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Abstract

This paper is studying about customer citizenship behaviour in beauty industry,
in Malaysia. Many research papérs about service industry are available, but no
specific journal article is mention on beauty industry in Malaysia. Malaysia market
in beauty products and service was growth up steadily, more and more local
manufacturers try to develop local brand. And beauty practitioners especially spa and
massage therapy is over depending on foreign skilled worker while local has traditional
technique but no one promote it. This study is helping practitioners to understand

5 __customer citizenship behaviour and apply suitable marketing strategy to earn bigger

- market share.

Six variables are studied which are customer-based corporate reputation (CBR), brand
credibility, credibility of service worker, benevolence of service worker, customer
perception on reciprocity, and feeling of trust to test customer citizenship behaviour.
Statistical Package for the Social Science (SPSS) and Smart PLS 2.0 (Partial

: Least Squares path modelling)} are using for data analysis. Estimated results is

- shown except credibility and benevolence of service workers, it is different with the

. survey conducted in United Kingdom. Reasons are the cultural difference and
education background influence customer behaviour toward service worker. Discussion,
conclusion and recommendations based on the finding are made in this study. Few
suggestions for future research are shown to improve significant and specific of the

study.
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Chapter |: Introduction

| Chapter Overview

c pter describes the background of the research and telling what was
_@._n_g_l_ on in the beauty industry in Malaysia. Then, problem definition, research
'_u_ésﬁén and objectives take part to explain the necessity of the research.
épe{':' f study is stated clearly, assumption, limitation and significance of the

‘were identified subseguently.

_:__eséarch Background

industry, customers are carrying a broader meaning of the word
customers may deliver part of employees’ work which may enhance
ny performance. Bowen and Schneider (1985) said customers often act
rtlal employee, participating in the service creation process through the
v of their knowledge and skills. This kind of customer behaviour can
€ ries into two which is in-role and extra-role behaviours (Bettencourt
own, 1997).

't in-role behaviours represent the action required to perform the
very, such as being punctual for an appointment, comply with
reatment, or describe the need clearly (Bove et al, 2009); and extra-
a ours represent helpful behaviours that customers perform towards
:d'n, service worker, and other customers on a voluntary basis. When a
performs those actions that were not requested by the organisation in
e delivery process, it gives a positive effect on the performance of the
i__é_a'tion, service worker efficiency and even benefits other consumer (Bove
2009) Customer may need to sacrifice self-interest in term of times and
hile conducting extra-role behaviours (Staub, 1978} and it can be

ferred to customer citizenship behaviours (CCB).

mer's motivation for participating in-role behaviours is to have a
successful service outcome and how about the extra-role behaviours? No

m_atter in-role or extra-role behaviours, it will benefit the organisation with
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_la'E"'bompetitive advantages as well (Paine & Organ, 2000). Organisation
ed to identify the motivation of the customer to conduct voluntary, extra-role

h:av'_iour like positive word of mouth and valuable feedback for operating



nt issues in beauty industry

dustry is developing fast globally, and beauty becomes a necessity for
'oblle among the fairer sex (BFs Magazine, 2008). Successful
g like young women with flawless skin, promoting “magic” anti-ageing
n billboards, leggy model in fashion magazines, or posts about losing a
e\ ;kiEc'_)'grams of weight after attending slimming centre in Facebook page
nted important of the outer appearance and its impacts (Bernama, 2014).
eé physical beauty become paraded and idolised nowadays, and some
‘omen cannot even leave their room without makeup and men too are actually

ming themselves.

é:rs'onal grooming becomes virtually indispensable for the modern society and

eople related it with healthy living, good appearance enhances opportunity and
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hievement. Consumers are willing to spend a large portion of their
to maintain personal hygiene and a neat appearance. It is a result of

wareness and aggressive product branding.

"ﬁstics portal shown global cosmetic industry is categories into six main
nd skin care products contribute 33.8 percent of global market in year
(éfatista, 2014). United States has generated USD 54.89 billion in
0s ietlé.market at 2012, and the industry has created 53,619 job opportunity
onal (Statista, 2014). It is the biggest cosmetics market in the world. The
tryls growing rapidly with the advent of internet companies. Based on
onducted, online shop and mail- order household sales have
ted U_SD 7.2 billion revenue in United States year 2010. Cosmetic sales
! ma'tea’ to grow while many consumers realise the necessity and role of

yroducts in achieving social and economic goals.

 “Global Beauty Care Products Industry 2012- 2017” said Compound
__G_rb_ h Rate (CAGR) of beauty industry will grow 3.4percent over next
ar's'.: Yeomans, 2012). The increasing demand is mainly from Europe and
(APAC). In 2011, demand of Asia Pacific region in cosmetic
ts has generates around USD 21 billion of increment retail value
2 i2). The report has covered hair care, colour cosmetic, skin care,
anc ahd it states a potential growth in premium and luxury beauty
ue to expanding middle class in developing countries. Market
rs have estimated personal care products especially skin care,

deodorants may reach USD 630 billion in year 2017 (Yeomans,

"n, in year 2008, the United Kingdom Health & Beauty Retailers
ed that United Kingdom consumers tend to save money on buying “big”
ngs, but they do not cut their budget on beauty products during economy
“s"s_f'ic)n. A UK-based consulting company on brand and product strategy
n:dui_:ted a survey and the result indicates that beauty industry is the most

tent throughout the economic downturn and recovery cycle (Bernama,

rnational University (2014)




eau (MDCC, 2013). It used to supervise and maintain products

and protect consumers from hazard or unethical issues.

g Q.-_'statistic data provided by Asia-Pacific Cosmetics and Toiletries
verview 2010, Malaysia consumers spend RM 1.6 billion annually on
ics especially skin care products (Bernama, 2014). However, local
: s are relatively under developed and small compared with developed
ntries and it is dominated by imported cosmetics and toiletries products from
d The United States (America), France, Singapore and Japan Bureau
._C;."2013). Consumers tend to purchase imported products which indicate
___Uality and effective. Cosmetics products brands from Europe and United
ateé3' was the favourite of local consumers. Local producers of beauty

ucts are forced to concentrate on medium to low market products such as

International University (2014)




_ the largest ethnicity in Malaysia which has 60 percent of the total
In 2011, total trading figures of Malaysia has reached RM 1.269

grow by a third from 2010 to 2012 (Barker, 2013). The market is
from RM1.3 billion to RM 1.73 biltion or 33 percent increase within the

Problem Definition

are lots of research on cosmetics usage and market growth, but it
es'more on product perspectives like product quality and qualified skilled
2T not in customer point of view. Customer perception is the determinant on
Gd_l__l t acceptance and business expansion through extra-role behaviour like
~of mouth. Meanwhile, technology provides consumers various types’

nfo‘rmation and greater number of choices, and consumers become more
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it serious while answering the research
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pe of Study

ck of resources, the researcher can only focus on respondent that is
ble and convenient fo reach which may cause result bias but it's still

Ié} in certain extend.




