influence PRS purchase intentions. TPB 

posits that attitudes, subjective norms, and perceived behavioral control collectively 

shape behavioral intentions, making it a suitable approach for examining PRS-related 

decisions. In the research framework, Attitude Toward PRS Products (ATT) directly 

affects Intention Toward Private Retirement Scheme (PRS) (H11), while external 

moderators such as Government Support (GS), Age, and Income (H12–H14) further 

refine this relationship by influencing the strength of intention. 

 

Haron et al. (2019) highlighted the importance of attitudes in retirement 

financial planning, particularly among private sector employees, demonstrating that 

positive evaluations of retirement products significantly enhance investment intentions. 

This study builds on TPB by exploring how Perceived Behavioral Control, influenced 

by factors such as financial literacy and income, determines individuals' ease of 

investing in PRS. It highlights how favorable attitudes, combined with supportive 

subjective norms and a strong sense of perceived control, enhance purchase intentions. 

Moreover, moderators like age and income provide additional insights into how TPB 

elements interact in the specific context of PRS. 

By integrating these findings into the TPB framework, the study not only 

underscores the critical role of attitudes but also extends TPB by showing how 

perceived control over PRS investments shapes behavior. This approach allows for a 

nuanced understanding of the interplay between attitudes, social pressures, and 

perceived control, particularly when external moderators such as government support, 
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age, and income come into play, offering valuable insights into the factors that drive 

PRS purchase intentions.       

 

Figure 2.3: The Structure of the Theory of Planned Behavior  
 Source: Ajzen (2002) 

As shown in Figure 2.3, the measurement of intention and perceived 

behavioral control should align or be consistent with the expected behaviour. 

During the period between their evaluation and observation of the action, it is 

important for intentions and perceived behavioural control to remain consistent. 

Intervening events can alter intentions or perception of behavioural control, 

rendering the original measurements of these variables unreliable for predicting 

behaviour. The third circumstance for predictive validity is the precision of 

perceived behavioural control. To improve the precision of behaviour prediction, 

it is imperative to improve the alignment between perceived and actual 

behavioural control. 

Research has gathered data on the connection between intentions and acts 

across various types of behaviours, primarily within the framework of the theory 
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of reasoned action and perceived behavioral control and behavior.  They are more 

focused on going beyond totally controllable aspects of human behavior. 

Research undertaken within the framework of the TPB has focused on predicting 

behaviour by integrating intents and perceived behavioural control. Attitudes, 

Subjective Norms, and Perceived Behavioral Control in Predicting Intentions TPB 

mentioned three fundamentally distinct determinants of intention. (i) The degree 

to which a person has a favorable or unfavorable opinion or appraisal of the action 

in issue is called attitude toward the behavior. (ii) Subjective norm: this refers to 

the social pressure to perform or not do a behavior. (iii) perceived behavioral 

control, which refers to the perceived ease or difficulty of doing a task, is thought 

to reflect prior experience and predicted barriers and hurdles. The likelihood of an 

individual performing a certain behaviour is directly influenced by their positive 

attitude and subject norm towards that behaviour, as well as their perceived 

behavioural control. It is anticipated that the impact of attitude, subjective norm, 

and perceived behavioral control on intention will fluctuate depending on the 

specific activities and situations. Thus, it may be inferred that attitudes exert a 

significant impact on intentions in specific circumstances, but attitudes in 

conjunction with perceived behavioural control are sufficient to account for 

intentions in other scenarios. Attitudes, perceived behavioural control, and 

intentions each make separate and distinct contributions to certain situations. 

Lastly, perceived behavioral control is impacted by perceived facilitation 

and control beliefs. Figure 2.4 below demonstrates the structure of TPB. So far, 
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much research has commonly employed TPB on financial behaviors which 

includes the use of online banking and online trading (Gopi & Ramayah, 2007; 

Shih & Fang, 2004; Lau et al., 2001), investment decisions (Alleyne & Broome, 

2010; East, 1993) and retirement planning (Kimiyagahlam, Safari, & Mansori, 

2019; Shanmugam, Abidin & Tolos, 2017; Kepha, 2018; Heenkenda, 2016; Croy, 

Gerrans, & Speelman, 2010). 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.4: The Structure of The Theory of Planned Behavior 
Source: Shanmugam, Abidin & Tolos (2017); Heenkenda (2016) 

 

In general, previous research provides evidence to support the claim that 

individual attitudes have an impact on how individuals save for retirement 

(Yusof & Sabri, 2018; Jacobs-Lawson & Hershey, 2002; Taylor-Carter, Cook & 

Weinberg, 1997). The primary objective of the investigations is to substantiate 

previous findings by demonstrating a significant positive correlation between 

attitudes towards PRS products and PRS participation. 
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Figure 2.4 also explains that attitudes toward products and PRS are not 

universal. The most applied theories in the consumption pattern and intention of 

purchase are lifecycle theory (Modigliani & Brumberg, 1954), symbolic 

interaction theory (Nilgun et al., 2009), and theory of planned behavior (Fishbein 

& Ajzen, 1977). According to the symbolic interaction theory, facts are founded 

on and directed by symbols. It reveals the disparity between both perspectives of 

view. Because all interactionists agree that human interaction is the data source, 

the social factor significantly influences an individual's attitudes. Furthermore, 

most symbolic interactionists agree that participants' viewpoints and empathy-

building abilities are the most important aspects of symbolic interaction (Stryker 

& Vryan, 2003; Carter & Fuller, 2016; Berg, 2000).  

The research suggests that each theory - Life Cycle Theory, Symbolic 

Interaction Theory, and Theory of Planned Behavior - provides unique yet 

complimentary insights into PRS participation. The Life Cycle Theory examines 

personal financial elements as intrinsic motivators, whereas the Symbolic 

Interaction Theory emphasises social effects. The Theory of Planned Behaviour 

(TPB) synthesises both external and internal factors, including perceived 

behavioural control and subjective norms, that affect intentions. Each theory 

underpins distinct facets of the research hypotheses. Haron et al. (2019) indicate 

that attitudes substantially affect retirement financial planning, rendering the 

Theory of Planned Behaviour pertinent for comprehending how perceived control 

and societal expectations influence participation in Pension Retirement Schemes. 
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2.3 Systematic review 

 

A systematic review is a comprehensive and structured approach to 

research synthesis (Gusenbauer & Haddaway, 2020). It starts with a carefully 

crafted question, followed by a rigorous process of keyword search, usually in 

databases like Scopus and Google Scholar. The next steps involve meticulous 

screening of titles and abstracts, and then a full-text assessment for eligibility, 

ensuring the inclusion of relevant and high-quality studies. The focus of this 

review is to gather and analyze data on specific topics, such as PRS participation, 

and related factors like social, marketing, and personal aspects, along with 

government support, age, and income, within the context of Malaysia. 

 

Figure 2.5: Systematic review 
Source: Own develop 

The study investigates retirement, alternative savings, government policy, 

and the private sector's role, intending to offer an objective evaluation of the 
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evidence, while minimizing bias through a clear and reproducible methodology 

(Dinter et al., 2021; Garcia-Penalvo, 2022). This process is pivotal for 

synthesizing a vast body of research, providing valuable insights, and drawing 

conclusions from the aggregated data. Systematic reviews serve a critical role in 

informing policy, guiding practice, and promoting further research by mapping 

out the existing knowledge and identifying areas where information is scarce. 

 

2.4 Empirical Reviews of Social, Marketing, and Personal Aspects toward    

Private Retirement Scheme (PRS) 

 

The influence of attitude towards PRS products may be assessed from 

three viewpoints. First, we may assess from the perspective of social aspects, 

which include firm-created social media, user-generated social media 

communication, and social influence. Second, we can also look at the perspective 

of marketing in transaction cost, advertisement, and brand image. For the third 

perspective, personal aspects, which will cover financial literacy, financial risk 

tolerance, personal trust, and investment experience, may influence individual 

attitude toward PRS products, ultimately raising the PRS purchase intention. 

Empirical studies assume that demographic factors, such as government support, 

income, and age, play a role as moderation in influencing the PRS in Malaysia. 

2.4.1 Private Retirement Scheme (PRS) and Consumer Attitude 
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Purchase intention refers to a consumer's expressed willingness or strategic 

plan to acquire a specific product or service in the future (Anderson & Lee, 2023). 

Often, purchase intention signifies the act of making a purchasing decision. 

Although predicting purchase intentions with precision can be challenging, research 

suggests that motivation is a key factor driving individuals toward actual purchases 

(Nguyen & Tan, 2022). Essentially, an individual’s intention encompasses their 

purpose or drive to engage in a specific action. In the Theory of Planned Behaviour, 

intention is regarded as the motivational determinant that impacts behaviour. It 

represents an individual’s preparedness to engage in conduct and is regarded as a 

direct precursor to acting. The intensity of this purpose is influenced by attitudes 

towards behaviour, subject norms, and perceived behavioral control (Kaur & Singh, 

2023). The resolute intention is the primary factor that influences behaviour. 

Having strong intentions result in exhibiting more assertive behaviour. Purchase 

intention refers to the anticipation or intention to engage in future behaviour, 

specifically the likelihood of believing in a product or service and ultimately 

making a purchase. Furthermore, purchase intentions reflect consumers’ intents to 

buy products or services, which are influenced by their attitudes and emotions 

(Chen et al., 2020). Later research has shown that awareness, acceptability, 

affordability, accessibility, and assurance significantly impact investment intention 

(Lok et al., 2019). 

Complementing this understanding, consumer attitudes themselves are 

multifaceted and deeply influence consumer behavior. The tri-component model 
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of attitudes, proposed by Pickens (2005), classifies attitudes into affective 

components (feelings), cognitive components (thoughts), and behavioural 

components (actions). Feelings are a manifestation of the emotional responses we 

have towards people and objects. They play a role in shaping our internal thoughts 

and have an impact on how we behave towards them. An individual's chance of 

engaging in specific behaviours, like purchasing PRS items, is influenced by their 

attitudes, which can be either positive or negative, depending on their favorability 

towards the activity (Shanmugam & Abidin, 2013; Chen et al., 2020). 

Empirical studies conducted in different settings have emphasised the 

substantial impact of good attitudes on retirement planning behaviours. Younger 

generations, such as American millennials, have shown a proactive attitude towards 

retirement planning. They start as early as age 25, which is earlier than previous 

generations who typically started around age 40. This indicates a shift towards more 

positive retirement prospects, despite facing more challenges in planning 

(Laudenbach, 2019). This positive outlook is also observed in various societies, 

however there may be differences in how they perceive and approach planning.  

Recent studies have consistently demonstrated that various factors 

significantly influence individuals' attitudes toward retirement. For instance, 

occupation, economic conditions, environmental factors, and social aspects have 

been identified as crucial determinants in shaping retirement perspectives (Ali et al., 

2021; Smith & Johnson, 2022). Additionally, education, family support, health, and 

income levels play pivotal roles in fostering positive retirement attitudes. Higher 
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education levels often lead to better financial literacy and planning skills, while 

strong family support provides both emotional and financial security. Good health 

enables a more active and enjoyable retirement, and higher income levels facilitate 

increased savings and financial stability (Islam et al., 2023). Moreover, a strong 

association has been observed between favorable views about retirement and the 

anticipation of receiving a substantial income (Folk & Tan, 2021). 

In addition, there are other important elements that contribute to this 

phenomenon, such as the anticipation of receiving a pension, one's sense of 

identity as a worker, social background, projected retirement duration, and self-

perception (Mutran, Reitzes, & Fernandez, 1997). Serido et al. (2013) provided an 

in-depth analysis of the connection between financial attitude and subjective 

financial knowledge, with a particular focus on financial self-belief. Meanwhile, 

Bir (2016) examined the substantial impact of financial attitudes on the financial 

literacy of recent graduates in managerial practices. In their study, Yong et al. 

(2018) discovered that financial attitude partially mediates the relationship 

between financial literacy and the behaviour of young working adults in Malaysia. 

Haron et al. (2019) found that attitude had a substantial impact on retirement 

financial planning among private sector employees.  

 

2.4.2 Social Aspects 
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The social aspects of PRS purchase Intention, including the social norms 

and values, influence consumer purchase decisions. Individuals can modify their 

behaviour in accordance with their social system (Khare et al., 2011). This study 

employs the concept of customer vulnerability. Mourali et al. (2023) further stated 

that an individual’s susceptibility to interpersonal impacts is a prevalent 

characteristic that varies among individuals. According to Bearden et al. (2023), 

informational influence has an impact on customer decision-making. Information 

impact refers to the tendency to be receptive to information provided by others. 

Informational impact operates by means of internalization. Subsequent research 

conducted by Smith and Cooper (2023) posited that information susceptibility and 

normative susceptibility are psychographic qualities that influence individuals’ 

purchasing decisions. 

Wendy (2000) analyses empirical and theoretical breakthroughs in 

research on social influence and message-based persuasion and shows how social 

factors influence attitudes and purchase intention. Three primary motives for 

attitude change and resistance have been found in this study. The individual 

exhibits a sense of self-awareness, consideration for others, and an understanding 

of the consequences that rewards or punishments can entail. Additionally, they 

have a genuine comprehension of the nature of reality. The explanations have 

consequences for the processing of information and the changing of attitudes in 

both public and private domains. Another research showed that the attitude 
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toward counterfeit items was the most critical factor in the willingness to purchase 

counterfeit goods (Iin et al., 2022). The social aspects of this study will 

encompass social influence, user-generated social media communication, and 

firm-create social media. 

2.4.2.1 Firm-Created Social Media 

 

Firm-created social media communication is viewed as advertising 

entirely under the company's control and guided by a marketing strategy agenda 

(Schivinski & Dabrowski, 2016; Smith & Cooper, 2023). Because of the 

expansion of web technology and social media, Internet users now have great 

exposure online. Internet users generate, initiate, circulate, and consume various 

digital sources of information to inform each other about goods, businesses, 

services, personalities, and topics through social networking through online media 

(Chauhan & Pillai, 2013). However, Study by Schemer et al. (2021) has 

discovered that there is no significant correlation between the frequency of 

internet use in general, and the use of social medial networking sites specifically, 

with subjective well-being. 

Companies are increasingly leveraging social media to engage with 

clients, making it an essential element of their marketing strategies. Marketing 

managers utilize these platforms to connect with loyal customers, shape product 

perceptions, disseminate information, and gain insights into their target audiences. 

Recent studies indicate that internet users are progressively turning to social 
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media for information and opinions on companies and products, moving away 

from traditional media sources (Appel et al., 2020). 

The prediction was that firm-created social media will have an impact on 

brand equity due to the companies’ management and administration of it. 

Nevertheless, although firm-created social media does not have a direct impact on 

how customers perceive the value of the brand, it does influence consumer 

attitudes towards brands, as stated by Lin et. Al., (2023). Moreover, firm-created 

social media has the potential to elicit a viral reaction, so amplifying the reach of 

the initial advertising to a larger audience. Therefore, the purpose of firm-created 

social media content is to enhance consumers’ awareness and attitudes towards 

the brand. This study posits that firm-created social media will have an influence 

on how individuals perceive product from the PRS products. The subsequent 

hypothesis will be examined consequently: 

HA1:  There is a relationship between firm-created social media and attitude  

           intention towards Private Retirement Scheme (PRS). 

2.4.2.2 User-Generated Social Media Communication 

 

User-generated content (UGC) encompasses various forms of media—such as 

photographs, videos, text, and audio—created and shared by users on online platforms 

like social media and wikis. This content often includes brand-related material, with 



 

72 
 

consumers producing and disseminating information about products and the companies 

that offer them. UGC also refers to user-generated media material, which involves any 

content created, shared, and consumed online by users. While UGC has a broader 

scope than electronic word-of-mouth (eWOM), the terms are sometimes used 

interchangeably when UGC pertains to brands (Chen et al., 2022; Gupta & Sharma, 

2021; Liu et al., 2023). 

User-generated communication has consistently been valued for its 

trustworthiness. Word-of-mouth (WOM) communications are regularly 

considered highly credible by consumers as a source of information. Research 

indicates that both conventional and digital word-of-mouth (WOM) significantly 

influence consumer behaviour and decision-making. This credibility arises from 

the idea that word-of-mouth (WOM) is more authentic and reliable in comparison 

to conventional advertising techniques. A study by Smith and Cooper (2023) 

found that WOM, particularly when disseminated through social networks and 

online reviews, is seen as a more reliable and influential source of information. 

This is because WOM typically comes from peers who are perceived to have no 

commercial interest in promoting the product or service, thus enhancing its 

trustworthiness. Similarly, research published in Sustainability underscores that 

WOM communication, both online and offline, plays a crucial role in shaping 

consumer decisions, particularly through its impact on perceived credibility and 

trust (Qi & Kuik, 2022). 
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Brand-related user-generated content uploaded through social media might 

have a greater impact than other sources due to its association with a reliable 

information source within the consumer’s network (Li et al., 2024). The study 

conducted by Kim and Johnson (2016) found that consumers’ reactions to UGC 

related to a brand were associated with brand sales, such as impulsive buying and 

future purchase intention. Additionally, UGC also played a role in relationship 

building, such as brand engagement, and electronic word-of-mouth (eWOM) 

transmission. Moreover, due to the ability of eWOM communications to easily and 

rapidly reach global audiences with a shared interest in a product or business, their 

influence on social media may be stronger than traditional WOM (Christodoulides, 

Michaelidou, & Argyrious, 2012). Schivinski and Dabrowski (2016) have also 

determined that UGC on social media has a favourable impact on brand attitude. 

This is in line with the study by Sandunima and Jayasuriya (2024), indicating that 

although UGC social media has a significant influence on customers’ purchase 

intention. Hence, this study examined the impact of UGC on the PRS. Thus, the 

study will formulate the following hypothesis: 

HA2: There is a relationship between user-generated social media communication 

and attitude intention towards Private Retirement Scheme (PRS). 

2.4.2.3 Social Influence 

Social influence significantly impacts individual financial behaviors, 

including retirement planning, by shaping perceptions, attitudes, and actions 
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through social interactions. Defined as the modification of an individual’s views, 

feelings, attitudes, or behaviours due to their connection with others, social 

influence involves factors distinct from conformity, power, and authority, which 

can have varying degrees of effect on financial decisions (Chou et al., 2020). 

Individuals with strong social networks and a high level of social influence are 

more likely to trust financial institutions, such as banks, and feel encouraged to 

save for retirement. Research indicates that trust and engagement in retirement 

planning behaviours vary significantly across cultural contexts. For instance, 

American and Dutch workers exhibit differing levels of reliance on employer 

pensions and financial institutions compared to workers in other regions 

(Hofstede Insights, 2023).  

Social influence extends beyond institutional trust, also encompassing 

informal networks that shape individual decision-making behaviours. Studies 

indicate that financial behaviour, such as herding or mimicking group behaviours, 

can amplify the impact of financial literacy on retirement planning (Harahap et 

al., 2022). Informal guidance often emerges from close social circles like friends 

and family, which may be preferred over formal financial advice. Choi (2022) 

found that individuals frequently turn to informal sources of advice for retirement 

decisions, relying on the experiences of family members and peers instead of 

consulting financial specialists. This reliance can have a profound impact on the 

quality and outcomes of retirement planning due to the varying accuracy and 

relevance of informal advice. 
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Social influence within family structures significantly shapes retirement 

planning behaviours. Recent studies have demonstrated that siblings and parents 

exert considerable impact on an individual's financial planning decisions. For 

instance, research indicates that familial influences often shape long-term 

financial behaviours, with a positive and direct correlation between social 

influence and retirement financial planning. Individuals with stronger social 

networks and influential family or peer relationships tend to exhibit more 

proactive retirement behaviours (Rahman et al., 2020). 

Recognizing the significant role of social influence in retirement planning, 

this study proposes the following hypothesis: 

 

HA3:  There is a relationship between the social influence and attitude  

           intention towards Private Retirement Scheme (PRS).  

2.4.3 Marketing Aspects 

 

Brand equity is a vital marketing asset that fosters strong connections 

between companies and their customers, promoting long-term purchasing 

behavior (Keller, 2021). Understanding and effectively managing brand equity 

can lower barriers to entry and enhance a brand's overall value (Yoo et al., 2021). 

Despite substantial research on the issue of brand equity, there remains 

fragmented and inconclusive literature on the subject. An illustrative case is the 
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research conducted by Sousa and Ferreira (2024), which offers a comprehensive 

evaluation of employee-based brand equity. The study emphasises the necessity 

for more cohesive frameworks to comprehend its formation and influence within 

organisations (Sousa & Ferreira, 2024). Recent studies have addressed the 

evolving nature of employer branding and brand equity in the digital era.  

For instance, Singh (2021) conducted a comprehensive literature review, 

highlighting the fragmented state of employer branding research and advocating 

for a more holistic strategy that integrates various dimensions of brand equity. 

Similarly, Dropulic et al. (2022) examined brand equity within the digital context, 

emphasizing the challenges of applying traditional brand equity models to 

contemporary digital environments.  

In previous studies, consumer perceptions of social media marketing efforts 

have been demonstrated to influence brand equity (Godey et al., 2016; Kim & Ko, 

2012). The latter study shows that social media marketing efforts are not always 

efficient in increasing community engagement and can even lead to the 

abandonment of social media brand communities (Tang et al., 2019). According to 

a recent study, consumers' perceptions of social media marketing activities have an 

impact on brand equity, particularly if digital consumers have a favorable 

experience with the brand and gain cognitive, social, and personal benefits from 

browsing social media luxury brand communities (Zollo et al., 2020). 

 



 

77 
 

2.4.3.1 Transaction costs 

 

Transaction costs are a crucial factor influencing market behavior and 

investment decision-making. These costs refer to all the expenses involved in 

carrying out a transaction, excluding the cost of producing the goods or services 

(Smith et al., 2020; Liu & Wang, 2021). In essence, transaction costs encompass 

direct and indirect expenses that investors incur during the process of conducting 

economic activities, such as identifying opportunities, executing trades, and 

ensuring the enforcement of contracts (Johnson & Harris, 2022). These expenses 

may include time, effort, and financial resources required to navigate through 

market transactions (Zhang et al., 2023). 

When examining retirement savings and investment vehicles like Private 

Retirement Schemes (PRS), transaction costs can significantly influence investor 

behaviour and decision-making. Research highlights that these costs, particularly 

when perceived as complex or burdensome, may deter individuals from actively 

engaging in retirement planning (Miller & Brown, 2021). Investors often 

prioritize simplicity to avoid the challenges associated with high transaction costs, 

even if this simplicity does not necessarily result in reduced financial 

expenditures. This observation aligns with findings that suggest complexity 

aversion is a key driver in investment choices, contrasting with earlier beliefs that 

reducing transaction costs was the primary motivation for investment behaviour. 
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The literature reveals a gap in understanding how transaction costs impact 

attitudes and intentions toward PRS specifically. While recent studies, such as 

that by Kumar and Patel (2021), show that financially literate individuals are 

more adept at understanding fee structures and avoiding high-cost investment 

products, there is limited exploration into how transaction costs influence their 

engagement with retirement schemes. Moreover, financial literacy appears to play 

a dual role: it empowers investors to make informed choices but can also lead to 

more cautious behaviour, resulting in less trading and a preference for simpler 

investment options (Nguyen et al., 2023). 

To bridge this gap, further investigation is required to determine whether 

transaction costs serve as a deterrent or an enabler for participation in PRS. 

Additionally, integrating the influence of marketing expenses and brand image 

with transaction costs could provide a more holistic understanding of investment 

behaviours in the retirement planning sector. Such insights are vital for 

developing targeted strategies that resonate with investor needs and promote 

better retirement outcomes. Therefore, the study will conduct the hypothesis as 

below: 

HA4:  There is a relationship between transaction costs and attitude  

           intention towards Private Retirement Scheme (PRS). 
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2.4.3.2 Advertising 

 

Advertising is a key component of marketing strategies within the 

investment and unit trust industries. Modern research indicates that advertising 

not only raises awareness but can also influence perceptions of product quality 

through indirect means. Although some advertising campaigns may lack explicit 

details about the product's attributes, consumers often infer product quality based 

on the extent of advertising efforts (Smith et al., 2021). This perception aligns 

with more recent findings that suggest advertising expenses can act as a signal of 

product quality, with consumers associating more visible and costly 

advertisements with higher-quality offerings (Johnson & Lee, 2022). 

Advertising plays a pivotal role in shaping brand image, particularly in the 

context of investment products like Private Retirement Schemes (PRS). Recent 

studies show that advertising can trigger emotional and cognitive responses that 

significantly impact investment decisions. For instance, fund advertisements that 

evoke positive emotions can enhance investors' perceptions and increase their 

trust in the advertised product (Kim & Park, 2021). This emotional response is 

crucial, as it can drive favorable attitudes and intentions towards investment 

choices (Nguyen et al., 2022). The dual influence of cognitive processing and 

emotional resonance suggests that well-executed advertising strategies can elevate 

brand perception and stimulate investor engagement. 

Cham et al. (2021) highlighted that advertising not only promotes 

awareness but also solidifies the establishment of a brand's image. This is 
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particularly relevant in the competitive landscape of retirement planning, where 

brand differentiation is essential. Moreover, sensory-stimulated and emotionally 

engaging advertising has been shown to correlate positively with consumer 

behavior, fostering a stronger connection between consumers and the brand (Zhou 

& Chen, 2023). This connection can translate into increased consumer interest 

and participation in financial products like PRS. 

A study by Patel and Singh (2021) underscores the robust association 

between consumer emotional responses to advertising and their subsequent 

behaviour. Advertising that effectively combines information and emotional 

appeal can create a persuasive narrative that resonates with potential investors, 

influencing both their attitude and intention towards the product. Thu, the study 

will formulate the following hypothesis: 

 

HA5:  There is a relationship between advertisement and attitude intention 

           towards the Private Retirement Scheme (PRS). 

 

2.4.3.3 Brand Image 

 

Brand image has been an essential concept in marketing and continues to 

hold significant importance in influencing consumer behaviour. The brand image 

refers to consumers' overall perception of a brand, which is shaped by their 

awareness of it and the associations they make with it (Keller, 2021). In today’s 
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competitive landscape, building and maintaining a strong brand image is critical 

for companies to foster positive consumer attitudes and loyalty. 

Recent studies underscore the importance of brand image in influencing 

consumers’ behavioural intentions. For instance, Cham et al. (2021) investigated 

the impact of marketing elements on brand image. They found that social and 

promotional strategies significantly enhance brand perception, leading to 

favourable behavioural outcomes among consumers. This suggests that 

companies can strengthen their competitive advantage by effectively shaping the 

brand image, and influencing individuals' attitudes towards products and services, 

including investment options like Private Retirement Schemes (PRS). 

Hien et al. (2020) further support this by demonstrating that brand image 

positively impacts purchase intentions, showing that consumers are more likely to 

positively engage with brands they perceive. The positive correlation between brand 

evaluation and purchase behaviour highlights that a well-developed brand image 

fosters trust and drives consumer decision-making. This aligns with findings from 

Cheok and Cham (2020), who also noted that a strong brand image contributes to a 

higher likelihood of favorable behavioural intentions among individuals. 

In the context of PRS, cultivating a strong brand image can alter 

consumers’ attitudes and increase their likelihood of participating in these 

schemes. The brand image acts as a differentiator in the marketplace and can be 

leveraged to address potential consumers' concerns, ultimately influencing their 

attitudes and intentions to invest in PRS. 
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Therefore, the study will conduct the hypothesis as below: 

 

HA6: There is a relationship between brand image and attitude intention 

            towards Private Retirement Scheme (PRS). 

2.4.4 Personal Aspects 

 

Studies on investment behaviour have shown that individual risk attitudes 

have an impact on trading activities and the number of assets kept (Barasinska et 

al., 2012; Fellner & Maciejovsky, 2007). Additional research has been conducted 

to explore the correlation between risk attitude and individuals’ decision about 

investment savings. This investigation considers people’s behaviour in private 

investments, such as the stock market, and entails analysing judgments and 

decisions made through free choices. This analysis suggests that individuals’ risk 

preferences are the main factor influencing their retirement investment decisions 

(Wong et al., 2019). Subsequent research conducted by Siltori et al. (2021) allows 

us to confidently assert that the goal was successfully accomplished and that 

intrinsic factors serve as the main driving forces for individuals’ involvement in 

the volunteer programme. The internal aspects encompass pro-social behaviour, 

personal beliefs, and personal professional development. Furthermore, according 

to Podgorodnichenko et al. (2020), volunteering serves as a means for 

organisations to include their employees in the pursuit of sustainable growth 

through the practice of human resources management (HRM).  
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2.4.4.1 Financial Literacy 

 Financial literacy encompasses a combination of awareness, knowledge, 

skills, attitudes, and behaviours necessary to make sound financial decisions and 

achieve individual financial well-being (Alhenawi & Elkhal, 2020; Huston, 2021). 

It is distinct from general education levels and financial education. While 

education level refers to the highest qualifications attained, such as a Bachelor's or 

Master's degree, financial education involves the process of enhancing 

individuals' understanding of financial concepts to make informed decisions. 

Financial literacy, on the other hand, reflects the application of this knowledge in 

real-life financial situations (Mouna & Jarboui, 2021). 

Recent studies have highlighted the importance of financial literacy in 

effective retirement planning. For instance, understanding budgeting, risk 

diversification, and the time value of money are crucial components. A solid 

grasp of interest rates and the compounding effect enables individuals to 

maximize returns on investments. Moreover, knowledge of innovative financial 

products allows for better participation in financial markets and diversification of 

investments (Ali et al., 2022; Xiao & Porto, 2020). 

Research indicates that higher education levels are significantly associated 

with greater financial literacy among working adults. Individuals with advanced 

education tend to possess better financial knowledge and exhibit more prudent 

financial behaviours (Klapper & Lusardi, 2020). Additionally, financial education 
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programs have been shown to positively influence financial literacy and 

behaviours, leading to improved financial satisfaction and preparedness (Tang & 

Baker, 2022). 

In the Malaysian context, studies have demonstrated a positive correlation 

between financial literacy and individual savings. Educational programs focusing 

on advanced financial knowledge are essential to enhance financial literacy and, 

consequently, savings behaviour (Mahdzan et al., 2022). Furthermore, financial 

literacy plays a critical role in encouraging household saving and investment 

behaviours, significantly impacting retirement preparation (Niu et al., 2021). 

Based on these insights, the following hypothesis is proposed: 

HA7: There is a relationship between financial literacy and attitude  

           intention towards Private Retirement Scheme (PRS). 

 

2.4.4.2 Financial Risk Tolerance 

 

Risk tolerance is defined as the degree of comfort individuals have in 

taking risks with their wealth to achieve potential financial gains (Ahmad & 

Rosli, 2021). In addition, Heo and Chatterjee (2023) proposed that risk tolerance 

may be a factor in determining the optimal proportion of assets in a portfolio 

based on risk and return terms relative to individual needs. 
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Recent research supports the use of demographic profiles to forecast 

financial risk tolerance, highlighting how factors such as age, gender, income and 

education level play a critical role in predicting and individual’s willingness to 

take finacial risk. Study from Rahman et al. (2023) found significant differences 

in financial risk tolerance based on demographic variables, demonstrating that 

younger, male, and higher-income individuals typically exhibit higher financial 

risk tolerance. Financial risk tolerance is a critical determinant of individual 

retirement investment stategy (Grable & Joo, 1997; Jacobs-Lawson & Hershey, 

2005). Studies have discovered a substantial link between risk tolerance and 

demographic variables (Hallahana, Faff, & McKenzie, 2004; Grable & Joo, 2004; 

Reddy & Mahapatra, 2017). 

Grable and Joo (2004) pointed out that demographic factors are mainly 

used to assess and predict financial risk tolerance in practical practice. The studies 

extensively measure financial risk tolerance by inferring respondents’ portfolio 

allocation or using specific risk assessment tools. Zakaria, Nor, and Ismail (2017) 

found that financial risk tolerance is essential in stimulating household behavior 

in saving and investment. Individuals’ emergency savings and other goal-based 

long-term behaviors are positively associated with financial literacy and risk 

tolerance (Chatterjee et al., 2017; Güleç, 2022). Therefore, the study will conduct 

the hypothesis as below: 

HA8: There is a relationship between financial risk tolerance and attitude  

           intention towards Private Retirement Scheme (PRS). 
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2.4.4.3 Personal Trust 

 

Trust is a multifaceted concept that can be analyzed at various levels, 

including individual, group, organizational, and societal levels. Personal trust, 

particularly in financial relationships, is vital for fostering confidence and long-

term engagement between consumers and service providers. Trust can be defined 

as the willingness of parties to rely on each other in situations characterized by 

uncertainty and vulnerability (Smith & Johnson, 2021). Moorman et al. (2020) 

describe trust as the willingness to rely on an exchange partner when confidence 

in that partner’s reliability and integrity is present. This definition underscores the 

importance of reliability, sincerity, and equitable treatment in fostering trust in 

financial interactions (Lee et al., 2021). 

Foster’s (2021) recent analysis highlighted that a significant factor 

contributing to low participation in retirement savings among young adults is a 

lack of trust in financial service providers. This issue suggests that efforts to 

promote greater engagement with retirement schemes must focus on building trust 

through transparent communication and reliable service. Mohd Zain et al. (2022) 

further emphasize that brand reputation, positive word-of-mouth, and strategic 

promotional efforts play critical roles in developing trust, which in turn can 

influence consumer behaviour. 

Research also supports the role of trust as a mediator between consumer 

attitudes and loyalty. According to Akhgai et al. (2021), personal trust can bridge 

the gap between favorable attitudes and long-term commitment to a brand or 
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service. However, trust is not without its complexities; Dragos et al. (2022) found 

that trust in a company or financial consultant does not always differentiate 

between the intention and decision to purchase financial products, such as 

retirement plans. This insight suggests that while trust is influential, it must be 

accompanied by other supportive factors such as perceived value and clear, 

consistent communication to drive actual behaviour. 

Therefore, the study will conduct the hypothesis as below: 

 

HA9: There is a relationship between personal trust and attitude  

           intention towards Private Retirement Scheme (PRS). 

 

2.4.4.4 Investment Experience 

 

The value of information in investment decision-making is determined by 

how effectively it is utilized. An experienced investor can leverage their expertise 

to make informed decisions, manage risk effectively, and build confidence. 

Research has shown that investment experience significantly influences risk 

perception and, consequently, investment choices (Chong et al., 2021). Investors 

who have accumulated knowledge and experience are better equipped to navigate 

uncertainties and optimize their portfolios. 

Investment experience also impacts risk tolerance, as experienced investors 

tend to have a higher threshold for risk due to their understanding of market 



 

88 
 

dynamics. Studies indicate that financial literacy and investment experience are 

critical factors influencing risk tolerance and investment decision-making processes 

(Klapper & Lusardi, 2020). Moreover, individuals with greater assertiveness and 

confidence, shaped by their past investment successes, are more likely to take 

calculated risks and achieve favorable outcomes (Niu et al., 2021). 

Further, research suggests that investment experience positively affects 

attitudes toward preferred financial instruments. Wang et al. (2022) demonstrated 

that individuals with a higher degree of investment experience tend to adopt more 

proactive financial strategies. Additionally, Lin et al. (2023) found that experience 

in managing diverse portfolios correlates positively with confidence in making 

retirement-related investment decisions. 

A comprehensive understanding of investment experience is essential for 

designing strategies to enhance participation in the Private Retirement Scheme 

(PRS). This research explores the hypothesis: 

HA10: There is a relationship between investment experience and attitude  

           intention towards Private Retirement Scheme (PRS). 

 

2.4.5 Intention towards PRS 

Understanding intention as complex constructs with significant effects on 

behaviour, particularly in retirement planning, can be explored through the tri-
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component model. This model categorizes intention into affective (emotional 

responses), cognitive (thought processes), and behavioural (actions) components, 

each of which can influence a person’s engagement in behaviours like retirement 

planning (Blythe & Martin, 2020). Emotions serve as triggers that shape cognitive 

assessments, which in turn influence actions, indicating that positive or negative 

dispositions can directly affect an individual’s likelihood of participating in long-

term financial planning (Coppola et al., 2022). 

Recent studies highlight that positive intention are vital in driving 

proactive retirement planning. For example, millennials in many regions are 

displaying a more proactive approach, often initiating retirement savings in their 

mid-20s, in contrast to previous generations who began closer to 40. This shift 

suggests a changing landscape where younger generations increasingly recognize 

the importance of early financial planning, despite facing unique challenges 

(Farrell, 2021; Schroeder & Clements, 2020). However, variations in intention 

and planning approaches across regions underscore the impact of socio-cultural 

contexts on retirement behaviour (Kanuri et al., 2022). 

Multiple studies underscore that education; financial stability, social 

support, and health contribute to shaping individuals’ intention toward retirement 

planning. Higher educational attainment is frequently linked to increased financial 

literacy, enhancing preparedness for retirement (Pak & Mahmood, 2020). Strong 

social networks and family support provide not only emotional but also financial 

reinforcement, promoting positive attitudes toward retirement planning (Liu et al., 
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2021). Financial stability and good health also align with better planning habits, 

supporting satisfaction and security in retirement (Chakraborty et al., 2023). 

Other influencing factors include the anticipation of pensions, a strong 

sense of work identity, and perceived retirement duration, which can further shape 

attitudes and expectations. Studies show that attitudes toward financial 

management, especially when underpinned by robust financial knowledge, 

positively correlate with effective retirement planning behaviours, particularly 

among young adults (Lee et al., 2021; Chatterjee et al., 2022). Given these 

findings, this study proposes the following hypothesis: 

HA11: There is a mediating effect of attitude and intention towards Private     

         Retirement Scheme (PRS). 

 

2.4.6 Demographic Profile 

 

Demographic factors, usually including age, gender, income, education, 

family size, including earning capability, amount available for saving, 

significantly influence the attitudes toward retirement planning. As an individual 

progresses through various stages of life, shifts in needs and aspirations will 

directly influence the process of making decisions. This is incredibly significant 
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due to the crucial role that demographic and psychological factors play in 

retirement planning (Hiremath & Afza, 2021). 

 

2.4.6.1 Government Support 

 

The government plays a vital role in driving economic development and 

fostering financial security for its citizens. In the context of retirement planning, 

government support serves as a critical moderating factor that influences the 

relationship between individual attitudes and participation in PRS. Effective 

government incentives and policies are instrumental in motivating individuals to invest 

in PRS, thereby enhancing overall retirement savings. 

