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ABSTRACT

Consumer behavior issues have become more heterogeneous because of cultural
differences. This phenomenon makes it progressively important to understand factors
impacting it. As such, this study examined the determinants of consumer buying
behavior among Saudis and expatriates living in Riyadh, the capital city of the
Kingdom of Saudi Arabia. Initially, this study discovered the role of religious
orientation as a mediator between the relationships of luxury values, ethical value,
media, word of mouth, price, motivation, and perceived cultural importance taken
with consumer buying behavior. Partial Least Squares Method algorithm and
bootstrap techniques were used to test the study hypotheses. The results provided
support for most of the hypothesized relationships of the study. Specifically, ethical
value, luxury values, motivation, price, and religious orientation were found
significantly/positively related to consumer buying behavior which benefits the
consumers. Also, creating value for the community was significantly/positively
related to forms of consumer buying behavior. Additionally, religious orientation
mediated between the relationships of ethical values, and perceived cultural
importance taken with consumer buying behavior which showed consumers’ strong
inclinations towards their ethical values and cultural perceptions. However, while
creating value for the word of mouth, and price, a lack of significant relationship
with religious orientation was found. As a whole, the results of mediation and other
variables indicated that most of them were significant. The outcomes of this research
seek to support industry and business practitioners in understanding the behavior of
Saudis and expatriate consumers, and in using the findings to formulate strategies
that enhance their competitiveness in the market. Finally, this research attempts to
enrich marketing literature by providing empirical evidence on Saudis’
consumption behavior from the perspective of the Muslim population.

Keywords: Luxury Values, Ethical Value, Religious Orientation, Consumer Buying
Behavior.



ABSTRAK

Tingkah laku pengguna akan menjadi lebih heterogen kerana perbezaan budaya.
Fenomena ini menjadikan pemahaman terhadap faktor-faktor yang memberikan
kesan terhadapnya lebih penting. Kajian ini menyelidik penentu tingkah laku
pembelian pengguna dalam kalangan rakyat Arab Saudi dan ekspatriat yang tinggal
di Riyadh, ibu kota Kerajaan Arab Saudi. Kajian ini mendapati peranan orientasi
agama sebagai orang tengah kepada hubungan antara nilai-nilai mewah, nilai etika,
media, dari mulut ke mulut, harga, motivasi, kepentingan tanggapan budaya dan
tingkah laku pembelian pengguna. Kaedah algoritma kuasa dua terkecil separa atau
Partial Least Squares (PLS) dan teknik bootstrap telah digunakan untuk menguji
hipotesis kajian. Keputusan menyokong kebanyakan hubungan hipotesis kajian.
Nilai-nilai khusus etika, nilai-nilai mewah, motivasi, harga dan orientasi agama
adalah signifikan dan berkait secara positif dengan nilai mewah dan tingkah laku
pembelian pengguna yang memberi manfaat kepada pengguna. Walau
bagaimanapun, mewujudkan nilai untuk masyarakat adalah signifikan dan berkait
secara positif dengan pembentukan tingkah laku pembelian pengguna. Selain itu,
orientasi agama mengantara hubungan antara nilai-nilai etika, kepentingan
tanggapan budaya dan tingkah laku pembelian pengguna serta meletakkan pengguna
secara signifikan dan berkait secara positif dengan nilai-nilai etika, dan mengetahui
kepentingan budaya. Tambahan pula, semasa mencipta nilai dari mulut ke mulut,
harga dan media (iklan) berkaitan dengan tingkah laku pembelian pengguna adalah
signifikan dan berkait secara negatif dengan orientasi agama. Tambahan pula,
keputusan pengantaraan dan pemboleh ubah lain menunjukkan bahawa kebanyakan
daripadanya adalah penting lebih-lebih lagi apabila hasilnya menunjukkan bahawa
orientasi agama mempunyai pengantaraan penuh ke atas hubungan antara nilai-nilai
etika; kepentingan tanggapan budaya dan tingkah laku pembelian pengguna. Hasil
penyelidikan akan membantu industri dan pengamal perniagaan untuk memahami
tingkah laku pengguna Arab Saudi dan ekspatriat dengan menggunakan strategi yang
dirangka bagi meningkatkan daya saing mereka di pasaran. Tambahan pula, kajian
ini akan memperkayakan literatur pemasaran dengan menyediakan bukti empirikal
tingkah laku penggunaan di Arab Saudi dari perspektif masyarakat Islam.
Sumbangan, batasan, dan implikasi kajian turut dibincangkan.

