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ABSTRACT

Title: “Original vs Smell-alike. A study of purchase intention drivers in the perfumes category.”
Author: Inés Pinto Serina

This study aims to understand which factors influence the purchase intention of perfumes by
making a comparative analysis between original and imitation perfume brands. The latter have
the exactly same fragrance as the original perfume but they are sold at a much lower price.
Therefore, this evidence of a possible threat for original perfume retailers is going to be
demystified.

The theory of planned behavior was applied in order to understand what drives purchase
intention. Furthermore, it was hypothesized that there is a performance and social risk
associated with the purchase of perfumes and that could be the factor that differentiates the
intention to purchase original perfumes instead of imitations.

An online survey was conducted and the main findings were that attitude, subjective norms and
perceived behavioral control impact positively the purchase intention of perfumes. Moreover,
when a customer believes that there is a price-quality inference relation, they tend to have a
negative attitude towards imitation perfumes. Additionally, only performance risk influences
negatively the purchase intention of perfumes. Finally, there was no evidence of differences
between all the drivers influencing purchase intention regardless the kind of perfume.

This study would be helpful for all managers of perfumes to gain insights in a way to increase
consumers purchase intention. Improvement of quality perceptions, ensure good guarantees
supported by good services, certify easy availability of resources and opportunities and launch
marketing campaigns encouraging word-of-mouth communication are some possible strategies
presented as main conclusions.
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SUMARIO

Titulo: “Originais vs Fragrancias equivalentes. Um estudo sobre os principais determinantes
da inten¢do de compra na categoria de perfumes.”

Autor: Inés Pinto Serina

Este estudo teve como objetivo compreender quais os fatores que influenciam a intengdo de
compra de perfumes, realizando uma analise comparativa entre marcas de perfume originais e
imitacdes. Estas ultimas, tém uma fragrancia equivalente aos originais, mas possuem precos
inferiores. Consequentemente, este estudo ird desmistificar esta possivel ameaca para os
retalhistas de perfumes originais.

A teoria do comportamento planeado foi utilizada como base para entender o que impulsiona a
intencao de compra de perfumes. Além disso, foi prevista a existéncia de um risco social e de
performance associados a compra, que foram considerados fatores diferenciadores da intengao
de compra de perfumes originais ao invés de imitacdes.

Posteriormente, foi realizado um inquérito online que concluiu que a atitude, as normas
subjetivas e o controlo comportamental percecionado influenciam positivamente a intengdo de
compra. Além disso, quando um consumidor acredita na relagao prego-qualidade, este tende a
ter uma atitude negativa para com as fragrancias equivalentes. Adicionalmente, existe um risco
de performance que afeta negativamente a intencdo de compra de perfumes. Concluindo, ndo
foram encontradas diferencas evidentes entre os fatores que influenciam a intengao de compra
de perfumes originais versus imitagdes.

Por fim, este estudo sera util para gerentes de perfumes, sendo que podem aplicar estratégias
de forma a aumentar a intengao de compra. Melhorar as percecdes de qualidade, assegurar boas
garantias apoiadas por bons servigos, certificar a disponibilidade de recursos e oportunidades e
lancar de campanhas de marketing incentivando a comunicagdo boca-a-boca sdo algumas
estratégias apresentadas como principais conclusoes.
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CHAPTER 1: INTRODUCTION

1.1 BACKGROUND AND PROBLEM STATEMENT

The luxury market is overcoming the economic crisis reaching annual sales of US$ 1 trillion in
2017. The world’s 100 biggest luxury goods companies achieved a growth rate of 1 percent and
sales of US$217 billion (Arienti, 2018). Among clothing and footwear, bags and accessories,
jewelry and watches and multiple luxury goods, cosmetics and fragrances were the industries
with the highest growth rate (Arienti, 2018). In Europe, in 2017, the fragrances market grew by
2.7% reaching a value of $15.5 billion (MarketLine Industry Profile, 2018).

This growth was accompanied by two main trends in the fragrance industry: One is related to
celebrities advertising perfumes and publishing perfumes under their names. This trend has
been shown to have an impact on customer’s purchasing decisions. The other tendency derived
from the growing number of individually crafted scents constituted from natural and eco-

friendly ingredients (Statista, 2018).

Although changes and growth are a reality, this sector has faced different challenges over the
years. These challenges are related to the moderate threat posed by substitutes in this industry.
Counterfeit goods are one of these threats, costing this industry billions in lost revenues
(MarketLine Industry Profile, 2018). Accordingly, in Spain, the estimated losses can exceed
900 million euros per year (Statista, 2015). The other threat was the appearance of brand
imitations, which is a profitable marketing strategy based on similarities and which aims to
facilitate the consumers’ acceptance of a brand (Zaichowsky, 1995). Since the imitator looks
like the successful original brand, it might be credited with the original brand’s properties such
as quality, performance, reliability and origin. Furthermore, that comparison can have a
substantial impact on brand attitude and purchase (Zaichowsky, 1995). In line with this, other
authors defined “knock-off” goods as products or services that can be regarded as similar in
substance, name, shape, form, meaning or intent to a recognized product or service in the
marketplace. A significant example of this is the “smell-alikes™ of established perfumes that

are sold at lower prices (McDonald & Roberts, 1994).

When there is an intention to incorporate the name, shape, symbol, color or look of an original
brand into a new brand, it can consequently lead to the pioneer suffering losses of sales
(Zaichkowsky & Simpson, 1996). Moreover, it is important to highlight that firms make big
investments in terms of advertising (Boulding, Lee, & Staelin, 1994) and packaging (Twedt,



1968) so as to create and maintain unique associations as a way of differentiation of their
products from those of their competitors (Keller, 1993). Considering that products or services
can be easily imitated with the purpose of taking advantage of these unique associations, the
topic of brand imitation is a very interesting issue to be studied in the cosmetics and fragrances
industry. In particular, the fragrances industry has been dealing with the opening of stores such
as, Equivalenza, Refan or Ydentik that aim to use the same olfactory notes of the best-selling

fragrances worldwide while charging much lower prices.

The main objective of this research is to study consumers’ purchasing intentions with regard to
perfumes of original brands versus imitations, based upon the theory of planned behavior
(Ajzen, 1991). This theory supports that intention to perform a behavior can be predicted from
attitudes toward the behavior, subjective norms and perceived behavioral control (Ajzen, 1991).
Moreover, the intention to perform the behavior will lead to the action itself (Ajzen, 1988).
Finally, an experiment will be conducted in order to understand if the perceived risk, social and
performance, is a variable that influences the attitude and the purchase intention with regard to

perfumes.

1.2 PROBLEM STATEMENT

The purpose of this research is to study what are the main drivers of perfume’ purchase intention
across original brands versus imitation brands, based on the theory of planned behavior.

The overall goal is to analyze if there are differences in the factors influencing the purchase
intention of perfumes that have very similar olfactory notes but completely distinctive
packaging and prices. Additionally, the social and performance perceived risk will be studied
in order to understand if the risk influences the attitude and purchase intention with regard to
perfumes.

To answer the problem statement, the following research questions will be investigated:

RQ1: What are the main factors of the theory of planned behavior influencing perfumes
purchase intentions?

RQ3: Is there a perceived risk related to the purchase of perfumes?

RQ3: Do the TPB and the perceived risk explain the purchase intention differences between

original perfume brands and imitation perfume brands?



1.3 RELEVANCE

For an academical point of view, this research is highly relevant since it is the first study that
applies the theory of planned behavior to the purchase intention with regard to perfumes,
making a distinction between original brands and imitations. Many studies have relied on this
theory to predict and understand what are the main motivations to engage in a behavior.
Nevertheless, only one study focuses on factors affecting consumer purchase intent with regard
to luxury perfumes in Algeria (Chihab & Abderrezzak, 2016a) and some have applied the
theory of planned behavior to luxury and counterfeit products (Cheng, Thi, & Tu, 2011; Jain,
Khan, & Mishra, 2017; Phau, Teah, & Lee, 2009). Moreover, no study so far has analyzed
which factors influence the purchase intention with regard to imitation fragrances nor the
original perfume brands. Additionally, the concept of brand imitation has not been studied in
fragrances since the majority of the research focused on trademarks and visual similarities and
not on scents. Thus, this research will certainly add value by empirically studying the concept

of brands imitation.

With respect to managerial relevance, this research aims to provide significant data to managers
and marketeers of luxury brands and imitations. This relevant data will be crucial to better apply
marketing strategies by considering the factors that really influence perfumes’ purchase
intentions as well as by addressing the perceived risk as a possible factor that impacts

customers’ decision making.

Finally, my personal interest in this sector played a very important role in choosing this topic.
My past experience working in Perfumes & Companhia, the market leader of perfumes in
Portugal, made me question what makes customers buy luxury brands of perfumes marked with
extremely high prices, instead of low-cost perfumes that aimed to provide similar fragrances to
the originals. Besides that, the perfume is something invisible to the eyes of those around us
and it can only be smelled thus, it is extremely difficult to perceive whether the consumer is
using a perfume brand or an imitation brand. Therefore, since the possibility of being caught
by someone using an imitation is very small compared with products that can be easily
visualized, the question that prevails is: what makes customers buy the original brand instead
of the imitation? Is it because there is a perceived risk associated? From my point of view, being

able to understand what is going on in the mind of perfumes consumers is a great challenge.



To conclude, I intend to contribute with relevant data and conclusions to the fragrances sector
and consequently provide guidelines and ideas on how to improve marketing strategies. A more

in-depth knowledge of perfumes customers will surely help improve both types of business.

1.4 RESEARCH METHODS

In order to answer the previous research questions primary and secondary data will be used.
Firstly, an extended analysis of secondary data will help to build the main hypothesis of this
research. Moreover, this analysis will be crucial to define the main concepts to be studied as

well as important factors that should be considered as predictors of purchase intent.

Secondly, primary data will be collected in the form of an online questionnaire. The main
advantage of this type of survey is the fact that it is faster, cheaper and easier to do when
compared with more traditional methods (Fricker & Schonlau, 2002). The questionnaire will
be conducted with consumers of perfumes. Consumers refers to every individual that uses

perfumes of an original brand or brand imitation.

1.5 DISSERTATION OUTLINE

The structure of this research will be organized in the following manner:

The next section is devoted to Literature Review which is intended to introduce all relevant
concepts to this research such as original brands and brand imitations, the theory of planned
behavior, and the perceived risk. The development of hypotheses that will guide the study is
included in this section. The third section presents the methodology and description of the data.
Chapter four will report results and analyze them. The last chapter is dedicated to conclusions,

limitations and suggestions for further research.



CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK

This chapter covers the main topics related to the research questions and the general topic under
analysis. The first part of the literature review will focus on the concept of luxury brands
(original brands) and brand imitations. The intention is to provide some theoretical insights into
what are the main consequences of this trend for original brands and consumers. Since academic
literature is very scarce with respect to brand imitation as a concept applied to luxury brands
and, in particular, to perfumes, all the hypotheses will be built using counterfeit products as a
proxy to brand imitation. Counterfeit goods are illegal, low-priced and lower quality imitations

of products with high brand value (Lai & Zaichkowsky, 1999).

Afterwards, the Theory of Planned Behavior will be introduced, as well as its main predictors
of intention such as attitude, with a special focus on price-quality inference, perceived behavior
control, and subjective norm. Lastly, these topics are followed by the relationship between
attitude and perceived risk and its further impact on purchase intentions with regard to

perfumes.

2.1 LUXURY BRAND VERSUS BRAND IMITATION

There were already many efforts to define what is a luxury brand; however there is still a lot of
hesitation due to the subjectivity of the term (Phau & Prendergast, 2000). Luxury was created
based on consumer perceptions, and determined by personal and interpersonal motivations
(Vigneron & Johnson, 2004). Therefore, what is luxury for one individual can be merely
ordinary to another one. Thus, this inconsistency brings confusion to its conceptualization

(Phau & Prendergast, 2000).

Nueno and Quelch (1998) stated that a luxury brand is not only a premium-priced product, a
status symbol or a smart investment. From an economic perspective, luxury objects are those
with the highest price-quality relationship on the market (Kapferer, 1997). Accordingly, luxury
brands are constantly able to charge higher prices when compared to products with the same
tangible function (Mckinsey Corp, 1990). In a more romantic overview, Kapferer (1997) stated
that “Luxury defines beauty; it is art applied to functional items. Like light, luxury is
enlightening”. Summarily, the concept can be defined as multidimensional and validated by a
five-factor model constituted by conspicuousness, uniqueness, quality, hedonism and extended
self (Vigneron & Johnson, 2004). Extended self suggests that consumers use a luxury brand to

classify or distinguish themselves from others and, at the same time, to integrate symbolic



meaning into their own identity (Holt, 1995). Correspondingly, luxury imitators use this
dimension transmitted from luxury brands to enhance the self-concept and reproduce

stereotypes of affluence by consuming luxury items (Dittmar, 1994; Hirschman, 1988).

Luxury imitators or brand imitation, in a broader definition, is a profitable marketing strategy
based on similarities and which aims to facilitate the acceptance of a brand by the consumers
(Zaichowsky, 1995). Since the imitator looks like the successful original brand, it might be
credited with the original brand’s properties such as quality, performance, reliability and origin.
Furthermore, that comparison can have a substantial impact on consumers’ brand attitude and
purchase intention (Zaichowsky, 1995). In line with this concept are “knock-offs” goods or
imitators which are products or services that can be regarded as similar in substance, name,
shape, form, meaning or intent to a recognized product or service in the marketplace. A
significant example of this is the “smell-alikes” of established perfumes that are sold at lower

prices (McDonald & Roberts, 1994).

Although brand imitation is very common in convenience goods, it can also occur in luxury
products, such as perfumes. Considering that luxury products are far more expensive than
convenience products, a brand imitation is an interesting and affordable alternative. Therefore,
the more an imitator looks like the original luxury brand, the better (D’Astous & Gargouri,
2001). Moreover, brand imitations charge lower prices than original brands, which might
provide superior value if the products are as good as the original ones (Zaichkowsky &
Simpson, 1996). Nevertheless, a consequence of brand imitation for original brands may not
only be a loss of sales, but also damage to the brand equity related to the change of consumers’
attitudes towards the uniqueness of the original brand (Zaichkowsky & Simpson, 1996).
Besides that, there are two circumstances in which the original brand can be hurt. Firstly, the
consumer can be dissatisfied with the brand purchased and assign that dissatisfaction to the
original brand (Lai & Zaichkowsky, 1999). A second possibility is that the consumer can be
satisfied with the imitator brand and switch preferences to the imitator, which also offers lower
prices (Lai & Zaichkowsky, 1999). This consequential confusion and imitation strategies can
reduce the number of consumers who are loyal and repeat purchasers of original brands

(Foxman, Muehling, & Berger, 1990).



