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Abstract
Purpose – The purpose of this paper is to examine the factors which will contribute to consumers’ purchase
intention on skin care products. Four factors, namely, brand awareness, brand association, perceived quality
and brand loyalty, were included in this study.
Design/methodology/approach – In total, 150 sets of self-administered questionnaires were distributed
to students in a local private university in Melaka. Convenience sampling was used and data collected were
analysed using SmartPLS to perform themeasurement model and structural model.
Findings – Findings have showed that there are positive relationships between brand awareness, brand
association, perceived quality and brand loyalty and consumers’ purchase intention towards skin care
products. Furthermore, it is concluded that perceived quality is the most significant factor in influencing
consumers’ purchase intention.
Originality/value – Firms are able to benefit from this study by formulating their brand management
tactics referring to the findings to have competitive advantage over their competitors.

Keywords Brand awareness, Purchase intention, Brand loyalty, Brand association,
Perceived quality, Skincare products
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Introduction
The cosmetic industry is one of the world’s leading multi-billion-dollar businesses which
encompasses a wide array of products, such as cleansers, toners, serum, moisturisers,
foundations, compact powders, lipsticks, eyeliners, eyeshadows, blushers and mascaras
(Chin and Harizan, 2017). This list continues to become longer as cosmetic companies
aggressively launch more up-to-date and enhanced products in the market. The global
cosmetics and toiletries industry has grown rapidly thus far. According to Euromonitor
International (2016), the total global value for the overall beauty industry in 2016 amounted
to $444bn where skincare products dominated the market with market size of
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approximately US$120bn. Allied Market Research (2017) further reported that the global
skincare market is expected to reach $179 billion by 2022 with a CAGR of 4.7 per cent from
2016 to 2022. It should also be emphasised that the cosmetics and toiletries industry in
Malaysia is currently experiencing rapid growth. According to the Cosmetics and Toiletries
Market Overviews 2015 compiled by US Commercial Service Hong Kong, an approximate
total of US$407m is spent on Malaysia’s cosmetics and toiletries industry alone. Meanwhile,
the total trade volume for personal care and cosmetic products in 2015 was approximately
US$2.24bn. It was also found that skincare products had the highest demand among other
cosmetic and toiletries products which was worth US$292m for the total import value.

Skincare products are the most popular cosmetics, and they have also become
mainstream in the global cosmetic industry. Despite their popularity in the market, previous
literature has chiefly focused on cosmetics rather than the skincare products. Accordingly,
this research intends to bring light to skincare products. Moreover, due to the rapid
expansion and growth of the market in the skincare industry, marketers are confronted with
the question of how to boost the sales of skincare products by using brand equity to drive
customers’ purchase intention. Thus, it is pivotal for marketers to comprehend the extent to
which brand equity dimension will generate the intention to purchase so that relevant
strategies can be formulated to improve their performance accordingly. Despite empirical
evidences which suggested a positive correlation between brand equity and purchase
intention in different contexts (Ashill and Sinha, 2004; Chang and Liu, 2009), the effect of
Aaker’s brand equity dimensions on purchase intention is still not widely addressed
(Jalilvand et al., 2011).

In sum, this study aims to investigate the effect of Aaker’s brand equity dimensions,
namely, brand awareness, brand association, perceived quality and brand loyalty on
consumers’ purchase intention towards skincare products.

Literature review
Purchase intention
Purchase intention refers to an individual’s likeliness to acquire a certain product, and it is
also a crucial aspect in measuring consumer behaviour (Fishbein and Ajzen, 1977).
Blackwell et al. (2001) have defined purchase intention as “what we think we will buy”.
Accordingly, purchase intention can be used to quantify the tendency of a consumer to buy
a product, and the relationship between these two components is such that the stronger the
purchase intention, the greater a consumer’s desire to purchase a product (Dodds et al., 1991;
Schiffman and Kanuk, 2000).

