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ABSTRACT 

The organic products industry is facing several challenges in Malaysia although the 
demand for such product in this country is growing. One of the challenges is that the 
supply of local organic product is not keeping up with the increased demand. The Jack 
of organic products in the market is one of the main baniers for these products to reach 
consumers. Hence, this study was conducted to investigate the effect of perceived 
quality, perceived value, and green trust on green purchase intention for an organic 
product in Malaysia. The study also considered marketing as a moderating variable. 
To meet the objective, a quantitative approach was employed involving a survey. A 
total of 532 questionnaires Were distributed conveniently to consumers who visited 38 
organic food stores in Kuala Lumpur. Of the questionnaires distributed, 400 usable 
responses were obtained for data analysis, yielding a response rate of 87 percent. A 
structural equation modelling was applied to analyse the data using the PLS-SEM 
software. The study applies Theory Planned Behaviour as the underpinning theory. 
Theory Planned discussed about the underlying factors that influence consumer 
intention and behaviour. The results show significant relationships between perceived 
quality, perceived value, and trust on green purchase intention. Moreover, marketing 
was found to moderate the relationship between independent variables and green 
purchase intention. This study serves as an important foundation research on green 
food consumption patterns among Malaysia consumers and provides potential green 
food marketers in Malaysia with consumer insights into green awareness of organic 
food products and also in green trust element in organic food products. 

Keywords: quality, value, trust, marketing, intention 
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ABSTRAK 

Industri produk organik sedang menghadapi beberapa cabaran di Malaysia walaupun 
permintaan terhadap produk tersebut semakin meningkat. Salah satu cabarannya 
ialah bekalan produk organik tempatan yang tidak mampu untuk memenuhi 
permintaan yang semakin meningkat. Kekurangan produk organik di pasaran adalah 
salah satu halangan utama bagi produk ini untuk sampai kepada pengguna. Oleh itu, 
tujuan kajian ini dijalankan adalah untuk mengkaji tanggapan kualiti hijau, tanggapan 
nilai hijau, dan amalan hijau terhadap niat pembelian hijau bagi produk organik di 
Malaysia. Kajian ini turut mengambil kira pemasaran hijau sebagai pemboleh ubah 
penyederhana. Bagi memenuhi matlamat kajian ini, pendekatan kuantitatif yang 
melibatkan tinjauan telah dijalankan. Sejumlah 532 borang soal selidik mudah telah 
diedarkan kepada pengguna yang mengunjungi 38 buah kedai makanan organik di 
Kuala Lumpur. Daripada jumlah tersebut, sebanyak 400 maklum balas telah diterima 
dan boleh digunakan untuk tujuan data analisis yang menghasilkan kadar maklum 
balas sebanyak 87 peratus. Pemodelan persamaan berstruktur digunakan untuk 
menganalisis data dengan menggunakan perisian PLS-SEM. Kajian ini menggunakan 
Teori Tingkahlaku Terancang sebagai teori dasar. Teori Tingkahlaku Terancang 
membincangkan mengenai faktor-faktor yang mempengaruhi niat dan tingkahlaku 
pengguna. Hasil kajian menuajukkan bahawa wujud hubungan yang signifikan antara 
tanggapan kualiti hijau, tanggapan nilai hijau, dan amalan hijau terhadap niat 
pembelian hijau. Selain itu, pemasaran hijau didapati menyederhanakan hubungan 
antara pemboleh ubah bebas dan niat pembelian hijau. Kajian ini menyediakan asas 
kajian yang penting terhadap pola penggunaan makanan hijau dalam kalangan 
pengguna di Malaysia dan menyediakan pemasar makanan hijau yang berpotensi di 
Malaysia dengan menyediakan pandangan kepada pengguna tentang kesedaran hijau 
terhadap produk makanan organik serta elemen amalan hijau dalam produk makanan 
organik. 

