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Abstract: The use of the veil in Tslam is the responsibility of the Muslim women in order to use it in the
community while socializing with men Islamic Veil 1s not a certain cloth but 15 a certamclothing and different
clothes that observe known criteria are known as veil clothing. According to the existing theories, the purchase
intention of a product is closely related to the product use. This study reviewed the literature, determined the
variables of Tslamic veil involvement, religiosity and subjective norm and examined their relationship with the
purchase intention of veil clothing. Results showed that there is a positive significant relationship between the
variables of Islamic veil mvolvement, subjective norm and religiosity. Moreover, there was a positive significant
relationship between the variables of Tslamic veil involvement and purchase intention of veil clothing. The
results did not confirm the direct relationship between the variables of religiosity, subjective norm and purchase

mtention of veil clothing.
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INTRODUCTION

Islam has never been opposed to the presence of
women in society but provided necessary norms and
limits to ensure a healthy and constructive presence. Veil
15 one of the things for which Islam actually issued the
license of the women’s presence in the community on the
one hand and on the other hand has tried to minimize the
mutual influence of the interaction between men and
women outside the marriage life to lowest. In fact, veil in
Islam is the woman’s duty to observe a certain quality of
clothing when communicating with man. That is it is
exceptedto cover her face and two limbs of the body
except for the positions of omaments in front of strange
men. What is considered about the veil of women 1n Islam
is not a special dress but certain clothing (Abdolhamid,
2009). In other words, what is important in Tslam is the size
and scope of clothing and examples of what emerges as
different clothes and is a function of culture, geographical
and socio-economic conditions does not have
considerable importance. Tt is better to know whatever
clothing that women use in the commumty are not
considered as Islamic veil and clothing. Even the clothes
that cover all parts of the body except the face and hands
are not considered as veil because in addition to the
above requirements, compliance with other conditions on
the clothing approved by Islam is essential that mclude:
the clothing used as women's veilin Tslam should not be

stimulating, shows the body, it should not be infidels-
specific, should not be the dress of fame, namely the use
of clothing that s notoriety among the people i1s
forbidden and women's clothing should not be similar to
the men’s clothing.

In addition to the above cases that are the
requirements of vei and clothing approved by Islam,
recommendations were made from the recommendation or
disdain on the type, color and kind of clothing and veil
used by women from the perspective of Islam, all of them
places heavy burden on the shoulders of women when
selecting proper clothing for active andhealthy presence
in the community. This means that women who have
given great importance to keep Islamic veil and are highly
motivated to follow it should pay great attention when
choosing clothes that are appropriate to such clothing
that requires high level of involvement on behalf of
women. Veil in Iran has several thousand years history
and this can be seen m ancient motifs but sometimes this
false perception was made by some famous authors such
as Will Durant that veil has become popular by the
Iramans after Islam among Muslims.

However, Islam itself did pay sufficient attention to
women’s veil. Today, women use different types of veil
clothing, including Chador, Shayla, Hijab, Al-Amira and
Khimar, Nigab and scarf to wear head, sweatshirts and
trousers, jackets and skirts and so forth to cover body.
Moreover, many women of various ethnic groups in Iran
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usespecial clothing of their areas that fits with their
culture, customs, beliefs and environment as they use
cloth veil. These are all together as well as therr models
and different colors providea range of veil clothing for
women. Given the breadth and diversity of the Tslamic veil
clothing in Tran, this paper examined the issue of veil
clothing from a new perspective and determined the
factors related to the purchase intention and use of this
type of clothing.

Literature review: Experts are always looking for theones,
through which they can better explain the behavior of
consumers. Among these theories, the theories of
reasoned action and planned behavior could be noted.
The theories are based this issue that consumers’
behavior is determined by their purchase mtention. This
means that examining consumer’s behavioral intention
can predict the actual behavior of individuals with respect
to the use and comsumption of various products.
According to this view, the mtention of consumer
behavior is caused by various causes (Hansen et al.,
2004).The underlying assumption of the theories is that
people are reascnable and use information available
systematically (Bian and Forsuythe, 2012). Purchase
intention is one of the behavioral intentions, which has
been investigated in different studies. Other behavioral
mtentions melude repurchase mtention, complamnt
intention and so forth.