Engel et al. (1995) outlined that there are three types of purchase intention, namely,
unintended purchase, partially intended purchase and fully intended purchase. Unplanned
or unintended purchase is considered as an impulse purchase where it involves the
instantaneous decision made in a store to purchase a product category or a brand. In
partially planned purchase, consumers would choose a product category and the basis prior
to purchasing a product and only decide on the brands and types later in the store.
Contrastingly, fully planned purchase implies that consumers make a decision on the
products and brands to purchase even before entering the store. It should be noted that these
three types of purchasing behaviour may be affected by the level of awareness and
the strength of the brand image. Additionally, Kotler (2003) suggested that purchase
intention can also be influenced by an individual’s feelings and impulsive situation. While
an individual’s feelings involve personal preference, impulsive situations refer to the
circumstances that alter the purchase intention.
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According to Kimery andMcCord (2002), measuring consumers’ buying behaviour is not
fairly straightforward; hence, their buying behaviour is typically assessed using purchase
intention. Zeithaml (1988) applied the options of “possible to buy”, “intended to buy”, and
“considered to buy” to measure purchase intention. Meanwhile, four items have been
outlined by Mathur (1999) for the purpose of evaluating purchase intention. These items
were “I would purchase from this brand”, “I would completely consider purchasing from this
brand”, “I would hope to purchase from this brand”, and “I would totally plan to purchase
from this brand”.

Brand awareness
As per Aaker (1991), brand awareness is defined as the likelihood that a potential buyer can
recognise the brand as a member of a certain product category. Aaker (1991) also suggested
that brand awareness encompasses several levels extending from mere brand recognition to
brand dominance which would result in the ultimate situation where the brand included is
the main brand recalled by a consumer. Furthermore, brand awareness is identified as
people’s perception about a brand which incorporates all prescriptive and descriptive
elements pertaining to it (Li, 2004). Brand awareness has also be considered as the source of
value creation for consumers (Aaker, 1992a, 1992b) is Moreover, a brand with a strong level
of brand awareness denotes that it possesses a good reputation in the market and is simply
acceptable to consumers (Gustafson and Chabot, 2007). It is also significant to highlight that
brand awareness is associated with the strength of brands in consumers’ minds such that
brand awareness can be enhanced by firms in promoting their products to consumers (Kim
and Kim, 2005). Additionally, continuous visibility alongside reinforcement of familiarity
and impressive associations with related offerings and buying experiences can further
generate brand awareness (Keller, 1998).

Keller (1993) has conceptualised brand awareness into brand recognition and brand
recall. Brand recognition characterises the extent to which consumers are able to recognise
the brand as having been seen or heard previously when the brand is cued. Meanwhile,
brand recall pertains to the degree in which the brand is generated frommemory when clues
such as product category or needs fulfilled by the category are presented as a cue. It should
be emphasised that the significance of brand recognition and brand recall relies on whether
product decisions are made inside or outside the store. Keller (1993) further contended that
brand recognition is more crucial than brand recall when making product choices in the
store. Alternatively, Hoeffler and Keller (2002) classified brand awareness into two
dimensions, namely, depth and breadth. While the depth of brand awareness signifies the
tendency of consumers recalling or recognising the brand when need arises, breadth refers
to the consumers’ likeliness to think of the various settings where the consumption and
buying situations can occur. Hoeffler and Keller (2002) also asserted that both the depth and
breadth of brand awareness are equally crucial.

In their research, MacDonald and Sharp (2000) suggested that brand awareness affects
consumer decision in three ways. First, brand awareness raises the chance for the brand to
be included in the consideration set. Second, brand awareness can be employed as a
heuristics to make a purchase decision. It has been discovered that consumers typically use
heuristics such as purchasing the brand they have heard of, choosing the brand they know,
and buying only the brands that are popular and familiar to them (Keller, 1993). Third,
brand awareness controls customers’ decision-making by influencing the perception of
quality (MacDonald and Sharp, 2000). According to Keller (2003), brand awareness offers
three advantages to the consumer decision-making process, namely, learning advantages,
consideration advantages and choice advantages. It was also found that consumers rely on
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brand awareness rather than brand reputation when choosing a brand among other
products of the same reputation (Brewer and Zhao, 2010).

In earlier research, Hoyer and Brown (1990) have discovered the connection between
purchase decision and brand awareness. Brand awareness can function as an indication of
quality and commitment, providing customers with a chance to familiarise with a brand and
subsequently assist them in considering the brand at the moment of purchase (Aaker, 1991).
A popular brand is more likely to be recognised and distinguished from other competitors
and will have higher purchase intention compared to another brand with lower awareness
(Aaker, 1991; Dodds et al., 1991; Percy and Rossiter, 1992). Brand awareness is also critical in
affecting consumer perceived risk and consumers’ level of assurance about their own buying
decision. Besides, more recent studies have suggested a similarly significant relationship
between brand awareness and purchase intention (Hakala et al., 2012; Malik et al., 2013).
Based on the discussion above, the first hypothesis is derived as follows:

H1. Brand awareness has a positive influence on consumers’ purchase intention
towards skincare products.