Kata kunci: kualiti, nilai, amalan, pemasaran, niat 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

"Eco", "green", "organic", "sustainability" "earth friendly", and "environmentally 

friendly" issues are common concerns among communities worldwide. Environmental 

issues like water, air, and noise pollution, unpredictable climate change, coupled with 

the depletion of the ozone layer and its effects have gained public interest, hence 

improving awareness among the public. Due to the popularity of consumer 

environmentalism, there appears to be a change in the consumers' attitude towards 

buying environmental friendly organic products (Yin, Wu, Du, & Chen 2010). 

Examples of such products are solar photovoltaic cells, alternatively-fuelled vehicles 

and hybrids, organic hygiene and beauty products, organic agriculture, and organic 

food. According to Burch and Lawrence (2005), organic food is food which has been 

guaranteed free from all forms of synthetic fertilizers and chemicals throughout the 

stages of production, storage, and processing. 

Organic or green products use only recyclable materials, minimize usage of water and 

energy, leave as little waste behind as possible, and avoid producing toxic substances. 

Organic products offer better potential long-term benefits for companies by promising 

less harm to humans and the local environment Yeon, Kim and Chung (2011). Such 

perceptions, coupled with concerns about global warming, mean that customers are 

more inclined to purchase organic options. Keen on capitalizing on this inclination, 

production companies now focus on reforming manufacturing processes in order to 

prove their environmental credentials (Chen, Lin & Weng, 2015). 

I 
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APl'l!:NDIX A 

Ques!ionmtire 

THE EFFECT OF PERCfilVED QUALITY, Pl!:RCElVED V ALU:!!:, TRUST 
AND MARKETING ON PURCHASE INTENTION 

Questionnaire 

Dear Participant, 
You nre invited to participate in this survey about the effect of perneived quality, 
perceived value, lrust and marketing on purchase intention. The survey is 
confidentially administered, and your i:esponses will be anonymous. Any identi lying 
infonnation will he removed hy the survey ensuring that all confidentiality is 
preserved. All responses will b<:> reported as group data. Your participation in this 
survey is optional, but J hope you will take ap11roximately 15 minutes to answer these 
q uestions. Please know that your contribut-ions lo this survey are v:l)ucd. Rxcepl fot 
youl' time and inconvenience, there are no lbre,seeable risks fol' you in 11a1ticipati ng in 
this survey. Thank you for your lime in participating in lhis sur vey. 
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Background Information 
The following information will be useful in interpreting the results of this survey. 
We wish to assure you again that all informaLion will be held in Lhe s trictest confidence, 
and that all data will be ,·cportcd in summary form only. 

Sectio11 1: Pl!rso11al 111/ormutiun 

I. What is your gender Male □ F~male 0 

2. What is your age range 

20-30 □ 41-50 □ 
31-40 □ > 50 □ 

3. What is your ethnicity 
l'vlalay □ Clu.nese □ 
Indian □ Others □ 

4. Are you Malaysian Yes 0 No 0 

5. Level of academic qualification? (check highest level) 
PhD/OBA D STPM D 
Masters D SPM D 
Degree D Oihers D 
Diploma D 

6. \1\IJw.t i~ your salary rnnge 
:s; MYR 1,000 0 NfYR.4,001-MYRS,000 □ 
MYRl,0-01- [j MYR5,00 L-MYR6,000 □ MYR2,000 
MYR2,001-

□ >MYR6,000 □ MYR1,000 
MYR3,001-

□ MYR4,000 
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1'/ease respond to each ofthefollmving stareme11t!i by usi111: the scale oft1umbers provided. 
Sele<:t and d rd e the 11umber fh {lf "best reflects" y<>ur <>pillfon. 

