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Abstract.In today’s globalized world, companies should follow on customers’ needs related to
purchasing decisions. There is a need to understand what specifically influences consumer behavior
among working adults in Kazakhstan. Particularly, the research focused on such marketing tools
as brand image and price. The main research objective of the study is to find out the impact of
brand image and price on purchasing decisions. The research question is to see how brand image
and price influence purchasing decisions. A quantitative method was used in this study that suits
the nature of the research where data was collected by using a questionnaire in a target population
(working adults in Nur-Sultan city, the capital city of Kazakhstan). In this quantitative study,
500 working adults were selected randomly for the survey, but only 408 people participated. The
data collection involves the adults in the sample group the questionnaire. The findings of the
study are analyzed using the SPSS software. The hypothesis testing was done with correlation.
Also, research uses multivariate regression to analyze market behavior and purchasing decisions,
the influence of the two predictors (price and brand image) is weighed against the mixture of the
two outcome variables. The study provided important recommendations for the marketers and
policymakers to improve the situation in the clothing industry among local companies. Marketers
are recommended to focus more on advertising direction while such aspects as quality and price
should be central as well. The study showed that foreign clothing companies easily take over
the market share by establishing a strong marketing policy and concentrating on determinants
of consumer behavior. In this situation, the local companies are recommended to adjust their
business strategy accordingly by using some competitive advantages like logistics, location of raw
materials, labor force, local policies, etc. Therefore, as the study is a contribution to marketing,
especially in consumer behavior, it is recommended to make a more detailed study to understand
and forecast purchasing behavior of customers.

Keywords: Customer behavior, Purchasing decision, Price, Brand image, Clothing brands,
Market trends, Adults.
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Introduction

Fashion is perceived to be the most important
factor in the clothing industry’s growth since it is
diverse and successful. Fashion is a reflection of
both time and the individuals whose actions affect
the business. Apparel marketers must consider
the consumer dynamics and gain a thorough
understanding of the problems that affect the

apparel industry. As a result, every business is
currently working hard to provide interesting
products and services to attract new customers.
These companies, which have a massive customer
base, struggle to keep their customers [1]. With
their unmatched brand value, increased service,
and abetter price image, clothing companies work
to increase consumer loyalty to ensure the loyalty
and happiness of consumers. Acknowledgment
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of consumers’ behavior has a major influence on
marketing strategy [2]. Companies work to meet
customers’ desires due to the marketing principle
[3]. Firms can only fulfill these standards if they
have a thorough understanding of customers.
As a result, customer behavior data must be
incorporated into a central campaign approach
by advertising programs. Buying products
or services involves several factors that can
influence one’s choice. People select brands
based on their presumed meaning and relevance
to their personality [5]. Buyers’ decision-making
is being more unpredictable and critical than it
was before. To optimize their involvement with
products or brands, consumers seek information
from a few key internal and external sources
[6]. Advertisements, news articles, and direct
mailings have bombarded consumers with a
range of content, many of which contain mixed
messages [7]. Companies can attract customers
more effectively if they exploit various vital
variables based on market needs and desires.
Brand name, accuracy, and price are some of
these variables [8]. This study has been designed
to investigate the impact of brand image and
quality on purchase decisions for international
clothing companies among working adults in
Kazakhstan.

Brand Image: Consumers’ reputation is a
concept that consumers assume based on
subjective motivations and emotions [9]. A
customer’s perception of a specific brand is
dependent on either factual or emotional factors
[10]. The most important thing is the name; a
good name will help to promote a brand. Positive
brand awareness will help the marketing effort
succeed by allowing the brand to appreciate
and have excellent relationships with clients
[11]. The ability of brands to endure data as
an integral aspect of their brand reputation
determines the quality of their affiliations [12].
With the current inexorably difficult market
competition, the novelty of brand affiliations
restricted the corporation not to be the same as
gaining an advantage that may have been used as
a reason for clients to select a specific brand [13].
The distinctiveness of brand associations may
differ from product-related features, functional
benefits, or perceived image [14].

