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ABSTRACT

It cannot be denied that purchase intention and actual purchase have been extensively
studied by previous researchers. However, most of the studies related to actual
purchase were undertaken in developed countries, and not much has been done in
developing countries, such as Yemen. Empirical studies related to the actual
purchase of local products in Yemen are limited. Therefore, this study attempts to
examine the relationship between patriotism, trust, advertising, price, quality,
masculine culture, family, government support and intention and their influence on
actual purchase behaviour of consumers in Yemen. This research framework was
built and tested based on the Theory of Planned Behaviour (TPB). In general, this
study involved ten latent variables, eight exogeneous variables and two endogenous
variables. The research instrument consisted of 78 items adapted from previous
studies. Questionnaires were distributed to 1,000 respondents in 50 schools in Yemen.
Of those, only 711 questionnaires were returned and could be used for analysis.
Analysis was performed using SEM. The results show that intention, patriotism,
quality and government support have positive and significant impact on actual
purchase. It also shows that patriotism, masculine culture and family have a
significantly positive effect on intention, whilst trust, advertising, price, masculine
culture, and family do not have a significant effect on actual purchase. The findings
of the study also show that purchase intentions have an intervening effect on the
relationship between patriotism, masculine culture, and family with the actual
purchase. In summary, the TPB is an appropriate basic theory as it can explain the
relationship between the variables, whereby the constructed model has shown a good
goodness-of-fit index. This study also discusses past empirical findings and practical
implications and applications for Yemen, as well as the need to conduct further
research related to actual purchase.

Keywords: Actual purchase of local Brand, Patriotism, Family and Government
Support, Structural Equation Modeling, Yemen



ABSTRAK

Tidak dapat disangkal bahawa niat dan pembelian sebenar telah banyak dikaji oleh
penyelidik terdahulu. Namun kebanyakan kajian berkaitan pembelian sebenar ini
dilakukan di negara maju, dan masih kurang kajian berkaitannya dilakukan di negara
sedang membangun seperti Yaman. Kajian empirikal berkaitan pembelian sebenar
produk tempatan di Yaman adalah terhad. Oleh itu, kajian ini cuba mengenalpasti
hubungan antara patriotik, amanah, iklan, harga, kualiti, budaya maskulin, keluarga
sokongan kerajaan dan niat dalam mempengaruhi tingkah laku pembelian sebenar
pengguna di Yaman. Kerangka kajian ini dibina dan diuji berdasarkan kepada Teori
Tingkahlaku Terancang (TPB). Secara keseluruhannya kajian ini melibatkan sepuluh
pembolehubah pendam, lapan pembolehubah eksogeneous dan dua pembolehubah
endogenous. Instrumen kajian terdiri daripada 78 item yang diadaptasikan daripada
kajian terdahulu. Soal-selidik diedarkan kepada 1000 responden di 50 buah sekolah
di Yaman. Daripada itu, hanya 711 soal-selidik diperolehi kembali dan dapat
digunakan untuk tujuan analisis. Analisis dilakukan menggunakan SEM. Dapatan
kajian menunjukkan bahawa niat, patriotik, kualiti dan sokongan Kkerajaan
mempunyai kesan positif dan signifikan ke atas pembelian sebenar. la juga
menunjukkan patriotisme, budaya maskulin dan keluarga memberi kesan positif dan
signifikan terhadap niat, manakala amanah, iklan, harga, budaya maskulin, dan
keluarga tidak mempunyai kesan yang besar ke atas pembelian sebenar. Dapatan
kajian juga menunjukkan bahawa niat pembelian mempunyai kesan pencelah dalam
hubungan antara patriotik, budaya maskulin, dan keluarga dengan pembelian
sebenar. Sebagai rumusan, TPB sesuai dijadikan sebagai teori dasar kerana mampu
menjelaskan hubungan antara pembolehubah yang mana model yang dibina telah
menunjukkan goodness of fit index yang baik. Kajian ini juga membincangkan
penemuan empirikal lalu dan implikasi praktikal dan aplikasi bagi negara Yaman,
serta keperluan untuk menjalankan penyelidikan lanjutan berkaitan pembelian
sebenar.

Katakunci: Pembelian Sebenar, Produk Jenama Tempatan, Patriotik, Keluarga dan
Sokongan kerajaan, Structural Equation Model, Yaman
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CHAPTER ONE
INTRODUCTION

1. 1. Overview

This section is an overview of the chapter outline. It contains the research
background of the study. It also elaborates on the problem statement, research
objectives, research questions, research justification, the significance of the study and

new contribution to knowledge.

1. 2. Research Background

The Republic of Yemen (Yemen), a country located on the Arabian Peninsula in
Southwest Asia and has an area of some 531,870 square kilometers. Yemen is
considered as one of the poorest countries in the world with a low standard of public
health and education, a high population growth rate, a low degree of service
accessibility, and widespread poverty. With an estimated 35% of the population
living under the household poverty line, Yemen is classified as one of the least

developing countries (Albawaba Business, 2013).

Yemen is a low income country that is highly dependent on declining oil
resources for revenue. Petroleum accounts for roughly 25% of gross domestic
product GDP and 70% of government revenue. Yemen has tried to counter the
effects of its declining oil resources by diversifying its economy through an
economic reform program initiated in 2006 that is designed to bolster non-oil sectors

of the economy, as well as foreign investment. Despite these ambitious endeavors,
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