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Abstract

In this study, we examine the influence of psychological factors—brand image, brand
equity, brand awareness, brand loyalty, perceived value, price consciousness, and perceived
quality—on the purchase intention of international brand cosmetics among women in Saudi
Arabia. We conducted a survey and collected 500 valid responses from Saudi women. The data
collected were analyzed using Statistical Package for Social Science version 25 and applying
the Pearson correlation coefficient and multiple linear regression methods. The results reveal
that psychological factors greatly influence Saudi women’s purchase intention of international
brand cosmetics, with brand image and perceived quality having the maximum impact. The
findings of this study have several implications—they can be utilized by the cosmetics industry
to understand Saudi women’s needs and demands for cosmetic products. The findings also
provide insights into the prominent psychological factors that influence Saudi women’s
purchase intentions of international brand cosmetic products, which can guide the cosmetic
industry to plan and design better product promotion strategies for women consumers in Saudi
Arabia.
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Introduction

Cosmetics generally refer to products that can enhance consumers’ beauty, appearance,
attraction, and glamour. They include skin and hair care products, make-up items, deodorants
and perfumes, oral cosmetics, and toiletries. The global cosmetics market revenue was
approximately US$ 80.74 billion in 2021. The cosmetics industry in Saudi Arabia has also been
growing rapidly and was worth US$ 4.7 billion, the largest in the Middle East that constitutes
approximately 20% of the global cosmetics market. Economic studies reveal that Saudi women
occupy the top position globally in terms of spending on cosmetic products. Recent statistics
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issued by Saudi Customs suggest that the sum spent on imported cosmetics exceeded SAR 2.3
billion, with people preferring to buy luxury products. In this study, we analyzed the prominent
psychological factors affecting Saudi women’s purchase intention of global cosmetic brands.
The findings of this study suggest that the cosmetic goods industry should focus more on the
psychological factors that satisfy the needs and expectations of Saudi women on buying
cosmetic products. The findings can also guide companies in the cosmetic industry and retailers
to manufacture and sell cosmetic products based on the needs and demands of women
consumers.

Literature Review

In this study, we focus on the psychological factors affecting purchase intention.
Purchase intention is a significant concept in marketing (Morrison, 1979) used to understand
purchase behavior. Hawkins and Mothersbaugh (2010) find consumer purchase intention as a
driver to stimulate the purchase of any product or service. Kotler and Armstrong (2010)
contend that purchase intention is an important construct of consumer behavior that influences
the purchase decision or buying behavior of consumers. Hair, Wolfinbarger, and Money (2011)
define purchase intention as a person’s attitude toward a certain product or service. Wee et al.
(2014) argue that purchase intention can be favorable or positive or even unfavorable or
negative. The study on purchase intention provides marketers with an insight into the
consumers’ actual behavior (Ghalandari & Norouzi, 2012). According to Borzooei, Mahdi, and
Asgari (2013), for any industry, purchase intention is the most significant positive feeling
among consumers. Various studies dealing with women’s cosmetic consumption behavior
focus on the attitudes and motivations of teenage girls (e.g., Cha, 2006) and female college
students (e.g., Yang, 2008). Several studies examine the correlation between purchase intention
and consumer behavior (e.g., Tan, Kwan, & Eze, 2009). Other studies focus mainly on
identifying the factors that affect consumers’ purchase intention of foreign products in different
regions of the world (e.g., Shimp & Sharma, 1987; Yoo & Donthu, 2005). These studies
suggest that meeting consumer needs and demands would lead to an escalation in purchase
intention (Fortsythe & Shi, 2003; Rodriguez & Fernandez, 2017), and therefore, maximize the
profit of the company.

Psychological factors influencing purchase intention

In this section, we review several prominent psychological factors that influence the
purchase intention of cosmetics products. These factors are elaborated below.

Brand image

A brand image comprises a customer’s perceptions about the overall experience with
certain products (Nurhasanah & Hariyani, 2017). Companies with a strong brand image
positively influence purchase behavior (Kuhn, Alpert, & Pope, 2008). The brand image relates
to consumers’ thoughts and feelings about the brand (Hawkins & Mothersbaugh, 2010) or their
mental image of the brand which differentiates it from other brands (Faircloth, 2005). Brand
image has a significant role in shaping consumers’ purchase behavior and decision-making
process (Akkucuk & Esmaeili, 2016; Burmann, 2008; Djatmiko & Pradana, 2015). Businesses
need to maintain a positive and unique brand image. Hence, they promote their brands to attract
customers and ensure their loyalty to reap high profits (Chang & Liu, 2009). The brand image
tends to be associated with product quality. According to Safitri (2018), most customers would
even prefer to purchase a branded product or service believing that the brand image is a measure
of product quality.
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Brand equity

Brand equity refers to the incremental value of a product because of its brand name
(Knight & Pelton, 2009). Businesses can enhance brand equity by creating a favorable image
about their brands in the minds of consumers to influence their purchase behavior and
eventually increase their profits (Shamsher, 2015). As the brand image is a result of marketing
activities, many businesses use advertising as a primary tool to develop their brand equity
(Hsiung, 2011). This can be further enhanced by celebrity endorsements in advertising for
certain brands, which would affect consumers’ purchase intentions (Nelson, 2010).

Brand awareness.