Purchase intention: Purchase intention includes the
mtention of purchasing goods or services by mdividual.
Purchase intention can finally become the actual behavior
of purchase. The stronger the amount of the consumer's
purchases, the more the consumer’s willingness to buy
and use the service or product will be (Das, 2014a-c). The
purchase mtention has been examined n different studies.
Some studies tried to explore the effect of individuals’
attitude on the purchase intention in confirming the
reasoned action theory (Amaro and Duarte, 2015). Some
studies considered the factors affecting the purchase
intention of lux products and brands (Zhang and Kim,
2013). For instance, Bian and Forsuythe (2012) knew
emotional and cogmtive attitude on the purchase
mtention of lux products (Bian and Forsythe, 2012). Some
studies investigated the factors affecting purchase
intention of fashion clothes. Another research explored
the effect of perceived value on the consumers” purchase
mtention. The results showed that perceived value
affected the consumers’ purchase intention (Wang et al.,
2013). With the spread of internet marketing, several
researchers tended to examine the online behavior of
consumers in virtual atmosphere in recent years. One of

the studies demonstrated that factors related to product,
purchase and technology affected the online purchase
intention of the consumer (Chen et al., 2010). Another
research studied the effect of trust and perceived risk on
the online purchase intention (Hong and Cha, 2013). Some
studies explored the factors affecting the purchase
intention of the retail customers and determined that
factors such as perceived quality of retail, loyalty and
popularity of retail affected the purchase intention of retail
(Das, 201 4a-c). One of the factors affecting behavior and
behavioral intention of consumers 13 mvolvement.

Involvement and islamic veil involvement: Involvement is
a factor that is of high importance for the marketers
because it affects the behavior of a lot of consumers
(Hawkins et ai., 2004). Involvement is a motivational state
that includes the consumer’s perception on the
importance of self-reference of a thing, event or activity
(Peterand Olson, 2010). Involvement 1s a suitable criterion
to explan the consumer’s behavior and market
segmentation (Park et al., 2006). Consumers with high
involvement seek for greater information before decision
making on the purchase of a product. They process
information with greater precision and use greater criteria
for their purchase decisions compared to the consumers
with low involvement (Wang, 2014). These persons
further tend and mterest m the product and the
probability of the product purchase is higher n them
(Wang et al., 2012). Furthermore, other studies examined
involvement. Some studies, explored the effect of
demographic variables such as age and gender on the
consumers’ involvement. Results showvariables such as
age and gender have significant effect on Involvement
(OCass, 2000, Khare ef al., 2012). Another study divided
involvement into cognitive and affective categories and
investigated 1ts effect on the consumers” purchase
intention. Results showthe fact that cognitivedimensions
of involvement have a significant effect on the purchase
intention of consumers (Drossos et al., 2014). Other
studies explored the mvolvement and its role as a
moderator  variable (Wang, 2014). Several studies
examined the variable of involvement in an specify
industry such as fashion clothing and results indicated a
sigmficant effect of mvolvement on the purchase
intention of fashion clothing (Joung and Miller, 2006).
Involvement does not take into account in the area of
goods and services but also people may encounter
involvement with a certain attitude, stimulator or situation
(Park et al., 2006). Therefore, people can encounter with
involvement in the field of their attitude of type of
clothing. As noted earlier, concepts such as mvolvement,
fashion involvement and cloth mvolvement have been
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already used in the literature. However, the Islamic veil
involvement is new word that is first used. Since Islamic
vell 18 a type of clothing, it creates involvement for its
consumers that includes women. Islamic veil mvolvement
can be defined as follows: Islamic veil involvement is a
motivational state that includes a Muslim woman's
perception of the degree of importance and self-reference
of Islamic veil. As mentioned, what 1s considered on the
women’s veil in Islam is not a certain dress but is certain
clothing. For instance, a woman may try to observe
Islamic veil by wearing different types of veil and the
other one tries by wearing suitable sweatshirts and scarf
and another woman observe Islamic clothing well by
wearing common local clothes of the women in a certain
geographical region Maybe like this but on the flip side
can be raised m the fashion clothing 1ssue. When 1t comes
to talking about fashion clothing, a certain cloth is not
considered but the latest initiatives in the field of clothing
are considered that was paid attention by the public
mnterest or a specific group of people. When we talk about
involvement and consumers” behavior towards the Islamic
clothing, the effect of cultural, social and religious factors
could not be 1gnored. One of the most inportant cultural
variables, which was considered m the effect and role on
the peoples consumption behavior, is religiosity.

