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ABSTRACT 

MALAYSIAN YOUNG ADULTS ATTITUDES TOWARD LOCAL AND 

FOREIGN MADE ELETRONIC AND ELECTRICAL PRODUCTS: THE 

COUNTRY OF ORIGIN EFFECT 

By 

Ng See Ying 

 

The main aim of this study was to determine whether there were significant 

differences in Malaysian young adults attitude toward different countries’ country 

image, different countries made electronic and electrical products and its 

correspondence marketing activities. Besides, it intended to show the country of 

origin effect on their attitude as well as purchase behaviors (past experiences). The 

scope of this study was limited to young adults aged from 20 to 29 years old in 

Kuala Lumpur, Malaysia. A total of 400 questionnaires were distributed and 389 

filled questionnaires were analyzed due to 11 uncompleted questionnaires were 

found. The results of ANOVA showed that there were significant differences exist 

between variables. However, there was no significant difference between the 

independent variables and attitude toward marketing activities in term of price. 

Besides, the Spearman’s rho correlation analysis supported the ANOVA findings 

that there were significant and positive relationships among independent variables 

and dependent variables. However, it showed that the relationship between 

independent variables with attitude toward marketing activities in term of price was 

weak.  
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ABSTRAK 

PERANGAI PEMUDA-PEMUDI MALAYSIA TERHADAP BARANGAN 

ELECTONIK DAN ELECTRIK YANG BUATAN TEMPATAN DAN LUAR 

NEGARA : KESAN BUATAN NEGARA ASAL 

Oleh 

Ng See Ying 

 

Objektif utama kajian ini yang disediakan adalah untuk mengetahui samada 

perbezaan yang siknifikasi atas perangai di kalangan pemuda-pemudi Malaysia 

terhadap imej negara yang berlainan, barangan buatan Negara tersendiri mahupun 

barangan buatan negara lain serta aktiviti-activiti pemasaran yang berhubungi. Selain 

itu, kajian ini dihasilkan untuk menunjukkan kesan negara asal keatas perangai dan 

juga keatas kelakuan pemuda-pemudi (berpandu kepada pengalaman). Skop kajian 

ini terhad kepada pemuda-pemudi yang dalam lingkungan umur daripada 20 tahun 

sehingga 29 tahun di Kuala Lumpur, Malaysia. Sejumah 400 barang soal-selidik 

telah diedarkan kepada 400 responden dan 387 borang soal-selidik terisi dianalisakan. 

Hal in disebabkan 11 soal-selidik diisikan dengan tidak lengkap. Keputusan analisis 

ANOVA menunjukan kewujudan perbezaan signifikasi antara pemboleh ubah-

pemboleh ubah. Namun begitu, kajian menunjukan tiada kewujudan perbezaan yang 

signifikasi antara pembolehubah tak bersandar dengan perangai keatas aktiviti 

pemasaran dari segi harganya. Sehubungan itu, analisis Spearman’s Rho Correlation 

memberikan sokongan keputusan analisis ANOVA bahawa hubungan yang 

signifikasi dan positif wujud antara pemboleh ubah tak bersandar dengan bersandar. 

Namun begitu, keputusan itu menunjukkan hubungan antara pemboleh ubah tak 

bersandar dengan perangai keatas harganya adalah lemah. 
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Chapter 1 

 

 

 

 Introduction 
 

 

 

1.1 Overall 

 

 

  

Globalization and advancement of technology have been working as driving 

forces to accelerate the development of international trade world wide. In developing 

countries, consumption is increasing and consumers are becoming more aware of 

products or services available around the world due to the advancement in satellite 

communication, travelling, and internet accessing, as well as increased education 

level (Essoussi & Merunka, 2007). Even in less-developed countries, the consumers 

or buyers have numerous choices of imported products in either consumer market or 

industrial market. Therefore, competitiveness is growing fiercely among the 

international traders and between international traders and local traders at aim to 

gain a bigger share in the global market respectively.  

 

 Furthermore, Malaysia‟s trading is also expanding as global trading does. 

During the first quarter of 2008, total trade in the first quarter of 2008 was valued at 

RM276.56 billion, an increase of 8.4% from the first quarter of 2007. Besides, total 

exports rose 9.8% to RM151.68 billion. Among the top ten export destinations, 

significant increases were registered during the first quarter for Australia, with an 

export growth of 37.9%; Japan, 25%; India, 23.7%; Singapore, 16.3%; and the 

People‟s Republic of China (P.R. China), 12.5%. Total imports during the first 
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quarter of 2008 increased by 6.7% to RM124.88 billion. Malaysia‟s top 10 import 

sources are P.R. China, Japan, Singapore, USA, Thailand, Taiwan, Republic of 

Korea (R.O.Korea), Indonesia, Germany and Hong Kong in the first quarter for 2008 

(please see Table 1.1). 

