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ABSTRACT

The purpose of this study is to understand the influence of consumer buying intention

.
.

towards hair removal cream in Malaysia. In view of the objectives, there are limitation

in literature concerning consumer buying intention in consuming hair removal cream,
especially in understanding the recent low demand of hair removal cream despite an
increase in demand in depilatory industry globally. With that being said, the available
literature on hair removal créam buying behaviour does not address the current

phenomenon. As such, it is important for the research being conducted in Malaysia.

To further understand the phenomenon, the used of independent variable such as
acceptability, affordability, accessibility and awareness is to be tested to derive the
relationship of the consumer buying intention towards hair removal cream. As such,
“the use of grounded theory such as theory of reasoned action will be used as a guide

to better understand the buying behaviour and intention of the participants.

~The research methodology use will be that of a correlation in nature and the resuilt
“expected will be there is a positive relationship on the independent variable towards

_the buying intention of the consumers.

Key Words: Consumer buying behaviour, consumer buying intention, hair
removal cream, theory of reascned action, influence, expectation.
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-H:APTER 1: Introduction
1.0 Chapter Overview

he essence of chapter one is to provide an overall perspective of the research topic
y first providing clear information regarding the research background (1.1). This is
“then follow by highlighting the problem statement (1.2) of the research which ultimately
identifying the gap that exist among existing research information. It is from the
..'robiem statement that give rise to the manifestation of the research objectives (1.3)
_o? the study that leads to the formation of the research questions (1.4). Subsequently,
. importance and contribution of the study is state as the significance of the study
1.5). Next, the scope of the research (1.6) will be define and this is follow by stating
. limitations of the research (1.7). Finally, the current chapter ends with the
perational definition (1.8) and follow by a summary of the other chapters with the
“heading of organisation of chapter (1.9).

1 Research Background

Hair removal among women is consider an important and essential part to every
emale across different culture throughout the world (Hansen, 2007). Based on recent
2search, an average woman will remove their hair at least three times per week
Toerien and Wilkinson, 2004). According to Boboltz (2015} the high demand for hair
emoval products among female seems to be a global phenomenon due to the fact
_that women tend to have a conceptual association between body hair and an
xpectation of the ideal gender. Having a hairy body is consider being a sign of
masculinity, whereas a hairless body indicate a sign of femininity (Toerien and
Wilkinson, 2004). In addition to being symbolic, hair removal is consider as a way to

maintain body hygiene at certain part of the women’s body (Conger, 2015).

Throughout the modern society, an image of a smooth and hairless female is
constantly used in advertisement for all beauty products that is associated with women
users. Especially in promoting women hair removal products, marketer intentionally.
uses hairless female to instil shame to women who seems to be hairy. By reinforcing

the social norm of being hairless, women strive to be hairless so that they can blend

in the society as a real female (Boboltz, 2015).

R e S e e e
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owever, not every women are hairless in nature and every female will experience a
“different degree of hair grow on their body and to be hairless requires lots of effort and
-.f'Work. As such, in order to strive towards an ideal acceptable female concept, women

“have to practice hair removal (Boboltz, 2015).

According to Le (2015), hair removal is a multi-billion dollar business. Based on the
...eport by research firm IBISWorld, the global hair removal industry itself grew an
verage of 7.6 percent annually between 2010 and 2015. The total estimated 300,000
usiness in personal waxing racked up sales totally US$11 billion. According to
uromonitor (2016), the depilatory industry in Malaysia are estimated worth RM34

jon and the trend of being hairless is growing.

