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Abstrak.

Pemasaran kereta nasional - Proton yang kini menguasai pasaran Malaysia bukannya
menjadi suatu perkara luar biasa kerana sikap pengurusan EON yang proaktif terhadap

situasi perniagaannya. Dengan penguasaan menyeluruh pasaran ini, maka terdapatnya
satu database maklumat mengenai  pembeli-pembeli kereta Proton yang juga

menunjukkan bahawanya keupayaan pendapatan masyarakat pembeli kereta Malaysia
yang kini sudah meningkat. Rujukkan awal kepada bahan-bahan kini telah menunjuk
bahawa tidak adanya satu model yang boleh hubung-kait keseluruhan gelagat pembeli
kepada pembelian tertentu itu. Situasi ini tidak menjadi satu halangan kerana linear
regression model yang diamalkan telah berupaya dan telah memberikan suatu fahaman
bahawa pengaruh variable-variable gelagat pembeli-pembeli ini boleh diukur secara
ranking order. Fakta-fakta gelagat pembeli yang dipamirkan adalah satu manifestasi
mengapa pembeli im dengan gaya kehidupan (lifestyle) terkini telah dan mampu boleh

memilih dan membeli suatu model Proton tertentu dan bukan yang nyata |ebih sesuai
untuknya Kegunaan pake stastik di dalam komputer peribadi telah pun menolong
pengkajian gelagat pembeli ini dan keputusan-keputusan tersebut adalah dilampirkan
disini. Penghuraian Bivariate Correlation telahpun menunjukkan bahawa wujudnya
suatu hubungan linear keatas variable-variable pilihanan tersebut. Coefficient Korelas
Produk Momen Pearson dapat jelaskan hubungannya walaupun tafsiran coefficient
terebut bukannya secara mengeluruh. Walau bagaimana pun, satu gambaran gelagat
pembeli model Proton secara menyeluruh untuk tahun-tahun tersebut tidak dapat
diwujudkan secara amnya, nyata tidak boleh dinafikan yang terdapatnya satu jenis
gambaran gelagat pembeli untuk satu-satu model Proton tertentu. Kaedah-kaedah yang
digunakan untuk linear regression model tersebut boleh lagi dihuraikan dan dikemaskan
untuk masa-masa akan datang. Ini mesti dirujuk kepada cabaran-cabaran industri kereta
tempatan yang akan datang dari segi ‘saturation level’ nya dan peringkatan persaingan di



Abstract.

The market domination of EON in the domestic passenger car market is not
surprising given the company’ s management rather proactive reactions and abilities
towards changes in the business environment. This market share has been able to provide
a database of customer information in the determination of this customer profile as it
reflects the rising affluence of the Malaysian car buying population. Various marketing
models were examined to provide some initia manifestation of the subject but not one
single model has sufficiently explanted these purchasing decisions. The present chosen
linear regression model has, however been able to provide an initid understanding that
the influence of these variables « customer profiles « have a measurable ranking value.
Namely what affects a customer in his decision to purchase a particular Proton model as
distributed by EON. The final invoiced price which is determined by these customer
profiles is thus, a manifestation of these influences. The. presence of powerful statistical
packages on the personal computers has made significant improvements in the analysis
and the results were tabulated as such. The Bivariate Correlation analysis has indicated a
linear regressed relationship among the variables used and the Pearson Product-
Movement Correlation Coefficients can explained sufficiently if not fully the
relationships of these correlation coefficients. A single major customer profile was not
and could not be determined as there NOW exists different segmented markets for
different Proton models sold This is also perhaps due to the nature of EON’s marketing
practices. This initid limiting understanding was than further examined and a distinct
customer profile was generated for a each particular Proton model as such. This linear
regression model’s forecasting ability can be further developed and refined as need be.
This must be seen against the perceived saturation level of the domestic car market and

increased market competition in due time.

i1



Acknowledgments

No mere words can do justice nor fully and faithfully describe the dedicated efforts of
both my advisors cum supervisors towards the completion of this case study. They are

Associate Professor Dr. Ibrahim Abdul-Hamid and Dr. Zolkafli Hussin to whom |
hereby expressed my sincerest and deeply felt gratitude. Their wise and generous counsel
and patient encouragement provided the greatest inducement for me to complete this
work and in fact, my graduate studies. Their most kind and able guidance and benevolent

patronage enable me to avoid the research confusion that were purely of my own making.