Table 1.1: Malaysia’s top 10 import sources in the first quarter for 2008  

Country  Import value (RM billion) 

P.R. China 16.23 

Japan 15.07 

Singapore 14.73 

USA 13.12 

Thailand 6.82 

Taiwan 6.61 

R.O. Korea 5.92 

Indonesia 5.51 

Germany 5.46 

Hong Kong  3.47 

(Source: Malaysia External Trade Development Corporation (MATRADE), 2008) 

 

However, among many factors, the effect of Country of Origin (here forth 

called as COO) on consumers‟ attitude and purchase behavior toward imported 

products has been drawn attention and have been widely studied since 1960s 

(Schooler, 1965; Anderson & Cunningham, 1972; Erickson, Johansson & Chao, 

1984). Previously, attention was taken by  companies  on the COO labeling  in  order  

to  reduce  the  impacts of  international  trading policy such as taxes policy that is 

controlled by free trade area and political unions. However, in nowadays market, 

COO is utilized as a marketing strategies tool to influence consumer behavior 

directly. However, Graham (2008) states “international marketing addresses global 

issues and describes concepts relevant to all international marketers, regardless of 

the extent of their international involvement” (p. iv). Therefore, the international 

marketers should investigate the COO effects on consumers from different countries 
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respectively. Across the country borders, the changes in culture, historical 

background, economy, and politic give impacts on international marketing strategies.  

For most recent news, Korean did a huge rally to force their President Lee Myung-

bak to resign as he approved the license for importation of U.S beef. (BBC, 2008). 

Similarly, Tun Dr. Mahathir Mohamed as former prime minister of Malaysia called 

for a global boycott of the US dollar and US made products, including Coca-cola 

(The Borneo Post, 2009). Besides, many researchers had been studied the COO 

effect on a particular country and showed consumer attitudes toward various 

country‟s product was significantly different (Papadopoulos, Heslop, Graby & 

Avlonitis, 1987; Hamin & Elliot, 2006). It definitely includes Malaysian consumers‟ 

attitudes, which is important to international marketers to market the foreign made 

products toward 27.48 million of people in Malaysia (Department of Statistic 

Malaysia, 2008) 

 

 

 Nooh and Powers (1996) stated it was hypothesized that a significant positive 

correlation existed between favorable country-of origin perception and product 

preference for that country among Malaysian to compare Japanese product and USA 

product. For Malaysian, Japanese products were rated as superior products in terms 

of quality, technology, brand recognition and image had been shown in their 

research. However, Nooh and Powers (1996) research did not provide sufficient 

information on segmentation by presenting result by age group. In recent trend, 

young adult is a segment that international marketers very concern about as it is a 

lucrative segment to increase their margin. Therefore, a research is needed to study 

on Malaysian young adults‟ attitude and purchase behavior toward foreign products. 
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1.2 Problem Statement 

 

Previous researches studied the effect of COO on consumer behavior in terms 

of belief, attitudes, intentions and behavior (Kaynak, Kucukemiroglu & Hyder, 2000)  

Upon this, the COO has been became one cue of product evaluation in household 

consumers‟ and organizational buyers‟ belief and this has been widely proven 

(Maheswaran & Chen, 2006). Besides, the effect of COO on consumers‟ attitudes 

was also significantly shown by many previous researches (Reirson, 1966; 

Nagashima, 1977; Bailey & Pineres, 1997). However, some researchers argued that 

the COO effect did give impacts on consumer evaluation in certain product 

categories but the extent in which it affected purchase decision in real marketplace is 

still in doubt (Ettenson, Gaeth & Wagner, 1988; Liefeld, 1993; Lim, Darley & 

Summers, 1994; Ahmed & d‟Astrous 1995; Lim & Darley, 1997). But, some 

researchers showed that the COO effect influenced greatly consumer attitudes and 

purchase intentions (Yaprak, 1978; Tse, Kwan, Yee, Wah & Ming, 1996). However, 

most of the researches were done in developed countries and there are few such 

researches were found in developing country like Malaysia. Therefore, what are 

impacts of the COO effect on Malaysian consumers? Do their attitudes vary 

according to COO of the product? 

 

  Even there are few researchers had been done the studies of the COO effect 

on Malaysian consumers, but it is still scarce in quantity and not enough. In the 

preliminary literatures, some researchers had been studied the COO effects on 

Malaysian consumers‟ perceptions either toward products from one country (Sohail, 
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2005; Sohail & Ahmed., 2006) or from several countries (Mohamad, Ahmed, 

Honeycutt & Tyebkhan, 2000). Most of the results supported that Malaysian 

attitudes were influenced by the COO of the products. Sohail (2005) showed that 

Malaysian respondents most favored automobiles among the products made in 

Germany. Sohail and Ahmed (2006) showed that the Malaysian respondents most 

favored electronic products among the products made in Korea. Both of the 

researchers were focusing on Malaysian attitude toward one country respectively. 

However, Mohamad, et.al. (2000) used garments and accessories as the subject in 

their research to investigate Malaysian product preference among the domestic and 

foreign country products. Besides, Malaysian consumers‟ affective and conative 

attitude toward foreign products were less discussed among the previous researches. 