Religiosity: Several studies are gomg on the relationship
between religion and religiosity in marketing and
consumer behavior. The reason for this is that religion is
considered the most important cultural element (Fid and
Gohary, 2015). On the one hand, religion has a direct
effect on the behavior of their followers and on the other
hand affects indirectly people’s behavior by determining
the values, norms and cultural attitudes and priorities
(Sood and Nasu, 1995). This issue is highlighted in the
Muslim communities because Islamic teachings affected
all aspects of people’s lives and this includes aspects of
consumption and consumers behavior (Bakar et al., 2013).
For mstance, the first thing that a Muslim person pays
attention in the face with a variety of food and clothes 1s
their being halal or illegal so that eating certain foods or
wearing some clothes are forbidden or abominable
according to the recommendation of religion. Religion 1s
a series ofpractical and moral beliefs and principles that
prophets brought from God to guide mankind, faith and
belief in the statements and implementation of commands
result in human happmess in the two worlds.In terms of
the logic of Quran, religion 18 a social life method that
social man has taken to provide worldly and hereafter
happiness. On the other hand, religiosity is the level of
one’s belief in the ideals and values of a particular religion
and action of the ideals and values. This concept has

been at the center of religious life of a human being and
directs his daily activities (Cleveland and chang, 2009).
Religious person 1s someone who provesthe divine to the
world and does specific actions to lus satisfaction.

Religious human realized this fact to guide religion
that his life 1s not limited to multi-day life of this fleeting
world but there 1s an infinite and endless life that 1s not
finished by death and the only way to easy eternal
happiess 1s thathe follows religious rules that Almighty
God sent hus prophets. The role and effect of religion and
religiosity on various aspects of consumer behavior have
been investigated in several studies.

Some studies explored the religiosity variable as
moderator of the relationships and effects between
independent and dependent variables. For example, the
relationship between traditional dimensions of value and
Islamic dimensions of valueand the consumers
satisfaction with services and moderating role of
religiosity were examined (Eid and Gohary, 2015). Another
study investigated the effect of cultural factors on the
purchase mtention to buy Halal products. It was
concluded that religiosity variable affects the relationship
between some cultural factors and purchase mtention of
such products as the independent variable and the
moderating variable (Jamal and sharifuddin, 2015). Some
studies examined the effect of religion on various
elements of the marketing mix. For instance, Balar et al.
(2013) studied the effect of the use of Tslamic symbols on
the products packaging of Muslim consumers’ purchase
intention and concluded that consumers with high levels
of religiosity prefer packaged products with Islamic
symbols to other consumer (Bakar et al., 2013).

Another study examined the religiosity as one of the
variables of green consumers’ behavior that want the
least destructive effect on the nature and the relationship

was confirmed (Weaver et al., 2011).