| would like to take this opportunity to thank my lecturers who are En Ahmad Yacob,
Mr. ‘Larry’ Abelardo C. Valida, Dr. Che Ani Mad, En. Munauwar Mustafa,

Pn Rusniah Ahmad, Prof Nini Rusgal, Dr. Wan Rozaini, Mr. Lee Chiew San,
Pn. Yen Siew Hwa andlastbutnotleast, Dr. BalaShanmugam. All of whom I am
eternally indebted to for the knowledge that they willingly and generously gave to
transform and assist me in my quest

| am honor-bound to Mr. Donald Choo, Executive Director of EON, who at one time in
my career - enlightened me and insisted that I do more than sell cars. This is also true of
Mr. Lee Wok Sang, Mr. Danny Wong, En. Mazlan Mansor and En. Norwin
Mohd Nor who were most supportive of me going back to school.

There is also my outstanding obligation to Cik Salmah, Cik Nur Hasaniah, En. Azizan of
the administrative staff in the Graduate School whose kindness and help I will not forget.

Last but not least, the dear friend, Mr. Ng Khoon Sie and those not mentioned hem
but whose kindred spirits over the years have made ‘going back to school’ a most worth

while and memorable experience.

May the good Lord bless you all !



Dedication.

Through the most difficult, bitter and uncertain of times, she and she alone, had
stood beside me. Now thisis my time to stand by her, my wife and closest
confidante, Sharon Ong Beoy Choo. The happiest of times, she has shared this
love through my children Stephen, Nicholas and Jennifer Phun.

My mother,

Madamw Lily Goh Kwee Thye

and

in memory of my late father,

Aloysius Phun Yeat Choon.



Table of Contents

Permission to Use

Abstract (Bahasa MalaySia) .......ccccoomerereemmmmmsssmsssssssssssssssssssssssssses
ADSIFACE  (ENGIISN) wootrrrrreeeeesmnneesessssssssssssssssssssssssssssssssssssssssssssssssssssssssssnnas

Acknowledgments
Dedication

Chapter | :  Introduction ...,

11
1.2,

13

14.

Chapter 11 :

2.0.
2.1
2.2.

Contextofthe Study

RESEAICN ODJECHIVE. ...oovveereecreetssseeeessssssssessssssssssssssssssssssssssssssssssssssssssssens

Significance of the Study

FIrM'S  CharaCteriSHCS.. cuveeeeeeeeereeseeeeeeeeseeseeseeesssseseeseesssessssssssssssssssessssessssessesssssees

141

14.2.
143

EON’S Organizational StTuCture. . ................cccoocooemervvienessiienssssiesesssssessssnnenns
EON’S Market PractiCeS.. v sssssssssssaens
EON’s Market Segmentatio N..............ccccccccvvvvnnnnnnnsssssnisssssssssssssssssns

1.4.4. EON'S SAeS ProCEOUMNES. ...oovvieeeeeerersersessseeseesessesssssssssessessssssssesssssssseens

LITEFAIUTE REVIEW. ..o eesee e sseesssssssssesssesssssssssssssssssssssssssasesssssssssssssenes

Consumer Buying Behavior....ssmsssssssssssssssssssssssinn:

Monadic Models of Consumer Buying Behavior. w.emmmmvvveenenssssssssssneen

221.
222
22.3.
2.2.4.

The Psychoanalytic MOl ..........cmmrsisssssssssssssssssssssssssssssssens
The ‘Black-BoX' MOGE ...crverreerresreeessssssssssssssesssssssssssssssssssssssnaes
The Perceived Risk MOEL............cccooornnnrrrvvvcevsisssssssssssssssssssssssssssenns
Summary 0f the Monadic MOGElS. ...

Conceptual Framework, . . . .ceeessserssensemresseseens

O© Y oo b~ ow

13
16
18

22

.22

29

.30

30
31
32
34




Page No

2.3.  Multi-Variate Models of Consumer Buying Behavior. ... .35
2.3.1.  The Howard-Osthund MOGEl. ..o 35
2.3.2.  The Engel-Kollat-Blackwell (EKB) MOl .........ccc.commmrrinmmmerrisrnsnssssssnnnn: .38
2.33.  Comparisons made between the Howard-Ostlund and the

Engel-Kollat-Blackwell  (EKB) MOUEL. ......oovvvvvrrmmmeemmmmnsrereeeesssssssessennns 41
2.34. The NiCOSIa MOUEL. .......cccccuumnnsssssssssssssssmssssssssssssssssssssssssssssssssnnns .43
2.35. The Andreasan Model. ... .46
2.3.6. Summary of Multi-Variate MOGEIS. ........ccoommrriiimnerriiisessssiisneesssssseessiens .48