Brand association
Brand association represents any element that is identified with the preference of a brand
(Aaker, 1991; Keller, 1993). Alternatively, Emari et al. (2012) defined brand association as
positive or negative information pertaining a brand that is in consumers’ mind, i.e. a part
that is connected to the node of the brain memory. It has also been contended that brand
associations encompass all brand-related thoughts, feelings, perceptions, smells, colours,
music, pictures, experiences, beliefs and attitudes (Kotler and Keller, 2006, p. 188).
According to Keller (1998), brand association can be made through the association with
attitudes, attributes and benefits.

Furthermore, free association can be used to profile brand association by asking subjects
what comes to mind when they think of a brand without offering them any cues except for
the associated product category. Biel (1991) asserted that these elements in brand
association help to establish a brand image, i.e. the perception or emotion that consumers
attach to a brand (Dobni and Zinkhan, 1990). Evans et al. (2006) claimed that brand image
comprises of the functional and symbolic brand. This classification was produced according
to the notion that customers purchase not only the products but also the image associated
with the items, such as power, wealth, sophistication and, most importantly, identification
and connection with other users of the brand.

Additionally, Aaker (1991) discovered that brand associations do offer some benefits to
consumers by assisting them to process or retrieve information, differentiating the brand,
creating positive attitudes or feelings among consumers, and generating reasons to purchase
the brand. Brand association also creates values for a brand by providing a basis for
extensions. It was also suggested that brand association is one of the brand equity dimensions
(Aaker, 1991), and it can offer a differential advantage to a brand (Rio et al., 2001). Also, Van
Osselaer and Janiszewski (2001) asserted that brand association serves as an information
collecting tool in performing brand differentiation and brand extension (Aaker, 1996). It was
argued that highly effective association facilitates the enhancement of brand and equity (James,
2005). Likewise, brand association assists firms in differentiating and positioning their
products as well as creating positive attitudes and beliefs towards the brands (Hal Dean, 2004).

Rio et al. (2001) suggested that brand associations are a crucial component in the
formation and management of brand equity. This argument is supported by Bridges et al.
(2000) who have contended that solid, positive associations assist in strengthening brand
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and the equity. These claims signify that a strong brand association will produce higher
brand equity. It was also found that brand association acts as the foundation for purchase
decision and brand loyalty (Aaker, 1991) and similarly, brand association has been declared
as a crucial element that influences purchase intention (O’Cass and Lim, 2002). Moreover,
O’Cass and Grace (2003) discovered that brand association has a meaningful effect on
attitude and purchase intention. Thus, it is further hypothesised that:

H2. Brand association has a positive influence on consumers’ purchase intention
towards skincare products.

Perceived quality
Zeithaml (1988) described that perceived quality is not the real quality of products or
services. Alternatively, it is identified as the customers’ general viewpoint towards the
products or services of a brand. This argument is supported by Bhuian’s (1997) definition of
perceived quality as the consumer’s judgement on the added values of a product. According
to Aaker (1991), positive perceived quality can impact customers’ choices, drive consumer
purchase decision, facilitate differentiation of brand, enable the execution of brand extension
and allow firms to set premium price. Perceived quality is also associated with corporate
profitability (Aaker, 1991).

Furthermore, Aaker (1991) expressed that perceived quality is not simply brand
association; it is significantly linked to the brand’s status, rendering it as another dimension
to measure brand equity. Many studies have also justified that perceived quality is
measured as an essential dimension for brand equity across various frameworks (Dyson
et al., 1996; Farquhar, 1989; Keller, 1993; Erdem et al., 2004). Moreover, Yoo et al. (2000)
reported that positive perceived quality will boost brand equity considering that it can
improve the brand’s competitive advantage.

In addition, Jones et al. (2002) contended that perceived quality is positively correlated
with purchase intention, and this view is supported by more recent research on the influence
of brand equity on consumer choice on branded bottled water (Njuguna, 2014). It was found
that perceived quality is positively related to consumer decision. Hence, the following
hypothesis is proposed:

H3. Perceived quality has a positive influence on consumers’ purchase intention
towards skincare products.