To encourage PRS growth, the Malaysian government offers several tax 

incentives. Employers who contribute to PRS on behalf of their employees can 

claim up to 7% above the statutory rates as tax deductions, while individual 

contributors are entitled to personal tax relief of up to RM3,000 annually until 2025 

(Hashim et al., 2022). These initiatives aim to create a favorable environment for 

PRS adoption and provide financial benefits to both employers and individuals, 

making PRS a more attractive option for long-term retirement savings. 

Recent research underscores the importance of government support in 

fostering participation in voluntary retirement savings schemes. Wong and Cheah 

(2021) found that tax incentives and subsidies significantly enhance individuals' 

willingness to invest in PRS, especially among younger and middle-income earners. 
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Similarly, Ismail et al. (2023) identified that continuous government efforts in 

promoting financial literacy and providing incentives have a substantial impact on 

retirement preparedness and investment behaviors. 

Despite these efforts, challenges remain in raising awareness and 

encouraging broader participation in PRS. Low uptake rates among certain 

demographics highlight the need for enhanced government initiatives, including 

targeted outreach programs and public awareness campaigns. Addressing these 

barriers can help bridge the gap between policy objectives and actual PRS 

participation rates. 

This study aims to examine the moderating effect of government support on 

the relationship between attitude and PRS participation. By analyzing the role of 

government incentives, the study will test the following hypothesis: 

 

HA12: There is a moderating effect between government support and intention 

towards Private Retirement Scheme (PRS). 

2.4.6.2 Age 

As individuals age, their financial behaviours and risk tolerance often 

shift, influencing their investment preferences and decision-making. Older adults 

are more inclined toward low-risk fixed-income securities than higher-risk 

investments with the potential for greater returns (Chang et al., 2021). This 

transition reflects a general trend among older individuals to prioritize financial 

stability and basic needs over wealth accumulation. In contrast, younger 
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individuals, who typically have longer time horizons and alternative income 

sources, tend to exhibit higher risk tolerance, as they can recover from financial 

losses more easily (Chen et al., 2023). 

Rich literature supports the notion that financial risk tolerance decreases 

with age, but findings have varied depending on the context. For instance, a study 

by Lee and Park (2022) demonstrated that risk tolerance among older individuals 

is significantly lower than that of younger cohorts in comparable financial 

environments. Conversely, recent research by Tan et al. (2023) found that older 

individuals with higher net worth exhibit greater risk tolerance, indicating that 

both age and net worth play a pivotal role in shaping investment behaviors. 

Empirical studies on the relationship between age and investment behavior 

offer mixed findings. For example, a longitudinal study by Zhang and Luo (2021) 

suggested that while younger individuals (aged 18–30) show limited confidence in 

financial decision-making due to limited income and financial experience, 

individuals aged 31–50 display higher confidence and greater risk tolerance, 

supported by diversified income sources. Conversely, those over 50 tend to exhibit 

lower risk tolerance as they approach retirement and prioritize financial security. 

Additionally, the role of age in retirement financial planning has been 

explored in the context of financial education. A recent study by Li et al. (2022) 

revealed that financial literacy mediates the relationship between age and 

retirement readiness, with older individuals benefiting significantly from targeted 
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financial education programs. Another study by Ahmad and Yusoff (2023) 

showed that individuals over 50 who participated in financial planning workshops 

reported improved retirement satisfaction and increased savings, emphasizing the 

importance of age-specific interventions. 

Despite these findings, some researchers have argued that age may not 

have a significant effect on risk tolerance. For instance, Kumar et al. (2020) noted 

that risk tolerance is more strongly influenced by individual personality traits, 

financial knowledge, and life experiences than by age alone. 

This study builds on these insights to explore the moderating effect of age 

on the relationship between individual attitudes and intention to invest in PRS. By 

examining the interplay between age and investment behaviors, the study seeks to 

provide a nuanced understanding of how age influences PRS participation. The 

hypothesis to be tested is as follows: 

HA13: There is a moderating effect of age and intention towards Private Retirement 

Scheme (PRS). 

 

2.4.6.3 Income 

Income, defined as monetary earnings from sources such as salaries, 

investments, and bank interest, plays a pivotal role in shaping financial behaviour 

and retirement planning. The Life Cycle Hypothesis (LCH) suggests a positive 
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correlation between income levels and savings behaviour, positing that higher-

income individuals are more inclined to save and invest for future financial needs 

(Browning & Lusardi, 2021). This is because increased income provides greater 

financial flexibility, enabling individuals to allocate resources toward long-term 

security, including structured retirement savings plans. Empirical research 

consistently supports this relationship. For instance, Chen, Lim, and Wong (2023) 

identified a significant positive association between income levels and savings 

rates among households in Asian economies, reinforcing the LCH's predictions. 

Their findings highlight income's role in enhancing savings capacity and 

promoting participation in retirement instruments such as Private Retirement 

Schemes (PRS). 

Higher-income levels are also closely linked to increased participation and 

contributions in retirement savings plans. Research indicates that individuals with 

higher incomes are more likely to enroll in PRS and other structured financial 

instruments due to their enhanced financial capacity to balance immediate 

obligations and future needs (Joo & Grable, 2021). Additionally, these individuals 

are more likely to allocate a significant portion of their income to long-term 

investments, ensuring financial stability in retirement. Vivel-Bua et al. (2021) 

corroborate these findings, emphasizing that income not only influences the 

likelihood of participation but also determines the magnitude of contributions. 

Regional and cultural variations, however, influence the income-savings 

relationship. In emerging economies, Zhou and Gan (2021) observed that access 
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to credit dampens savings rates, as individuals prioritize borrowing over saving. In 

contrast, advanced economies exhibit more consistent savings patterns among 

higher-income earners, reflecting economic stability and financial literacy (Chen et 

al., 2023). These disparities underscore the complexity of income dynamics in 

shaping financial behaviours across different contexts. For instance, in regions with 

income volatility, immediate consumption often takes precedence over long-term 

savings, limiting participation in structured retirement plans (Ademe et al., 2023). 

In Malaysia, the impact of income on savings behavior is influenced by 

socio-economic factors. Ahmad, Yusoff, and Ibrahim (2022) found that higher-

income households are more likely to engage in retirement savings programs, 

while lower-income groups face financial constraints that hinder participation. 

This highlights the need for targeted financial education and income-sensitive 

strategies, such as tax incentives, to encourage broader PRS participation. Income 

also affects psychological attitudes, with higher-income individuals exhibiting 

greater confidence and optimism in their financial futures, enabling them to adopt 

proactive retirement planning behaviours (Joo & Grable, 2021). 

Given the significant influence of income on PRS participation, this study 

hypothesizes that income moderates the relationship between attitude and 

intention toward PRS. By exploring this dynamic, the research aims to provide 

insights into the role of income in shaping retirement savings behavior and 

enhancing participation in PRS. Therefore, the following hypothesis will be 

tested:  
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HA14: There is a moderating effect of income and intention towards Private 

Retirement Scheme (PRS) 

2.5 Framework of Social, Marketing, and Personal Aspect towards the     

Private Retirement Scheme (PRS)  

 

Figure 2.6 displays the schematic depiction of the theoretical framework 

studied in the study. The figure displays all the variables that will be examined in 

the study. The objective of the study is to analyse the elements that impact 

individuals’ inclination towards purchasing PRS. The variables examined in this 

study are social influence, user-generated social media communication, and firm-

created social media in terms of the social aspects. In terms of marketing, the 

variables that have been examined are brand image, advertisement, and 

transaction costs. Independent variables, including personal trust, investment 

experience, financial literacy, and financial risk tolerance, will be examined for 

their personal factors.  

Attitude serves as a crucial connection that links individuals' views, 

influenced by social, marketing, and personal factors, to their actual behaviours, 

specifically the choice to invest in PRS items. The Theory of Planned Behaviour 

proposes that one's attitude towards certain behaviour, such as investing in PRS 

products, is a strong predictor of their intention to engage in that behaviour. This 

intention, in turn, has a major influence on whether the individual carries out the 

behaviour. Attitudes regarding financial products serve as reliable indicators of 
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investing choices. Through analysing the impact of independent variables on 

individuals' attitudes about PRS products, the study aims to gain a deeper 

understanding and enhance the ability to forecast behavioural intentions. This 

pertains to how the favourable or negative assessments of PRS products (via 

attitude) impact the probability of investment. Attitude acts as a mediator, 

allowing for a thorough examination of how many elements interact to impact 

individuals' choices to invest in PRS products. This leads to a more in-depth 

comprehension of investor behaviour in the context of personal retirement 

savings. 
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 Figure 2.6 Framework of Social, Marketing, and Personal Aspects Towards Private Retirement Scheme (PRS)  
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2.6 Hypotheses Development 

This section outlines the hypotheses that have been formulated based on 

the literature review conducted for the current study. The following hypotheses 

are proposed: 

2.6.1 Social, Marketing, Personal Aspects and PRS in Malaysia 

 

HA1: There is a relationship between firm-created social media and attitude 

intention towards PRS. 

HA2: There is a relationship between user-generated social media communication 

and attitude intention towards PRS. 

HA3: There is a relationship between the social influence and attitude intention 

towards PRS. 

HA4: There is a relationship between transaction costs and attitude intention 

towards PRS. 

HA5: There is a relationship between advertisement and attitude intention 

towards PRS. 

HA6: There is a relationship between brand image and attitude intention towards 

PRS. 
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HA7: There is a relationship between financial literacy and attitude intention 

towards PRS. 

HA8: There is a relationship between financial risk tolerance and attitude 

intention towards the PRS. 

HA9: There is a relationship between personal trust and attitude intention towards 

the PRS. 

HA10: There is a relationship between investment experience and attitude 

intention towards the PRS. 

HA11: There is a mediating effect of attitude and intention towards PRS. 

 

2.6.2 Demographic Profile and Private Retirement Scheme (PRS) in 

Malaysia 

 

HA12: There is a moderating effect of government support and intention towards PRS. 

HA13: There is a moderating effect of age and intention towards PRS. 

HA14: There is a moderating effect of income and intention towards PRS. 
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2.7 Summary of Empirical Reviews of the Intention Towards Private 

Retirement Scheme (PRS)          

 

No 
Authors & 

Years 
Title 

Theory 

Used 
Methodology 

Novelty & 

Findings 

Private Retirement Scheme 

1 

Zandi, G., 

Rahim, F. A., 

Sabri, M. F., 

& Jusoh, Z. 

(2022) 

Factors 

Influencing 

Behavioral 

Intentions 

Towards 

Voluntary 

Retirement 

Contributions 

in Malaysia 

Theory of 

Planned 

Behavior 

(TPB) 

Quantitative 

research 

involving 

surveys 

among 

working-age 

Malaysians, 

analyzed 

using 

Structural 

Equation 

Modeling 

(SEM). 

The findings 

revealed that 

perceived 

behavioral 

control and 

subjective 

norms 

significantly 

influence 

behavioral 

intentions, 

while financial 

literacy 

strengthens 

these 

relationships.  

2 

Idris, N. H., 

Yazid, Z. A., 

Faique, F. 

A., Daud, S., 

& Taib, N. 

M. (2023) 

Factors 

influencing 

youth savings 

behavior for 

voluntary 

retirement 

schemes: A 

Malaysian 

perspective 

Theory of 

Planned 

Behaviour 

Quantitative 

research using 

survey data 

analyzed via 

structural 

equation 

modeling 

(SEM). 

This study 

identifies 

attitudes, 

perceived 

behavioral 

control, and 

subjective 

norms as 

significant 

determinants 

of savings 

intentions 

among 

Malaysian 

youth for 

voluntary 

retirement 

schemes, 

providing 
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updated 

behavioral 

insights into 

retirement 

planning. 

3 
Kumaraguru 

et al. (2022) 

The factors 

influencing 

retirement 

preparation 

among GEN Y 

in Malaysia 

Theory of 

Planned 

Behaviour, 

life cycle, 

interaction, 

and 

prospect 

theories. 

SPSS V.22 

was used for 

the statistical 

analysis. 

Attitudes, 

perceived 

behavioural 

control, and 

individual 

differences 

have a 

favourable 

correlation 

with 

retirement 

planning 

among 

individuals in 

Generation Y. 

4 

Subramania

m, G., 

Roslin, R. 

M., & 

Wahab, M. 

N. (2023) 

 

 

Examining 

Factors 

Influencing 

Millennials’ 

Intentions to 

Invest in 

Private 

Retirement 

Schemes in 

Malaysia 

Theory of 

Planned 

Behavior 

(TPB) 

This study 

utilized a 

quantitative 

approach 

involving a 

cross-

sectional 

survey of 

millennials in 

Malaysia. The 

data were 

analyzed 

using 

structural 

equation 

modeling 

(SEM) to 

identify 

relationships 

between 

variables. 

The findings 

highlight the 

importance of 

targeted 

educational 

initiatives to 

improve 

financial 

knowledge 

among young 

investors. 
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5 
Lim et al. 

(2021) 

 

Employees’ 

Retirement 

Savings 

Behaviour 

During the 

Covid-19 

Pandemic in 

Malaysia 

Theory of 

Life Cycle 

Mixed 

methods 

Higher 

household 

income level is 

positively 

related to 

individuals' 

accumulation 

of retirement 

funds. 

Firm-Created Social Media 

6 

Du, W., 

Yang, S., 

Liu, C., & 

Na, S. (2023) 

The effects of 

social media 

communicatio

n and e-WOM 

on brand 

equity: The 

moderating 

roles of 

product 

involvement. 

The study 

integrates 

theories of 

social 

media 

communica

tion, e-

WOM 

(electronic 

word-of-

mouth), 

and brand 

equity, 

emphasizin

g product 

involvemen

t as a 

moderating 

factor. 

The research 

employed a 

quantitative 

approach 

using 

structural 

equation 

modeling 

(SEM) to test 

hypotheses 

derived from 

consumer 

behavior 

models. 

The study 

found that 

social media 

communicatio

n (both firm-

generated and 

user-generated 

content) 

positively 

impacts e-

WOM, which 

in turn 

strengthens 

brand equity. 

7 

Yang, J., 

Smith, R., & 

Thomas, P. 

(2024) 

Crafting Viral 

Content: The 

Role of 

Positive Affect 

and Visuals in 

Higher 

Education 

Social Media 

Strategy. 

Social 

Exchange 

Theory and 

Dual-

Process 

Theory 

The study 

used a mixed-

method 

approach: 1. 

Online 

experiment 2. 

Text Analysis 

Positive 

affective 

content 

significantly 

boosts sharing 

behavior, 

mediated by 

perceived 

effort and 

positive 
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emotional 

reaction. 

8 

 

 

Paruthi, M., 

Kaur, H., 

Islam, J. U., 

Rasool, A., 

& Thomas, 

G. (2023) 

 

 

 

 

 

Engaging 

consumers via 

online brand 

communities 

to achieve 

brand love and 

positive 

recommendati

ons 

The study 

integrates 

concepts 

from 

relationship 

marketing 

and social 

identity 

theory to 

explore 

consumer 

engagemen

t dynamics. 

The 

researchers 

conducted a 

quantitative 

study 

involving 580 

members of 

social media-

based brand 

communities. 

It reveals that 

consumer 

engagement 

positively 

influences 

brand love, 

which 

subsequently 

fosters positive 

word-of-

mouth. 

User-Generated Social Media (Social Aspects) 

9 

Aljarah, A., 

Sawaftah, D., 

Ibrahim, B., 

& Lahuerta-

Otero, E. 

(2022) 

The 

differential 

impact of user- 

and firm-

generated 

content on 

online brand 

advocacy: 

Customer 

engagement 

and brand 

familiarity 

matter 

The study 

integrates 

the 

Stimulus-

Organism-

Response 

(S-O-R) 

model with 

customer 

engagemen

t and brand 

familiarity 

framework

s to explore 

how 

different 

content 

sources 

influence 

brand 

A quantitative 

approach was 

employed, 

collecting 

data from 437 

social media 

users through 

an online 

survey. 

Structural 

equation 

modeling 

(SEM) was 

utilized to 

analyze the 

relationships 

between 

UGC, FGC, 

customer 

engagement, 

Both UGC and 

FGC 

positively 

affect online 

brand 

advocacy, with 

UGC having a 

more 

substantial 

impact. 
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advocacy. brand 

familiarity, 

and online 

brand 

advocacy. 

10 

He, X., Zhu, 

L., Sun, L., 

& Yang, L. 

(2022) 

 

The influence 

of brand 

marketing on 

consumers’ 

emotion in 

mobile social 

media 

environment 

The study 

utilizes 

emotional 

marketing 

theory to 

explore 

how brand 

marketing 

strategies 

affect 

consumer 

emotions in 

mobile 

social 

media 

contexts. 

 

 

The 

researchers 

employed a 

quantitative 

approach, 

collecting 

data through 

online surveys 

from 

consumers 

actively 

engaging with 

brands on 

mobile social 

media 

platforms. 

 

 

 

The study 

identifies that 

personalized 

and interactive 

brand 

marketing 

content on 

mobile social 

media 

significantly 

enhances 

positive 

consumer 

emotions, 

leading to 

increased 

brand loyalty 

and 

engagement. 

 

11 

Tan, W. K., 

& Chen, P.Y. 

(2023) 

Flash sales: 

How 

consumers’ 

emotional 

responses to 

negative word-

of-mouth 

affect 

diagnosticity 

and purchase 

Informatio

n–

Cognition–

Intention 

Model 

The study 

conducted a 

partial least 

squares 

analysis of 

308 

questionnaires

, comparing 

emotional and 

rational 

 

 

 

The research 

differentiates 

between 

emotional and 

rational 

negative 

eWOM, 
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intentions negative 

eWOM to 

assess their 

impact on 

consumers' 

perceptions 

and purchase 

intentions 

during flash 

sales. 

revealing that 

rational 

negative 

eWOM 

significantly 

reduces 

purchase 

intentions by 

increasing 

perceived 

diagnosticity, 

while 

emotional 

negative 

eWOM does 

not have the 

same effect. 

 

Social Influence (Social Aspects) 

12 

Yusof, R., 

Sabri, M. F., 

Rahim, H. 

A., & Jusoh, 

Z. (2023) 

Determinants 

of Financial 

Retirement 

Planning 

Among 

Malaysian 

Employees 

Theory of 

Planned 

Behavior 

(TPB) 

The study 

utilized a 

cross-

sectional 

survey design, 

collecting 

data from 500 

Malaysian 

employees 

across various 

sectors. 

Structural 

equation 

modeling was 

employed to 

analyze the 

relationships 

between 

attitudes, 

subjective 

Attitudes and 

perceived 

behavioral 

control were 

found to 

significantly 

influence 

retirement 

planning 

intentions.  

Subjective 

norms had a 

lesser impact 

compared to 

the other 

factors. 

Financial 

literacy was 

identified as a 

crucial 

moderating 
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norms, 

perceived 

behavioral 

control, and 

retirement 

planning 

intentions. 

variable, 

enhancing the 

effect of 

perceived 

behavioral 

control on 

retirement 

planning. 

13 
Chou et al. 

(2020) 

Identifying the 

critical factors 

of customer 

behavior: An 

integration 

perspective of 

marketing 

strategy and 

components of 

attitudes. 

The theory 

of planned 

behavior 

(TPB) 

This research 

framework is 

comprised of a 

green 

marketing 

approach and 

a perceptual 

attitude that is 

founded on a 

C-A-B model. 

In addition to 

the imperative 

influences of 

marketing on 

consumer 

intent, it 

investigates 

the 

relationship 

between a C-

A-B model of 

greening 

perception and 

a marketing 

mix based on 

green 

marketing. 

 

 

 

The findings 

indicate that 

the C-A-B 

(cognitive, 

affective, and 

behavioral 

models) 

significantly 

and positively 

impact the 

marketing 

mix. 

14 
Yuan, J., 

Chong, K. 

M., Hii, I. S. 

Retirement 

Planning 

among Female 

The study 

integrates 

financial 

A self-

administered 

online 

The study 

provides 

comparative 
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H., & Li, H. 

L. (2023) 

Workforce in 

Malaysia and 

China. 

literacy and 

self-

efficacy 

theories to 

explore 

their 

impact on 

retirement 

planning 

behaviors. 

questionnaire 

was 

completed by 

100 

Malaysian 

and 200 

Chinese 

women. Data 

were analyzed 

using IBM 

SPSS and 

SmartPLS to 

examine the 

determinants 

and the 

moderating 

effect of self-

efficacy on 

retirement 

readiness. 

insights into 

retirement 

planning 

behaviors 

between 

Malaysian and 

Chinese 

women, 

highlighting 

cultural and 

socio-

economic 

differences. 

Transaction Costs (Marketing Aspects) 

15 

Bubeck, J., 

Maddaloni, 

A., & 

Peydró, J. L. 

(2020) 

Negative 

Interest Rates 

and Bank 

Risk-Taking. 

Conjoint 

analysis 

theory 

The 

researchers 

conducted a 

conjoint 

analysis to 

assess how 

varying levels 

of tax 

complexity 

influence 

employees' 

choices 

among 

different 

pension plan 

options. 

 

 

This study 

provides 

contemporary 

evidence on 

the effects of 

tax complexity 

on employee 

decision-

making in the 

context of 

company 

pension plans, 

underscoring 

the need for 

policy 

interventions 

aimed at tax 

simplification 

to improve 

retirement 
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outcomes. 

16 

Falco, E., 

Garda, E., & 

Shahab, S. 

(2024) 

Transaction 

Costs of 

Implementing 

the Transfer of 

Development 

Rights 

Program in 

Milan 

Transaction 

Cost 

Economics 

 

The 

researchers 

conducted a 

case study 

analysis of 

Milan's TDR 

program, 

identifying 

and 

quantifying 

the 

transaction 

costs incurred 

during the 

program's 

implementatio

n. 

The study 

reveals that in 

a fully market-

based TDR 

program, 

significant 

transaction 

costs are 

associated 

with 

contracting, 

monitoring, 

and creating 

TDRs. 

These costs 

can impact the 

program's 

efficacy, 

potentially 

deterring 

participation 

from private 

stakeholders. 

17 

Jiang, Liao, 

Wang, & 

Xiang, 

(2020) 

Financial 

literacy and 

retail investors 

financial 

welfare: 

Evidence from 

mutual fund 

investment in 

China. 

Financial 

literacy 

Theory 

1. The level of 

risk 

preference is 

measured 

using the 

baseline 

ordered logit 

specification.  

 

2. Utilise a 

Individual 

investors who 

possess a 

greater level of 

financial 

literacy are 

more likely to 

get higher 

returns on their 

mutual fund 
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subset 

consisting 

solely of 

individuals 

who align 

their 

investment 

strategy with 

their risk 

attitudes. 

 

investments. 

However, when 

it comes to 

selecting a low-

fee channel, 

having a basic 

understanding 

of financial 

markets and 

advanced 

knowledge in 

this area 

becomes more 

important. 

Advertisement (Marketing Aspects) 

18 

Liaukonyte, 

J., Teixeira, 

T., & Wilbur, 

K. C. (2021) 

Background 

Noise? TV 

Advertising 

Affects Real-

Time Investor 

Behavior 

Attention 

Economics 

The 

researchers 

analyzed 

minute-by-

minute data 

on television 

advertising 

exposures, 

online 

searches, and 

trading 

volumes to 

assess how 

TV ads 

influence 

investor 

behavior in 

real-time. 

The research 

highlights the 

immediate 

impact of 

advertising on 

investor 

attention and 

behavior, 

suggesting that 

TV ads can 

serve as a 

catalyst for 

investor 

engagement 

with a 

company's 

stock. 

19 

Zhao, J., 

Butt, R. S., 

Murad, M., 

Mirza, F., & 

Al-Faryan, 

M. A. S. 

(2021) 

Untying the 

Influence of 

Advertisement

s on 

Consumers 

Buying 

Behavior and 

Traditional 

Attitude 

Theory 

The study 

employed a 

survey 

research 

design, 

collecting 

data from 

The study 

provides 

insights into 

how effective 

advertising can 

build brand 

awareness, 
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Brand Loyalty 

Through 

Brand 

Awareness: 

The 

Moderating 

Role of 

Perceived 

Quality 

consumers to 

assess the 

relationships 

between 

advertising, 

consumer 

buying 

behavior, 

brand loyalty, 

brand 

awareness, 

and perceived 

quality. 

which in turn 

influences 

consumer 

purchasing 

decisions and 

fosters brand 

loyalty, 

especially 

when 

consumers 

perceive the 

quality of the 

brand as high. 

20 
Cham et al. 

(2021) 

Medical 

tourism 

destination 

image and its 

relationship to 

revisit: A 

study of 

Chinese 

medical 

tourists in 

Malaysia 

Signal 

Theory 

The data was 

obtained via a 

survey 

questionnaire 

administered 

to those who 

engage in 

medical 

tourism. 

Subsequently, 

data analysis 

was 

conducted 

utilising both 

SPSS and 

Smart PLS 

software. 

 

 

 

 

 

 

 

Advertising is 

a very 

effective 

marketing 

communicatio

n tactic that 

promotes the 

brand image of 

an organisation 

and encourages 

people to try 

their products 

or services. 

Brand Image (Marketing Aspects) 
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21 
Hien et al. 

(2020) 

The effect of 

country-of-

origin image 

on purchase 

intention: The 

mediating role 

of brand image 

and brand 

evaluation. 

Theory of 

Planned 

Behavior 

(TPB) 

The 

quantitative 

method is 

employed. 

The 

measurement 

scale is 

derived from 

prior research 

to develop 

questionnaires 

and gather 

data via in-

person 

interviews. 

The findings 

validate the 

pivotal 

significance of 

brand image 

and 

assessment in 

client buying 

decisions. 

 

22 
Cham et al. 

(2020) 

Brand image 

as the 

competitive 

edge for 

hospitals in 

medical 

tourism. 

Signal 

Theory 

Data was 

collected from 

consumers in 

the Enugu 

metropolitan 

area using a 

questionnaire 

in this study, 

which 

employed a 

survey 

research 

design. 

Brand images 

elicit 

favourable 

behavioural 

intentions and 

contribute to 

sustained 

profitability 

over time. 

 

23 

Fatma, M., & 

Khan, I. 

(2024) 

Brand 

authenticity 

and 

consumers’ 

willingness to 

pay a premium 

price: The 

mediating role 

of brand 

identification 

 

 

Attribution 

theory 

 

 

Structural 

equation 

modeling was 

employed to 

test the 

proposed 

hypotheses. 

This research 

provides 

valuable 

insights into 

how 

perceptions of 

brand 

authenticity 

can enhance 

consumer 

loyalty and 

their readiness 

to pay higher 

prices, 

emphasizing 

the importance 
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of fostering 

genuine brand 

identities. 

Financial Literacy (Personal Aspects) 

24 Nejad (2022) 

Financial 

insight and 

behavior of 

household 

consumers in 

Port Elizabeth. 

Behavioral 

Theories 

In two stages, 

the study 

conducts a 

thorough 

analysis of the 

scholarly 

literature on 

financial 

innovations. 

 

 

Research on 

financial 

innovations 

has the 

potential to 

close the gap 

between that 

of product and 

service 

innovations. 

 

25 

Rahim, R. 

A., Bakar, J. 

A., & Ismail, 

S. (2023) 

Financial 

Literacy, Risk 

Tolerance, and 

Investment 

Decisions: 

Evidence from 

Malaysia 

Financial 

Literacy 

Theory 

The 

researchers 

conducted a 

survey 

targeting 

individual 

investors 

across various 

states in 

Malaysia, 

collecting 

data on their 

financial 

literacy levels, 

risk tolerance, 

and 

investment 

behaviors. 

Statistical 

analyses, 

including 

regression 

models, were 

employed to 

 

 

This study 

provides 

contemporary 

insights into 

the interplay 

between 

financial 

literacy and 

investment 

behaviors in 

Malaysia, 

underscoring 

the critical role 

of financial 

education in 

fostering 

prudent 

investment 

practices. 
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assess the 

relationships 

among these 

variables. 

26 
Goh, Y. Y. 

(2022) 

Financial 

Preparedness 

and 

Retirement 

Planning 

Among 

Employees 

Provident 

Fund (EPF) 

Contributors 

Theory of 

Planned 

Behavior 

(TPB) 

The study 

adopted a 

descriptive 

survey 

research 

design, 

utilizing a 

structured 

questionnaire 

to collect data 

from EPF 

contributors 

in Malaysia. 

Statistical 

analyses were 

conducted to 

examine the 

relationships 

between 

financial 

factors and 

retirement 

planning 

behaviors. 

This research 

provides 

contemporary 

insights into 

the financial 

factors 

affecting 

retirement 

planning 

among 

Malaysian 

employees, 

highlighting 

the critical role 

of financial 

literacy and 

effective 

financial 

management 

practices. 

Financial Risk Tolerance (Personal Aspects) 

27 

Mahat, N. A. 

A. B., & Lau, 

W. T. (2023) 

Financial 

Literacy, 

Experience, 

Risk Tolerance 

and 

Investment 

Behavior: 

Observations 

during 

Financial 

literacy 

theory 

The 

researchers 

conducted a 

survey 

targeting 

individual 

investors in 

the two most 

populated 

states of 

This study 

provides 

contemporary 

insights into the 

interplay 

between 

financial literacy, 

experience, and 

risk tolerance in 

Malaysia, 
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Pandemic Peninsular 

Malaysia. 

emphasizing the 

critical role of 

both education 

and experience in 

informed 

investment 

behaviors. 

28 

Ananda, R. 

P. K., & 

Dalwai, T. 

(2023) 

Impact of 

Financial 

Literacy on 

Savings 

Behavior: The 

Moderation 

Role of 

Financial 

Confidence 

and Risk 

Aversion 

Prospect 

theory 

The 

researchers 

collected 

primary data 

from 357 

respondents 

through a 

structured 

questionnaire 

using the 

snowball 

sampling 

method. They 

employed 

statistical 

analyses to 

assess the 

relationships 

between 

financial 

literacy, 

savings 

behavior, 

financial 

confidence, 

and risk 

aversion. 

This research 

provides 

valuable 

insights into 

how financial 

literacy, 

combined with 

individual risk 

preferences 

and confidence 

levels, shapes 

savings 

behavior 

among 

investors in 

the GCC 

region. 

29 
Frey, R., 

Duncan, S. 

M., & 

Towards a 

Typology of 

Risk 

Prospect 

theory 

The 

researchers 

analyzed data 
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Weber, E. U. 

(2023) 

Preference: 

Four Risk 

Profiles 

Describe Two-

Thirds of the 

Population 

from a U.S. 

sample of 

3,123 

individuals, 

employing a 

novel 

theoretical 

perspective to 

assess the 

extent to 

which specific 

types of 

individuals 

share similar 

risk profiles. 

This research 

contributes to 

the literature 

by offering a 

comprehensive 

typology of 

risk 

preferences, 

emphasizing 

the importance 

of considering 

individual 

differences in 

risk-related 

behaviors. 

Personal Trust (Personal Aspects) 

30 

Kholib Jati, 

M. K., 

Hassan, S., & 

Yusof, M. F. 

(2022) 

Determinants 

of Investor’s 

Decision on 

Unit Trust in 

Malaysia 

Agency 

theory 

The 

researchers 

employed a 

quantitative 

research 

approach, 

utilizing a 

survey to 

collect data 

from 150 

participants. 

Multiple 

regression 

analysis was 

conducted to 

assess the 

impact of 

various 

factors on 

investors' 

decisions 

regarding unit 

trust 

This study 

offers valuable 

perspectives 

on the 

determinants 

of public trust 

toward unit 

trust 

investments in 

Malaysia, 

aligning with 

the findings of 

Mohd Zain et 

al. (2018) and 

providing a 

more recent 

analysis of the 

factors 

influencing 

investment 

decisions. 
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investments. 

31 

Department 

for Work and 

Pensions 

(2024) 

Low Earners 

and Workplace 

Pension 

Saving: A 

Qualitative 

Study 

Grounded 

theory 

The study 

conducted 

119 

interviews 

with low 

earners, 

utilizing 

qualitative 

methods to 

delve into 

their 

perspectives 

on pension 

saving and 

retirement 

planning. 

The research 

identifies key 

factors 

influencing 

low earners' 

engagement 

with pension 

saving, 

including 

financial 

literacy, trust 

in pension 

schemes, and 

immediate 

financial 

pressures. 

32 

Kosiba, J. P., 

Boateng, H., 

Okoe, A. F., 

& Hinson, R. 

E. (2022) 

A contingency 

analysis of the 

effect of brand 

reputation on 

customer 

loyalty: The 

moderating 

role of trust 

and perceived 

switching 

costs 

Marketing 

Theory 

from 

Attitude 

and 

Relationshi

p Quality 

Research 

The 

researchers 

employed a 

quantitative 

approach, 

collecting 

data from 400 

customers of 

various banks 

through 

structured 

questionnaires

. Structural 

equation 

The study 

found that 

brand 

reputation 

positively 

influences 

customer 

loyalty in the 

banking 

sector. 

Trust was 

identified as a 

significant 

moderator, 

strengthening 
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modeling was 

utilized to 

analyze the 

relationships 

among brand 

reputation, 

customer 

loyalty, trust, 

and perceived 

switching 

costs. 

the 

relationship 

between brand 

reputation and 

customer 

loyalty. 

Investment Experience (Personal Aspects) 

33 
Sharma, R. 

(2020) 

Impact of 

Financial 

Literacy and 

Risk Tolerance 

on Investment 

Decision 

Prospect 

Theory 

The researcher 

employed a 

mediation 

model to 

explore the 

direct 

relationship 

between 

financial 

literacy and risk 

tolerance, and 

between 

financial 

literacy and 

investment 

decisions via 

risk tolerance. 

The study 

found that 

higher levels 

of financial 

literacy lead to 

higher risk 

tolerance 

among 

investors. 

Increased risk 

tolerance, in 

turn, positively 

influences 

investment 

decisions, 

enabling 

investors to 

make 

diversified 

portfolios. 

34 Ahmad, 2020 

Personality 

traits as a 

predictor of 

cognitive 

biases: the 

moderating 

role of risk-

Finance 

theory is 

grounded 

in 

behavior. 

Utilising 

surveys that 

are 

administered 

by the 

individual. 

Confirmatory 

factor analysis 

Individual 

investors' 

actions and 

decisions are 

primarily 

influenced by 

their 

personality.  
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attitude (CFA) was 

implemented 

to verify the 

reliability and 

validity of the 

data. 

 

Investors who 

exhibit greater 

assertiveness, 

optimism, and 

sociability are 

more likely to 

generate early 

profits. 

35 

Lahav, Y., & 

Benzion, U. 

(2022) 

What Happens 

to Investment 

Choices When 

Interest Rates 

Change? An 

Experimental 

Study 

Convention

al Portfolio 

Choice 

Theory 

The 

researchers 

conducted 

controlled 

laboratory 

experiments 

where 

participants 

made 

investment 

decisions 

under varying 

interest rate 

conditions. 

This 

experimental 

approach 

allowed for 

the isolation 

of interest rate 

effects on 

risk-taking 

behavior. 

The 

researchers 

conducted 

controlled 

laboratory 

experiments 

where 

participants 

made 

investment 

decisions 

under varying 

interest rate 

conditions. 

This 

experimental 

approach 

allowed for the 

isolation of 

interest rate 

effects on risk-

taking 

behavior. 

  

An intricate understanding of the elements influencing people's behaviors 

and intentions toward retirement savings is demonstrated by the empirical review 

of PRS buying intention across multiple studies. Essential studies show that 

people's retirement savings behavior is highly influenced by their financial 
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knowledge, attitudes toward saving, perceptions of behavioral control, and the 

caliber of financial advice. Remarkably, the association between retirement 

savings behavior and the caliber of financial advisers is mediated by financial 

knowledge, suggesting that making educated judgments is essential to retirement 

planning. Furthermore, it is found that several characteristics, including 

awareness, acceptability, cost, accessibility, and certainty, have a significant 

impact on individuals' intentions to invest in private retirement funds. The 

preceding research underscores the importance of financial literacy, constructive 

perspectives on retirement planning, and the role of sensible financial guidance in 

fostering an anticipatory approach to retirement savings. 

2.8 Conclusion 

 

This chapter discussed the factors that influence attitudes towards PRS 

products and attitudes that influence PRS purchase intention from Malaysia's 

perspective. Moreover, government incentives, age, and income level will be 

moderating variables that affect the relationship between attitudes and PRS 

participation. In this chapter, the hypotheses for this investigation were 

formulated in accordance with the model development. Performing studies to 

validate these assumptions is anticipated to yield the solutions to the research 

objectives and, significantly, address the deficiency noted in the current literature. 

The research technique of this study is elaborated upon extensively in the 

subsequent chapter. 
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CHAPTER 3 

 

METHODOLOGY 

 

3.1 Introduction 

This chapter will provide a comprehensive explanation of the research 

design, operationalization of variables, sample size and sampling method, data 

collection method, developing the survey questionnaire, the measurements and 

instruments, the research method, and detailing the methods for data analyses. 

Furthermore, this chapter also includes a discussion of the ethical considerations 

pertaining to the study.  

3.2 Variables of Social, Marketing, and Personal Aspects towards Private 

Retirement (PRS) in Klang Valley, Malaysia 

This study encompasses four types of variables: dependent variable, 

independent variable, moderating variable, and mediating variable. The dependent 

variable is the variable of primary interest to the researcher. The researcher aims 

to comprehend and articulate the dependent variable, elucidate its variability, or 

make predictions about it. Examining the dependent variable, which involves 

identifying the variables that have an impact on it, enables the discovery of 
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answers or resolutions to the problem (Sekaran & Bougie, 2016). In order to 

accomplish this goal, the researcher will concentrate on quantifying and assessing 

the dependent variable in relation to the other independent components. 

Therefore, the dependent variable in the study is PRS in Klang Valley, Malaysia.  

An independent variable can either positively or negatively affect the 

dependent variable. In other words, the dependent variable coexists with the 

independent variable. Each increase in the independent variable is accompanied 

by a commensurate increase or decrease in the dependent variable. The 

independent variable is responsible for elucidating the variability in the dependent 

variable (Sekaran & Bougie, 2016). To illustrate the independent variable and the 

dependent variable, it is imperative to fulfill all four of the subsequent conditions: 

1. The independent and the dependent variables should exhibit covariation, 

meaning that a change in the dependent variable should be accompanied by a 

corresponding change in the independent variable.  

2. The independent variable, which is the factor believed to cause an effect, 

should come before the dependent variable. Put simply, there needs to be a 

chronological order in which the two events take place: the cause must precede 

the effect. 

3. The change in the dependent variable should not be attributable to any other 

source. Therefore, it is imperative for the researcher to regulate the influence of 

other variables.  
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4. A logical explanation (a theory) is needed, which must elucidate the causal 

relationship between the independent variable and the dependent variable.  