24. Decision-Process 0r L0ogiCal-FIOW MOCEL.. ..........coomrreereimmmnrereeesnnneeeeseenns .49
24.1. Criticisms of the Logical-Flow or Decision-Buying Models.. .....ccouuveeeeees .53

2.5. Individua DeCISION MaKING. ...oereeeeermmreeeesssssssnssssssssssssssssssssssssssssssssssssnnas 54
25.1.  The Optimizing Decision-Making MoOdel. .....ccoovvvvvvvvvvvimminsssnsnsnnnssisinnn 55
252, The SatisficiNg MOGEL. .......cccoirreeimrrrinsressnnsssssssssssssssssssssssssssssssssnns 57
25.3. The Implicit Favorite MOCEL. .......ocmreeeeieeeeseseseessesseeees 59

2.6, LItEratUre  SUMMAEIY .ooooeeeerrssiesesrsssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssses 61

2.7, RESEACN MOEL.. c.oooorrrceeeiirrneeceesisssssesssssssssssssssssssssssssssssssssssssssssssssssssssnnns .64
2.7.1. The Transport and Road Research Laboratory (TRRL) Modei. ............... .64
2.7.2. The Genera Motors Automobile Ownership Theory.. ..cvrrvvvvvvveeennnnns .66
2.7.3.  Other Causal MOUEIS. ......occeeeurereeesnneesessssssssssssssssssssssssssssssssssssseees 68
2.7.4.  Assumptions of Causal Modeling of Car Ownership. ceeeevvvvssssssssnnnnns .70

2.8 Definition Of TEMMS. .....cccco..oiimrrriinrssissssssssssssssssssssssssssssssssssssssssssssssssees 12

Chapter 111 : Research Design and Mehodology................coooevinin, 75

3.0. INEFOAUCLTION wovvvvesvvvvessssissssessssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssees 75

3.1 Delimitation’s and Assumptions Of the Study wmmmsmmmssmissssssisssines 17
3.1.1. Accurateness Of Database RECOITS.........ccooummvivviviiinsnnsssisissssssssssssssnnnns 17
3.1.2.  Consumer Buying DECISION PrOCESS.....ccmmmmmmmmmmmmssmsmssssssssssssssssssssses /8
3.1.3. The Geographical Location of the Branch ... 79
3.14. Completion Of QUESHIONNAITES.........ooooeeeerermesssisssssssssssssssssssseessssenss .79
3.1.5. Time Duration of Study Unde rtaken. ..., 80

Vil



List of Tables : Page No

Linear Regression Analysis for 1992 = 1995.

Table 26 : Edited Partial Output of the Models Smmay..................cccoovviiiinn, 134
Table 27 : 1992 SUIMMALY ........ccoeevecvesranenmenereersiiiiiiiiimi s sesesesecsnennnesseed 3D

Edited Partial Output of the Linear Regression Analysis

Table 28 :  AULO-COMElAliON.. ..ot ssessssasessees 138
Table 29 1 HEroSCedastiCity ... 140
Table 30 : Multi-Collinarity.. ........ccoevvivimmmrriinnssiissssssssssssssssssssenes 143
Table31 : Edited Partial Output for 1992 ..........ccoomrviiimmmmrriinsensssssssssssssssnsseens 146
Table32 : Model Summary for 1992.. ... 147
Table33 : Edited Partial Output for 1993 ........cccooemrrvriiisnseessssssnnssseessssssssnne 148
Table34 : Model Summary for 1993.....ccoorriineersssssisssesssssssssssssssssseens 149
Table35 : Edited Partidl Output for 1994 ... 150
Table36 ; Model Summary for 1994.. ....ccooevvviincessssisisesssssssssssesssssssens 151
Table37 : Edited Partial Output for 1995 ocevevvevvrmsssmnvnnssssmsssssssssssssssssnees 152
Table37 : Model Summary for 1995.. .......cccooeviiieerriineesiinessssseeessinns 154 - 155