Subjective norm: Subjective norm is considered as one of
the factors affecting behavioral intention of consumers. Tt
includes the consumers’ perception of what others expect
the consumer or user behave. In other words, subjective
norm includes recognizable opimons of people that are
close to him and are important to lum and those that
specifically affect mdividual’s decision to carry out a
behavior (Kim et @l, 2013). In practice, the theory of
reasoned action of subjective norm 13 composed of two
parts. A component includes leading normative beliefs of
consumers of what others will do to the consumer
(Performing others” expectations of consumers) and the
other is the adaptation motivation by others expectation
by the consumer (Peter and Olson, 2010). Subjective norm
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Table 1: Demographic data of respondents

Age No. % Education No. %
<18 20 4.16 Under diploma 16 3.38
18=age=24 121 25.16 diploma 92 1941
25=age=34 239 49.69 BA student 09 14.56
35=age=44 49 10.19 BA 146 30.80
45=age=54 33 6.86 MA student 119 2511
<54 19 3.95 M4 and above 32 6.75
Marital statis Nao. %% Employment N %%
Single 211 4414 Employed 248 5243
Married 267 55.86 Unemploved 225 47.57

H 5
/ intension

Fig. 1: Conceptual model of the study

has been studied i different research. Some studies
explored the effect of subjective norm on behavioral
mtention of people. Results showed that subjective norm
has a positive effect on behavioral intention (Liang and
Lim, 2011). The effect of subjective norm on the purchase
mtention of the products has been also confirmed.
Reproduction preduct includes the ones that transform
the second-hand products as completely new products
with the same warranty as the new products used 1 a
production process (Jinenez-Parra, 2014). The effect of
subjective norm on intention to repurchase consumers
was also examined. The research shows thatsubjective
norm has indirect effect on the interest and willingness of
people to repurchase (Han and Ryu, 2012). The effect of
subjective norm on the complaint intention of consumers
was examined in some studies. The results of the study
showed that subjective norm has a negative effect on
peoples complaints intention (Cheng and Lam, 2008).

MATERIALS AND METHODS

Model and hypotheses of the study: According to the
review of the literature, the study mode is presented as
Fig. 1. Hypotheses of the study are formulated as follows:

¢ H,;: There is a significant positive relationship
between religiosity and Islamic veil mvolvement

* H;: There 1s a sigmficant direct relationship between
subjective norm and Tslamic veil involvement

* H; There 15 a significant positive relationship
between religiosity and purchase mtention of veil
clothing

Table 2: Cronbach’s alpha and KMO of the variables and source of questions

Variables KMO Alpha Source of Questions
Religiosity 0.934 0.932 Khajenooriet af, 2013
Subjective Norm 0.903 0.926 Heesup, 2012
Involvermnent 0.973 0.980 Ocass, 2000
Purchase Intention 0.776 0.959 Zhang, 2013

» H,: There 1s a significant positive relationship between
subjective norm and the purchase intention of wveil
clothing

¢ H.: There is a significant positive relationship between
Islamic veil involvement and the purchase intention of
veil clothing

Data analysis: Population of the study is the Iraman
Muslim women. 530 women were randomly selected from
northern, central and southern Iran and the standard
questionnaire of 31 items plus four demographic items
were prepared to measure variables and adjusted with the
research environment and society. Of the questionnaires
distributed, 483 questionnaires were returned and used.

Demographic data analysis: Table 1 shows demographic
features of respondents with regard to age, education,
maritalstatus and employment. In order to enhance the
reliability of the data mstrument
(questionnaire), exploratory factor analysis and KMO and
Bartlett’s test were used in addition to standard
questionnaires for each variable. The KMO index

collection

calculated m all cases was greater than 0.6 that 1s close to
1. This represents a sampling adequacy (Mansour and
Ali, 2011). Moreover, in Bartlett’s test (Sig 0.05).
Cronbach’s alpha was used to measure reliability of the
study variables. Table 2 indicates results of exploratory
factor analysis and Cronbach’s alpha for each item and
variable. Cronbach’s alpha was calculated to be 97.8.