S1rongly 
Di~ag,-ee 

1 

Disagree 

2 

Neutral 

3 

Agree 

4 

S ecti~m 2: P11r clu,.<e l ntei,tum 

I. I would buy org11nic products in the nenr future. 

2. I plan to buy organic products in regular basis. 

3. I intend lo buy organic pro<luct.s for my long-t.erm health henefit, . 

4 . I intend to buy organic product, for health and safety reasons. 

5. l intend to buy organic products because Ibey are more nature 
friendly. 

6. I intend to buy organic products because I am concerned about 
~nimal welfare. 

7. I will prefor to purchase organic product over a non-green 
perceived product. 

8. I am willing to purchase organic product for ecological reasons. 

9 . I will make an effort to f)Urchase organic product. 

See.ti0tt 3: Perceived Qua.lily t 

I 0. T he quality of organic produc1 is superior. 

11. The quality of organic product is very stable. 

12. The quality of organic product is very reliable. 

13. The quality of or-gani~ product is very high. 

14. The quality of organic product is very effec tive. 
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1 

I 

1 

1 

1 

I 

1 

I 

1 

Strongly Agree 

5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 .'i 

2 3 4 5 

2 3 4 5 

2 3 4 5 



Section 4: P,1r,:eived Value 

15. The organic product's cnvirorum:ntal functions provide very good 2 3 4 5 
value for me. 

16. The organic product's environmental performance meets my 1 2 3 4 5 
expectations. 

17. I purchase organic product because it has more environmental 1 2 3 4 5 
concern than other products. 

18. I purchase organic product becm1se it is environmentally friendly. 2 3 4 5 

19. I pLtTchase organic product be.::aLL~e it has more envinmmental l 2 3 4 5 
benefits than other products 

20. The organic product gives me value-added benefits for me to 2 3 4 5 
rcpurch~se. 

21. It's wo1th to pay more for organic products. 2 3 4 5 

22. The organic product can meet my intention of being 1 2 J 4 5 
environmentally responsible. 

23. The organic product give~ me more health benefits . 2 3 4 5 

Se-etion 5: Trust 

24. I feel that organic prodnct:s environmental rcpulation generally 2 1 4 s 
reliable. 

25. l feel ~hnt organic product's envimnmentnl pe,formnnce is 2 3 4 5 
generally dependable for being more nutritious. 

26. I feel that organic product's e»virownental claims are generally 1 2 J 4 5 
tru~-tworthy. 

27. I feel that the organic prodlh~t•.• mivironm,>.ntal r.onccm mP-els my 2 1 4 s 
ex1>ectations. 

28. I feel that the organic product delivers expected benefits. 1 2 3 4 5 
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Sectio11 6: .~1ark<iting 
29. The organic product can reduce envimnmental pollution. l 2 ' , 4 5 

30. The organic prnduct is ru1 organic product. 2 ' ., 4 5 

31. The production of organic product can reduce the waste o f 2 3 4 5 
resourc.es. 

32. The organic product meets the non-carbon emission concept in 2 3 4 5 
production. 

33. The organic product cnahlcs consumers to keep constant 1 2 a ., 4 5 
aUenlion towards environmental issues. 

34. The organic product complies with environmental protection 1 2 3 4 5 
regulations and compliance. 

35. TI1c organic producl contributes lo meeting the corpornle social 2 3 4 5 
responsibility. 

36. Purchase of organic product reflects respectable green purchasing 2 3 4 5 
behavior of consumers. 

Thank you 

I appreciate your time and assis tance with this valuable research . 
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APPENDIXB 

SPSS Outrrnl for PCA in Pilot Study 

KMO and Dxrtlrtt'll T~st 
Koiscr-},,foycr-OU:in Mcn.5-mc of S~mplin3 Ad<X)u\1◊:1. 
JJan lett's T..::st.:.•fSplic, icj!y App1vx. Chi-Sq~ 

df 
Si• . 

omm una 1 1c: C rt' s 

Initial Edraction 
Cil'Ql ~.000 
UPQ7. :.ooo 
GPQ3 . . 000 
GPQ4 : .<1()0 
GPQS 1.000 
Extraction Method: Princi1>a. 
(;ompo1\tant A.n:ilysis.. 