Brand awareness is another concept related to brand image and refers to the strength of
the brand in the consumer’s memory, which facilitates the identification of the brand (Keller,
1993). This type of awareness affects consumers’ decision-making because it would more
likely foreground the brand in the customers’ memory and interfere in the purchase decision
process, and eventually, trigger the purchase intention (Macdonald & Sharp, 2000). Moisescu
and Gica (2007) argue that brand awareness can add to a brand’s competitive advantage. The
literature advocates this argument stating that a customer is more likely to purchase familiar
and well-known brands (Keller, 1993).

Brand loyalty

Brand loyalty is a key concept in investigating consumer behavior (Lee & Feick, 2001,
Wood, 2004). It is generally perceived as customers’ psychological commitment to a particular
brand (Farr & Hollis, 1997; Chi et al., 2009). Brand loyalty is linked with brand awareness and
brand image as it is likely to exist when customers have high awareness and a good perceived
image of the brand (Aaker & Keller, 1990). In other words, brand loyalty measures a
customer’s attachment to a particular brand (Aaker, 1991). Jacoby and Chestnut (1978) defined
brand loyalty as a vital element for the long-term profitability of any business and its ability to
gain and maintain a significant market share. A customer can be considered loyal to a particular
brand if this brand becomes their first choice when intending to buy a product (Tong & Hawley,
2009). A loyal consumer would repurchase only the same brand or service even when other
alternatives are available in the market (Ryan, 1999)

Perceived value

Perceived value is closely related to customers’ loyalty and satisfaction (Mehmood &
Hanaysha, 2015). It can be defined as the consumer’s feelings about the perceived benefits of
purchasing a particular product or service (Ali, Omar, & Amin, 2013). The consumer’s
perceived value of a certain product affects their purchase intention and a higher perceived
value leads to a higher purchase intention (Medeiros, Ribeiro, & Cortimiglia, 2016) . A
consumer’s value is determined by the extent of satisfaction of their needs, degree of
acceptability of the price paid for the product or service in question, lower price compared with
competitive alternatives in the market, and the benefits received compared with the cost
incurred in the exchange (Zeithaml, 1988).

Price consciousness

Price consciousness relates to the degree of customers’ willingness to pay cheaper prices and
seek more discounts (Rahpeima, Vazifedost, Hanzaee, & Saeednia, 2014). Indeed, consumers with
high price consciousness seek low-priced products more than consumers with low price
consciousness (Thanasuta, 2015). The situation is reversed in the case of product quality—consumers
with high price consciousness focus less on product quality than those with low price consciousness
(Norfarah & Siti-Nabiha, 2018). Hence, these customers have less brand loyalty as they switch to
another brand when they are offered a lower price (Wavi et al., 2018; Singh & Pattanayak, 2014).
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Perceived quality

Perceived quality depends on consumers’ judgment (Asshidin, Abidin, & Borhan,
2016) and enhances competitive advantage (Chowdhury and Andaleen, 2007). It can be viewed
as a product’s “suitability for use” (Russell & Taylor, 2006) or “excellence” (Asshidin et al.,
2016). Consumers’ perceptions of product quality can be based on their direct experience in
using a certain brand (Moisescu & Gica, 2007). Product quality is considered a significant
determinant of consumers’ purchase intention (Wu, 2006). Moreover, quality is prioritized over
price in the context of brands (Ailawadi, Neslin, & Gedenk, 2001).

From the above review, we can infer that many studies have focused on identifying the
psychological factors that affect purchase intentions. In this study, we aim to examine the effect
of psychological factors on Saudi women’s purchase intentions of international brand cosmetic
products.

Research Objectives and Hypotheses

Research Objectives

1. Examine the demographic profile and buying behavior of Saudi women concerning the
purchase of international brand cosmetic products.
2. Analyze the effect of psychological factors such as brand image, brand equity, brand

awareness, brand loyalty, perceived value, price consciousness, and perceived quality
on Saudi women’s purchase intention of international brand cosmetic products.

3. Identify the prominent psychological factors that affect Saudi women’s purchase
intention of international brand cosmetics.
4. Based on the findings of the study, provide suggestions to cosmetics industry retailers

in Saudi Arabia to understand Saudi women’s needs and expectations that can influence
the purchase of international brand cosmetic products.

Hypotheses
Based on the literature review, we formulate the following hypotheses:

H1: Brand image significantly impacts Saudi women’s purchase intention of international
brand cosmetic products.

H2: Brand equity significantly influences Saudi women’s purchase intention of international
brand cosmetics.

H3: Brand awareness significantly affects Saudi women’s purchase intention of international
brand cosmetic products.

H4: Brand loyalty significantly impacts Saudi women’s purchase intention of international
brand cosmetic products.

H5: Perceived value significantly influences Saudi women’s purchase intention of
international brand cosmetic products.

H6: Price consciousness significantly affects Saudi women’s purchase intention of
international brand cosmetic products.

H7: Perceived quality significantly impacts Saudi women’s purchase intention of international
brand cosmetic products.