Brand loyalty
Brand loyalty is defined by Aaker (1991) as a circumstance which displays the tendency of
consumers to switch to another brand, particularly when the brand makes a change in price
or product features. Oliver (1997) characterised brand loyalty as a sense of commitment to
constantly repurchase or repatronise a favoured product or service in the future, regardless
of any marketing tactics or situational influences that may act upon switching behaviour.
Brand loyalty also implies a situation where consumers with the same past and future
purchase recommend others to purchase or they themselves have the intention to purchase
more (Aaker, 1992a, 1992b; Keller, 2003). Moreover, brand loyalty represents the attitude of
brand preference towards a product (Deighton et al., 1994). Meanwhile, Keller (2003)
illustrated brand loyalty in terms of the relationship and relatedness between consumers
and a brand; consumers with stronger brand loyalty are claimed to have higher “brand
resonance”. Assael (1998) described brand loyalty as consumers fulfilling their past
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experiences with the same brand which further leads to repeat purchase. Thus, brand
loyalty simply denotes that consumers will stick to one brand and not consider other brands
when making a purchase (Baldinger and Rubinson, 1996; Cavero and Cebollada, 1998).

Brand loyalty can be understood according to three perspectives, namely behavioural,
attitudinal, and choice perspectives (Javalgi and Moberg, 1997). Behavioural perspective
pertains to the number of purchases for a certain brand; attitudinal perspective is associated
with consumer preference and dispositions towards a brand; choice perspective emphasises
on the reasons of certain purchases or choices are made. Contrastingly, Oliver (1997) focused
chiefly on the behavioural dimension of brand loyalty, whereas Rossiter and Percy (1987)
contended that brand loyalty is frequently represented by a positive attitude towards a
brand as well as the constant repeat purchase of the same brand. According to the
behavioural perspective, Schoell et al. (1990) claimed that brand loyalty refers to the
tendency of a buying unit, such as a household to purchase the same brand in a product
category over a prescribed period. It is also crucial to discuss brand loyalty based on the
attitudinal outlook where it is conceptualised as the extent of deeply held commitment
regarding some unique values that are related to the brand (Chaudhuri and Holbrook, 2001).
Similarly, Oliver (1997) regarded brand loyalty as the ability for consumers to remain loyal
to the main brand. This behaviour can be reflected by consumers’ intention to purchase the
brand as their first choice despite the marketing efforts of other brands. It was further
suggested by Baldinger and Rubinson (1996) that real brand loyalty can only occur when
both behavioural and attitudinal elements are present. If consumers are only motivated by
either one of these factors, it is considered as false brand loyalty.

Travis (2000) claimed that brand loyalty is “the ultimate objective and meaning of brand
equity”; hence, it is considered to be equal to brand equity. Empirical evidence from Solomon
and Stuart’s (2009) research supported this claim as it was discovered that purchase decision
that is based on loyalty might become a habit which results in brand equity. In addition,
Aaker (1991) described brand loyalty as consumers’ mentality toward a brand that drives
them to consistently purchase the same brand. Yoo et al. (2000) also claimed that brand
loyalty has the ability to influence consumer choice to buy the same product or brand and
cease to switch to other brands. Moreover, without making any evaluation, the brand-loyal
consumers will simply purchase the brand unquestionably based on prior experiences (Yee
and Sidek, 2008), implying that brand loyalty can consequently increase consumers’
purchase intention (Malik et al., 2013). This finding was supported by the empirical research
conducted by Khan et al. (2015) in investigating the relationship between brand equity
dimensions and the effect of each dimension on Malaysian consumers’ purchase intention in
the fashion industry. The outcomes of this study revealed that brand loyalty is the most
prominent dimension that influences purchase intention. Therefore, the fourth hypothesis is
formulated as follows:

H4. Brand loyalty has a positive influence on consumers’ purchase intention towards
skincare products.