2.2 THEORY OF PLANNED BEHAVIOR

The theory of planned behavior (TPB), followed by the theory of reasoned action (Fishbein &
Ajzen, 1975, 1980), is a theoretical framework that focuses mainly on the intention of an
individual to perform a certain behavior. Both theories assume that individuals behave in a
sensible way, consider available information and ponder the implications of their actions
(Ajzen, 1988). What distinguishes them, is the introduction of perceived behavior control in the

TPB, as a determinant of behavioral intentions (Ajzen, 1988, 1991).

Intentions are considered to be good predictors which captures the motivational factors that will
lead to a particular behavior (Ajzen, 1991). In marketing, the purchase intention is a good
determinant of subsequent purchase behavior which makes it a good indicator for short-term
predictions (Morwitz & Schmittlein, 1992). Furthermore, measures of purchase intention have
been created to identify buying likelihoods for products with time frames ranging from one
week to twenty four months or more (Morrison, 1979). Indeed, it has been shown that purchase

intention possesses predictive usefulness (Jamieson & Bass, 1989; Stapel, 1971).

The TPB states that people tend to perform a behavior when this is evaluated positively, when
facing social pressure and when they believe they have the opportunities and means to do so
(Ajzen, 1988). Hence, intentions are a function of three main determinants: one personal,
another social and the third regarding issues of control (Ajzen, 1988). The personal one is the
attitude toward the behavior (Ajzen, 1988), the social one refers to subjective norms and the
perceived behavior control regards the ability to perform or not perform the behavior (Ajzen,
1988). At the basic level, the behavior is determined by salient information or beliefs (Ajzen,
1991; Taylor & Todd, 1995) that are considered to be the main determinants of an individual’s
intentions and actions (Ajzen, 1991). Three salient beliefs are determined: the attitudinal belief
which considers the possible consequences of the behavior and influences the attitude, the
normative belief that is based on normative expectations of others and determines the subjective
norms, and the control beliefs concerning resources and opportunities that influence the

perceived behavior control (Ajzen, 1991).

Few empirical studies have applied the TPB to the luxury industry. Loureiro and Araujo (2014)
based their study on this theory to understand how customers’ attitudes, perceived behavioral
control, subjective norms, and past experience influence the intention to recommend and pay

more for luxury clothing in the Brazilian market. In Algeria, a study relied on the theory of



reasoned action to understand which factors influence the purchase intention of luxury
perfumes, considering the brand image, attitude, social and functional values as well as past
behavior as main predictor of purchase intent (Chihab & Abderrezzak, 2016b). With respect to
counterfeit products, some studies applied the TPB to explain key drivers of demand for
counterfeits (De Matos, Ituassu, & Rossi, 2007; Penz & Stottinger, 2006; Phau & Teah, 2009;
Yoo & Lee, 2009).

2.2.1 ATTITUDE

Attitude is determined by attitudinal beliefs (Taylor & Todd, 1995) and concerns the degree to
which a person has a favorable or unfavorable evaluation of a behavior (Ajzen, 1988, 1991),
weighted by the evaluation of the outcome’s desirability (Taylor & Todd, 1995). The theory of
reasoned action states that an attitude with regard to a certain behavior is a direct predictor of
behavioral intention (Fishbein & Ajzen, 1975, 1980). Therefore, when there is a positive
attitude regarding buying counterfeit products, this is expects to impact purchase intention of
counterfeits in a positive manner while affects negatively the purchase intention of original
brands (Wee, Tan, & Cheok, 1995; Yoo & Lee, 2009). Hence, a positive attitude toward the
original brand would be a constraint to buying the copy due to the consumer knowledge of the
possible harm caused to the genuine brand (Tom, Garibaldi, Zeng, & Pilcher, 1998). On this

basis the following hypothesis can be formulated:

H1 a): Attitude towards imitation perfume brands has a positive effect on purchase intention of

imitation perfume brands

H1 b): Attitude towards imitation perfumes brands has a negative effect on purchase intention

of original perfume brands.

2.2.1.1 ATTITUDE: PRICE-QUALITY INFERENCE

It is commonly assumed by consumers that price and quality are variables greatly correlated,
which means that as the price of a product increases, so its quality also increases (Kardes,
Cronley, Kellaris, & Posavac, 2004). This correlation belief is frequently associated with the
notion that “you get what you pay for” (Baumgartner, 1995). Particularly, consumers tend to
associate high (low) price to high (low) quality when there is limited information about the
quality of a certain product or when the consumer cannot instantly evaluate it (Tellis & Gaeth,

1990).



The difference between consumer’s perception of an original product and a counterfeit product
can be due to these two important factors: price and quality (Huang, Lee, & Ho, 2004). Both
fall within the most important general attributes by which brands are chosen (Tellis & Gaeth,
1990). Additionally, together with poor guarantees and risks, both are directly related to the
attitude toward counterfeits (Huang et al., 2004).

Since counterfeit products are sold at lower prices it is possible to deduce that the higher the
importance of price-quality inference, the lower is the perception of quality for counterfeits

(Huang et al., 2004). Based on these arguments, it is possible to build the following hypothesis:

H1 ¢): Consumers who believe in price-quality inference will have a negative attitude toward
imitation perfume brands
H1 d): Consumers who believe in price-quality inference will have a positive attitude toward

original perfume brands

2.2.2 SUBJECTIVE NORMS

Subjective norms are formed as the individual’s normative belief (Taylor & Todd, 1995) and
are associated with the perceived social pressure to perform or not perform a certain behavior
(Ajzen, 1988, 1991), weighted by the motivation to comply with those perceived expectations
(Taylor & Todd, 1995). It considers how relatives and friends’ pressure can influence
individuals to adopt a course of conduct (Bearden, Netemeyer, & Teel, 1989). Depending on
the behavior itself, the important referents can be parents, spouse, close friends, coworkers or
even experts in the area (Ajzen, 1988). In accordance with this, the consumer susceptibility can
be informational when the expertise of others influences their behavior, or normative when
pleasing others plays an important role in the decision-making process (Bearden et al., 1989).
Generally, if a referent whose opinion an individual is motivated to comply with, thinks he/she
should perform the behavior, the individual will feel the social pressure to do so, whereas if the
referent does not think the behavior should be performed, the individual will feel the pressure
to avoid performing it (Ajzen, 1988). Regarding counterfeits, this social influence can act as
inhibitor or contributor, depending on the approval of the reference group (De Matos et al.,

2007). Based on this, the following hypothesis was formulated:

H2: Consumers who perceive that their friends/relatives approve of their behavior of buying

perfumes will have a positive perfumes purchase intention



2.2.3 PERCEIVED BEHAVIOR CONTROL

The perceived behavior control is the individual’s control belief (Taylor & Todd, 1995) and
refers to people’s perception of how easy or difficult it is to perform the behavior of interest
(Ajzen, 1988, 1991), being weighted by the perceived facilitation of the control factor (Taylor
& Todd, 1995). A consumer can have a positive attitude toward buying a product but, at the
same time, recognize that he/she cannot afford it due to the higher price (Kim & Chung, 2011).
Thus, the resources and opportunities accessible to a certain individual can define the
probability of behavioral accomplishment (Ajzen, 1991). Consequently, external and internal
factors can reduce or increase control (Penz & Stottinger, 2006). The external factors that can
lead to temporary changes in intentions are lack of opportunity and dependence upon others
(Ajzen, 1988). Internal factors, however, refer to the need for information, skills or abilities to
perform a behavior, and other emotional factors related to stress or compulsions which are more
difficult to gain control over (Ajzen, 1988). Thus, there is a positive relationship between
resources and opportunities that an individual believes him/herself to have and a negative
relationship anticipated obstacles or impediments to the perceived behavior control (Ajzen,
1991). For instance, easy access, knowledge and higher ability with regard to counterfeits will

positively influence the intention to purchase fake products (Penz & Stottinger, 2006).

H3: Perceived behavioral control will have a positive effect on perfumes purchase intention

2.4 PERCEIVED RISK

Bauer (1960) was the first author introducing the concept of perceived risk in consumer
behavior research. Perceived risk is the consumer’s perception of what is uncertain and which
can lead to the consequence of buying a certain product or service (Dowling & Staelin, 1994).
At the brand level, perceived risk is defined as the expectation of losses related to the purchase,

which expectation can act as an impediment to buying (Peter & Ryan, 1976).

The inherent risk and the handled risk are the two main components of the perceived risk. The
first one is related to the person’s perception of risk in a specific product category whereas the
second one refers to the risk of a specific brand in the product class (Bettman, 1973; Dowling
& Staelin, 1994). In addition to these components, previous studies defined different types of
perceived risks such as performance, financial, social, physical and psychological (Greenleaf
& Lehmann, 1995; Havlena & DeSarbo, 1991; Jacoby & Kaplan, 1972). These five risks were
identified as being fair in defining the overall perceived risk (Jacoby & Kaplan, 1972).
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Nevertheless, Roselius (1971) suggested time loss as the sixth variety of risk that occurs when
there are product malfunctions and consequently, a waste of time and effort, and the

inconvenience of getting the product adjusted, repaired or replaced.

Perceived risk has been used as a variable that impacts purchase intention of pirated or
counterfeit products (Cordell, Wongtada, & Kieschnick, 1996; Tan, 2002). Thus, buying
counterfeit products can have performance, financial and social risks involved (Bian &
Moutinho, 2009; Cordell et al., 1996). However, only the dimensions of social and performance
risk are of interest to this study, due to the nature of the category under analysis. The
performance perceived risk represents the possibility that something fails with the product, or
that it will not perform as expected (Cordell et al., 1996; Horton, 1976). For instance, in the
realm of software piracy, there is no warranty that the software will work as well as the original
version (Tan, 2002). In perfumery, the concept of performance is used to indicate a perfume’s
ability to make its presence noticeable. It is critical in terms of the functionality of the product
since the objective is to achieve the maximum odor effect at the lowest possible quantity (Calkin

& Jellinek, 1994).

With regard to counterfeit goods, the most important risk is the social one, which happens when
the social group that one individual belongs, or aspires to belong to, does not approve the
purchase of the counterfeit products (Wee et al., 1995). Thus, the social risk concerns the
possibility that a product or a service will influence the way others think of the individual (Tan,

2002). This can lead to exclusion or sanction when buying such products (Wee et al., 1995).

Finally, the perceived risk was shown not only to influence the purchase intention but also the
attitude, being an integral part of it (Stone & Mason, 1995). Thus, consumers’ risk averseness
negatively affects their attitude toward gray market goods (Huang et al., 2004). Hence it was
inferred that the higher the perceived risk, the lower is the probability that a consumer would
consider buying a counterfeit product (Bian & Moutinho, 2009). Based upon this, the following
hypothesis was built:

H4 a): Social risk and Performance risk negatively influence the attitude towards and purchase

intention with regard to perfumes

H4 b): The Social Risk has a larger effect than the performance risk on the purchase intention

with regard to perfume brand imitation
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H4 c): Attitude mediates the relationship between perceived risk and purchase intention of

perfumes

2.5 Conceptual Framework

Perceived Risk
Social
Performance

Price-Quality
Inference
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Figure 1: Conceptual Framework
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CHAPTER 3: METHODOLOGY

The following chapter will present in detail the methodology employed to study the subject

under analysis and to make conclusions about all the hypothesis framed in the previous chapter.

3.1 RESEARCH APPROACH

The main goal of this dissertation is to understand which factors influence the purchase
intention of perfumes. The perceived risk was introduced in the analysis in order to understand
if there is a social or a performance risk that can influence the purchase intention and the attitude
of one individual when buying an original brand or an imitation perfume brand.

The conceptual framework was designed based on an extensive literature review and will be
further tested empirically in order to identify the relationship between the variables as well as

its impact on consumers’ purchase intention.

The most commonly used research designs are exploratory, descriptive and explanatory
(Saunders, Lewis, & Thornhill, 2009). In this study, first an exploratory method was applied to
gain familiarity, insights and to acknowledge which theories already approach the subject being
studied. Afterward, an explanatory method was conducted to confirm the relationships between

the variables (Saunders et al., 2009).

A quantitative research method focuses on objective measurements collected through two
experimental designs: a pilot survey and the main survey, both administrated in Portuguese and
in English. They were performed in order to gather numerical data that was further analyzed
using statistical methods. Both methods were conducted collecting online data through
Qualtrics’ web platform and the data analyzed using the IBM SPSS tool, a statistical software
that enables the user to find quickly and easily insights in the data.

3.2 SECONDARY DATA

Secondary data was greatly used in the literature review in the form of academic articles,
journals, conference proceedings, and books. This data allowed to gather reliable information
with respect to the theory being studied as well as the main variables. Accordingly, the

secondary data formed the basis of all the hypothesis framed.
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3.3 PRIMARY DATA

Primary data was collected to answer the specific research questions and all the hypothesis
formulated. A pilot survey administered to 30 people was previously done in order to exploit
and anticipate possible issues and ensure an appropriate language to the target population. The

pilot survey was followed by the survey which was submitted via social media and e-mail.

3.3.1 DATA COLLECTION

The sampling process starts by defining the target population, which are the elements that can
provide the information sought and which will enable the researcher to make inferences.
Considering the main purpose of this research, the study of the main factors influencing the
purchase intention of perfumes, original brands versus brand imitations, it is important to
delineate that the target population is individuals who use perfumes. Therefore, to ensure that,
the first question of the questionnaire, a control question, guaranteed that only perfume users

continue with the online survey.

