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ABSTRAK

Kesedaran jenama boleh dianggap sebagai perhatian atau keutamaan yang lebih
terhadap barangan berjenama. Ini bermakna pengaruh jenama, pada umumnya,
mempunyai kepentingan dan nilai yang tersendiri iaitu ia mengambarkan suatu
lambang keefisyenan atau simbolik. Di Amerika Syarikat, kepentingan terhadap
jenama adalah amat kukuh. Walau bagaimanapun, terdapat sedikit jurang fahaman
terhadap kepentingan ini di lain-lain negara. Justeru, tujuan kajian ini adalah untuk
mengkaji bagaimana agen-agen sosialisasi—media, ibubapa, dan rakan sebaya—
mempengaruhi kesedaran jenama di kalangan pelajar, dan bagaimana pengaruh ini
berbeza berdasarkan karektor demografik mereka. Responden seramai 230 orang
merupakan pelajar semester kedua, yang mengikuti kursus Sarjana Muda Pengurusan
Perniagaan di Universiti Utara Malaysia. Keseluruhannya, rakan sebaya dibuktikan
sebagai pengaruh utama. Keputusan daripada analisis korelasi Pearson menunjukkan,
kesedaran jenama pelajar mempunyai hubungan dengan setiap faktor sosialisasi.
Walaupun demikian, bagi pengaruh media, hanya menonton wayang berhubungan
dengan kesedaran jenama. Dua lagi analisis menunjukkan hubungan di antara
pengaruh ibubapa dan rakan sebaya dengan kesedaran jenama. Merujuk kepada hasil
kajian, analisis pendedahan terhadap media mendapati wujudnya perbezaan: pelajar
perempuan lebih kerap menonton TV, mendengar lagu (radio, CDs), dan melayari
internet berbanding lelaki, manakala pelajar Melayu lebih kerap mendengar radio dan
melayari internet berbanding Cina, Indian, dan lain-lain (Siam, Singapura, Indonesia,
Lain-lain). Bagi pengaruh ibubapa dan rakan sebaya, hanya jantina menunjukkan
perbezaan: pelajar perempuan lebih dipengaruhi oleh ibubapa dan rakan sebaya
berbanding lelaki. Perbezaan juga wujud pada faktor jantina dan kaum terhadap
kesedaran jenama: pelajar perempuan lebih cenderung kepada barangan berjenama
berbanding lelaki, manakala pelajar kaum lain-lain lebih cenderung kepada barangan
berjenama berbanding Melayu, Cina, dan India. Keluarga dan pakar pengguna perlu
menimbangkan keputusan kajian ini sebagai satu panduan untuk pendidikan yang
lebih baik berikutan pelajar juga dianggap sebagai pengguna.



ABSTRACT

Brand consciousness is more than simply an awareness or preferences for brand
names. It is the understanding that brand names, in general, have personal relevance
or value in that they serve as a signal of functional or symbolic value. In the United
States, the importance of brand names is well established. However, there is little
understanding of the importance brand names hold in other cultures. Therefore, the
objective of this study was to investigate how socialization agents—media, parents,
and peers—influence on students’ brand consciousness in apparel and influences
differ according to students demographic characteristics. Participants were 230
students in second semester, who undertaking Bachelor of Business Administration in
Universiti Utara Malaysia. Overall, peers exert the greatest influence. The results by
using Pearson correlation coefficients analyses suggested that, the students’ brand
consciousness is, significantly correlated to each socialization factor. However, of the
media related analysis, only movie viewing shows a significant correlation. The other
two have significant correlation with parental influence and peer influence. Moreover,
gender and ethnicity differences were also analyzed on socialization agents and brand
consciousness. As the results have indicated, media exposure analyses revealed the
most significant differences: female students were more likely to watch TV, listen to
music (radio, CDs), and spend time online than were males, while Malay students
were more likely to listen to music and spend time online than were Chinese, Indian,
and other (Siamese, Singaporean, Indonesian, Other). For influence from parents and
peers, only gender played a factor: female students were more likely to be influenced
by parents and peers than males. Other significant differences were found for brand
consciousness across gender and ethnicity: female students were more likely to have
higher brand-consciousness than males, while students of other ethnic groups were
more likely to be highly brand-conscious than Malay, Chinese, and Indian. Family
and consumer educators should consider findings of this study as a guide to give
better education to students as consumers.
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1.2

CHAPTER ONE

INTRODUCTION

Introduction

The first chapter will discuss the background of the research which explains
the general ideas on the scope of the study. The research problems are then
stated, followed by the purpose and also the significance of the study for the

managerial and marketing field, as well as future use.