As a result, the independent variables that will be implemented in this 

investigation are personal aspects, financial literacy, financial risk tolerance, 

personal trust, and investment experience, as well as firm-created social media, 

user-generated social media communication, social influence in social aspects, 

transaction costs, advertisement, and brand image in marketing aspects. 

The moderating variable strongly influences the relationship between the 

independent and dependent variables (Sekaran & Bougie, 2016). A third variable 

(the moderating variables) modifies the original relationship between the 

independent and the dependent variables. The moderating variables in the study 

would be government support, age, and income. 

A mediating variable, also known as intervening variable, is a factor that 

exists between the initiation of the independent variables and their influence on 

the dependent variable, causing a delay in the impact of the independent variables 

on the dependent variable (Sekaran & Bougie, 2016). The mediating variable 

possesses a temporal quality or time dimension. Introducing a mediating variable 

facilitates the modelling of a process. The mediating variable emerges because of 

the independent variable(s) at play in each situation and aids in conceptualising 

and elucidating the impact of the independent variable(s) on the dependent 
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variable. Therefore, the mediating variable used in the study would be the attitude 

toward PRS purchase intention. 

3.2.1 Variables of the firm-created social media, user-generated social media 

communication for social aspects, and the attitude towards PRS product  

 

Despite the long-standing presence of social media communication, its extent 

is seldom examined and investigated in research platforms (Akar & Topcu, 2011). 

Previous research has mainly focused on explaining the basic principles of social 

media, with only a few studies developing a specific measurement for evaluating 

social media. Akar and Topcu (2011) created a social media scale specifically for 

commercial matters, which measures consumers’ general perceptions of social media. 

In a study conducted by Leung and Bai (2013), the researchers investigated the 

influence of motivation, ability, and opportunity on the usage of social media. 

However, as the assessment scales did not consider customers’ opinions and 

experiences about product or service brands, they were deemed inadequate and 

unsuitable for this study. Due to this imperfection, the evaluation measure employed 

in this study for social media communication was modified from Bruhn et al. (2012). 

Bruhn et al (2012) argue in their article that the marketplace is significantly 

influenced by social media communication in the business sector in two distinct 

ways: (1) The company’s own social media content (2) through social media content 

supplied by consumers. Three items were included in this scale for both user-

generated and firm-created social media (Tables 3.1 and 3.2).  
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Table 3.1: Firm-created Social Media and Attitude Towards PRS Product 

Scale Items 

No. Original Scale Items from  

Bruhn et al. (2012) 

Modified Scale Items Used in  

this Study 

1 This company’s social media 

communication level for [brand] meets my 

expectations. 

The level of this PRS’s social media 

communications for its brand meets my 

expectations. 

2 Compared with other companies' excellent 

social media communications, this 

company’s communication for [brand] 

performs well. 

Compared with the excellent social media 

communications of other competing PRS 

providers, this PRS provider’s social 

media communication for its brand 

performs well. 

3 I am satisfied with the company’s social 

media for [brand]. 

I am satisfied with PRS' social media 

communications for its brand. 

 

Table 3.2: User-generated Social Media and Attitude Towards PRS Product 

Scale Items 
No. Original Scale Items from  

Bruhn et al. (2012) 

Modified Scale Items Used in  

this Study 

1 The level of this company’s social media 

communication expressed by other users 

about [brand] meets my expectations. 

The level of the social media 

communications feedback expressed by 

other users about this PRS brand meets my 

expectations. 
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2 Compared with the very good social 

media communications of other users 

about other brands, the social media 

communications of users about [brand] 

performs well. 

Compared with the very good social media 

communications of other users’ feedback 

about other competing PRS providers, the 

social media communications of users’ 

feedback about this PRS’s brand. 

3 I am satisfied with the company’s social 

media for [brand]. 

I am satisfied with the PRS’s social media 

communications for its brand. 

 

3.2.2 Variables of Social Influence for social aspects and the attitude towards 

PRS Product  

 

In the TPB model, social influence is the second driver of behavioral 

intention. Social influence and subjective norms are utilized interchangeably in 

the TPB and TRA models (Izuagbe et al., 2019), which indicates that most people 

who are influential and near to an individual subjectively impact the individual's 

behavior toward completing an act. Individuals will experience social stress when 

doing behaviors because they are compelled to conform to individuals, groups, or 

beliefs that are tolerated by others (Azjen, 1991; Sun & Wang., 2020). 

According to Aristotle, man is a "social being" by nature, and "society 

precedes the man." The Social Identification Theory posits that an individual’s self-

concept is shaped by their membership in groups that produce social categorizations 

and comparisons (Trepe, 2013). Moreover, engaging and collaborating with 
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prominent individuals might enhance their self-confidence, thereby influencing 

their choices in entertainment, such as their lifestyle preferences. In a similar line, 

the Social Determination Theory claims that competence, autonomy, and 

relatedness motivate an individual's motivation to act (Ryan & Deci, 2000). Social 

relatedness encompasses several forms of support, such as informational assistance 

for problem-solving, practical aid in accessing resources, and emotional or affective 

support during retirement (Taylor et al., 2008). Similarly, according to the Social 

Cognitive Theory, significant others are frequently relied upon in areas where 

individuals may lack knowledge, resources, or mutual support (Bandura, 2002). 

Retirement, being a momentous event in a person’s life that has a substantial impact 

on their family, is often a decision made in collaboration with trusted friends and 

family members. It is probable that it will mirror societal norms. Past research has 

shown that work connections, such as colleagues and clients, as well as the 

viewpoints of one’s spouse, have a significant role in making decisions linked to 

retirement (Warren & Kelloway, 2010). 

3.2.3 Variables of Transaction Costs and Attitude Towards PRS Product  

 

Recent studies have identified several key factors that investors consider 

when selecting a fund, including historical performance, transaction costs, fund 

size, and fund reputation (Rahman & Aziz, 2021; Yusuf et al., 2022). In Malaysia's 

growing Islamic unit trust market, the "Islamic investment concept" is expected to 

be a priority for investors. However, empirical evidence supporting this expectation 
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remains limited. Much of the existing research on selection criteria has focused on 

banking products, yielding mixed results (Hassan et al., 2023). 

3.2.4 Variables of Advertisement and Attitude Towards PRS Product 

 

Advertising expenses represent a significant portion of a product’s total 

costs, with some industries allocating up to 30–40% of their budgets toward 

marketing efforts. This expenditure is vital as advertisers strive to create strong 

brand recall and consumer engagement (Nguyen & Tran, 2021). Advertising 

remains a critical element of marketing strategies, particularly in business-to-

consumer scenarios. Consumers generally go through several stages before 

making a purchase decision, which are captured in models like the AIDA 

framework—Attention, Interest, Desire, and Action—and the hierarchy of effects 

model (Kumar et al., 2022). These models highlight how advertising builds 

awareness and interest, eventually leading to product acquisition.  

3.2.5 Variables of Brand Image and Attitude Towards PRS Product Scale 

Items 

 

Li et al. (2024) claim that brand image has been developed and operationalized 

in many ways since its origin. Martinez and de Chernatony (2004) also claimed that the 

absence of a universal agreement on how to measure brand image in a study context 

due to the differences in the subjects studied, which is consistent with the viewpoint 

described. In addition, the measurements used to address brand image concepts were 



 

130 
 

mostly focused on items and were not suitable for specific brand group, notably those 

in the service industry, because of the distinct nature of services in comparison to 

physical products (Park & Srinivasan, 1994). Given the distinct characteristics of 

products and services, recent empirical studies have emphasized that brand image 

measurement should be tailored to specific research objectives and contexts (Lee & 

Kim, 2023; Tan et al., 2022). For instance, Lee and Kim (2023) highlighted the 

necessity of adapting brand image assessments to align with the unique attributes of the 

subject under investigation. To operationalize brand image effectively, contemporary 

research often utilizes frameworks that focus on brand benefits and values. Tan et al. 

(2022) proposed a model integrating functional, emotional, and symbolic brand 

benefits to provide a comprehensive understanding of brand image. These approaches 

underscore the importance of context-specific measurement tools in accurately 

capturing brand image.  

Recent research emphasizes that brand image is a multifaceted concept 

that can be evaluated through multiple dimensions. According to Rahman and 

Ibrahim (2023), brand image can be analyzed through brand characteristics (the 

connection between the brand and its attributes as perceived by customers), brand 

associations (the links customers form with tangible and intangible aspects of the 

brand), and brand value (the functional and emotional benefits customers 

anticipate). In the service industry, brand image is often quantified by examining 

experiential, symbolic, and functional attributes (Tan et al., 2022). This approach 

has been extended to the retail sector, where brand image is measured through 
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symbolic and functional dimensions to capture customer perceptions 

comprehensively (Lee & Kim, 2021). 

The researcher made modifications to the brand image scale developed by 

Hsieh and Li (2008) that were specifically designed for the service context after 

conducting a comprehensive analysis of the existing literature and considering the 

research objectives. These modifications are detailed in Table 3.3. The brand image 

scales developed by Hsieh and Li were derived from a variety of studies, such as 

Bhat and Reddy (1998), Low and Lamb (2000), and Part et al. (1986). This 

measurement scale is purported to satisfy all the criteria for confirmatory factor 

analysis, validity, and reliability, indicating that it is valid and provides experiential, 

functional, and symbolic benefits. The service experiences were referred to as the 

experiential part of this scale. The functional aspect concerned the advantages 

gained because of the service attributes. This element was associated with symbolic 

advantages such as personal expression, self-esteem, anticipation, and client 

expectations for service attributes. To align with the requirements of this study, all 

three items were modified and improved in terms of both their context and 

language. Table 3.3 displays a juxtaposition of the original iterations of the brand 

image scale with the adapted scale employed by the researcher in this investigation. 
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Table 3.3: Brand Image and Attitude Towards PRS Product Scale Items 

No. Original Scale Items from  

Hsieh and Li (2008) 

Modified Scale Items Used in  

this Study 

1 I feel that A company branding product 

possesses its practical function. 

This PRS provider’s brand possesses 

complete practical functions (investment 

advisory, investment management). 

2 I feel that a company's branding product 

possesses a positive symbolic meaning. 

This PRS provider’s brand possesses a 

positive symbolic meaning (good 

reputation, credibility, and positive image). 

3 I feel that A company branding product 

can relate to a pleasant experience. 

I feel that the PRS provider’s brand can 

provide me with a pleasant service 

experience. 

 

3.2.6 Variables of Financial Literacy and Attitude Towards PRS Product 

The respondents’ assessed level of financial and investment expertise was 

the subject of Section F of the questionnaire. The inquiries were derived from 

Jacobs-Lawson and Hershey (2005) and Hershey and Mowen (2000). There was a 

total of five statements. To fit the Malaysian retirement plan environment, one of 

the statement items was changed from "I am informed about how Social Security 

works" to "I am familiar with how the PRS system works." The responses were 

graded on a 5-point Likert scale ranging from "1" (Strongly Disagree) to "5" 

(Strongly Agree) (Strongly Agree). The average of the respondents' responses over 
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the five items yields the respondents' mean scale score. Higher scores showed that 

people thought they knew more about money. In Jacobs-Lawson and Hershey 

(2005), the dependability estimate for the items was 0.94, while Hershey and 

Mowen (2000) were 0.79. 

3.2.7 Variables of Financial Risk Tolerance and Attitude Towards PRS 

Product 

 

The financial risk tolerance of respondents was assessed in Section F of 

the survey. Jacobs-Lawson and Hershey (2005) provided the five-piece 

instrument. They employed a seven-point response system in their research. The 

scale's coefficient alpha level was 0.83. The response structure was changed to a 

5-point Likert scale, ranging from "1" (Strongly Disagree) to "5" (Strongly Agree) 

to provide consistency across the study (Strongly Agree). The average of the 

respondents' responses over the five items yields the respondents' mean scale 

score. While there are other alternative methods for evaluating financial risk 

tolerance (G. L. Clark & Strauss, 2008; John E. Grable & Lytton, 1999b), it is 

believed that the instrument selected was adequate for predicting the perceived 

level of financial risk tolerance of participants. 

3.2.8 Variables of Personal Trust and Attitude Towards PRS Product 

 

Any financial system relies on trust, and mistrust can stymie savings and 

economic progress. The Singapore Life Panel was used to conduct research into 
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the relationship between trust and older respondents' (1) pension plan membership 

and withdrawals, (2) life, health, and long-term care insurance holdings, and (3) 

stock market involvement. The findings reveal that the commonly asked "trust in 

others" question does not correlate with household behaviors linked to retirement 

readiness. Conversely, trust in private and public financial officials is directly 

related to pension savings, investments, and insurance holdings. Financial literacy 

is crucial and consistently influential when it comes to making decisions about 

retirement (Koh, Mithcell, & Fong, 2021). 

3.2.9 Variables of Investment Experience and Attitude Towards PRS 

Product 

 

Recent studies have shown that a significant portion of the population in 

Malaysia lacks adequate financial resources for retirement planning (Abdullah et 

al., 2022). Elderly individuals, who often possess higher incomes and greater 

financial literacy, are more likely to engage in effective retirement planning, while 

married couples demonstrate a stronger inclination toward such activities (Ibrahim 

et al., 2023). Investment experience has also been identified as a key factor 

influencing retirement planning intentions in Malaysia. Individuals with greater 

investment experience tend to make more informed decisions and manage risky 

investments more effectively, as their experience equips them with the knowledge 

to navigate complex financial scenarios (Rahman & Nor, 2021).  
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3.2.10 Variables of Government support, Age, and Income for moderating 

effects towards PRS product  

 

The promotion and modulation of the effects of PRS products are 

significantly influenced by government support. By providing incentives and 

regulations, the government can encourage individuals to participate in PRS, thereby 

ensuring a sustainable and reliable source of income for their post-retirement life. The 

moderating effect of age is a topic of interest and relevance in understanding 

consumer behavior and marketing strategies. While age has been identified as a 

potential moderator, further research is needed to understand its impact on consumer 

response to PRS products fully. Age can influence how individuals perceive and 

interact with PRS products, as it is often associated with different levels of 

technological familiarity and preferences. Age may have a minimum moderating 

effect on younger consumers, who are typically more digitally savvy and accustomed 

to using technology for various aspects of their lives. 

Income plays a crucial role in moderating the effects of PRS. Higher-

income employees are more likely to have the financial means to contribute 

towards a PRS and build a substantial retirement fund. On the other hand, lower-

income individuals may struggle to allocate funds for retirement planning and rely 

heavily on government support during their retirement. The adequacy of 

retirement income becomes even more critical for those with lower incomes, as 

they may be less able to save enough through personal savings and investments to 

sustain their desired standard of living after retirement. 
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3.2.11 Variable of attitude for mediating effect toward PRS Product and 

Private Retirement Scheme (PRS) 

 

Attitude plays a crucial role in mediating the effects of PRS. Individuals 

with a positive attitude towards PRS products and PRS are more likely to engage 

in proactive retirement planning and preparation. This positive attitude can drive 

individuals to seek information about PRS products and retirement options, make 

informed decisions, and take necessary steps to secure their financial future. 

Furthermore, a positive attitude towards PRS products and PRS can lead to 

greater adoption and utilization of these offerings. Individuals that possess an 

optimistic outlook are more inclined to view PRS products and PRS as 

advantageous and worthwhile, which increases their motivation to participate and 

invest in these schemes. This positive attitude can also influence individuals' 

confidence in their ability to navigate retirement and achieve their desired 

financial goals successfully (Subramaniam et al., 2022). 

3.3  Research Design 

The study adopted a quantitative research design to address the research 

objectives, utilizing an online questionnaire survey to collect primary data. This 

approach is widely recognized for its effectiveness in gathering data on 

individuals' attitudes, behaviours, and beliefs (Bryman, 2021). Convenient 

sampling was employed to recruit participants, targeting Malaysians to examine 
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their attitudes toward PRS and assess their financial preparations and readiness 

for retirement. The decision to use an online questionnaire was influenced by 

several factors, including its flexibility, cost-effectiveness, and confidentiality. 

Firstly, online surveys allow respondents to complete the questionnaire at 

their convenience, eliminating the constraints of time and location (Sivo et al., 

2020). This flexibility is particularly important when addressing sensitive topics 

like personal finance, as it enables participants to respond in a private and 

comfortable setting. Additionally, online surveys are perceived as more 

confidential compared to face-to-face or telephone interviews, fostering more 

honest and accurate responses (Chen et al., 2021). 

Secondly, online surveys are adaptable and facilitate the inclusion of 

standardized questions covering multiple topics in a single document. This 

standardization ensures the consistency of data collected and enhances its 

reliability and validity. The use of structured questionnaires also enables 

researchers to systematically analyze responses using advanced statistical 

methods (Saunders et al., 2020). Moreover, web-based surveys are efficient and 

cost-effective, allowing researchers to reach a larger audience within a shorter 

timeframe compared to traditional methods like telephone or in-person interviews 

(Fetters et al., 2022). 
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However, online surveys have limitations, particularly regarding sample 

representativeness. Individuals or families without internet access are excluded, 

potentially creating a digital divide that affects the generalizability of the findings 

(Couper, 2022). Despite these challenges, quantitative research is often regarded 

as a robust and "scientific" approach in social science, enabling the systematic 

examination of theories and the identification of causal relationships (Creswell & 

Creswell, 2023). 

Reliability, which refers to the consistency of results over time, is a 

cornerstone of quantitative research (Saunders et al., 2020). The structured nature of 

online surveys and the use of standardized instruments enhance the reliability and 

replicability of the findings. Quantitative research methodologies also allow for 

hypothesis testing, making them well-suited for studies that seek to explore 

relationships among variables and draw generalizable conclusions (Bryman, 2021). 

By employing an online questionnaire, this study leverages the advantages 

of quantitative research to address its objectives effectively while acknowledging 

and mitigating potential limitations. This approach ensures that the data collected 

is both rigorous and relevant, contributing valuable insights into Malaysians' 

attitudes toward PRS and their financial planning behaviors. 

A 5-point Likert scale was chosen for the survey as it provides a neutral 

midpoint, enabling respondents to express a moderate or undecided stance. This 

design choice is critical for capturing a more accurate representation of attitudes 
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and beliefs, particularly in cases where respondents do not have a strong opinion. 

In contrast, a 4-point scale may compel respondents to select either a positive or 

negative response, potentially skewing the data by excluding a neutral option. 

Recent research highlights the 5-point Likert scale as a widely accepted tool in 

social science research due to its ability to detect subtle variations in attitudes and 

opinions, which enhances the granularity and interpretability of the data (Joshi et 

al., 2021; Taherdoost, 2022). This format is especially effective in maintaining a 

balance between simplicity for respondents and the richness of data required for 

robust statistical analysis, ensuring more reliable and nuanced insights. 

The survey for participants is carefully designed, including knowledge 

from a wide range of academic research in several fields. The demographics 

section of the questionnaire (questions 1-11) incorporates categorical items 

derived from previous studies conducted by Tai and Sapuan (2018), Watson and 

McNaughton (2007), Mohan and Singh (2017), Wong (2011), and Rehman, 

Bashir, and Faridi (2011a). This approach aims to comprehensively capture the 

demographic characteristics of the respondents, which are relevant to the 

objectives of the study. 

The section on the dependent variable comprises five items on a Likert 

scale (questions 1-6). The construct utilized in this section has been derived from 

the works of Chiu et al. (2009) and Lok et al. (2019), with modifications made to 

align with the unique setting and theoretical framework of the study. 

The study measures the mediating effects of attitude using a Likert scale 
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consisting of five items (questions 1-5). The questionnaire is designed based on 

the conceptual and empirical foundations established by Yong, Yew, and Wee 

(2018) and Haron, Razali, and Mohamad (2019) to effectively evaluate the subtle 

effects of attitude within the study's framework. 

The questionnaire is structured into distinct sections that examine various 

social characteristics. These sections specifically address firm-created content 

(questions 1-3), user-generated material (questions 4-6), and social influence 

(questions 7-9). The evaluation of these features is conducted using Likert scale 

items. This framework incorporates the research outcomes and approaches of 

Chauhan and Pillai (2013), Schivinski and Dabrowski (2016), Chu and Kim 

(2011), Kuehn and Corrigan (2013), Kim and Johnson (2016), and Kimiyaghalam 

et al. (2017), Baistaman, Awang, and Mustapha (2019), thereby facilitating a 

comprehensive comprehension of the diverse effects of social media. 

The examination of marketing elements, including transaction costs, 

advertisement, and brand image (questions 1-13), is conducted using constructs 

and scales derived from the works of Coggan et al. (2015), Shahab et al. (2018), 

Jiang et al. (2020), Chukwu, Kanu, and Ezeabogu (2019), Cham et al. (2021), and 

Hien et al. (2020). The objective of this section is to examine the intricate 

interaction of marketing dynamics that are pertinent to the research. 

In summary, the Likert scale items are employed to evaluate personal 

factors, including financial literacy, risk tolerance, trust, and investment experience 

(questions 1-20). The questionnaire integrates perspectives from a variety of 
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scholars, such as Ahmand (2020), Mohd Zain et al. (2018), Dragos et al. (2020), 

Lian et al. (2019), Zakaria et al. (2017) and Zhou and Gan (2020). A 

comprehensive analysis of the individual aspects that influence the phenomena 

under investigation is ensured by the implementation of this comprehensive 

method. 

By carefully including and modifying items from diverse sources, the 

questionnaire is strategically designed to efficiently collect data that is firmly 

rooted in theory and supported by empirical evidence. This approach enables a 

comprehensive investigation of the research objectives of the study. 

The objective of quantitative research is to empirically examine and 

validate hypotheses. When evaluating quantitative designs, it is important to 

consider several factors. These include external validity, which refers to whether a 

proxy accurately represents what it is intended to measure. Sampel construction, 

the presence of confounding factors, the appropriateness of the sample pool, 

selection effect that may occur during sample formation, the generalizability of 

the findings, the ability to test hypotheses in a falsifiable manner, and the 

replicability of the study are additional factors to consider. These inquiries pertain 

to the assertion that the “test” conditions, whether they involve experimental, 

survey, or aggregate data, accurately reflect reality.  
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3.4 Population and Sample 

 The study’s population consists of individuals residing in Klang Valley, 

Malaysia, aged between 21 to 60 years old above, including individuals who are 

beyond traditional working years but still engaged in financial planning. As of 

2024, Malaysia’s population is approximately 34.1 million, with Klang Valley 

housing around 8.2 million residents, about 25% of the national population 

(DOSM, 2024). 

Including full-time, part-time, and retired individuals broadens the scope 

of the study, capturing a comprehensive view of retirement planning and financial 

preparedness across diverse employment statuses. This inclusive approach reflects 

varying income stability and financial planning needs, from those currently 

employed full-time with steady incomes to part-time workers and retirees who 

may have more flexible or limited financial resources. 

Including these groups enhances the study's representativeness by 

acknowledging that retirement planning is relevant across different stages of 

employment and life. Part-time workers, while potentially having less consistent 

income, still contribute to the retirement ecosystem and may have unique 

financial planning needs. Meanwhile, retirees offer the valuable insights into post-

retirement financial behaviours, strategies, and challenges, which can provide 

lessons and benchmarks for working individuals. 

By examining a wider range of respondents, the study captures the full 

spectrum of financial planning behaviours, from active income earners to those 
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managing retirement resources, allowing for a more nuanced understanding of 

how employment status impacts financial stability and retirement preparedness. 

This approach enables the study to offer more comprehensive, actionable insights 

into the broader Malaysian context of retirement planning and financial literacy. 

Klang Valley is an economic center, accommodating about 30% of 

Malaysia’s workforce (DOSM, 2018b). Its role as a hub for diverse industries, 

including finance and manufacturing, and its cultural diversity, make it an ideal 

representation of Malaysia’s urban professional population, ensuring insights 

relevant to the national context. 

Data was collected primarily through conferences and seminars, targeting 

professionals across various industries, especially those with an active interest in 

financial literacy and retirement planning by google form. This approach aligns 

with the study’s objective of assessing retirement readiness among full-time 

workers and retirees. Acknowledging that convenience sampling inherently limits 

generalizability, the study aims to provide contextually relevant insights, with 

limitations noted in the interpretation of findings. 

 

3.5 Sample Size and Sampling Method 

Accurate sampling begins with a clear definition of the target population, 

considering key demographic, geographic, and time parameters. This study’s 

population focuses Malaysian adults eligible to participate in PRS, specifically 
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within Klang Valley, a diverse and economically pivotal region in Malaysia. The 

data collection period spanned from June to December 2022, ensuring that 

responses reflect recent financial behaviors and intentions. 

A sample size of approximately 500 respondents was selected to balance 

statistical rigor with practical feasibility. Several methodologies informed this 

choice, ensuring that the sample is both adequate and methodologically sound for 

this study’s purposes: 

1. Power Analysis (Cohen, 1988): Power analysis, performed using G*Power 

software, calculates sample size based on expected effect size, a significance 

level of 0.05, and statistical power of 0.80. G*Power determined a minimum 

of 419 respondents to detect meaningful effects with minimized Type I and 

Type II errors. This approach aligns with rigorous hypothesis-testing 

standards and ensures that the sample size is statistically appropriate for the 

study’s objectives. 
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Figure 3.1 G*Power Sample Size 
Source: Screenshot from G*Power Analysis 

 

Sample size obtained from G*Power Software (Figure 3.1), a free general 

power analysis program available in two essentially equivalent versions, namely 

Macintosh OS/OS X and the other for MS-DOS/Windows platforms. Based on 

the software, the total sample size should equal 419. 
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2. Yamane’s (1967) Formula: Yamane’s formula, n = N / (1 + N e²), provides a 

structured calculation suited for studies with large populations. Given Klang 

Valley’s estimated working population of approximately 2.46 million, 

Yamane’s formula confirms that a sample of 500 respondents offers a suitable 

balance of accuracy and feasibility within a 5% margin of error. 

3. Krejcie and Morgan’s (1970) Sample Size Table: This table provides a 

foundational guideline for calculating sample sizes for populations between 

100,000 and 15 million, recommending a minimum of 384 with a 5% margin 

of error. While Krejcie and Morgan’s table was used as an initial benchmark, 

the sample was adjusted to accommodate non-random, convenience-based 

sampling. 

4. Standard Error Considerations: Precision is further evaluated through the 

standard error (σ /  ), where a large sample size decreases the standard 

error, resulting in sample means that more accurately reflect the population 

mean (Sekaran & Bougie, 2016). By targeting a sample size of approximately 

500, the study enhances the precision of its findings. 

Due to practical constraints, non-probability, convenience sampling was 

selected for data collection, focusing on full-time employed and retired 

individuals in Klang Valley. Convenience sampling facilitated efficient data 

collection through targeted venues such as financial planning seminars and 

conferences, which attract respondents with a higher likelihood of engagement in 
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financial literacy and retirement planning. The use of relevant events increased 

response rates and ensured that the sample comprised individuals aligned with the 

study’s focus on retirement readiness. 

While convenience sampling has limitations in terms of generalizability 

and potential bias (Etikan, Musa, & Alkassim, 2016), this approach provided 

practical access to a demographically relevant sample for the study. Recognizing 

these limitations, the research findings are interpreted specifically within the 

context of Klang Valley’s adult demographic rather than the national population. 

To address potential biases in convenience sampling, the study includes 

several steps: 

1. Demographic Profiling: Respondent demographics (age, industry, income 

level) were collected to assess sample representativeness, providing context 

for findings and allowing for transparent acknowledgment of any 

demographic over-representations. 

2. Strategic Event Selection: Events such as financial seminars and industry 

conferences were chosen for their relevance, gathering respondents likely 

interested in financial planning. This targeted method ensured the sample’s 

relevance to the study while improving data quality. 

3. Comparative Reference: The sample size of 500 aligns with prior studies, 

including those by Shanmugam & Abidin (2013) with 150 respondents and 

Moorthy et al. (2012) with 300 respondents, both of which examined 
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relationships between financial planning variables, supporting the adequacy of 

a sample within this range. 

This combination of sample size determination methods and data 

collection strategies ensures a comprehensive, statistically sound approach. 

Acknowledging convenience sampling limitations provides transparency, 

allowing findings to be interpreted accurately within the context of the Klang 

Valley’s financially active population. 

3.6 Measurement and Instruments  

 

The current study has utilized questionnaires as the research instrument for 

gathering primary data using online survey tools, specifically Google Forms. This 

method enables researchers to create more intricate forms by incorporating 

Yes/No options, Radio buttons, a matrix of radio buttons, drop-down menus, 

matrix of dropdowns, and even allows for the collection of opinions (Nayak & 

Narayan, 2019). Online Google surveys offer a convenient and cost-effective way 

to collect data from many participants. This can save researchers time and 

resources compared to traditional methods such as paper surveys. Additionally, 

online surveys facilitate efficient data organization and analysis by automatically 

recording and digitally storing the responses. Overall, it is an efficient tool for 

accessing a large population of adults in Klang Valley. 

There were seven sections in the questionnaire: 
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 Section A Demographics 

 Section B Dependent Variable–Private Retirement Scheme 

 Section C Mediating Effects- Attitude 

 Section D Social Aspects 

 Section E Marketing Aspects 

 Section F Personal Aspects 

  

It is imperative that the study prioritize the research objectives delineated 

in Chapter 1 (1.6) and determine the method of data analysis prior to data 

collection. This guarantees that the queries are presented in a manner that will 

facilitate their analysis by the statistical software. The three primary factors to be 

considered are as follows: (1) the selection of questions to be asked; (2) the 

selection of the appropriate question format and formulation for each topic; and 

(3) the overall design and order of the questions. The inquiries posed were all 

pertinent to the objectives of the investigation. 

Section A is designated for socio-economic questions inquiries. The survey 

consisted of eleven, which covered the following topics: age, gender, marital status, 

ethnicity, education level, current employment status, occupation, gross monthly 

income, government support, duration of investment, and choice of PRS provider. 

These variables are crucial in studies examining the intention towards PRS 
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participation. The researcher utilized the demographics and socio-economic data to 

analyze how these aspects affect individuals’ retirement savings behaviour. All 

demographic and socio-economic characteristics were reported in a categorized 

style. Participants were instructed to choose the relevant checkbox for each 

question. 

In section A, the demographic profile asks for information on age (21-30 

years old, 31-40 years old, 41-50 years old, 51-60 years old, and above 60 

years old), gender (male and female) marital status (single, married, and other).  

"Single," "Married," and "Other" were used to categorize marital status. Malays, 

Chinese, and Indians were the three major ethnic groups regarded in terms of 

ethnicity. The "other" category was added to represent other ethnic minorities. 

Education level (secondary school,  Diploma, Bachelor Degree, Master Degree, 

PhD as well as others), employment status (full-time employed, part-time 

employed, self-employed and unemployed), occupation (professional self-

employed, non-professional self-employed, executive/management, non-

executive, private sector employee and public sector employee) and annual 

income (less than or equal to RM4,000, RM4,001 and up to RM5,000, RM5,001 

up to RM6,000, RM6,001 up to RM7,000, RM7,001 up to RM8,000, RM8,001 up 

to RM9,000, RM9,001 up to RM10,000 and above RM10,001). This section 

includes dichotomous questions and multiple-choice questions. A question 

regarding the government support in tax relief was whether the participants knew 

about the tax relief given when they invested in PRS. 
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Given the study's focus on PRS investors, respondents were asked how 

long they had invested in PRS. "Less than one year," "1-3 years," "3-5 years," “5-

7 years,” and "More than seven years" were the investment period length 

categories. The last question in Section A concerned the respondent's choice of 

PRS Provider (Affin Hwang Asset Management Berhad, AIA Pension and Asset 

Management Sdn. Bhd., AmFund Management Berhad, Kenanga Investors 

Berhad, Manulife Investment Management Berhad, Principal Asset Management 

Berhad, Public Mutual Berhad and RHB Asset Management Sdn. Bhd. 

Section B to F for dependent, mediating, independent, and dependent 

variables. Independent variables include firm-created social media, user-generated 

social media communication, social influence, transaction costs, advertisement, 

brand image, financial literacy, financial risk tolerance, personal trust, investment 

experience, mediating variable, which is the attitude towards PRS product, 

moderating variables such as government support, age, and income, and intention 

towards PRS participation as the dependent variable. 

From sections B to F, all the sections will utilize a 5-point Likert Scale 

question ranging from 1 (Strongly Disagree) to 5 (Strongly Agree) to measure the 

independent and dependent variables based on the respondent’s degree of 

agreement on the statements. Table 3.4 shows the questionnaire structure for 

respondents in a summary form. 
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   Table 3.4: Structure of the Questionnaire for Respondents 

Section Variable 

Question 

Number 

No. of 

items 

Scale Main source 

A Demographics 1-11 11 Categorical Tai and Sapuan 

(2018), Watson & 

McNaughton, 

(2007); Mohan & 

Singh (2017); 

Wong (2011); 

(Rehman, Bashir, 

& Faridi, 2011a) 

B Dependent 

Variable 

1-6 5 Likert scale Chiu et al. (2009); 

Lok et al. (2019) 

C Mediating 

Effects-Attitude 

1-5 5 Likert scale Yong, Yew, and 

Wee (2018); 

Haron, Razali, and 

Mohamad (2019) 

D Social Aspects – 

Firm-created 

social media 

1-3 3 Likert scale Chauhan & Pillai, 

(2013); Schivinski 

and Dabrowski 

(2016) 

D Social Aspects – 

User-generated 

social media 

4-6 3 Likert  

Scale 

Chu & Kim, 

(2011); Kuehn & 

Corrigan, (2013); 

Kim and Johnson 

(2016) 

D Social Aspects - 

Social Influence  

7-9 3 Likert Scale Kimiyaghalam et 

al. (2017); 

Baistaman, 

Awang, and 

Mustapha (2019) 

E Marketing 

Aspects – 

Transaction costs 

1-5 5 Likert scale Coggan et al. 

(2015); Shahab et 

al. (2018); Jiang et 

al. (2020) 

E Marketing 

Aspects - 

Advertisement 

6-10 5 Likert scale Chukwu, Kanu, 

and Ezeabogu 

(2019); Cham et 

al. (2021) 

E Marketing 

Aspects - Brand 

Image 

11-13 3 Likert scale Cham et al. 

(2021); Hien et al. 

(2020) 

F Personal Aspects 

- Financial 

Literacy 

1-5 5 Likert scale Zakaria, Nor, and 

Ismail (2017); 

Zhou, and Gan 

(2020) 
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F Financial Risk 

Tolerance 

6-10 5 Likert scale Zakaria, Nor, and 

Ismail (2017); 

Chatterjee et al. 

(2017) 

F Personal Trust  11-15 5 Likert scale Mohd Zain et al. 

(2018); Dragos et 

al. (2020) 

F Investment 

Experience 

16-20 5 Likert scale Lian, Ma, and 

Wang (2019); 

(Ahmad, 2020) 

 

The sample of the questionnaire has been attached in the appendix. As the 

questionnaire is formed by all closed-ended questions, consisting of dichotomous 

questions, multiple-choice questions, and scale questions, the limitation of this 

research is that the options offered in the questionnaire might not be the 

respondents’ desired choices, resulting in inaccurate information.      

3.7 Data Collection and Source of Data  

Data was collected according to well-established protocols (Babbie, 2020). 

To reassure respondents, the accompanying letter contains assurances of secrecy. 

Most of the questionnaires were distributed by the researcher. The researcher 

distributed questionnaires to the desired sample population and collected them 

when completed. An explanatory letter was given to all possible respondents, 

outlining the purpose and significance of the study, to ensure their understanding 

of its value (see Appendix A for a copy of the Google survey form). A 71.57% 

was achieved. To ensure the accuracy of the questionnaire design, measures were 

implemented to verify the reliability of the following: (1) the question must be 

read; (2) the question must be comprehended; (3) the respondent must provide an 
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answer; and (4) the response must be categorized or assigned a value in 

accordance with the inquiry. Participants' responses must be trusted to be honest 

and accurate when using questionnaires. Although this restricts the utility of 

questionnaires for probing deeply held views and values, there are still numerous 

situations in which surveying can be beneficial. Bias, sequencing, clarity, and face 

validity are all thoroughly assessed in the questions. Surveys may cause an 

invasion of privacy or have unfavorable consequences for respondents or the 

community. Respondents may find it challenging to provide personal or 

susceptible information. Money, family dynamics, political and religious 

ideologies, and consumer behavior are all instances of delicate subjects. 

Respondents may feel reluctant to answer such inquiries due to the potential threat 

it poses to their self-image, which could lead to embarrassment. Such 

questions will not be included to avoid discomfort or distress to participants, 

potentially breaching their confidentiality. Instead of asking for precise figures, 

sensitive information was acquired in response categories where possible. They 

might be willing to provide a suitable salary bracket to increase the accuracy of 

information. 

3.7.1 Pre-test and Pilot Study 

 

Prior to the main survey, a preliminary evaluation of the initial 

questionnaires was carried out to get input on the clarity and effectiveness of the 

instructions and survey items. The feedback provided valuable comments and 
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ideas, which were integrated into the final questionnaire to enhance its 

organization, substance, and general quality. This in turn, made it easier for 

respondents to comprehend and engage with the questionnaire. A pilot study was 

conducted to assess the questionnaire’s functionality and identify any potential 

concerns that may be addressed prior to the full-scale survey implementation. The 

survey questionnaire covers the following questions: (1) respondents' age groups; 

(2) gender; (3) marital status; (4) ethnicity; (5) education level; (6) employment 

status; (7) occupation; (8) gross monthly income (9) awareness of government tax 

incentives (10); duration of investing in PRS. 

The questionnaire completion, analysis, and respondent feedback were all 

part of the pilot. In the pilot, data was collected through questionnaire surveys. 

Fifty-four people aged 21 to above 60 provided feedback conducted in August 

2022 at a financial planning conference and the potential respondents for this 

study. All respondents could complete the questionnaire in the 15 to 20 minutes 

allocated. This information was utilized to determine how much the 

questionnaires needed to be redesigned to capture data, test research hypotheses, 

and verify the scientific approach and methodology of the primary survey. 

A pilot study is conducted to assess the feasibility of the main study and to 

test a specific research instrument in advance (van Teijlingen & Hundley, 2001). 

A pilot study is a preliminary investigation that comes before the primary study 

and is a crucial element of the research strategy (Forgaz & Kaur, 1997). A pilot 

study, according to Wiersma (1991), is a small-scale version of a more extensive 
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study that is undertaken to obtain additional information that can be used to 

improve the main study, such as an exploratory use of a measurement instrument 

with a small group for the goal of improving the instrument. According to Henk 

(1987), pilot studies can significantly improve research methods.  