Methodology

We conduct a descriptive study employing both primary and secondary data for
analysis. Secondary data were gathered through various journals, articles, books, and academic
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websites related to the subject. Primary data were collected using a self-designed questionnaire
through google forms. The respondents included Saudi women of various age groups,
occupations, and marital statuses. The link was provided to all the participants of the study
through email and wapp. The questionnaire comprised three sections. The first section included
demographic information of the respondents, the second consisted of psychological factors
affecting the purchase intention of international brand cosmetics, and the third included the
items of purchase intention. A five-point Likert scale was used to measure the responses of
Saudi women consumers with the responses varying from strongly disagree to strongly agree
(1 = strongly disagree, 2 = disagree, 3 = neither agree nor disagree, 4 = agree, and 5 = strongly
agree). Cronbach’s alpha coefficient was applied to measure reliability—the internal
consistency of the scale. To examine the relationship between psychological factors and the
purchase intention of Saudi women, the collected data were analyzed with Statistical Package
for Social Science version 25 using the Pearson correlation test and multiple linear regression.

Results and Discussion

Saudi women who participated in the study, 49% were married while 45 % were single.
The majority of the respondents were in the 21-30 years age group, followed by 31-40 years.
Women over 50 years who participated in the study were few. Most Saudi women were
government sector employees or students; participants from the private sector were relatively
few. The majority of respondents were graduates, with few respondents having completed a
master’s or doctorate.

Table 1 Demographic Information of Respondents.

S. No. Demographic Factor Sample Size Variables Percentage
) 1. Married 48.6%
1. Marital status 500 2. Single A5%
1. <21 years 14.7%
2. 21-30 years 29.2%
2. Age 500 3. 31-40 years 27.4%
4. 41-50 years 18.9%
5. > 50 years 9.7%
1. Student
2. Unemployed 33.5%
: 3. Government sector 16.3%
3. Profession 500 ' 40.7%
Employee
4. Private Sector 8.9%
Employee
1. Sub-University 13.9%
4, Education Level 500 2. Undergraduate 66.9%
3. Masters 12.7%
1. <SAR 5000 47.3%
5. Monthly Income 500 2. SAR 5000-10000 22.3%
3. SAR 10000-20000 24.5%

The buying behavior of Saudi women revealed that 68% preferred to purchase imported
brands over local brands as they were high-income consumers. As 40% of respondents were
financially independent, the total sales of imported products or international cosmetic brands
were higher than those of local cosmetic products in Saudi Arabia. For their purchase of
international brand cosmetic products, most women preferred malls and supermarkets to
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departmental stores, specialty stores, pharmacies, or direct company websites. The frequency
of their purchase is usually 3-6 months. Saudi women spent SAR 500 on average, and 48%
preferred to buy eco-friendly cosmetics.

Table 2 Saudi Women'’s Buying Behavior of International Brand Cosmetic Products.

S. No. Buying Behavior Sample Size Variable Percentage
1. Several times a 8.4%
month
. 2. Once a month
Frequency of purchasing 11.8%
international brand cosmetics 500 3. Once every three 33.2%
months
4. Once every six 16.6%
months
< SAR 500 06%
2. Amount spent on cosmetics 500 SAR 500-1000
> SAR 1000 28.4%
5.6%
Retail/Departmental 25%
stores
Malls/Supermarket 40%
Specialty stores 10%
3. Place of purchase 500 Pharmacy 504
Company
Website/sales portals 10%
Beauty Salon 10%
Preference for buying eco- Mos?ly 41.9%
3. friendly products 500 Sometimes 35.6%
Never 12.7%
Preference for purchasing MOSFIV 68.1%
4. imported brands 500 Sometimes 17.1%
Never 14.9%
Mostly 39.3%
5. Financial independence 500 Sometimes 31.3%
Never 29.4%
Cronbach’s Alpha Results
Table 3
S. No. Variable Factor Cronbach’s Alpha Value
1. Dependent variable Saudi women s b urchase 0.89
intention
2. Independent variable Psychological factors
1. Brand image 0.85
2. Brand equity 0.83
3. Brand awareness 0.86
4. Brand loyalty 0.84
5. Perceived value 0.82
6. Price consciousness 0.83
7. Perceived quality 0.87
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We conducted a pilot test for the questionnaire and used Cronbach’s alpha to measure
the reliability of the measurement scale. We randomly selected responses of 50 respondents to
test the reliability of the questionnaire. The value of Cronbach’s alpha coefficients for all the
measurement scales was above 0.7, thus establishing their reliability.

Correlation Analysis

Based on Table 4, the p-values of brand image, brand equity, brand awareness, brand
loyalty, perceived value, price consciousness, and perceived quality are 0.000<0.001. Besides,
the correlation coefficient (R-value) of brand image, brand equity, brand loyalty, perceived
value, price consciousness, and perceived quality show significant positive relationships
among independent variables, respectively, whereas brand awareness has a moderate positive
relationship. Hence, hypotheses H1, H2, H3, H4, H5, H6, and H7 are confirmed. The results
reveal that various psychological factors affect Saudi women’s purchase intention of
international brand cosmetic products.

Table 4 Pearson’s Correlation Analysis.