Kata kunci: Nilai Mewah, Nilai Etika, Orientasi Agama, Tingkah laku pembelian
pengguna.
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CHAPTER ONE

INTRODUCTION

1.1 Background of Study

Scholars worldwide consider consumer buying behavior as a science of individuals
wherein different environmental and cultural aspects of people play significant roles
in shaping consumer’s decisions about buying products or services (Teimourpour &
Hanzaee, 2011). In that regard, it is useful to notice that the transportation sector is
one of the services whose overall performance has been visibly affected by the
people’s culture worldwide, especially in the Kingdom of Saudi Arabia (KSA).
According to the Saudi ministry of higher education (MoHE, 2010), the
transportation sector in KSA is a significant and critical channel that provides a

satisfactory environment to venture capitalists for investing into different areas.

Nowadays, understanding significant nuances of marketing and its sub stream like
consumer behavior has become a very important component for the success of any
company, organization or business (Kaplan & Haenlein, 2009). Due to the fact that it
contributes greatly to the success of an organization, it basically enables the creation
of business awareness and enhances the levels of consumer relationship (Verhoef,
2003). In addition, production and distribution functions are also seen to depend
largely on marketing. Nonetheless, deficiency of effective marketing strategies can

definitely lead to losing consumers, hence, marketers know that consumer buying
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Appendix A

Research Questionnaire English version

School of Business Management
Universiti Utara Malaysia

06010 UUM Sintok 2
Kedah Darul Aman, Malaysia 2\ J5 COLLEGE OF
Tel: (+604) 928 3930 | Fax: (+604) 928 5220 /¥ BUSINESS

SINTOK MALAYSIA

Dear Respondents
I am Mohamed Abu Auf, Ph.D. candidate at UUM under supervision of Assoc. Prof
Dr. Salniza M. Salleh (sall029@uum.edu.my). The researcher would appreciate

your help, in this survey which is created to provide an understanding of Religious
Orientation on the relationship between luxury value and buying behavior and
knowing their purchase intention and Actual Behavior of private cars. Therefore, the
precision and impartiality of your responses carefully reflect the extent of your
interest and concern to our access to accurate and precise results that will benefit
everyone.

The present survey is a part of my study for Ph.D. degree that tries to determine the
factors that affect using private cars in the Kingdom of Saudi Arabia.

Please be assured that your response will be treated confidentially and will be used
for the purpose of the research only. Please read the questions carefully, then reply to
them.

Thanking you in advance

Best Regards

Sincerely

PhD Candidate

Email: mabuauf@gmail.com
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PART A: Dear Respondents

In your rating please don’t forget the following points.

1- Please put (O) alongside the cell that describe your answer.

2- Some of the questions may appear to be similar, please read each question

carefully.
3- Please answer all questions.
4- Please don't circle more than one answer.

XX

10

11

Luxury Value (LV)

I believe cars are a luxury for everyone.
I think cars are a luxury for almost all people.

I consider cars are a luxury for the majority of people.

I believe cars are a necessity for the majority of

people.

I think cars are a necessity for almost all people.

I consider cars are a necessity for everyone.

Ethics (ETH)

I believe it is never necessary to sacrifice the welfare
of others.

I think using car should never psychologically or
physically harm another person.

I think if using private car harm an others, then we
should not use it.

I consider moral behaviors are actions that closely
match ideals of the most “perfect” action.

I believe should not perform an action which might in
any way threaten the dignity and welfare of another

individual.

1 2 3 4 5

Strongly Strongly
Disagree Neutral Agree

disagree Agree

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5
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XX

12

13

14

15

16

17

XX

18

19

20

21

22

23

XX

24

25

26

27

28

Media (Ads)

I think news shared in media influence people to have
private cars

I believe people like to visit car show rooms to get
new news about cars

I believe I like to rate and contribute to car
advertisement

I think when I want to buy car, I’d like to find out all

car advertisement
I consider car advertisement are attractive

I think when I want to buy car, I tend to car
showrooms advertisement

Word of Mouth (WOM)
I spoke about car advertisements much more

frequently than about any other advertisements.