Xii



Page No

4.1, Linear RegresSion ANAYSIS.......cmrmimmssssssssssssssssssssssssssssssssseess 126
4.1. Interpretation Of Correlation AnalySiS.. ...———- 118
4.1.1. Find Invoiced Values  BINIVAL...............mmmmmmmmimmnnnn 118
4.1.2.  Age Comparisons  AGE. ... 121
4.1.3.  Income Comparisons : INCOME....in, 123
4.14. Literacy (Language Used) Comparisons: LTRCY ... 124
415. Marital Status Comparisons : MSTAT ..., 125
4.16. Previous Car Comparisons | PREVC ..., 126
4.1.7. Professional Status Comparisons : PROF ......mmmmmrmmsssssssiisnissssssnns 127
4.18.  Ethnic Status Comparisons: RACE.. ..., 128
419. Gender Status COmMpParisons @ SEX ......crimsssssssssssssssssnnns 129
4.1.10. Hire-Purchase Loans and Period COMPArisons : ... 130
4.1.11. Quarterly Period COMPAISONS .ocrerrererreesssessmsmmmssssssessessssssssssssssssmsnes 132
4.2. Lingar REGression ANAlYSIS. s 133
4.3, AUO-COITEIALION ..........ooossssssssssssssssssssss 136
43.1. Decision Rules for Auto-COrrelation - ..wrmrmesmssssssssssssssnnns 137
4.4, HETOSCEOABSLICILY -..rrrvsevevvvverrrsssssesvssnsrsssssssssssssssssssssssssssssssssssssssssssssssssssssssee 139
44.1.  White's Decision Rule for HetroscdastiCity.. s 140
4.5, MUILI-COIlINEAMLY .vvvvvvvvvvvvssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssseees 141
451 Decision Rules for Multi-ColliNEAILY ...covueneeeresvvvrvvvssssssssssssssssssssn, 142

Chapter V : Summary and ConclUSIONS. ..o sonnsvsssessssissssasensssssens L4

5.0, INTOUUCEION wovvtvvvrrsnversssmsessssssesssssssssssssssssssssssssssssssssssssssssssssssssssssssssssseees 144
5.1 Prediction Ability of the Regression Model.................cccccovnncnssiccscnn 145
52. Model  DEGradation weewemsmmsersmssssssssssssssssssssssssssssssssssssssssssssssnes 156
5.3, SAUBLON LEVEL ..oooovrerevresevressvvssssssssssssssssssssssssssssssssssssssssssssssssssssssses 158
5.4, CONCIUSION SUMMAIY.. wcvvvvvvreeeeeeeeessssssssmmsssssssssssssssssssssssssssssssssssssssssssssssss 159



A.

B.

[N
o

C.

Notes : Operational Definitions

Appendices

Internal Organization Structure

Vehicle Sales Order (VSO) - Customer Copy
Vehicle Sales Order (VSO) - Sales Branch Copy
Vehicle Delivery Order (VDO) = VDO

Vehicle Invoice (VI) = Customer Copy

Vehicle Invoice (VI) - Sales Branch Copy
Pearson Correlation Coefficients for 1992
Pearson Correlation Coefficients for 1993
Pearson Correlation Coefficients for 1994

Pearson Correlation Coefficients for 1995

BIBLIOGRAPHIES



List of Tables : Page No

Actual Invoice Sales Breakdown by

Table 1 @ Retall TYPL ...ooooiirrrrnsssssssssssssssssssssanns 88
Table 2 1 Gender TYPE .......cccoouvvvvvvvvmmmiiiissssssssssssssssssssssssssssssssssssssssssssssnnns 90
Table 3 1 MOUE TYPE crrvvrrerrrremmmmsseeereeesssssssssssssssssssssssssssssssssssssssssssssessssesees 93
Table4  Professional StatUS ..., .95
Table5 : Literacy-Language USEd .......erecsmmsesssmnssssssssssssssssssssssens 97
Table 6 : Racia/Ethnic COMPOSItION rrreveeesssmmrrsssssssssssssssssssssssssssssssssssssssses .99
Table 7 | Marital StALUS .........ooorrrereressssmnnenssssssssssesssssssssssssssssssssssssssssssssssssss 101
Table 8 ;' AQE GrOUPS. .....oomrrrerirrressssssssssssssssssssssssssssssssssssssssssssssssssssssssssssnssss 103
Table 9 ;' INCOME GrOUPS ..orvvvererrssssssssssssessssssssssssssssssssssssssssssssssssssssssness 105
Table 10 : Previous Car OWRETSHID ........ccccvvvvvummmmnesesssssssssssssssssssssssesssssees 107
Table 11 : Preferences : Metallic Paint.. .., 109
Table 12 : Preferences : Finance Hire-Purchase Options.. ........c..umvmmmvsssnen 112
Table 13 : Preferences : MOtOr [NSUTENCE.. wrrrrmrsssssssssssssssssssssssssssssssssssens 114
Table 14 : Hire-Purchase Loan Period Financing of Proton Cars........mnnee. 117

Interpretation of Correlation Coefficient Analysis for 1992 - 1995.