Research methodology
It is generally acknowledged that the younger generation is image-driven, and they
emphasise more on materialistic values, such as money, self-image, and fame (Healy, 2012)
(Figure 1). This connotation is perhaps the key reason why the skincare industry is on the
rise globally. With regard to the methodology, a total of 150 university students in Melaka,
Malaysia, was recruited to examine young consumers’ behaviour towards skincare products
in this country. The current study has also employed non-probability convenience sampling
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and data was collected using questionnaires that comprised of close-ended questions.
Convenience sampling was especially selected because they are easily accessible to
researchers (Sekaran and Bougie, 2013). This approach is typically used in exploratory
studies as it is not time-consuming nor is it costly in the selection process of a random
research sample. More importantly, this sampling technique was chosen because it has been
used extensively in many of the similar literature (Ahmad and Sherwani, 2015; Mahfooz,
2015; Khan et al., 2015; Malik et al., 2013). Additionally, the questionnaire was designed to
address the data ranging from respondents’ demographic information to all independent
and dependent variables of this study. Measurement for all the variables was designed in
five-point Likert scale with 1 = strongly disagree, 2 = disagree, 3 = neither agree nor
disagree, 4 = agree and 5 = strongly agree. The data were further analysed using SmartPLS
to perform themeasurement model and the structural model.

Results and discussion
Respondents’ profile
Table I illustrates that most of the respondents were mainly female (74.7 per cent) within the
age group of 18 to 21 years old (61.3 per cent) and the majority of the participants were
Chinese participants (86.7 per cent). It was also discovered that in the span of one year, the
respondents mostly spend RM51 to RM100 (30.7 per cent) on skincare products in addition
to purchasing them three to four times (34 per cent).

Measurement model
The measurement model was evaluated through convergent validity and discriminant
validity. The convergent validity was verified by the factor loadings, average variance
extracted (AVE), and construct reliability (CR), with a minimum value of 0.7, 0.5 and 0.7
respectively (Hair et al., 2017). It is presented in Table II that the standardised loading factor
was greater than 0.7 except for awareness with a standardised factor loading of less than 0.5
which was then deleted. It was also recorded that the AVE obtained were in between 0.691
and 0.879. Similarly, the CR items were within the range of 0.930 to 0.956 (Hair et al., 2017).
The convergent validity of these constructs is thus deemed adequate.

Fornell and Larcker (1981) criterion and Heterotrait-monotrait (HTMT) criterion
(Henseler et al., 2015) were used to assess discriminant validity. Fornell and Larcker (1981)
criterion was examined by comparing the square root of the AVE with the correlations
between the constructs. As displayed in Table III, all square roots of AVE (diagonal values)
are more than the correlation coefficients between the constructs (off-diagonal values),

Figure 1.
Research framework
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suggesting that discriminant validity is adequate. In contrast, HTMT can be assessed by
comparing the values obtained with the required threshold of HTMT.85 (Kline, 2011) or
HTMT.90 (Gold et al., 2001) and HTMTinference did not contain value 1. Table IV illustrated
that all values passed HTMT.90 and the HTMTinference criterion indicating that discriminant
validity is established. It was further discovered that the collinearity problem did not exist
with all the VIF values for independent variables were less than 5 as shown in Table V (Hair
et al., 2017).

Structural model
Figure 2 demonstrates the structural model that was performed using a bootstrapping
procedure with a resample of 5,000 based on the suggestion made by Hair et al. (2017).
The results revealed that the R2 value for purchase intention was 0.697where it correlated
with Chin’s (1998) guideline where a model is classified as being substantial (0.67),
moderate (0.33), and weak (0.19). All paths tested in the structural model were significant
with the t-values of H1 and H2 greater than the critical value of 1.6649, while the t-values
for H3 and H4 were greater than 2.3263. Furthermore, the standardised beta obtained
were 0.224 (brand association), 0.208 (brand awareness), 0.178 (brand loyalty) and 0.295
(perceived quality). It was further discovered that all variables tested have a positive
effect on purchase intention.

Additionally, all effect sizes (f2) were greater than 0.02 in this study (Cohen, 1988). A
blindfolding procedure was used to assess the predictive relevance with Q2 value of 0.573. It
should also be noted that a model is said to have predictive relevance for a particular
endogenous construct when Q2 is greater than 0 (Hair et al., 2017).