Background of the study

As every person is a consumer, it is certainly reasonable to inquire about
shopping behaviors, such as the motivations underlying where people shop
and what they buy. Shopping centers and mall developments provide
consumers with increased shopping alternatives within a localized central
business district. Consumers are expected to derive greater utility from larger
areas because of larger product classification, even though they are likely to
spend more money and incur increased indisposition by traveling more distant

shopping areas (Bell, 1999).

During the 1980’s, three-fourths of the national consumer population, in the
United States, went to shopping malls at least once a month (Stoffel, 1998).
Dual incomes increased flexible spending in this population, but individuals

had less time for shopping (Kotler & Amstrong, 2001). Today, consumers
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APPENDICES

Appendix 1

Financial assist provided by UUM to undergraduate students

SCHOLARSHIP LOAN FACILITIES

The values of education loan/scholarship allocated for students who study in NUM under first
degree programme.

i. UUM scholarship RM 6,500.00
ii. PTPTN loan RM 6,500.00
iii. JPA loan RM 5,090.00
iv. State government RM 3,000.00 to RM 5,000.00
v. Private bodies
PETRONAS RM 6,000.00
MAYBANK RM 5,500.00
TELEKOM RM 5,500.00
BSN RM 5,000.00
SHELL RM 6,000.00
vi. long term loan RM 3,000.00
vii. short term loan RM 500.00
viii. religious council RM 1,500.00 and above
ix. NUM loan scheme RM 6,000.00

All applicants of the scholarship/loan stated above, must fill in the forms that can be obtained
from UKKP. Date of issue will be announce by UKKP from time to time. Announcement is
patched on announcement board around the campus.

STUDENTS AFFAIR DEPARTEMENT (ASD) trust fund
RM 50,000.00 is allocated for one session to assist the students who do not have any
sponsor. The value of assist is between RM 200.00 to RM 1,000.00.

BAKTI trust fund
BAKTI also allocated an amount of RM 52,000.00 for NUM students who have financial
problem to continue their studies. Values of assist is between RM 500.00 to RM 1,000.00.

Students' welfare

The welfare students' scheme is formed to offer financial assistance and facilities to students.
The values of assist:

Emergency Fund

a. student's death RM 1,000.00
b. student's parent death (peninsular) RM 300.00
c. student's parent death (Sabah/Sarawak) RM 500.00

d. special cases such as flood, fire, accidents depending on the case
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Group TAKAFUL benefits

All NUM students are covered by SKIM TAKAFUL MALAYSIA with the benefits stated as
below:

Suicidal case, illegal racing, drug addiction and other similar cases are not covered by the
insurance scheme.

i. student's death RM 7,500.00 RM 7,500.00

ii. permanent disabilities RM 7,500.00
iii. medical treatment RM 1,000.00 (maximum)
iv. ward allowance RM 20.00 per day

Detailed information of the PTPTN loan

All students are qualified to get the PTPTN loan facilities. The facilities are based on the
matters stated below:

e applicants must use the form obtained from UAKP and must pay RM 5.00.

e successful applicants must fill in the education loan agreement and other related
notices which will be announced to students at the notice board.

e 4% loan interest rates (service charge) will be charged to all the loans granted.

e students must pay back the education loan after 3 months completing their study.

o the sponsors will credit the money into the student's account bank and students must
pay the studies fees to the university management.

¢ NUM management chooses Bank of Islam to manage the PTPTN education loan.
The sponsors will credit the money into student's account bank through Bank of
Islam. Students are advised to open their account with Bank of Islam before their
registration as new students in NUM.

e the method of loan payment to old students through other banks such as Bank
Muamalat, Bumiputera Commers and other banks still remains.

e PTPTN management will draw down payment of RM 1,500.00 through warrant and
students can cash it at any places as mentioned by the PTPTN management.

e Any students rejecting the offer must write a letter to the PTPTN management.
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MONTHLY ESTIMATION FOR A STUDENT'S EXPENSES IN NUM SINTOK

Daily expenses

1. breakfast RM 1.50
2. lunch RM 3.00
3. dinner RM 3.00
4. tea break/supper RM 2.00

Total =RM 9.50 x 30 = RM 285.00

Other expenses for a month

1. telecommunication RM 70.00

2. recreation/ outing RM 50.00

3. photostats, stationery, book and others RM 100.00

4. dobby RM 24.00 (RM 6.00 x 4 kali)