S. No. Hypothesis  Relationship r P-value  Sig. Level Result
1 H1 Bl—-SWPI 0.82 0.000 ** Accepted
2 H2 BE—SWPI 0.70 0.000 *k Accepted
3 H3 BA—SWHPI 0.68 0.000 ** Accepted
4 H4 BL—SWPI 0.74 0.000 *k Accepted
5 H5 PV—SWPI 0.72 0.000 ** Accepted
6 H6 PC—SWPI 0.71 0.000 *k Accepted
7 H7 PQ—SWPI 0.83 0.000 ** Accepted

Note. **Significant at the 0.001 level; Bl = Brand Image; BE = Brand Equity: BA = Brand
Awareness; BL= Brand Loyalty; PV = Perceived Value; PC = Price Consciousness; PQ =
Perceived Quality :SWPI = Saudi Women’s Purchase Intention

Model Summary

Table 5 Effect of Psychological factors on Saudi women’s purchase intention.

S. No. Independent Variables Beta Standardized Model
1 Brand image 0.24***
2 Brand equity 0.25%***
3 Brand awareness 0.10
4 Brand loyalty 0.23***
5 Perceived value 0.26***
6 Price consciousness 0.22%**
7 Perceived quality 0.27***

R? 0.78

Adj. R? 0.78

R? Change 0.004
F Change 4.037***

Note. ***Significance at the .001 level.

Table 5 tabulates the model summary of predicting the statistical relationship between
psychological factors (brand image, brand equity, brand awareness, brand loyalty, perceived
value, price consciousness, and perceived quality) and Saudi women’s purchase intention of
international brand cosmetic products. The coefficient of determination is the measure of the
amount of variance in the dependent variable explained by the independent variables. The value
of 0.78 indicates that 78% of the variance in Saudi women’s purchase intention (dependent
Res Militaris, vol.13, n°2, January Issue 2023 3364
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variable) is explained by the seven psychological factors (independent variables) of Saudi
women. Brand awareness, with a standardized coefficient of 0.10, is insignificant because
p>0.001. However, the values of brand image, brand equity, brand loyalty, perceived value,
price consciousness, and perceived quality are significant at p<0.001, implying that these
factors significantly contribute to the variance explained. The F change value of p<0.001
indicates variance is significantly explained by the model.

Conclusion

In this study, we investigated the impact of psychological factors on Saudi women’s
purchase intention of international brand cosmetics. The results revealed that psychological
factors such as brand image, brand equity, brand awareness, brand loyalty, perceived value,
price consciousness, and perceived quality had a significant relationship with Saudi women’s
purchase intention of international brand cosmetic products. Specifically, perceived quality
was demonstrated to be the most significant factor that contributed to Saudi women’s purchase
intention. Therefore, consumer behavior, preference, and needs must be identified to design
products that can satisfy them. The findings of this study can guide the cosmetic industry,
suppliers, and sellers to understand their target customers and design their products
accordingly.

Recommendations

The cosmetic industry must not only aim to generate profits from women consumers
but also produce eco-friendly, safe, and effective products. Regular feedback or reviews from
women consumers about products can help them to upgrade or innovate as per the needs and
demands of consumers, and thus, boost their sales.

Limitations of the Study

The findings of the study are limited to the purchase of imported brand cosmetic
products and women consumers of Saudi Arabia. The results cannot be generalized to other
industries as each industry has different consumer needs and buying behavior.

Future Implications of the Study

This study involved only Saudi women consumers. Comparative studies can be
conducted in the future to include respondents from other geographic locations and cultures to
generalize the research outcomes. Besides, for future study, research related to factors such as
feedback, product performance, and product packaging affecting women’s purchase intention
of cosmetic products can also be conducted.

References

Aaker, D. A., & Keller, K. L. (1990). Consumer evaluations of brand extensions. The Journal
of Marketing, 27-41.

Aaker, D. A. (1991). Managing Brand Equity: Capitalising on the VValue of a Brand Name. The
Free Press.

Aaker, J. L. (1999). The Malleable Self: The Role of Self-Expression in Persuasion. Journal of
Marketing Research, 36(1), 45-57.

Ailawadi, K. L., Neslin, S. A., & Gedenk, K. (2001). Pursuing the value-conscious consumer:
store brands versus national brand promotions. Journal of Marketing, 65(1), 71-89.

Res Militaris, vol.13, n°2, January Issue 2023 3365



ﬁm RES MILITARIS Social Science Journal

Akkucuk, U. & Esmaeili, J. (2016). The Impact of Brands on Consumer Buying Behavior: An
Empirical Study on Smartphone Buyers. Turkey Journal of Research in Business &
Social Science, 5(4), 01-16

Ali, F., Omar, R. & Amin, M. (2013). An examination of the relationships between physical
environment, perceived value, image and behavioural intentions: a SEM approach
towards Malaysian resort hotels. Journal of Hotel and Tourism Management, 27(2), 9-
26.

Assael, H. (1998). Consumer Behavior and Marketing Action, 6th ed. South Western College
Publishing.

Asshidin, N. H. N., Abidin, N. & Borhan, H. B. (2016). Perceived quality and emotional value
that influence consumer’s purchase intention towards American and local products.
Procedia Economics and Finance, 35, 639-643.

Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2006). Consumer behaviour (10" ed.). Mason,
OH: Thomson.

Borzooei, Mahdi, M. A., & Asgari, M. (2013). Halal Branding and Purchase Intention: A Brand
Personality Appeal Perspective. International Journal of Business and Management
Invention, 2(8), 23-27. https://doi.org/ISSN (Online): 2319 — 8028

Bowen, J. & Shoemaker, S. (1998). The antecedents and consequences of customer loyalty.
Cornell Hotel and Restaurant Administration Quarterly, 39 (1), 12-25.

