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ABSTRACT 

 
The purpose of this study is to study the factors affecting consumer purchase intention towards multinational apparel 
brands. Consumer variables for purchase intention are normative influence and consumer confidence and brand 
specific variables for purchase intention are emotional value and perceived quality. Distributed questionnaire to 200 
consumers to collect data in Lahore. The findings of this paper cannot generalize to other products and segments. 
Results also show that multination apparel brands should focus on all of these variables in order to be successful in 
this region. Moreover, due to high percentage of product involvement mostly consumer have to think a lot of factors 
to purchase high involvement brand for these reasons all of mentioned variables have very high importance in the 
consumer mind. Results also show that all of these variables have significant impact on purchase intention and 
consider all of these variables while making marketing decisions.   
KEYWORDS: Normative influence, Brand confidence, Emotional value, Perceived quality, Brand consciousness, 

Purchase intention 

 

INTRODUCTION 

 
In the developed countries the retail market is at mature stage of the world(Berner, Khermouch and Pascual). 

As the competition is very high, companies are seeking more new markets locally as well as 
internationally(Steenkamp and Ter Hofstede).  In China, India and other Asian countries the people of these apparel 
this that their business helps to develop the economic conditions of their parent country(Dickson et al.).  In Asian 
markets like China, Indian and Japan that receive information because of the Economic development and adult 
people which have good knowledge of fashion trends (Morton; Sally).  Every day of life the consumers are 
observing multiple brands in the market of their countries.  This is the reason they are interested in the brand as what 
it offers, how it fulfill their needs and how it promise to them(Anholt). There are different factors which are 
involved to purchase a particular brand. In addition to financial benefits, the brand reflects consumer desire for 
newness, association, social status and personality(Kim et al.). A recent study is also conducted which shows that 
purchase intention is strongly influenced by product different unique features (Saeed et al.). In consumer decision 
making process, searching for information is key stage that includes internal as well as external environment search. 
By collecting external information from different sources like reference groups which include family members, 
peers etc. and marketplace. While collecting internal information from experience (Blackwell, Miniard and Engel). 
All the information that receives form internal or external environment will minimize the search behavior and 
perceived risk(Moorthy, Ratchford and Talukdar).  The greatest challenge for multinational apparel firms is what 
consumers want and then provide the solution accordingly and also developing targeted strategies.  

This study focuses to the factors affecting consumer purchase intention towards multinational brands. The 
consumer unmatched needs and knowledge of brand extract from personal experience which reflects consumer 
brand perception(Keller). Another study is conducted which shows the important characteristics of brand; quality 
brands are always preferred by the consumers regardless of the price(Farsam, Rehmat and Akram).In order to look 
cool youngsters have a desire to improve their image and value. Results of this research allow the multinational 
firms understand the market more deeply and also will help them to make different effective strategies in order to 
get high share in this market. The per capita income of Pakistan is $1000 per year and it ranks number eight in the 
world with respect to population. Pakistan society is very consumption based and most of the people spend their 
money in social activities and ceremonies (Burki and Mohammed). The people of Pakistan spend a significant 
amount of money on clothing in order to how their style and status. As a result of this it very profitable for 
multinational firms to do business in this market. After India, China and Russia Pakistan is considering one of the 
emerging economics as a developing country in the world. This market considers being as a tough market for 
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multinational firms because there are already well established fashion brands which includes both foreign and 
national brands. The results of this study will help all those multinational firms who have very limited knowledge 
about Pakistani markets and also interested to start their business in this region. This paper also helps them to make 
different marketing strategies in order to capture market share. On the other hand these results also help local 
business people to make efficient marketing strategies and also perform their functions more effectively so that they 
will give tough time to their competitors.         

 

LITERATURE REVIEW 

 
Group cohesiveness plays an important role when choosing a brand and in addition to this the decision to 

purchase unique products are affected by these groups (Witt and Bruce).  As the result of this higher interaction with 
the group members have high impact of consumer feeling towards other specific brand used by other 
groups(Moschis). But those products which have high testability, low complexity, low perceived risk and low 
visibility were not affected(Ford and Ellis). Consumer selection regarding brands was highly affected by the group 
association(Burki and Mohammed). As defining consumer confidence as degree of certainty that consumer 
perceived about brand(Howard and Sheth). Brand confidence has direct relationship with the purchase intention of 
the consumer and theorized confidence as prerequisite to the knowledge of particular product(Park, Mothersbaugh 
and Feick). When there is large amount of information available then consumer confidence helps consumer to 
function more effectively(Bearden, Hardesty and Rose). When consumers purchase brand they perceived that these 
brands have high quality(Vraneševic and Stancec). Moreover, the quality of the brand is perceived by its 
price(Sjolander). Most of the studies concluded that factors like reputation of retailer and price is deeply linked with 
the brand name(Agarwal and Teas). There is a significant impact of perceived brand origin on brand image(Thakor 
and Lavack). Furthermore, there is no any impact of the country of manufacture on product quality evaluation in the 
presence of country of corporate ownership(Thakor and Lavack). Consumer chooses one brand as compared to other 
competitors brand because of high quality(Yoo, Donthu and Lee). Extrinsic and intrinsic, tangible or intangible 
where different product dimensions reflects perceived benefits which is available in relation with the use of product 
and purchase(Snoj, Korda and Mumel). Consumer get benefit by experiencing something different or new called 
emotional value(Lee et al.). Emotional values for the consumers can be generated by providing different benefits 
like enjoyable experience and fun(Havlena and Holbrook). Researches shows that perceived value and perceived 
quality can be used interchangeably (Snoj, Korda and Mumel). Those consumers who buy products of higher quality 
after comparing with lower quality products(Vraneševic and Stancec). Consumers will purchased those brands 
which linked with higher quality(Snoj, Korda and Mumel). Consumers purchase decision changes when brands 
change its prices because prices reflects perception of quality products(Dodds, Monroe and Grewal). Importance of 
emotional value in the minds of the consumer is more than the perceived quality of the product (Agarwal and Teas). 
The purchase intention of consumers had positive impact on emotional value (Dodds, Monroe and Grewal). 
Consumers are expecting high emotional benefit from multinational brands so that they purchase that brand in order 
to satisfied their emotional needs(Iyer and Kalita; Kinra). 
On the bases of Literature Review, we made following hypothesis;  
H1: Normative influence has positive effect on purchase intention.    