The results indicated that the theory of planned behaviour’s structure was 

expanded by demonstrating its ability to moderate the effects of PRS products in 

Malaysia and mediate consumer attitudes. In this study, income was significant 

towards attitude and PRS. This understanding could be made known to the 

stakeholders, from educational institutions to policymakers and financial services 

providers, and ultimately benefit individuals and society by promoting better 

financial planning and security in retirement. 

3.8 Data Analysis Methods   

 

Data analysis for this study will use the Statistical Package for the Social 

Sciences (SPSS) version 26.0, Analysis of Moment Structures (AMOS) version 26, 

and Partial Least Squares Structural Equation Modeling (PLS-SEM) version 3 to 

analyze the collected data from the surveys to assess the determinants of attitude 

towards PRS product.  

All data will be transferred into numerical form and run for statistical tests 

by using data analysis methods, which can be classified into quantitative analysis 

such as frequency analysis, descriptive analysis, correlation analysis, reliability, 

and exploratory factor analysis (EFA), which is stage 1 by using SPSS computer 
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software. In stage 2, EFA is tested by using SPSS. Stage 3 of data estimation for 

path analysis using PLS/AMOS to test the relationship between independent 

variables and dependent variables. Finally, stage 4 for data analysis uses 

Multivariate Analysis of Covariance (MANCOVA) to test the relationship 

between moderating and dependent variables using AMOS. Also, the data 

estimation procedure details will be explained, followed by the justification of 

using the PLS-SEM. 

3.8.1 Frequency Analysis 

Descriptive statistics refers to the quantitative study of characterizing a set 

of data properties, specifically through frequency analysis. Frequency analysis is a 

component of descriptive statistics. In the field of statistics, frequency refers to 

the count of occurrences of a particular event. Frequency analysis is a 

fundamental branch of statistics that focuses on the count of occurrences 

(frequency) and examines metrics such as central tendency, dispersion, 

percentiles, and so on. 

Frequency analysis involves three primary measures: Central Tendency, 

Dispersion, and Measures of Association. Measures of Central Tendency aim to 

provide a single value that characterizes the central position within a dataset. The 

most used measures in frequency analysis include the Mean, Median, and Mode. 

The Mean is the arithmetic average of the dataset. At the same time, the Median 

represents the middle observation, dividing the data into two halves with an equal 
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number of values above and below. The Mode is the value that occurs most 

frequently. Notably, the Mean has been calculated by mathematicians and 

astrologers for centuries. At the same time, the Median was first introduced by 

Edward Wright in 1599, and the Mode was formally defined through the efforts of 

Karl Pearson in 1895. 

On the other hand, measures of Dispersion provide insights into the 

variability or spread of data within a dataset. The critical measures for frequency 

analysis in this category are the Standard Deviation, Variance, and Range. 

Standard Deviation, used under different names like 'mean error' by Gauss, was 

given its current name by Karl Pearson in 1894. Variance, another critical 

measure of dispersion, was first employed by Ronald Fisher in 1918, as 

documented by Aldrich (2003). 

3.8.2 Descriptive Analysis 

Descriptive analysis provides a summary to interpret the essential 

characteristics of the data with tables and graphs. Other than that, it indicates not 

only the variability in the data but also the unanticipated patterns and observations 

that need to be considered while doing formal analysis. It includes the statistical 

measures of central tendency (mean, median, and mode), variability (range and 

standard deviation), divergence from normality (skewness and kurtosis), and 

probability (fiduciary limits). This study requires the use of descriptive analysis to 

provide a comprehensive overview of the demographic characteristics of the 
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participants. These characteristics include age, gender, marital status, ethnicity, 

education level, current employment status, occupation, gross monthly income, 

tax relief, duration of investing in PRS, and PRS provider (Hair et al., 2019). 

3.8.3 Correlation Analysis 

Pearson correlation is fundamentally based on the assumption of a linear 

relationship between two (or more) quantitative variables to verify whether they 

are positively associated, negatively associated, or not associated (Gogtay & 

Thatte, 2017). The correlation coefficient (r) has been utilized to measure and 

express the degree of association or correlation in terms of its strength (strong or 

weak) and its direction (positive or negative). The correlation coefficient typically 

falls within the range of -1 to +1, as illustrated in Table 3.5. In the case of two 

variables, a correlation coefficient of -1 indicates a perfect negative linear 

relationship, while a correlation coefficient of +1 indicates a perfect positive 

linear relationship. If a correlation coefficient is 0, the two variables have no 

linear relationship (refer to Table 3.5). In this study, researcher will utilize the 

Pearson correlation, as suggested by Obilor and Amadi (2018, to determine the 

level of association between attitude towards retirement, goal clarity of 

retirement, liquidity preference, financial literacy, saving behaviour, and 

retirement planning. 
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Table 3.5 The Rule of Thumb for The Pearson Correlation  
The Value of r Degree of Correlation 

r = +1 perfect positive linear relationship 

r > +0.60 strong positive linear relationship 

+0.40 ≤ r ≤ +0.60 moderate positive linear relationship 

r < +0.40 weak positive linear relationship 

r = 0 no linear relationship 

r > -0.40 weak negative linear relationship 

-0.60 ≤ r ≤ -0.40 moderate negative linear relationship 

r < -0.60 strong negative linear relationship 

r = -1 perfect negative linear relationship 

Source: Obilor & Amadi (2018) 

3.8.4 Reliability Test  

Reliability has been defined as the consistency or precision of 

measurement (Linn & Gronlund, 2000; Carlota, 1987). When the same test is 

given at different times, reliability describes the consistent test scores generated 

by the same test takers. Reliability testing aims to ensure the coherence of the 

questions in the questionnaire while avoiding errors and bias. Procedurally, there 

are four methods to determine reliability: test-retest, inter rater reliability, internal 

consistency, and alternative forms. Internal consistency, measured by Cronbach’s 

alpha, is the most popular method used by the research to show the score variance 

and covariances among all its items (Rosaroso, 2015). The more items there are, 

the higher the value of Cronbach’s alpha and the stronger the reliability. 

Therefore, a large sample size is favorable to yield reliable results. Although there 
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is no lower boundary to Cronbach’s alpha coefficient, it usually ranges between 0 

and 1. When the coefficient is closer to 1, it refers to high reliability. Based on the 

rule of thumb given by Koonce & Kelly (2014) and George & Mallery (2003), a 

reliability coefficient of 0.7 or above is within the acceptable standards (Refer to 

Table 3.6).  

Table 3.6 The Rule of Thumb for The Cronbach’s Alpha Coefficient  
Range of Cronbach’s Alpha Coefficient Association Strength 

α ≥ 0.9 Excellent 

0.8 ≤ α < 0.9 Good 

0.7 ≤ α < 0.8 Acceptable 

0.6 ≤ α < 0.7 Questionable 

0.5 ≤ α < 0.6 Poor 

α < 0.5  Unacceptable 

Source: Koonce and Kelly (2014); George and Mallery (2003) 

3.8.5 R square (R2) 

 

The r square (R2) value was applied to determine whether there is a 

significant relationship between dependent and independent variables using 

regression models (Uyanik & Guler, 2013). This study measures how much the 

effects of attitude toward retirement, goal clarity of retirement, liquidity 

preference, financial literacy, and saving behavior led to the changes in retirement 

planning. Since the independent variables are used to predict the dependent 

variable, they are also called predictors of retirement planning. R is the multiple 

correlation coefficient indicating the strength of association between the 



 

162 
 

independent and dependent variables. R square (R2) quantifies the percentage of 

variability in the dependent variable that can be accounted for by the independent 

variables. In other words, adding more predictors in the regression model tends to 

increase the value of R2. It only rises when the new predictor added enhances the 

model more than what would be expected by probability and vice versa. Since 

adjusted R2 excludes the errors made in R2, the value of adjusted R2 is always 

lower than R2. Besides that, the p-value in the coefficient table indicates the 

significance between the independent and dependent variables.  

3.8.6 Residual Analysis  

Residual analysis is crucial in statistical modelling, especially in 

regression analysis. It involves the examination of residuals, which are the 

differences between observed data points and the values predicted by a statistical 

model. The purpose of residual analysis is to evaluate the accuracy of the model 

and detect any possible anomalies or trends in the data that the model may have 

failed to accurately represent. 

3.8.6.1 Multicollinearity Test 

Multicollinearity refers to a statistical phenomenon that frequently occurs 

when two or more independent variables in a multiple regression model exhibit a 

strong correlation. At its most extreme level (where the correlation between two 

independent variables is equal to 1 or -1), multicollinearity makes it impossible to 
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estimate regression coefficients. For all other situations, it makes the estimates of 

the regression coefficient unreliable (Hair et al., 2019). 

An elementary and evident approach to identify multicollinearity is to 

examine the matrix of the independent variables. Correlations with values of 0.70 

and higher are commonly regarded as strong, and they indicate the presence of 

significant multicollinearity. However, when multicollinearity results from 

complex relationships among several independent variables, this approach may 

not reveal it. Additional often used methods for detecting multicollinearity 

include the tolerance value and the variance inflation factor (VIF), which is the 

reciprocal of the tolerance value (Hair, Black, Babin, & Rolph, 2019). 

 

3.8.6.2 Normal Distribution of the Residual Graph 
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Figure 3.2 Histogram – Dependent Variable: Attitude 
 

The residual graph shown in Figure 3.2 is a tool used to assess the 

suitability of a regression model by analyzing the pattern of residuals, represent 

the discrepancy between the observed and projected values. A critical aspect of 

evaluating a regression model is to assess whether the residuals follow a normal 

distribution. The normal distribution of residuals is crucial because the errors are 

randomly distributed around an average residual error of zero, a fundamental 
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assumption in linear regression analysis. The normal distribution of residuals can 

be visually assessed using various graphical techniques (Muslih et al., 2023). 

 

3.8.6.3 Homogeneity (Independent Sample t-test) 

A homogeneity test is a statistical analysis that analyses the proportions of 

responses from two or more populations about a dichotomous variable (e.g., 

male/female, yes/no) or variable with more than two outcome categories. The chi-

square test of homogeneity is the nonparametric statistical test that is employed 

when the dependent variable is categorical. A contingency table can be used to 

present data, with the rows and column labels representing populations and 

categories of the variable. The null hypothesis asserts that all categories' 

populations are within categorical variables. Rejecting the null hypothesis implies 

that the observed populations differ from the previously mentioned proportions. 

Similar calculations apply to the chi-square test of homogeneity and the chi-

square test of independence. The distinction between these two tests lies in the 

articulation of the null hypothesis, the fundamental reasoning, and the sampling 

procedures (Mishra et. al., 2019). 
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3.8.7 Exploratory Factor Analysis (EFA) 

 

Exploratory factor analysis (EFA), including principal component analysis 

and common factor analysis, is a statistical method employed to examine the 

interconnections between several variables and explain them in terms of their 

standard underlying dimensions (factors). The goal is to discover a method of 

consolidating the data from multiple original variables into a reduced set of 

factors, while minimizing the loss of information. Exploratory factor analysis 

offers an empirical estimation of the structure of variables, serving as an objective 

foundation for the development of summated scales. 

3.8.8 Multivariate Analysis  

A reliability test is a method employed to evaluate the precision and 

consistency of a measurement instrument or tool. This assessment is conducted by 

repeatedly measuring the same variable or administering an identical 

questionnaire to the same sample, utilizing the same instrument or tool. The 

primary objective of a reliability test is to gauge the degree to which the 

instrument or tool consistently yields dependable and uniform results. 

One scholarly source that reinforces this definition of a reliability test is 

found in an article by Ahmed et al. (2022), titled "1 Understanding reliability in." 

According to Ahmed, a reliability test encompasses the evaluation of the precision 

and consistency of a measuring instrument or tool. The article underscores the 

significance of conducting reliability tests to ensure that research findings are 
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predicated on reliable data. Furthermore, Ahmed affirms that a reliability test 

plays a critical role in establishing a measuring instrument's credibility, 

guaranteeing consistent results over time and across various administrations. 

3.8.9 Multivariate Analysis of Covariance (MANCOVA) 

 

Multivariate Analysis of Covariance (MANCOVA) is a statistical method 

that integrates the principles of analysis of variance and regression analysis to 

assess the differences between groups while accounting for the impact of one or 

more covariates. MANCOVA is used when there is a need to compare the means 

of two or more groups while also considering the influence of another continuous 

variable that may be related to the dependent variable. This technique is beneficial 

in research settings where there is a need to examine the effects of group 

membership on an outcome variable while controlling for other variables that may 

contribute to the observed differences. MANCOVA allows researchers to identify 

whether there are significant differences between groups in terms of the 

dependent variable while accounting for the influence of one or more covariates. 

MANCOVA is commonly employed in nonexperimental research when there is a 

desire to compare the performance or outcomes of different groups while also 

controlling for relevant variables that may confound the relationship between the 

groups and the outcome variable (Hair et al., 2017). 
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3.8.10 Confirmatory Factor Analysis (CFA) 

 

Confirmatory Factor Analysis is commonly employed statistical method in 

social science research to quantitatively assess the structure and validity of latent 

constructs measured by a set of observed indicators. Confirmatory Factor 

Analysis aims to confirm or validate the factorial structure of a questionnaire or 

measurement instrument (Majbar et al., 2020). 

By examining the relationships among variables, Confirmatory Factor 

Analysis can determine underlying dimensions that parsimoniously account for 

correlations and point toward the measured concepts (Snowden, 1996). 

Confirmatory Factor Analysis is commonly employed in the social sciences, 

particularly in psychology, to evaluate the associations among variables and 

identify a set of dimensions that accurately reflect the underlying construct 

(Majbar et al., 2020). Confirmatory Factor Analysis is a recommended method for 

validating the factorial structure of a questionnaire. 

3.9 Structural Equation Modelling (SEM) 

 

Structural Equation Modelling is a statistical methodology that has 

garnered widespread recognition in several disciplines, such as social sciences, 

psychology, and education. It is a powerful tool that allows researchers to 

examine complex relationships between observed and latent variables in a single 

model. Based on inferential statistics, the reliability and validity of Structural 
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Equation Modelling can be tested, making it a robust research method (Wang et 

al., 2018). SEM has been widely used in the social and behavioral sciences, 

including sociology, psychology, education, and econometrics (Kumar et al., 

2011). In addition to these traditional areas, SEM has also found utility in 

marketing research. Structural Equation Modelling in marketing research has 

allowed researchers to examine the relationships between multiple variables, such 

as consumer attitudes, purchase intentions, and brand loyalty, all in a single 

model. Furthermore, SEM is beneficial when dealing with unobservable variables, 

also known as latent variables. These latent variables include brand image, 

perceived value, and customer satisfaction. Structural Equation Modelling 

provides a framework for estimating and testing these latent variables, allowing 

researchers to understand the underlying processes that drive consumer behavior 

and decision-making. 

3.10 Justification of Using SPSS and PLS-SEM 

 

In the context of empirical research, the utilization of Partial Least Squares 

-Structured Equation Modelling (PLS-SEM) presents a compelling rationale when 

confronted with non-symmetrical data distributions (Memon, 2021). The choice 

to employ PLS-SEM emerges from recognizing the inherent asymmetry within 

the dataset, a circumstance that may pose challenges to traditional linear 

modelling techniques. The appeal of PLS-SEM lies in its inherent flexibility and 

robustness, characteristics that make it well-suited for data analysis with non-
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normally distributed attributes. Notably, the method's reliance on bootstrapping, a 

resampling technique, enables the modelling of non-symmetrical data without 

requiring strict adherence to the assumptions of multivariate normality. In 

addition, PLS-SEM excels in scenarios marked by small sample sizes, 

successfully producing reliable estimates even when data distributions exhibit 

skewness. Thus, when confronted with non-symmetrical data, PLS-SEM stands as 

an invaluable analytical approach, adept at accommodating the specific statistical 

challenges posed by such datasets and well-aligned with the rigorous standards of 

empirical inquiry in the field (Memon, 2021). 

The use of both SPSS and SmartPLS in this study is strategic, allowing for a 

comprehensive analysis of data and complex variable relationships. SPSS is well-

suited for performing preliminary analyses, including descriptive statistics, reliability 

tests, and correlation analyses. This initial analysis phase in SPSS provided 

foundational insights into the sample’s demographic characteristics, assessed data 

distribution, and ensured internal consistency across constructs, establishing data 

quality before moving into more advanced modeling. SmartPLS, on the other hand, is 

particularly effective for conducting Partial Least Squares Structural Equation 

Modeling (PLS-SEM), which is ideal for examining complex relationships, such as 

the mediating and moderating effects found in this study.  

Given that the study investigates multiple independent, mediating, and 

moderating variables, SmartPLS enables a robust examination of the direct, 

indirect, and moderating relationships among social, marketing, and personal 
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factors influencing attitudes and intentions toward PRS participation. SmartPLS 

also handles smaller sample sizes and complex models where data may not meet 

the strict assumptions required for covariance-based SEM techniques. Additionally, 

its flexibility in managing both confirmatory and exploratory models supports the 

study’s goal of testing and building on theoretical frameworks like the Theory of 

Planned Behaviour, Symbolic Interaction Theory, and Life Cycle Theory. 

Therefore, SPSS and SmartPLS together provide a complementary approach: SPSS 

ensures data reliability and prepares the dataset for analysis, while SmartPLS 

allows for sophisticated testing of the hypothesized relationships, making both tools 

essential for achieving the study’s comprehensive objectives. 

3.11 Data Estimation Procedure 

 

The data estimating procedure comprises four stages designed to 

systematically evaluate and analyze the relationships between key variables 

within the research framework. The initial stage, data collection, involves 

acquiring primary data and forming the foundation for subsequent analyses. 

In the first stage, attention is directed towards the testing of independent 

variables and mediating variables. This process commences with a comprehensive 

descriptive analysis, which provides a foundational understanding of the central 

tendencies and distributions of the variables. Following this, correlation analysis 

is employed to explore the relationships between variables, unveiling the degree 
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and direction of associations. To ensure the reliability of measurement scales and 

to uncover the underlying factor structure of variables, reliability, and Exploratory 

Factor Analysis (EFA) are conducted utilizing the Statistical Package for the 

Social Sciences (SPSS). 

In the second stage, the focus shifts to testing mediating and dependent 

variables. Exploratory Factor Analysis (EFA) in SPSS is used to explore the 

factor structure and relationships among mediating variables further. As for state 

3, path analysis is used to explore and measure the connection between variables 

in a causal model, using the Partial Least Squares (PLS) and Analysis of Moment 

Structures (AMOS). As for stage 4, moderating and dependent variables were 

tested using frequency and correlation analysis, using MANCOVA, within the 

context of structural equation modelling using AMOS. Figure 3.3 below shows 

the flow of the data estimation procedure. 
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 Figure 3.3 Data Estimating Procedure 

3.12 Ethical Considerations 

The researcher is devoted to conducting this study to the most significant 

ethical norms. The implementation of norms or a collection of rules that regulate 

behaviour is that subject of ethics in the context of business and social science 

research. Smith (2019) posits the ethical considerations in research typically 

involve the following: obtaining written permission from organisations involved in 

the study to use their staff as subjects, informing participants about the purpose of 

the research, providing feedback on the results to participants, obtaining explicit 

permission from individuals involved (except for mail surveys, where returning the 

questionnaire implies permission), ensuring and disclosing the anonymity of 

participants, and ensuring the confidentiality of the data. The researcher is 

responsible for safeguarding subjects or responders from bodily or mental harm, 



 

174 
 

shame, pain, or loss of privacy when conducting research. This research was 

conducted according to the rules and ethical guidelines established by the Scientific 

and Ethical Review Committee of the University Tunku Abdul Rahman.  

3.13 Conclusion    

Finally, this chapter effectively showcased and substantiated the research 

methodology employed in the study. The argument provided a valid rationale for 

the chosen data collection strategy, such as utilizing a self-administered survey. The 

design and administration of a questionnaire encompasses a variety of steps, 

including the selection of the format of responses, the assessment of the 

questionnaire's validity and reliability, the drafting and administration of the 

questionnaire, and the specification of needed information and operational 

definitions of the constructs and variables. Furthermore, all the sampling methods, 

sample selection, and sampling approach were justified. After the questionnaires 

were collected, data analysis was conducted, and the results of the statistical tests 

are detailed in the subsequent chapter. 
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CHAPTER 4 

 

 

 

DATA ANALYSIS AND FINDINGS 

 

 

4.1 Introduction 

In Chapter 4, data were collected from 501 respondents. For the first part, 

the preliminary analysis was conducted using various statistical techniques, 

including frequency distribution, descriptive analysis, correlation analysis, 

homogeneity test, reliability test, and exploratory factor analysis by SPSS. In the 

second part of the analysis, the results of confirmatory factor analysis (CFA) and 

structure equation modeling were presented using SmartPLS. The chapter 

concludes with a detailed presentation of the results of hypothesis testing. 

4.2 Frequency Analysis of Demographic Profiles 

The study includes the demographic characteristics of the participants, such as 

their age, gender, marital status, ethnicity, education, employment, occupation, income, 

government support, length of time invested in the PRS, and the provider of the PRS. 

These were analyzed through frequency analysis using SPSS, aiming to offer essential 

insights for the first objective of the study. This objective is to identify the factors 
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influencing attitudes towards the PRS in Malaysia. However, this study specifically 

focuses on age, income, and government support, and these variables will be 

highlighted and discussed in Chapter 3. In a sample of 501 respondents, the age 

distribution revealed that the highest frequency of participants fell within the 41 to 50 

age range, accounting for 44.7% of the total (Table 4.1). At the same time, individuals 

above 60 years constituted the lowest proportion at 6%. Gender distribution indicated 

that 43.7% were male and 56.3% were female. Most respondents were married 

(69.9%), with 28.1% identifying as single and 2% as "Other." 

Regarding ethnicity, the majority identified as Chinese (89.4%), followed 

by Malay (6.4%), Indian (4%), and Other (0.2%). Educational levels showed that 

most respondents held Bachelor's degrees (63.9%), followed by Master's degrees 

(11.6%), Secondary school education (9.6%), Diploma (8.2%), and PhD (6.4%), 

with only 0.4% falling into the "Other" category. Employment status revealed that 

59.1% were employed full-time, 38.7% were self-employed, 1.2% were employed 

part-time, and 1% were unemployed. 

 Table 4.1: Frequency Analysis of Demographic Profiles 

              Attribute                                                 Value Frequency Percentage (%) 

Age 21-30 36 7.2% 

31-40 163 32.5% 

41-50 224 44.7% 

51-60 72 14.4% 

more than 60 6 1.2% 

Gender Male 219 43.7% 

Female 282 56.3% 

Marital Single 141 28.1% 
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Married 350 69.9% 

Other 10 2.0% 

Ethnicity Malay 32 6.4% 

Chinese 448 89.4% 

Indian 20 4.0% 

Other 1 0.2% 

Education Secondary school 48 9.6% 

Diploma 41 8.2% 

Bachelor’s Degree 320 63.9% 

Master’s Degree 58 11.6% 

PhD 32 6.4% 

Other 2 0.4% 

Employment Employed (Full-time) 296 59.1% 

Employed (Part-time) 6 1.2% 

Self-employed 194 38.7% 

Unemployed 5 1.0% 

Occupation Professional (Self-Employment) 133 26.5% 

Non-Professional (Self-Employment) 48 9.6% 

Executive/Management 183 36.5% 

Non-Executive 6 1.2% 

Private sector employee 118 23.6% 

Public sector employee 13 2.6% 

Income Less than or equal to RM4,000 17 3.4% 

Between RM4,001 and RM5,000 24 4.8% 

Between RM5,001 and RM6,000 38 7.6% 

Between RM6,001 and RM7,000 53 10.6% 

Between RM7,001 and RM8,000 68 13.6% 

Between RM8,001 and RM9,000 65 13.0% 

Between RM9,001 and RM10,000 25 5.0% 

RM10,001 and above 211 42.1% 

Government No 16 3.2% 

Yes 485 96.8% 

Duration Less than 1 year 15 3.0% 

1-3 years 52 10.4% 

3-5 years 161 32.1% 

5-7 years 193 38.5% 

More than seven years 80 16.0% 



 

178 
 

Provider Affin Hwang Asset Management 

Berhad 

99 19.8%          

 AIA Pension and Asset Management   

 Sdn. Bhd. 

24 4.8% 

AmFund Management Berhad 7 1.4% 

Kenanga Investors Berhad 105 21.0% 

Manulife Investment Management 

Berhad 

5 1.0% 

Principal Asset Management Berhad 92 18.4% 

Public Mutual Berhad 145 28.9% 

RHB Asset Management Sdn. Bhd. 24 4.8% 

Source: SPSS Output 

 

Regarding occupation, 36.5% were in executive or management positions, 

23.6% were in the private sector, 26.5% were self-employed professionals, 1.2% 

were in non-executive positions, and 2.6% were in the public sector. Most 

respondents reported an income of RM10,001 and above (42.1%), with a small 

proportion earning less than or equal to RM4,000 (3.4%). Most (96.8%) were aware 

of tax incentives for investing in PRS, with the government offering up to RM3,000 

in tax relief. Most participants (38.5%) had invested for 5 to 7 years, while 15% had 

invested for less than one year. Public Mutual Berhad was the most popular PRS 

provider (28.9%), followed by Kenanga Investors Berhad (21.0%), while Manulife 

Investment Management Berhad was the least preferred choice among respondents. 

The survey done among Malaysian households in the Klang Valley, which 

primarily targeted financial planning seminars, revealed a significant 

overrepresentation of Chinese individuals (89.4%). This finding can be attributed 
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to specific characteristics associated with the study's methodology and the socio-

economic milieu. This demographic imbalance is consistent with the observed 

distributions of educational attainment and job status. The majority of individuals 

possess Bachelor's degrees (63.9%), while 59.1% are employed on a full-time 

basis and 38.7% are self-employed.  

The decision to distribute surveys during financial planning events 

specifically focused on a group that has a strong interest and existing involvement 

in financial literacy. This demographic is anticipated to contain a significant 

number of Chinese individuals, considering the economic realities of the Klang 

Valley. The increased attendance of this population at these seminars can be 

attributed to socioeconomic considerations, such as higher levels of education and 

economic engagement, characteristics that are prominently prevalent among the 

respondents in the study.  

Furthermore, the utilization of convenience sampling at specific forums had 

the additional effect of biassing the sample towards individuals who were already 

interested and actively involved in financial management. This particular trait is 

more commonly observed among the Chinese population, mostly due to their 

socioeconomic status within the region. The disproportionate representation noted 

in the survey results can be attributed to the strong interest and participation in 

financial planning within the Chinese community, as well as the targeted 

methodology of the study and the socioeconomic environment of the Klang Valley. 
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4.3 Descriptive Analysis  

The results of the descriptive analysis for the demographics profile and 

factors affecting the social, marketing, and personal aspects of PRS are all 

presented in the following subsections. 
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4.3.1 Descriptive Analysis – Demographics Profile 

Table 4.2: Descriptive Statistics (Demographics Profile) 

  Minimum Maximum  Std. Deviation Variance Skewness Kurtosis 

Age  21-30 >60   .85 .72 .02 .11 -.19 .22 

Gender  Male Female   .50 .25 -.254 .109 -1.94 .22 

Marital  Single Married   .48 .23 -.542 .109 -.46 .23 

Ethnicity  Malay Other   .33 .11 -.035 .109 8.00 .22 

Education  Secondary Other   .93 .87 -.082 .109 1.06 .22 

Employment  Employed Unemployed   .99 .99 .436 .109 -1.72 .23 

Occupation  Professional Public   1.53 2.35 .235 .109 -1.10 .22 

Income  Less than 4,000 10,000 and above   2.14 4.60 -.644 .109 -.76 .22 

Government  Yes No   .18 .03 -5.340 .109 26.62 .22 

Duration  Less than 1 year More than 7 years   .98 .96 -.418 .109 -.14 .22 

Provider      2.36 5.57 -.461 .109 -1.23 .22 

Valid N 

(listwise) 
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From Table 4.2 above, the mean age for the 501 respondents is 2.70, with a 

standard deviation of 0.85. The maximum value is five, and the minimum value is 1. 

The range is 4. The skewness value is 0.02, which is between -0.5 and 0.5.  Hence, 

the data is nearly symmetrical. The kurtosis value is -0.19, which is less than 3. 

Hence the data can be assumed to be platykurtic and short-tailed distribution. 

The mean gender for the 501 respondents is 1.56, with a standard 

deviation of 0.50. The maximum value is 2, and the minimum value is 1. The 

range is 1. The skewness value is -0.25, which is between -0.5 and 0.5.  Hence, 

the data is nearly symmetrical. The kurtosis value is -1.94, which is less than 3. 

Hence the data can be assumed to be platykurtic and short-tailed distribution. 

The mean marital status for the 501 respondents is 1.74, with a standard 

deviation of 0.48. The maximum value is 3, and the minimum value is 1. The 

range is 2. The skewness value is -0.54, which is not between -0.5 and 0.5.  

Hence, the data is not symmetrical. The kurtosis value is -0.46, which is less than 

3. Hence the data can be assumed to be platykurtic and short-tailed distribution. 

The mean of ethnicity for the 501 respondents is 1.98, with a standard 

deviation of 0.33. The maximum value is 4, and the minimum value is 1. The range 

is 3. The skewness value is -0.04, which is between -0.5 and 0.5.  Hence, the data is 

nearly symmetrical. The kurtosis value is 8.00, which is more than 3. Hence, the 

data can be assumed leptokurtic, and the heavy-tailed distribution is abnormal. 
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The mean of education for the 501 respondents is 2.98, with a standard 

deviation of 0.93. The maximum value is six, and the minimum value is 1. The 

range is 5. The skewness value is -0.08, which is between -0.5 and 0.5.  Hence, 

the data is nearly symmetrical. The kurtosis value is 1.06, which is less than 3. 

Hence the data can be assumed to be platykurtic and short-tailed distribution. 

The mean of employment for the 501 respondents is 1.82, with a standard 

deviation of 0.99. The maximum value is 4, and the minimum value is 1. The 

range is 3. The skewness value is 0.436, which is between -0.5 and 0.5.  Hence, 

the data is nearly symmetrical. The kurtosis value is -1.72, which is less than 3. 

Hence the data can be assumed to be platykurtic, and short-tailed distribution. 

The mean of occupation for the 501 respondents is 2.93, with a standard 

deviation of 1.53. The maximum value is 6, and the minimum value is 1. The 

range is 5. The skewness value is .24, which is between -0.5 and 0.5.  Hence, the 

data is nearly symmetrical. The kurtosis value is -1.10, which is less than 3. 

Hence the data can be assumed to be platykurtic and short-tailed distribution. 

The mean of income for the 501 respondents is 5.96, with a standard 

deviation of 2.14. The maximum value is 8, and the minimum value is 1. The range 

is 7. The skewness value is -0.64, which is not between -0.5 and 0.5.  Hence, the 

data is negatively skewed. The kurtosis value is -0.76, which is less than 3. Hence 

the data can be assumed to be platykurtic and short-tailed distribution. 



 

184 
 

The mean of government support for the 501 respondents is 0.97, with a 

standard deviation of 0.18. The maximum value is 1, and the minimum value is 0. 

The range is 1. The skewness value is -5.34, which is not between -0.5 and 0.5.  

Hence, the data is not symmetrical. The kurtosis value is 26.52, which is more than 3. 

 

 

 

 

 

 

 



 

185 
 

4.3.2 Descriptive Analysis (Factors Affecting the Social, Marketing, and Personal Aspects Towards Private Retirement Scheme) 

Table 4.3: Descriptive Statistics (Factors Affecting the Social, Marketing, and Personal Aspects Towards Private Retirement Scheme) 

 Minimum Maximum Mean Std. Deviation Variance Skewness Kurtosis 

PRS (PRS) 1 5 4 .41 .17 -.40 .11 8.31 .22 

Attitude (ATT) 2 5 4 .44 .19 -.00 .11 4.35 .22 

Social Aspects          

Firm-Created Social Media (FC) 2 5 3 .61 .37 -.39 .11 -.62 .22 

User-Generated Social Media (UG) 2 5 3 .59 .35 -.48 .11 -.61 .22 

Social Influence (SI) 1 5 4 .71 .50 -1.17 .11 2.94 .22 

Marketing Aspects          

Transaction costs (TC) 2 5 4 .45 .20 .55 .11 1.71 .22 

Advertisement (AD) 2 5 3 .50 .25 .42 .11 -1.10 .22 

Brand Image (BI) 1 5 4 .62 .38 -.20 .11 .67 .22 

Personal Aspects          

Financial Literacy (FL) 2 5 4 .69 .48 -.05 .11 -.56 .22 

Financial Risk Tolerance (FR) 2 5 4 .49 .24 -.13 .11 1.57 .22 

Personal Trust (PT) 2 5 4 .42 .17 -.79 .11 2.91 .22 

Investment Experience (IE) 2 5 4 .52 .27 -.13 .11 1.47 .22 

Valid N (listwise) N=501         
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Based on the provided descriptive statistics data in Table 4.3, 12 factors 

were analyzed in this study. The factors include PRS, Attitude, Firm-Created 

Social Media, User-Generated Social Media, Social Influence, Transaction costs, 

Advertisement, Brand Image, Financial Literacy, Financial Risk Tolerance, 

Personal Trust, and Investment Experience. The PRS mean score was 4.04, with a 

standard deviation of 0.41. The minimum and maximum scores were 1.00 and 

5.00, respectively. The skewness value was negative (-0.40), indicating that the 

data was slightly skewed to the left. The kurtosis value was positive (8.31), 

indicating that the data was leptokurtic, i.e., it had more extreme values than the 

normal distribution. 

The Attitude had a mean score of 4.08, with a standard deviation of 0.44. 

The minimum and maximum scores were 2.00 and 5.00, respectively. The 

skewness value was close to zero (-0.00), indicating that the data was 

approximately normally distributed. The kurtosis value was positive (4.35), 

indicating that the data had more extreme values than the normal distribution. For 

Firm-Created Social Media, the mean score was 3.39, with a standard deviation of 

0.61. The minimum and maximum scores were 2.00 and 5.00, respectively. The 

skewness value was negative (-0.39), indicating that the data was slightly skewed 

to the left. The kurtosis value was negative (-0.62), indicating that the data was 

platykurtic, i.e., it had fewer extreme values than the normal distribution. 

The User-Generated Social Media had a mean score of 3.45, with a standard 

deviation of 0.59. The minimum and maximum scores were 2.00 and 5.00, 
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respectively. The skewness value was negative (-0.48), indicating that the data was 

slightly skewed to the left. The kurtosis value was negative (-0.61), indicating that 

the data was platykurtic. For Social Influence, the mean score was 3.89, with a 

standard deviation of 0.71. The minimum and maximum scores were 1.00 and 5.00, 

respectively. The skewness value was positive (1.17), indicating that the data was 

slightly skewed to the right. The kurtosis value was positive (2.94), indicating that 

the data had more extreme values than the normal distribution. 

The Transaction costs had a mean score of 4.16, with a standard deviation 

of 0.45. The minimum and maximum scores were 2.00 and 5.00, respectively. 

The skewness value was positive (0.55), indicating that the data was slightly 

skewed to the right. The kurtosis value was positive (1.71), indicating that the 

data had more extreme values than the normal distribution. For Advertisement, 

the mean score was 3.35, with a standard deviation of 0.50. The minimum and 

maximum scores were 2.00 and 5.00, respectively. The skewness value was 

positive (0.42), indicating that the data was slightly skewed to the right. The 

kurtosis value was negative (-1.10), indicating that the data was platykurtic. 

The mean for brand image was 3.99, with a standard deviation of 0.62. 

The skewness for brand image was negative at -0.20, indicating that the 

distribution was slightly skewed to the left. The kurtosis was positive at 0.67, 

indicating that the distribution peaked slightly more than a normal distribution. 

For financial literacy, the mean was 3.93, with a standard deviation of 0.69. The 

skewness for financial literacy was negative at -0.05, indicating that the 
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distribution was slightly skewed to the left. The kurtosis was negative at -0.56, 

indicating that the distribution was slightly less peaked than a normal distribution. 

The mean for financial risk tolerance was 3.99, with a standard deviation 

of 0.49. The skewness for financial risk tolerance was negative at -0.13, indicating 

that the distribution was slightly skewed to the left. The kurtosis was positive at 

1.57, indicating that the distribution peaked more than a normal distribution. For 

personal trust, the mean was 3.91, with a standard deviation of 0.42. The 

skewness for personal trust was negative at -0.79, indicating that the distribution 

was moderately skewed to the left. The kurtosis was positive at 2.91, indicating 

that the distribution peaked more than usual. 

For investment experience, the mean was 4.03, with a standard deviation 

of 0.52. The skewness for investment experience was negative at -0.13, indicating 

that the distribution was slightly skewed to the left. The kurtosis was positive at 

1.47, indicating that the distribution peaked more than normal. 

These results suggest that the distributions of brand image, financial risk 

tolerance, and investment experience peaked more than a normal distribution. In 

contrast, financial literacy and personal trust distributions peaked less than a 

normal distribution. Additionally, personal trust had a moderately skewed 

distribution to the left. 
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4.4 Correlation Analysis 

 

The subsequent subsections present the correlation analysis results for the 

demographic profile and the factors that influence the social, marketing, and 

personal aspects of PRS. 

 

4.4.1 Correlation Analysis – Demographics Profile 

Correlation analysis is a statistical technique used to investigate the 

connections between variables, identifying the intensity and direction of their 

links. This approach is essential for determining factors that influence outcomes 

or for comprehending the degree of correlation between two variables. The 

Pearson correlation coefficient measures the level of correlation between 

variables. This analysis can examine the relationships among PRS, Attitude, 

Government Support, Age, Income, Gender, Marital Status, Ethnicity, Education, 

Employment, and Occupation in this context. This analysis is crucial for 

achieving objectives five and six of the study. Objective five seeks to determine 

the correlation between attitudes towards PRS and its mediating effects, while 

objective six concentrates on assessing how government support, age, and income 

serve as moderating factors that impact the PRS in Malaysia. 
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Table 4.4: Correlation Analysis - Demographics Profile 

 PRS Attitude 

PRS 1 .339** 

Attitude .339*** 1 

Government .185*** .192*** 

Age .083* .069 

Income .193*** .090** 

Gender -.028 003 

Marital .035 -.019 

Ethnicity .021 -.099** 

Education .044 .023 

Employment -.025 -.034 

Occupation -.005 -.019 

Notes. 

***. Correlation is significant at the 0.01 level (2-tailed); **. Correlation is significant at the 0.05 level 

(2-tailed); *. Correlation is significant at the 0.10 level (2-tailed). 