Table I.
Respondents’ profile

Variables Frequency (%)

Gender
Male 38 25.0
Female 112 75.0

Age group
18-21 95 61.3
22-25 52 34.7
Above 25 6 4.0

Ethnicity
Malay 10 6.0
Chinese 130 87.0
Indian 10 6.0

Yearly expenditure on skin care product
RM0-RM50 34 22.7
RM51-RM100 46 30.7
RM101-RM150 26 17.3
RM151-RM200 14 9.3
Above RM200 30 20.0

Yearly purchase frequency of skin care product
1-2 times 42 28.0
3-4 times 51 34.0
5-6 times 32 21.3
More than 6 times 25 16.7
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Table II.
Measurement model

Construct Items Loadings CR AVE

Brand association association1 0.878 0.950 0.732
association2 0.832
association3 0.883
association4 0.879
association5 0.870
association6 0.820
association7 0.824

Brand awareness awareness1 0.862
awareness2 0.874 0.930 0.691
awareness4 0.694
awareness5 0.870
awareness6 0.850
awareness7 0.823

Brand loyalty loyalty1 0.770 0.947 0.721
loyalty2 0.895
loyalty3 0.893
loyalty4 0.861
loyalty5 0.811
loyalty6 0.861
loyalty7 0.844

Perceived quality perceived1 0.897 0.946 0.815
perceived2 0.944
perceived3 0.925
perceived4 0.842

Purchase intention purchase1 0.928 0.956 0.879
purchase2 0.957
purchase3 0.927

Table III.
Discriminant validity

using Fornell–
Larcker criterion

Construct 1 2 3 4 5

1. Brand association 0.856
2. Brand awareness 0.789 0.831
3. Brand loyalty 0.778 0.773 0.849
4. Perceived quality 0.822 0.822 0.780 0.903
5. Purchase intention 0.770 0.765 0.744 0.789 0.938

Note: Values on the diagonal (italic) represent the square root of the AVE, while the off-diagonals represent
correlations

Table IV.
Discriminant validity

using HTMT
criterion

Construct 1 2 3 4 5

1. Brand association

2. Brand awareness 0.849
CI0.90 (0.758, 0.911)

3. Brand loyalty 0.823 0.83
CI0.90 (0.743, 0.883) CI0.90 (0.747, 0.887)

4. Perceived quality 0.882 0.894 0.833
CI0.90 (0.829, 0.924) CI0.90 (0.851, 0.927) CI0.90 (0.739, 0.898)

5. Purchase intention 0.822 0.826 0.789 0.851
CI0.90 (0.710, 0.896) CI0.90 (0.745, 0.884) CI0.90 (0.700, 0.858) CI0.90 (0.768, 0.909)

Understanding
purchase
intention

169



H
yp

ot
he
si
s

R
el
at
io
ns
hi
p

St
d.
be
ta

St
d.
er
ro
r

t-v
al
ue

D
ec
is
io
n

R
2

Q
2

f2
V
IF

H
1

B
ra
nd

as
so
ci
at
io
n
!

Pu
rc
ha
se

in
te
nt
io
n

0.
22
4

0.
12
5

1.
79
8*

Su
pp

or
te
d

0.
69
7

0.
57
3

0.
04
3

3.
83
8

H
2

B
ra
nd

aw
ar
en
es
s
!

Pu
rc
ha
se

in
te
nt
io
n

0.
20
8

0.
12
1

1.
71
4*

Su
pp

or
te
d

0.
03
8

3.
79
2

H
3

B
ra
nd

lo
ya
lty

!
Pu

rc
ha
se

in
te
nt
io
n

0.
17
8

0.
07
6

2.
34
3*
*

Su
pp

or
te
d

0.
03
2

3.
23
8

H
4

Pe
rc
ei
ve
d
qu

al
ity

!
Pu

rc
ha
se

in
te
nt
io
n

0.
29
5

0.
10
3

2.
86
9*
*

Su
pp

or
te
d

0.
06
7

4.
33
1

N
ot
es

:*
*p

<
0.
01
,*
p
<
0.
05

Table V.
Results of partial
least square

PRR
3,3

170



The results revealed that brand awareness has a positive influence on consumers’ purchase
intention and this particular finding is consistent with other research which previously
confirmed the association between brand awareness and purchase intention (Njuguna, 2014;
Hakala et al., 2012; Malik et al., 2013). According to Rossiter and Percy (1987), both
communication and transaction will not occur if there is no brand awareness. It has also
been reported that brand awareness will influence purchase intention as it raises the chance
for the brand to be included in the consideration set (Keller, 1993). When consumers have
awareness about a brand, they can easily recall some of the characteristics of the brand.
Accordingly, during the decision-making process on purchasing certain product category,
the ability to recall the brand as the member of the product category will increase the
probability for it to be included in the consideration set. Brand awareness can also be used
as a heuristic in making a purchase decision; a popular brand is more likely to be recognised
and distinguished from competitors and will have higher purchase intention compared to
the brand with low awareness (Aaker, 1991; Dodds et al., 1991; Percy and Rossiter, 1992).
Furthermore, brand awareness impacts customer decision making by affecting the
perception of quality (MacDonald and Sharp, 2000). Marketing communication tools can
generate brand awareness effectively as they provide assurance of product quality and
credibility which subsequently helps diminish product evaluation and selection risks when
purchasing a product (Aaker, 1996; Buil et al., 2013; Keller and Lehmann, 2003; Rubio et al.,
2014). Hence, it can be deduced that brand awareness is a factor that has a significant
influence on consumers’ purchase intention.