Burmann, C. (2008). Industry image: Its impact on the brand image of potential employees.
Journal of Brand Management, 15(3), 157-176.

Cha, G. O. (2006). A Study on Adolescents’ the Cometic Application and Buying. Journal of
the Korean Society Cosmetology, 12(1), 41-50 [in Korean].

Chang, H. H. & Liu, Y. M. (2009). The impact of brand equity on brand preference and
purchase intentions in the service industries. The Service Industries Journal, 29(12),
1687.

Chang, C. Y. (2006). The moderating effect of brand trust on the relationship between
perceived value and purchase intention: The case of advanced tea-leaf. Unpublished
Masters thesis, Dayen University, Taiwan.

Cheng, M. S., Cripps, H. & Chen, C. H. (2006). The relationships between perceived quality,
perceived value, and purchase intentions — a study in internet marketing. Australian and
New Zealand Marketing Academy Conference, Brisbane, 1-7.
http://eprints.utar.edu.my/1921/ 1/Microsoft_Word_-
_Factors_influencing_consumer’s_willingness to purchase PLBs.pdf

Chi, H. K., Yeh, H. R., & Yang, T. Y. (2009). The Impact of Brand Awareness on Consumer
Purchase Intention: The Mediating Effect of Perceived Quality and Brand Loyalty.
Journal of International Management Studies, 4(1), 135- 144.

Chi, H. K., Yeh, H. R., & Chiou, C. Y. (2009). The effects of brand effect on female cosmetics
users’ brand loyalty in Taiwan. The Journal of American Academy of Business, 14(2),
230-236.

Chowdhury, K. H. M., & Andaleeb S. S. (2007). A multivariate model of perceived quality in
developing country. Journal of International Consumer Marketing, 19 (4), 33-57.

Cobb-Walgren, C. J., Beal, C., & Donthu, N. (1995). Brand Equity, Brand Preferences, and
Purchase Intent. Journal of Advertising, 24(3), 25-40.

Day, G. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising Research,
9(3), 29-35.

de Medeiros, J. F., Ribeiro, J. L. D. & Cortimiglia, M. N. (2016). Influence of perceived value
on purchasing decisions of green products in Brazil. Journal of Cleaner Production,
110, 158-169

Res Militaris, vol.13, n°2, January Issue 2023 3366



ﬁm RES MILITARIS Social Science Journal

Diamantopoulos, A., Schlegelmilch, B., & Palihawadana, D. (2011). The relationship between
country-of-origin image and brand image as drivers of purchase intentions: A test of
alternative perspectives. International Marketing Review, 28, 508-524.

Dileep, K. M. (2006). Role of packaging in marketing product and organization.
www.indianmba. com/faculty-column/Fc337/fc337. html.

Djatmiko, T. & Pradana, R. (2015). Brand Image and Product Price: Its Impact for Samsung
Smartphone Purchasing Decision. Procedia Social and Behavioral Sciences, 221-227

Dube, L. & Renaghan, L. (2000). Creating visible customer value. Cornell Hotel and
Restaurant Administration Quarterly, 41(1), 62-72.

Essoussi, L. H., & Merunka, D. (2007). Consumers’ product evaluations in emerging markets:
Does country of design, country of manufacture, or brand image matter? International
Marketing Review, 24, 409-442.

Faircloth, J. B. (2005). Factors influencing nonprofit resource provider support decisions:
applying the brand equity concept to nonprofits. Journal of Marketing Theory and
Practice, 1-15.

Fakharmanesh, S., & Miyandehi, R. G. (2013). The purchase of foreign products: The role of
brand image, ethnocentrism and animosity: Iran market evidence. Iranian Journal
Management Studies, 6(1), 145-160.

Farquhar, P. (1989). Managing brand equity. Marketing Research, 1(3), 24-33.

Farr, A. & Hollis, N. (1997). What do you want your brand to be when it grows up: big and
strong? Journal of Advertising Research., 37(6), 23-36.

Forsythe, S. & Shi, B. (2003). Consumer patronage and risk perceptions in internet shopping.
Journal of Business Research, 56(11), 867-875.

Fung, R.Y. K., Chong, S.P.Y., & Wang, Y. (2004). A Framework of Product Styling Platform
Approach: styling as intangible modules. Concurrent Engineering Research and
Applications, 12(2), 89-103.

Ghalandari, K., & Norouzi, A. (2012). The effect of country of origin on purchase intention:
The role of product knowledge. Research Journal of Applied Sciences, Engineering &
Technology, 4, 1166-1171.

Gordon, G. L., Calantone, R . J. & di Benedetto, C. A. (1993). Brand equity in the business-
tobusiness sector: An exploratory study. Journal of Product and Brand Management,
2(3), 4-16.

Hair, J., Wolfinbarger, M., Money, A., Samouel, P., & Page, M. (2011). Essentials of Business
Research Methods. 2" ed. Routledge.

Haque, A., Rahman, S., & Haque, M. (2011). Religiosity, ethnocentrism and corporate image
towards the perception of young Muslim consumers: Structural equation modeling
approach. European Journal of Social Sciences, 23, 98-108.