N = 501 respondents 

Source: SPSS Output 

 

Table 4.4 presents the correlation analysis between various demographic 

profiles and engagement with Private Retirement Schemes (PRS), as well as 

attitude towards PRS. The data reveals that consumer intention has a positive and 

significant, albeit low, correlation with PRS participation (r = 0.339, p < 0.01). 

This suggests that a favorable consumer attitude is modestly associated with 

higher PRS engagement, underscoring the role of consumer perception and 

psychological factors in retirement planning behavior. Additionally, government 

support shows a positive and low correlation with PRS participation (r = 0.185, p 

< 0.05), indicating that government incentives, such as tax benefits or subsidies, 

may modestly encourage consumer involvement in PRS. This finding aligns with 
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existing research that emphasizes the importance of governmental influence in 

boosting public engagement in retirement schemes. 

Age also demonstrates a positive, though very low, correlation with PRS 

participation (r = 0.083, p < 0.10), suggesting that while older individuals may be 

slightly more inclined toward PRS participation, this relationship is minimal, 

potentially reflecting diverse retirement planning behaviors across age groups. 

Income, however, shows a slightly stronger positive correlation with PRS (r = 

0.193, p < 0.01), indicating that individuals with higher income levels are 

modestly more likely to participate in PRS, perhaps due to their greater financial 

capacity to invest in retirement schemes. 

The analysis further reveals that other demographic variables, such as 

gender, marital status, ethnicity, education, employment, and occupation, do not 

show significant correlations with PRS participation or intentions toward PRS at 

the 0.05 significance level. This lack of significance suggests that these variables 

may have limited or no direct influence on PRS engagement, implying that 

socioeconomic factors like income, government support, and age play a more 

critical role in influencing consumer engagement with PRS than other 

demographic attributes. Overall, Table 4.4 highlights the primary influence of 

intention, government initiatives, and socioeconomic status on PRS engagement, 

providing a rationale for prioritizing these factors in efforts to boost intention 

toward PRS. 
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4.4.2 Correlation Analysis - Factors Affecting the Social, Marketing, and Personal Aspects Towards Private Retirement 

Scheme      
Table 4.5 Correlations (Factors Affecting the Social, Marketing, and Personal Aspects Towards Private Retirement Scheme) 

   Social  Aspects Marketing Personal Aspects 

 PRS 

Intention 

(INT) 

Firm-

Created 

Social 

Media 

(FC) 

User-

Generated 

Social 

Media 

(UG) 

Social 

Influence 

(SI) 

Transaction 

costs (TC) 

Advertisement 

(AD) 

Brand 

Image 

(BI) 

Financial 

Literacy 

(FL) 

Financial 

Risk 

Tolerance 

(FR) 

Personal 

Trust 

(PT) 

Investment 

Experience 

(IE) 

PRS Pearson 

Correlation 

1 .339** .207** .129** .174** .225** .219** .160** .356** .290** .164** .325** 

Intention (INT) 

 

Notes. 

Pearson 

Correlation 

.339** 1 .270** .189** .238** .280** .203** .241** .313** .172** .342** .363** 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

N = 501 respondents 

Source: SPSS Output 

 

 



 

193 
 

4.5 Homogeneity Test (Levene Test) (Independent Sample t-Test)  

 

A homogeneity test compares the proportions of responses from two or more populations regarding a dichotomous variable or 

variable with more than two outcome categories.   

4.5.1 Independent Samples Test - Age 

 

Table 4.6: Group Statistics 
 Age N Mean Std. Deviation Std. Error Mean 

PRS 2.00 163 4.02 .44 .03 

3.00 224 4.05 .42 .03 
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Table 4.7: Independent Samples Test 

 

Levene's Test for Equality 

of Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence 

Interval of the 

Difference 

Lower Upper 

PRS Equal variances 

assumed 

.737 .391 -.45 385 .651 -.02010 .04435 -.1073 .06710 

Equal variances are 

not assumed. 
  

-.45 338 .653 -.02010 .04472 -.1081 .06786 

 
Source: SPSS Output 
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Based on table 4.7, the p-value for Levene’s test for equality of variance is 0.319. 

Since the p-value is more than 0.05, equality of variances can be assumed.  

 

The sample mean of the 163 respondents of age group 2 is 4.02 with a standard 

deviation of 0.44, and the sample mean for 224 respondents of age group 3 is 4.05 

with a standard deviation of 0.42. 

 

The mean difference is 0.03, and t-statistics is t = -0.45. 

The two-tailed p-value of the test is 0.651, which is more than 0.05. 

In this case, do not reject Ho. Therefore, the mean for PRS does not differ 

between age groups 2 and 3, which are 31 to 40 years old and 41 to 50 years old. 

The 95% confidence interval (CI) for the mean difference of PRS value is [-.1073, 

.06710], which contains 0, and the p-value of the test is more than 0.05. 

Therefore, with 95% CI, the difference in PRS between investment of the two 

groups’ ages is between -.1073 and 0.0671. 

The insignificant result could be justified by the similarity in financial priorities 

and attitudes towards retirement planning between individuals in these two 

groups. Both groups, being relatively close in age and likely at similar life stages, 

may exhibit comparable engagement with PRS, as they may similarly focused on 

financial stability and future planning. Furthermore, the small mean difference of 
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0.03 suggests that minimal practical difference in PRS engagement between these 

groups, which aligns with the statistical insignificance observed. 

4.5.2 Independent Sample Test - Income 

 

 

Table 4.8: Group Statistics 
 PRS N Mean Std. Deviation Std. Error Mean 

Income 2.00 163 5.4110 1.84501 .14451 

3.00 224 6.6205 1.86872 .12486 

 

Source: SPSS Output 

 

 

Referring to table 4.8, the sample mean for the 163 samples aged between 31 and 

40 is 5.4110 with a standard deviation of 0.14451, and the sample mean for the 224 

samples is 6.6205 with a standard deviation of 0.12486. 
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Table 4.9: Independent Samples Test 

 

Levene's Test for 

Equality of Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval 

of the Difference 

Lower Upper 

Income Equal variances 

assumed 

.323 .570 -6.320 385 .000 -1.20949 .19137 -1.58575 -.83324 

Equal variances are 

not assumed. 
  

-6.333 351.746 .000 -1.20949 .19098 -1.58510 -.83388 

Source: SPSS Output 

The variances in the two groups must be similar, a condition known as homogeneity. Based on table 4.9, the p-value for Levene’s test 

for equality of variance is 0.570 for income. Since the p-values are more than α 0.05, equality of variances can be assumed. 



 

198 
 

The mean difference for income is 1.2095, and the t-statistics is t
c 
= -6.320.  

The two-tailed p-value of the test is 0.000, which is less than 0.05.  Therefore, 

reject Ho. Therefore, the mean income difference between the two groups 

(income between RM4,001 and RM5,000 and income between RM5,001 and 

RM6,000).  

 

 

4.5.3 Independent Samples Test – Government Support 

 

 

 

Table 4.10: Group Statistics 
 

PRS N Mean Std. Deviation Std. Error Mean 

Government 

Support 

2.00 163 0.9816 0.13482 0.01056 

3.00 224 0.9866 0.11521 0.00770 

 

 
Source: SPSS Output 

 

Referring to table 4.10, the sample mean for the 163 samples aged between 31 to 40 

is 0.9816 with a standard deviation of 0.13482 and the sample mean for the 224 

samples is 0.9866 with a standard deviation of 0.11521. 
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Table 4.11: Independent Samples Test 

 

Levene's Test for Equality 

of Variances t-test for Equality of Means 

F Sig. t df 

Sig. (2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% Confidence Interval of 

the Difference 

Lower Upper 

Government 

Support 

Equal variances 

assumed 

.618 .432 -.393 385 .694 -.00501 .01275 -.03008 .02006 

Equal variances not 

assumed. 
  

-.384 315.234 .702 -.00501 .01307 -.03072 .02070 

Source: SPSS Output 

The variances in the two groups must be similar, a condition known as homogeneity. 

Based on table 4.11, the p-value for Levene’s test for equality of variance is 0.432 for government support. Since the p-values are more 

than α 0.05, equality of variances can be assumed. The mean difference for income is 0.005, and the t-statistics is t
c 
= -0.393.  

The two-tailed p-value of the test is 0.694, which is more than 0.05.  Therefore, do not reject Ho. Therefore, the mean of income does 

not differ between the two groups.
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4.6 Exploratory Factor Analysis  

Exploratory Factor Analysis is a statistical technique that reduces data into 

a smaller number of summary variables, revealing the theoretical structure behind 

observable occurrences. It helps identify how factors are connected to 

respondents, acting as a tool to comprehend intricate interactions. This technique 

is essential for analyzing and discussing study objectives two, three, and four. 

Objective two examines how firm-created and user-generated social media 

communication and social influence impact views towards the PRS. Objective 

three explores the relationship between transaction costs, advertising, and brand 

image in marketing and how they influence attitudes about PRS. Objective four 

aims to examine the interactions between personal trust, financial literacy, 

financial risk tolerance, and investing experience in personal aspects, as well as 

the potential impact on attitudes towards PRS. 

4.6.1 Reliability Test  

 

Table 4.12: Result of Cronbach’s Alpha 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardised 

Items N of Items 

.937 .941 501 

 

         Source: SPSS Output 
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Table 4.12 is based on the total sample size of 501 respondents, used to 

evaluate the consistency and stability of the measurements taken from a given 

instrument or tool. The Cronbach's alpha coefficient is a widely employed metric 

for assessing the internal consistency reliability. It quantifies the extent to which 

the items in the scale or test accurately measure a single construct or notion. 

In this case, Cronbach's alpha coefficient was calculated to be .937, indicating 

high internal consistency reliability. This means that the items in the scale or test 

measure the same construct or concept and produce consistent results. 

In addition, the Cronbach’s alpha coefficient was computed using 

standardized items and found to be .941, which is somewhat more than the raw 

alpha coefficient. This implies that the standardized items in the scale or test 

exhibit a higher level of reliability compared to the original items. The N of items 

in the scale of test was 501, which is a large number and suggests that the scale or 

test is likely reliable across a wide range of conditions and situations. 

Overall, based on these reliability statistics, it can be concluded that the 

scale or test used in this study is a highly reliable instrument for measuring the 

intended construct or concept.  

 

Pilot Test Result 

This study utilized a survey questionnaire to explore the factors influencing 

attitudes toward PRS among working Malaysians in Klang Valley. To validate the 

questionnaire’s design, clarity, and reliability before full-scale data collection, a 
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pilot test was conducted with 54 respondents. These respondents, who were 

working professionals familiar with PRS, provided relevant insights that informed 

adjustments for the main analysis. The targeted selection of these respondents 

allowed the study to evaluate whether the survey items were well-understood and 

yielded reliable data on the factors and relationships central to the study. 

 

The questionnaire was structured in two parts: Part A covered 

demographic variables such as government support, age, income, and 

employment status, while Part B focused on social, marketing, and personal 

aspects influencing attitudes toward PRS. Attitude was measured as a mediator, 

and PRS was treated as the primary variable of interest. Results from the pilot test 

provided foundational insights, revealing that income was a significant factor 

influencing intentions to invest in PRS, with a strong correlation that aligns with 

findings by Lim et al. (2021), who observed a tendency for higher-income 

individuals to prioritize retirement savings. Additionally, the pilot test confirmed 

that attitude serves a mediating role in PRS investment decisions, supporting 

previous studies by Saad and Norashikin (2021) and Rashid et al. (2021) on the 

importance of attitude in shaping retirement planning intentions. 

 

The pilot test also highlighted the significance of social influence, 

transaction costs, advertising, brand image, and financial literacy in shaping PRS 

attitudes and intentions. However, it was observed that government support and 
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age were non-significant factors, consistent with the findings of Solehah and 

Haslindar (2023), who reported low correlation between government support and 

PRS investment. These preliminary findings underscore the importance of social, 

marketing, and personal factors in PRS investment behavior, laying essential 

groundwork for further analysis in the full study. 

 

For the main data collection, researchers targeted PRS investors in Klang 

Valley, Malaysia, specifically those who had invested in PRS since its launch in 

2012. Consent was obtained before administering the questionnaire, which was 

distributed via an online survey. A convenience sampling method yielded a 75.7 

percent response rate, with 54 out of 70 questionnaires completed. Table 1 

presents the demographic profiles of respondents, including key factors such as 

age, education, employment, and PRS investment duration, reflecting a varied 

sample representative of the Klang Valley working population. 

 

Factor analysis was conducted to examine the relationships between 

observable variables and latent factors. The pilot data were first analyzed through 

exploratory factor analysis to identify significant patterns, followed by 

confirmatory factor analysis using the SMART PLS approach, allowing a more 

refined understanding of relationships within the study. The Kaiser-Meyer-Olkin 

(KMO) measure of sampling adequacy was 0.709, indicating suitability for factor 

analysis, and Bartlett’s test of sphericity was significant with an approximate chi-
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square value of 109.375 (p = 0.000), further validating the appropriateness of 

factor analysis. A scree plot showed that two primary components with 

eigenvalues greater than one accounted for most of the data’s variability. 

 

Reliability analysis yielded a Cronbach's Alpha of 0.937, indicating strong 

internal consistency among the survey items and confirming that they adequately 

captured the intended constructs. Correlation analysis also supported the pilot 

findings on significant relationships, particularly between income and PRS, 

suggesting that higher income levels are positively associated with PRS 

investment intentions. Overall, the pilot test provided critical feedback that 

validated the questionnaire's design and highlighted the key factors influencing 

PRS attitudes, establishing a solid foundation for the main study. 
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Table 4.13: Result of Cronbach’s Alpha if Item Deleted 

 

Scale 

Mean if 

Item 

Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Private Retirement Scheme 

(PRS) 

    

B2 186.41 473.491 .334 .937 

B3 186.28 473.110 .341 .936 

 B4 185.69 475.880 .334 .936 

B5 185.89 467.761 .482 .935 

B6 185.96 468.640 .476 .935 

Attitude (ATT) 

C1 186.35 469.251 .468 .935 

C2 185.80 461.146 .708 .934 

C3 185.85 462.393 .721 .934 

C4 186.07 467.919 .596 .935 

C5 186.07 460.145 .759 .933 

Social Aspects 

Firm-Created Social Media (FC)     

D1 186.65 465.855 .610 .935 

D2 186.70 465.911 .627 .934 

D3 186.59 465.114 .649 .934 

User-Generated Social Media (UG)     

D24 186.65 464.157 .624 .934 

D25 186.57 472.551 .515 .935 

D26 186.48 472.783 .507 .935 

Social Influence (SI)     

D37 186.87 484.756 .065 .939 

D38 187.35 479.930 .175 .938 

D39 186.83 472.670 .339 .937 

Marketing Aspects 

Transaction Costs (TC)     

E11 185.83 476.292 .419 .936 

E12 186.30 466.288 .582 .935 

E13 185.91 478.274 .305 .936 

E14 185.67 483.962 .108 .938 

E15 186.24 481.960 .135 .938 
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Table 4.13: Result of Cronbach’s Alpha if Item Deleted (Continued) 

Advertisement (AD)     

E26 186.78 466.176 .519 .935 

E27 186.52 464.028 .614 .934 

E28 186.44 468.478 .560 .935 

E29 186.65 496.572 -.217 .940 

E210 186.26 473.101 .503 .935 

Brand Image (BI)     

 E311 186.35 469.138 .450 .936 

E312 186.00 465.321 .603 .935 

E313 186.31 469.465 .497 .935 

Personal Aspects     

Financial Literacy (FL)     

F11 185.93 462.636 .682 .934 

F12 185.80 469.260 .569 .935 

F13 185.85 475.449 .379 .936 

F14 185.78 474.855 .501 .935 

F15 185.87 472.907 .447 .936 

Financial Risk Tolerance (FR)     

F26 185.76 464.224 .679 .934 

F27 185.91 470.199 .420 .936 

F28 185.43 474.777 .472 .936 

F29 185.67 474.528 .481 .935 

F210 186.54 493.650 -.115 .940 

Personal Trust (PT)     

F311 185.93 471.089 .548 .935 

F312 185.98 475.943 .467 .936 

F313 185.85 476.808 .431 .936 

F314 185.89 472.855 .457 .936 

F315 186.24 465.771 .556 .935 

Investment Experience (IE)     

F416 185.89 464.629 .546 .935 

F417 185.91 462.086 .766 .934 

F418 185.94 465.035 .684 .934 

F419 185.98 470.283 .534 .935 

F420 186.09 466.463 .583 .935 

Source: SPSS Output 
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Table 4.13 provides the results of Cronbach's Alpha if each item in the scale 

is deleted. The purpose of examining the results of Cronbach's Alpha if an item is 

deleted is to evaluate the impact of each item on the overall reliability of the 

measuring scale. If the Cronbach's Alpha value increases after deleting an item, it 

indicates that the item is not contributing positively to the scale's reliability. 

The table is organized by the different constructs measured by the items in the 

scale, such as PRS, ATT, FC, UG, SI, TC, AD, BI, FL, FR, and PT. For each construct, 

the table lists the items in the scale and their corresponding results if deleted. 

For instance, let us consider the construct "PRS." If item PRS2 is deleted 

from the scale, the Cronbach's Alpha value increases from .937 to .941 if the item 

is deleted. This increase indicates that PRS2 is not contributing positively to the 

reliability of the PRS construct. Similarly, suppose PRS3, PRS4, PRS5, and PRS6 

are deleted from the scale. In that case, the Cronbach's Alpha value if the item is 

deleted also increases, indicating that these items are not contributing positively to 

the reliability of the PRS construct. 

In conclusion, if an item is deleted, the results of Cronbach's Alpha can 

help researchers identify problematic items that should be deleted from the scale 

to improve its reliability. However, researchers should also consider the 

theoretical relevance of each item before deciding to delete them from the scale. 
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4.6.2 KMO and Bartlett’s test 

 

 

Table 4.14: KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.852 

Bartlett's Test of 

Sphericity 

Approx. Chi-Square 22576.960 

df 1326 

Sig. .000 

Source: SPSS Output 

The Kaiser-Meyer-Olkin (KMO) method assesses the suitability of the 

data for factor analysis by examining the correlation structure among variables, as 

illustrated in Table 4.14. Greater numerical values indicate a higher level of 

relevance for factor analysis. The KMO value ranges from 0 to 1. The KMO 

rating in this instance was 0.852, which is typically regarded as favorable. 

 

Bartlett’s test of Sphericity yielded a statistically significant result, with a 

p-value of less than the α 0.01 level This supports the presence of factors in 

correlation matrix. Based on the principal component analysis, these initial 

communalities indicate the correlation between the variable and all other variables 

before rotation. Most communities are significant (>0.30); suggesting that the 

data is suitable for factor analysis. 
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4.6.3 Eigenvalues & Scree Plot 

 

The Eigenvalues of a factor represent the amount of the total variance 

explained by that factor, which uncovered a complex structure among the 

variables. Thirteen factors were identified with eigenvalues greater than 1, 

indicating that each of these components significantly contributes to explaining 

the variance in the dataset. Together, these thirteen components make for 

74.506% of the overall variation, with the first component alone accounting for a 

significant 23.209%. Subsequently, the second component contributes 11.756% of 

the variation, followed by the third component at 7.251%, and so on. The values 

progressively decrease for each successive component until the thirteenth 

component, which represents 2.005% of the variance.  
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Figure 4.1: Scree plot 
Source: SPSS Output 

 

 

The scree plot, depicted in Figure 4.1, presents a visual representation of 

these findings and assists in determining the optimal number of components to 

retain for subsequent study. The plot clearly shows a distinct point where the line 

representing eigenvalues starts to level off. This supports the decision to keep 

components with eigenvalues that are higher than the crucial value of 1. The 

presence of a 'elbow' in the scree plot often suggests that components beyond this 

point have less informational value and are likely to mostly reflect noise. As 
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stated by Shrestha (2021), the eigenvalue signifies the proportion of shared 

variance that may be assigned to underlying factors, as opposed to the variance 

that is particular to individual variables. The prominence of the first thirteen 

components in the scree plot highlights their significance and validates their 

inclusion for a more thorough analysis of the underlying patterns in the data. 

4.6.4 Factor Loading – Pattern Matrix 

 

The factor analysis identified thirteen (13) components from the pool of 

52 items. The pattern matrix of the study revealed among the 54 items in 

component 1, twelve (12) items (B5, B6, F11, F12, F13, F14, F15, F26, F27, 

F29, F419 & F420) contributed to the variance among the 52 items in the same 

component. Similarly, the analysis revealed that there were six (6) significant 

factors among the 52 items in component 2 (D11, D12, D13, D24, D25, D26). 

There are five (5) loaded items with a high level of variation out of the total 52 

items in component 3. These are F311, F312, F313, F314, and F315. There are 

five (5) loaded items of the variance in the component 4, specifically (E11, E12, 

E13, E14, E15). These items are part of a total of 52 items in the component. 

There are four (4) loaded items of the variance in component 5 (C2, C3, C4, C5). 

There are three (3) loaded items of variance among the 52 items in component 6 

(E311, E312, E313).  
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There are three (3) loaded items of variance among the 52 items in 

component 7 (E26, E27, E28). There are three (3) loaded items of variance 

among the 52 items in component 8 (D37, D38, D39). Three (3) loaded items of 

the variance are among the 52 items in component 9 (F416, F417, F418). There 

are two (2) loaded items of the variance among the 52 items in component 10 (B2, 

B4). There are two (2) loaded items of variance among the 52 items in 

component 11 (B3, E210). There are two (2) loaded items of variance among the 

52 items in component 12 (F28, F210). Only one (1) loaded item of the variance 

among the 52 items in component 13 (E29).  

 

The research investigation involves a comprehensive analysis of various 

components, each encompassing a distinct set of loaded items contributing to the 

overall variance within a dataset comprising 52 items. Component 1, the largest of 

these components, incorporates twelve items (B5, B6, F11, F12, F13, F14, F15, 

F26, F27, F29, F419, and F420) that address critical aspects of individuals' 

knowledge and perceptions concerning PRS investments, spanning topics such as 

investment philosophy, risk assessment, financial planning, and familiarity with 

conventional investment principles. 

 

Component 2 comprises six loaded items (D11, D12, D13, D24, D25, and 

D26) that evaluate PRS providers' social media communications and feedback, 

reflecting participants' expectations, performance assessments, and overall 
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satisfaction with these communications. Component 3 comprises five loaded 

items (F311, F312, F313, F314, and F315), exploring individuals' perceptions of 

PRS agents' honesty, ability to honor agreements, and effectiveness in handling 

investment-related issues. Additionally, this component delves into trust and 

reliance on agents to address retirement fund concerns. 

 

Component 4, featuring five loaded items (E11, E12, E13, E14, and E15), 

examines transaction costs in PRS investments, encompassing participants' 

willingness to cover these costs, preferences for reasonable transaction costs, and 

the impact of transaction costs on their investment decisions. Component 5, 

represented by four loaded items (C2, C3, C4, and C5), delves into the 

meaningfulness of PRS investments for post-retirement life, the wisdom of 

engaging in PRS investments, their perception as a safe retirement fund 

alternative, and the ease of understanding PRS investments. 

 

Component 6 incorporates three loaded items (E311, E312, and E313), 

evaluating participants' perceptions of PRS provider brands, emphasizing 

investment returns, positive symbolic meaning, and expectations of a pleasant 

service experience. Component 7, consisting of three loaded items (E26, E27, and 

E28), centers on the knowledge and confidence derived from advertisements 

about different types of PRS. 
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Component 8, with three loaded items (D37, D38, and D39), explores the 

influence of social networks and observations on PRS investment intentions, 

including learning from friends, family member interactions, and observations of 

friends' PRS investments. Component 9, represented by three loaded items (F416, 

F417, and F418), considers investment experience, trust in PRS investments, and 

future investment intentions within PRS. 

 

Component 10 comprises two loaded items (B2 and B4) addressing the 

influence of social networks and individual financial knowledge on PRS purchase 

intentions. Component 11, incorporating two loaded items (B3 and E210), 

evaluates the impact of marketing activities and the desire for experience 

feedback from advertisements on PRS purchase intentions. Component 12, with 

two loaded items (F28 and F210), explores the importance of risk considerations 

and the influence of unexpected situations on investment decisions. 

 

Lastly, Component 13 is represented by a single loaded item (E29), 

investigating individuals' confidence in considering PRS based on advertisements. 

These diverse components and their respective items collectively form a 

multifaceted framework that underpins our analysis, enabling a comprehensive 

exploration of factors influencing individuals' perceptions, intentions, and 

decisions within the realm of PRS investments. 
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4.6.5 Exploratory Factor Analysis (EFA) for Social, Marketing and Personal 

Aspects towards Private Retirement Scheme (PRS) 

 

Significant findings for EFA are based on the factor loading above, Table 

4.14; most of the factor loadings were above 0.5-0.6, which indicates these items are 

strongly associated with each latent construct of factor. Higher factor loadings 

generally indicate stronger relationships between items and factors (Hair et al., 2019). 

For PRS factors B2 to B6, all factor loading values are highly significant, 

exceeding 0.5, indicating that social influences, marketing activities, individual 

financial knowledge, knowledge of PRS, and investment risk tolerance 

significantly impact the PRS participation. 

Regarding Attitude factors C2 to C5, all factor loading values are above 

0.5, except for C1, which falls below 0.5. This may be a typographical error or a 

misunderstanding of the question. It can be rephrased as "I believe that investing 

in PRS can enhance my financial knowledge." Another plausible reason for the 

low factor loading of item C1 ("I think investing in PRS investment can enhance 

an individual’s financial knowledge") within the Attitude factor may be due to the 

notion that investing in PRS does not inherently lead to an enhancement in 

financial knowledge. For many investors, engagement with PRS investments does 

not necessarily correlate with active learning or an increase in financial literacy. 

Research suggests that a significant portion of investors may lack both the interest 

and time to thoroughly understand or research their investment choices, a trend 
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observed among passive and low-engagement investors (Lusardi & Mitchell, 

2017; Van Rooij, Lusardi, & Alessie, 2011). 

Factors D11 to D13 exhibit factor loading values exceeding 0.5 and are 

highly significant in relation to questions about Firm-Created Social Media. This 

aligns with Schivinski and Dabrowski's (2016) research, which concludes that 

firm-created social media significantly impacts consumer attitudes toward brands. 

 

Table 4.15: Results of Exploratory Factor Analysis (EFA) 
 PRS 

PRS (Private Retirement Scheme)  

B2: Social influences (e.g., influence by friends and family) affect PRS purchase 

intention. 

.686 

B3: Marketing activities (e.g., advertising, promotion) influence PRS purchase 

intention. 

.687 

B4: Individual financial knowledge affects PRS purchase intention. .936 

B5: I have the knowledge of PRS’s investment philosophy and policy. .788 

B6: I perceive the level of investment risk in the overall PRS. .575 

ATT (Attitude)  

C1: I think investing in PRS investment can enhance an individuals' financial 

knowledge. 

.313 

C2: I think that PRS investment is meaningful for my post-retirement life. .923 

C3: I think it is wise for me to engage in PRS investment. .934 

C4: I think PRS investment is a safe alternative to fund my retirement years. .806 
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C5: I find PRS investment easy to understand. .567 

Social Aspects  

FC (Firm Created Social Media)  

D11: The level of the PRS Provider’s social media communications meets my 

expectations. 

.785 

D12: The PRS Provider’s social media communications perform well. .847 

D13: I am satisfied with this Provider’s social media communications. .852 

UG (User Generated Social Media)  

D24: The level of the PRS Provider’s social media communications feedback are 

up to my expectations. 

.906 

D25: The PRS Provider’s social media communications of users’ feedback 

perform well and is very good. 

.933 

D26: I am satisfied with the social media communications feedback expressed by 

the PRS Providers. 

.933 

SI (Social Influence)  

D37: I learned from my friend about how to invest in PRS investment. .849 

D38: My family member gave me to give more information about PRS 

investment. 

.559 

D39: Observing my friends investing in PRS enhanced my intention to invest in 

PRS. 

.873 

Marketing Aspects  

TC (Transaction Costs)  

E11: I pay my own expected transaction costs for the investment. .713 

E12: I would like to use it as the transaction costs is reasonable.  .654 

E13: I will invest in PRS with low transaction costs. .863 

E14: I would like to invest in PRS without transaction costs. .883 

E15: The transaction costs concerns my investment decision in PRS investment. .810 
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AD (Advertisement)  

E26: I feel getting the knowledge of private retirement schemes from the 

advertisement. 

.637 

E27: I have confidence in the different quality of private retirement schemes that 

are advertised. 

.928 

E28: I feel confident about the different types of private retirement schemes that 

are available from the advertisement. 

.936 

E29: I have less confidence in considering this private retirement scheme from the 

advertisement. 

.641 

E210: I would like to receive the experience feedback for the private retirement 

scheme from the advertisement.  

.723 

BI (Brand Image)  

E311: I feel PRS Provider’s brand possesses a good investment return. .950 

E312: I am satisfied with this PRS Provider’s brand possessing a positive 

symbolic meaning (good reputation, credibility, and positive image). 

.959 

E313: I feel the PRS Provider’s brand can provide me with a pleasant service 

experience. 

.941 

Personal Aspects  

FL (Financial Literacy)  

F11: I am knowledgeable about how the PRS system works. .839 

F12: I am knowledgeable about financial planning for retirement. .927 

F13: I am confident in my ability to do retirement planning. .957 

F14: When I have a need for financial services, I know where to obtain 

information on what to do. 

.779 

F15: I am knowledgeable about conventional principles related to investment 

(risk and return, stock, and bond investment). 

.892 

FR (Financial Risk Tolerance)  

F26: I am aware of the overall PRS's level of investment risk. .559 

F27: I prefer investments that have higher returns even though they are riskier. .738 
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F28: I think it is important to consider the level of risk when I do investment. .582 

F29: I think I should take investment risk to ensure financial stability in 

retirement. 

.510 

 

F210: If an unexpected situation occurs, I will never choose to invest in PRS 

investment. 

.582 

PT (Personal Trust) .723 

F311: The agents of the PRS provider present to me the features and benefits of 

the PRS investment honestly. 

.936 

F312: The agents of the PRS provider honor the agreement made with me. .962 

F313: My PRS investment issues are well handled by the agents of the PRS 

provider. 

.966 

F314: I can trust the PRS provider’s agent judgment based on my investment 

preferences. 

.868 

F315: I can rely on the PRS provider’s agent to solve my retirement fund issues. .507 

IE (Investment Experience)  

F416: I have investment experience in PRS. .675 

F417: I trust PRS investment. .674 

F418: I am likely to invest in PRS in the near future. .645 

F419: I am knowledgeable about stock market performance in PRS investment. .861 

F420: I am knowledgeable about bond market performance in PRS investment.  .853 

Source: SPSS Output 

 

Factors D24 to D26 also display factor loading values exceeding 0.5 and 

are highly significant in User-Generated Social Media. Schivinski and Dabrowski 

(2016) found that user-generated content on social media has a favourable impact 

on brand attitudes. Factors D37 to D39, with factor loading values exceeding 0.5, 

are highly significant regarding user social influence. This finding aligns with a 
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study by Kimiyaghalam et al. (2017), which shown that an individua’s family 

experience has an impact on their planning behaviour. 

Factors E11 to E15 exhibit factor loading values exceeding 0.5 and are 

highly significant for transaction costs. This is corroborated by Jiang, Liao, Wang, 

and Xiang's (2020) research, which suggests that well-informed investors are 

more attuned to fee-related matters and tend to avoid high-fee investment options. 

Factors E26 to E210 show factor loading values exceeding 0.5 and are highly 

significant in the context of Advertisement. Chukwu, Kanu, and Ezeabogu's 

(2019) study demonstrates a positive relationship between emotional and 

environmental responses, brand awareness, sensory-stimulated advertising, and 

consumer buying behavior. 

Factors E311 to E313 display factor loading values exceeding 0.5 and are 

highly significant for Brand Image. Cham et al. (2021) found that brand image 

positively impacts a company's competitive edge and is influenced by social and 

marketing aspects. Factors F11 to F15, with factor loading values exceeding 0.5, 

are highly significant concerning financial literacy. Niu, Zhou, and Gan (2020) 

conclude that financial literacy strongly and positively influences various aspects 

of retirement preparation. 

Factors F26 to F210 exhibit factor loading values exceeding 0.5 and are 

highly significant for Financial Risk Tolerance. Zakaria, Nor, and Ismail (2017) 

suggest that financial risk tolerance is pivotal in stimulating household saving and 
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investment behavior, which is positively associated with financial literacy. 

Factors F311 to F315 show factor loading values exceeding 0.5 and are highly 

significant in Personal Trust. Akhgai, Bruning, Finlay, and Bruning (2018) 

identified trust mediating the relationship between attitudes and loyalty. 

Factors F416 to F420 display factor loading values exceeding 0.5 and are 

highly significant for Investment Experience. Lian, Ma, and Wang (2019) provide 

evidence that both investment and work experience in finance positively affect 

overall risk-taking behavior. 

4.7 Multivariate Analysis of Covariance (MANCOVA) 

 

Multivariate analysis of Covariance (MANCOVA) is a statistical 

procedure that involves analysing numerous independent variable (also known as 

predictor variables) and multiple dependent variables (also known as outcome or 

criterion variables) concurrently using matrix algebra. It is crucial to acknowledge 

that most multivariate investigations are of correlational nature. Human behavior 

is very intricate. Behaviors, emotions, cognitions, and attitudes are seldom 

reducible to a single or dual variables. In addition, many characteristics, such as 

speed in running, cannot be easily quantified but rather must be deduced from 

constructs that are assessed by multiple factors or variables. The researcher is 

required to formulate their perspective on reality (observations about humans) and 

develop several metrics to evaluate these concepts. The researcher asks two 
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questions, “Do I have anything important?” and “If so, what do I have?” The first 

question inquires whether the designated model, derived from the researcher’s 

observations of a particular feature of human behaviour, effectively encompasses 

the observed phenomenon. The second seeks to determine the most optimal 

explanation for the relationship between the variables. This process is especially 

pertinent to the findings and discussions of research objective six, which aims to 

assess the correlation between the moderating influences of government support, 

age, and income on the PRS in Malaysia. 

 

 

4.7.1 Box’s Test of Equality of Covariance Matrices 

 

Box's test of equality of covariance matrices, often called Box's M test, is 

a statistical test used in multivariate analysis to assess whether the covariance 

matrices of two or more groups or samples are equal. The primary purpose of this 

test is to determine if the assumption of homogeneity of variances-covariances 

across groups or conditions is met. 
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Table 4.16: Box's Test of Equality of Covariance Matricesa 

Box's M 
107.379 

F 4.992 

df1 21 

df2 72100.870 

Sig. .068 

Notes 

Tests the null hypothesis that the observed covariance matrices of the dependent 

variables are equal across groups. 

a. Design: Intercept + Income 

Source: SPSS Output 

 

In essence, the hypothesis of interest can be framed as follows: 

Ho: The observe covariance matrices of the dependent variables are equal 

across the group. 

HA: The observed covariance matrices of the dependent variables are not 

equal across the group. 

 

Table 4.16 above represents the results of Box's Test of Equality of 

Covariance Matrices for a comparison between two groups concerning their 

covariance matrices in a statistical analysis. The computed Box's M statistic was 

107.379, accompanied by an associated F-statistic of 4.992 with 21 degrees of 

freedom for the numerator and approximately 72100.870 degrees of freedom for 

the denominator. The extremely low significance level (p < 0.005) indicates 

statistically significant differences in the covariance matrices of the dependent 
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variables between the two groups. In practical terms, this suggests that the 

variances and covariances of the dependent variables are not equal across the two 

groups, which is an essential consideration for subsequent multivariate analyses 

that assume equal covariance matrices across groups. 

4.7.2 Multivariate Test 

 

Multivariate tests are valuable statistical techniques that allow for the 

simultaneous exploration of relationships between multiple dependent variables 

and one or more independent variables. Four widely employed multivariate tests 

include Multivariate Analysis of Variance (MANOVA), which evaluates 

differences among groups in multiple dependent variables; Multivariate Analysis 

of Covariance (MANCOVA), an extension of MANOVA that incorporates 

covariates into the analysis), Canonical Correlation Analysis (CCA) reveals 

associations between two sets of variables, and Multivariate Regression models 

the intricate relationships between multiple outcomes and predictor variables. 

These tests serve as essential tools, particularly in complex data analysis, enabling 

researchers to gain insights into how various factors collectively impact multiple 

variables, ultimately providing a holistic view of the data and its underlying 

patterns. Based on the results in Table 4.16, it was found that only government 

support and income yielded statistically significant results among the variables 

under consideration. 
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Table 4.17 Multivariate Tests 

Effect Value F Hypothesis df Error df Sig. 

Intercept Pillai's Trace .994 40274.933b 2.000 458.000 .000 

Wilks' 

Lambda 
.006 40274.933b 2.000 458.000 .000 

Hotelling's 

Trace 

175.87

3 
40274.933b 2.000 458.000 .000 

Roy's Largest 

Root 

175.87

3 
40274.933b 2.000 458.000 .000 

Age Pillai's Trace .024 1.407 8.000 918.000 .189 

Wilks' 

Lambda 
.976 1.405b 8.000 916.000 .190 

Hotelling's 

Trace 
.025 1.402 8.000 914.000 .192 

Roy's Largest 

Root 
.015 1.709c 4.000 459.000 .147 

Income Pillai's Trace .057 1.939 14.000 918.000 .020 

Wilks' 

Lambda 
.943 1.954b 14.000 916.000 .019 

Hotelling's 

Trace 
.060 1.969 14.000 914.000 .017 

Roy's Largest 

Root 
.055 3.583c 7.000 459.000 .001 

Governm

ent 

Pillai's Trace .051 12.385b 2.000 458.000 .000 

Wilks' 

Lambda 
.949 12.385b 2.000 458.000 .000 

Hotelling's 

Trace 
.054 12.385b 2.000 458.000 .000 

Roy's Largest 

Root 
.054 12.385b 2.000 458.000 .000 

Notes 

a. Design: Intercept + Age + Income + Government  

b. Exact statistic 

c. The statistic is an upper bound on F that yields a lower bound on the significance level. 

d. Computed using alpha = .05 
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From Table 4.17 above, the exceptionally low p-values (Sig.) suggest that, 

overall, the "Intercept" variable has a very substantial effect on the dependent 

variables. However, the "Income" and “Government” variables have a more 

minor but statistically significant influence. It is possible that the numbers were 

computed precisely rather than approximating them, as indicated by the "Exact 

statistic" note (b). Furthermore, the "Roy's Largest Root" statistic for the 

"Income" effect (c) suggests that it represents a very low significance level and 

acts as an upper bound on F-statistics. Lastly, the statistical power of the analysis 

is shown by the "Observed Power" (d), which seems to be relatively high, 

particularly for the "Income" and “Government” impact. This indicates that the 

analysis has a high degree of accuracy in identifying real effects. The significance 

of these tests, exceeding the predetermined α level of 0.05, suggests that income 

and government support hold statistical significance concerning both the 

dependent variables, PRS, and intention.  