Table 15: BINIVAL - Final Invoiced ValUeS........mmmmvvvvnnvssssssssssssssssssssssssssees 118
TADIE 16 : AGE oo 121
Table 17 1 INCOME . .ssseesessssssmmssssssssssssssssssssssssssssssssssssssssssssess 123
Table 18 : LITERACY s sssssssssssssssses 124
Table 19 : MARITAL STATUS s 125
Table 20: PREVIOUS CAR OWNERSHIP ... ccoooorrrrrrrersmmmesmmmsssssseseeeeees 126
Table 21 : PROFESSIONAL STATUS .oossssissmssssssssssssssssssssnnns 127
Table 22 : RACE s 128
TADIE 23 1 SEX o oottt 129
Table24: LOAN AMT and LOAN-PERIOD ... 130
Table25: QTRItOQTRA....... i 132



List of Tables : Page No

Linear Regression Analysis for 1992 = 1995.

Table 26 : Edited Partial Output of the Models Smmay..................cccoovviiiinn, 134
Table 27 : 1992 SUIMMALY ........ccoeevecvesranenmenereersiiiiiiiiimi s sesesesecsnennnesseed 3D

Edited Partial Output of the Linear Regression Analysis

Table 28 :  AULO-COMElAliON.. ..ot ssessssasessees 138
Table 29 1 HEroSCedastiCity ... 140
Table 30 : Multi-Collinarity.. ........ccoevvivimmmrriinnssiissssssssssssssssssssenes 143
Table31 : Edited Partial Output for 1992 ..........ccoomrviiimmmmrriinsensssssssssssssssnsseens 146
Table32 : Model Summary for 1992.. ... 147
Table33 : Edited Partial Output for 1993 ........cccooemrrvriiisnseessssssnnssseessssssssnne 148
Table34 : Model Summary for 1993.....ccoorriineersssssisssesssssssssssssssssseens 149
Table35 : Edited Partidl Output for 1994 ... 150
Table36 ; Model Summary for 1994.. ....ccooevvviincessssisisesssssssssssesssssssens 151
Table37 : Edited Partial Output for 1995 ocevevvevvrmsssmnvnnssssmsssssssssssssssssnees 152
Table37 : Model Summary for 1995.. .......cccooeviiieerriineesiinessssseeessinns 154 - 155

Xii



List of Figures : Page No

Figure 1 : Demographic Influences 0n Markets. ..........ccccmvimmmmmmmmsnssssissssnnnnnnn 5
Figure2 : The Perceived Macro-Elements Affecting Car Ownership. .....cocovuuen. 7
Figure3 : EON’'s Customer QUEUING SEQUENCE.. ........cuwmmmmmmmmmmmmmmesssssssssssssssssnns 14
Figured : EON's Customer Speculative QUEUING SEQUENCE ...oowrveeermmreeessmnneeees 15
Figure5 : EON’sFive COMPELtiVe FOICES.. ......mreermreessmsssssssessssssssssens 16
Figure6 : Segmentation and SUAEIY .....cccccmmmmmmmmsmmmsmmmmsmssmmmnnnns 17
Figure7 @ EON’s Sales Procedures ............cccrmmiesssssssesssssenns 21
Figure 8 :  The ‘Black-Box’ Model of Buying BEhavior. ... 31
Figure9 : Factors that Influence Perception .........ceesseesessenns 32
Figure10: Cox’'s Perceived RiSKS MOGE. ......ccooovrvimmmmerrriinmnssssinssesssssssssssssnnnns .33
Figurell : The Howard-Ostlund MOGEl ..........ccoomrreimmmrrenmereensessssssessssns 37
Figure12: The Engel-Kollat-Blackwell MOdel. .........ccccooummmrviiiiiinnnnnssiiisissnnn, .39
Figure13: The Revised Engel-Kollat-Blackwell Model. ... 40
Figure14: The NicoSia MOUEL.. ...oreeeeiesesessssssssssssssssssssssssssssssnnas .45
Figure15: The Andreasan MOGEL. ........ccooccreeeeeessssssessssssss .47
Figure16: The Decision-Process or Logical-Flows MOdelS. .....ccc.onevrvvisseerinnns .49
Figure17: The Optimizing Decision-Making MOel .........ccoooerrrrrvrrrerrmmeemmmmmnnnnen 56
Figure18: The Satisficing MOGEL.. ..coccovvvvvvvvvvvvmmmmimssssssesessssssssssssssssssssssssssssssssess 58
Figure 19: The Implicit Favorite MOGEl. ... 60
Figure20 :  Chosen Model of Consumer Purchasing Decision Process. ... .63