The fragrances category has a special issue related to the fact that a lot of people uses perfumes
but never bought them since most were offered as a gift by familiars, friends or partners. Indeed,
in the U.S gift sets correspond to 46% of fragrances’ direct sales (Statista, 2014). Thus, there is
a distinctive question that aimed to identify who usually buy their own perfumes for those who
never bought. Nevertheless, all of these consumers continued the survey since that this

distinction may bring some interest in the analysis of the data.

After determining the sampling frame, the selecting sampling technique was defined as a non-
probability sample. Accordingly, a convenience and snowball sampling were used with the
purpose of gather quickly and inexpensive information on a specialized population. However,
this sampling specification can bring a potential bias which is not recommended to generalize

the results to the population.

3.3.2 RESEARCH DESIGN

This study used a true-experimental design in which every treatment member has an equal

probability of being assigned to a group.
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The survey has six main sections: the first one is common to every individual and consists of
the control and sample characterization questions. Firstly, it is asked how frequently do
respondents use perfume and if they usually buy their own perfume. If they answer yes to this
last question, it is questioned how much did they spent on buying their last perfume (50 ml).

Then, the respondent is presented with the following information: branded perfumes are
perfumes with singular fragrances such as, Carolina Herrera, Calvin Klein, Chanel and much
more. Moreover, smell-alike perfumes are defined as brands that have multiple fragrances
similar to branded perfumes, for example Equivalenza, Refan, Ydentik and more perfumes. It
is important to explain that the concepts used were branded perfumes and smell-alike perfumes
instead of original or imitations perfumes in order to simply the consumers interpretation and
to improve the flow of the survey. Moreover, if the term imitation was used, that could bias the
respondents answers due to the negative connotation of the term. After asking which kind of
perfume they are currently using for instance, branded perfume, smell-alike or both, participants
were challenged to think about the perfume which they use most often and write below the
name or the brand of that perfume. The main purpose of this questions was to ensure that
throughout the survey they would keep in mind the perfume that they like the most, being this

the original one or an imitation that smells-alike the branded perfume.

In practice, there were two main stimulus and each individual could be randomly assigned to
questions related with an original perfume brand or to the imitation perfume brand. To avoid
some possible biases related to the purchase intention questions, some individuals were asked
these questions at the beginning of the survey whereas the other group was presented with these

questions only at the end.

Since the price-quality inference is a variable that is part of the model, both stimuli had the
information of each perfume price. The original perfume price, 72€, was defined by calculating
the average price, without discount, of 10 perfumes of 50 ml (5 for men and 5 for women) that
were on sale on Perfumes&Companhia website on November 8, 2018. For a more detailed
description the perfumes randomly chosen were as follows: Twilly D’Hermés (95.95€), Black
Opium (73€), Because It’s You (76.50€), Good Girl (89.65€), La Vies Est Belle (89€), Aqva
Pour Homme Altantiqve (69.65€), Azzaro Chrome (55.70€), Cristiano Ronaldo Legacy (55€),
Versage Man Eau Fraiche (60€) and Calvin Klein CK2 (57.65€).

Considering that the imitation perfume brands charge very similar prices between them, the

price, 12.50€, was defined considering what is charged in Equivalenza for a 50ml perfume. This
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choice was made based on the fact that Equivalenza is the imitation brand with more shops
scattered throughout Portugal and the world, being in 20 countries with more than 800 stores

in total.

The following sections correspond to the measurement of the various variables of the model,
for instance, purchase intention, attitude, perceived behavior control, subjective norms, and
perceived risk. Finally, the survey ends with demographic questions such as gender, age,

education level, monthly net household income, and occupation.

3.3.2 MEASUREMENT / INDICATORS

After the presentation of the stimulus, the first or final section of the main block, depending on
the group that the individual was allocated, is about the purchase intention of perfumes in the
forthcoming months for the branded perfume that each respondent like the most and to the
corresponding smell-alike. This variable measurement followed the construct used by Ajzen
(2002) with 3 items at a 7-point multi-item scale. Therefore, respondents had to answer the
following statements: ((“If they intend to buy the perfume in the forthcoming months
(“extremely likely — extremely unlikely”)); (“If they would try to buy the perfume in the
forthcoming months (“definitely true — definitely false”)) and (“If they plan to buy the perfume

in the forthcoming months (“strongly agree-strongly disagree”)).

This dissertation used the construct defined by Ajzen (2002) to measure all variables of the
theory of planned behavior which are attitude, perceived behavior control, and subjective
norms. Attitude toward the behavior was created pondering two components, one instrumental
represented by adjective pairs such as, (‘“valuable — worthless”), and (“harmful — beneficial”)
and the other experimental presented with (“pleasant — unpleasant”) and (“‘enjoyable —
unenjoyable”) scales. The adjectives (“good — bad”) were also introduced to access the overall

evaluation. For this construct, a semantic differential scale in a 7-point ration was used.

To measure the price-quality inference, Lichtenstein, Ridgway, & Netemeyer (1993) questions
were served as the base for all the statements presented. A 4 item 7-point Likert scale was
implemented in the following statements (“Generally speaking, the higher the price of a

99, ¢

perfume, the higher the quality”; “The old saying you get what you pay is generally true”; “A
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price of a perfume is a good indicator if its quality” and “You always have to pay a little bit

more for the best”).

Posteriorly, perceived behavior control with 4 items, measured on a 7-point scale, was
established to capture the individual’s confidence to perform the behavior (Ajzen, 2002). Two
of them apprehend people’s sense of self-efficacy which were ((“For me to buy X' perfume in
the forthcoming months (“Definitely would be possible — Definitely would not be possible))
and ((“If I wanted to I could but the X perfume in the forthcoming months (“strongly agree —
strongly disagree”)). The other two items were related to behavior’s controllability, addressing
people’s beliefs of their own behavior control measured with these statements: (“How much
control do you believe you have over buying the X perfume in the forthcoming months
(“complete control — complete no control”)) and (“It is mostly up to me whether or not I buy

the X perfume in the forthcoming months (“strongly agree — strongly disagree”)).

For the subjective norm concept, the following 3 items, measured on a 7-point scale were
defined: ((“Most people who are important to me think that (“definitely should — definitely
should not”) buy the X perfume in the forthcoming months™)); ((“It is expected of me that I buy
the X perfume in the forthcoming months (“extremely likely — extremely unlikely”)) and ((“The
people in my life whose opinions I value would (“definitely approve — definitely disapprove”)

my purchase of the X perfume in the forthcoming months™)).

Finally, to access the performance and social risk, 3 and 2 items measured on a 7-point scale
were respectively established. The performance risk statements were adapted from Sweeney,
Soutar, & Johnson (1999) originated from Jacoby & Kaplan (1972), Stone & Winter (1987) and
(Spence, Engel, & Blackwell, 1970). To be accurate in measuring all variables of the model,
the scales of the perceived risk that were previously measured at a 9-point multi-item scaled

were adapted to a 7-point multi-item scale.

Considering the performance risk, the following statements were asked: ((“There is a chance

that there will be something wrong with the X perfume (“strongly agree — strongly disagree”));

X refers to the original perfume brands or the imitation perfume brands depending on the stimulus allocated in the online
survey
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((“There is a chance that X perfume does not last long (“strongly agree — strongly disagree”))
and ((“The X perfume is (“extremely risky — not risky at all”’) in terms of how it would perform).
The concept of social risk was adapted from Jacoby & Kaplan (1972) and Featherman & Pavlou
(2003) using a 7-point Likert scale with the following statements: (“Using the X perfume will
affect the way others think of me”’) and (“Using X perfume would cause me to a have a potential

loss of status by some people whose opinion I value™).

The concepts with more than one item will be further compressed in a global variable if the

internal consistency evaluated by the Cronbach alpha value falls at least at the acceptable scale.

Framework Measure Item References
Dependent Variable Purchase Intention 3 Ajzen (2002)
Independent Variable Attitude 5 Ajzen (2002)
Independent Variable |  Price-Quality Inference 4 Lichtenstein, Ridgway, & Netemeyer (1993)
Independent Variable | Perceived Behavior Control | 4 Ajzen (2002)
Independent Variable Subjective Norm 3 Ajzen (2002)

Sweeney, Soutar, & Johnson (1999), originally from Jacoby &
Independent Variable Performance Risk 3 Kaplan (1972), Stone & Winter (1987) and Spence, Engel,
Blackwell, & Spence (1970)

Independent Variable Social Risk 2 Jacoby & Kaplan (1972) and Featherman & Pavlou (2003)

Table 1: Measurement Model

3.3.3 DATA ANALYSIS

As it was mentioned before, the data analysis was conducted using SPPS statistical software.
All variables were edited, re-coded and transcribed in order to guarantee accuracy and
precision. Immediately after this, the data was cleaned to ensure consistency check as well as
the treatment of missing responses. Therefore, all the unfinished surveys were excluded from
the analysis. Moreover, all constructs were tested with respect to reliability based on Cronbach
Alpha.

The following section will use descriptive statistics to analyze demographics and characterize
the sample. Various statistics tests were carried out to test all the hypothesis formulated for

instance, regression analysis, independent sample T-tests and ANOVA.
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CHAPTER 4: RESULTS AND DISCUSSION

This chapter aims to analyze the quantitative data collected through the survey. Firstly, there
will be a detailed characterization of the sample. Afterwards, the results obtained considering
all the hypothesis formulated will be exposed. Finally, the relationship between what was

presented in the literature review and the results of the data collected will be studied.

4.1 SAMPLE CHARACTERIZATION

There were 550 valid responses to the survey carried out in this study. However, 45 were
excluded from the analysis since they were not users of perfumes. Therefore, the total valid
sample is 505 responses. The characterization of the sample is presented in the table below and
it is divided into 3 groups: the people assigned to original perfume brands; the people assigned

to imitation perfume brands; and the total sample without discrimination.

Original Imitation  [Total
Respondents |Total # 247 257 504
Gender Female 150 171 63.7%
Male 97 86 36.3%
Age Under 20 6.1% 5.4% 5.8%
20-29 65.6% 62.3% 63.9%
30-39 6.5% 8.2% 7.3%
40-49 9.3% 9.3% 9.3%
50-59 6.9% 7.4% 71%
Over 60 5.7% 7.4% 6.5%
Country Portugal 85.8% 86% 85.9%
Germany 2.8% 3.9% 3.4%
Italy 1.6% 1.2% 1.4%
UK 0.8% 1.6% 1.2%
Brazil 1.2% 0% 0.6%
Other 7.8% 7.3% 7.5%
Education |Less than high school 1.2% 1.6% 1.4%
Professional degree 3.2% 0.8% 2%
High School 23.5% 33.1% 28.4%
Bachelor’s degree 44.9% 39.7% 42.3%
Master's degree 25.9% 23.7% 24.8%
Doctoral degree 1.2% 1.2% 1.2%
Ocupation (Student 34.8% 34.6% 34.7%
Full-time worker 44.9% 46.3% 45.6%
Unemployed 2% 1.6% 1.8%
Retired 4.5% 4.3% 4.4%
Other 13.8% 13.2% 13.5%
Income Less than 500€ 5.7% 3.1% 4.4%
501€ - 2000€ 48.6% 48.3% 48.4%
2001€-4000€ 21.8% 24.5% 23.2%
4001€-6000€ 4% 6.6% 5.4%
More than 6001€ 4.8% 2.7% 3.8%
Do not want to reveal 15% 14.8% 14.9%

Table 2: Sample characterization by group
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By analyzing the table above, the main conclusion derives from the fact that the sample is non-
probabilistic. As a result, it is not representative of the population, which implies the need for
greater care in the conclusions to be drawn. The majority of the sample are Portuguese people
(85.9%), 64% are aged 20-29 years old, 42.4% have a Bachelor’s degree and the greater number
are students or full-time workers (80.4%). Finally, the larger part has a family monthly net
income of 501€-2000€ (48.4%). The groups are quite homogeneous in the distribution between
original perfumes and imitation perfumes.

With respect to habits, 55.2% of the sample claimed that they always use perfume whereas only
13.1% mentioned wear perfume very rarely, rarely or occasionally. Thus, the sample mostly
represents frequent users of perfumes.

Contrary to the statistical evidence presented in the previous section related to the buying of
their own perfume, in this sample, 72.9% of the respondents mentioned buying their own
perfume which only corresponds to 27.1% perfume gifts. Moreover, on average, they spent
54.55€ buying their last perfume of 50ml. This information agrees with the fact that 78.2%
declared they are currently using a branded perfume whereas only 11.5% stated wearing a

smell-alike perfume.

4.2 MEASURE RELIABILITY

In order to test the reliability or internal consistency, it was used the Cronbach’s alpha
coefficient that aims to detect how closely related are a set of items as a group. Since all the
constructs are constituted with more than one item and even if they were all built considering
previous literature, it is essential to start by measuring the reliability of the items used in this
sample. According to George and Mallery (2003), Cronbach alpha values are questionable
between 0.60 and 0.69, are acceptable between 0.70 and 0.79, are good between 0.8 and 0.89

and finally are of excellent quality above 0.9.

For all the three items of purchase intention of original perfume brands and imitation perfume
brands, as well as the general purchase intention, the Cronbach alpha equals to 0.957, 0.962 and

0.967, respectively, which achieves excellent reliability.

With respect to attitude, the alpha is 0.950, which once more illustrates an excellent reliability.
Price-quality inference, constituted by four items, showed a good reliability with an alpha of
0.817. However, when deleting the item that mentions “the old saying you get what you pay is

generally true” the reliability improves to 0.826. A possible justification for this removal was
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due to the translation of the proverb into Portuguese (O barato sai caro), which does not have
the exactly some meaning of the English expression. Therefore, the removal of this item was

considered and applied.

Performance risk showed a good reliability with an alpha of 0.854 as well as social risk with an

alpha of 0.830.

With regards to subjective norms, the alpha is acceptable in terms of reliability since it is equal
to 0.774 for the three items. Nonetheless, when removing the item that declares “it is expected
of me that I buy the smell-alike/brand perfume in the forthcoming months” the alpha improves
to 0.798, which falls between acceptable and good reliability. A possible justification for the
lower consistency of this item is the fact that the interpretation may have been hard and unclear
with regard to the definitions of what “it is expected”. Hence, the removal of that item was

carried out.