Based on the results presented in Table 4.17, it is important to clarify that 

the statistical significance of the variables Income and Government support is 

confirmed by p-values that are below the predetermined alpha level of 0.05, rather 

than exceeding it. This indicates that these variables have a measurable effect on 

the dependent variables, PRS and attitude. Specifically, the intercept shows 

exceptionally low p-values (0.000) across all tests (Pillai's Trace, Wilks' Lambda, 

Hotelling's Trace, and Roy's Largest Root), suggesting a substantial baseline 

effect of the intercept on the dependent variables. 



 

227 
 

For Income, p-values of 0.020 (Pillai’s Trace), 0.019 (Wilks' Lambda), 

and 0.017 (Hotelling’s Trace) indicate statistical significance, meaning variations 

in income levels contribute meaningfully to variations in PRS and attitude. The 

Roy’s Largest Root statistic for Income, with a p-value of 0.001, acts as an upper 

bound for the F-statistic, highlighting a strong association with the dependent 

variables. Similarly, Government support shows significant effects, with p-values 

at 0.000 across all tests, confirming that government support influences PRS and 

attitude outcomes. 

Moreover, the observed power for Income and Government is high, 

indicating strong confidence in detecting real effects within the model. Therefore, 

the statistical significance of Income and Government support, underscored by p-

values below the alpha level and high observed power, suggests that these 

variables hold a significant impact on PRS and attitude in this analysis. 

 

 



 

228 
 

4.7.3 Test of Between-Subjects Effects 

 

Table 4.18 Tests of Between-Subjects Effects 

Source 

Depende

nt 

Variable 

Type II 

Sum of 

Squares df 

Mean 

Square F Sig. 

Partial Eta 

Squared 

Observed 

Powerc 

Corrected 

Model 

PRS 13.168a 41 .321 2.08 .000 .157 1.000 

Attitude 17.435b 41 .425 2.53 .000 .185 1.000 

Intercept PRS 
8184.880 1 

8184.88

0 
52949.57 .000 .991 1.000 

Attitude 
8355.521 1 

8355.52

1 
49779.10 .000 .991 1.000 

Age PRS .930 4 .233 1.51 .200 .013 .467 

Attitude .990 4 .248 1.48 .209 .013 .458 

Income PRS 3.799 7 .543 3.52 .001 .051 .969 

Attitude .496 7 .071 .42 .889 .006 .187 

Government PRS 2.211 1 2.211 14.31 .000 .030 .965 

Attitude 2.894 1 2.894 17.24 .000 .036 .985 

Error PRS 
70.952 

45

9 
.155     

Attitude 
77.044 

45

9 
.168     

Total PRS 
8269.000 

50

1 
     

Attitude 
8450.000 

50

1 
     

Corrected 

Total 

PRS 
84.120 

50

0 
     

Attitude 
94.479 

50

0 
     

Notes 

a. R Squared = .157 (Adjusted R Squared = .081) 

b. R Squared = .185 (Adjusted R Squared = .112) 

c. Computed using alpha = .05 

Source: SPSS Output 
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Table 4.18 shows the results of an analysis of the variance test. It suggests 

that PRS and attitude are statistically significant in explaining the variation in the 

dependent variables, with attitude having a slightly larger effect size. Age is not 

statistically significant, while income is significant for PRS but not for attitude. 

Age likely has minimal impact here because individuals across different age 

groups may share similar views and attitude toward PRS participation. This 

suggests that other factors, such as income, financial literacy, and government 

support, are more influential in shaping intentions toward PRS investments than 

age itself. 

Research supports that investment behaviors are often driven more by financial 

stability, knowledge, and policy support than by age alone (Lusardi & Mitchell, 2017; 

Clark, Lusardi, & Mitchell, 2020). Thus, focusing on financial education and 

government support for PRS across all age groups may be more effective in 

encouraging investment, as age alone does not appear to be a strong predictor. 

Government support is highly significant for both PRS and attitude. 

Therefore, it is essential to have government support, and people should follow 

the guidelines set by the government. 

 

4.7.4 Pairwise Comparisons 

 

The correlation between income and PRS can be succinctly summarized as 

follows based on the paired comparison in Table 4.19: 



 

230 
 

Table 4.19:  Post Hoc tests of Pairwise Comparison of the Relationships 

Among Income Groups and PRS. 
Categories Income Groups Sig-P value Significant at 

PRS Less than or equal to 

RM4,000 vs Between 

RM7,001 and RM8,000 

0.005 1% 

 Less than or equal to 

RM4,000 vs Between 

RM8,001 and RM9,000 

0.041 5% 

 Less than or equal to 

RM4,000 vs RM10,000 

and above 

0.001 1% 

 Between RM5,001 and 

RM6,000 vs Between 

RM7,001 and RM8,000 

0.012 5% 

 Between RM5,001 and 

RM6,000 vs RM8,001 and 

RM9,000 

0.073 10% 

 Between RM5,001 and 

RM6,000 vs RM10,000 

and above 

0.004 1% 

Attitude Between RM4,001 and 

RM5,000 vs RM8,001 and 

RM9,000 

0.060 10% 

 Others Not significant 

Source: SPSS Output 

 

Table 4.19 presents a juxtaposition of income, consumer attitude, income 

group, and PRS investment. Only six groups showed statistical significance in 

relation to PRS at α level of 0.05. These groups were: less than or equal to 

RM4,000 compared to between RM7,001 and RM8,000; less than or equal to 

RM4,000 compared to between RM8,001 and RM9,000; less than or equal to 

RM4,000 compared to RM10,000 and above; between RM5,001 and RM6,000 

compared to between RM7,001 and RM8,000; between RM5,001 and RM6,000 
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compared to RM8,001 and RM9,000; and between RM5,001 and RM6,000 

compared to RM10,000 and above. Nevertheless, there was no significant 

correlation observed between attitude and any income groups. 

 
Figure 4.2:  Estimated Marginal Means between PRS and Income 

 

 

Based on Figure 4.2 above, it is evident that PRS holds a high significance 

level for individuals earning between RM8,001 to RM9,000. Consistent with 

Straub’s (2019) research, it is found that those with higher incomes have a 

propensity to save a greater amount compared to those with lower incomes. 
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Figure 4.3: Estimated Marginal Means between Attitude and Income 

 

 

The above figure, Figure 4.3, indicates that individuals earning between 

RM4,001 to RM5,000 are likely to shift their attitude towards investing in PRS 

more rapidly. Individuals earning between RM9,001 to RM10,000 are likely to 

experience a shift in their attitude towards investing in PRS, while those earning 

more than RM10,000 may exhibit a decreased PRS participation. 
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Table 4.20:  Post Hoc tests of Pairwise Comparison of the Relationships 

Among Age Groups and PRS. 
Categories Age Groups Sig-P value Significant at 

PRS 21-30 vs 41-50 0.013 5% 

 21-30 vs more than 60 0.005 5% 

 31-40 vs 51-60 0.032 5% 

 31-40 vs more than 60 0.000 5% 

 41-50 vs 21-30 0.013 5% 

 41-50 vs 51-60 0.004 5% 

 41-50 vs more than 60 0.000 5% 

 51-60 vs 31-40 0.032 5% 

 51-60 vs 41-50 0.004 5% 

 51-60 vs more than 60 0.017 5% 

Attitude 21-30 vs 31-40 0.018 5% 

 21-30 vs more than 60 0.004 5% 

 31-40 vs 21-30 0.018 5% 

 31-40 vs 51-60 0.033 5% 

 31-40 vs more than 60 0.000 5% 

 41-50 vs more than 60 0.001 5% 

 51-60 vs 31-40 0.033 5% 

 51-60 vs more than 60 0.006 5% 

 Others Not significant 

Source: SPSS Output 

 

The provided table, identified as Table 4.20, displays a comparison of the 

age group, consumer attitude, and PRS investment. Ten groups were determined 

to have statistical significance in relation to PRS at α level of 0.05, which are ages 

between 21 to 30 vs. between age between 41 to 50, ages between 21 to 30 vs. age 

more than 60, ages between 31 to 40 vs. age 51 to 60, ages between 31 to 40 vs. 
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age more than 60, age between 41-50 vs age 21 to 30, age between 41 to 50 vs 

age 51 to 60, age between 41-50 vs. more than 60, age between 51 to 60 vs. age 

41 to 50 and age between 51 to 60 vs more than 60. As for attitude, there were 

eight groups significant to PRS at α level 0.05, which are age  21 to 30 vs. 31 to 

40, age 21 to 30 vs. more than 60, age 31 to 40 vs. age 21 to 30, age 31 to 40 vs. 

age 51 to 60, age 31 to 40 vs. more than 60, age 41-50 vs. more than 60, age 51 to 

60 vs. age 31 to 40 and age 51 to 60 vs more than 60.                  

 

 
Figure 4.4 Estimated Marginal Means between PRS and Age  

 

 

Figure 4.4 above individuals in the over-60 age group have the highest 

intention to invest in the PRS while those in the 41-50 age group show the lowest 

intention among the studied groups. Linking these findings to the research 
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objective 6, the moderating effects of age on the intention to invest in PRS in 

Malaysia seem to be significant. The variance in intention across age groups 

underscores the importance of age as a moderating factor. These findings align 

with life cycle theory, which suggest that individuals plan their savings and 

investments based on their stage in the life cycle, and theory of planned behavior, 

which posits that an individual’s intentions towards certain behaviors (such as 

investing) can be predicted by their attitude towards the behavior, subjective 

norms, and perceived behavioral control. 

 

 

Figure 4.5 Estimated Marginal Means between Consumer Attitude and Age 

 

 

Figure 4.5 displays a clear trend where the consumer attitude towards 

investing in the PRS varies significantly with age. The strongest positive attitude is 
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observed in individuals over the age of 60, while the lowest is among those age 31 

to 40. Therefore, age appears to be a significant factor influencing the attitude 

towards PRS investment. The trend suggests that as people age, their attitude 

towards investing in PRS becomes more positive, possibly due to increased future 

orientation and a sense of urgency regarding retirement planning. The considerable 

moderating effects of age and the consumer’s attitude are linked to research 

objective 6. This finding is in line with the theory of planned behavior, which posits 

that older individuals may exhibit more favourable attitude towards PRS due to 

societal norms about the important of retirement planning, or they might feel a 

greater sense of control over their financial future by investing in PRS. 

 

 
Figure 4.6 Estimated Marginal Means between Consumer Attitude and  

      Government Support 

 

Figure 4.6 demonstrates a conspicuous increasing trend, suggesting a 

favourable association between government assistance and consumer attitude 

No 
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towards participating in the PRS. Individuals who receive government support 

(labelled as "Yes") exhibit a greater estimated marginal mean of attitude in 

comparison to those who do not receive government support (labelled as "No"). The 

connection between this outcome and the research purpose can be established 

through many means. The graph directly supports the notion that government support 

has a positive effect on consumer attitude towards PRS. Tax relief and other 

incentives likely make PRS investment more attractive, and thus individuals who are 

aware of or who receive government support exhibit a more favorable attitude. This 

aligns with the Life-Cycle theory, which proposes that individuals mentally 

categorise their money into distinct "buckets" and are more inclined to save if they 

can readily place it into a designated 'savings' bucket. Government assistance might 

establish a mental accounting system that promotes investments in PRS. 

4.8 Confirmatory Factor Analysis (CFA) for Social, Marketing and Personal 

Aspects towards Private Retirement Scheme (PRS) using PLS-SEM 

The Confirmatory Factor Analysis (CFA) conducted on the Social, 

Marketing, and Personal Aspects related to PRS is primarily focused on the 

findings of Objective One, which aims to determine the factors influencing these 

aspects in Malaysia. This objective aims to reveal and validate these elements' 

fundamental structure and impact on attitude towards PRS, making it highly 

relevant to using CFA in this context. Firstly, the preliminary analysis will be 

explained in 4.8.1. 
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4.8.1 Preliminary analysis 

 

Preliminary analysis, or exploratory factor analysis (EFA), refers to the 

initial examination of a dataset to comprehend its properties, detect trends, and 

acquire insights prior to conducting formal statistical studies. It involves examining 

the data using graphical and summary statistical techniques to understand its 

distribution, relationships, and potential outliers or missing values. Preliminary 

analysis is often conducted to guide subsequent data cleaning, modeling, and 

hypothesis testing. This study will conduct a preliminary analysis, including 

missing data, univariate outliers, multivariate outliers, non-response bias, common 

method bias, and normality before the primary analysis. This analysis was 

conducted in section 4.7 under the first part of the analysis using SPSS. This is 

followed by the confirmatory factor analysis (CFA), with residual analysis, 

discriminant validity, fornell lacker, heteroit monotrait, cross loading, assessment 

structural model, variance inflation factor, R square, F square and Q square. 

 

4.8.1.1 Missing data 

 

Missing data refers to the absence or incomplete information in a dataset. 

It occurs when one or more values are not recorded or are unavailable for specific 

variables or observations. Missing data can occur due to various factors, including 

human mistakes, problems with the data collection, survey non-response, or 

technical problems. According to the detailed missing data analysis presented in 

Table 4.21, our dataset is exemplary in its completeness, with zero instances of 
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missing data reported across all variables. Each participant contributed complete 

information for every item queried, covering a broad assortment of 23 variables, 

ranging from basic demographics to more nuanced indicators of financial literacy 

and behavior. The full absence of missing entries not only speaks to the efficacy 

of our data collection methodology but also bolsters the dataset's reliability for 

complex analytical procedures, such as confirmatory factor analysis and structural 

equation modeling. Ensuring such data integrity is paramount, as it upholds the 

analytical robustness and validity of the study's outcomes, thereby reflecting a 

true representation of the sample without the distortions that missing data could 

impose (Enders, 2017; Little & Rubin, 2019). These measures are aligned with 

best practices in statistical analysis and data handling, affirming our commitment 

to high-quality research standards (Schafer & Graham, 2002; van Buuren, 2018). 
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Table 4.21: Missing Data Analysis 

Variable N N of item N of missing 

Age 501 1 0 

Gender 501 1 0 

Marital 501 1 0 

Ethnicity 501 1 0 

Education 501 1 0 

Employment 501 1 0 

Occupation 501 1 0 

Income 501 1 0 

Tax 501 1 0 

Duration 501 1 0 

PRS Provider 501 1 0 

PRS 501 6 0 

ATT 501 5 0 

FC 501 3 0 

UG 501 3 0 

SI 501 3 0 

TC 501 5 0 

AD 501 5 0 

BI 501 3 0 

FL 501 5 0 

FR 501 4 0 

PT 501 5 0 

IE 501 5 0 

 

 

4.8.1.2 Outliers 

 

 

Outliers are data points that exhibit significant deviation from the general 

pattern of a dataset, often resulting in a significant influence on statistical analysis 

and consequences. These deviations might arise from various sources, including 

measurement errors, errors in data input, or natural variations in data (Hawkins, 

1980). High or low outliers can skew statistical measures like the mean, leading to 

potentially misleading representations of the data's central tendency (Osborne and 

Overbay, 2004). It is crucial to identify outliers to ensure the accuracy of statistical 

estimations and gaining insights into the characteristics of the analysed data. 
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Univariate and multivariate outliers are the two primary types identified in 

statistical analysis. Univariate outliers stand out in a single dimension of 

measurement, while multivariate outliers are those that represent an unusual 

combination across several dimensions (Rousseeuw & Leroy, 2005). Detecting 

outliers is an essential step in data preprocessing, not simply to exclude them from 

analysis but to confirm their validity and examine their influence on the research 

conclusions (Barnett and Lewis, 1994). 

Testing for outliers is essential since it helps maintain integrity and 

reliability of the data analysis. This process aids researchers in distinguishing 

between errors and genuine data points that could offer additional insights or 

warrant further investigation. Through rigorous examination, outliers can be 

understood and appropriately managed, thus preserving the integrity of the 

statistical findings and contributing to the reliability of the study (Aggarwal, 2013). 

 

4.8.1.3 Univariate outliers 

 

A univariate outlier refers to an extreme value or observation that deviates 

significantly from the overall pattern of a single variable. It is an outlier identified 

within a single variable analysis context without considering the relationships with 

other variables. In this study, univariate outliers will be identified using the z score. 

Based on Tabanachick and Fidell (2019), the data is considered outliers if the z score 

falls out of the range of -3.29 to +3.29. According to the findings, one indicator 
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demonstrated a z score out of range (-4.41). Therefore, two cases (1,2) were omitted 

at the stage of univariate outlier. Further analysis will be used in 499 cases. 

 

 

Table 4.22: Assessment of Univariate Outliers 

Z score N Minimum Maximum 

Zscore(B1) 501 -7.84232 0.12726 

Zscore(B2) 501 -1.81043 2.09075 

Zscore(B3) 501 -1.65305 2.48784 

Zscore(B4) 501 -1.56158 1.81790 

Zscore(B5) 501 -2.78653 1.58981 

Zscore(B6) 501 -1.89986 1.65175 

Zscore(C1) 501 -2.83045 2.40867 

Zscore(C2) 501 -2.79539 2.05060 

Zscore(C3) 501 -2.77701 2.09613 

Zscore(C4) 501 -1.64376 1.89828 

Zscore(C5) 501 -2.24166 1.42252 

Zscore(D11) 501 -2.26483 2.60504 

Zscore(D12) 501 -2.19783 2.60353 

Zscore(D13) 501 -2.27886 2.61417 

Zscore(D24) 501 -2.34826 2.55373 

Zscore(D25) 501 -2.41025 2.59335 

Zscore(D26) 501 -2.44540 2.57569 

Zscore(D37) 501 -2.94031 1.13276 

Zscore(D38) 501 -2.59268 1.84812 

Zscore(D39) 501 -3.10616 1.16126 

Zscore(E11) 501 -1.82855 2.12017 

Zscore(E12) 501 -2.39154 2.12131 

Zscore(E13) 501 -2.36974 1.48494 

Zscore(E14) 501 -2.20064 1.10527 

Zscore(E15) 501 -2.34427 1.34326 

Zscore(E26) 501 -3.02804 1.94589 

Zscore(E27) 501 -2.54448 2.68719 

Zscore(E28) 501 -2.49042 2.61613 

Zscore(E29) 501 -2.50610 2.17299 

Zscore(E210) 501 -1.81565 2.30038 

Zscore(E311) 501 -4.40993 1.51730 

Zscore(E312) 501 -1.70677 1.62044 

Zscore(E313) 501 -3.13803 1.60690 

Zscore(F11) 501 -2.51853 1.36388 

Zscore(F12) 501 -3.11672 1.60549 
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Zscore(F13) 501 -3.12243 1.51952 

Zscore(F14) 501 -1.90668 1.68448 

Zscore(F15) 501 -2.81198 1.47879 

Zscore(F26) 501 -2.12888 1.63327 

Zscore(F27) 501 -2.51840 1.98774 

Zscore(F28) 501 -2.21458 1.43511 

Zscore(F29) 501 -3.01405 1.85704 

Zscore(F210) 501 -2.90837 1.65455 

Zscore(F311) 501 -2.20837 2.59160 

Zscore(F312) 501 -2.27364 2.73336 

Zscore(F313) 501 -2.22887 2.63677 

Zscore(F314) 501 -1.88806 2.48108 

Zscore(F315) 501 -2.27717 2.57756 

Zscore(F416) 501 -2.50510 1.90634 

Zscore(F417) 501 -2.73942 2.35316 

Zscore(F418) 501 -2.65030 2.07497 

Zscore(F419) 501 -3.28386 1.60897 

Zscore(F420) 501 -3.23957 1.60890 

 

4.8.1.4 Multivariate outliers 

 

Multivariate outliers refer to observations or cases that deviate significantly 

from a dataset's overall pattern or distribution involving multiple variables. Unlike 

univariate outliers, which are identified within the context of a single variable 

analysis, multivariate outliers are detected by simultaneously considering the 

relationships and patterns among multiple variables. This study will use mahala 

Nobis distance to check the multivariate outlier. If the p-value is below 0.001, the 

data is considered to have multivariate outliers. Table 4.23 presents part of the 

results of the multivariate outliers’ analysis. The finding demonstrated that three 

IDs (378, 159, 115) demonstrated p values less than 0.001 (0.00018, 0.0009, and 



 

244 
 

0.0009). Therefore, these three ID were removed from the set of data. The final data 

after deleting univariate and multivariate outliers was 497 cases. 

 

Table 4.23: The Examination of Multivariate Outliers 

ID MD P-Value 

378 1.2902 0.0002 

159 1.7936 0.0009 

115 1.7944 0.0009 

 

4.8.1.5 Non-response bias  

 

Non-response bias is a systematic error or distortion that can occur in 

survey or research studies when individuals or entities who do not respond to a 

survey or participate in a study differ in essential ways from those who do 

respond or participate. It arises when the characteristics or opinions of non-

respondents are significantly different from those of respondents, leading to a 

biased representation of the population under study. An independent t-test was 

computed to determine early and late respondents. The total number of early 

respondents was 53 and late 47. The results demonstrated the p-value of 

comparison between early and late respondents for the constructs DV, C, D1, D2, 

D3 E1, E2, E3, F1, F2, F3, and F4 show a p-value greater than 0.05, indicating no 

response bias occurred. 
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Table 4.24: The Examination of Non-response Bias 

Group N Mean SD t df sig 

Mean_DV 
Early 52 3.37 0.19 

-1.078 98 0.284 
Late 48 3.41 0.23 

Mean_C 
Early 52 3.95 0.13 

0.010 98 0.992 
Late 48 3.95 0.17 

Mean_D1 
Early 52 3.47 0.50 

0.507 98 0.613 
Late 48 3.42 0.50 

Mean_D2 
Early 52 3.51 0.50 

0.884 98 0.379 
Late 48 3.42 0.50 

Mean_D3 
Early 52 3.92 0.28 

0.312 98 0.756 
Late 48 3.90 0.37 

Mean_E1 
Early 52 4.21 0.22 

0.345 98 0.731 
Late 48 4.19 0.24 

Mean_E2 
Early 52 3.55 0.31 

-1.239 98 0.218 
Late 48 3.63 0.32 

Mean_E3 
Early 52 4.04 0.33 

0.541 98 0.590 
Late 48 4.00 0.38 

Mean_F1 
Early 52 3.90 0.27 

-0.498 98 0.619 
Late 48 3.93 0.24 

Mean_F2 
Early 52 3.88 0.18 

-0.981 98 0.329 
Late 48 3.92 0.23 

Mean_F3 
Early 52 3.84 0.18 

-0.095 98 0.925 
Late 48 3.84 0.16 

Mean_F4 
Early 52 3.88 0.21 

0.036 98 0.971 
Late 48 3.88 0.24 

 

  

4.8.1.6 Common method bias  

 

Common method bias, or standard method variance, is a potential source 

of bias in research studies or surveys arising from the shared data collection 

method. It occurs when the measurements or responses from different variables in 

a study are influenced by a common source, leading to an artificial or spurious 

relationship between the variables. This study employed a one-factor Harman test 

to investigate common method bias. Harman’s test involves conducting a factor 
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analysis on the survey data to determine if a single underlying factor explains a 

large proportion of the variance in the responses, as suggested by Rodríguez-

Ardura and Meseguer-Artola, A. (2020). If a single factor accounts for a 

substantial amount of the total variance (typically 50% or more), it suggests the 

presence of common method bias. The findings demonstrated that the total 

variance reported was 20.448, less than 50%, indicating no standard method bias 

occurred. 

 

Table 4.25: The Examination of Common Method Bias 

 

 

   

4.8.2 Residual Analysis  

 

Residual analysis is important in research because it provides valuable 

insights into the quality and accuracy of a statistical model. It allows researchers 

to examine the differences between the observed and predicted values, also 

known as residuals, and assess whether the model accurately represents the 

fundamental patterns and connections in the data. In regression analysis, residual 

analysis is very important because it helps check the model's assumptions, like 

Component 
Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % 

1 10.837 20.448 20.448 

Extraction Method: Principal Component Analysis. 
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normality and homoscedasticity, so that the results are correct, and the 

conclusions can be trusted. 

4.8.2.1 Residual Diagnosis Normality Graph (RDNG) 

 

The residual diagnosis normality graph, often referred to as RDNG, is a 

powerful tool in statistical analysis and model fit. The RDNG is used to assess the 

distribution of residuals in a statistical model and determine if they follow a 

normal distribution. The RDNG allows researchers to examine the adequacy of 

their model by visually inspecting whether the residuals deviate significantly from 

a normal distribution. By examining the RDNG, researchers can ensure that their 

mathematical models accurately represent the responses of interest and make 

more precise forecasts based on the results. The RDNG visually represents the 

residuals' distribution on a graph, allowing researchers to determine if the 

residuals follow a straight-line representing normality. 
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Figure 4.7 Histogram of Dependent Variable: Attitude 

 

The above Figure 4.7 shows that the distribution closely resembles a 

standard distribution curve. This observation suggests that the residuals in the 

regression model display a normal distribution. 

 

   

 
Figure 4.8 Histogram of Depend Variable: PRS 
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Figure 4.8, the histogram of standardized residuals, shows that the 

distribution closely approximates a standard distribution curve; this observation 

suggests that the residual within the regression model adheres to a normal 

distribution.  

 

4.8.2.2 Multicollinearity (Variance Inflation Factor) (VIF) 

 

VIF stands for Variance Inflation Factor. VIF is a metric used to evaluate 

multicollinearity, which refers to the existence of strong correlations between 

independent variables in a model. In PLS-SEM, multicollinearity refers to the 

situation where two or more independent variables are highly correlated, making 

it difficult to distinguish their distinct impacts on the dependent variable. 

Multicollinearity can affect the estimated path coefficients' stability and reliability 

and lead to inaccurate interpretations of the relationships between constructs. 

Purwanto and Sudargini (2021) state that VIF should not be more than 5. VIF less 

than 5 indicates no multicollinearity presence. Based on the findings, the VIF 

value ranged between 1.020 and 2.223, indicating satisfactory for validating 

multicollinearity does not exist in the present data. 
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Table 4.26: Residual Analysis of the Assessment of Multicollinearity 

VIF ATT PRS 

AD 1.42  

Age  1.02 

Attitude  1.048 

BI 1.209  

FC 2.223  

FL 1.286  

FR 1.919  

IE 2.112  

Income  1.177 

PRS   

PT 1.122  

SI 1.149  

TC 1.155  

Government   1.035 

UG 2.092  

Government x Attitude  1.146 

Income x Attitude  1.244 

Age x Attitude   1.054 

4.8.3 Construct Reliability and Validity 

 

The reliability of the constructs was assessed by examining the composite 

reliability and Cronbach’s alpha values. Concurrently, the convergence validity 

was evaluated by calculating the average variance extracted (AVE) and the 

indicator loadings. According to existing guidelines, Cronbach's alpha and 

composite reliability should be at least 0.70, indicator loadings should be at least 

0.70, and AVE should be at least 0.50. In this study, thirteen constructs were 

included in the model: PRS, ATT, FC, UG, SI, TC, AD, BI, FL, FR, PT, and IE. 

The findings revealed that Cronbach's alpha values of the constructs ranged from 

0.718 to 0.969, indicating satisfactory internal consistency. Similarly, the 
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composite reliability values ranged from 0.787 to 0.971, suggesting high 

reliability. In terms of indicator loadings, the PRS construct exhibited loadings 

ranging from 0.706 to 0.882, ATT from 0.796 to 0.920, FC from 0.962 to 0.972, 

UG from 0.965 to 0.971, SI from 0.711 to 0.946, TC from 0.715 to 0.872, and AD 

from 0.701 to 0.844. The indicator loadings for BI ranged from 0.949 to 0.965, FL 

from 0.778 to 0.875, FR from 0.716 to 0.824, PT from 0.747 to 0.935, and IE 

from 0.796 to 0.829. Furthermore, the AVE values ranged from 0.704 to 0.935, 

indicating that the constructs captured substantial variance within the observed 

variables, thus confirming their convergent validity. 

 

 

Table 4.27: Construct Reliability and Validity 

Item/construct IL CA CR AVE 

PRS   0.793 0.823 0.754 

B2 <- PRS 0.721    

B3 <- PRS 0.755    

B4 <- PRS 0.706    

B5 <- PRS 0.818    

B6 <- PRS 0.882       

ATT   0.83 0.862 0.769 

C2 <- ATT 0.911    

C3 <- ATT 0.920    

C4 <- ATT 0.796    

C5 <- ATT 0.717       

FC   0.965 0.966 0.935 

D11 <- FC 0.962    

D12 <- FC 0.966    

D13 <- FC 0.972       

UG   0.969 0.971 0.941 

D24 <- UG 0.965    

D25 <- UG 0.971    

D26 <- UG 0.975       

SI   0.718 0.858 0.763 

D37 <- SI 0.911    

D38 <- SI 0.711    

D39 <- SI 0.946       
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TC  0.783 0.879 0.732 

E11 <- TC 0.872    

E12 <- TC 0.762    

E13 <- TC 0.793    

E14 <- TC 0.715    

E15 <- TC 0.777       

AD   0.834 0.856 0.706 

E210 <- AD 0.701    

E26 <- AD 0.844    

E27 <- AD 0.831    

E28 <- AD 0.814    

E29 <- AD 0.777       

 

Table 4.27: Construct reliability and validity (Continued) 

Item/construct IL CA CR AVE 

BI   0.952 0.952 0.912 

E311 <- BI 0.950    

E312 <- BI 0.949    

E313 <- BI 0.965       

FL   0.896 0.918 0.704 

F11 <- FL 0.858    

F12 <- FL 0.851    

F13 <- FL 0.875    

F14 <- FL 0.778    

F15 <- FL 0.832       

FR   0.75 0.787 0.766 

F26 <- FR 0.824    

F27 <- FR 0.765    

F28 <- FR 0.716    

F29 <- FR 0.794       

PT   0.907 0.957 0.742 

F311 <- PT 0.935    

F312 <- PT 0.944    

F313 <- PT 0.949    

F314 <- PT 0.865    

F315 <- PT 0.747       

IE   0.877 0.886 0.767 

F416 <- IE 0.848    

F417 <- IE 0.808    

F418 <- IE 0.829    

F419 <- IE 0.796    

F420 <- IE 0.801       

IL: Indicator Loading CA: Cronbach Alpha CR: Composite Reliability AVE:Average 

Variance Extracted 
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4.8.4 Discriminant Validity  

 

Discriminant validity is a concept in research and measurement that assesses 

whether constructs or variables in a study are distinct and different from one another. 

It is a way to determine if measures intended to represent separate concepts truly 

measure different aspects and are not overlapping or redundant. Discriminant validity 

will be evaluated using fornell lacker, HTMT, and cross-loading. 

4.8.5 Fornell lacker 

 

The Fornell-Larcker criterion suggests that the square root of the average 

variance extracted (AVE) for each construct should be exceed the correlations 

between that construct and other constructs in the model. The AVE qualifies the 

proportion of variance accounted for by concept in relation to the measurement 

error. 

 

Table 4.28:  The Assessment of Fornell lacker 

FL AD ATT BI FC FL FR IE PRS PT SI TC UG 

AD 0.78            

ATT 0.61 0.82           

BI 0.17 0.23 0.96          

FC 0.30 0.26 0.34 0.97         

FL 0.39 0.53 0.14 0.22 0.84        

FR 0.26 0.39 0.02 0.16 0.24 0.75       

IE 0.34 0.49 0.12 0.24 0.35 0.68 0.82      

PRS 0.33 0.44 0.11 0.26 0.36 0.55 0.59 0.75     

PT 0.23 0.28 0.10 0.22 0.13 0.17 0.24 0.13 0.86    

SI 0.03 0.16 0.25 0.14 0.11 -0.07 0.08 0.05 0.12 0.81   

TC 0.33 0.43 0.15 0.14 0.22 0.05 0.17 0.08 0.10 0.06 0.73  

UG 0.19 0.17 0.30 0.71 0.17 0.08 0.18 0.16 0.19 0.25 0.10 0.97 
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In the above matrix, the diagonal values (squared room of AVE) for each 

construct are more significant than the correlations with other constructs, 

indicating that the constructs are distinct and have good discriminant validity. 

4.8.6 Heteroit Monotrait 

 

HTMT (Heterotrait-Monotrait Ratio) is employed to evaluate the 

discriminant validity between latent components in partial least squares structural 

equation modeling (PLS-SEM). It is an alternative to the Fornell-Larcker criterion 

and provides a more conservative evaluation of discriminant validity. 

 

Table 4.29: The assessment of HMT 

HTMT AD ATT BI FC FL FR IE PRS PT SI TC UG 

AD             

ATT 0.71            

BI 0.19 0.25           

FC 0.32 0.29 0.36          

FL 0.43 0.59 0.14 0.24         

FR 0.31 0.46 0.06 0.19 0.30        

IE 0.39 0.56 0.12 0.25 0.40 0.84       

PRS 0.39 0.52 0.14 0.29 0.42 0.67 0.69      

PT 0.26 0.31 0.11 0.24 0.14 0.20 0.26 0.16     

SI 0.09 0.21 0.30 0.16 0.13 0.16 0.10 0.11 0.14    

TC 0.37 0.48 0.16 0.14 0.23 0.09 0.17 0.10 0.12 0.13   

UG 0.20 0.19 0.31 0.73 0.19 0.09 0.18 0.19 0.21 0.27 0.11   

 

In the matrix, it is evident that the off-diagonal correlations are 

consistently below the threshold of 0.85. This pattern strongly indicates robust 

discriminant validity among the constructs under consideration. Furthermore, all 

correlations exceeding 0.05 signify minimal residual relationship with the data, 

affirming its overall reliability and suitability for analysis. 
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4.8.7 Cross Loading (Partial Least Squares Structural Equation Modeling 

(PLS-SEM)) 

 

Cross-loading is one of the approaches used to assess discriminant validity 

in Partial Least Squares Structural Equation Modeling (PLS-SEM). Cross-loading 

is evaluated by examining the magnitude of the indicator loadings on their 

corresponding construct and the loadings on other constructs in the model. If the 

indicator shows a higher loading on its intended construct than other constructs, it 

indicates good discriminant validity. By examining the cross-loadings, researchers 

can determine whether the indicators of a construct predominantly measure that 

construct and not others in the model. This helps establish the distinctiveness of 

the constructs and ensures that they capture unique aspects of the underlying 

concepts, contributing to the overall validity of the measurement model in PLS-

SEM. Table 4.30 has validated that the indicators load more on their construct. 

 

Table 4.30: The Assessment of Cross Loading 

I/C AD ATT BI FC FL FR IE PRS PT SI TC UG 

B2 0.13 0.22 0.10 0.17 0.21 0.28 0.32 0.72 

-

0.01 0.09 0.03 0.11 

B3 0.32 0.26 0.17 0.29 0.16 0.27 0.29 0.56 0.15 0.10 0.03 0.27 

B4 0.13 0.25 0.06 0.07 0.23 0.28 0.30 0.71 0.07 

-

0.05 0.02 0.04 

B5 0.29 0.42 0.05 0.20 0.33 0.59 0.61 0.82 0.14 

-

0.01 0.10 0.07 

B6 0.31 0.42 0.06 0.22 0.35 0.51 0.56 0.88 0.13 0.05 0.10 0.12 

C2 0.64 0.91 0.22 0.23 0.55 0.34 0.42 0.37 0.25 0.08 0.47 0.13 

C3 0.55 0.92 0.20 0.23 0.49 0.32 0.43 0.36 0.24 0.11 0.44 0.16 

C4 0.39 0.70 0.16 0.18 0.32 0.19 0.26 0.25 0.22 0.10 0.27 0.11 

C5 0.35 0.72 0.15 0.21 0.34 0.39 0.48 0.44 0.21 0.25 0.20 0.16 

D11 0.31 0.26 0.33 0.96 0.23 0.17 0.23 0.25 0.22 0.13 0.15 0.66 

D12 0.28 0.25 0.34 0.97 0.20 0.13 0.22 0.25 0.21 0.17 0.13 0.70 

D13 0.27 0.25 0.33 0.97 0.21 0.17 0.24 0.24 0.21 0.12 0.13 0.70 

D24 0.19 0.17 0.28 0.70 0.17 0.08 0.18 0.15 0.20 0.24 0.08 0.97 
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D25 0.16 0.16 0.29 0.67 0.16 0.07 0.16 0.15 0.18 0.24 0.12 0.97 

D26 0.19 0.17 0.30 0.69 0.17 0.09 0.17 0.17 0.19 0.23 0.10 0.98 

D37 0.01 0.12 0.22 0.13 0.07 

-

0.10 0.03 0.01 0.09 0.91 0.05 0.25 

D38 0.04 0.08 0.15 0.02 0.05 

-

0.09 0.02 0.01 0.08 0.51 0.05 0.01 

D39 0.03 0.17 0.23 0.16 0.13 

-

0.01 0.12 0.07 0.11 0.95 0.06 0.27 

E11 0.38 0.48 0.17 0.18 0.27 0.11 0.21 0.12 0.15 

-

0.01 0.87 0.11 

E12 0.21 0.30 0.03 0.04 0.13 0.01 0.12 0.02 0.03 0.04 0.76 0.04 

E13 0.14 0.21 0.05 0.08 0.06 

-

0.01 0.05 0.04 0.06 0.10 0.59 0.08 

E14 0.18 0.21 0.10 0.09 0.12 0.05 0.10 0.05 0.01 0.05 0.72 0.07 

E15 0.18 0.25 0.16 0.07 0.13 

-

0.02 0.05 0.03 0.08 0.12 0.68 0.04 

E210 0.60 0.35 0.13 0.11 0.20 0.17 0.19 0.16 0.17 0.04 0.18 0.08 

E26 0.84 0.58 0.19 0.32 0.38 0.22 0.29 0.29 0.23 0.10 0.27 0.21 

E27 0.83 0.45 0.08 0.24 0.29 0.23 0.27 0.30 0.18 0.02 0.25 0.14 

E28 0.81 0.48 0.06 0.20 0.32 0.27 0.30 0.30 0.20 

-

0.07 0.29 0.11 

E29 0.78 0.46 0.19 0.24 0.29 0.12 0.25 0.20 0.12 0.02 0.28 0.17 

E311 0.17 0.22 0.95 0.33 0.13 0.02 0.11 0.10 0.10 0.28 0.15 0.26 

E312 0.16 0.21 0.95 0.32 0.14 0.04 0.13 0.11 0.08 0.16 0.15 0.30 

E313 0.15 0.22 0.97 0.34 0.13 0.00 0.12 0.12 0.12 0.27 0.13 0.29 

F11 0.41 0.59 0.17 0.16 0.86 0.11 0.23 0.24 0.13 0.12 0.26 0.13 

F12 0.29 0.40 0.08 0.18 0.85 0.23 0.30 0.36 0.08 0.08 0.17 0.12 

F13 0.31 0.39 0.10 0.18 0.88 0.22 0.30 0.29 0.11 0.10 0.14 0.15 

F14 0.29 0.40 0.10 0.20 0.78 0.20 0.29 0.30 0.09 0.04 0.16 0.16 

F15 0.30 0.40 0.10 0.21 0.83 0.29 0.37 0.34 0.13 0.11 0.17 0.18 

F26 0.25 0.38 0.08 0.12 0.29 0.82 0.67 0.49 0.16 0.02 0.03 0.08 

F27 0.08 0.17 

-

0.02 0.14 0.13 0.67 0.48 0.40 0.10 

-

0.09 0.01 0.04 

F28 0.19 0.27 0.00 0.08 0.10 0.72 0.38 0.31 0.07 

-

0.06 0.03 0.04 

F29 0.21 0.29 

-

0.03 0.16 0.16 0.79 0.47 0.43 0.17 

-

0.11 0.08 0.07 

F311 0.26 0.30 0.13 0.19 0.15 0.18 0.27 0.19 0.94 0.12 0.10 0.16 

F312 0.21 0.27 0.10 0.19 0.13 0.12 0.21 0.13 0.94 0.13 0.10 0.18 

F313 0.22 0.26 0.09 0.21 0.11 0.16 0.23 0.13 0.95 0.12 0.08 0.19 

F314 0.17 0.22 0.06 0.24 0.10 0.16 0.19 0.07 0.87 0.07 0.09 0.17 

F315 0.08 0.12 0.05 0.12 0.01 0.10 0.06 

-

0.05 0.55 0.04 0.10 0.15 

F416 0.25 0.37 0.07 0.12 0.27 0.58 0.85 0.46 0.19 0.03 0.11 0.09 

F417 0.31 0.48 0.19 0.25 0.29 0.44 0.81 0.42 0.30 0.10 0.22 0.18 

F418 0.28 0.45 0.16 0.22 0.31 0.45 0.83 0.39 0.25 0.17 0.16 0.19 

F419 0.26 0.34 0.02 0.17 0.27 0.68 0.80 0.59 0.08 

-

0.01 0.08 0.12 

F420 0.26 0.34 0.02 0.19 0.27 0.69 0.80 0.59 0.09 0.00 0.07 0.13 
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From the above table, it is generally shown that most items have their 

highest factor loadings on their intended constructs. High cross-loadings can 

indicate potential issues with construct validity or item clarity.  

