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Abstract 

Due to the declining trend of  growing up milk category 

in Malaysia, the overall market share and absolute value share for 

this category has been on a declining trend from year to year. This 

decline is predominantly driven by the lower birth rate, rising 

breast-feeding rate, low product penetration and change in 

of growing up milk category manufactures are suffering to 

maximize their business profits. Hence, this conceptual paper 

aims to identify the relationship of key factors influencing 

purchase intention of growing-up milk (GUM) for children 

among parents in Malaysia. Specifically, this study will provide a 

framework to sho -making process by 

incorporating the key factors relevant to current purchase of 

Growing-Up Milk (GUM) in Malaysia from a Stimulus-Response 

theory perspective. An empirical study using online survey 

questionnaires approach is proposed which, will be beneficial for 
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both manufacturers and distributors in their sales and distribution 

strategy. 

 
Keywords: Electric vehicles, Stimulus-Response Theory, 

Purchase Intention, Malaysia. 

 
1. INTRODUCTION 

rich in essential nutrients for bone mineralization and 

development. According to Asia Pacific Infant and Young Child 

Nutrition Association (APIYCNA), Growing-Up Milk (GUM) 

can contribute to balanced nutrition in young children, and it is 

important to provide optimal nutrition and valuable contribution 

the marketing insights report, the global GUM category is 

forecasted to reach USD 52,150.9 million by end of 2024, which 

is more than 255% from USD 20,400.7 million in the year 2018 

(Fast.MR & Consulting, 2020). This forecast is mainly 

contributed by the rising fertility rate across the globe and China 

is one of the leading consumers for GUM products, and the rising 

best choice for their children when they are at their workplace 

(Euromonitor International, 2018). 

 
Within the Malaysian market, the percentage of milk 

consumer is among children aged 1- 3 years (90.6%), 4  6 years 

(86.1%) and 73.7% of 7- 10 years respectively (Khor et al., 2014). 

Thus, these group of little consumers are big consumption for the 

milk  market  in  Malaysia,  which  leads  to  formula  children 
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growing up milk (GUM) industry playing an important role as the 

source of the right nutrition for Malaysian children. Being parents, 

they strive to invest in countless efforts or resources to fulfil their 

which include the type of milk fed for their 

children since they are born. The food marketing system in 

Malaysia has also evolved significantly because of 

industrialization, economic growth, trading evolvement and 

urbanization across Asian countries, which also has led to more 

wealthy consumers who are searching for better quality food 

products which the brand, label information with a wider variety 

 preference. 

 
According to Nielsen Insights (2019), parents are often 

willing to spend on quality for these little consumers and this 

provides a big market opportunity for the formula milk 

manufacturers. Besides, the storm of melamine in milk, lower 

protein milk index than the declared standard as well as 

counterfeit formula milk in recent years has raised the cautions 

when parents choose formula milk for their little children (Tuan 

et al., 2013). Nonetheless, the fierce battle for earning baby bucks 

becoming more challenging especially within the formula milk 

sales due to the midst of an evolving consumer landscape that all 

the GUM brands will go all-out with different marketing strategies 

to attract their target consumers to choose their brand over the 

other competition. Thus, the brands must stand out from the 

co

evolving lifestyle or needs to understand consumer behaviour and 
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decision-making characteristics of parents within the GUM 

category competition. 

 
There are many different GUM product brands available 

in the Malaysian market which includes both local manufactured 

products as well as imported products and the key manufacturers 

for this category including Dutch Lady, Danone, Abbott, Mead 

Johnson, Nestle, and Wyeth which offer different products with 

different propositions to cater to the needs or preferences of the 

Malaysian parents. 

 
Figure 1: Total GUM Market Share Malaysia MTD 

December 2020 

Source: Nielsen Answer Total GUM MTD December 2020 Market Retail 

Audit Report 

 
However, recent years has seen the GUM market value share 

on a declining trend between December 2019 to December 2020 
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with a 15% of drop in total market sales value (Nielsen Answer, 

2020) as shown in Figure 1. Besides that, a similar trend of GUM 

category penetration also has been observed in the Malaysian 

GUM market where the penetration rate was at 62.5% in April 

2018 which dropped to 57.5% in April 2020 (Kantar World Panel, 

2020b) as shown in Figure 2. 