Hypothesis-testing:  Beforehypothesis-testing,  the
correlation between latent variables 1s analyzed by
Pearson correlation coefficient. The following Table 3
shows the test results of correlation coefficient. Table
of correlation that the
variables are sigmificantly correlated with each other

coefficient shows model
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Fig. 3: Output based on the sigmficancevalue (t-value)

p<0.01) but how much of this relationship is direct and
how much of the relationship can be done by other
variables need to use the path analysis in the structural
equations. Therefore, Lisrel software was used for thus
purpose. The path model of the main model was plotted in
the software and relationships between latent variables
were identified. For this purpose, the variables of
religiosity and subjective norm were comnsidered as
exogenous variables to the wveil and wvariables of
mvolvement and intention purchse of veil clothing were
considered as endogenous variables. Then, the
relationships between variables were drawn based on the
study hypotheses. Fig. 2 shows standard structural model
of the implementation of the initial path analysis of the
designed model.

Figure 2 shows that the impact factor of some
relationships is a little value. Thus, t-value test was
conducted on the prototype to determine the sigmficance
of the model and paths in the model. The results show
that the absolute value of t-value of some pathes 1s less
than 1.96 (95%) and these pathes were insignificant and
they can be removed from the model. Fig. 3 shows the
path model based on t values. Table 4 shows the results
of path analysis and the obtamed coefficients. AGFI, GFI,
RMSEA, x*/;; indices were used to determine the model
fitness. The mdices were acceptable indicating good
fitness of the above model (Vieira, 2011) (Table 5).

Hypothesis-testing: The first hypothesis refers to a
significant positive relationship between religiosity and
Tslamic veil involvement. Results show at 95% level of
confidence that the impact factor 18 p = 052 and
significance coefficient is t = 10.23 (-1.96<t<1.96).

Table. 3: Correlation test of the study variable variables

Variables 1 2 3 4
Religiosity 1

Subjective Norm 0.641 1

Islamic Veil Involvernent 0.782 0.769 1

Purchase Tntention 0.647 0.653 0.825 1

4 ')
Veil Purchase
involvement intention

cEY

Fig. 4: Final model of the study

Congequently, there is a direct significant relationship
between religiosity and Islamic veil mvolvement.

The second hypothesis that there is a
significant positive relationship between religiosity and
Islamic veil involvement. Results confirm the claim at 95%

states

level of confidence because the impact factor is p = 0.44
and signmificance coefficient 15 t = 10.23 (-1.96<t<1.96).
Congequently, there is a direct significant relationship
between subjective norm and Islamic veil involvement.
The third hypothesis claims that there is a significant
positive relationship between religiosity and purchase of
veil clothing. However, the results does not confirm this
claim because impact factor of this path is p = 0.04 and
significance coefficientis t = 0.84 (-1.96>t>1.96).

The fourth hypothesis refers to a significant
positive relationship between subjective norm and the
purchase intention of veil clothing. However, the
impact factor is small (B = 0.01) and significance
coefficient 15 t = 0.17 (-1 .96>t>1.96) that 13 not acceptable.
Congequently, the hypothesis is not confirmed and the
opposite; that 1s, a lack of a direct significant relationship
between subjective norm and purchase intention of veil
clothing.

The fifth hypothesis that there 15 a

significant positive relationship between involvement

claims

and the purchase intention of wveil clothing. The
results confirms the claim because the impact factor is
significant in this path (p = 0.88) and significance
coefficient is t = 14.39 (-1.96>t>1.96).