Finally, the perceived behavior control that is measured by four items, only presented an alpha
of 0.689 that is considered questionable. When evaluating the Cronbach’s alpha if items were
deleted, there is no possibility of improving it, which means that if we were to delete one of the
items, the alpha would not lead to a reliability improvement. However, the author of the TPB
stated that the first two items capture the self-efficacy of perceived behavior control whereas
the last two items, the behavior’s controllability (Ajzen, 2002). When doing the Cronbach’s
alpha for self-efficacy, only two items, the reliability improves to an alpha of 0.709, which i1s
already acceptable for the analysis. Considering the two items measuring the controllability,
the alpha improves to 0.748 being acceptable as well. Nevertheless, the analysis will proceed
with all items of the perceived behavior control.

In the end, for every single variable, all items were compressed in one single variable by

conducting the mean.
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Variable Initial number Original Imitation Total Sample
of items perfume brand | perfume brand

Purchase intention original 3 0.959 0.954 0.957
Purchase intention imitation 3 0.973 0.950 0.962
Purchase intention 3 0.959 0.950 0.955
Attitude 5 0.947 0.952 0.950
Price-Quality Inference 4 0.832 0.799 0.818
Perceived behavior control 4 0.749 0.631 0.689
Self-efficacy 2 0.752 0.674 0.709
Controllability 2 0.743 0.752 0.748
Subjective norms 3 0.717 0.810 0.774
Performance risk 3 0.796 0.811 0.854
Social risk 2 0.796 0.860 0.830

Table 3: Cronbach Alpha Results before deleting items

Variable Final number of Original Imitation Total Sample
items perfume brand | perfume brand

Purchase intention original 3 0.959 0.954 0.957
Purchase intention imitation 3 0.973 0.950 0.962
Purchase intention 3 0.959 0.950 0.955
Attitude 5 0.947 0.953 0.950
Price-Quality Inference 3 0.836 0.815 0.827
Perceived behavior control 4 0.749 0.631 0.689
Self-efficacy 2 0.752 0.674 0.709
Controllability 2 0.743 0.752 0.748
Subjective norms 2 0.797 0.792 0.798
Performance risk 3 0.796 0.811 0.854
Social risk 2 0.796 0.860 0.830

Table 4: Cronbach Alpha Results after deleting items

4.3 RESULTS FROM THE HYPOTHESIS TEST

Before proceeding to the hypothesis test, it is important to remind that the purchase intention
to buy original perfume brands and imitations perfume brands was asked through three items
to every individual of the sample in order to test the hypothesis 1 and 2. For further analysis, a
general variable called purchase intention was created in order to build the general models. This
variable only contains the values of purchase intention of brand if the individual was allocated
to the brand stimulus and the values of purchase intention of imitation if the individual was
allocated to the imitation stimulus. An independent sample t-test was performed to understand
if the means for purchase intention asked at the beginning or at the end of the questionnaire
were equal. Firstly, by doing the Levene’s test there is evidence of homogeneity. Considering

equal variances assumed, the null hypothesis was not rejected, (M beginning = 3:63,VS. Mgpq =

3.85;t(503) = —1.188;p > 0.05), which implied that there are no differences between the
means of purchase intention regardless the order that has been asked. The analysis went ahead

without potential biases.

22



HYPOTHESIS 1A) Attitude towards imitation perfume brands has a positive effect on purchase

intention of imitation perfume brands

To test this effect, and considering that the dependent and independent variable are metric
variables, the following linear regression was performed between attitude towards imitation

perfume brands and purchase intention of imitation perfume brands:
Plimitation; = (o + B14AT; + &,
i=1,..,N

Where PI imitation is Purchase intention of imitation perfume brands, AT is Attitude of

imitation perfume brands and N is equal to 258 individuals.

All the assumptions required to conduct a linear regression were validated. Firstly, Durbin-
Watson statistic test confirms that the error terms are independent of each other. Moreover, the
mean of error term showed to be normally distributed and equal to zero (E{e;} = 0). The

variance of the error term is a constant and independent of value X.

The overall model is statistically significant (F(1;256) = 226.220;p < 0.001). With a R? of
0.469, the attitude explains 46.9% of the variance of imitation perfumes purchase intention. The
B, is positive and equal to 0.847 with a p < 0.001, therefore, attitude has a positive statistically
significant impact on purchase intention of imitation perfumes. Thus, on average, for every unit
increase in attitude, which implies a more positive attitude, there is an increase of 0.847 units

in the purchase intention of imitation perfumes, ceteris paribus.

Consequently, Hypothesis 1a) is verified. The null hypothesis that attitude towards imitation

perfume brands does not have an effect on purchase intention of imitation perfumes brands was

rejected.
Attitude 0.847 Purchase intention
Imitation perfumes Imitation perfumes
—* Sig - Nosig *p<0.05; **p<0.01;***p<0.001

Figure 2: Results from the linear regression of the impact of AT on PI imitation

23



HYPOTHESIS 1B) Attitude towards imitation perfume brands has a negative effect on purchase
intention of original perfume brands
Once more this regression is constituted by metric variables hence, the following linear

regression was conducted:

Ploriginal; = By + B1AT; + &,

i=1,..,N

Where PI imitation is Purchase intention of original perfume brands, AT is Attitude of original

perfume brands and N is equal to 258 individuals.

All the assumptions of linear regression were verified which means that residuals are not
correlated, the error is normally distributed and has zero mean. Moreover, there is evidence of

homoscedasticity.

The general model is statistically significant (F(1;256) = 17.847;p < 0.001) and the
attitude toward original perfume brands only explains 6.5% of the variance in the purchase

intention of original perfume brands. The 3, is -0.309 with a p <0.001, which suggests that on

average, one unit increase in attitude towards imitation perfume brands decreases 0.309 units

in the purchase intention of original perfume brands, ceteris paribus.

Accordingly, Hypothesis 1b) is verified. The null hypothesis that attitude towards imitation

perfume brands does not have an effect on purchase intention of original perfumes brand was

rejected.
Attitude -0.309 Purchase intention
Imitation perfumes Original perfumes
— Sig - Nosig *p<0.05; **p<0.01;***p<0.001

Figure 3: Results from linear regression of the impact of AT on PI original

HYPOTHESIS 1C) Consumers who believe in price-quality inference will have a negative

attitude toward imitation perfume brands

This hypothesis was tested running a linear regression since the dependent variable, attitude, as

well as the independent variable, price-quality inference, are metric variables.
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ATimitation; = B, + 1 POI; + ¢,

i=1,..,N

Where AT imitation is Attitude towards imitation perfume brands, PQI is Price-quality

inference and N is equal to 258 individuals.

Firstly, all the assumptions of linear regression were tested and verified. The general model is
statistically significant (F(1;256) = 12.320;p < 0.01) and price-quality inference explains

4.6% of the variance of attitude towards imitation perfume brands. The £, is negative and equal

to -0.290 with a p < 0.01, therefore, price-quality inference has a negative statistically
significant impact on attitude towards imitation perfumes brand. Hence, on average, for every
unit increase in price-quality inference, which implies a higher level of agreement towards the
positive correlation between price and quality, there is a decrease of 0.290 units in the attitude
towards imitation perfumes, ceteris paribus. This decrease in attitude indicates a more negative

attitude.

Correspondingly, Hypothesis 1c) is verified. The null hypothesis that consumers who believe
in price-quality inference will not have an effect on attitude towards imitation perfume brands

was rejected.

-0.290** Attitude
Imitation perfumes

Price-Quality Inference

— Sig -+ Nosig *p<0.05; **p<0.01;***p<0.001

Figure 4:Results from linear regression of the impact of PQI on AT imitation

HYPOTHESIS 1D) Consumers who believe in price-quality inference will have a positive

attitude towards original perfume brands
In order to test H1d), the following regression was run:
AToriginal; = By + p1PQI; + ¢,
i=1,..,N
Where AT imitation is Attitude toward original perfume brands and PQI is Price-quality

inference and N is equal to 258 individuals.
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Firstly, all the assumptions from linear regression were verified. The residuals of this model are
neither heteroscedastic nor autocorrelated and can be approximately normally distributed. In
addition, the Durbin-Watson statistic test showed that the error terms are independent of each

other.

The general model is not statistically significant (F(1;245) = 0.178;p > 0.05). The price-
quality inference merely explains 0.1% of the variance of attitude towards original perfume

brands. The S, is positive and equal to 0.033 with a p > 0.05, therefore, price-quality inference

is not statistically significant.

To conclude, Hypothesis 1c) is not verified. The null hypothesis that says that consumers who
believe in price-quality inference will not have an effect on attitude towards original perfume

brands was not rejected.

0.033 Attitude
Original perfumes

Price-Quality Inference

— Sig ----* No sig *p<0.05; **p<0.01;***p<0.001

Figure 5: Results from linear regression of the impact of PQI on the AT original

Additionally, independent sample t-tests were conducted to understand if there were differences
in the purchase intention, attitude and price-quality inference between original perfumes and
imitations. Homogeneity of variances were verified and evidence of higher purchase intention
and attitude for original perfumes than for imitation perfumes were proved,
( Purchase Intention, M_original = 4.16,vs. M_imitation = 3.35;t(503) = 4.501;p <
0.001);(Attitude, Myriginar = 5.04, vS. Mimirarion = 4.46; t(503) = 4.008;p < 0.001).

HYPOTHESIS 2) Consumers who perceive that their friends/relatives approve of their behavior

of buying perfumes will have a positive purchase intention

To test the following hypothesis, two metric variables were used, subjective norms and

purchase intention. Accordingly, a linear regression was performed:
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PI; = By + B1SN; + ¢,
i=1,.. N

Where PI is Purchase intention, SN is Subjective norms and N is equal to 505 for the total

sample, 247 for the original perfume brands and 258 for the imitation perfume brands.

Before starting the analysis, all the assumptions were validated. The error terms are independent
of each other (DurbinWatsontoml = 1.978; DurbinWatson,,iginar =
1.916; DurbinW atsonimitation = 2.075) and approximately normally distributed, there is

homoscedastic across data and the mean of the error term is zero.

The general model is statistically significant (F(1;503) = 170.203;p < 0.001) and

subjective norms explain 25.3% of the variance of purchase intention. The f, is positive and
equal to 0.871 with a p < 0.001, consequently, subjective norms have a positive statistically
significant impact on purchase intention. Hence, on average, for every unit increase in
subjective norms, there is an increase of 0.871 units in the purchase intention, ceteris paribus.
When analyzing original perfumes and imitation perfumes separately, the correlation between
those variables is stronger in imitation perfumes (porigmal = 0.411; pimitation = 0.557). The
variance of purchase intention is better explained by imitation perfumes
(Adjusted R3,;inq = 0.165; Adjusted RZpiarion = 0.308) . The general model is
statistically ~significant for both cases (Foriginal(l; 245) = 49.773;p < 0.001) and
(Fimitation(1; 256) = 115.138;p < 0.001) . Thus, for original perfumes and imitation
perfumes, subjective norms have a statistically significant positive effect on purchase intention

(Bioriginai = 0.736;p < 0.001) and (Byimitation = 0.925;p < 0.001).

To conclude, Hypothesis 2) is verified. The null hypothesis that states that subjective norms

will not have an effect on purchase intention was rejected.

27



Lo 0.871%** .
Subjective norms Purchase Intention

Subjective norms 0.736%**

Original perfumes

Purchase Intention

Subjective norms 0.925%*x

Imitation perfumes

Purchase Intention

—* Sig ----» Nosig *p<0.05; **p<0.01;***p<0.001

Figure 6: Results from linear regression of the impact of SN on the PI

In addition, there was evidence that the mean for subjective norms were high for original brand

perfumes than for imitation perfumes, assuming equal variances

(Subjective norms, Myyiginar = 4.78, vS. Mimirarion = 4.40;t(503) = 3.656;p < 0.001).

HYPOTHESIS 3) Perceived behavioral control will have a positive effect on purchase intention
To test H3) a linear regression was conducted:
Pl; = By + B1PBC; + ¢,
i=1..,N

Where PI is Purchase intention, PBC is Perceived behavioral control and N is equal to 505 for

the total sample, 247 for the original perfume brands and 258 for the imitation perfume brands.

All assumptions of the linear regression model were validated. Both variables of the model are
metric, the error terms are independent of each other (DurbinWatsontoml =
1.899; DurbinWatson,yigina = 1.870; DurbinW atsonmitation = 1.825) and

approximately normally distributed, there is homoscedastic across data and the mean of the

error terms is zero.

The general model is statistically significant (F(1;503) = 210.419;p < 0.001) and the

perceived behavioral control explains 29.5% of the variance of purchase intention. The £, is

positive and equal to 1.010 with a p < 0.001, therefore, PBC has a positive statistically

significant impact on purchase intention. Hence, on average, for every unit increase in PBC
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there is an increase of 1.010 units in the purchase intention, ceferis paribus. When analyzing
original perfumes and imitation perfumes separately, the variance of purchase intention is better
explained by imitation perfume (Adjusted RZ;jinq = 0.265; Adjusted RZpirarion =
0.316). The general model is statistically significant for both cases (Forigmal(l; 245) =
89.906;p < 0.001) and (Fimitation(1; 256) = 119.755; p < 0.001). Thus, for original and
imitation perfumes, perceived behavioral control has a statistically significant positive effect

on purchase intention (Bloriginal =0.919;p < 0.001) and (B1imitation = 1.067;p < 0.001).

As an additional note, there was no evidence that the mean for PBC were different for original
perfume brands than for imitation perfumes, assuming equal variances (PB C,Moriginar =

5.57, S. Mimitation = 5.403; t(503) = 1.674;p > 0.05).

Lastly, Hypothesis 3) is verified. The null hypothesis that states that perceived behavioral

control will not have an impact on purchase intention was rejected.

Perceived behavioral 1.010*** _
control (PBC) Purchase Intention
PBC 0.919%**

. Purchase Intention
Original perfumes

PBC 1.067***

Imitation perfumes

Purchase Intention

> Sig - No sig *p<0.05; **p<0.01;***p<0.001

Figure 7: Results from linear regression of the impact of PBC on the PI

HYPOTHESIS 4 A) Social risk and Performance risk negatively influence the purchase intention
with regard to perfumes
HYPOTHESIS 4 B) The Social Risk has a larger negative effect than the performance risk on

the purchase intention with regard to perfume brand imitation

To test H4 a) and b) a multiple linear regression was conducted:

PI; = Bo + B1SR; + P2PR; + ¢,

i=1,..,N
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Where PI is Purchase intention, SR is Social risk, PR is Performance risk and N is equal to 505
for the total sample, 247 for the original perfume brands and 258 for the imitation perfume

brands.