Hawkins, D. I., & Mothersbaugh, D. L. (2010). Consumer behaviour: Building marketing
strategy. 11" ed.. McGraw Hill.

Hoch, S. J., & Banerji, S. (1993). When do private labels succeed. Sloan Management Review,
34, 57.

Hong, B. S., Cho, Y. H., Baik, I. S, Lee, E. J., Park, S. H., & Kwon, Y. J. (2006). The Effect
of Well-being Disposition and Appearance Concern on Cosmetic Purchase Intention
and Brand Loyalty for Elderly Women. Journal of the Korean Society of Clothing and
Textiles, 1778-1787 [in Korean].

Hsieh, M. H., & Liljander, A. (2009). Universal appeals with local specifications. The Journal
of Product and Brand Management, 14(1), 14-28.

Hsiung, C. L. (2011). A study on the relationship between the brand image and customer
satisfaction in the catering businesses. African Journal of Business Management, 5,
7732-7739.

Res Militaris, vol.13, n°2, January Issue 2023 3367



https://www.researchgate.net/journal/Concurrent-Engineering-Research-and-Applications-1531-2003
https://www.researchgate.net/journal/Concurrent-Engineering-Research-and-Applications-1531-2003

ﬁm RES MILITARIS Social Science Journal

Huang, M.H., & Yu, S. (1999). Are consumers inherently or situationally brand loyal? A set
intercorrelation account for conscious brand loyalty and nonconscious inertia.
Psychology & Marketing, 16(6), 523-544.

Jacoby, J., & Chestnut, R. W. (1978). Brand loyalty: Measurement and Management. John

Wiley & Sons.
Joshi, V. & Ahluwalia, S. (2008). The Impact of Celebrity Endorsements on Consumer Brand
Preferences. Available at:

http://www.indianmba.com/Faculty _Column/FC706/fc706.html.

Juhl, H. J., Kristensen, K., & @stergaard, P. (2002). Customer satisfaction in European food
retailing. Journal of Retailing and Consumer Services, 9(6), 327-334.

Keller, K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity.
Journal of Marketing, 57(1) , 1-10.

Kim, S., & Pysarchik, D. T. (2000). Predicting purchase intentions for uni-national and bi-
national products. International Journal of Retail & Distribution Management, 28, 280-
291.

Kim, E. Y., Knight, D. K., & Pelton, L. E. (2009). Modeling brand equity of a U.S. apparel
brand as perceived by generation Y consumers in the emerging Korean market.
Clothing & Textiles Research Journal, 27(4), 247-258.

Kotler, P. & Armstrong, G. (2010). Principles of Marketing. Pearson Prentice Hall.

Kaotler, P. (1988). Marketing Management: Analysis, Planning and Control. Prentice Hall.
Kudeshia, C., & Kumar, A. (2017). Social eWOM: does it affect the brand attitude and
purchase intention of brands. Management Research Review, 40(3), 310-330.

Kuhn, K.L., Alpert, F. & Pope, N.L1. (2008). An application of Keller’s brand equity model in
a B2B context. Qualitative Market Research: An International Journal, 11(1), 40-58.

Kwan, P. Y. & Eze, U. C. (2012). The influence of quality, marketing and knowledge
capabilities on business competitiveness. International Journal on Innovation and
Learning, 11(3), 288-307.

Lee, C. H. (2008). The effects of price consciousness, brand consciousness and familiarity on
store brand purchase intention. Management Review, 27(3), 21-40.

Lee, J., Lee, J., & Feick, L. (2001). The impact of switching costs on the customer satisfaction-
loyalty link: mobile phone service in France. Journal of Services Marketing 15(1), 35-
48.

Lin, L. Y., & Chen, C. S. (2006). The influence of the country-of-origin image, product
knowledge and product involvement on consumer purchase decisions: An empirical
study of insurance and catering services in Taiwan. Journal of Consumer Marketing,
23, 248-265.

Lin, C. W. (2009). The Influence of the Original Brand Attitude, Perceived Fit, and Sales
Promotion on Customers’ Brand Attitudes and Purchase Intentions of The Brand
Extensions. Journal Environment and Management, 4(2), 1- 30.

Macdonald, E. K., & Sharp, B. M. (2000). Brand Awareness Effects on Consumer Decision
Making for a Common, Repeat Purchase Product: A Replication. Journal of Business
Research, 48(1), 5-15.

Mcenally, M. & De Chernatony, L. (1999). The evolving nature of branding: consumer and
managerial considerations. Academy of Marketing Science Review, 2.
http://www.amsreview.org/ articles/mcenally02-1999.pdf.

Mehmood, K. K. & Hanaysha, J. (2015). The strategic role of hedonic value and utilitarian
value in building brand loyalty: Mediating effect of customer satisfaction. Pakistan
Journal of Social Sciences, 35(2), 1025-1036.

Moisescu, O. I. & Gica, O. D. (2007). How to Build a Successful Balanced Scorecard.
Management & Marketing, 5(1), 140-146.