The brand image often refers to the mental
parts of the picture or interpretation that
incorporates with the imagination of purchasers
through the desires and experience of taking the
brand over an entity or administration; as a result,
forming a successful brand image is becoming
increasingly important to be proclaimed by the
corporation [15]. The brand image is often a
reflection of its bid, which involves the intangible
importance of consumers due to specific features
of the products or services [16]. A customer’s
perception of a brand’s good experience is
referred to as a brand picture [17]. If a company
has a distinct advantage, good credibility is well-
known, trustworthy, and willing to provide the
finest support possible, a favorable impression
may have formed [18].

Marketing communication,
experience, and social influence are three distinct
inductive mechanisms by which a brand’s
identity develops. The voice of a company and
how companies will build relationships with
consumers around their product proposition
are reflected in marketing communication [19].
It means that displaying communication aids
corporations in addressing their clients and
cultivating a corporate profile in their clients
minds. Recognizing a consumer’s consumption
experience is a top priority for today’s marketers,
particularly with the of experiential
marketing techniques that aim to re-enchant
consumers via consumption [20]. Customers
are asking management firms, in particular, to
take a wider view of what types of experiences
to prepare for them and how to include them.
Customers are less interested in optimizing
their rewards and more focused on gluttonous
gratification within a given social context from
an experiential perspective. Within that context,
usage elicits sensations and feelings that do more
than respond to a person’s needs, as they also
overcome the shopper’s search for a personality.

In general, social influence refers to a
person’s adjustment of his or her attitudes or
behavior in response to the attitudes or behavior
of others based on their interactions in the
social system Social influence is also known as
«social contagion» in diffusion research since

customer
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disseminating a new product among people is
similar to the spread of a virus in a population
[21]. A prospective adopter’s opinion, attitude,
or behavior toward a new product evolves due
to association with prior adopters’ experience,
behaviors, or attitudes. However, according to
utility theory, the social impact as to how one’s
peers’ behaviors influence the utility one expects
to achieve by engaging in a particular action, and
therefore the likelihood that (or degree to which)
one will engage in that behavior.

Price: Costs can influence a variety of shopper
habits for consumers, products, and their
availability at different shops and on various
networks and in a variety of components [22].
Organizations are now seen from a different
perspective, and economic prospects in all areas
of the world shift every year. Organizations must
aim to keep these regular transitions updated in
this manner. ]J.F. Kennedy was a popular figure
in the 1950s. McCarthy produced the four Ps,
which became the most enduring structures in
the commercial mix at the time. «McCarthy’s 4 Ps
provided a suitable and acceptable nomenclature
for marketing analysis and study» [23]. The cost
is the most volatile component of the market mix
and the most significant «paying factor» [24]. In
any case, the promoters should be in charge of
this aspect, which many too many organizations
overlook. Values can be adjusted (increased or
decreased) more easily by organizations. It is
incredibly difficult to achieve the same effect
with different elements in the promotional
mix. As a result, changing the characteristics of
the commodity, the primary sources of crude
material and finished goods, the permanent and
basic consumers, and the dispersion networks
is extremely difficult. As a result, changes
to promotional mixtures are tied to longer
timeframes. Since expenses can be conveniently
identified by adding initial costs and a final
charge, they have a legal impact on wages,
which are eventually converted into benefits. In
this way, a slight price change can elicit a strong
response from customers, which may be positive
or negative [26]. In this regard, valuing similar
options usually determines the most complex
and touching arrangements for each company,

particularly where cost is a major consideration
in such transactions [26]. The cost is defined as a
«sum of the significant amount of quality, which
clients change to service ownership or use for a
certain article or administration» in the narrow
sense, and as a «sum of the significant amount of
quality, which clients change to service ownership
or use for a certain article or administration» in
the broad sense [27].

It should be noted that the organic commodity
or management demand is influenced by value.
Along these lines, as shown, even a minor rise in
prices reduces demand for the product, as costs
represent the buyer’s loss on the exchange they
make. Cost is often used as a profit ratio, and it
can entice a potential customer to purchase an
item or service.