Figure2l :  Schematic Diagram describing the relationship between the
Customer Profile variables and its determinants to Proton Sales. ...... 74

Figure22 : Market Share (% Total Passenger Market). .....vvvenrrvvvsnisssnnn, 76
Figure23 :  Market Share (DEIOW 1600CC) ........ooovvvvrvvvervrvrernrrnnnnrnsnsssessssssssssssssssseees 76
Figure24 : Actual versus Revised Records Used in Study. ... 77
Figure25 :  Company Total INVOICed SAlES.. ....coorreeeeerreereesssssssssesesssssasnees .80
Figure26 : Study Sample against Total Company Invoiced Sales. ... .81
Figure27 :  Actuad Model Codes USEd ......cmmrriinnsssisssssssssssssssssssssssssnns .91

xiti



Sekolah Siswazah
(Graduate School)
Universiti Utara Malaysia

PERAKUAN KERJA TESIS
(Certification of Thesis Work)

Kami, yang bertandatangan, memperakukan bahawa
(We, the undersigned, certify that)

JAMES PHUN JIN ENG

calon untuk ljazah
(candidate for the degree of) MASTER OF SCIENCE (MANAGEMENT)

telah mengemukakan tesisnya yang bertajuk
(has presented his/her thesis of the following title)

CONSUMER BUYING DECISION PROCESS: A CUSTOMER PROFILE OF

PROTON CARS BUYERS FROM 1992 - 1995

seperti yang tercatat di muka surat tajuk dan kulit tesis
(as it appears on the title page and front cover of thesis)

bahawa tesis tersebut boleh diterima dari segi bentuk serta kandungan, dan
meliputi bidang ilmu dengan memuaskan.

(that the thesis is acceptable in form and content, and that a satisfactory knowledge
of the field is covered by the thesis).

AJK Tesis
(Thesis Committee)

Nama Tandatangan
(lYame):P'M' DR IBRAHIM ABDUL HAMID (Signature)

(Penyelia Utama/Frincipal Supervisor)

Mama Tandatanga
(Name) - P-M. DR _ZOLKAFLI HUSSIN (Signature)

Tarikh
(Date) ;__DEC 1997




Chapter |

Introduction

There is without much doubt that Malaysia has proceeded much rapidly in its
economic development. The annual Gross Domestic Product (GDP) is experiencing
growth between 7% to 9% in the last few years. In Liden's (August 1992) article in
Euromoney, the fact concurs and remains that this rapid rise in this country’s economic
development has also seen a corresponding increase on the burden on the country’s
present infrastructure. These increases could be attributed to the pent-up consumer
demand which has also, seen a rapid increase in the ownership of private passenger cars

on Malaysian roads.

Alternatively, the motorcar and its widespread usage is often referred to as a symbol
of the development of a modem industrialized society. The availability of a motorcar
endorses the benefits of enhanced mobility and diverse opportunities to the vehicle
owner. At the same time, motor vehicle use also imposes significant environmental
pollution burdens and animosity on others. Roads have now become bottlenecks and
there are now observed traffic jams where there was none in the past in most towns in
Malaysia. Additionaly, the growth in motorcar usage and travel has been on the expense
and detriment of other forms of land transport, which has to suffer increased traffic
congestion and often reduced business patronage. Finally, the consequential decline in
public transport has left many non car-owing households with poorer access to

transportation and perhaps diminished welfare. (Button, Pearman & Fowkes, 1982)

This is the multi-faceted impact of high levels of car ownership on modem
industrialized society which requires both improved transport planning and management
techniques, which would sanction the benefits of maximum car ownership and at the
same time try to restrain the adverse effects on the wider environment. Here, to
formulate such planning and management policies, it is important and a requirement to
thoroughly understand the influences determining car ownership patterns and forecasts
future changes in this ownership patterns.
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