Res Militaris, vol.13, n°2, January Issue 2023 3368



https://www.sciencedirect.com/science/article/pii/S0969698902000140#!
https://scholar.google.com.my/citations?view_op=view_citation&hl=en&user=8-MCfboAAAAJ&cstart=20&pagesize=80&sortby=pubdate&citation_for_view=8-MCfboAAAAJ:2osOgNQ5qMEC
https://scholar.google.com.my/citations?view_op=view_citation&hl=en&user=8-MCfboAAAAJ&cstart=20&pagesize=80&sortby=pubdate&citation_for_view=8-MCfboAAAAJ:2osOgNQ5qMEC

ﬁm RES MILITARIS Social Science Journal

Morrison, D. G. (1979). Purchase intentions and purchase behavior. Journal of Marketing, 43,
65-74.

Mostafa, M. M. (2010). A structural equation analysis of the animosity model of foreign
product purchase in Egypt. Global Business Review, 11, 347-363.

Munusamy, J., & Wong, C. H. (2007). Attitude towards advertising among students at private
higher learning institutions in Selangor. UniTAR e-Journal, 3, 31-51.

Myers, C. (2003). Managing brand equity: A look at the impact of attributes. Journal of Product
& Brand Management, 12(1), 39-51.

Nelson, O. (2010). Celebrity advertising and its effectiveness on brand loyalty.
Interdisciplinary Journal of Contemporary Research in Business, 1(9), 70-87.

Nordin, N., & Siti-Nabiha, A. K. (2017). Private Label Brand Purchase Intention: A Malaysian
Study. Global Business & Management Research: An International Journal, 10(1), 197-
215.

Nurhasanah, S. & Hariyani, H. (2017). Halal Purchase Intention on Processed Food. Tazkia
Islamic Finance and Business Review, 11(2), 187-2009.

Ohanian, R. (1991). The Impact of Celebrity Spokespersons’ Perceived Image on Consumers’
Intention to Purchase. Journal of Advertising Research, 31(1), 46-53.

Oliver, R. L. (1997). Satisfaction: a behavioral perspective on the consumer. McGraw-Hill.

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 33-44.

Payne, A., & Holt, S. (2001). Diagnosing Customer Value: Integrating the value process and
relationship marketing. British Journal of Management, 12, 159-182.

Ponbamrungwong, A., & Chandsawang, S. (2009). The impact of brand on Thai female
consumer in purchase decision of foreign makeup product. School of Sustainable
Development of Society and Technology. Malardalen University.Prus, A. & Brandt, D.
R. (1995). Understanding your customers. Marketing Tolls 2(5),10-14.

Raghubir, P. & Corfman, K. (1999). When do price promotion affect pretrial brand
evaluations? Journal of Consumer Research, 36(2), 211-222.

Rahpeima, A., Vazifedost, H., Hanzaee, K. & Saeednia, H. (2014). Investigating the Influence
of Price Conscious, Perceived Risk and Perceived Value on Behavioral Intention of
Buying Counterfeit Products. Indian Journal of Fundamental and Applied Life
Sciences, 4(4), 2828-2838.

Rodriguez, T. Escobar, R. & Fernandez, B. (2017). Analysing online purchase intention in
Spain: fashion e-commerce. Information Systems and e-Business Management 15(3),
599-622. https://doi.org/10.1007/s10257-016-0319-6

Rossiter, J. R. & Percy, L. (1987). Advertising and Promotion Management. McGraw-Hill
Book Company.

Roy, D. & Banerjee, S. (2007). CARE-ing strategy for integration of brand identity with brand
image. International Journal of Commerce and Management, 17(1/2):140-148.
https://doi.org/10.1108/10569210710776512

Russell, R. S., & Taylor, B. W. (2006). Operation Management: Quality and Competitiveness
in a Global Environment. John Wiley & Sons, Inc.

Ryan, C. (1999). From the psychometrics of SERVQUAL to sex: Measurements of tourist
satisfaction. Consumer behavior in travel and tourism, 267-286.

Safitri, 1. (2018). The Influence of Product Price on Consumers' Purchasing Decisions. Review
of Integrative Business and Economics Research, 7, 328-337.

Schlosser, A. (2003). Experiencing Products in the Virtual World: The Role of Goal and
Imagery in Influencing Attitudes Versus Purchase Intentions. Journal of Consumer
Research, 30(2):184-98. https://doi.org/10.1086/376807

Res Militaris, vol.13, n°2, January Issue 2023 3369


https://link.springer.com/journal/10257
https://www.researchgate.net/journal/International-Journal-of-Commerce-and-Management-1056-9219
http://dx.doi.org/10.1108/10569210710776512
https://www.researchgate.net/journal/Journal-of-Consumer-Research-1537-5277
https://www.researchgate.net/journal/Journal-of-Consumer-Research-1537-5277
http://dx.doi.org/10.1086/376807

ﬁm RES MILITARIS Social Science Journal

Shah, S. S. H., Aziz, J., Raza, J. A., Waris, S., Ejaz, W., Fatima, M., & Sherazi, S. K. (2012).
The impact of brands on consumer purchase intentions. Asian Journal of Business
Management, 4, 105-110.

Shamsher, R. (2015). Store image and its impact on consumer behaviour. Elk Asia Pacific
Journal of Marketing and Retail Management, 7(2), 1-27.

Shimp, T., & Sharma, S. (1987). Consumer ethnocentrism: Construction and validation of the
CETSCALE. Journal of Marketing Research, 26, 280-289.