TOTAL =RM 244.00
GRAND TOTAL =RM 529.00

STUDENT'S INCOME

PTPTN education loan RM 6,500.00

Expenses

Study fees RM 1,100.00 (add RM 200.00 if IT course)
Medical services RM 50.00

Student's welfare RM 133.00

Accommodation RM 540.00 (room for 2 person)

Library RM 60.00

Dental services RM 30.00

Sport RM 40.00

Computer RM 75.00

TOTAL =RM 2,028.00

BALANCE FOR STUDENT =RM 4,472.00

Monthly estimation for a student's expenses in NUM, Sintok.
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Appendix 2

Six items of brand consciousness scale used in current study

Instructions: This section contains statements on different interests and priorities
some consumers have on apparel purchasing. Please read each statement and circle
the number next to the response indicating how much you agree or disagree with
the statement as a description of you. You should only check one box per statement.
By completing this survey, you are providing your consent to participate in this
study.

o
S g
B g
9 S)
Q o <
X o~ D
2w
2 5 5 v 2
S 2§58
8 Q@ 2 < &
1. | pay attention to the brand names of the clothes | buy. 1 2 3 4 5
Brand names tell me something about the quality of the
2 9 quatity 1 2 3 4 5

clothing.

Brand names tell me something about how ‘cool’ an item
of clothing is.

Sometimes | am willing to pay more money for clothing
because of its brand name.

Brand name clothes that cost a lot of money are good
quality.

| pay attention to the brand names of most of the
products | buy.
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Single item of media exposure instrument with four subitems

Appendix 3

During a typical week, how much time do you spent in the following activities? Please

circle the appropriate answer.

< )
> N o
< 7] <]
s & 53 3
=~ 0 » x <
1.  Watching TV 1 2 3 4 5
2. Listening to CDs / tapes / radio 1 2 3 4 5
3. Spending time online 1 2 3 4 5
4. At the movies 1 2 3 4 5
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Appendix 4

Ten items of parental influence scale used in current study

How agreed have you on each of the following 5-point rating scales. Indicate your
response by circling one of the ranking from ‘Strongly Disagree’ (1) to ‘Strongly
Agree’ (5) of each statement.

10.

o
S
3 g
Q )
Q o <
X o = D
2 5 £ g @
S 2 3 5 &
§ Q9 2 < &
I make buying decisions on items for the whole family. 1T 2 3 4 5
Low price is more important than brand name when . 5 3 4
buying clothes.
My parents/guidance and | agree on what | should wear. 1 2 3 4 5
My parents/guidance choose the clothes they buy for me. 1 2 3 4 5
| think my parents/guidance should have a say in what | ] 5 3 4
buy.
| like to go shopping with my parents/guidance. 1 2 3 4 5
What my parents/guidance think is more important than
. . 1 2 3 4 5
what my friends think.
| buy the same brands as my parents/guidance. 1 2 3 4 5
| value my parents/guidance’ opinions on what | buy. 1 2 3 4 5
| talk to my parents/guidance about products. 1 2 3 4 5
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Appendix 5

Ten items of peer influence scale used in current study

How agreed have you on each of the following 5-point rating scales. Indicate your

response by circling one of the ranking from ‘Strongly Disagree’ (1) to ‘Strongly

Agree’ (5) of each statement.

10.

N

S

3 g

Q <

S ¢Ye o, 3

S D s ¢ s

S 2 3 5 §

§ Q@ 2 < §
It bothers me when my friends have something | don't 1 5 3 4 s
have.
My parents let me buy the brand of shoes | want. 1 2 3 4 5
I like commercials with sports stars. 1 2 3 4 5
It is important for me to fit in with my friends. 1 2 3 4 5
| buy the same brands as my friends. 1 2 3 4 5
What my friends think is more important than what my . 5 3 4
parents think.
| like to wear what my friends are wearing. 1 2 3 4 5
| know how to get my parents to buy me what | want. 1 2 3 4 5
Being popular is important. 1 2 3 4 5
Successful people wear name brands. 1 2 3 4 5
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Reliability analyses of the measurement scales

Appendix 6

Scale of brand consciousness

Reliability Statistics

Cronbach's
Alpha

N of ltems

.859

6

Item Statistics

Mean Std. Deviation N
Brand names of clothes 3.15 .978 230
Quality of clothing 3.04 .888 230
How cool an item of 3.30 .967 230
Sometimes | am willing 3.17 932 230
Brand name clothes 3.24 .945 230
Brand names of most 3.12 968 230
Item-Total Statistics
Scale Corrected Cronbach's