Brand association has also been proven to have a positive relationship with consumers’
purchase intention (Perera and Dissanayake, 2013; Roozy et al., 2014). Brand association

Figure 2.
Structural model for

this study
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consists of all brand-related elements which function to help consumers establish either
positive or negative brand image. It is argued that when buying a product, consumers are
simultaneously purchasing the image associated with it (Evans et al., 2006). Meanwhile,
Aaker (1991) stated that brand association offers some benefits to consumers by assisting
them to process or retrieve information, differentiating the brand, creating positive attitudes
or feelings among consumers, and generating reasons to purchase the brand. Brand
association will generate either a positive or negative brand image which affects the
relationship consumers establish with the brand in terms of emotional and perceptible
attachment, consequently influencing consumers’ purchase intention. Therefore, it is crucial
for firms to formulate relevant strategies in ensuring that their customers will have a
positive brand association.

The current study has also discovered that perceived quality has a positive relationship
with consumers’ purchase intention and this result correlates with that of previous research,
i.e. perceived quality has a significant effect on consumers’ purchase intention (Saleem et al.,
2015; Asshidin et al., 2016; Eze et al., 2012). Positive perceived quality can impact customers’
choices, drive consumer purchase decision, allow firms to set premium price, and enable the
differentiation of brand as well as the execution of brand extension. Aaker’s (1991) study
found that quality is the most critical criterion when making choices. Previous literature also
justified that perceived quality is considered as an essential dimension for brand equity
across various frameworks (Dyson et al., 1996; Farquhar, 1989; Keller, 1993) as perceived
quality strategically affects brand equity by diminishing the perceived risk (Aaker, 1991;
Erdem et al., 2004; Keller, 1993). Moreover, Yoo (2000) noted that positive perceived quality
will boost brand equity considering that perceived quality is part of the brand equity which
causes consumers to choose the particular brand over the competitors’ brand. Hence, firms
must be able to establish the perceived quality attributes that are significant to both the
industry and the consumers. It is also vital for firms to determine the cues and signals that
are available for perceived quality as product quality is often judged according to the wide
range of information cues that are retrieved from the product.

The present study further discovered that brand loyalty has a positive relationship with
consumers’ purchase intention, correlating with previous research which has suggested that
brand loyalty has a significant influence on purchase intention (Malik et al., 2013; Roozy
et al., 2014; Khan et al., 2015). As per Yoo et al. (2000), brand-loyal consumers will choose to
buy the same product or brand and cease to switch to other brands. Despite the marketing
tactics or situational influences that may act upon switching behaviour, brand-loyal
consumers have a sense of commitment to constantly repurchase or repatronise a favoured
brand, product or service in the future (Oliver, 1997). These consumers will not assess the
brand; instead, they will purchase it unquestionably based on past experiences with the
brand (Yee and Sidek, 2008). It was also found that loyal customers will purchase more
frequently compared to their non-loyal counterparts (Bowen and Shoemaker, 1998). In short,
loyal consumers will choose to buy the same brand persistently and cease to switch to other
brands. Consequently, the consumers would agree to pay a premium price for the brand in
addition to making brand recommendations to new consumers. Thus, firms should retain
consumers’ brand loyalty by constantly improving their brandmanagement strategy.

Implications
This research provides several benefits for future studies. First, this study is one of the
academic works that discovers a positive correlation between brand awareness, brand
association, perceived quality, brand loyalty and purchase intention. Although there have
been similar papers that discussed the impact of brand equity components on consumers’
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purchase intention, the investigation on the skincare industry is still sparse. Therefore, the
current study specifically aims to provide a better understanding of the effect of these brand
equity components on consumers’ purchase intention in the skincare industry.

The overview of the current situation in the skincare industry was also addressed in this
study, making it a useful reference or data guideline for the forthcoming research. Besides,
the present paper has also elaborated on the relevant information pertaining to the current
market trends and market size as well as consumers’ purchase intention in the skincare
industry.

