Figure 1.
Figure 1.
Figure 1.
Figure 1.
Figure 2.
Figure 3.
Figure 3.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.

Figure 4.
Figure 4.

Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.
Figure 4.

LIST OF FIGURES

1 L0go EMiNa COSMELICS......cccveieiieieeie et 1
2 Products from EMiNa........ccocoiiiiiiiii e 5
3 Products from EMING .......cccoooiiieiiiin e 5
4 Category TOP brand award ...........cccoceveiiiiiiiiiieeecec e 7
1 Research FramewWorK .........cccoiiiiieieiessieee s 29
1 Stages 0f RESEAICH .........coiiiiiiee s 38
2 CONLINUM LINE ..ottt e 45
1 Identity of Respondents based on Gender ...........cccccvvevveveiieveece e, 49
2 Identity of Respondents based 0N AQE ......cccvevereereiieiiere e 50
3 Identity of Respondents based on OCCUPAtiON...........ccovvereereenverieaiennns 51
4 ldentity of Respondents based on Monthly EXPenses..........ccccevevvenenne. 52
5 Identity of Respondents based on Frequency of Emina

Cosmetic MONthlY BUY .......coviiiiiiiieeeee s 53
6 Identity of Respondents based on Cost to Pay Emina Cosmetics ........... 53

7 ldentity of Respondents based on Any Product Used

beside EMiNa COSMELICS.......ccovviiierieiiiesiisieee e 54
8 Continuum Line of Brand AWAreNESss ..........ccocueeerierereiesiesesesesneeneens 57
9 Continuum Line of Brand ASSOCIAtION ........ccccveieeriviiieiieie e 58
10 Continuum Line of Perceived Quality ..........cccooevviiniiiiiiiicccee, 60
11 Continuum Line of Brand Loyalty ..........cccccoevveiiieiece e, 62
12 Continuum Line of Purchase INtention............cccoceveveiiiiiinieniieieiien, 64
13 Graph of HIStOQIram ........ccveiiiiieiiesiesie e 64
14 Graph of NOrmal P-PlOt.........cccociiiiiiiiiiiicce e 65
15 Graph of Scatterplot.........c.cccveiiiiiiei e 67

Xiii