'ééed on the findings of Toerien and Wilkinson (2004), over 99% of participants

eported removing some hair and most commonly from the underarms, legs, pubic
rea, and eyebrows. Participants have indicated that shaving is the most common
epilatory method (97.20%), followed by plucking (85.10%), Hair removal creams
(84.51%) and home waxing (44.25%). With such high demand for hair removal
ducts, competition both globally and locally is extremely intense. This then give rise
the need for hair removal cream producers to know their customers buying
ehaviour well and to apply the knowledge to the formulation of marketing strategy
Tobak, 2014).

e topic on consumer behaviour and buying intention, has always been a domain of
at interest to marketers as the knowledge helps the marketer to have an in-depth
understanding as to how the consumers make their decision from the information
:: erive which eventually forms a perception that is either favourable or unfavourable
. owards the product or services (Evans, 2010). Moutinho (2012) agreed that the
consumer's buying intention is there for influenced by cultural, social, personal and
psychological factors which most of these factors are uncontrollable and totally not
within the influence of the marketers. Therefor base on a general agreement,
consumer behaviour refers to the study of individuals, groups or organisation in
regards to the processes use to acquire certain product or services (Solomon, Russell-
Bennett and Previte, 2012).
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1t to date when referring to the successful companies in the world, it can be seen
hat the companies derive their success by providing superior value to their customers
Schiffman, Kanuk and Wisenblit, 2010). Subsequently, Tobak (2014) mentioned that
n order to provide superior customer value, companies have to be better in
ﬁ;ticipating and reacting to the needs of the customers before the competition does
b. Thus, Bagozzi, Abe and Bergami (2014) stated that companies worldwide had
_incorporate the knowledge of consumer behaviour in the formulation of the marketing

trategies (figure 7).

n. addition, Gronroos (2010) argued that consumers tend to react to the 4P of
rﬁ_’érketing mix when making buying decision on product related item. Waterschoot and
. .lte (2011) further confirm that it is the condition ofjthe 4P which subsequently lead
‘the 4A of marketing mix that is acceptability, affordability, accessibility and

wareness tend to be more effective on tangible products.
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Figure 1. Application of consumer behaviour in the formulation of marketing strategy.
Source: Sheth and Sisodia (2012).
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roblem Statement

A cording to Chen (2014}, it is evident that there is an increasing trend globally for
: :'omen to opt for a more permanent hair removal method such as laser, Intense Pulse
ht (IPL) and electrolysis. As a result, the preference for short term hair removal
methods are slowly declining. Despite providing a more permanent hair removal

xperience, hair removal cream is not getting much popularity among the Malaysian.

{air removal cream in general have a reputation for being smelly, cause skin to
yecome darker, as well as causing irritation to skin. In addition, users of the cream

lad reported the experience of chemical burn to the skin (Conger, 2015).

depilatories industry is highly competitive with many different option of solution for
nd users. As a resuit, many hair removal cream producers try to diversify their
_'_fand compared to that of their competitors by innovating on the product effectiveness
nd safeties aspect (Boboltz, 2015). However, other producers try {o cope with the
hreats by targeting consumers that place convenience as the main priority by altering

he packaging and distribution channel of their product (Reynard, 2015).

rding to Evans (2010), understahding consumer's behaviour is one of the key
uccess factor for a firm’s financial success in the market. Studies have shown that by
derstanding and fulfilling the needs and wants of the consumers is the essence for
reating superior customer value and will eventually lead to higher sales from new and
sting customers (Solomon et al., 2012). In the case of hair removal cream
roducers, it will enable firms to execute their marketing mix well in order to achieve
heir strategic marketing and business objectives (Schiffman et al., 2010). As a results
many companies will allocate significant budget to know more about their current and

- potential customers (Moutinho, 2012).