 
Figure 2: Total GUM Penetration % in Malaysia Moving 

Annual Turnover (MAT) April 2020 

Source: Kantar World Panel, Total GUM 1+ Penetration% Malaysia MAT 

April 2020b 

 

From the market segment data, the declining category 

business market share and penetration predominantly are 

attributed by both continuously declining trend of birth rate and 

significant increase on breastfeeding rate, which increased from 

65.9% in 2019 to 73.2% in 2020 where the age of the child is 13 

months to 24 months (Kantar World Panel, 2020a). As can be 

seen in Figure 3, the crude birth rate in Malaysia is on a declining 

trend from 2006 to 2018, albeit the slight increase from 2010- 

2012. The number of births in the year 2019 was reported as the 

lowest in a decade which declined from 15.5 (2018) to 15.0 (2019) 

birth per thousand population (DOSM, 2020). 
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Figure 3: Malaysian Birth Rate Trend 2006- 2018 
 

- Birth Rate 2006  2018 
Source from Department of Statistics Malaysia, 2019 

 
Besides that, the food marketing system in Malaysia has also 

evolved significantly because of industrialization, economic 

growth, trading evolvement and urbanization across Asian 

countries, which also led to more affluent consumers who are 

looking for better quality food products which the brand, label 

information with a wider variety to meet 

progressively   various   needs   and   preference (Boniface & 

Umberger, 2012). This may also have an impact to change 

demand when it comes to GUM product benefits. 

 
From the market segment information and data mentioned 

earlier, there are either parents choosing an alternative solution to 

feed their children or the attributes of parents who are looking for 

when they are purchasing GUM products might be different from 

the previous generation due to the external and internal 

fragile and competitive business situation has underlined the 

importance of effective marketing strategies from the marketer to 

market the right products to the right customer at the right time 
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that can trigger the consumer purchase intention towards the 

brands or products. All these are important elements which will 

affect the market directly for all the GUM product manufacturer 

to design their marketing strategy and attract then acquire new 

parent that never tries any GUM product or  existing GUM 

user from a competitor brand to purchase their brand by having 

the right marketing strategy to trigger  consumer purchase 

intention (CPI). 

 
GUM manufacture business 

because it is a type of decision-making that an individual 

evaluates the reason to purchase particular brands or products and 

it is also known as a situation where the individual tends to 

purchase a certain product in a certain situation (Mirabi et al., 

2015). Eventually, it will directly impact the business sales 

performance as an indicator of the willingness of the consumer to 

purchase the products (Akroush et al., 2019). In this category, 

parents are known as the elements which will be affected directly 

because they are the ones who will decide on the best GUM that 

they want to feed their children (Tuan et al., 2013). However, 

parents especially of a new-born tend to be less experienced and 

less familiar with this product category and some of them highly 

rely on the price and quality of products, or word- of-mouth from 

their family members, close friends and experts when they are 

deciding which GUM brands for their children (Chang, 2018). 
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Following the aforementioned, the GUM category marketers 

must understand how their target consumer parents make their 

purchase decisions before the marketers identify which is the best 

products and trigger the purchase intention that can fulfil the 

needs of the parents who are looking for GUM products for their 

children. Therefore, this conceptual paper discusses the key 

factors that influence Malaysian  CPI when they consider 

GUM products for their children from one to seven years old in 

Malaysia. 

 
2 LITERATURE REVIEW 

2.1 Consumer Purchase intention (CPI) 

Consumer purchase intention (CPI) is defined as a type of 

decision-making that an individual evaluates the reason to 

purchase a particular brand or product by a consumer and it is also 

known as a situation where the individual tends to purchase a 

certain product in a certain situation (Mirabi et al., 2015). 

Previous studies show that intention is a significant relevant 

dimension in marketing literature and understanding CPI is a 

piece of effective and useful information that marketers use for 

sales prediction or returned consumer for repeat 

purchase as well as the consumer purchase pattern of the products 

or services too (Curvelo et al., 2019; Sagheb et al., 2020). Besides 

that, CPI is also used as an effective tool to measure or   anticipate 

purchase behaviour and a consumer that has greater (positive) 

response experience will have stronger purchase intention 
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towards the products (Watson et al., 2020). According to a 

previous study, CPI is highly associated with the attitudes of the 

consumer, where marketers need to promote the product brand 

image to the consumer to have a positive attitude and ultimately 

help increase the CPI for the products (Chang & Jai, 2015). Very 

little research has been done in the Malaysian GUM context. 

Hence, this paper will focus on the relevant factors identified by 

the past studies to understand the factors that influence the CPI 

towards GUM products in Malaysia. 

 
2.2 Word of Mouth (WOM) 

Word of mouth is defined as an evaluation of brands, 

products, service or an organization by an individual being made 

without commercial intention. This information is diffused 

through human face-to-face interaction or other channels of 

communication such as the social network (Kuo et al., 2013). 

Previous study has shown that WOM and CPI have a significant 

positive relationship in the textile industry context that WOM will 

-making process 

through six factors like trustworthiness, source similarity, source 

attractiveness, social tie strength, source expertise and 

information usefulness (Khan et al., 2015). Additionally, the 

study that was done on private label food products and hospital 

services in Indonesia also identified that WOM has a positive 

relationship with consumer purchase behaviour which includes 

CPI as well (Nguyen & Gizaw, 2014; Solang et al., 2017). 