.684 

.6! 1 
:146 
.675 
.292 

.828 
190.025 

10 
.000 

T otal V11.ri1tnce E xulaincd 

IJ:tihal Ji\<tCJJ 'fltlUCS Ex:raction Sums ofSauated L.".ladi1h'!~ 
Com....,.,.nent Total % <lf\lariance Cumul~tjve % Tora! %of Variance C.Umulative. % 
1 3.0()9 60.17 5 60.1 75 3.009 60.175 (,0.1 75 
2 .798 15.951 76.125 
3 .500 10.JSS 86.233 
,1 .398 7.967 94.2.50 
5 .288 5.750 IOCl.000 

Extructmn Mcth1 : PrmcipRI CompOJl¢J)t AoaJys,~. 

ln1v 

152 



.. 
:::, 2 
ii 
;,, 
C .. 
Cl 
iii 

a 

Scree Plot 

I 
3 

----, 
2 

Component Number 

C \f . • (ltTJDQJ.lCOt. fltflJ 

C-0nrJ0:1ent 

I 
GPO! 
GP0 2 
GrQJ 
GPQ4 
GPQS 
Exrracnou Methoa: 
f rincipal Comp:m1?an1 
Analysis. 

.82:7 

.782 

.864 

.822 

.541 

a. I c11111f1<.Klt:n~ extmch:d. 

ln1v 

K.\'10 and Bardett's Test 
K;iiscr-~·1c>•cr-Olkin Mc>.15ure of s~mp)ing: A d C(LUllC)', 

llartlctt's Tes, ofSphericity Appiox. Chi-Square 
df 
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.878 
433.941 

3(-. 

.000 

4 5 



lrtifo.l E~trsction 
OPY I J.000 
OPY2 J.000 
GPV3 1.000 
GPV4 1.000 
GPY5 1.000 
GPV6 1.000 
GPV7 1.000 
GPVS 1.000 
(WV~> 1.000 
Extraction Mctbo<.:: Principal 
Compommt Analysis. 

.595 

.!)!! 1 

.664 

.4 18 
.397 
<!AO 
.684 
.463 
.li37 

Total Varianc.eEx:r lained 
lllilia.l Ei~envaJue!I Ji'Xtt:tctio.u S\lms of &wurtd WaJ:n•~ 

Cu1nr:-ur,t:.ni Tond %,, f Varianct- Cumulative % T.;,ltl:I % <.'f Variance auuularive ~Ii', 
I 4.851 53.895 53.895 4.851 53.895 53.895 
2 .940 10.439 (,,1.33•1 
3 :m 8.341 n.675 
4 .670 7.443 80.118 
5 .485 5.387 RS.SOS 
6 .4 15 4.r.or. 90.111 
1 .374 4.155 94.26(; 
8 .334 3.71 5 97.9RI 

9 .1 $2 2.019 I00.000 
Rxlracti(,n Me0,011: Pri.ocip~1l (',ompoocat Amhsts. 

lln1v r,; t1 Ut 
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5 

4 

GI o 
:::, 
;a 
> 
C 
GI 

"' W 2 

2 

Scree Plot 

3 4 s 6 

Component Number 

Couu: onent l\·h.trh:1 

Comporent 

1 

GPVJ 
GPV2 
GPV3 
O'PV4 
or,vs 
(jPV6 
GPV'i' 
GPVS 
(il'V9 

fatruch(ln Method: 
Principal C.()mponcnt 
Analy.;is. 