' .Even though the issue on the need to understand consumer behaviour seems obvious
for most industries, it has become even more important for Malaysian hair removal
cream producers as the competition has intensified during times of hardship (Tobak,
2014). Based on the report of Bagozzi et al. (2014), consumer behaviour has been
studied by researchers and in several different industries. Although there is many

research on consumer buying behaviour on beauty industry, yet it seems that there is

- INT! International University (2016)



ack of information on the factors influencing the purchase of hair removal cream in

laysia (Research Methodology, 2016).

cording to Waterschoot and Bulte (2011), with intense competition surrounding the
auty product producers, the need for deeper understanding on consumer buying
haviour become an area of important for research. Due to the needs to better
derstand the consumer and. there is a limitation of information, the results of this
earch will provide better information and understanding on other prevailing factors
t is influencing the buying behaviour of consumers towards hair removal cream
Gronroos, 2010).

esearch Objectives
General Objective

ollies and Hussey (2009) explained that research objective is defined as the plan of
 research and the objective is analysed from the problem statement and provides
ttainable goals for the researcher. Hair removal cream has been in the lime light all
his while. This research is conducted to examine the factors that influence the
brjsumer buying intention towards the consumption of hair removal cream in

Malaysia.
Specific Objectives
he specific objectives in this research include the followings:

To explore/study whether a relationship is found between acceptability and
consumer buying intention among female towards hair removal cream in

Malaysia.

To explore/study whether a relationship is found between affordability and
consumer buying intention among female towards hair removal cream in

Malaysia.

To explore/study whether a relationship is found between accessibility and
consumer buying intention among female towards hair removal cream in

Malaysia.
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To explore/study whether a relationship is found between awareness and
consumer buying intention among female towards hair removal cream in

Malaysia.

'3'3.4 Research Questions

\ccording to Cooper (2014), with the research objectives stated earlier, the research
';Jestions should be concrete, relevant and easily identified and thus contribute to the

chievement of the research objectives.

) Is there any relationship between acceptability and consumer buying intention

among female towards hair removal cream in Malaysia?

Is there any relationship between affordability and consumer buying intention

among female towards hair removal cream in Malaysia?

Is there any relationship between accessibility and consumer buying intention

among female towards hair removal cream in Malaysia?

Is there any relationship between awareness and consumer buying intention

among female towards hair removal cream in Malaysia?

ignificance of Study

-very single research provides its insights and contributions towards the academia

ind industry.
3.1 Academic

o the academia, this particular research provides insight into the consumer's
- behaviour towards hair removal cream (Hugstad, Taylor and Bruce, 2013). The
findings of this study will enhance the availability of literature in the market (Tobak,
' 2014). This will enable future researcher to benefit from the knowledge and findings
that is being done, saying in the research of Moutinho (2012). Additional benefits will
be it further elaborate on the factors that influence the consumption behaviour such

as acceptability, affordability, accessibility and awareness (Sclomon et al., 2012).
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Managerial

o the industry, the findings from the research will shed light to the hair removal cream
'i*bducers as to the preference of the consumers in the buying process (Waterschoot
' ':d Bulte, 2011). This will enable the marketer to gain strong ground on the factors
ﬁ:ﬂuencing the buying decision of their customers (Shelth and Sisodia, 2012). With
:::roper understanding, marketer can then apply the 4A marketing mix effectively in

rder to achieve their marketing strategy objectives (Gronroos, 2012).

is particular research discusses the factors that influences the purchase behaviour

individual towards hair removal cream in Malaysia.’

this research, the suitable sample size will be that of to receive a good response
m 200 respondents. The convenient sampling method in distributing the
estionnaire will be adopted. Convenience sampling is a non-probability sampling
nique where the participants are selected because of their convenient accessibility
aind proximity to the researcher (Research Methodology, 2016). This method is easy
obtaining the responses when conducting our survey as we ¢can approach just about

yone around us that fit the criteria.

e main criterion for the inclusion of the participant as our survey sample is that they
ve to use hair removal cream before. The location of choice for our survey will be at

he major transportation hub in Klang Valley.
Limitations of Study
1.7.1 The limitation of population sampling

ot able to use the probability sampling approach is one of the limitation that the
-Tesearcher faced as the researcher dealing with a random crowd and the only option
§ non-probability sampling which uses judgmental sampling method. Therefor the
researcher is not able to make a general assumption of the samples. Reason being
the individual that are willing to be surveyed might not necessary represent the actual

target population. This limitation is inherent in the probability of meeting people which
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