Firstly, the assumptions of multiple linear regression were validated. All variables in the
regression are metric, the error terms are independent of each other (DurbinWatson_total =
2.013; DurbinWatson_original = 1.998; DurbinW atson_imitation = 2.055) , the
variance of the error term is a constant and is independent of value X, the mean of the error
term is zero and the error is normally distributed. There is no multicollinearity in the model

since tolerance is always higher than 0.4.

The general model is statistically significant (F(2; 502) = 26.657; p < 0.001) and the social
and performance risk explains 9.6% of the variance of the purchase intention. The 3, is positive
and equal to 0.092 with a p > 0.05. Hence, social risk is not statistically significant which

implies that there is no evidence that social risk impacts the purchase intention. The £, is

negative and equal to -0.413 with a p <0.001. Consequently, on average, for every unit increase
in the performance risk there is a decrease of 0.413 units in the purchase intention, ceferis

paribus.

Considering a separately analysis of original perfumes and imitation perfumes, both general
models are  statistically  significant (Foriginal(z; 244) = 6.543;p < 0.01) and
(Fimitation(2; 255) = 14.331; p < 0.001). For original perfume brands, 3, is positive and
equal to 0.184 with a p < 0.05. Therefore, social risk impacts positively the purchase intention
of original perfumes. With respect to imitation perfumes, social risk showed to be statistically

insignificant with a 8,=-0.015 and a p > 0.05.
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In particular, for original and imitation perfumes, performance risk has a statistically significant
negative effect on purchase intention (520riginaz = —0.245;p < 0.01) and (Brimitation =
—0.539; p < 0.001). Accordingly, the higher the performance risk the lower the purchase

intention for both stimuli.

wwww /-{ Purchase Intention
Performance risk A1

Social risk
Original perfumes

Performance risk _0‘245**

Original perfumes

Social risk e 0.092

Purchase Intention

Social risk -0.015

Imitation perfumes

= Purchase Intention

Performance risk 0.539%+*

Imitation perfumes

— Sig ----» No sig *p<0.05; **p<0.01;***p<0.001

Figure 8: Results from linear regression of the impact of SR and PR on the PI

Concluding, Hypothesis 4 a) and b) were not verified. In the three models, performance risk
is significant and has a negative effect on purchase intention of perfumes. However, social risk
only impacts purchase intention of original perfumes and in a positive way. Therefore, the social

risk does not have a stronger negative impact of perfumes purchase intention.

HYPOTHESIS 4C) Attitude mediates the relationship between perceived risk and purchase

intention of perfumes

To test the following hypothesis, a mediation test will be performed in order to understand if
attitude mediates the relationship between perceived risk and purchase intention. In the
analysis, perceived risk was measured through performance risk and social risk. Therefore, the

mediation study will be made separately for both variables.

A mediation analysis assumes three conditions that should be satisfied. Firstly, the dependent
variable (Y) should be influenced by the independent variables (X). This relation is named c-
path. Secondly, the mediator (M) should be influenced by the independent variable (X), called
a-path. Finally, the dependent variable should be influenced by the mediator, termed b-path. If
the following steps yield significant results, a multiple linear regression should be performed

in order to test the influence of X and M on Y, this relation is entitled ¢’path. After the following
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analysis, there are two possibilities: if the dependent variable is no longer significant when
controlled for M, there is a statistical evidence of full mediation. On the other hand, if both
variables, the dependent variable and the mediator are statistically significant, there is evidence

of partial mediation.

First of all, the Figure 9 presents the results related to the hypothesis mediation of attitude in
the relationship between social risk and purchase intention. The main conclusion is that there
is no mediation effect just starting by the statistically insignificance of the a-path (0.045)
relationship. Moreover, c-path (0.109) and c¢’-path (0.075) are both statistically insignificant (p
> 0.05).

Thus, considering this, the hypothesis 4c¢) is partially not verified.

1 Attitude
/ AN
/ AN
s
/
0.045 /a-path b-path ™ 0.758***
/
//
/ Y
L c-path (c’path) .
Social risk »  Purchase Intention
0.109 (0.075)
* Sig -----> Nosig *p<0.05; **p<0.01;***p<0.001

Figure 9: The mediating effect of AT in the relationship between SR and the PI

Secondly, the Figure 10 presents the results related to the hypothesis mediation of attitude in
the relationship between performance risk and purchase intention. Results show that there is a
mediation effect because a-path (-0.285), b-path (0.494) and c-path (-0.417) are statistically
significant with a (p < 0.01). Moreover, c’-path (-0.215) is lower than c-path (-0.417).
Nevertheless, both paths are statistically significant (p < 0.001) which means that the
introduction of attitude as a mediator does not lead to the statistical insignificance of the
performance risk. Therefore, there is evidence of partial mediation. This general model is
statistically significant (F(2;502) = 165.225; p < 0.001) and both, attitude and performance
risk explain 39.7% of the variance of purchase intention of perfumes.

Thus, considering this, the hypothesis 4c) is partially verified.
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-0.285*** /a-path b-path \ 0.494***
/ .
/
/ AN
/ N
. c-path (c’path) .
Performance risk % Purchase Intention
-0.417%** (-0.215%**)

* Sig > No sig *p<0.05; **p<0.01;***p<0.001

Figure 10: The mediating effect of AT in the relationship between PR and the PI

4.4 GENERAL MODEL AND COMPARATIVE MODEL

To conclude a general model with a multiple linear regression considering all variables that

impact purchase intention of perfumes was conducted:

Pl; = By + B1PR; + [oSR; + B3AT; + B4SN; + BsPBC; + ¢,

i=1,..,N

Where PI is Purchase intention, PR is Performance risk, SR is Social risk, AT is Attitude, SN

is Subjective norms, PBC is Perceived behavioral control and N is equal to 505 individuals.

All the assumptions of multiple linear regression were validated. All variables in the regression
are metric, the error terms are independent of each other (DurbinWatson;,;q; = 1.943), and
the mean of the error term is zero and approximately normally distributed. There is
homoscedasticity and no evidence of multicollinearity in the model since tolerance is higher

than 0.4.

The general model is statistically significant(F(5; 449) = 111.786;p < 0.001) and the model
with the complete set of independent variables explains 52.4% of the variance in the purchase

intention of perfumes. Social risk is the only variable in the model that is not statistically
significant since S, is positive and equal to 0.042 with a p > 0.05. Perceived behavioral control
is the predictor that has a higher impact in purchase intention of perfumes (Bs = 0.534;p <

0.001). Hence, on average, for every unit increase in PBC, there is an increase of 0.534 units

in the purchase intention, ceferis paribus. The second variable with the highest impact is attitude

(B3 = 0.484;p < 0.001). Finally, performance risk is the only variable that has a negative

33



effect on purchase intention (81 = —0.149;p < 0.001). Therefore, on average, for one unit
increase in performance risk, there is a decrease of 0.149 units in the purchase intention of

perfumes.

Performance risk

Social risk

Attitude

Purchase Intention

Subjective norms

Perceived behavioral 7
control

— Sig » No sig *p<0.05; **p<0.01;***p<0.001

Figure 11: General model

Finally, in order to understand if there are differences in the impact on purchase intention

between original perfumes and imitation perfume, a multiple linear regression was run:

PI, = By + BiPR; + BySR; + B3AT; + B,SN; + BsPBC; + BoPERFUME; + B,PERFUME,;
« PR; + BsPERFUME;  SR; + BoPERFUME; * AT; + B,,PERFUME; SN,
+ By, PERFUME; * PBC; + ¢,

i=1,..,N

Where PI is Purchase intention, PR is Performance risk, SR is Social risk, AT is Attitude, SN
is Subjective norms, PBC is Perceived behavioral control, PERFUME is a dummy variable
where 1 represents original perfumes and 0 imitation perfumes and N is equal to 505

individuals.

All the assumptions of a multiple regression model were verified expect the evidence of
multicollinearity because all the independent variables have a tolerance lower than 0.4. This
implies that there is evidence of multicollinearity. When tolerance is lower than 0.1, serious
issues can occur. Some consequences can be the increase of the coefficient variance estimates,

which will cause the estimates unstable and sensitive to changes in the model.
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In order to compare the different impacts on purchase intention between both type of perfumes,
the “PERFUME” dummy variable, that assumes the value 1 when is an original perfume and 0
when is an imitation perfume, was introduced in the model as well as all the interactions
between all the dependent variables and the dummy. The general model is statistically
significant (F(11;493) = 51.008;p < 0.001) and all independent variables explain 52.2% of
the variance of the purchase intention of perfumes. None of the interaction between the dummy
“PERFUMES” and the variables that previously explain purchase intention is statistically
significant p > 0.05. Therefore, there are no differences between the impact of all independent

variables in the purchase intention regardless of the type of perfume.

| Performance risk

e

| Social risk |- 2g;,
| Attitude | Os5gs,.

S,

~———_ H‘n_\

[ Subjective norms P@@Q_“j* \
| PBC | 0.399*** Purchase Intention

0615 T
| Perfumes l

0060
| Performance risk*Perfumes [~ 9

oY
| Social risk*Perfumes }' o

e
[ Attitude*Perfumes }b&‘q
[ Subjective norms*Perfumes }f{,\?‘

| PBC*Perfumes |

> Sig - * No sig *p<0.05; **p<0.01;***p<0.001

Figure 12: Comparative model

35



CHAPTER 5: CONCLUSIONS AND LIMITATIONS

The last chapter will reveal the main conclusions of this study. The managerial and academic
implications will be presented as well as the study limitations and suggestions for further

research.

5.1 MAIN FINDINGS & CONCLUSIONS

RQ1: What are the main factors of the theory of planned behavior influencing perfumes

purchase intentions?

This study integrates the theory of planned behavior to explain which factors influence the
purchase intention of perfumes. Subjective norms, perceived behavioral control and attitude are
the main antecedents of intentions that will lead to a certain behavior (Ajzen, 1991).
Additionally, price-quality inference was hypothesized as a possible antecedent of consumer

attitude.

The study considered here has found that consumers who value price-quality inference have an
unfavorable attitude towards imitation perfume brands. Therefore, if a consumer believes that
price and quality are positively correlated, they tend to have a more negative attitude with
respect to imitation perfume brands. Nevertheless, even if the consumer believes that this
relationship applies, it does not mean that their attitude is more favorable to original perfume

brands.

Considering all the factors of the theory of planned behavior, perceived behavioral control was
the most important factor in predicting purchase intention. In that way, the easy access, the
higher control and ability for instance, in terms of financial capacity and store availability, are
the most important reasons that will lead to a higher purchase intention of perfumes. Attitude
is the second predictor that most impacts purchase intention which means that when a person
has a favorable evaluation of the purchase of perfumes, this impacts positively the purchase
intention. Finally, subjective norms also impact positively the purchase intention suggesting
that relatives and friends act as contributors to buy perfumes since the approval of the

individual’s reference group is an important factor to perform this behavior.
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RQ?2: Is there a perceived risk related to the purchase of perfumes?

In this study, it was theorized that it could have been a social and performance risk related to
the purchase of perfumes. Results from the general model revealed that there is a performance
risk but not a social risk associated. Consequently, there is a performance risk associated with
possible fails of perfumes such as, allergy concerns, the possibility of the fragrance not lasting

long or the fact that the perfume could not perform as expected.

In the general model, social risk was not statistically significant, which means that this research
sample considers that using a perfume does not influence the way others think of them.
However, an interesting fact is that when analyzing only the individuals that received the
stimulus of the original brand perfumes, the social risk is a statistically positive significant
variable. Thus, individuals consider that wearing an original perfume brand influence the way

others think of them and this will lead to a higher purchase intention.

RQ3: Do the TPB and the perceived risk explain the purchase intention differences

between original perfumes brands and imitation perfume brands?

A general model was created in order to understand if there were differences between the factors
that influence the purchase intention of original perfume brands and imitation perfume brands.
Unexpectedly, considering this sample, there were no statistical significant differences in the

impact of all variables studied in the purchase intention of perfumes.

5.2 MANAGERIAL AND ACADEMIC IMPLICATIONS

The relative importance of the predictors study above can bring an important contribution to
managers of brands of perfumes or retailers who can use them as the main appeal to sell their
brands. For instance, price-quality inference communication strategies can be applied specially
for imitation perfume brands since individuals that believe in this relation will have a more
negative attitude towards this kind of perfumes. Therefore, managers of imitation perfume
brands should reinforce price-quality inference messages and improve consumer’s perceptions

of quality in their channels (Huang et al., 2004).

Furthermore, performance risk is a variable that impacts negatively the purchase intention of

both original perfume brands and imitation perfume brands. Considering this, managers should
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ensure good guarantees supported by good services in order to increase consumers trust of

future performance of perfumes (Huang et al., 2004).

Additionally, since perceived behavioral control is the factor that most impacts purchase
intention, it is highly important for managers to ensure easy availability of resources and
opportunities reducing the effort of the consumer to find and get perfumes for instance, via

online search or through e-commerce. This way purchase intention could be encouraged

(Hyejeong & Elena, 2010).

Finally, since subjective norms also have a positive impact on purchase intention, marketers or
perfume retailers could launch marketing campaigns that encourage word-of-mouth

communications among family and friends (Hyejeong & Elena, 2010).

In academic terms, this research contributes to the existing literature by testing the key
antecedents of the theory of planned behavior applied to the fragrance industry. Moreover, it
identifies the relative importance of each variable in the purchase intention of perfumes.
Additionally, it proves that attitude act as a partial mediator in the relationship between

performance risk and purchase intention.

5.3 LIMITATIONS AND FURTHER RESEARCH

Due to natural time and resources constraints, there are some limitations of this study that

should be exposed.

First of all, the concept of brand imitation was never applied to scents which was clearly the
first barrier to build all the hypothesis of this study. As a solution, counterfeit goods were
considered as a proxy. Nevertheless, since these products are illegal and have a more negative
connotation, that might have been a limitation of this study. The fact that social risk was not a
statistical significant variable in the impact of purchase intention for the imitation perfume

brands could have been the result of the differences between the meanings of both concepts.