.772 
1742 
.815 
-~47 
.630 
.664 
.827 
.681 
.798 

a. 1 componcn~ extracted. 

lln1v 

KMO und B1trtlctt' s Tci;t 

Kttise-r-Mcycr-Olkin Measure ofSampJ:ng_ Arlequac.y. 
Bartlett's Test of Sphericity Appr:ix. Chi-Square 

df 
Sie:. 
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:19':' 
119.642 

10 
.000 
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Communalides 

.IJLtllal bxtraction 
GTl J .oco 
(m. I OCO 
G'1'3 1 OCO 
GT4 1.000 
G'T5 1.000 
ExlnlCl1(m Method: Principa. 
Component AnaJysis. 

.611 

.607 

.SIS 

.511 

.395 

~rota! Vati ance Exo ab1ed 
lnitfal Ei12.envalues Ex!T".iction Sumi,; of Squared L0,<tdin25 

Com..,~ucnt Total % of Variance 
I 2.642 52.836 
2 .788 1S.762 

> .625 12.49R 
4 .500 10.049 
5 .44:.\ $.~~ 

&1racl1on Method: Pnnc1pid Component Analyst!C. 

3.0 

2.5 

2 .0 .. 
::, 
,ii 
> 

1 .5 C .. 
"" [j 

1 .0 

0.5 

00 

2 

Cumulative% Total 
52.836 2.642 
(.$.598 

8 1.096 
91.145 

100.000 

Scree Plot 

3 

Component Number 
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% orVaria:1ce Cumulative% 
52.836 52.836 
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C0Dl[ Ollf'.Jl( Matrix.,_ 

Comnnncnt 
I 

GTI 
GT2 
GTJ 
GT4 
GTS 

Extrncti:m Mcihod: 
Principd Com11oncnt 
Amt.lysi~. 
a. 1 O~lnl.JX)lJCOfS 

cJttract<.x1. 

.781 

.'rJ!) 

.719 

.715 
.629 

Kl.\10 and Bartle-n's Tesr. 
K»isl:r-\•f(...')'t':r-Olkin M~~••rr. of ~ mp inz At1eql,:icy. 
Hattlett's Test c,fSpltericily App:v:-.. Chi•Squerc 

df 
Si•. 

( 'omwuW11itl<$ 

luitial E:dr.leti-.'ln 

GMI 1.01,0 
(iM2 J.000 
GM3 1.000 
GM4 1.0()0 
GM5 J.O(o() 

(iM6 J .000 
GM7 (.()C,0 

GM8 1.0()() 
Ex.1rac:11on MetltOO: Pru11.~u) 
Comp0m:ul AJ1aly~is. 

-550 
.381 
.762 
.374 
.535 

M2 
.391 
.54S 

rottll V.irioucc Exn 
JJ:itill E.ieenvahtes 

Comnnncr.t Toia.l % of Variance CuJ;1u:ative % 
) 3.972 ,t9.<i~~ •9.653 
2 .~)24 11 .550 61203 
3 -~ = .761 ?.518 70.721 

• .656 S.199 78.920 
I) 

5 .575 7.183 86.103 
~ -~91 6.140 92.243 

7 .419 5.232 97.475 
8 .202 2 .525 100.000 

r~ Lmda.)11 Metho1!: Pnnci;iul Curripcncot Analysis. 
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.844 
298.848 

2$ 

.OCXI 

11incd 
E).traction Sums l)f S-ouarcd l l)adin~" 

Total % llfVarianoe Cumula tive % 
3.972 d9.653 49.653 

'l 1:::1 a 



4 

"' ~ 
ii 
> C 2 

"' Cl> 
[j 

Scree Plot 

2 3 4 s 
Component Number 

Com1 OIICllt Matrix• 

Comnoncnt 

J 

GM! 
Gl\12 
fiM3 
(:M4 
GMS 
GM6 
(;M7 
(U\18 

Extraot,on Method: 
Pri1lcipal Comp,_mcnf 
Ana.ly:,:;is. 
ri. I components 
extracted. 