Research shows that marketers use positive WOM as an effective 

marketing strategy to increase their profit. 
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2.3 Country-of-origin 

Country-of-origin (COO) was first studied by Schooler in 

1965 where he defined it as the concept of product -  In 

previous empirical studies, a significant positive relationship 

between COO and CPI was observed in different industries such 

as imported fruits, clothing and GUM products in Korea, Thailand 

and Vietnam markets. Studies by Brenda & Adjnu (2018) found 

that consumers will have higher CPI if the 

from more developed countries such as Japan compared to 

Vietnam. Research also shows that marketers should take 

advantage to enjoy the strong influence of COO if the products or 

brand that they are managing have a strong and positive COO 

image from a developing country (Yunus & Rashid, 2016). 

 
2.4 Product Information Labelling 

Product labelling is defined as a part of the packaging of 

products that contain written information that is important 

information that needs to be communicated to a consumer 

(Jadapalli & Somvarapu, 2018). Food products label information 

also includes any tag, brand, mark, pictures or descriptions that 

are written, printed embossed or even impressed on that is 

attaching or belonging to the product. Product labels are usually 

known as a tool for brands to convey information about the 

product category and assortment of product-specific attributes 

that will lead to incremental buying behaviour. According to past 

studies for food-related industries such as dairy or milk products 

and wine products, the product labelling information has a 

significant positive relationship with CPI (Hoque et al., 2018). 
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Researchers mentioned that it is key for marketers to nail the right 

product labelling information on their product packaging because 

the information that was declared on the products will reduce 

co  uncertainty towards the quality and also meeting their 

needs at the same time (Jadapalli & Somvarapu, 2018). 

 
2.5 Advertising 

Advertising is defined as the information via mass media 

communications that can influence consumers to buy the product 

(Wijesinghe et al., 2020). Advertising is also a marketing tool to 

persuade the consumer to purchase the products by notifying the 

target audience of the existence and benefits of the products or 

services. Several studies have been done in different context and 

market such as GUM product in Sri Lanka (Wijesinghe et al., 

2020), GUM in Vietnam (Tuan et al., 2013), as well as green 

products (Sarkar et al., 2019) in Pakistan, the results showed that 

advertising has a positive relationship with CPI. Advertising is 

proven as a marketing tool that is commonly used as an 

information clue to attract the attention of the consumer and 

facilitate their purchase decision. 
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Figure 4: Proposed model

3. THEORY OF STIMULUS-RESPONSE (S-R)

According to Kolter and Keller (2006) Stimulus-

Response Model Buyer Behaviour, consumer behaviour could be 

stimulated by the marketing stimuli and other stimuli. It is 

significantly important for marketers to figure out consumer 

psychology and characteristic and how to make the stimuli turn 

into responses. In order to achieve the response, the marketers are 

ur 

then only can design a convincing communication program 

(Jisana, 2014).

The Stimulus-Response model-based theoretical 

framework of the relationship between the independent variables 

and CPI is shown in Figure 4. Based on the above discussion, this 

research framework is proposed to investigate the relationship 

between the independent variables namely WOM, COO, product 

labelling information and advertising as a stimulus towards the 

consumer purchase intention in the GUM category in the

H2

H1
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Malaysia market. Previous research demonstrates theoretical 

correctness and the ability of the S-R theory to predict consumer 

behavior, which can be effective to explain and predict the 

purchasing intention for GUM. Past researcher has applied this 

theory to study  behavior (Oke et al., 2015; Liu et al., 2018, 

Murshid & Mohaidin, 2017). However, little studies have used the 

theory of S-R to analyze purchasing intention of GUM as a 

theoretical framework. 

 
4. CONCLUSION 

The aim of this paper is to discuss and understand the 

purchase intention of growing-up milk (GUM) for children 

among parents in Malaysia via a stimulus-response perspective. 

Four main factors discussed include word of mouth (WOM), 

country-of-origin (COO), product information labelling, and 

advertising. These factors are aligned to the Malaysian markets to 

understand the factors which significantly affect the choices and 

purchase of GUM by Malaysian parents, helping marketers to 

truly understand the factors that drive parents in buying GUM. It 

is proposed that a quantitative study approach to obtain primary 

data should be conducted. By using an online survey form (i.e., 

Google Form) and  purposive sampling technique, a sample of  

parents under Gen Y and Gen Z related communication channel 

should be conducted. The empirical study should look into 

Malaysian urban parents between 25 to 40 years old with children 

1 to 7 years who purchase GUM products. Such approach would 

gain better insight for marketers on consumer purchase intention 

among parents in the GUM context (Ong et al. 2018, Ong et al., 
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2015). The findings will also contribute to empirical evidence of 

the relationships between variables proposed in the GUM context. 
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