Scale Mean if Variance if Item-Total Alpha if Item

Iltem Deleted Item Deleted Correlation Deleted
Brand names of clothes 15.88 13.417 .639 .838
Quality of clothing 15.99 13.733 673 832
How cool an item of 15.73 13.658 .609 .843
Sometimes | am willing 15.85 13.576 .656 .835
Brand name clothes 15.78 13.568 .645 .837
Brand names of most 15.90 13.231 .679 .830
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Scale of parental influence

Reliability Statistics

Cronbach's
Alpha

N of ltems

.814 10

Iltem Statistics

Mean Std. Deviation N
Make buying decision 2.98 .969 230
Low price important 2.90 .956 230
My parents and | agree 3.31 .819 230
My parents choose 3.23 .853 230
My parents have a say 3.23 .821 230
Shopping with my parents 3.13 765 230
My parents important 3.26 .825 230
Same brands as parents 3.13 .852 230
Value parents' opinion 3.22 .900 230
Talk about products 3.25 .817 230
Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if Iltem-Total Alpha if Item
Item Deleted Item Deleted Correlation Deleted
Make buying decision 28.65 22.158 499 797
Low price important 28.73 23.942 .298 .821
My parents and | agree 28.32 23.248 A73 .800
My parents choose 28.40 22.372 .563 .790
My parents have a say 28.40 23.098 492 .798
Shopping with my parents 28.50 23.037 548 792
My parents important 28.37 23.257 .466 .800
Same brands as parents 28.50 22.801 507 .796
Value parents’ opinion 28.41 21.893 587 787
Talk about products 28.38 22.779 .539 .793
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Scale of peer influence

Reliability Statistics

Cronbach's
Alpha

N of ltems

.826

10

Item Statistics

Mean Std. Deviation N

It bothers me 3.12 .934 230

My parents let me buy 3.06 .837 230

| like commercials 3.33 .874 230

It is important for me 3.36 .828 230

| buy the same brands 3.25 .947 230

What my friends think 3.17 .926 230

| like to wear 3.24 917 230

I know how to get 3.17 .864 230

Being popular is

important 3.28 1.007 230

Successful people 3.31 1.018 230

Item-Total Statistics
Scale Corrected Cronbach's
Scale Mean if Variance if Item-Total Alpha if Item
Item Deleted Item Deleted Correlation Deleted

It bothers me 29.18 27.239 475 .814
My parents let me buy 29.24 28.646 .379 822
| like commercials 28.97 26.890 .561 .805
It is important for me 28.93 27.598 512 .810
I buy the same brands 29.04 26.234 578 .803
What my friends think 29.13 27.351 468 814
I like to wear 29.05 26.539 .568 .804
| know how to get 29.12 28.422 .388 .822
Being popular is

important 29.02 25.519 .610 .799
Successful people 28.98 25.912 559 .805
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Appendix 7

Results of independent-samples t-test by gender on socialization agents

Group Statistics

Std. Error

Gender N Mean Std. Deviation Mean
Watching TV Male 63 3.16 1.066 134
Female 167 3.53 1.186 .092
Listening Male 63 3.52 1.075 .135

CDsftapes/radio  Female

167 3.92 1.103 .085
Spending time ~ Male 63 3.22 1.007 127
online Female 167 3.72 1.113 .086
At the movie Male 63 2.95 1.023 129
Female 167 2.86 1.281 .099
MeanParent Male 63 3.0111 62479 .07872
Female 167 3.2204 47282 .03659
MeanPeer Male 63 2.9762 56217 .07083
Female 167 3.3251 .54780 .04239
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Independent Samples Test

Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence Interval
of the Difference
Mean Std. Error
F Sig. t df Sig. (2-tailed) Difference Difference Lower Upper
Watching TV Equal variances
assumed 7.196 .008 -2.192 228 .029 -.374 A71 -711 -.038
Equal variances not
assumed -2.301 123.429 .023 -.374 163 -.696 -.052
Listening Equal variances
CDsltapes/radio assumed .105 747 -2.459 228 .015 -.398 162 -.718 -.079
Equal variances not
assumed -2.487 114.253 .014 -.398 .160 -.716 -.081
Spending time Equal variances
online assumed 5.091 .025 -3.092 228 .002 -.496 .160 -.813 -.180
Equal variances not
assumed -3.236 122.611 .002 -.496 153 -.800 -.193
At the movie Equal variances
assumed 9.233 .003 .534 228 .594 .096 .180 -.258 451
Equal variances not
assumed 591 138.961 .555 .096 163 -.225 418
MeanParent Equal variances
assumed 191 .663 -2.729 228 .007 -.20925 .07667 -.36033 -.05817
Equal variances not
assumed -2.411 90.113 .018 -.20925 .08680 -.38170 -.03680
MeanPeer Equal variances
assumed .901 .344 -4.278 228 .000 -.34896 .08158 -.50970 -.18822
Equal variances not
assumed -4.228 109.142 .000 -.34896 .08254 -.51255 -.18536
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Appendix 8

Results of one-way ANOVA by ethnicity on socialization agents

ANOVA
Sum of
Squares df Mean Square F Sig.
Watching TV Between Groups 4.401 3 1.467 1.084 .357
Within Groups 305.986 226 1.354
Total 310.387 229
Listening Between Groups 29.406 3 9.802 8.806 .000
CDs/tapes/radio Within Groups 251.555 226 1113
Total 280.961 229
Spending time online Between Groups 11.363 3 3.788 3.187 .025
Within Groups 268.567 226 1.188
Total 279.930 229
At the movie Between Groups 4.215 3 1.405 952 416
Within Groups 333.615 226 1.476
Total 337.830 229
MeanParent Between Groups 1.241 3 414 1.506 214
Within Groups 62.075 226 275
Total 63.316 229
MeanPeer Between Groups 1.557 3 519 1.598 191
Within Groups 73.422 226 .325
Total 74.979 229
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Appendix 9

Results of independent-samples t-test by gender on brand consciousness

Group Statistics

Std. Error
Gender N Mean Std. Deviation Mean
MeanBran  Male 63 2.9788 .80794 10179
d Female 167 3.2435 .68052 .05266
Independent Samples Test
Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence Interval
of the Difference
Mean Std. Error
F Sig. t df Sig. (2-tailed) Difference Difference Lower Upper
MeanBrand Equal
variances .161 .688 -2.495 228 .013 -.26468 .10607 -.47369 -.05567
assumed
Equal
variances not -2.309 97.032 .023 -.26468 11461 -.49214 -.03722
assumed
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Appendix 10

Results of one-way ANOVA by ethnicity on brand consciousness

ANOVA
MeanBrand
Sum of
Squares df Mean Square F Sig.
Between Groups 12.521 3 4.174 8.732 .000
Within Groups 108.030 226 478
Total 120.551 229
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Appendix 11: Pearson correlation coefficient analysis

Correlations

Listening
CDsltapes/ Spending

Watching TV radio time online At the movie | MeanParent | MeanPeer | MeanBrand

Watching TV Pearson Correlation 1 .249(**) A57(%) .252(**) .015 .017 -.081
Sig. (2-tailed) : .000 .017 .000 .825 799 218

N 230 230 230 230 230 230 230

Listening Pearson Correlation 249(*) 1 ATA(*) -.065 251(*) 109 -.020
CDsftapesiradio Sig. (2-tailed) .000 . .000 326 .000 098 765
N 230 230 230 230 230 230 230

Spending time online Pearson Correlation 157(%) AT4(%) 1 067 .143(%) 254(*%) 067
Sig. (2-tailed) .017 .000 : .309 .030 .000 314

N 230 230 230 230 230 230 230

At the movie Pearson Correlation .252(**) -.065 067 1 -.366(**) -.315(*%) -.369(**)
Sig. (2-tailed) .000 .326 .309 . .000 .000 .000

N 230 230 230 230 230 230 230

MeanParent Pearson Correlation 015 .251(**) .143(%) -.366(**) 1 .368(**) 134(%)
Sig. (2-tailed) .825 .000 .030 .000 : .000 .043

N 230 230 230 230 230 230 230

MeanPeer Pearson Correlation 017 .109 .254(*%) -.315(*) .368(**) 1 A486(**)
Sig. (2-tailed) 799 .098 .000 .000 .000 : .000

N 230 230 230 230 230 230 230

MeanBrand Pearson Correlation -.081 -.020 067 -.369(**) 134(%) A486(*%) 1
Sig. (2-tailed) 218 .765 314 .000 .043 .000 .

N 230 230 230 230 230 230 230

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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