Secondly, a non-probability sampling was the technique used to collect all the information. It
1s very important to mention that all results are only valid for the sample in the analysis, which
implies that there is no possibility of generalization of the results to all the population.

Moreover, the survey was distributed through social media platforms and e-mail which can be
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quite limitative in terms of achieving different ages groups. As a consequence, the
demographics are very unbalanced with respect to ages and nationalities in particular.
Furthermore, the sample is constituted by 505 individual which can be considered small and
once more, not representative of the all population. For further research, ideally, a bigger and

more representative sample should be used in order to improve the reliability of the results.

In this study, the total sample used to reach all the conclusions are individuals that use perfumes,
no matter if they buy their own perfume or not. Since the main focus is studying the factors
influencing the purchase intention of perfumes, all users of perfumes were considered in order
to avoid possible bias related to the responses of people that are current buyers of perfumes.
Moreover, the question related to the purchase intention implies a future purchase and not a
past or current motivation. Nevertheless, there is a possible limitation arriving from the fact that
this survey was launched just before Christmas time (16" November — 19" November) which
is clearly a positive period of sales for the fragrances industry and that can consequently bring
possible bias to the individual’s intention of buying perfumes in the forthcoming months. For

future research, a post-Christmas survey should be conducted in order to reduce this issue.

Regarding the survey, there is a limitation related to the fact that the key benefit of the product
itself, perfumes, is the fragrance which cannot be tested through an online questionnaire. In this
specific situation, it can be that some respondents were never aware of a smell-alike perfume
and they could hardly believe that these products can have the same smell of an original perfume
and be charged at much lower prices. Thus, for future research, an experiment using real
products could reduce this problem and ensure that the all sample have sufficient knowledge to

answer all the questions asked.

As it was mentioned previously, the Cronbach alpha for the perceived behavioral control was
considered questionable. Besides that, removing items does not increase the reliability which is
clearly a limitation of the study. A possible solution can be implemented in future researches:
a better construct for PBC can be considered, nonetheless, this study uses the exact same
questions than other authors in which the Cronbach alpha was higher. This problem might be a

consequence of the sample limitation.
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Finally, in the comparative model, there is evidence of multicollinearity that happens whenever
an independent variable is highly correlated with other independent variables which can bring

unstable parameters estimates. Hence, this is clearly a limitation of the final model.

As a general comment, at the beginning, I was clearly ambitious in trying to test all the
relationships presented in the theory of planned behavior. In the first versions of the conceptual
framework, I could only test all possible relations between the independent variables using
statistical software other than SPSS. This lack of technical skills forced me to simplify the

model.
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APPENDICES
APPENDIX 1:SURVEY

Dear participant,

Thank you very much for taking part in this study and contributing with your precious time.

This survey is part of my thesis to obtain the master degree in Management with specialization in Strategic
Marketing at Catolica-Lisbon.

This survey is available in Portuguese and English. All the answers are confidential and anonymous, it going to
be analyzed with a purely academic purpose.

There are no right or wrong answers so please be free to answer whatever suits you better.

At the end of the survey, you can leave a personal contact (mobile phone or email)! One perfume will be drawn
at the end of november.

The survey will take about 7 minutes to be complete.

I am very grateful,
Inés Pinto Serina

Q1 Do you use perfume?

Yes (1)

No (0)
Skip To: End of Block If Do you use perfume? = Yes

Skip To: End of Survey If Do you use perfume? = No

Q2 How often do you use perfume?

Always (7)

Very frequently (6)
Frequently (5)
Occasionally (4)
Rarely (3)

Very rarely (2)

Never (1)

Skip To: End of Survey If How often do you use perfume? = Never

Q3 Do you usually buy your own perfume?

Yes (1)

No (0)

Skip To: Q4 If Do you usually buy your own perfume? = Yes

Skip To: Q5 If Do you usually buy your own perfume? = No
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Q4 How much did you spend on buying your last perfume (50 ml)?

For this study,
Branded Perfumes are brands with singular fragrances, for example, Carolina Herrera, Calvin Klein, Chanel,

Yves Saint Laurent, Paco Rabanne, Hugo Boss, Dolce & Gabbana, Dior, Versace, Lancome, Cacharel, Zara and
much more...

Smell-alike Perfumes are brands that have multiple fragrances similar to branded perfumes, for example,
Equivalenza, Refan, Ydentik, Ekyval, Yodeyma, Caravan, Lap pharma and more...

BRANDED PERFUMES SMELL-ALIKE
PERFUMES DE MARCA FRAGRANCIAS EQUIVALENTES

& |

] i
E 5

F
A

Vs s g’“@_ -
T 11 T T 11 11 11T
IUI'L{'UM :-;?;r:r!;

EE - EE - EE - B e B - B e

]
FEL TS
)

| =R

QS5 I am currently using:

Branded Perfume (1)
Smell-alike (2)

Both (3)

Q6 Please, think about the branded perfume/smell-alike that you use most often. Write the name or the brand of
the perfume below. If you do not remember the name or the brand, at all, you can proceed to the next question.
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Q7 Imagine that the branded perfume that you really like costs 72€ (S0ml).
Place the O according to your opinion of buying the branded perfume in the forthcoming months

I intend to buy the branded perfume in the forthcoming months
(1 2 A3) “ 6)) (6) (7
Extremely

unlikely

I will try to buy the branded perfume in the forthcoming months
1(1) 2(2) 303 4(4) 50) 6 (6) 7(7)
Definitely

false

I plan to buy the branded perfume in the forthcoming months
1(1) 2(2) 303) 4(4) 505 6 (6) 7(7)

Strongly
disagree

Extremely
likely

Definitely
true

Strongly
agree

The smell-alike that has the same scent of the branded perfume that you really like costs 12.50€ (50ml).

Place the O according to your opinion of buying the smell-alike in the forthcoming months

I intend to buy the smell-alike in the forthcoming months
(D) 2(2) 303) 4(4) 505 6 (6) 7(7)
Extremely

unlikely

I will try to buy the smell-alike in the forthcoming months
1(1) 2(2 303 44 505 6 (6) 7(7)
Definitely

false

I plan to buy the smell-alike in the forthcoming months
1(1) 2(2) 303) 4(4) 505) 6 (6) 7(7)

Strongly
disagree

Extremely
likely

Definitely
true

Strongly
agree
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For now on, always keep in mind the branded perfume that you really like and assume that costs 72€ (50ml).
or

Imagine the smell-alike perfume that has the same scent of the branded perfume that you really like and costs
12.50€ (50ml).

Q8 On each of the adjectives below, place the O according to your attitude

For me, buying the branded perfume /smell-alike in the forthcoming months is:

1(1) 2(2) 303 4(4) 509 6 (6) 7(7)
Harmful Beneficial
Bad Good
Worthless Valuable
Unenjoyable Enjoyable
Unpleasant Pleasant

Q9 Please indicate your level of agreement with the following statements:

Generally speaking, the higher the price of a perfume, the higher the quality

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)



The old saying “you get what you pay” is generally true

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

The price of a perfume is a good indicator of its quality

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

You always have to pay a bit more for the best

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)



Q10 Please answer the following statements and questions according to your own opinion:

For me, buying the branded perfume/smell-alike in the forthcoming months

Definitely would be possible (7)

Very probably would be possible (6)

Probably would be possible (5)

Neither would be possible nor would not be possible (4)
Probably would not be possible (3)

Very probably would not be possible (2)

Definitely would not be possible (1)

If I wanted to I could buy the branded perfume/smell-alike in the forthcoming months

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)

Somewhat disagree (3)

Disagree (2)

Strongly disagree (1)
How much control* do you believe you have over buying the branded perfume/smell-alike in forthcoming
months

*"Control" means how the buying decision depends or not only on you. External factors such as financial
capacity, store availability, dependence on others can reduce/increase your control.

Complete control (7)
Moderate control (6)
Slightly control (5)
Neutral (4)

Slightly no control (3)
Moderate no control (2)

Complete no control (1)
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Is mostly up to me whether or not I buy the branded perfume/smell-alike in the forthcoming months

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

Q11 Please choose from the following option, with word best completes the space on the sentence,
according to your own opinion

Most people who are important to me think that I buy the branded perfume/smell-alike in the
forthcoming months

Definitely should (7)

Very probably should (6)
Probably should (5)

Neither should nor should not (4)
Probably should not (3)

Very probably should not (2)
Definitely should not (1)

It is expected of me that I buy the branded perfume/smell-alike in the forthcoming months

Extremely likely (7)
Moderately likely (6)
Slightly likely (5)

Neither likely nor unlikely (4)
Slightly unlikely (3)
Moderately unlikely (2)

Extremely unlikely (1)
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The people in my life whose opinions I value would my purchase of the branded perfume/smell-
alike in the forthcoming months

Definitely approve (7)
Very probably approve (6)
Probably approve (5)
Neither approve nor disapprove (4)
Probably disapprove (3)
Very probably disapprove (2)
Definitely disapprove (1)
Q12 Please answer the following statements and questions according to your own opinion:

There is a chance that there will be something wrong* with the branded perfume/smell-alike
*"Wrong" can be, for example, lower power fragrance enhancing the smell of alcohol; the fact that can cause
skin irritations such as allergies or blemishes etc

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

There is a chance that the branded perfume/smell-alike does not last long

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)
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The branded perfume/smell-alike is risky in terms of how it would perform

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

Using the branded perfume/smell-alike will affect the way others think of me

Strongly agree (7)

Agree (6)

Somewhat agree (5)

Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)

Strongly disagree (1)

Using the branded perfume/smell-alike would cause me to have a potential loss of status by some people
whose opinion I value

Strongly agree (7)
Agree (6)
Somewhat agree (5)
Neither agree nor disagree (4)
Somewhat disagree (3)
Disagree (2)
Strongly disagree (1)
The survey is almost over!

I only need to know some basic information about you.
Keep in mind that the survey is anonymous and all the information will be only used for academic purposes.
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Q13 Gender

Male (1)
Female (0)

Q14 Where are you from?

V Afghanistan (1) ... Zimbabwe (1357)

Q15 Age:

Under 20 (1)
20-29 (2)
30-39 (3)
40-49 (4)
50-59 (5)

60 or older (6)

Q16 What is the highest level of school you have completed?

Primary school (1)

Less than high school (2)
High school (3)
Bachelor's degree (4)
Master's degree (5)
Doctoral degree (6)

Professional degree (7)

Q17 Current occupation:

Student (1)
Student worker (2)
Part-time worker (3)
Full-time worker (4)
Unemployed (5)

Retired (6)
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Q18 Monthly household net income:

Less than 500€ (1)
500€ - 1000€ (2)
1001€ - 1500€ (3)
1501€ - 2000€ (4)
2001€ - 3000€ (5)
3001€ - 4000€ (6)
4001€ - 5000€ (7)
5001€ - 6000€ (8)
6001€ - 7000€ (9)
More than 7000€ (10)
I do not want to reveal (11)

Q19 Number of individuals in the household (You included):

1 (1)
2 (2)
303)
4@
5 (5)
6 (6)
7 (7)
8 (8)
9 (9
10 (10)
Q20 You are eligible to get one free perfume at the end of November. Leave your contact (phone or email) if

you wish to participate in the draw:
(The contact will be only used to announce the winner, no spam or sharing contact will occur)
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APPENDIX 2:DESCRIPTIVE STATISTICS

Total sample

Variable Description Obs Min Max Mean Std.dev
PI Purchase Intention 505 1 7 3.74 2.06
PI brand Purchase Intention brand 505 1 7 4.02 2
PI imitation |Purchase Intention imitation 505 1 7 3.40 2.05
AT Attitude 505 1 7 4.74 1.66
PCI Price-quality inference 505 1 7 4.39 1.27
SN Subjective norms 505 1 7 4.59 1.19
PBC Perceived behavioral control 505 1 7 5.48 1.11
PR Performance risk 505 1 7 4.34 1.49
SR Social risk 505 1 7 2.73 1.55

Original perfume brands

Variable Description Obs Min Max Mean Std.dev
PI Purchase Intention 247 1 7 4.16 2.04
PI brand Purchase Intention brand 247 1 7 4.16 2.04
PI imitation |Purchase Intention imitation 247 1 7 3.46 2.10
AT Attitude 247 1 7 5.04 1.65
PCI Price-quality inference 247 1 7 4.31 1.34
SN Subjective norms 247 1 7 4.78 1.14
PBC Perceived behavioral control 247 1 7 5.57 1.15
PR Performance risk 247 1 7 3.56 1.39
SR Social risk 247 1 7 3 1.63

Imitation perfume brands

Variable Description Obs Min Max Mean Std.dev
PI Purchase Intention 258 1 7 3.35 2.01
PI brand Purchase Intention brand 258 1 7 3.89 1.97
PI imitation |Purchase Intention imitation 258 1 7 3.35 2.01
AT Attitude 258 1 7 4.46 1.62
PCI Price-quality inference 258 1 7 4.47 1.20
SN Subjective norms 258 1 7 4.4 1.21
PBC Perceived behavioral control 258 1 7 5.4 1.10
PR Performance risk 258 1 7 5.10 1.18
SR Social risk 258 1 7 2.48 1.43
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APPENDIX 3:SPPS RESULTS FROM THE HYPOTHESIS

APPENDIX 3.1: HYPOTHESIS H1A)

