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Abstract This empirical research investigates the influence of four predictors of actual purchase of local brand in
Yemen. The exogenous variables examined are trust, advertising, family and purchase intention against actual purchase as
the endogenous variable. Past validated instruments are used to measure the variables specified namely, trust (7 items),
advertising (8 items), family (7 items), purchase intention (8 items) and actual purchase (6 items). The study employs
quantitative research design by administering primary data collection via questionnaire. A total of 1000 questionnaires were
distributed to school staff who represents local respondents in Yemen whereby 711 responses were returned representing
71 percent response rate. Structural Equation Modeling (SEM) was employed to analyze the relationships among the
variables. The goodness of fit indices of the revised model indicate adequate fit (GFI=.989, RMSEA=.017, RATIO
CMIN/DF=1.158, P-VALUE=.264). The regression parameter estimates show four significant relationships between trust
& actual purchase (=322, CR=4.474, P<.001); advertising & actual purchase (=240 CR=3.339, P<.001); purchase
intention & actual purchase (f=..442,CR=7.828, P<.001); as well as family & purchase intention (=537, CR=8.735,

P<.001). These findings are discussed in the context of actual and intend purchase of local brands in Yemen.
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1. Introduction

This study empirically investigates the influence of trust,
advertising, family on intention and actual purchase of local
brand in Yemen. The main issue that triggers this study is
that there is a low actual purchase behavior for local
product/brand in Yemen as evidence by the increase in the
imported products. "The imported products inside the
country increased by 14.1 % from 2006 to 2007 and
12.3 %from 2007 to 2008"[1]. Similarly, according to
Al-Smeh[2], "the Yemeni government is spending 32 billion
to import foreign products while local products are
available". In addition, some Yemeni companies 4.5% (50)
went bankrupt in 2007 and 2008. According to[l], "ever
since Yemen opened its market to foreign products, they
faced great competition and local production became
non-progressive and local industries needed rehabilitation
which consequently led to the incapability of these industries
to compete with foreign product and some institutions went
into bankruptcy" Yemen Annual Economic Report[1].

In advanced countries, consumers are inclined to purchase
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their local products but in the developing and the less
developed countries like Yemen, consumers usually prefer
imported products, believing that local products are not as
good as their counterpart imported ones[3],[4]. In line with
this, Zafar et al.,[5] confirmed that consumers in a developed
economy country have a tendency to purchase domestic
product first, followed by products from similar level of
developed economy, and then goods from less developed
economy countries.

2. Problem Statement

From the research issues discussed above, several problem
statements can be derived.

The first problem is that there are several fragmented
model and inconsistent finding revealed by the previous
studies that investigate the actual purchase and purchase
intention of local product. As evidenced in some of prior
studies, some authors have considered four factor
model[6],[7]; ten factor model[8],[9]. Thus, this problem
leads to disagreement on what are the significant predictors
that affect intention and actual purchase of local product.

In addition, research problem rests on lack of study
examining predictor of actual purchase of local products or
brand in Yemen[10],[11]. Past studies in actual purchase
were conducted in other countries such as in Slovenia[12]
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and Malaysia[9].Moreover, there are lack of studies that used
underpinning theory such as TPB in local product/brand
setting[13],[14]. Most use TPB in other setting like internet
banking[15],[10]; technology[16]. Hence, this study
attempts to seal these gaps.

3. Research Objectives

The main objective of this study is to investigate the
influence of trust, advertising, family on intention and actual
purchase of local product brand in Yemen. Basically, the
specific objectives are:

1. To examine the direct effects of purchase intention,
trust, advertisement, family on actual purchase behaviour
toward local product/brand in Yemen.

2. To examine the direct effects of trust, advertisement,
family on purchase intention.

4. Literature Review

4.1. Purchase Intention and Actual Purchase

Actual purchase is linked to the real purchase of the local
product/ brand, Purchase intention is defined as an “individ
ual’s readiness and willingness to purchase a certain
product or service”’[17]. Similarly, purchase behavior is
defined by the dictionary of business management (http://w
ww.businessdictionary.com) as, “decision processes and
consumer involvement in purchasing and using product” or
simply as purchasing goods and services for personal
consumption[18]. According to Kotler and Armstrong[19],
actual purchase behavior is evident when a consumer goes
through all the relevant steps of a purchase.

Actual purchase behavior of local product/brand is defined
as consumers in different parts of the world having different
abilities in terms of actual purchase to select between local
and foreign products brands. Along the same line, local
product/brand has been defined by Kotler and Armstrong
[19], as a local brand that belongs to local, international, or
global firms. The term local brands are defined as a group
that belongs to one country or in a restricted geographic
location. Local brands provide a link between the national
economy and individual well-being.

4.2. Trust and Actual Purchase

Various researches have revealed trust as the highly
contributing variable for purchase behavior when it comes to
local or foreign products[20],[21]. Trust is a factor that
cannot be created overnight and entirely depends on the
relation between the two parties[22]. According to Rousseau
[23], consumer trust relies on the willingness of the
consumer to be emotionally tied and belief is the variable
found to have a role in increasing the level of trust.

4.3. Advertisement and Actual Purchase

According to Kotler and Armstrong[19], advertising can
directly influence the purchase behavior decision. It does this
by creating awareness, providing product information and
helping consumer determine the worth and quality of the
product, thus helping them to decide on the best purchase
option.

In addition, findings of previous studies regarding
purchase intention as antecedent of actual purchase reveal
significant positive relationships[7],[8],[24],[13].