In general, results confirm three hypotheses
and reject two hypotheses.  After

unnecessary paths, the remaining paths were re-

eliminating

tested, validity of the above results was approved
and final model of the study was presented as
follows Fig. 4
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Table 4: Results of path analysis in the initial model

T-value Impact Factor (3) Symbol Path H Result
12/57 0/52 RELIG---INVOLV Religiosity----Islamic Veil Involvement Hl Supported
10423 /44 SUBNOR----INVOLY Subjective Nomm---- Islamic Veil Involvernent. H2 Supported
0/84 0/04 RELIG----PURINT Religiosity ----Purchase intention H3 Not Supported
017 /01 SUBNOR----PURINT Subjective Norm----Purchase intention H4 Mot Supported
14/39 (/88 INVOLV----PURINT Islamic Veil Involvement---- Purchase intention Hs Supp orted
Table 5: Fitness index values of the study model CONCLUSION

AGFI  GFI RMSEA p-value DF  Chi-square
0/90 0/91 0/043 0/00000 401 786/98 1/96
RESULTS AND DISCUSSION

Involvement is not a new concept. Involvement and
1ts combinations, including fashion involvement and cloth
involvement were used in previous studies. However, the
concept of Islamic veil mvolvement is first used and
examined m the literature. Moreover, results show that
although there is a significant correlation between
religiosity and purchase intention (r = 0.647) but rejection
of H3 shows that the relationship is not direct and the
variable of religiosity affects the consumers’ purchase
intention by affecting the veil involvement. The result is
inconsistent with the results reported by Masod and
Chin (2014) and Lindndge (2005) that emphasized the
direct relationship and effect of religiosity on the
behavioral mtention of consumers. Moreover, rejection
of H4 indicates that in spite of significant correlation
between subjective norm and purchase intention (r =
0.653) but the relationship is not direct and affects the
purchase intention by affecting on the veil involvement.
The result is compatible with the results by Han and Ryu
(2012), Kim et al. (2013) and Yang and Jolly (2009).
Confirmation of H5 shows a sigmficant relationship
between involvement and purchase intention. This means
that consumers with high involvement have a higher
purchase mtention. The result 13 consistent with the result
reported by Chen et al (2009, 2010). Moreover,
confirmation of H1 and H2 mndicates new findings of the
relationship between religiosity and subjective norm and
veill imvolvement. The model shows the direct and
significant relationship between religiosity and subjective
norm. This means that subjective norm affected and is
affected by religiosity. If we consider religiosity as one of
personal dimensions of human and subjective norms of
the society based on its social aspect, the results
emphasize that women with high religiosity and subjective
norms of veil enjoy from higher levels of veil involvement;
that 1s this group of women give more importance to veil
and further perceive its relationship with them.

In addition, the results indicate the strong relationship
between veil involvement and purchase intention of veil
clothing as the index of the use of veil. In general, results
show that some points should be considered to enhance
the level of the use of veil clothing and women's tendency
to the greater use of veil. First, reinforcement of religiosity
dimensions i women. Greater familiarity of women with
the religion aspects and their tendency to comply with its
recommendations can finally lead to the enhancement of
demand and purchase intention of veil clothing. Secondly,
we should try to transform veil mto a positive norm.
Women’s presence in the environment where veil is
considered as a value norm results in the improvement of
the purchase intention of veil clothing. On the one hand,
all above cases 1s possible if women achieve a high level
of veil involvement and this is possible by informing
women and society about the veil i1ssue. Involvement
includes the dimensions of product involvement,
purchase decision  involvement, consumption
involvement and advertisement involvement. This means
that level of women's nvolvement in all aspects should be
increased in order to enhance veil mvolvement; that is
product mvolvement level and purchase decision should
be promoted by introducing and increasing the variety of
appropriate veil clothing and easy access to these
clothes, appropriate unbiased advertisement based on
scientific principles can increase involvement level of
women’s promotions and consumption and advertising
involvement of women can be developed by attention,
encouragement and respect for consumers and women
who have chosen veil clothing to participate and work
community. These cases with regard to the direct
significant relationship between involvement and
purchase intention result in the increased purchase
intention of women of this type of clothing.

REFERENCES

Abdolhamid, V., 2009. A Systematic Approach to
Religious. Strategic Institute of Tslamic Studies.
Mashhad, IRAN,.

Amaro, S. and P. Duarte, 2015. An integrative model of
consumers' intentions to puwchase travel online.
Tourism Manage., 46: 64-79.