Model Summary® Coefficients®
Adjusted R Std. Error of Durbin- Standardized
Model R R Square Square the Estimare Watson Unstandardized Coefficiants Coefficients
] Sad. E Bet: 1
1 FTIH 469 467 1,46571 2,057 Model e ! ! =
r—T—— " 1 {Constant) =419 £267 =1.607 0%
4. Predictors: {Constam), Atitde Anitude 847 056 (GES 15,041 000
b. Dependent Variable: Purchaseintention_imitation a. Dependent Variable: Purchaselmention_imitation
ANOVA® Residuals Statistics®
Sum of Std.
Maodel Squares df Mean Square F Sig. Mirimem  Maximum Mean Deéviation H
1 Regression 485,960 1 485,990 226,220 Jna® Predicred Valus ALT7 54989  3,3463 1,37314 258
© EmemETamr o
. Fre e =&, ¥ * L)
Total 1035957 257
Denerdem Vasable: P ;1a Intention. imitatio Std. Residual =3,069 4,036 00 S98 258
a. Dependent Var . Purchaselntention_imi n 3. Dependent variable: Purchaselntention_imftatian
b. Predictors: (Constant), Attitude
Mormal P-P Plos of Regression Sandard zed Reudusl SCAET
MHissagram Dapandest Varisble: Purchaseintemiion imitation Ceprrdent Varubée: Purthassirtsrin imistmn
V
B,
- ®
i | I
5 z !
APPENDIX 3.2: HYPOTHESIS H1B)
]
Model Summary® Coefficients
Standardized
Adjusted R Sud. Error of Durbin— Unstandardized Coefficients Coeflickents
Madel R R Square Square the Estimare Warsan — B S2d. Error Beta L Sig.
1 L255% 065 062 1,90604 1,844 1 (oo 5273 ETT; 5082 000
a. Predictors: (Constant), Artitude Anitude -.309 073 -.255 -4,225 K]
b. Dependent Variable: Purchaseintention_Brand a- Dependent Yariable: Purchaseintention_ Brand
]
ANOVA? Residuals Statistics’
Sed,
Sum of Minimum  Maximum Mean Dewiation N
Madel Squares N | Sewmiwwe | F %9 Fredicied Vaive 30078 49637 3,8941 0228 258
1 Regresslon 64,8527 1 64837 17847 D007 pesidual -3,96373  3,89219 00000 1,90233 258
Residual 930,045 256 3,633 Sud. Predicted Vale -1,565 2,130 000 1,000 258
Tatal 994,882 257 Std. Resicusl -2,080 2,042 000 998 258

a. Dependent Variable: Purchaseintention_Brand
b. Predictors: (Constant, Attitude
i
D raders: Variable Purthanekrrmnon bard

[
™ B

Fanrvnal P8 Pt ol Regredsann Slandandived Reiliual
Emmmmm

a. Dependent Variable: Purchaseinte ntion_Erand

Rrgrovien Mandardiees Residus
-
-
s
o =
-
® e e w
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APPENDIX 3.3: HYPOTHESIS H1C)

Model Sumrnanfh Coefficients®
Adjusted R sud, Error of Durbin- Stardardized
Model R R Square Square the Estimate ‘Watson unstandardized Coeffickents  CoeMicierns
1 2147 046 042 1,58919 2.160 Mudel B sud. Error Beta )
1 (Canstant 5,754 382 15,056 000
a. Predictors: (Constant), Price Qualivyinference3 Pricaly == 290 083 -718  -3510 ool
b. Dependent Variable: Attitude a. Dependent Variable: Atteude
a Residuals Statistics®
ANOVA
Sid,
Sum of Minimum  Maximum  Mean Deviation ]
Model Squares df Mean Square F Sig. Preducted Vilue 37232 54637 44581 34795 258
1 Regression 31,115 1 31,115 12,320 001° Residual -3,88352  3,27682 00000 1,58609 258
Residual 646,533 256 2,526 SN -2.112 | 2800 000 1600 il
5id. Residual -2 A4 2062 000 EEL] 258
Total 677,648 257 a. Dependent Variable: Amiude
&. Dependent Variable: amitude
b, Predictors: (Constant, PriceQualindnference3
Seamurphol
Histogram Mormal PP Mol of Regreasien Slasdarined Residual Ceperdent Varlable: Mfitude
Diependent Yasiabie: Asiude L Do peradenn Vanable Amminade .
- et o P -
' . 1, ! i |
BEEEN .
i-
8 ’ N I i (e 1 -
- : (] I . .
.. R R .
L i . : B
" - . s

Crerved Com Frob
APPENDIX 3.4: HYPOTHESIS H1D)
b Coefficients®
Model Summary Suandardized
Adjusted R Srd. Error of Durbin= Unstandardized Coefficients Coefficients
Model R R Square Square the Estimare Watson Madel E Sad, Error Beta t
1 ozt 001 -,003 1,65770 1,752 1 (Constant) 4,899 356 13,766
a. Predictors: (Constant), PriceQualitylnference3 PriceQualityinference3 033 079 027 422
b. Dependent Variable: Amitude 3. Depandent Variable: Amitude
ANOVA: Residuals Statistics®
St
;:1“&:!’5 it " s ¢ - Minimum  Maximum  Mean Deviation N
Lt .
Model on e - Predicied Value 49327 51328 50429 04464 247
. Lo 4590 1 490 ATE BT dual -4,00944  2,06730 00000 1,65433 247
Residual 673,255 245 2,748 Sed. Predicied Value  -2,469 2,013 000 1.000 247
L) 675,745 246 Sid. Residual ~2,473 1,247 000 598 247
a. Dependenit Variable: Attiude a. Dependent Variable: Artitude
b. Prediciors: (Constany, PriceQualindnference3
Histogram Wormal P Mot of Regression Standardized Reaidusl Seatirpiet
Depentest Variable: Attitude Oaparsdant Variabis: Afihuds Cpandem Varishle: Aminusde
"
i' Tt peeeiaeg
SPoNpiinniiged
Peltbrge e
- * -l R ] i 1 | 'y
E . eed.gl e
H ' .
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APPENDIX 3.5:HYPOTHESIS H2)

b Coefficients®
Model Summary Sundardized
Adjusted R Std. Error of Diusrbin- Urstandardized Coefficients  Coefficients
Model 3 B Square _d.quart the Estimate Watson Model ] Sid. Error Beta T Sig.
1 503° 253 251 178287 1,978 1 (Canstanty -256 317 - 808 419
2. Predior o0, Subjecivenarms? Subj 2 871 06T 503 13,046 000
' Dy L Furchas 1
b. Dependent Variable: Purchaselntention * Variable:
a Residuals Statistics®
ANOVA -
Surm af Minimum  Maximum WAeari Deviation L]
Model Squares df  Mean Square F S8 Predicted Value 6156 58445 3,742 1,03607 505
i Regression 541,012 1 541,012 170,203 000 Residual =4,07543 4641456 00000 178110 505
Residual 1598,856 503 3,179 Sad. Predicted Value -3,018 2,028 000 1,000 505
Toml 2139,868 504 Sad. Residual -2,286 2,603 000 999 505
a. Dependent Variable: Purchaseintention a0 Warialile: Purcha !
. Predictors: (Constant), Subjectivenarms2 Fesemad P ot of Regression Sundurdived Rekdual Seumerplet
- ‘Dependent Varabie Perchasintention
De=ders: Var s Barchawrimoios. " .
"
" . :
- L 2 2 - : -
. 1 . i r 8
- g ——— : P
- ! H I
u
— - f 0 5
Rgressian Stand daed Predated Vala
Model sl.ll'l'll'l'll.ﬂ'b Coefficients®
Stardarndized
Adjusted R Std. Error of Durbin-
Model R R Square Square the Estmate Watson Unstandardized Coefficients  Coefficents
- Model E Sud, Error Beta t Sig.

1 AL 165 165 1EGL1S 1,916 1 = Eas 513 1213 17
a, Predictars: (Constant), Subjectivenarms2 Subrjectivencrma2 JI6 104 A1 7085 o0
b. Dependent Variable: Purchaseirention a. Dependent Variable: Purchaselntention

ANOVA? Residuals Statistics®
Sum of Std.
Model Squares daf Mean Square 3 Sig. Minimum  Maximum Mean Deviatien N
1 Regression 172,408 1 172,408 49,773 oop° rediced vake LA71S | 57882  4.1565 43718 247
e 845,650 245 3464 Residual -4,05212 415627 00000 1,85736 247
e : J Sul, Predicied Vale  -3,327 1949 000 1,000 247
Tatal 1021,058 246 S, Residual 2177 2233 000 998 247
4. Depandent Variable: Purchaselnbention . Dependent Varible: Purchaselntention
b. Predictors: (CONSLARD, Subjectivenorms
Hangram. Piarmal P Pt of Regresiion Siandardized Rasidusl ——
Dinpandeat Variabls: Purchassimsntion . Dwpenens Variahie. Purchassintersan e e —
] i P
' . . i b 7 4
: l e g : L
£ LR
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Coefficients®

b Sandardized
Model Summary Unstandardized Coefficients Coefficients
Adjusted R Std, Error of Durbin= Model B std. Error Beta t Sig.
Madel 4 R Sguare Square the Estirmate Watson
1 557 310 308 1,67072 2,075 : 0 =724 A9 oL Lol R 1
: . - : - Subjectivenorms2 925 086 557 10,730 000
a. Prediciors: (Constant), Subjectivenorms2 a. Dependent Variable: P ,

b. Dependent Variable: Purchaseintention

Residuals Statistics®

ANOVA® .
Surm af _ Minimum  Maximum Mean Dt’“‘i‘l.'liﬂ ]
Madel Squares Of |Meansqin | F 59 predicted Vahie 2007 57498 33463 111827 258
1 Regression) = 321384 1 321,384 115138 000"  gagidual -3,95404  4,94962 00000 1,66746 256
Residual 714,573 256 2,791 Sid. Predicied Value -2,813 2,149 000 1,000 258
Total 1035957 257 St dual -2,367 2,963 ] 998 2358
a. Dependent Variable: Purchaselntention a. Dependent Variable: Purchaselmention
Histogram Mormal PP Mol of Regreidbon Slasdardited Residual Scateerplon.
Deperdent Variable: Purchaseintention . Dependem Variable: Purchaseiniescion Depermsbent Varialsie. Furthaseintestion
S - 43 ' -
# -
l '
-
- - - 3 =
i ELEEEEEE RS B
. 3o g *
E . .
T - - - - . Weygressas Slarstardernd Predecied Ve
Otrserved Cumn Prod
APPENDIX 3.6: HYPOTHESIS H3)
Model Summary” Coefficients®
Adjusted & %bd . Erroer of Dertin-

Model : R Spuars e e B f— Uristandard ized Coeffickents 5?0“:;:’:-:?

1 543" 295 294 173189 1599 Model B std. Errew Beta ] sig.
. Prediciors: IConstant, PBC 1 Constant) -1,798 .80 4615 000
b, Dependent Variable: Purchaselmention pac 1,018 420 541 14,506 00

a. Deperdent Variable: Purchaieinbention
a Sid.
ANOVA Minimum  Maximum Mean Deviation H
Surm of -
| gt & — ; = Predicted Value RIS 52747 1,7426 1,11908 508
1 e TR : e et | A -4,17473 526178 00000 1,73017 505
= Std, Predicted Value 4,048 1,368 060 1,000 508
P 1508, 710 Ll 1090 5id, Residual 2,468 3,038 L] 999 505
e 1119084 1o : Dependem ¥ mbh-n;m mmﬁln I I
4. Dependem Warible; Purchaseinienion A HEpenden: variabie ¢
I Praslirnes iCmsciane PRC
Hiilagras
Trpmralerd Varuble Pucyhasrindesion e e e ot
. et anster Pechassiusce [ —
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Model Summary®

Cosfficients®

Sasdardaed
Ad) UELEd B St Error Ii Whl" Urdrandasdized Cosflienti. Lot iy
madel K R Sqguare [TE1 e Esfimate ‘W beoe Model B Sad. Ervoe Bera 1 g
L 518t IGE 265 174608 1,870 1 tComaann - 958 551 -1 740 S8
¥, Predicions: (Convan, FIC ac 819 87 I8 942 000
b. Dependent Varuble: Furct 8. Dependent Varable: Purch
ANDA Residuals Statistcs®
S,
Sum ol Blisiram  Masisam Mean Devagtion M
Maodel Squares dr Meam Squang F 5ig.
- [ Valuse -0357 54722  4.156% 1,05558 247
L Ll 274,104 L 204 | BRSO 000 Residual -447222 310541 0DODOO 1,74258 a7
Basidual 746,954 245 Llliald S, Predicied Value  -1.973 1Li46 oo 1600 247
Tonal 1021,058 246 Sad. Raaidual -2.561 1,196 D00 B 247
a. Dependent Vasiable: Purch a. D pendent Vanable: Purchaisl
b. Preduiors dConstant), FEC
Hirgres il 1 Pt ! Mg s bl ool o Besiial o
Paperaens Varishls Bertbaminagrssn | eyt Vsl Pt st [ —
" Fear 1 .r
"
, i |
- )
. | . ) : : — 1
hrpranal (oo Frak
Coefficients®
Model b
Summary standardized
usped R Sud, Ervor of Durbin- Uniandardized Cosfficnis  ComfMicients
e R R Square ware the Estimabe Watvon free ¥ sk, Erroe Heta 1 Sig
1 65" LA19 16 LEGO4E 1,825 1 (Canarant =2.41% 537 =4 508 000
& Predictors: (Constantl, PRC PEC LOGT A%E SES 1004 ]
b. B n ariable: Purch a D denk Variable: Pure
ANOVA® Residuals Statistics®
.
Sum ol
Model Squmres o Mesn Square P s Minimum  Maximum  Mean Diviation L]
B Pradicted Value -1,3523 50508 3.5463 113344 158
1 Regression 330,165 1 330,065 119,755 000 -
= m'rw 56 2'?“ Residual SL51675 568453 00000 145719 258
o] ! ! Sed. Predied Value  -4,145 1503 000 1,000 258
Total 1085957 257 B, Reskius] _n118 1424 000 T FIT)
&, Dependent Varable: Purchiseintention 2 Deperdent Variabie: Far
b Predietors: (Constang, FRC
Himogram Harmad PP Pl of Regreasiss Sasdasdied Rkl Engrvrpin

Dapmrafens Vaably Femthariimmine
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APPENDIX 3.7: HYPOTHESIS H4 A) E B)

Coefficients®
Model Summrﬂ' o Sandardizes . .
Adjusied B Sid. Error of Durbin- Vrasndardized Loclicens e eary il
Model R R Square uare the Estimate Watson Modul i o ] L So |Tokmnce | W
1 (Comaranty 5,284 316 16,745 000
1 310° 098 092 1.96302 2,013 SociaRith [ 056 069 LE3L 04 298 1002
a. Predictors: (Constant), Performancerisk, SocialRisk Performancerisk - 418 A58 -.299  -7.041 00 i 1002
b. Dependent ¥ariable: Purchaseintention a. Dependent Variable: Purcha seisie ntios
J— Residuals Statistics®
Sud,
Sum of i Deviation
Vodsd e af [TTr—- ‘ . Minimum  Maximum  Mean N
1 Regression 205,441 z 102,721 26,657 000 _Predicted Valie = 24872 55152 3.7426 63645 505
Residual 1934 427 502 1,853 Residual =3,78036 | 428294 | 00000 1,95912 | 505
Tou! 2139.868 S04 std. Predicted Value  -1,966 2,776 000 1,000 505
i, Deprndant Variable: Purchaseintention Std. Residual -1,926 2,182 ,000 998 505
b. Prédictors: (Constantl, Performancerisk, Soclalfisk a. Dependent Variable: Purch.