4.8.8 Assessment Structural Model 

 

Evaluating the links between the latent constructs in the model is an 

essential step in assessing the structure model in Partial Least Squares Structural 

Equation Modeling (PLS-SEM). Several approaches will be examined, including 

VIF, R-square, F-square, Q-square, and path coefficient. 

4.8.9 R square  

 

R-squared (R²) is a statistical metric employed in regression analysis to 

evaluate the degree to which a regression model fits the data. The term “explained 

variance” refers to the percentage of the variability in the dependent variable that 

can be accounted for by the independent variables in the model. R-squared ranges 

between 0 and 1, with 0 indicating that the independent variables have no 

explanatory power and cannot account for any of the variability in the dependent 

variable and one indicating that the independent variables explain entirely the 

observed variability in the dependent variable. 

Based on the research by Hair et al. (2011), the value of R2 = 0.25, 0.50, and 

0.75, which are categorized as weak, moderate, and substantial. The results 

indicate that the R-square of attitude was 0.592, which may be considered 

substantial. On the other hand, the PRS value was moderate at 0.331. 
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Table 4.31: The assessment of R-Square 

Endogenous  R-square (Hair, Ringle & Sarstedt, 2011) 

Attitude 0.592 Substantial 

PRS 0.331 Moderate 

 

 

4.8.10 F square  

 

In partial least squares structural equation modeling (PLS-SEM), F-square 

(also known as Effect Size f²) is a measure used to assess an independent 

variable's predictive relevance or effect size on a dependent variable. It provides 

information about the proportion of variance explained by a particular 

independent variable in the model. According to Cohen (2013), f2 values of 0.35, 

0.15, and 0.02 are considered significant, medium, and small effect sizes, 

respectively. The impact of exogenous construct (AD, BI, FC, FL, FR, IE, PT, SI, 

TC, and UG) towards endogenous construct (ATT and PRS) was presented in 

Table 4.32. Furthermore, the impact of moderator variables on PRS is also shown 

in the table. 
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Table 4.32: The assessment of F-Square 

F square Attitude PRS 

AD 0.186 (medium)  

BI 0.008 (small)  

FC 0.000 (small)  

FL 0.124 (small)  

FR 0.019 (small)  

IE 0.025 (small)  

PT 0.016 (small)  

SI 0.017 (small)  

TC 0.100 (small)  

UG 0.004 (small)  

Government x Attitude  0.002 (small) 

Income x Attitude  0.017 (small) 

Age x Attitude   0.001 (small) 

 

 

4.8.11 Q square  

 

Q-squared (Q²) is a metric employed in partial least squares structure 

equation modelling (PLS-SEM) to evaluate the predictive relevance or predictive 

validity of the endogenous latent variables in the model. Q² provides information 

about the amount of variance in the dependent variable that the model predicts. Q² is 

a cross-validated measure that evaluates how well the model predicts the observed 

values of the dependent variable. It is calculated by comparing the predicted values 

generated by the model with the original observed values, and it represents the 

squared correlation between the predicted values and the observed values. 

A value larger than 0 indicates that the exogenous constructs have predictive 

significance for the endogenous construct (Fornell & cha 1994). The results show 

that the Q square for attitude was 0.382 while PRS was 0.175. 
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Table 4.33: The assessment of Q-square 

Endogenous SSO SSE Q² (=1-SSE/SSO) 

Attitude 1984 1226.174 0.382 

PRS 2480 2046.526 0.175 

 

4.9 Path Analysis using PLS-SEM 

Path analysis, a practical approach employed in structural equation 

modelling (SEM), is adept at explaining the connections between variables in 

complex study frameworks. It focuses explicitly on complex investigations' direct, 

mediating, and moderating effects. When studying PRS in Malaysia, route 

analysis is beneficial for revealing the direct impact of social media 

communication, marketing initiatives, and personal financial behaviors on 

attitudes toward PRS. The study also investigates how these attitudes affect the 

relationships between variables and PRS while analyzing how factors like 

government support, age, and wealth can moderate these interactions. Path 

analysis combines several influences to thoroughly examine, offering a complete 

understanding of how social, marketing, and personal factors interact with 

attitudes toward PRS. This method efficiently addresses study objectives 2 to 6. 

 

4.9.1 Direct effect 

Bootstrapping is a resampling technique commonly used in partial least 

squares structural equation modeling (PLS-SEM) to assess the robustness and 
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reliability of model estimates. PLS-SEM is a statistical method to analyze 

complex relationships between latent (unobserved) variables in a structural model. 

The primary purpose of bootstrapping in PLS-SEM is to derive more accurate and 

stable estimates of the model parameters. It helps to quantify the uncertainty 

associated with the estimates by providing standard errors, confidence intervals, 

and p-values. Additionally, it can be used to determine the significance of the 

estimated relationships and evaluate the stability of the model across different 

samples. Table 4.34 demonstrates the results of the hypotheses. 

 

Table 4.34: The assessment of Bootstrapping 

Hypothesis OS SM SD t P values Results 

AD -> Attitude 0.328 0.325 0.038 8.587 0.0000 Significant 

Attitude -> PRS 0.358 0.360 0.042 8.580 0.0000 Significant 

BI -> Attitude 0.064 0.065 0.033 1.921 0.0550 Not significant 

FC -> Attitude 0.009 0.007 0.039 0.234 0.8150 Not significant 

FL -> Attitude 0.255 0.255 0.03 8.406 0.0000 Significant 

FR -> Attitude 0.121 0.123 0.041 2.916 0.0040 Significant 

IE -> Attitude 0.146 0.147 0.047 3.127 0.0020 Significant 

PT -> Attitude 0.086 0.086 0.031 2.793 0.0050 Significant 

SI -> Attitude 0.090 0.091 0.033 2.720 0.0070 Significant 

TC -> Attitude 0.217 0.219 0.031 6.944 0.0000 Significant 

UG -> Attitude -0.056 -0.055 0.04 1.401 0.1610 Not significant 

OS: Original Sample SM: Sample Mean SD: Standard Deviation  

 

 

4.9.2 Mediating Effect 

 

In partial least squares structural equation modeling (PLS-SEM), a 

mediator is a variable that explains or mediates the relationship between an 

independent variable and a dependent variable. It helps to explain the underlying 
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mechanism or process through which the independent variable influences the 

dependent variable. Including a mediator in a PLS-SEM analysis allows for the 

examination of indirect effects, in addition to the direct effects, between the 

independent and dependent variables. It helps to assess the extent to which the 

mediator mediates or explains the relationship between the independent and 

dependent variables. The analysis of a mediator involves assessing the 

significance and strength of the path coefficients or relationships between the 

independent variable and the mediator, the mediator, and the dependent variable, 

as well as the indirect effect (product of the path coefficients) of the independent 

variable on the dependent variable through the mediator. Additionally, the 

independent variable's total effect (direct and indirect effects combined) on the 

dependent variable is evaluated. This study's attitude mediated the relationship 

(IE, TC, FC, PT, AD, BI, FR, UG, FL, SI) and PRS. However, ATT was an 

insignificant mediator between (FC, BI, and UG) and PRS. The results of the 

hypotheses are shown in Table 4.35 below: 
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Table 4.35: The Assessment of Mediating Effect 

Hypothesis OS SM SD t Sig. 2.50% 97.50% Results 

IE -> Attitude -> 

PRS 0.05 0.05 0.02 2.74 0.01 0.019 0.096 Significant 

TC -> Attitude -> 

PRS 0.08 0.08 0.01 5.72 0.00 0.053 0.106 Significant 

FC -> Attitude -> 

PRS 0.00 0.00 0.01 0.23 0.82 -0.024 0.033 

Not 

Significant 

PT -> Attitude -> 

PRS 0.03 0.03 0.01 2.74 0.01 0.009 0.053 Significant 

AD -> Attitude -> 

PRS 0.12 0.12 0.02 6.03 0.00 0.083 0.159 Significant 

BI -> Attitude -> 

PRS 0.02 0.02 0.01 1.87 0.06 -0.001 0.048 

Not 

Significant 

FR -> Attitude -> 

PRS 0.04 0.04 0.02 2.73 0.01 0.014 0.076 Significant 

UG -> Attitude -> 

PRS -0.02 

-

0.02 0.01 1.37 0.17 -0.05 0.007 

Not 

Significant 

FL -> Attitude -> 

PRS 0.09 0.09 0.02 6.30 0.00 0.064 0.123 Significant 

SI -> Attitude -> 

PRS 0.03 0.03 0.01 2.64 0.01 0.008 0.055 Significant 

OS: Original Sample SM: Sample Mean SD: Standard Deviation  
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Attitude (ATT) is likely an insignificant mediator due to the direct 

influence of Brand Image (BI), Firm-Created Social Media (FC), and User-

Generated Social Media (UG) on PRS adoption. For high-involvement financial 

products like PRS, brand image can directly impact consumer decisions by 

providing a shortcut for perceived trust and quality, bypassing the need for 

attitude as an intermediary (Zollo et al., 2023; Pappas et al., 2021). 

Firm-created content (FC) often serves as a credible, structured source of 

information, influencing behavior directly without needing to impact attitude 

(Schivinski & Dabrowski, 2022). Similarly, UG content, being authentic and 

socially endorsed, provides immediate social proof that directly encourages 

adoption, reducing reliance on attitudinal shifts (Moreno et al., 2022). 

Additionally, financial decisions in high-stakes products rely more on credible 

information sources than internal intentions, further diminishing ATT’s mediating 

role (Vafeiadis et al., 2022). 

Finally, trust and credibility derived from firm and user-generated content 

often override the need for attitude in PRS adoption, particularly where trust is 

paramount in guiding consumer decisions in the financial domain (Shin et al., 2023; 

Fang et al., 2021). Therefore, consumers may depend on direct influences from 

brand and credible social media content rather than forming attitude toward PRS. 
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4.9.3 Moderating Effect 

 

In partial least squares structural equation modeling (PLS-SEM), a 

moderating effect refers to the influence of a third variable on the relationship 

between an independent and dependent variable. It examines how the strength or 

direction of the relationship between the independent and dependent variables 

changes based on different levels of the moderating variable. An interaction term 

typically represents the moderating effect in the structural model. The interaction 

term is the product of the independent and moderating variables. It captures the 

combined effect of the two variables on the dependent variable. Including a 

moderating effect in a PLS-SEM analysis allows for the examination of 

conditional relationships. It helps to understand whether the relationship between 

the independent and dependent variables differs depending on the levels of the 

moderating variable. This provides insights into the boundary conditions under 

which the relationship holds or varies. This study tested government support, 

income, and age as moderators between relationship attitude and PRS. The 

findings validated that the interaction between (income and attitude) has a 

significant impact on PRS (B=0.12, t=2.65, p<0.05). However, the interaction 

between government support and attitude (B=-0.03, t=0.73, p>0.05) and age and 

attitude (B=0.03, t=0.79, p>0.05) influenced PRS insignificantly 
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Table 4.36: Moderating Effect  

Hypothesis OS SM SD t sig. Results 

Government x Attitude -> 

PRS -0.03 -0.03 0.04 0.73 0.47 

Not 

Significant 

Income x Attitude -> PRS 0.12 0.12 0.05 2.65 0.01 Significant 

Age x Attitude -> PRS 0.03 0.03 0.04 0.79 0.43 

Not 

Significant 

OS: Original Sample SM: Sample Mean SD: Standard Deviation  

 

 

The Government's insignificance as a moderator between attitude and PRS 

participation may stem from individuals viewing PRS decisions as personal rather 

than government-influenced. Factors like income and financial literacy often 

outweigh government endorsements in driving retirement planning, as personal 

goals tend to be prioritized (Liew et al., 2022; Hamid et al., 2023). Additionally, 

when public trust in government is moderate or government promotion is limited, 

government initiatives do not significantly impact behavior (Chin & Wong, 2023; 

Teh & Ooi, 2023). Financial planning choices like PRS participation are highly 

individualized, making personal income and financial knowledge more influential 

than government support (Rahman et al., 2023; Yap et al., 2023). Furthermore, 

indirect government involvement or limited incentives reduce the government’s 

effect on PRS participation (Tan et al., 2022). 
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Figure 4.9: Simple Slope Analysis – Government Support vs. Attitude 

 

Based on Figure 4.9 above, a positive slope in this context means that as 

government support in tax relief increases, individuals’ attitude toward purchasing 

PRS become more positive. It is also indicated that people are more inclined to 

invest in PRS when offered more significant tax incentives. 

 

 
Figure 4.10: Simple Slope Analysis – Age vs. Attitude 

 

Based on Figure 4.10 above, age can indeed has a significant influence on 

an individual’s attitude toward PRS participation. As indicated in life cycle 
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theory, different stages of life for an individual often have multiple financial 

priorities, leading to the decision of investing in PRS. 

 

 
Figure 4.11: Simple Slope Analysis – Income vs Attitude 

 

From Figure 4.11, a positive slope indicates that higher income can 

significantly influence an individual’s attitude toward the PRS participation. 

Individuals with higher incomes have more disposable income after covering their 

basic living expenses. This surplus income can be allocated towards various 

financial goals, including retirement planning through PRS. 
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4.9.4 PLS-SEM Analysis 

 
Figure 4.12    Path Analysis

TC

C 
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Figure 4.12 illustrates the relationship between independent variables, a 

mediating variable, moderating variables, and the dependent variables through 

path analysis. Independent variables such as advertisement, financial literacy, 

financial risk tolerance,  investment experience, personal trust, social influence, 

and transaction costs have statistically significant direct positive effects on 

attitude. At the same time, brand image, firm-created social media, and user-

generated social media do not have statistically significant direct effects on 

attitude in the model. Additionally, attitude has a statistically significant direct 

positive effect on PRS. Income moderates the relationship between attitude and 

PRS, while government support and Age do not. This means that attitude on PRS 

is influenced by individuals' income levels, with a more substantial positive effect 

for those with higher incomes. However, government support and age do not have 

a significant moderating effect on this relationship. 

The insignificance of government support as a moderating factor between 

attitude and intention to participate in PRS may be attributed to several key 

factors. First, limited awareness and accessibility of government initiatives may 

play a role. Although government incentives aim to promote PRS participation, 

the general public may lack adequate knowledge or understanding of these 

benefits, particularly if outreach has not been comprehensive or effectively 

targeted. Studies show that when individuals have limited awareness of 

government support, these incentives tend to have a reduced impact on their 

financial decisions (Hoffmann & McNair, 2021). 
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Additionally, perceived stability and reliability of government policies 

may influence individuals' attitudes toward PRS. People may be hesitant to rely 

on government incentives if they view them as potentially inconsistent or subject 

to future policy changes, reducing the perceived value of government support in 

long-term financial planning. In such cases, individuals may place more trust in 

personal resources or other factors, like employer contributions, over government 

assistance (Lusardi & Mitchell, 2020). 

Another possible reason is a preference for self-determination in financial 

planning. Many individuals may prioritize personal and direct influences, such as 

income or financial literacy, as more relevant and stable contributors to financial 

security than government programs. This tendency may be especially strong in 

contexts where government support is seen as supplemental rather than essential to 

financial well-being (Goyal et al., 2022). Finally, for many, immediate financial 

needs often take precedence over future retirement benefits, particularly among 

middle- to lower-income groups. This focus on immediate priorities can diminish 

the relevance of government support, as people prioritize more pressing financial 

planning over long-term government-based schemes (Chatterjee et al., 2023). 

Together, these factors suggest that government support may be perceived 

as less impactful or reliable compared to other influences, such as income or 

financial literacy, in motivating PRS participation. This conclusion aligns with 

recent studies highlighting the importance of personalized financial factors over 

generalized government incentives in influencing retirement planning decisions. 
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4.10. Conclusion 

 

The chapter has thoroughly analysed the impact of demography, attitude, 

societal factors, marketing, and personal aspects on the intention of purchasing 

PRS. Discussions of all these constructs were discussed using testing data gathered 

from hypothesis testing and statistical methods, as well as research findings from 

pertinent studies. Additionally, an examination was conducted to determine how the 

moderating variables, including government support, age, and income, influence 

the connection between the constructs and the dependent varible. 
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CHAPTER 5 

 

 

SUMMARY AND CONCLUSION 

 

5.1 Introduction 

 

The study, as mentioned in Chapter 1, will assess attitudes that impact the 

intention to invest in PRS by examining key areas such as social, marketing, and 

personal factors. The entire study revolved around and relied on the test results of 

the twelve primary hypotheses. These hypotheses were either established based 

on the research questions in Chapter 3 or deduced from the possible collective 

influence that the key areas could have on the desire to invest in PRS. 

 

In the preceding section of Chapter 4, in addition to the original 

hypotheses, certain hypotheses were divided into multiple sub-hypotheses through 

factor analysis to obtain a thorough understanding of the more intricate aspects. 

MANOVA, ordinary, and hierarchical regression methodologies were 

implemented to evaluate the hypotheses. The results suggest that the direct effect 

corroborated eight of the hypotheses, while three were refuted. For the mediating 

effect, seven of the hypotheses were found to be supported, while three 

hypotheses were not supported (refer to Table 4.34, Chapter 4 for further details). 

For the moderating effect, one of the hypotheses was confirmed, while two were 
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not confirmed (see Table 4.35, Chapter 4 for further details). The pertinent 

findings of the literature are presented in a thorough table below. 

5.2 Summary of Statistical Analyses  

The study aimed to examine the determinants of Malaysians' intentions 

towards PRS participation in Klang Valley, Malaysia, focusing on social, 

marketing, and personal aspects, as well as moderating factors like government 

support, age, and income. Analyzing data from 501 respondents provided 

substantial insights into demographic and socioeconomic trends, illuminating 

relationships across these dimensions, especially around social media influence, 

brand image, financial literacy, risk tolerance, and personal trust, each impacting 

attitude towards PRS participation uniquely. 

The demographic distribution revealed a balanced age and gender 

composition, supporting the study’s generalizability within the Klang Valley 

context. Marital status leaned toward specific groups, potentially highlighting the 

influence of life stage on PRS participation, while ethnicity analysis showed a 

leptokurtic distribution with pronounced tails, indicating demographic variability 

beyond a standard pattern. Educational attainment and occupation reflected a 

platykurtic distribution, with responses clustered around mid-level categories, 

indicating the socioeconomic characteristics of the sample. Income levels skewed 

toward lower ranges, with fewer respondents in higher brackets, which may affect 

perceptions of PRS participation as a feasible financial commitment, especially 

for those in lower-income groups. Additionally, perceptions of government 
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support, exhibiting a leptokurtic and skewed distribution, suggest varied 

expectations regarding governmental roles in promoting PRS. 

A primary aspect of the study was analyzing the social influence derived 

from firm-created and user-generated social media content. Findings show that 

social media significantly shapes attitudes, indicating that both brand-led and 

peer-generated content contribute to PRS awareness and positive sentiment. In 

marketing, transaction costs, advertisement impact, and brand image were 

examined, with brand image emerging as a prominent influence, underscoring the 

importance of a strong, positive brand identity for PRS providers. Transaction 

costs were also influential, highlighting the importance of affordable, transparent 

fee structures in enhancing PRS adoption. 

On the personal side, financial literacy, risk tolerance, personal trust, and 

investment experience were assessed. Higher financial literacy and personal trust 

significantly correlated with favorable attitudes towards PRS, suggesting that 

financial education and building trust are essential for encouraging PRS 

participation. Correlational analysis revealed moderate associations between 

consumer attitude and PRS intention, with stronger links between government 

support and income as moderating variables. Interestingly, demographic variables 

like gender and marital status had limited correlation with PRS participation, 

indicating that these factors may have minimal impact on PRS adoption decisions. 

Attitude emerged as a key mediating factor in PRS participation, explaining a 

significant portion of variance in participation intent and reinforcing the role of 



 

276 
 

attitude as a crucial channel through which social, marketing, and personal 

influences converge to shape PRS decisions. 

These findings underscore that PRS participation is influenced by a 

complex interplay of social, marketing, and personal factors moderated by 

socioeconomic characteristics. The pronounced role of attitude suggests that 

interventions enhancing positive perceptions of PRS could impact participation 

rates substantially. PRS providers and policymakers should consider 

implementing strategic marketing and financial literacy programs tailored to 

specific demographics to boost engagement. This in-depth analysis provides a 

comprehensive understanding of the determinants driving PRS participation and 

identifies potential strategies for fostering retirement savings among Malaysians 

in Klang Valley. 

5.3 Discussions of Major Findings  

 

The Relationship between Attitude and PRS (Attitude -> PRS) 

The result of the study confirms that attitudes play a crucial mediating role 

in investing decisions for PRS, supporting Hypothesis 11 (HA11). Kimiyagahlam, 

Safari, and Mansori (2019) conducted a detailed study that revealed how attitudes 

play a crucial role in connecting savings habits and retirement planning 

behaviour. This study expands on this discussion, emphasizing the significant 

impact of individual attitudes towards retirement on their inclination to participate 

in PRS.   
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The study's thorough analysis shows that, except for one factor (C1), all 

factor loading values are much over the threshold of 0.5, confirming the strong 

influence of attitudes on PRS investment decisions. Positive views about 

retirement are closely linked to higher involvement in PRS, leading to more 

informed and strategic retirement investment decisions. This set of results aligns 

with the theoretical framework presented by Kimiyagahlam, Safari, and Mansori 

(2019), enhancing the empirical support for the intermediary function of attitudes 

in retirement financial planning.  

The research's importance is emphasised when examining the Malaysian 

context, as discussed by Shariff & Ishak (2021), who point out a noticeable lack 

of awareness and understanding of retirement plans among Malaysians. The need 

for specific interventions to change attitudes towards a savings-focused mindset 

highlights the importance of improving financial literacy and awareness to 

potentially increase PRS participation. In this research, combined with Shariff & 

Ishak's (2021) perspectives, supports a holistic approach to financial education 

that highlights the need of fostering favourable attitudes towards long-term 

financial planning and the inherent worth of retirement plans.  

The paper explores the complex relationship between personality qualities 

and financial attitudes, based on the analysis conducted by Nandan & Saurabh 

(2016). Their study on how personality traits like neuroticism, extraversion, and 

openness relate to attitudes towards financial risk offers insight into the 

psychological factors that could impact PRS investment decisions. A 

comprehensive strategy that considers both cognitive and personality-based 
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factors in financial decision-making is crucial for creating a favourable climate 

for PRS investments.  

This research confirms the results of Kimiyagahlam, Safari, and Mansori 

(2019) on how attitudes influence retirement planning behaviours. Additionally, it 

enhances the discussion by incorporating insights on financial literacy, awareness, 

and personality factors. The results offer a strong foundation for upcoming 

research and policy development to improve the effectiveness of retirement 

planning programmes and participation rates in PRS. This can be achieved by 

targeted interventions that focus on changing attitudes and providing thorough 

financial education. 

 

Social Aspects 

The Relationship between Firm-Created Social Media and PRS FC -> Attitude -

> PRS 

HA1: There is a relationship between firm-created social media, attitude and 

intention towards Private Retirement Scheme 

 

The present research deviates from expected results by showing a non-

significant association between firm-created social media and consumer attitudes 

towards PRS, as presented in Table 4.35. This discovery contradicts the common 

belief in academic discussions that company-generated social media plays a 

crucial role in influencing consumer views and engagement methods (Kaplan & 

Haenlein, 2010; Raji et al., 2020).  
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The results showed that the factor loading values were below the accepted 

standard of 0.5, indicating a lack of connection between social media content 

published by the firm and its influence on views towards PRS. This difference 

leads to a thorough investigation of the possible reasons that could explain such a 

gap. The unique characteristics of our sample, focusing on specific industry or 

regional traits, could provide detailed insights into the complex dynamics 

involved. This indicates that the impact of social media on attitudes may not be 

universally applicable in all situations (Abzari et al., 2014). The methods used to 

measure and define the variables could affect the differences seen, emphasizing 

the need for thorough validation and reliability tests on research tools.  

Furthermore, the dynamic nature of social media, marked by quick changes in 

platform features and user interaction trends, requires an examination of time-

related aspects. The changing dynamics may affect how effective information 

provided by firms is in influencing customer views, requiring a research 

methodology that is dynamic and contextually aware (Mamun et al., 2020).  

The literature strongly confirms that social media marketing, especially when it 

focuses on interactive and engaging content, can greatly influence consumer 

attitudes towards different products and services, such as financial instruments 

like PRS (Raji et al., 2020; Abzari et al., 2014).  

Although our study did not uncover a substantial connection, the 

possibility of firm-generated social media impacting customer views towards PRS 

is still worth investigating further. These results differ from the broader literature 

due to various factors. The factors involved are the changing characteristics of 
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social media platforms, the unique nature of the PRS as a financial product, and 

the variety in customer expectations and interactions with financial services on 

social media. The impact of consumer sentiments towards PRS may be influenced 

by the specificity of content and the level of involvement provided by company-

generated social media. This investigation adds to the discussion on the impact of 

social media in financial services marketing by questioning its universal 

effectiveness and emphasizing the importance of a detailed understanding of how 

social media affects consumer perceptions of financial products such as PRS. 

Further research is needed to consider the dynamic digital environment, the 

unique characteristics of financial products, and the varied ways consumers 

engage with information provided by firms on social media platforms. 

 

The Relationship between User-Generated Social Media and PRS (UG -> 

Attitude -> PRS) 

HA2: There is a relationship between user-generated social media 

communication, attitude and intention towards the Private Retirement Scheme 

  

The analysis of Hypothesis 2 (HA2) sought to determine the effect of user-

generated social media communication on consumer attitudes towards PRS 

participation. Our findings, presented in Table 4.35, indicate that the relationship 

between user-generated content on platforms such as YouTube, Facebook, 

Instagram, and Twitter and persuasive power is not statistically significant. This 
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result challenges the commonly held belief in the power of user-generated content 

within digital communication, specifically for financial products like PRS. 

 

One possible justification for this lack of significance could be the unique 

nature of financial decision-making, which is often more complex and requires a 

higher level of trust and credibility than consumer products. Financial decisions, such 

as investing in a retirement scheme, involve significant long-term commitments, and 

consumers may rely more on professional advice or information from trusted sources 

rather than user-generated content, which may lack the credibility required to 

influence such decisions effectively. Unlike product or service recommendations that 

can be quickly validated through peer feedback, financial products require in-depth 

knowledge and are perceived as high-stakes decisions. This may reduce the impact of 

user-generated content on PRS attitudes, as consumers may view these sources as 

less reliable for complex financial guidance. 

 

The study found that user-generated social media did not satisfy the key 

factor loading criterion of 0.5, suggesting that such content may not possess the 

depth or expertise necessary to influence attitudes toward intricate financial 

products like PRS. Kaplan and Haenlein (2010) highlight the ability of user-

generated social media to influence public discussions and shape brand images, 

particularly for tangible consumer goods or lifestyle services. However, our 

research suggests that this influence may not extend as effectively to financial 

decision-making contexts, where credibility and accuracy are paramount. 



 

282 
 

 

Additionally, the evolving algorithms of social media platforms may have 

diluted the relevance and trustworthiness of user-generated content, especially as 

paid promotions and influencer endorsements have become more prominent. This 

trend can create skepticism among audiences, who may view such content as biased 

or insufficiently informed, further diminishing its impact on PRS perceptions. The 

demographics of social media audiences may also contribute to this insignificance, 

as younger users—who are the most active on platforms like Instagram and 

Twitter—might not prioritize long-term financial planning or PRS, thereby 

affecting the relevance of PRS-related content. 

 

The disparity between the expected influence of user-generated content and 

our findings suggests a need for further investigation. Future studies could examine 

how consumers assess the trustworthiness of social media information within 

financial contexts, focusing on variables such as perceived expertise, credibility, 

and the role of social proof in shaping attitudes. Additional research may also 

explore how interaction and engagement with financial content on social media 

platforms could be enhanced to align with the needs of consumers making complex 

financial decisions. This could entail tailored strategies that acknowledge the 

distinctive demands of financial services, using expert-led content or verified 

financial influencers to bridge the credibility gap. 
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In conclusion, while user-generated social media plays a significant role in 

shaping brand perceptions and public discussions, its influence on consumer 

attitudes towards PRS appears minimal. This finding underscores the importance of 

customized digital communication strategies that account for the unique features of 

financial products, suggesting that more credible, expert-driven content may be 

necessary to influence financial decision-making effectively. 

 

The Relationship between Social Influence and PRS (SI -> Attitude -> PRS) 

HA3:   There is a relationship between the social influence, attitude and 

intention towards the Private Retirement Scheme 

 

This study highlights the significant impact that social networks, peer 

opinions, and influencers have on shaping consumer decisions, especially in financial 

situations such as PRS. Social influence exerts a substantial impact on the formation 

of consumer behaviour, as highlighted by Cialdini and Goldstein (2004), who stress 

the significance of social evidence and peer validation in decision-making.  

 

The study by Lee and Eastin (2021) explores the precise influence of 

social media influencers on customer behaviour, emphasizing the growing 

importance of influencer endorsements in influencing purchase decisions. This 

association is especially important in the case of PRS, since decisions are 

impacted by both the fundamental characteristics of the investment product and 

the endorsements and opinions within one's social network.  
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The considerable correlation between social influence and attitudes 

towards PRS highlights the importance for financial institutions and marketers to 

effectively utilize social proof and influencer alliances. This strategy may include 

partnering with reputable influencers to promote PRS products, utilizing social 

media to encourage community conversations on retirement planning, and 

implementing focused campaigns highlighting the common values and 

experiences of potential PRS investors.  

This investigation adds to the discussion on how social influence affects 

the financial sector, confirming the important significance of social networks and 

influencer endorsements in affecting customer views and intents. This requires a 

sophisticated marketing strategy that recognises the intricate network of social 

contacts and their impact on financial decision-making, emphasizing the 

opportunity to utilize social dynamics to improve the attractiveness and 

acceptance of PRS among customers. 

 

Marketing Aspects 

The Relationship between Transaction Costs and PRS (TC -> Attitude -> PRS) 

HA4: There is a relationship between transaction costs, attitude and intention 

towards Private Retirement Scheme 

 

The analytical results strongly support Hypothesis 4 (HA4), confirming a 

notable association between transaction costs and customer attitudes towards 

PRS. The data in Table 4.35 show that all parameters related to Transaction Costs 
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surpass the critical threshold of 0.5, indicating their statistical importance in 

impacting perceptions of PRS.  

This study explores how transaction costs, which include fees, charges, 

and other financial requirements in the investment process, influence consumer 

views towards PRS. Transaction costs considerations have a positive impact on 

customers' perceptions of PRS, indicating that consumers are greatly impacted by 

the cost-effectiveness and financial viability of their investment decisions. This 

insight aligns with previous studies, including the research conducted by Si 

(2021), which delves into the significant impact of transaction costs on consumer 

behaviour in financial markets.  

Transaction costs play a crucial role in shaping customer perceptions of 

PRS, highlighting the importance of financial institutions and PRS providers 

implementing clear and consumer-oriented pricing approaches. Minimising 

transaction costs and transparently reporting them to potential investors might 

make PRS more appealing as an investment, thus boosting participation rates.  

This study emphasizes the significance of financial education in helping 

customers comprehend and manage the effects of transaction expenses on their 

investing choices. Teaching potential investors about how transaction costs affect 

investment returns and the advantages of using cost-efficient PRS choices will 

help to better match consumer perceptions with the value of PRS.  

This study's findings on the correlation between transaction costs and 

consumer attitudes towards PRS add to the overall discussion on financial 

decision-making. It highlights the significant impact of cost factors on influencing 
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investment decisions and the strategic value of price and communication in 

promoting financial goods. This observation is consistent with current research 

findings and provides practical advice for PRS providers to enhance their services 

to better cater to their target audience's wants and expectations. 

 

The Relationship between Advertisement and PRS (AD -> Attitude -> PRS) 

HA5: There is a relationship between advertisement, attitude and intention 

towards Private Retirement Scheme 

 

The study in Table 4.35 shows a substantial connection between 

advertising efforts and consumer attitudes towards PRS in the investigation of 

Hypothesis 5 (HA5). This link highlights the significant influence of advertising on 

changing consumer perceptions and decisions within the financial services 

industry.  

Advertising is a crucial component of marketing communication strategies 

that employs various media channels to effectively reach and sway the intended 

audience. The study's results show that all advertisement-related components had 

factor loading levels beyond the stated threshold of 0.5, confirming the significant 

influence of advertising on promoting positive consumer attitudes about PRS. 

This is consistent with the viewpoints presented by Belch & Belch (2018), 

emphasizing advertising's ability to attract customers through attention-grabbing 

and message-driven campaigns.  
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This study is consistent with the conclusions of Tümer et al. (2019), who 

suggested that conventional advertising platforms still have a significant impact 

on how consumers perceive and respond to marketing materials. Despite changes 

in media and communication, advertising's strategic use on traditional or digital 

platforms continues to significantly influence customer attitudes and behaviours 

towards items like PRS.  

The strong correlation shown between advertising and favourable opinions 

towards PRS indicates that financial institutions and PRS providers should focus 

on creating effective advertising strategies. The strategies should focus on 

informing potential investors on the characteristics and benefits of PRS, as well as 

addressing frequent issues and misconceptions to improve the overall 

attractiveness of PRS as a viable retirement planning alternative.  

This study reinforces the important function of advertising in shaping 

consumer views about financial products like PRS, adding to the current 

information base. It emphasizes the importance for PRS providers to utilize 

advertising to effectively convey the value proposition of their offers, thereby 

promoting increased participation in retirement savings schemes. 

 

The Relationship between Brand Image and PRS (BI -> Attitude -> PRS) 

HA6: There is a relationship between brand image, attitude and intention 

towards Private Retirement Scheme 
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The study of Hypothesis 6 (HA6) examines the association between brand 

image in marketing frameworks and consumer attitudes towards PRS. The findings 

reveal that the relationship is not statistically significant. This outcome deviates 

from the expected impact of brand image on shaping consumer views, necessitating 

a thorough investigation of the underlying variables causing this divergence.  

The study found that brand image did not have a noticeable effect on 

attitudes towards PRS, which is usually an important element in customer 

decision-making. The surprising discovery highlights the need to evaluate the 

demographic and psychographic characteristics of the sample group, as these 

factors may have distinct qualities that affect their interpretation of brand image in 

unexpected ways. The technique used to analyze brand image, including 

measurement scales and evaluation criteria, may have influenced the lack of 

significant results, highlighting the need for methodological precision and 

uniformity (Smith, T.M., 2014).  

Additionally, changing consumer tastes and marketing trends could also 

explain the reported findings. Brand image's influence on consumer sentiments 

about financial goods such as PRS may vary according to changes in consumer 

behaviour and market dynamics in the evolving marketplace.  

 

The study's results show that brand image does not have a substantial 

effect on PRS attitudes, which is consistent with the general discussion on the 

intricate and often unanticipated influence of branding in financial services 

marketing. It leads to a reassessment of the strategic significance given to brand 



 

289 
 

image in shaping consumer perceptions of retirement planning tools. Additional 

investigation is required to analyze the intricate connection between brand image 

and consumer attitudes. This may involve exploring aspects like trust, credibility, 

and consumer involvement to gain further insights into the underlying dynamics.  

Future study should use a comprehensive strategy, including longitudinal studies 

to track changes in consumer behaviour over time and use various methodological 

methods to evaluate different components of brand image. This thorough 

investigation will enhance our comprehension of the complex relationship 

between brand image and customer attitudes to PRS, aiding in the creation of 

more focused and efficient marketing tactics in the financial industry. 