In addition, consumers‟ attitude toward marketing activities of different countries 

made products being neglected in those previous researches. As a result of 

Malaysia‟s imports are expanding and the major import products are electrical and 

electronic products which contributed 38.3 percent of the total imports in between 

January to March of year 2008 (MATRADE, 2008), this study was done to 

determine Malaysian‟s attitude in terms of cognition, affection and conation toward 

different countries made products and attitude toward marketing activities, in 

particularly electronic and electrical products. 

 

Despite the concerning on magnitude of the effect of COO on individual, less 

study look into the influence of the effect of COO from a country that may have on a 

target market (Greer, 1971; Krishnakumar, 1974; Tse, Kwan, Wah & Ming, 1996). 

Others also argued that the COO effect of one country or various countries will be 
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different across the borders and particularly to a country‟s people are likely to be 

ignored by researchers (Chasin & Jaffe, 1979; Al-hammad, 1988; Sohail, 2005). 

Hence, the research questions for this study were do Malaysian young adults‟ 

attitudes vary according to different countries made products, in particularly 

electrical and electronic products? Do Malaysian young adults‟ attitudes vary 

according to different countries made products‟ marketing activities?  

 

1.3 Objectives of the Research 

 

I. To examine whether Malaysian young adults‟ attitudes different toward 

different countries made products, in particularly electrical and electronic 

products. 

II. To examine whether Malaysian young adults‟ attitudes different toward 

different countries made products‟ marketing activities, in particularly 

electrical and electronic products. 

 

1.4 Significance of the Research 

 

 This study provides insight to international marketers for developing 

effective targeting and marketing programs that target on young adults. Upon that, it 

enables the international marketers to know Malaysian young adults‟ attitudes 

toward different countries made products, in particularly electrical and electronic 

products. By knowing this, international marketers able to utilize this kind of 

knowledge in order to position the electrical and electronic products more efficiently 
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and effectively. In addition, international marketers gain information about their 

competitive advantages by knowing which of the products‟ marketing activities are 

superior to other countries made products in measuring consumers‟ attitude toward 

products‟ marketing activities.  

 

Besides, a better understanding of Malaysian young adults‟ attitudes toward 

foreign products enables foreign investors especially foreign-owned enterprises or 

joint-venture enterprises which are operating in Malaysia to understand the 

importance of COO on the product positioning and product differentiation. This 

study provides information for management of enterprises concerning whether or not 

to manufacture products in low cost manufacturing yet poor image countries at the 

expense of consumers negative attitudes. On the other hand, foreign investors would 

be drawn to increase their investment in Malaysia as they can well predict Malaysian 

young adults‟ purchase behavior toward certain countries made electrical and 

electronic products.  

 

Furthermore, this study provides information about the importance of COO 

on Malaysian young adults‟ attitudes toward foreign products for local retailers and 

wholesalers. Upon this, local retailers and wholesalers could source their stocks from 

either local made or foreign country made more efficiently and effectively in 

particularly electrical and electronic products. 

 

 Lastly, this study is also important for academic researchers as a reference for 

future research. The results and findings can be used as a comparison with future 
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research. Therefore, it is able to extend and widen the knowledge of consumer 

behavior in Malaysia.  

 

1.5 Conceptual Framework 

 

Figure 1.1: The Tricomponent Attitude Model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 (Source: Adapted from Rosenberg & Hovland, 1960; East, 1997; Schiffman & 

Kanuk, 1996)  

 

 

Attitude is one of elements in consumers‟ psychological factors that 

influence consumer behavior during decision making process (Howard & Sheth, 

1969; Engel & Blackwell, 1982; Engel, Blacwell, & Miniard, 1986; Hoyer & Mclnis, 

2001; Schiffman & Kanuk, 1996). Whenever a consumer is being asked whether 

he/she like or not toward a specific object, he/she is answering his/her attitudes. 

Consumers‟ attitudes are important measures as attitudes are precursors of behavior. 

If consumers like a product, they are more likely to choose or even buy the product 

than other they like less.  
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 The Tricomponent Attitidue model depicted in Figure 1.1 shows attitudes 

comprise three major components: an affective component, a cognitive component, 

and a conative component (Schiffman & Kanuk, 2004). A positive or negative 

attitude to stimuli is measured by statements about liking stimuli, statements about 

the valued characteristics of stimuli and by likelihood of action such as purchase 

intentions toward stimuli (East, 1997). The three components are intercoursed and 

interelated.  

 

 The cognitive component is a person‟s claimed belief toward a stimuli or a 

specific object. In other words, it concern about a person‟s knowlegde and 

perceptions that are „learned‟ through experiences and information searching from 

various sources. Cognitive-base attitude is what a person believe toward the 

attributes that are possed by attitute object and toward specific outcomes which are 

led by specific behavior (Schiffman & Kanuk, 2004).  

 

The affective component is the person‟s feeling or emotional responses about 

a specific product or stimul. Primilarily, a person‟s feeling and emotional response 

are captured by researchers through direct or global assessment (Schiffman & Kanuk, 

2004). Direct and global assessment is a measurement of the individuals‟ overall 

feelings and emotions in terms of good/bad, favour/unfavour or like/dislike  (Moven 

& Minor, 1998). 

  