Furthermore, this research has presented comprehensive charts and statistics that enable
researches to compare and contrast the market trends and economic situation of different
countries and generations. Disparities in consumer behaviour and preferences of different
generations can also be evaluated in further details.

As no study is totally perfect such that some missing elements or unresolved problems
may be present in existing literature, the gaps in academic research should be addressed by
more up-to-date papers. Hence, this study contributes to the field of knowledge on
consumers’ purchase intention in the skincare industry by adding insightful input and
providing a deeper understanding of the existing studies.

It should be emphasised that in the current highly competitive skincare industry, strong
brand management becomes a vital step in securing a huge market share. Thus, based on
the outcomes of this study, firms are able to recognise the significance of the four brand
equity components on consumers’ purchase intention. The present research further provides
firms with an understanding of the market trend and consumer preferences. In this fast-
paced competitive skincare industry, it is important for firms to move along with the current
trend and consumer preferences in constructing effective and efficient marketing mixes that
fulfil the consumers’ needs and wants. Accordingly, the paper is able to facilitate firms in
increasing their sales and market share by offering the right brand features that stimulate
consumers’ purchasing behaviour.

The findings above may also provide insights to those who are interested in investing in
the skincare industry. Marketers will be able to formulate a proper marketing strategy to
delve into the highly competitive yet profitable skincare industry.

Limitations and future recommendations
Several limitations of this study are outlined as follows. First, the adoption of non-
probability convenience sampling may result in the under-representation of the population
being studied. This method also limits the generalisability and representativeness of the
sample as a whole population.

As this research mainly focuses on skincare industry per se, the findings are limited only
to explaining the nature of this industry. The results cannot be generalised to other
industries as each industry has differing consumers’ trends and preferences.

There is also a lack of diversity in the background of respondents. Of the majority of the
respondents in this study were Chinese and female respondents were more than their male
counterparts. Thus, this lack of diversity in ethnicity and gender may affect the results
considering that respondents of different ethnicity and gender may have different
purchasing behaviour based on their preferences, needs, and attention when making a
purchase decision.

Several recommendations are presented for upcoming research related to this topic. First,
future studies are advised to employ a probability sampling method in evaluating the
consumers’ purchase intention towards skincare products. This sampling method provides
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equal and known chances to all elements in the intended population to be chosen as a
sample, generating a more accurate representation of the population.

Furthermore, as this research only focuses on skincare industry, similar empirical
investigation can be carried out to explore other industries, such as clothing, services, food
and beverages, and fast moving consumer goods. This further exploration will contribute to
a deeper understanding of the significance of brand equity elements on consumers’ purchase
intention towards different industries.

The present research only focused on the response of university students within the age
range of 18 to above 25 years old. Hence, forthcoming research can delve into a wider age
group so that the effect of age groups on the purchase intention of skincare products can be
evaluated.

Lastly, as this research comprised of more Chinese females, future studies should
consider to include more respondents of other ethnicity and also recruit more male
respondents. These factors will contribute to producing a more convincing outcome that can
generalise the whole university students’ population.

Conclusion
It has been revealed that all four variables tested in this study have a positive influence on
university students’ purchase intention. Specifically, perceived quality was discovered to be
the most significant element in affecting consumers’ purchase intention towards skincare
products. Hence, it is evident that firms must establish the perceived quality attributes that
are essential to both the industry and the consumers so that competitive advantage can be
obtained over the competitors. Nevertheless, the important roles played by the rest of the
factors should not be ignored. Brand association helps consumers to produce a positive or
negative brand image which subsequently affects the relationship consumers have
established with the brand, further influencing consumers’ purchase intention. Brand
awareness is equally crucial because any communication and transaction will not happen if
there is no brand awareness. Firms should also preserve consumers’ brand loyalty as loyal
customers will constantly repurchase the same brand and will not switch to another brand.
Loyal customers are also more willing to pay a premium price for the brand andmay further
recommend the brand to new consumers, producing a significant impact on purchase
intention towards the brand. In conclusion, with the increasingly intense competition in the
skincare industry, consumers’ behaviour, preference, and needs must be identified and
understood to design products that will constantly satisfy consumers. Building a strong
brand undoubtedly becomes a pivotal step to combat the competitions and to stand out from
the crowd.
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