However several past studies found that trust has a direct
positive relationship with purchase intention and significant
negatively relationship[25] and an insignificant relationship
[26]. Thus, inconsistent findings were found in the literature
opting for the necessity of this study to help clarify these
equivocal results.

4.4. Family and Actual Purchase

According to past studies in social factors/subjective norm:
family and advertisement, a positive relationship exists
between subjective norm and purchase behavior[27], [7],
[13],[28] as well as negative[29].

Therefore, hypotheses of this study are as follows: HI
purchase intention has a significant and positive influence to
actual purchase, H2 Trust has a significant and positive
influence to purchase intention, H3 Advertisement is related
significantly and positively to purchase intention, H4 Family
has significantly and positively relationship with purchase
intention, H5 Trust has a significant and positive influence to
actual purchase, H6 Advertisement is related significantly
and positively to actual purchase.

5. Underpinning Theorir): Theory Of
Planned Behavior (TPB)

The Theory of Planned Behavior confirms that actual
behavior is a direct function of behavior intention and
perceived behavior control and that behavior intention is a
function of attitude toward behavior, where attitude is
defined as the individual’s negative or positive feelings
towards performing a behavior.

Subjective norm is considered as the perception of an
individual on whether people who matter to him should
expect the behavior to be done or not. The contribution of the
opinion of important people in his life is weighed against the
motivation of his complying to do according to the opinion.
Therefore, subjective norm can be wholly expressed as the
total sum of the individual’s perception of his motivation
assessments of all the important people.

6. Methodology

The study employs quantitative research design by
administering primary data collection via a questionnaire.
This study is conducted in Yemen. The Republic of Yemen
is a country located on the Arabian Peninsula in Southwest
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Asia with an estimated population of more than 26 million
people. A total of 1000 questionnaires were distributed to
school staff who represents local respondents in Yemen
whereby 711 responses were returned representing 71
percent response rate. Past validated instruments are used to
measure the variables specified namely, trust (7 items),
advertising (8 items), family (7 items), purchase intention (8
items) and actual purchase (6 items).

Structural Equation Modeling (SEM) was employed to
analyze the relationships among the variables.

7. Finding

The goodness of fit indices of the revised model indicate
adequate fit (GFI=.989, RMSEA=.017, RATIO CMIN/DF=
1.158, P-VALUE=.264). The regression parameter estimates
show four significant relationships between trust & actual
purchase (f=.322, CR=4.474, P<.001); advertising & actual
purchase (=.240 CR=3.339, P<.001); purchase intention &
actual purchase (p=..442,CR=7.828, P<.001); as well as
family & purchase intention (f=.537, CR=8.735, P<.001).
These findings are discussed in the context of actual and
intend purchase of local brands in Yemen.

However, the regression parameter estimates shown two
insignificant relationships between advertisement and
purchase intention (f=-.042, CR= -.605, P<. =.545), also the
result show that trust has insignificant relationship with
purchase intention (f=-.043, CR=.653, P =.514).

Table 1. Regression weights

Estimate | S.E. C.R. P
H 3 advertising > intention 042 021 605 | 545
H 4 family - intention 537 0718 | 735 | e
H 2 trust - intention 043 014 653 | s14

H 1 actual purchase - intention an 0447 | 828 | wxn

H 5 trust - actual purchase

322 012 | 4474 | ***

H 6 advertising = actual .240 .017 | 3.339 | ***

Standardized estimates
Chi-square= 30.098
P=264
CMINDF=1.158
CFl=998
GFI=989
AGFI= 976
54 NFI=984

DT, RMSEA= 017
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Figure 1. Direct Hypotheses Testing Results of Revised Model

8. Discussion

The present study reveals that the influence of four
predictors of actual purchase of local brand on Yemeni
consumers trust, advertisement, family and intention are the
significant positive antecedents of actual purchase towards
local brands.

The significant influence and local product brand of
intention, trust, advertisement and family indicates that the
Yemeni consumers consider their concept and need for trust
and advertisement to be in local product brand then like to
prefer and purchase local product if local product has good in
quality. This replicates and support the finding by the past
studies[7],[8],[24].

The significant impact of local product brand on perceived
intention and family emotional value on local brands reveals
that Yemeni consumers prefer local brand because of
patriotism and emotional among the consumers, higher of
Yemen, supported the findings by a number of previous
studies[8],[7].

Significant impact of family and intention on actual
purchase of local brands indicates that the Yemeni
consumers are more emotional oriented rather than
functional value for shopping. The significant positive
impact of local product brand on purchase intention of global
and local brands reveals that the Yemeni consumers may buy
global or local brands regardless of how they perceive the
brand.

9. Conclusions and Implication

The present study concludes that the factors namely trust,
advertisement and purchase intention directly influence
actual purchase of local product brand in Yemen. And also
trust, advertisement and family directly influence the
purchase intention in the case of local brands. Intention, trust
and advertisement are the other important predictors of the
actual purchase. Family is other important predictor of
purchase intention. The study provides valuable implication
for the existing Yemenis brand. The local and foreign
companies are advised to focus on trust, advertisement and
family in order to make a great appeal on their product. The
advertising campaigns could impact emotionally appealing
messages stressing the trust of local brands. While projecting
the products features they are advised to focus on improving
the self concept of the consumers. Yemeni companies are
advised to go for aggressive strategies to improve the
customer’s perception on local brands in terms of quality and
trust value like “Be Yemeni; buy Yemen”, “proud to be a
Yemeni”. The strategic alliances, licensing agreements or
joint ventures are the important strategies to sell the local
brand under global brand name with higher status and
quality.
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