. 741 

.617 

.Rn 

.611 

.731 

.658 

.<,2; 

.740 

ln1v 

K .\>10 an(t .Bartlett'$ l'c:st 
K.aiscr-Mcycr~Olkil1 Mcas.urc ofSruupling Adequa\)y. 
Bartlett's 1·e...:;t or Sphericity Approx. Chi-Square 

df 
s;g. 
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.834 
676.476 

36 
.000 

6 7 8 



CommUlhtlldc, 

lmt1al J::::xtraction 
GPII 1.000 
C1Pl2 1.000 
GPl3 J.000 
UJ'H 1.000 
GPlS 1.000 
OJ'l6 1.000 
GPl7 l.(JOO 
GPIR 1.000 
GPl9 1.000 
Extra=tion Method: Princip:ll 
(',0mponent Alt1lysis. 

.459 

.661 

.475 

.69., 

.4al 

.669 

.'/58 

.427 

.8XJ 

T <,(al Varianu:. Exulaincd 
Initial l•:ii•envulu.:1, Extraction Swns ofSauared Laadint!:s 

Com ... "oec1l T<>lal % o f V>:riance Ctnnuhulvc: % Tomi %<1fV:1ri~t1ce Cunn,laiive: % 
1 5.485 60.945 60.945 5.485 (,o).945 6C·.945 
z .92:~ 10 .1()1 71.206 
3 .787 8.74 1 79.947 
4 .586 6.515 86.462 

s ;n U 14 92.275 
s .246 2. 7.17 !)5.013 
7 .Z20 Z.448 97.461 
s .141 1.569 99.030 
9 .087 .970 100.000 .. 
Extraction Method: Pnnc1pa.! CoJ11ponoot A.na1ys1s. 

lln1v 
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C .. 
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jjj 

6 

5 

4 

2 

0 

Com.1 OCleJJt M.,trix~ 
C◊nlooneot 

) 

GPII 
GPl2 
GPI3 
C.Wld 
GPl5 
(;)')6 

GPl7 
OPIS 
GPl9 
Extractl(,n Metho1I: 
Princ.ipai C".omrx.mc:.nl 
An:::1ly1:.is. 
<l , 1 1.;om:,.,011es,1s 
cxfrnctc<l. 

.6n 

.813 

.689 

.&11 

.678 

.818 

.871 

.653 

.94(1 

Scree Plot 

2 3 4 5 6 7 8 9 

Component Number 

ln1v 

160 



APPENDIX C 

SPSS Output for Reliability Analysis in Pilot S tudy 

Scale: PRRCF.IVF.D QIJAI JTY 

Case Pl'ocessi n .. Summarv 

N % 
C'.:ase..:; Valid lOO 

ExcluJeJ~ 0 
Tota) 100 

a. L1~tw1sc dclcuo:1 based on alJ vanablcs m thc­
proc~ure. 

Reliabilitv Staristics 
Cron hue h's Al hu N of Jk..ms 

.799 5 

Scale: PERCEIVED VA LUE 

. - '" 

100.0 
.0 

100.0 

N <V ., 
(~ se.'t V ali<l 100 

Ex:clude<P (I 

T ('ltttl JOO 
a. L 1st\v11ie ddeuon ha.sed ·:in a.II vanabb.':i an the 
procedure. 

l(l(U) 

.il 
)00.0 
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Scale: TRUST 

Ca,f" P1•oc«~in~ Sumllliln' 

N % 
C ~ISt'$ Valid J()() 

J~chnlcJi ,) 

Tora! 10°) 
:'t. L1$itw1sedclct1on hascd on i:i ll vanahlc:!-. m the 
pnK--cdurc. 