Singh, P., & Pattanayak, J. (2014). Linking of Customer Satisfaction with Shareholders’ value:
A Review. Global Journal of Finance and Management, 6(5), 403-412.
http://www.ripublication.com/gjfm-spl/gjfmv6n5_03.pdf

Sohail, M. S., & Sahin, O. G. (2010). Country-of-origin effects on consumers’ evaluations of
automobiles: perspectives from a developing nation. Journal of International Consumer
Marketing, 22(3), 245-257.

Souiden, N., & Diagne, M. (2009). Canadian and French men’s consumption of cosmetics: a
comparison of their attitudes and motivations. Journal of Consumer Marketing, 26(2),
97-109.

Tabassi, S., Esmaeilzadeh, P., & Sambasivan, M. (2012). The role of animosity, religiosity and
ethnocentrism on consumer purchase intention: A study in Malaysia toward European
brands. African Journal of Business Management, 6, 6890-6902.

Tajdar, S., Ahmad, S., Ahmad, J., & Khan, A. (2015). Customers’ prescription of foreign
versus local brands in the pharmaceutical industry of Peshawar (Pakistan). Review of
Integrative Business and Economics Research, 4(2), 378.

Tan, C. B., Kwan, P. Y., & Eze, U. C. (2009). The impact of KM system, consumer and
business features on customer loyalty. Proceedings of the 12" International Business
Information Management Association (IBIMA) Conference on Creating Economies
through Innovation and Knowledge Management, June 29-30, 2009, Kuala Lumpur,
Malaysia.

Thanasuta, K. (2015). Thai consumers’ purchase decisions and private label brands.
International Journal of Emerging Markets, 10(1), 102-121.

Tirtiroglu, E. & Elbeck, M. (2008). Qualifying purchase intentions using queueing theory.
Journal of Applied Quantitative Methods, 3(2), 167-178.

Tong, X. & Hawley, J.M. (2009). Measuring customer-based brand equity: empirical evidence
from the sportswear market in China. Journal of Product & Brand Management, 18(4),
262-271.

Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction on purchase
intentions. International Journal of Consumer Studies, 30(2), 207-217.

Wang, X., & Yang, Z. (2008). Does country-of-origin matter in the relationship between brand
personality and purchase intention in emerging economies? Evidence from China’s
auto industry. International Marketing Review, 25, 458-474.

Wavi, N., Abdullah, N.S., Yusof, M, Rahman, M., & Rahim, M. (2018). THE FACTORS
THAT INFLUENCE THE CONSUMPTION OF LOCAL COSMETIC PRODUCTS
AMONG CONSUMERS IN KOTA BHARU, KELANTAN. 1% Colloquium for Final
Year Project: Faculty of Hospitality, Tourism and Wellness, Universiti Malaysia
Kelantan.
file://IC:/Users/96655/Downloads/ProceedingsCONSUMPTIONOFLOCALCOSME
TICPRODUCTS.pdf

Wee, C. S., Ariff, M. S. B. M., Zakuan, N., Tajudin, M. N. M., Ismail, K., & Ishak, N. (2014).
Consumers perception, purchase intention and actual purchase behavior of organic food
products. Review of Integrative Business and Economics Research, 3(2), 378.

Res Militaris, vol.13, n°2, January Issue 2023 3370


http://www.ripublication.com/gjfm-spl/gjfmv6n5_03.pdf

WIRES MILITARTS Social Science Journal

Wei, Y. (2008). Does consumer ethnocentrism affect purchase intentions of Chinese
consumers? Mediating effect of brand sensitivity and moderating effect of product cues.
Journal of Asia Business Studies, 3, 54-66.

Wood, L. (2004). Dimensions of brand purchasing behaviour: Consumers in the 18— 24 age
group. Journal of Consumer Behaviour, 4(1), 9-24.

Wu, T. L. (2006). The impact of perceived quality and brand loyalty on purchase intention of
product extension: An empirical study of dual brand handset customization of mobile
firms. Unpublished master thesis, National Cheng Kung University, Taiwan

Yang, H. O. (2008). A Study of Female College Students Purchasing Behavior and on Their
Actual Usage of Cosmetics, with a focus on female students of a junior college. Journal
of the Korean Society of Esthetics & Cosmeceutics, 3(4), 117-134 [in Korean].

Yee, C.J. & San, N.C. (2011). Consumers’ perceived quality, perceived value and perceived
risk towards purchase decision on automobile. American Journal of Economics and
Business Administration, 3(1), 47-57.

Yim, C.K.,, & Kannan, P. K. (1999). Consumer behavioral loyalty. Journal of Business
Research 44.2, 57-92.

Yoo, B., & Donthu, N. (2005). The effect of personal cultural orientation on consumer
ethnocentrism: Evaluations and behaviors of US consumers toward Japanese products.
Journal of International Consumer Marketing, 18(1-2), 7-44.

Yoo, B., Donthu, N. and Lee, S. (2000). An examination of selected marketing mix elements
and brand equity. Journal of the Academy of Marketing Science, 28(2), 195-211.

Zeithaml, V.A. (1988). Consumer perceptions of price, quality, and value: a means-end model
and synthesis of evidence. Journal of Marketing, 52(3), 2-22

Res Militaris, vol.13, n°2, January Issue 2023 3371