H2: Brand confidence has positive effect on purchase intention.   

H3: Emotional value has positive effect on purchase intention.   

H4: Perceived quality has positive effect on purchase intention.   

H5: Brand consciousness has positive effect on purchase intention.   
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Theoretical Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1: Conceptual Diagram 

 

METHODOLOGY 

 

Sample 

The sample consists of Lahore city. Total 200 participants were involved to complete questionnaires. The 
sampling technique that I used to collect the data is convenience sampling technique.  

Measures 

There were brand specific variables (i.e. emotional value, perceived quality and purchase intention) and 
consumer variable (i.e. Brand consciousness, consumer confidence and normative influence). From the previous 
studies we select the scales items to measure the construct. Five point likert scales which is fixed by “Strongly 
Disagree” (1) and “Strongly Agree (5)” used. (Bearden, Netemeyer and Teel) scale items for normative influence 
was used.  (Shim and Kotsiopulos) scale items for brand consciousness was used. (Bearden, Netemeyer and Teel) 
scale items for consumer confidence was used. (Dodds, Monroe and Grewal) scale items for perceived quality was 
used.(Sweeney and Soutar) scale items for emotional value was used.  

(Lee et al.) scale items for purchase intention was used. The validity of questionnaire was not compromised. 
Those items that were highest factor loading in previous studies and also relevant to our study were selected.  
Reliability of the questionnaire was measured by Cronbach’s Alpha. Table 1 shows items detail and Cronbach’s 
Alpha.  
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Table 1: Constructs and Cronbach’s Alpha 
Constructs Cronbach’sAlpha 

Normativeinfluence 0.72 

Consumerconfidence 0.81 

Brandconsciousness 0.70 

Perceivedquality 0.70 

Emotionalvalue 0.71 

Purchaseintention 0.80 

 

RESULTS AND DISCUSSION 

 

Hypothesis Testing 

The purpose of this study was to understand consumer purchase intention. All the hypotheses which were 
developed are tested using regression analysis. The confidence interval is 95%.  Table 2 represents all the results of 
developed hypothesis. The t-value of H1 is 5.096, p<0.05, this result reflect that Normative influence has significant 
impact on purchase intention. As a result of this our first hypothesis is accepted. The t-value of H2 is 2.792, p<0.05, 
this result reflect that consumer confidence has positive impact on purchase intention. Hence, our H2 hypothesis is 
also accepted. The t-values for H3, H4 and H5 are 5.009, 6.041 and 9.68 accordingly. The analysis shows that all 
values are significant because p<0.05 in result of this all of these hypothesis are acceptable and valid.  
Table 2. Standardize coefficient and t-values of structured model 
 

Table 2: Results 
Hypothesis β Standard 

Error 

t-values Sig  

H1 .398 .022 5.096 .001 

H2 .216 .032 2.792 .000 

H3 .399 .023 5.009 .001 

H4 .311 .044 6.041 .003 

H5 .218 .051 9.68 .004 

 

DISCUSSION 

 
This study reflects that variables like normative influence, confidence, brand consciousness, emotional value 

and perceived quality have indirect and direct factors that affect purchase intention in this region. Consumers are 
likely to buy popular band to stand well in the society because there is significant impact of normative influence on 
purchase intention. Consumers have high confidence to purchase the multinational brands and also purchase those 
brands which match their personality because confidence has significant impact on purchase intention. Consumers 
perceive the multinational brands of high quality because brand consciousness has significant impact on purchase 
intention. Those consumers who perceive multinational brand to be of high quality are also prefer to purchase 
multinational brands because the perceived quality has significant impact on purchase intention.  Consumers feel 
good and comfort when using multinational brands because of the reason that brand consciousness has significant 
impact on purchase intention. Consumers believe that multinational brands gives higher emotional value and as the 
result of this more prefer to purchase because the emotional value has significant impact on purchase intention.  

 

Conclusion and Research Implications: 

In order to enter in Pakistan markets this study provides important variables information.  This study also 
shows that all the variables have positive impact on purchase intention. This helps multinational firms make 
marketing strategy accordingly by more focusing on emotional and quality dimensions of their brands. In addition to 
this, in their advertisements they communicate to the people that their products have very fine quality and they feel 
better after using these products. Moreover, there should be emotional appeal in their advertisement and also use 
popular celebrities for communications. The multinational firms make their image in the right way; so that their 
products should be reflect as symbol of confidence in the minds of consumers.  They can increase their sale by 
offering low price but good quality. This paper studies the factors affecting the purchase intention of one segment of 
society i.e. students. Thus, its findings cannot be generalized to the whole society. Future research may take into 
account all segments of society such as children, professionals, etc. Also, cross-cultural studies are recommended to 
compare different countries of the world and their attitudes towards global brands. This research studies factors 
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affecting the purchase intention towards apparel brands. Future studies may be conducted for other consumer 
products. 
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