Scale: MARKETING 

Case rrocess1no Summatv 

100.0 
.0 

100.0 

N %, 

Coses Vahd 100 
Cit.eluded~ 0 
Total IOO 

11. L1:nw1~cdclcuon ba.'iedon 1111 vanahf.c!i m the 
procedure. 

ltdiabilitv Statii.tics 
Cronhadl'::- Al ha N <,f Ttems 

.851 8 

100.0 
.0 

100.0 

Scale: PUllCHAS:K INTENTION 

C P .l,l)C C(,1('.t').)"J lll' s UIUUIUCY 

N % 
C~tK.:~ Valid !00 

Exc!uccd' 0 
Tot•I 100 

i:i. Ll:,ifwL'iC dclchon based 1l11 1111 vanabl~s m the 
procedure. 

~t'llatum,,· S1adsucs 
Cn.mbuob's Al h• N of lkons 

.915 9 

100.0 
.0 

100.0 
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APPENDIX D 

SPSS Output for Descriptive Analysis in Actual Study 

Gt'm.1c.r 
Cumulative 

Fro:.1ucncv Peroolt Valjd J,ercem Ptrcenr 
Valid Male 186 46.5 46 .S 4(l.S 

f cu)tdi> 214 53.5 53.5 100.0 
Tot•I 400 1()().0 100.0 

" " . 
Cumulnllve 

fnv1uCJK..-v Pcrccni Valid Pc'!Ccnt Pcrccr.t 
Valid 20.30 years 51 12.8 12.8 12.8 

31-40 year~ 97 24.3 24.3 37.0 

4 J -50 yt.itT$ 160 40.0 40.0 77.0 
Abov-: 50 years 92 23.0 23.0 100.0 
Total 400 100.0 IUO.O 

't tr, E hul i 
Cun.mlativc 

FreciuettCV Perc.?Ju VaJid Percent Percent 
Valid Malay 92 23.0 23.0 23.0 

lodi.lo 97 24.3 24.'.\ 47.3 
Chinc:::,t:. 160 4-0.0 40.0 873 
OLl1ers SI 12.8 12.8 100.0 
Tomi 400 1(10,0 100.0 

\ 
' NartonaHn· 

O.unulative 
Freouto,:v Peroent Valid Percent l'crceut 

Valid Yes !56 89.0 89.0 89.0 
~ () 44 11.0 I 1.0 100.0 
Tomi 400 100.0 100.0 

>uJtlinr.auon 
Cumulath·c 

t<Jea\1enc,• }>crccnt VaJld Percent Percent 
Valid PhD,'DBA 43 10.8 rn.s 10.8 

Masters 88 22.0 2Z.0 32.8 
Oegree 147 36.8 36.8 69.5 
Diplom~ 37 9.3 9.3 78.8 

STPM 5:i t'Ll 1:'!.] 92.0 
SPM 32 8.0 8.0 100.0 
Total 400 100.0 10\l,0 

SaloryRange 
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Cumulati'lc 
frelluem::;- Percent Valid Pe~etll Percent 

Valid ~MYRl.000 8 2.0 2.0 2.0 
MYRl,001 -MYR2,000 21 5.3 5.3 7.2 

MYIQ,001-M Y!O,OUO n ~-0 s.o 15.3 
MYR3.(l01 -M YR4.000 37 9.3 9.3 24.5 

MYR4,001-MYR5.000 s·• ·' 13.3 JD 37.8 

MYK.1,001 ·M YH6.000 146 36.5 36.5 7l1.3 
:,MYR6,000 103 25.8 25.8 100.0 
Totul 400 100.0 100.0 
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APPENDTXE 

SPSS Output for Correlation Anolysis of Perceived Vuluc It.ems with Pul'chnsc 
Intention 

Correl.tion& 

GPVl GPVI GPV3 GPV< GP,5 GPY6 GP'117 GP'l1 GPV9 

Gl"ll Pecrson Conetation 1 . 669" .726., . 
., 8() .s,&" .. 

.690 .,;3' .450'
0 

569° 
Sig, (2-tat 9d) .000 .000 .000 .coo :)OC• .000 .000 .000 
N 400 400 400 m 400 <00 ,oo 400 400 
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