2620



Int. Business Manage., 10 (14): 2624-2631, 2016

Bakar, A., R. Lee and C. Rungie, 2013. The effects of
religious symbols in product packaging on Muslim
consumer responses. Australa. Marketing T, 21:
198-204.

Bian, Q. and S. Forsythe, 2012. Purchase intention for
luxury brands: A cross cultural comparison. J. Bus.
Res., 65: 1443-1451.

Chen, Y.C.,, R.A. Shang and A K. Lin, 2009. The intention
to download music files in a P2P environment:
Consumption value, fashion and ethical decision
perspectives. Electron. Commerce Res. Appl., 7
411-422.

Chen, Y.H,I.C. Hsuand C.C. Lin, 2010. Website attributes
that increase consumer purchase intention: A conjoint
analysis. J. Bus. Res., 63: 1007-1014.

Cheng, S. and T. Lam, 2008. The role of the
customer-seller relationship in the intention of the
customer to complaini A study of Chinese
restaurateurs. Intl. J. Hospitality Manage., 27 552-562.

Cleveland, M. and W. Chang, 2009. Migration and
materialism: The roles of ethnic identity, religiosity
and generation. J. Bus. Res., 62: 963-971.

Das, G., 2014a. Factors affecting Indian shoppersx
attitude and purchase intention: An empirical check.
I. Retailing Consum. Serv., 21: 561-569.

Das, G., 2014b. Linkages of retailer awareness, retailer
association, retailer perceived quality and retailer
loyalty with purchase intention: A study of Indian
food retail brands. J. Retailing Consum. Serv., 21:
284-292,

Das, G, 2014c. Linkages of retailer personality, perceived
quality and purchase mtention with retailer loyalty: A
study of Indian non-food retailing. J. Retailing
Consum. Serv., 21: 407-414.

Drossos, DA, F. Kokkinaki, GM. Giaglis and
K.G. Fouskas, 2014. The effects of product
involvement and impulse buying on purchase
intentions in mobile text advertising. FElectron.
Commerce Res. Appl., 13: 423-430.

Eid, R. and HE. Gohary, 2015. The role of Islamic
religiosity on the relationship between perceived
value and tourist satisfaction. Tourism Manage., 46:
477-488.

Han, H. and K. Ryu, 2012. The theory of repurchase
decision-making (TRD): Tdentifying the critical factors
in the post-purchase decision-making process. Int. J.
Hosp. Manage., 31: 786-797.

Hansen, T., JM. Jemsen and H.S. Solgaard, 2004.
Predicting online grocery buying intention: A
comparison of the theory of reasoned action and the
theory of planned behavior. Int. J. Inform. Manage.,
24: 539-550.

Hawlkins, DI, R.J. Best and K.A. Coney, 2004. Consumer
Behavior: Building Marketing Strategy. 9th Edn.,,
MeGraw-Hill Irwin, Bostor, [ISBN: 13-978007121 4698,
Pages: 790.

Hong, I.B. and H.S. Cha, 2013. The mediating role of
consumer trust in an online merchant in predicting
purchase mtention. Intl. J. Inf. Manage., 33: 927-939.

Jamal, A. and J. Sharifuddin, 201 5. Perceived value and
perceived usefulness of halal labeling: The role of
religion and culture. T. Bus. Res., 68: 933-941.

Jimenez-Parra, B., S. Rubio and M.A.V. Molina, 2014. Key
drivers in the behavior of potential consumers of
remanufactured products: A study on laptops in
Spain. I. Cleaner Prod., 85: 488-496.

Joung, HM. and N.J. Miller, 2006. Factors of dress
affecting self-esteem 1n older females. J. Fashion
Marketing Manage. Intl. T, 10: 466-478.

Khare, A., A. Mishra and C. Parveen, 2012. Influence of

fashion clothing
mvolvement among Indian women. J. Fashion
Marketing Manage. Intl. 1., 16: 42-63.

