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ABSTRACT

The purposes of the study are to explore the effects among advertising, brand
awareness, and customer purchase intention. The samples are coltected from
citizens living in Klang Valley and the techniques used in this study are
descriptive analysis, normality test, correlation analysis and regression analysis.
The overall results show the there are significant relationships between
dependant variables (purchase intention) and independent variables measured
: _by TV advertising, online advertising, press advertising and other demographic

féctors such as age, gender, marital status, education, occupation and etc.

.' The study suggests that marketers need to put effort to observe the relationship
wnfh customers and try to define how they judge for the brand. The proper
strategies need to implement to build up the awareness in customers’ mind.
:.'F_ﬁe"j values add products based on customer preference are important to

____t;_éfied customers and increase their level of interest and desire.

Keywords: Advertising, Brand Awareness, and Purchase Intention
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Chapter 1

INTRODUCTION

introduction

2011 2012 2013 Change:
estim.  f'cast 2013
Lot over
e 2012
miflion tonnes. : %
WORLD BALANCE e
Total'milk production 7422 7656  780.3 1.9
ot 49.7 53.4 530 0.9
SUPPLY AND DEMAND INDICATORS
?a:r'fcaput food consumption:
“World tkglyr) 1052 107.3 108.2 0.8
' Developed (kgh) 234.6 2370 236.2 0.3
“Developing (kg/yr) 71.7 74.0 756 2.2
- Trade share of prod. (%) 6.7 7.0 6.8 -2.7
. FAO DAIRY PRICE INDEX 2011 2012 2013 Change:
- {2002-2004=100) Jan-Gct  Jan-Oct 2013
: over
Jan-Oct 2012
%
250

: World Dairy Market at a Glance
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“d' :azﬁéd_ﬁ:_become the world’s largest milk producing country, set to grow by 5.3
_1il_i0i‘ii"_tf6:nnes to 141 million tones (World milk production, 2013). Its rising
dl.SDO.S_._a.'l.D:!e incomes and population growth are the two main dynamics behind
é-ih?C.T.‘éaSG in India’s production. Expansion in herd size, as well as improved
P_b_duc;ti.vity, is an important engine in the expansion. Increased output is also
a_ﬂ’;l_c_ibated in China, Pakistan and Turkey, spurred by steady growth in

consumer demand.
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_in the competitive market marketers need to make consumers have

to. purchase their products and brands. According to Macdonald and
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ising plays the main role in communicating products identity, information
1d b_é’nefit customer. Advertising can be achieved through various media like
" i'é.ion, newspapers, radio, banners, pamphlets, websites etc. It has high
téérac‘:'tion with consumers in household or personal purchase in déily'iife. Due
h‘e_increasing self-service and changing lifestyle, advertising can as a useful
for marketers to stimulate consumer’s impuise to purchase the products
ices specifically in food products such as milk powder. In other words,
ising performs as an important role in marketing communications as one

e important factors that can influence consumer’s purchase decision.

Ver, édvertising media have their pros and cons. Marketers need to
: a.f(_" each of them before selecting the right media to deliver products and
et nfdrrﬁation. The selected advertising media must be able to reach the
t with low cost while high possibility message delivery to
e[is.-'ﬂ'\:(;cording to Tseng (2007), in a competitive environment, the most
_'ij_es for marketers are to keep consumer purchase intention and to

!6ng‘ term profit to organizations.

e-re_fo__re',-__- marketers need to select the right advertising media to attract
tial consumers. Effective advertisements can assist marketers to attract,
n nd.“satisfy consumers by maximizing company’'s profit and building up
mér'.purchase intention. As a result, marketers need to promote products
S_efrvices in the best possible manner. This has further led to the
li_pment of new advertising techniques and an increase in the number of

ér_tising agencies. The aim of every promotional campaign is to enable the

ticnal University (2014)
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‘to reach the right people by increasing the awareness about the

dugts. This is important for the success of a business.

_Qre the sustainability in future, it is important for an organization to
if .'t.he advertising media that can influence consumer purchase intention,
ﬁ bﬁild the long-term relationship with consumer. Thus, this study aims
derstand the relationship between the influences of advertising on

mer purchase intention. Meanwhile it also defines to what exient each

fluences consumer purchase intention on milk powder.

4 bzl.'em Statement

r found previous researches mostly focus on the link between
ar}'d_; quality and seldom focus on advertising effect on the products
| __e_refore, researcher thought the direction to define the root of the
rke :_s:_hares was not indentified effectively. This had raised an issue to
h.a-{._consumers do not only focus on products’ quality when they

se decision (Olshavsky, 1985).

ding to Rahimov (2012), marketing is a growing field that includes many
opics that worth to do individual literature reviews. Kolter (2003) also
T’t_oday’s businesses are facing a critical issue which is not shortagé
good -but shortage of consumers. Hence marketers need to create and

the superior of consumer value to keeping and growing consumer in the

tional University (2014)