I recommended car advertisements

I strongly recommend people to buy cars.

I mostly say negative things about car advertisements

to others.

I discuss the prices of products offered.
I speak about some car companies notoriety
Religious Orientation

I pray mainly because I have been taught to pray.

I think the primary purpose of prayer is to secure a
happy and peaceful life.

It is important for me to spend periods of time in
private religious thought and meditation.

If not prevented by unavoidable circumstances, I
attend mosque.

I try hard to carry my religious into all my other

dealings in life.
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29

30

XX

31

32

33

34

35

36

XX

37

38

39

40

41

XX

4

43

44

The whole religious approach is creating my religious

beliefs.

Religious is very important to me because it answer

many questions about the meaning of my life.

Motivation (MOT)

The car showroom offers me the possibility for

promotion.
The car showrooms has stability for car services

I consider car showrooms honest and coherent with
their mission.
I feel myself as a car showrooms member, loyal to
them.
I think am learning new things about cars that only car
showrooms know
In general, I think all the decisions that affect my car
choice are taken by consensus.

Price (PRC)
I think am happy with the price offered by car

showrooms.

Overall, I am satisfied from the private car prices.

I appreciate prices offered by car showrooms.

I am contented by the prices I pay for car showrooms
I am satisfied with the Offered Price for private cars.

Consumer Buying Behavior CBB

Often I visit car showrooms, just to look around or get

information rather than to make a specific purchase.
Usually each month, I look to car catalogs

Often I talk to friends and acquaintances to get

information or advice concerning car styles
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Often 1 wuse internet browser to find out new

45 2 3 4
information about cars.
46 Am subscribe with many car magazine. 2 3 4
47 private cars fits the individual personal requirements 2 3 4
Rate how important each of the following values is in your culture.
Perceived cultural importance (PCI)
. Relatively Very
Nugatory | Unimportant | Neutral important | important
Enjoying life 1 2 3 4 5
Successful. 2 3 4 5
Family security. 1 2 3 4 5
True friendship. 1 2 3 4 5
Healthy. 1 2 3 4 5
Mature love. 1 2 3 4 5
Social recognition. 1 2 3 4 5
Self-respect. 1 2 3 4 5

Part B: Demographic profile of the Respondent’s

Please tick (v) in the boxes where appropriate or fill in the details in the spaces

provided.
18 -25 26-30
Age 31-35 36-40
41 -45 46 -50
51-55 more than 56
Gender Male Female
Nationality Saudi Non Saudi
Elementary Secondary school
Educational level High school Diploma
Graduate Postgraduate
less than
3000 3001 - 10000

monthly income in SAR

10001 - 15000

20001 - 25000

15001 - 20000
more than
25000

THANK YOU
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Appendix B

School of Business Management
Universiti Utara Malaysia

06010 UUM Sintok = =

Kedah Darul Aman, Malaysia COLLEGE OF
Tel: (+604) 928 3930 | Fax: (+604) 928 5220 Nty BUSINESS

SINTOK MALAYSIA

Research Questionnaire Arabic version
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Composite Reliability

Average “ariance Extracted (&VE)

Appendix C
Measurement Model

Composite Reliability

CEE ETH LV MR MOT  PCI PRC RO WOH

Average Variance Extracted (AVE)

CBBE ETH LV MR MOT PCI PRC RO WOH
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Frequency

Frequency

Appendix D
Structural Model

WOH -> RO

35

30

25 1

20 1

15 1

10

020 015 010 -D.05  0.00 0.05 0.10 0.15
Fath Coefficients

WOH -> RO

5,000 -
4,500 1
4,000 -
2,500 -
2,000 -
2,500 1
2,000 1
1,500 4
1,000 1

500 A

0.0000000
Indirect Effects
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Frequency

35

30

25 1

20 1

15 1

10

WOH -> RO

-0.20 -0.15 -0.10 -0.05 0.00 0.0s 0.10

Total Effects
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