Kim, E., S. Ham, I.S. Yang and J.G. Choi, 2013. The roles of
attitude, subjective norm and perceived behavioral
control m the formation of consumers' behavioral
intentions to read menu labels in the restaurant
industry. Intl. J. Hospitality Manage., 35: 203-213.
Lertwarmawit, A and R. Mandhachitara, 2012.
Interpersonal effects on fashion consciousness and
status consumption moderated by materialism in
metropolitan men. I. Bus. Res., 65: 1408-1416.

Liang, A. R.D. and W M. Lim, 2011. Exploring the online
buying behavior of specialty food shoppers. Intl. T.
Hospitality Manage., 30: 855-865.

Limndnidge, A., 2005. Religiosity and the construction of a
cultural-consumption identity. J. Consum. Mark., 22:
142-151.

Mansour, M. and F. Ali, 2011. Statistical Analysis by
SPSS. Ketabenow Publication, Tehran, IRAN,.

Masod, A. and T.A Chin, 2014, Determining
socio-demographic, psychographic and religiosity of
green hotel consumer in Malaysia. Proc. Social Behav.
Sci., 130: 479-489.

O'Cass, A., 2000. An assessment of consumers product,
purchase decision, advertising and consumption
involvement in fashion clothing. J. Econ. Psychol., 21:
545-576.

Park, EJ, EY. Kim and J.C. Forney, 2006. A structural
model of fashion-oriented impulse buying behavior.
I. Fash. Marlket. Manage., 10: 433-446.

Peter, P. and J.C. Olson, 2010. Consumer Behavior and
Marketing Strategy. MceGraw-Hill, New York, ISBN-13:
9780071267816, Pages: 554,

collective sell esteem on

2630



Int. Business Manage., 10 (14): 2624-2631, 2016

Sood, T. and Y. Nasu, 1995. Religiosity and nationality: An
exploratory study of their effect on consumer
behavior in Japan and the Umited States. J. Bus. Res.,
34:1-9.

Tobacyk, J.I., BJ. Babin, 1.8. Attaway, S. Socha and
D. Shows et al., 2011. Matenalism through the eyes of
Polish and American consumers. J. Bus. Res., 64:
944-950.

Vieira, A.L., 201 1. Interactive LISREL in Practice. Springer,
Berlin, Germany, ISBN: 978-3-642-18043-9, Pages: 87.

Wang, S.W., 2014. Do global airline alliances influence the
passenger's purchase decision?. J. Air Transp.
Manage., 37: 53-59.

Wang, X, C. Yuand Y. Wei, 2012. Social media peer
communication and impacts on purchase intentions:
A consumer socialization frameworle. J. Interac.
Marketing, 26: 198-208.

Wang, Y.S.,, CH. Yeh and Y W. Liao, 2013. What
drives

online content services?. The moderating role

purchase mtention i the context of

of ethical self-efficacy for online piracy. Intl T.

Inf Manage., 33:199-208.

ST., GP. Moschis and T. Davis, 2011.

Antecedents of materialism and compulsive buying:

A life course study in Australia. Aust. Market. T., 19:

247-256.

K. and L.D. Jolly, 2009. The effects of

consumer perceived value and subjective norm

data
American and Korean consumers.
Consum. Serv., 16: 502-308.

Zhang, B. and JH. Kim, 2013. Luxury fashion
consumption n China: Factors affecting attitude and

Weaver,

Yang,

on mobile service adoption  between

I. Retailing

purchase mtent. J. Retailing Consum. Serv., 20: 68-79.

2631



	2624-2631 - Copy_Page_1
	2624-2631 - Copy_Page_2
	2624-2631 - Copy_Page_3
	2624-2631 - Copy_Page_4
	2624-2631 - Copy_Page_5
	2624-2631 - Copy_Page_6
	2624-2631 - Copy_Page_7
	2624-2631 - Copy_Page_8