Marmal P-P Plot of Regression Standardized Residual
Variabile:

Expected Cum Prob
=
Magraisan trandardass besdeal
. onus

na 7] a 7] o e
Obaerdd Cum Prob
Coefficients®
Sardardired
Model slﬂﬂllh'. Usgnengaipiged Coefoene I'-D-I:'\l-un‘h a3 riny Sapenct
uried B Sad. Ervor of Durtrin- hocie| L Szl [reor B v S Tokerance L
odsl K B Sguare uare the Estmase Wation 1 Ieratang 4477 ATb 16,068 0
[ FITS LT ol 100080 108 Socialsk 184 AT SLER 1] 1L 3% a0l
& Piedicton iConvant, Perlermancernk, SociaMisk il L] AIAT | 3.0k | 04 S | e
4. Deepabngbnr Warahkt Pusrng seinssnon
b Dap Wariabie: Per
a
ANOVA® Residuals Statistics’
Sum of S,
sodel SEuArEL df M an Square [ g Mimimurm  Maimam Mean Deviation 7]
1 Regression 51,974 ] 25,987 6543 Joozt Predicied Value 29481 55182  4,1565 ASIES 247
Residual FE5,084 2k 1,972 Residual -5 E4%1&8 3 EOFIE 00000 198478 247
Toad 1021,058 246 Std. Predicied Value -1.629 2962 Nl 1,000 247
.0 Variabih: ¥ 5td. Residual -1,929 1910 000 96 247
b. Predicners: (Constant], Parformancerish, Seclithi

a. Dependent Yariable: Purchaseintention
Fiingram
e R
5 Dendenn Varishie: Ferdhassinmatios

H
Ef
E
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Coefficients"

Sanddtd s
Model Summary® o ¢ Colinearty Semrics
Adjusted & Sed. Envor of Dhurbin- el L] Sad, Erros Bera 1 S Tokeranoe W
Madel R R Squire Square the Estimaniz Wakzon 1 ossang [YTH 44 11273 008
1 A1s* Jdel it 1.9110% 2,055 Sora sk =015 JOr4 =011 -.180 AST B TL] Lo
& Predictors: (Constant, Perfemancerisk, SocialRisk b -5 58 i) - 818 -BA%1 sl frE] 10a7
b. Dependen Varable: Perchaseim . Vertible
Residuals Statistics®
ANOVAY Std.
S of Mirdmium Maximum Mean Deviation N
m
Metel Seares ar Mg Squs F ] Predicted Value 2,2494 5.3938 31,3463 H1819 258
1 Regresson 194,67% 2 5243 adn 00 Residual -3,48815  4.72785 00000 1,90359 258
— Hi2e 65 23 s, Precicied Value  -1,719 3,208 000 1,000 258
Total 1035,957 257 T
N Distadant YU P St Residual 1825 2474 000 996 258
b Predicvon sConstan), Performancerl, Sooultie a. Dependent Variable: Furchaselmention
o
. Micrrral PP Pt of Regrawsion Stardlanfined Revidl e —
v edied Vartalbe P bl el s "w”‘m i
-
i I .
& - -
o .y o
- - -t .
H .
' ~ - .
. . =g . ®
L 1t
2 £in
-
Roprariaii flaada fi i Fiedeitled Vabet
. Model Summary®
— . . et | 2t | Ot
1 -t - o 146158 218 Wabsom Mot "  Squate — the [¥umate ‘Wamon
r—r——y— B o ow | e ome e ' B am 71 eaas LA
B CHPRIn R A & Predcmon Konuang, Annce
R —
AMOVA®
o) T | o mmieme 1 ANCVA* ANOVA
R T T T T s St
e s I L e B | o« wssean]| v |
k) 2190545 L] 1 Fegeiion 14,595 1 14,393 5408 T O Ragreson. #1066 1 BRLASE 190368 Joeg”
& Supendens Varbl Ak R 2125473 03 4200 LU 1338.802 503 2867
B Pt st St Towl ETiXT) 594 Tomsd 2139808 304
4. Dgendent Varulie Furchasenterion & DPeperdens varable Puchadebssesten
Cotfficients® b Prediciors (Corstans, Socislink B. Predicton [Carstust, Afmde
it S [
. " ot e Py . e w Confficiens® Coefiiciems®
0 et Rl K [ L
e ow s s awm im [— [r— ncndarsand Coutcums | Cocomrts [ —
[ t s Toenmr  WF adel [ s, Loror bt ' 5g Towume
18582 hos 1 Homang 147 220 Rt S
oz 1a4E Hes 1.000 1308 Aamsde Kl L) MIE 17348 o0 1,000 1,000
3 Depercent Varuble Furchaseimseston
Lo e e =
e —_—

EEEE
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b
Model Summary® Model Summary'
) Adjusted B S, Ereoref  Durbin-
Adpsed R s, Erorof Durbin- Modet R Rsquare e theEstimaie  Wakson
T Watson
Model L[ Niaare | qun Eatmace v 1 6300 397 395 160330 1,975
1 614 378 375 1,62894 1,977 P ——————
a. Predictors; (Constant), SoclalRisk, Attitude b. Dependent Variable: Purchaseintention
b. Dependent Variable: Purchaselntention
ANOVA*
ANOVA* Sum of
Model Squares ar Mean Square F 5.
Sum of
Model squares df Mean Square P sig. 1 _ Regression 849,443 2 424,722 165,225 Ja0®
Residual 1200,425 s02 1571
1 Regression 807,839 2 403,919 152,225 Jooo® -
MR ] I I Toul 239868 504
Residual 1332,029 502 2,653 P e ————
Total 2139 868 504 b. Predictors: (Canstant), Amitude, Performancerisk
a Dependent Variable: Purchaselntention
b. Predictors: (Constant), SacialRisk, Attitude
Coefficients®
Stanuﬁ{(dlnd
Coefficients® | Unstandardized (;;ﬁ‘:'!n!s (m‘!:m; [ " TC::I::::WQ:I:::;
Standardized 1 (Censtant 1314 345 3309 00D
Unstandardized Coefficients Collinearity Statistics B : - = :
. s, Ervor sera . 5 Tnleramm i Performancerisk -218 048 156 -43318 000 934 1070
sodel X ig. At 708 o 572 15954 000 83 1070
B CE S R 043 250 =174 862 a. Dependent Variable: Purchaselntention
Attitude 755 044 608 17,202 000 998 1002 -
soclalRisk 075 047 056 1598 1 998 1002 i
a. Dependent Variable: Purchaselntention ‘ . b
— o J
Onpeet Ve Peitaion — )
; i | | e L -
Mormal P-P Plot of Regression Standardized Residual
' [ ' " o i ,,, Dependent Varisble: Burchaselntention
Residuals Statistics® Narmal P-# Plss of Regrassion Seandardioed Resideal
. N Residuals Statstics® "
Minmum  Maximum  Mean Deviation N : Tad.
Miman_ Madmus | Men  Deesion N
Precicted vae 7883 s7ees | nraze | laeema | s0s
Rasiclual _A£E080  6,138%E 00000 182570 508 wl Predicted Vakie 5196 37428 129823 505 E .
S, Pradicund Valos 2035 LSV 000 Looe  ses =] =L e Lewl ¥ 5
554, Reidual E R s s B 009 e | sob
4. Dependert Varisble: Purchaseirmestion H = e s08 E
2. Depesaders Varibh. Purchasehizeion o
! ol E
™
e w w owm o [ o o T i
Otarved Cus et Observed Cum Prob
Model Summary®
g Sutrorol | Ouber Model Summary”
woge R msaure iaredhe fsumare  Wation Mgy s Ereeer  Dumn-
f o5 e ieows  zosr o roeae “HES WHRET SR
a. Predictors. (Constant), Performancerisk L] £z 73 Ll 2821
 epeniers v A T Fredices (omst, et
o Deprodert Ve ke
ANOVA* ANOVA®
S st
Mool Squren o Meansqune o o T dt Mensean ¥ 5o v =
L Regression 1 Sldds 35,300 £00 1 Regression 522052 1 522052 300968 ,000% in [ soan oo
Resdal 1303096 503 2591 Residual 872493 503 173! b
Total 134,545 S04 Yol 1394545 504
T Depencam varabie, Amnute - Dnpendert Varibi: At
o reictos: Consan, Pertormancerak o s Constan, Pruseirienion
Coetciens®
Coefficients™ Coefficients® rtandedond Conticars " Eoshens e
Sandardand —— - T - | el
Unsardardoed Contiams  Eoeicnts [r— insansarsass ConticamsCoehorts [— O} o T
s s sdtr b g o " wasu © st b v T T ) T
1 IConstant 5,984 221 27128 000 - e 289 A2 2000 B
Feormcerak 288 o ase ssa oo Lo iow : 28 s ow i ion
3. Dependent Variable: Amiitade . Dupemcient taribi: srnuty
[ e
[ [ -
i i b i -
B i
: .
. s btk et

e e

azsar

& Depescere arae Ammte

Fredioed Vake
S preccid Uskn
. s

£
o

P e——
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APPENDIX 3.9: GENERAL AND COMPARATIVE MODEL

Model Summary®

Adjusied B Sid, Error of Dwrbin- .
boscie] E K Square uare the [1timate Wation
i g LSEd SE4 1,432%2 KTk -
&, Predictors: (Constant, PEC, SsclalRisk, Perforsancerisk, Amitude, o
Subjectiverermi?
b. Variable: P u
ANOWVA®
Surs of
Model Suards df Mizan Square F g, Ll T
1 Regression 1130542 5 226,108 111,786 oot
Reskdual 1009326 459 2,023
Total F1INEEE S0 |
a b dnt Variabbe Porchaveim
b, Prediciers: (Comtant), FEC, Secuiink, Ferformanderiih, Altituds, I
Sulpretienomil I
Coefficients®
Standardized l
Ussrandardized CoefMckns Coefficents Colineanoy S@HE
Miodel B S Errer Bt [ g Tiskerare WIF
1 (Constany -2.50% M50 -5.560 20 .
Performanceniik - 149 A4 -1k -3.3ER a1 S0a Loz
SoclalRisk ELH M4 032 1023 06 SES 1013 pasermal P-P Plot of Reg n Standardized Basic
Aftitude AB4 044 A5 110048 L= 55 1424 . i P "
Subjectreenorms .338 O L95 5430 00D 131 1.368 e
PRC 534 6 287 8117 20 756 1,323
a. Dependent Varable: Perchaseimenton .
Residuals Statistics® £
LT
Std. E
Minimum Maximum Mean Deviation ] g
&
Predicted Value -1,1311 7.1376 3. 7426 1.49771 505 =
Residual =4 32624 31.64746 00000 1.41514 505 o
5td. Predicted Value -3,254 2,267 LSOO 1,000 505
Std. Residual -3,042 2,565 000 995 505 o
B a aa P an e
a. Dependent Variable: Purchaselntention Ciaerved Cum Frob
Model Summary® Residuals Statistics®
Std.
Adjusted R Sad. Error of Durbin- - .
Model R R Square .'j\quare the Estimate Watson Minimum  Maximum  Mean Deviation N
1 100 532 522 142480 Lea7 Predicted Value -9313 70043 3,7426 1,50333 505
2. Predictors: (Canstant), Perfume,PBC, SocialRisk, Atitude _Residual -4,34175  3,56961 00000 1,40917 505
S"uh ‘;T;“,T,?'“,’,,ﬂ.ﬁ%{."}‘:,’a“.:?”“' P:rﬁm.Samlllik. Std, Predicted Value -3,109 2,170 000 1,000 505
Perfume_SubjectiveNorms, Perfume allocation std. Residual -3,047 2,505 000 989 505
b. Dependent Variable: Purchaselntention a. Dependent Variable: Purchaselntention
ANOVA®
Sum of "
Model Squares df Mean Square F Sig. -
1 Regression 1139,046 11 103,550 51,008 000" -
Residual 1000822 493 2,030 I -
Total 2139868 504 -
a. Dependent Variable: Purchaseintention
b. Predictors: (Constant), Perfume_PBC, SocialRisk, Attitude, Subjectivenorms2,
PBC, Performancerisk, Perfume_SocialRisk, Perfume_PerformanceRisk, -
Perfume_Attitude, Perfume_SubjectiveMorms, Perfume allocation
Coefficients”
Srandardized
Ussrand ardized Conificenss. Coefcien: Colline arity Stanstics.
hedu| ' Sadl. Enrow Bema 1 Sy Tokerance IF
1 ICosstunt 2,069 T ErE
Perlarmancerisk =173 ) =126 =2, 163 31 2B 3,558
SRk 050 Eotd il JTES A0 Al 2,584
Anmeds Yy BES FTTE T T o BOF B FEE
SUbpECivEnDrmad 60 o8 208 4048 g 60 2,779
FC 499 TN A4 L 6e0 SO06 5,267
Perbeme alocation =675 e = 164 =714 ATE HOLE 55,664
::mﬁwmll'ﬂm E ] <104 065 3T ST 090 11,104
Parberns Sacullisk -1 T T = S~ ETTRY 1t
Perame_Amitide =103 ) =138 1,143 254 064 15,535
"H“Mm -049 REry -/0%9 - hE4 o1 40 25,500
Parbarme_FRC kil L35 515 1,660 JOhE AOrE 37,052 h--,.l Sturdardiond n—ﬂ-__1 Vabor '

A Depensem Varabke: Purchaseintention
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