 

Personal Aspects 

The Relationship between Financial Literacy and PRS (FL -> Attitude -> PRS) 

 

HA7: There is a relationship between financial literacy, attitude and intention 

towards Private Retirement Scheme 

 

The data strongly confirms Hypothesis 7 (HA7), showing a significant 

correlation between financial knowledge and favourable views towards PRS. This 

discovery is in line with the general agreement among scholars, as emphasized by 

Putri et al. (2023), that improved financial literacy plays a crucial role in 

influencing more positive attitudes and intentions towards participating in 

retirement savings programmes. The statistical evidence in our study, namely the 
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factor loading values above 0.5, highlights the significant impact of financial 

literacy on individuals' attitudes towards PRS.  

These findings have significant theoretical implications as they expand the 

Theory of Planned Behaviour (TPB) by including financial literacy as a key factor 

influencing financial behaviour, particularly in the realm of retirement planning. 

Jorgensen and Savla (2020) support the idea of incorporating financial literacy as 

a crucial factor in models that forecast financial choices. Our work adds to the 

ongoing discussion on the Theory of Planned Behaviour (TPB), indicating that a 

thorough grasp of financial concepts is crucial in influencing favourable attitudes 

about saving for retirement. The clear relationship between financial literacy and 

attitudes towards PRS highlights the necessity for specific financial education 

programmes. Kadoya et al. (2021) recommends the implementation of policies 

and programmes to improve public knowledge of financial concepts, especially 

those concerning retirement planning. By promoting financial literacy among the 

public, these activities can greatly enhance participation in PRS, ultimately 

leading to a more financially stable future for individuals. The study underscores 

the importance of having a strong understanding of financial matters when it 

comes to planning for retirement. It also stresses the necessity of improving 

financial education on a broader scale within society. 

 

The Relationship between Financial Risk Tolerance and PRS (FR -> Attitude -

> PRS) 
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HA8: There is a relationship between financial risk tolerance, attitude and 

intention towards Private Retirement Scheme 

 

The study's empirical findings strongly confirm Hypothesis 8 (HA8), 

showing a notable correlation between financial risk tolerance and views towards 

PRS. The findings in Table 4.35 show that all relevant factors have factor loading 

values beyond the benchmark of 0.5, suggesting a significant influence of 

financial risk tolerance on consumer attitudes towards PRS.  

The discovered positive relationship between financial risk tolerance and 

consumer attitudes towards PRS is a crucial discovery. People with more risk 

tolerance are more inclined to have a positive perception of PRS programmes, 

indicating that risk tolerance plays a crucial role in the decision-making process 

for retirement investing. This is consistent with recent studies, such as the study 

conducted by Heo et al. (2022), which supports the important influence of 

financial risk tolerance on investment behaviours and preferences.  

Moreover, the variation in attitudes influenced by different levels of 

financial risk tolerance emphasizes the importance for financial advisers and PRS 

providers to customise their communication and product offerings. By 

acknowledging the varied risk tolerance levels of potential investors, PRS can 

effectively cater to individual concerns and motives, making it more attractive to 

a wider audience. This study adds to the current debate on the factors that affect 

consumer attitudes towards retirement planning, highlighting the significant 

importance of financial risk tolerance. Future studies should further investigate 
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this correlation, considering the changing nature of financial markets and 

developing customer demands. 

 

The Relationship between Personal Trust and PRS (PT -> Attitude -> PRS) 

HA9: There is a relationship between personal trust, attitude and intention 

towards Private Retirement Scheme 

 

The study's empirical results strongly confirm Hypothesis 8 (HA8), 

demonstrating a significant connection between financial risk tolerance and 

attitudes towards PRS. The analysis in Table 4.35 clearly demonstrates the 

statistical significance of financial risk tolerance in determining consumer 

attitudes towards PRS, as indicated by factor loading values above 0.5. 

Financial risk tolerance is the key factor that influences an individual's 

investing decisions, based on their willingness to endure fluctuations in 

investments. Various aspects such as financial objectives, investment timeframes, 

income levels, and risk tolerance influence this feature, which is crucial for 

matching investment choices with one's financial goals and risk tolerance. 

 

The results show a clear link between increased willingness to take 

financial risks and favourable attitudes towards PRS. This implies that those who 

are more comfortable with financial risk tend to have a more positive view of PRS 

activities. This link emphasizes the significant impact of risk tolerance on 

decision-making regarding PRS investments, supporting findings from recent 
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studies like Heo et al. (2022) that emphasize the importance of risk tolerance in 

personal finance choices. This study adds to the current literature by explaining 

the detailed influence of financial risk tolerance on PRS attitudes, emphasizing 

the need of recognizing individual risk profiles in financial planning and 

education methods. 

 

The Relationship between Investment Experience and PRS (IE -> Attitude -> 

PRS) 

HA10:  There is a relationship between investment experience, attitude and 

intention towards Private Retirement Scheme 

 

The investigation of Hypothesis 10 (HA10) reveals a confirmed and 

important connection between investment experience and consumer attitudes 

towards PRS, as seen in Table 4.35 data. This part of the debate seeks to place 

these findings in the wider academic conversation, by integrating current research 

to emphasize the significance and consequences of our discoveries.  

All factors related to investment experience had factor loadings above 0.5, 

indicating their substantial impact on attitudes towards PRS. Investment experience, 

which includes an individual's knowledge, exposure, and involvement with various 

investment options, plays a crucial role in developing financial literacy and 

influencing attitudes towards financial planning and retirement savings. The range 

of experience, from beginners to experts in the investment field, helps individuals 
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develop a thorough financial awareness, allowing them to make astute judgements 

that align with their financial goals and risk tolerance.  

Investment experience positively influences views towards PRS, highlighting 

the intricate relevance of personal financial history in retirement preparation. This 

discovery is consistent with a recent study conducted by Nguyen et al. (2020), which 

illustrates the significant impact of practical investment experience on boosting 

investor confidence and fostering a favourable attitude towards future investment 

prospects, such as retirement plans. Their research emphasizes that actively 

participating in different market situations and financial products enhances investors' 

comprehension and strategic perspective, promoting a positive attitude towards 

adopting retirement planning options such as PRS.  

The relationship between investment experience and positive attitudes 

about PRS supports modern researchers' theories and highlights the need for 

financial education programmes to include hands-on learning elements. By 

providing chances for hands-on investing participation, these programmes can 

greatly enhance financial knowledge, thereby fostering a more educated and 

optimistic approach to retirement planning for consumers.  

This study adds to the discussion of how investment experience and 

retirement planning interact, highlighting the significance of active financial 

participation in influencing favourable consumer perceptions of PRS. This study 

confirms the importance of investment experience as outlined in recent financial 

behaviour studies and supports a comprehensive educational strategy that 



 

295 
 

incorporates experiential learning to improve retirement readiness and financial 

decision-making. 

 

5.3.1 Summary of Hypotheses Testing 

A total of eleven hypotheses were tested to investigate the important 

factors associated with the study issues. Primarily, the hypotheses have focused 

on the relationship between social, marketing, and personal aspects and attitudes 

towards PRS. To provide a convenient point of reference, Table 5.1 presented 

below provides a concise overview of the test results according to the hypotheses 

that were previously mentioned. 
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Table 5.1: Summary of Hypotheses Testing 

Hypotheses Results 

Supported/Not 

Supported 

Research 

Objective 

Social Aspects  

HA1: There is a relationship between firm-

created social media, attitude and intention 

towards Private Retirement Scheme 

Not Supported RO2 

HA2: There is a relationship between user-

generated social media communication, 

attitude and intention towards Private 

Retirement Scheme 

Not Supported RO2 

HA3:   There is a relationship between social 

influence, attitude and intention towards 

Private Retirement Scheme 

Supported RO2 

Marketing Aspects  

HA4: There is a relationship between 

transaction costs, attitude and intention 

towards Private Retirement Scheme 

Supported RO3 

HA5: There is a relationship between 

advertisement, attitude and intention towards 

Private Retirement Scheme 

Supported RO3 

HA6: There is a relationship between brand 

image, attitude and intention towards Private 

Retirement Scheme 

Supported RO3 

Personal Aspects  

HA7: There is a relationship between financial 

literacy, attitude and intention towards Private 

Retirement Scheme 

Supported RO3 

HA8: There is a relationship between financial 

risk tolerance, attitude and intention towards 

Private Retirement Scheme 

Supported RO3 

HA9: There is a relationship between personal 

trust, attitude and intention towards Private 

Retirement Scheme 

Supported RO3 

HA10:  There is a relationship between 

investment experience, attitude and intention 

towards the Private Retirement Scheme 

Supported RO3 

Mediating Variable  

HA11: There is a mediating effect of attitude 

and intention towards Private Retirement 

Scheme 

Supported RO5 
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5.4 Implication of the Study 

5.4.1 Theoretical implication of the study   

 

This study provides crucial insights that extend the applicability of the 

Theory of Planned Behaviour (TPB) inside the realm of retirement planning and 

financial decision-making. The study's nuanced assessment of the elements that 

influence attitudes towards PRS delivers these critical findings. To be more 

specific, our findings provide light on specific pathways that stakeholders, such as 

financial educators, marketers, and politicians, should utilize to increase the 

adoption rates of Private Retirement Scheme (PRS). This is accomplished by 

examining the relationship between personal, societal, and marketing factors and 

individuals' attitudes towards PRS.  

The supported hypotheses related to personal aspects (financial literacy, 

financial risk tolerance, personal trust, and investment experience) highlight the 

significance of individualised educational programmes that not only improve 

financial literacy but also address personal risk tolerance and trust issues (Hughes 

and Karp, 2022). These programmes should be designed to meet the needs of 

financial educators. The potential investors in public-private partnerships (PRS) 

might have their attitudes and intentions regarding PRS investment directly 

influenced by these programmes, which can be developed to particularly target 

gaps in understanding and confidence among potential investors.  

When it comes to refining their marketing strategies, marketers and PRS 

providers can make use of the insights that are derived from the marketing elements 
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hypotheses that have been supported, which include transaction costs, 

advertisement, and brand image. Chen and Zhao (2021) highlight how effective 

marketing strategies, especially those emphasizing brand image and consumer trust, 

can positively influence consumer attitudes toward financial service.  These 

stakeholders could favourably affect attitudes towards PRS, which will ultimately 

lead to increased participation rates. They can do this by putting an emphasis on 

honest communication regarding transaction costs, developing commercials that are 

convincing and relatable, and constructing a brand image that is strong and 

trustworthy. The findings of the study, particularly the support for social impact 

within social components, as well as the larger implications of attitudes on PRS 

uptake, can provide policymakers with the information they need to establish 

policies that foster an atmosphere that is conducive to investments in PRS. Kappor 

and Ravi (2022) discuss the impact of social norms and identification on financial 

decisions, lending support to the role of social influences in shaping attitudes 

towards financial behaviour. Activities that utilize social proof and normative 

effects, such as campaigns that highlight successful PRS investors or endorsements 

by recognised community figures, may fall under this category. The goal of these 

activities is to normalise and encourage good intentions towards PRS.  

This study’s conclusions have multiple theoretical ramifications. One of 

which is that the TPB should play a more significant role in its understanding of 

financial behaviours, particularly in relation to retirement planning. Monthford 

and Glodsmith (2023) revisit the Theory of Planned Behavior in the financial 

context, proposing its continued relevance and potential for extension to capture 
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financial decision-making behaviors more precisely. The study not only validates 

the usefulness of the TPB by illustrating the significance of attitudes that are 

affected by a complex interaction of personal, societal, and marketing elements, 

but it also supports future adaption and use of the TPB in research that focuses on 

financial decision-making. This modification could involve incorporating ideas 

from behavioural finance and psychology into the TPB framework to enrich it and 

make it more reflective of the complex elements that influence financial decisions 

in the current economy. Furthermore, the study's acknowledgment of the 

symbolic interactionism theory provides a fresh viewpoint on retirement planning. 

This is accomplished by demonstrating how age and income function as symbolic 

markers that influence an individual's self-concept and decision-making process. 

This is in line with the study done by Thompson and Malhotra (2022), providing 

the insights into how age and income serve as symbolic markers influencing 

financial behaviours, supporting the relevance of symbolic interactionism in 

understanding financial planning decisions. It is suggested that interventions that 

aim to change attitudes towards PRS should take into consideration the symbolic 

meanings that are attached to financial decisions and the ways in which these 

meanings vary across different demographic segments. This insight provides a 

deeper understanding of the socio-psychological dimensions of financial 

planning.  

To summarise, the in-depth investigation into the factors that determine 

attitudes towards PRS that was conducted in this study provides precise and practical 

insights that can be utilized by financial educators, marketers, PRS providers, and 
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legislators in order to increase the number of people who use PRS. Consequently, this 

contributes to the enhancement of the theoretical discourse surrounding TPB, thereby 

offering a framework for its implementation in the field of research on financial 

decision-making, with a specific emphasis on retirement planning. 

5.4.2 Practical implication of the study 

Organisations should implement a comprehensive and diverse strategy, 

based on recent research, to improve engagement and customer impression of PRS. 

Developing targeted social media strategies is crucial, involving the utilization of 

analytics tools to analyze patterns and preferences in audience engagement. This 

enables the creation of material that effectively resonates with the audience, 

whether it be informative, interactive, or testimonial in nature (Smith & Johnson, 

2022). Forming strategic partnerships with influencers whose follower 

demographics correspond with the target PRS audience can greatly enhance the 

perception of PRS by motivating them to share genuine experiences related to 

financial planning (Lee & Kim, 2023). Simultaneously, advertising methods require 

improvement. By applying consumer behaviour analytics, advertisers can customise 

their advertising messages for different audience segments and optimise their 

messaging strategies. This can be achieved through the use of A/B testing across 

many platforms. The goal is to respond to the specific financial aspirations and 

concerns of individual consumers (Brown et al., 2021).  

Consistently communicating in a consistent manner across all platforms is 

essential for improving how the brand is perceived. This helps to demonstrate the 

company's values and commitment to consumer well-being. Implementing 
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community-focused initiatives such as financial literacy classes further strengthen 

the brand's reputation as a trustworthy financial advisor (Parker & Thompson, 

2022). Efficient management of transaction costs is crucial, as organisations must 

openly convey the worth of PRS, allowing consumers to assess long-term 

advantages in relation to immediate payments. It is crucial to invest in educational 

programmes that explain the complexities of financial planning and the need for 

PRS in a complete retirement strategy to promote higher rates of PRS adoption 

(Green & Hughes, 2021; Martinez & Rodriguez, 2022). Moreover, tailoring 

strategies based on the customer's risk tolerance and level of trust can greatly 

boost confidence and encourage engagement. Creating material that specifically 

tackles investment risks, implements robust security measures to safeguard 

investments, and delivers favourable outcomes for various risk profiles plays a 

crucial role in mitigating concerns and enhancing trust in PRS (Evans & Patel, 

2023). By utilizing these methods, companies can enhance consumer 

comprehension, cultivate a favourable perception of PRS, and ultimately promote 

informed and advantageous retirement planning choices. This will improve the 

attractiveness and efficacy of their PRS products through comprehensive 

customer understanding and customised interaction strategies. 

5.5 Limitation of Study 

The main constraint of the study is its dependence on convenience 

sampling, as explained. This method, suitable for focusing on a particular 

audience engaged in financial planning, limits the sample's representativeness to 
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the wider Malaysian population. The research primarily gathers insights from 

those involved in or interested in financial planning by distributing questionnaires 

at financial planning seminars and related events, potentially excluding varied 

opinions from individuals not part of these groups. Concentrating data collection 

in the Klang Valley area reduces the demographic and geographic diversity of the 

sample, thus restricting the generalizability of the findings to the entire country of 

Malaysia. The method prioritises obtaining a higher response rate and specific 

feedback from a targeted group but lacks the randomness and broad 

representation of a stratified or random sampling method. This could lead to 

research outcomes being biased towards the opinions and actions of a more 

financially knowledgeable and involved portion of the population. 

5.6 Recommendation for Future Research 

In future research, a more comprehensive and inclusive sampling method 

should be employed to gain a deeper insight into Malaysia's retirement planning 

landscape, addressing the shortcomings mentioned in the previous study. 

Extending the research to cover more places beyond the Klang Valley can help 

create a sample that reflects the demographic and economic variety of the whole 

country. Utilizing stratified random sampling would greatly improve the sample's 

representativeness, enabling a detailed analysis that considers diverse financial 

behaviours among different demographic segments. Using digital and social 

media channels to distribute surveys can broaden the research's reach to include a 

wider range of the public, especially younger folks and those who are not usually 
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involved in formal financial planning events. Utilizing mixed methods research, 

which combines quantitative surveys with qualitative interviews or focus groups, 

can provide a more thorough and comprehensive understanding of the 

motivations, challenges, and behaviours related to retirement planning. 

Longitudinal research could reveal how retirement planning attitudes and 

behaviours change over time due to economic conditions, policy initiatives, and 

personal life events. If these recommendations are put into practice, they could 

greatly enhance the depth, accuracy, and relevance of upcoming research results, 

leading to more efficient policies and initiatives to assist Malaysia's ageing 

population. 

5.7 Conclusion  

 

This study investigates the factors influencing individuals' intentions to 

purchase PRS in Malaysia, with a focus on social, marketing, and personal factors 

that affect attitudes toward PRS and contribute to the decision to invest. By 

surveying a representative sample of 501 individuals in Klang Valley, the study 

provides a detailed analysis of the influences on PRS adoption, offering valuable 

insights into the broader context of retirement savings behavior in Malaysia. 

The findings highlight that income is a strong predictor of an individual's 

likelihood to allocate a portion of their retirement savings into PRS. This suggests 

that individuals in higher income brackets are more capable of considering 

supplementary retirement options like PRS, as they may have a greater ability to 

allocate disposable income toward long-term savings. This finding has critical 
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implications for policymakers and PRS providers, emphasizing the need for 

targeted financial incentives or support systems that can encourage PRS 

participation across various income levels, particularly for those in lower-income 

brackets who may face challenges in prioritizing retirement savings. 

Another important insight is the minimal impact of brand image on the 

decision to invest in PRS. Unlike consumer goods where brand perception can 

significantly sway purchasing decisions, PRS appears to require deeper factors of 

trust, credibility, and perceived value, which go beyond branding alone. This 

points to the necessity for PRS providers to emphasize education, transparency, 

and professional advisory services over traditional branding strategies. By 

focusing on building trust through informed communication, PRS providers can 

better address the knowledge gap and perceived risks associated with retirement 

investments, fostering a stronger connection with potential investors. 

The role of government support emerged as a significant factor in PRS 

participation. Government interventions, such as tax incentives, matching 

contributions, or awareness campaigns, appear to positively influence individuals' 

decisions to invest in PRS, underscoring the pivotal role that government policy 

plays in shaping retirement planning behavior. This finding underscores the 

importance of proactive government policies that could include enhanced tax 

relief, educational programs on the benefits of retirement savings, or public-

private partnerships to increase awareness and accessibility of PRS among the 

population. By extending supportive policies, the government can play a crucial 



 

305 
 

role in bridging the retirement savings gap and encouraging a culture of long-term 

financial planning. 

The results of this study provide practical insights for both policymakers 

and PRS providers who are committed to improving the retirement savings 

landscape in Malaysia. For policymakers, the study suggests that strategic, 

targeted incentives can address income disparities and foster inclusivity in PRS 

participation, thus contributing to a more financially secure retirement for a 

broader demographic. PRS providers, on the other hand, can benefit by focusing 

on trust-building measures, educational outreach, and advisory services that 

enhance consumer confidence in their offerings, rather than relying solely on 

brand positioning. 

Future research could extend this study by incorporating additional 

variables that influence individuals' retirement savings choices, such as financial 

literacy, risk tolerance, and lifestyle factors. Moreover, understanding how 

evolving economic conditions or life events impact attitudes toward retirement 

savings could provide a more dynamic view of PRS participation. Examining how 

digital tools, like robo-advisors and online retirement planning platforms, impact 

attitudes and behaviors related to PRS could also offer valuable insights, as these 

tools become increasingly prevalent in personal finance. 

In conclusion, this study underscores the multifaceted nature of retirement 

planning decisions and highlights the critical roles that income, government 

support, and trust-based communication play in promoting PRS. By addressing 

these elements, both policymakers and PRS providers can foster an environment 
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that encourages active participation in retirement savings, ensuring greater 

financial security for Malaysians in the long run. This in-depth exploration not 

only advances our understanding of the factors influencing PRS participation but 

also provides a foundation for more targeted, effective strategies to improve 

retirement readiness in Malaysia. 
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APPENDICES 

 

Appendix 1: Survey Questionnaire (English Version) 

 

 

 

 

 

 

Dear Sir/Madam, 

I am a student from the Faculty of Accountancy and Management (FAM), 

Universiti Tunku Abdul Rahman, Sungai Long Campus and I am currently 

conducting the Doctor of Philosophy research with the title of the research being 

“A Study of Social, Marketing and Personal Aspects towards Private 

Retirement Scheme (PRS) in Malaysia”. 

This is a significant topic that affects all people. It is therefore important to obtain 

responses from people of different age groups and backgrounds, even if you have 

not given thought to these issues. Your opinions are important and respected. This 

survey is carried out as a fulfillment of the Doctor of Philosophy program. All 

the responses and opinions given will be treated as strictly confidential and shall 

only be used for the purpose of this academic research. Your cooperation in 

completing this questionnaire is very much appreciated.  

Thank you for your participation and assistance. 

Yours sincerely, 

 

Lin Kok Leong 

PhD Candidate 
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SECTION A: DEMOGRAPHICS AND SOCIO-ECONOMIC 

BACKGROUND 

Please tell us about yourself by ticking  one answer for each question. Please 

complete all questions – this is very important for the research. 

 

1. Age: 

☐ 21 – 30   

☐31 – 40 

☐41 – 50 

☐51 – 60 

☐> 60 

2. Gender: 

☐ Male   ☐ Female 

3. Marital Status: 

☐ Single    ☐ Married ☐ Other (please specify:_________) 

 

4. Ethnicity: 

☐ Malay   ☐ Chinese ☐ Indian 

☐ Other (please specify:__________________) 

 

5. Education level: 

☐ Secondary school  ☐ Diploma  ☐Bachelor Degree 

☐ Master Degree  ☐ PhD  ☐ Other (please 

specify:____________) 

 

6. Current employment status: 

☐Employed (Full-time) ☐Employed (Part-time) ☐Self-employed  ☐ 

Unemployed 

 

7. Occupation 

☐ Professional (Self-Employment)  ☐Non-Executive 

☐ Non-Professional (Self-Employment) ☐ Private sector employee   

☐ Executive/Management   ☐ Public sector employee 

 

8. Your gross monthly income: 

☐ Less than or equal to RM4,000  ☐ Between RM4,001 and RM5,000 

☐ Between RM5,001 and RM6,000  ☐ Between RM6,001 and RM7,000 

☐ Between RM7,001 and RM8,000  ☐ Between RM8,001 and RM9,000 

☐ Between RM9,001 and RM10,000 ☐ 10,001 and above 

 

9. Are you aware that the government is giving tax relief for those who invest in 

PRS funds up to RM3,000 until the year 2025? 

☐ Yes    ☐ No 
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10. How long have you been a Private Retirement Scheme (PRS) member? 

☐ Less than 1 year     ☐ 1-3 years         ☐ 3-5 years      ☐ 5-7 years     ☐ More 

than 7 years 

 

11. Which PRS Provider are you currently engaged with? 

☐ Affin Hwang Asset Management Berhad     ☐ AIA Pension and Asset 

Management Sdn. Bhd 

☐ AmFund Management Berhad                      ☐ Kenanga Investors Berhad 

☐ Manulife Investment Management Berhad   ☐ Principal Asset Management 

Berhad 

☐ Public Mutual Berhad      ☐ RHB Asset Management Sdn. 

Bhd.                     

 

 

 

 

SECTION B: DEPENDENT, MEDIATING AND INDEPENDENT 

VARIABLES 

 

These sections are related to the certain of the services that your Private 

Retirement Scheme experiences. Please tick  in questions B1 and B2 and; give 

the rate as a tick  according to your own personal stand and feeling on the space 

provided below according to the following scale. 

 

1=Strongly Disagree 2=Disagree 3=Neutral 4=Agree 5=Strongly Agree 

 

SECTION B: DEPENDENT VARIABLE - PRIVATE RETIREMENT 

SCHEME 

B1 Have you invested in Private Retirement Scheme (PRS)? 

☐ Yes    ☐ No 

  Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

B2 Social influences (e.g. 

influence by friends and 

family) affect PRS purchase 

intention. 

     

B3 Marketing activities (e.g. 

advertising, promotion) 

influence PRS purchase 

intention. 

     

B4 Individual financial 

knowledge has an effect on 

     



 

354 
 

PRS purchase intention. 

B5 I have the knowledge of 

PRS’s investment 

philosophy and policy. 

     

B6 I perceive the level of 

investment risk in the 

overall PRS. 

     

 
 
 

SECTION C :MEDIATING EFFECTS - INTENTION TOWARDS PRS 

PRODUCT 

  Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

C1 I think investing in PRS 

investment can enhance an 

individuals' financial 

knowledge. 

     

C2 I think that PRS investment 

is meaningful for my post-

retirement life. 

     

C3 I think it is wise for me to 

engage in PRS investment. 

     

C4 I think PRS investment is a 

safe alternative to fund my 

retirement years. 

     

C5 I find PRS investment easy 

to understand. 

     

       

       

SECTION D: SOCIAL ASPECTS – FIRM-CREATED SOCIAL MEDIA, 

USER-GENERATED SOCIAL MEDIA, SOCIAL INFLUENCE 

FIRM CREATED SOCIAL 

MEDIA 

Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

D1 The level of the PRS 

Provider’s social media 

communications meets my 
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expectations. 

D2 The PRS Provider’s social 

media communications 

perform well. 

     

D3 I am satisfied with this 

Provider’s social media 

communications. 

     

USER-GENERATED SOCIAL 

MEDIA 

Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

D4 The level of the PRS 

Provider’s social media 

communications feedback 

are up to my expectations. 

     

D5 The PRS Provider’s social 

media communications of 

users’ feedback perform 

well and is very good. 

     

D6 I am satisfied with the social 

media communications 
feedback expressed by the 

PRS Providers. 

     

SOCIAL INFLUENCE Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

D7 I learned from my friend 

about how to invest in PRS 

investment. 

     

D8 My family member gave 

me to give more information 

about PRS investment. 

     

D9 Observing my friends 

investing in PRS enhanced 

my intention to invest in 

PRS. 
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SECTION E: MARKETING ASPECTS – TRANSACTION COSTS, 

ADVERTISEMENT, BRAND IMAGE 

TRANSACTION COSTS Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

E1 I pay my own expected 

transaction costs for the 

investment. 

     

E2 I would like to use it as the 

transaction costs is 

reasonable.  

     

E3 I will invest in PRS with 

low transaction costs. 

     

E4 I would like to invest in 

PRS without transaction 

costs. 

     

E5 The transaction costs 

concerns my investment 

decision in PRS investment. 

     

ADVERTISEMENT Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

E6 I feel getting the knowledge 

of private retirement 

schemes from the 

advertisement. 

     

E7 I have confidence in the 

different quality of private 

retirement schemes that are 

advertised. 

     

E8 I feel confident about the 

different types of private 

retirement schemes that are 

available from the 

advertisement. 

     

E9 I have less confidence in 

considering this private 

retirement scheme from the 

advertisement. 

     

E10 I would like to receive the 

experience feedback for 

the private retirement 
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scheme from the 

advertisement.  

BRAND IMAGE Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

E11 I feel PRS Provider’s brand 

possesses a good 

investment return. 

     

E12 I am satisfied with this PRS 

Provider’s brand possessing 

a positive symbolic 

meaning (good reputation, 

credibility, and positive 

image). 

     

E13 I feel the PRS Provider’s 

brand can provide me with a 

pleasant service 

experience. 

     

 
 

SECTION F: PERSONAL ASPECTS - FINANCIAL LITERACY, 

FINANCIAL RISK TOLERANCE, PERSONAL TRUST, INVESTMENT 

EXPERIENCE 

FINANCIAL LITERACY Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

F1 I am knowledgeable about 

how the PRS system 

works. 

     

F2 I am knowledgeable about 

financial planning for 

retirement. 

     

F3 I am confident in my ability 

to do retirement planning. 

     

F4 When I have a need for 

financial services, I know 

where to obtain 

information on what to do. 

     

F5 I am knowledgeable about 

conventional principles 
related to investment (risk 

and return, stock, and bond 
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investment). 

FINANCIAL RISK 

TOLERANCE 

Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

F6 I am aware of the overall 

PRS's level of investment 

risk. 

     

F7 I prefer investments that 

have higher returns even 

though they are riskier. 

     

F8 I think it is important to 

consider the level of risk 

when I do investment. 

     

F9 I think I should take 

investment risk to ensure 

financial stability in 

retirement. 

     

F10 If an unexpected situation 

occurs, I will never choose 

to invest in PRS 

investment. 

     

PERSONAL TRUST Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

F11 The agents of the PRS 

provider present to me the 

features and benefits of the 

PRS investment honestly. 

     

F12 The agents of the PRS 

provider honor the 

agreement made with me. 

     

F13 My PRS investment issues 

are well handled by the 

agents of the PRS provider. 

     

F14 I can trust the PRS 

provider’s agent judgment 

based on my investment 

preferences. 

     

F15 I can rely on the PRS 

provider’s agent to solve 

my retirement fund issues. 
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INVESTMENT EXPERIENCE Strongly 

Disagree 
Disagree Neutral Agree Strongly 

Agree 

F16 I have investment 

experience in PRS. 

     

F17 I trust PRS investment.      

F18 I am likely to invest in PRS 

in the near future. 

     

F19 I am knowledgeable about 

stock market performance 

in PRS investment. 

     

F20 I am knowledgeable about 

bond market performance 

in PRS investment.  

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	DETERMINANTS OF MALAYSIANS’ INTENTION TOWARDS PRIVATE RETIREMENT SCHEME (PRS) PARTICIPATION IN KLANG VALLEY, MALAYSIA
	DETERMINANTS OF MALAYSIANS’ INTENTION TOWARDS PRIVATE RETIREMENT SCHEME (PRS) PARTICIPATION IN KLANG VALLEY, MALAYSIA (1)
	ABSTRACT
	DETERMINANTS OF MALAYSIANS’ INTENTION TOWARDS PRIVATE RETIREMENT SCHEME (PRS) PARTICIPATION IN KLANG VALLEY, MALAYSIA (2)
	1.1 Research Background
	1.2 Definition, structure, and PRS
	1.2.1 PRS Account Structure
	1.2.2 Coverage of PRS Fund
	1.2.3 PRS Regulatory Framework
	1.2.4 Investors’ Investment Objectives – Private Retirement Scheme

	1.3 Current Situation of PRS in Malaysia
	1.3.1 PRS Providers
	1.3.2 Social Aspect Towards PRS Participation
	1.3.3 Marketing Aspects Towards PRS Participation
	1.3.4 Personal Aspects Towards PRS Participation
	1.3.5 Government Support, Consumer Income, and Age

	1.4 Problem Statement
	1.5 Research Questions
	1.6 Objective of the Study
	1.7 Significance of the Study
	1.7.1 Theoretical Significance of the Study
	1.7.2 Practical Significance of the Study
	1.7.2.1 Financial Planning of the People in PRS
	1.7.2.2 Financial Planning and Population Aging


	1.8 Operational Definitions for the Key Terms Used
	1.9 Organization of the Study
	2.1 Introduction
	2.2 Theoretical Reviews of the Study
	2.2.1 The Life Cycle Theory
	2.2.2 The Symbolic Interaction Theory
	2.2.3 The Theory of Planned Behavior

	2.3 Systematic review
	2.4 Empirical Reviews of Social, Marketing, and Personal Aspects toward    Private Retirement Scheme (PRS)
	2.4.1 Private Retirement Scheme (PRS) and Consumer Attitude
	2.4.2 Social Aspects
	2.4.2.1 Firm-Created Social Media
	2.4.2.2 User-Generated Social Media Communication
	2.4.2.3 Social Influence

	2.4.3 Marketing Aspects
	2.4.3.1 Transaction costs
	2.4.3.2 Advertising
	2.4.3.3 Brand Image

	2.4.4 Personal Aspects
	2.4.4.1 Financial Literacy
	2.4.4.2 Financial Risk Tolerance
	2.4.4.3 Personal Trust
	2.4.4.4 Investment Experience

	2.4.5 Intention towards PRS
	2.4.6 Demographic Profile
	2.4.6.1 Government Support
	2.4.6.2 Age
	2.4.6.3 Income


	2.5 Framework of Social, Marketing, and Personal Aspect towards the     Private Retirement Scheme (PRS)
	2.6 Hypotheses Development
	2.6.1 Social, Marketing, Personal Aspects and PRS in Malaysia
	2.6.2 Demographic Profile and Private Retirement Scheme (PRS) in Malaysia

	2.7 Summary of Empirical Reviews of the Intention Towards Private Retirement Scheme (PRS)
	2.8 Conclusion
	3.1 Introduction
	3.2 Variables of Social, Marketing, and Personal Aspects towards Private Retirement (PRS) in Klang Valley, Malaysia
	3.2.1 Variables of the firm-created social media, user-generated social media communication for social aspects, and the attitude towards PRS product
	3.2.2 Variables of Social Influence for social aspects and the attitude towards PRS Product
	3.2.3 Variables of Transaction Costs and Attitude Towards PRS Product
	3.2.4 Variables of Advertisement and Attitude Towards PRS Product
	3.2.5 Variables of Brand Image and Attitude Towards PRS Product Scale Items
	3.2.6 Variables of Financial Literacy and Attitude Towards PRS Product
	3.2.7 Variables of Financial Risk Tolerance and Attitude Towards PRS Product
	3.2.8 Variables of Personal Trust and Attitude Towards PRS Product
	3.2.9 Variables of Investment Experience and Attitude Towards PRS Product
	3.2.10 Variables of Government support, Age, and Income for moderating effects towards PRS product
	3.2.11 Variable of attitude for mediating effect toward PRS Product and Private Retirement Scheme (PRS)

	3.3  Research Design
	3.4 Population and Sample
	3.5 Sample Size and Sampling Method
	3.6 Measurement and Instruments
	3.7 Data Collection and Source of Data
	3.7.1 Pre-test and Pilot Study

	3.8 Data Analysis Methods
	3.8.1 Frequency Analysis
	3.8.2 Descriptive Analysis
	3.8.3 Correlation Analysis
	3.8.4 Reliability Test
	3.8.5 R square (R2)
	3.8.6 Residual Analysis
	3.8.6.1 Multicollinearity Test
	3.8.6.2 Normal Distribution of the Residual Graph
	3.8.6.3 Homogeneity (Independent Sample t-test)

	3.8.7 Exploratory Factor Analysis (EFA)
	3.8.8 Multivariate Analysis
	3.8.9 Multivariate Analysis of Covariance (MANCOVA)
	3.8.10 Confirmatory Factor Analysis (CFA)

	3.9 Structural Equation Modelling (SEM)
	3.10 Justification of Using SPSS and PLS-SEM
	3.11 Data Estimation Procedure
	3.12 Ethical Considerations
	3.13 Conclusion
	4.1 Introduction
	4.2 Frequency Analysis of Demographic Profiles
	4.3 Descriptive Analysis
	4.4 Correlation Analysis
	4.4.1 Correlation Analysis – Demographics Profile
	4.4.2 Correlation Analysis - Factors Affecting the Social, Marketing, and Personal Aspects Towards Private Retirement Scheme

	4.5 Homogeneity Test (Levene Test) (Independent Sample t-Test)
	4.5.1 Independent Samples Test - Age
	4.5.2 Independent Sample Test - Income
	4.5.3 Independent Samples Test – Government Support

	4.6 Exploratory Factor Analysis
	4.6.1 Reliability Test
	4.6.2 KMO and Bartlett’s test
	4.6.3 Eigenvalues & Scree Plot
	4.6.4 Factor Loading – Pattern Matrix
	4.6.5 Exploratory Factor Analysis (EFA) for Social, Marketing and Personal Aspects towards Private Retirement Scheme (PRS)

	4.7 Multivariate Analysis of Covariance (MANCOVA)
	4.7.1 Box’s Test of Equality of Covariance Matrices
	4.7.2 Multivariate Test
	4.7.3 Test of Between-Subjects Effects
	4.7.4 Pairwise Comparisons

	4.8 Confirmatory Factor Analysis (CFA) for Social, Marketing and Personal Aspects towards Private Retirement Scheme (PRS) using PLS-SEM
	4.8.1 Preliminary analysis
	4.8.1.1 Missing data
	4.8.1.2 Outliers
	4.8.1.3 Univariate outliers
	4.8.1.4 Multivariate outliers
	4.8.1.5 Non-response bias
	4.8.1.6 Common method bias

	4.8.2 Residual Analysis
	4.8.2.1 Residual Diagnosis Normality Graph (RDNG)
	4.8.2.2 Multicollinearity (Variance Inflation Factor) (VIF)

	4.8.3 Construct Reliability and Validity
	4.8.4 Discriminant Validity
	4.8.5 Fornell lacker
	4.8.6 Heteroit Monotrait
	4.8.7 Cross Loading (Partial Least Squares Structural Equation Modeling (PLS-SEM))
	4.8.8 Assessment Structural Model
	4.8.9 R square
	4.8.10 F square
	4.8.11 Q square

	4.9 Path Analysis using PLS-SEM
	Path analysis, a practical approach employed in structural equation modelling (SEM), is adept at explaining the connections between variables in complex study frameworks. It focuses explicitly on complex investigations' direct, mediating, and moderati...
	4.9.1 Direct effect
	4.9.2 Mediating Effect
	Attitude (ATT) is likely an insignificant mediator due to the direct influence of Brand Image (BI), Firm-Created Social Media (FC), and User-Generated Social Media (UG) on PRS adoption. For high-involvement financial products like PRS, brand image can...
	Firm-created content (FC) often serves as a credible, structured source of information, influencing behavior directly without needing to impact attitude (Schivinski & Dabrowski, 2022). Similarly, UG content, being authentic and socially endorsed, prov...
	Finally, trust and credibility derived from firm and user-generated content often override the need for attitude in PRS adoption, particularly where trust is paramount in guiding consumer decisions in the financial domain (Shin et al., 2023; Fang et a...
	4.9.3 Moderating Effect
	4.9.4 PLS-SEM Analysis

	4.10. Conclusion
	5.1 Introduction
	5.2 Summary of Statistical Analyses
	5.3 Discussions of Major Findings
	5.3.1 Summary of Hypotheses Testing

	5.4 Implication of the Study
	5.4.1 Theoretical implication of the study
	5.4.2 Practical implication of the study

	5.5 Limitation of Study
	5.6 Recommendation for Future Research
	5.7 Conclusion