Purchasing Decision: The article explains the
decision-making process for consumers and
how decisions are made from a list of options.
The paradigm is based on market psychology
theories and concepts such as the purchaser’s
behavioral theory and Nicosia’s consumer
decision theory. Buyers’ physical and social
circumstances have tremendous consequences
for their purchasing choices and may play a
significant role in their need for and consideration
of purchasing products [28]. One of the main
elements is social time, described as «time about
social institutions and social rhythms and habits,
such as working hours, opening hours, meal
hours, and other institutionalized schedules.»
Everyday shoppers make many decisions in their
daily lives. Customer behavior encompasses
more than just purchasing or decision-making;
it also includes consumer participation and a
wide range of consumption-related experiences
[29]. Business decision-making is an essential
component of consumer action. The first step in
making a purchasing decision when consumers
desire something new is identifying the issue.
The customer’s purchasing choices begin with
an obstacle or a dilemma. These options are
easily identified, questioned, and solved (food
requirements), but the unexpected dilemma is
still challenging to resolve (needs of the car).
Different variables, such as social factors, social
factors, cultures, and environmental factors, all
affect issue identification [30].
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Primarily, the study focuses on the second
step of the buying process, namely on in-store
choices, by exploring the impact of certain
psycho-demographic  factors on behavior
in Kazakhstan. Perhaps it is no surprise
that research on consumer psychology has
received so much interest that these factors
significantly impact consumer behavior. The
main psychological factors chosen for this study
are experience, lifestyle, temperament, value,
and need [31]. As a result, research should not
disregard other aspects of consumer conduct.
Some demographic considerations play a role
in furniture store decision-making [32]. These
factors primarily include gender, age, and
income [33]. A more in-depth examination of
demographic characteristics in defining and
categorizing customers into different market
categories will encourage customer behavior
studies. It is accomplished by depending on the
same characteristics across customer categories
while accounting for regional differences [34].
Different statistical models can be used to
analyze various aspects of consumer behavior.
According to the Jenkins marketing continuum
model, the customer goes through several phases
on his or her way to purchasing a product [35].
For starters, the customer is unfamiliar with
a product or service. Any kind of marketing
raises the customer’s awareness of the product.
The next step is comprehension, followed by
the dedication that makes it possible. In the
following stage, customers would choose labels
over others. The process of deliberate acquisition
and purchasing appraisal is then completed, and
the goal is to purchase the brand again. Other
business models include the Nicosia customer
decision-making paradigm or the Marshallian,
Freudian, Veblenian, and Hobbesian models and
Kotler’s various marketing trends [36].

Significance of the study

Although  customer
understood, it is nevertheless understudied in
Kazakhstan, despite the importance of clothing
buying decisions. It is possible to see how realistic
and intellectual gaps are reconciled [37]. It is best,
to begin with, consumer procurement decisions
and adopt an appropriate business model for

behavior is well

Kazakhstani apparel companies [38]. The lack
of academic study among working adults in
Kazakhstan, particularly in the garment industry,
makes it necessary to conduct a research that
bridges the gap between academia and industry
[39]. Despite its rapid growth, the fast mode
industry is still considered an under-invested
sector. Fashion experts areimpossible to find, both
academically and economically. It is a modern
study’s effort. Consumer behavior in Kazakhstan
differs considerably from that of working adults
when it comes to purchasing foreign clothes.
Divers must keep these two considerations in
mind to save the present adverse circumstances
[40]. This research is beneficial to apparel retailers
who wish to learn about the variables influencing
consumer behavior, their relationship to buying
decisions and collect data and knowledge
from functioning more efficiently. The research
will also help entrepreneurs and sellers tailor
strategies for consumers and use them as an
effective marketing tool.

Research Objectives

- To analyze the determinants of consumer
behavior.

- To what extent the consumer behavior
influence their purchasing decisions.

- To find out the impact of Brand Image on
purchasing decisions.

- To find out the impact of price on
purchasing decisions.

Research Hypothesis

1. There is a relationship between Price and
Consumer Behavior

2.  There is a relationship between Brand
image and Consumer Behavior

3. There is a positive relationship between
Consumer Behavior on Buying Decision

4. There is a relationship between Price and
Buying Decision

5. There is a relationship between Brand
image and Buying decision

Methodology

The author of the study chose arandom sample
of 500 working adults in Astana for this report,
but only 408 replied. This study was quantitative
by nature. This study’s data is gathered by the
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Table 1

Descriptive Statistics

N Minimum Maximum Mean Std. Deviation
Price 408 1.00 5.00 3.4326 0.72801
Brand Image 408 1.00 5.00 3.2908 0.84436
Consumer Behaviour 408 1.00 5.00 3.6907 0.91813
Purchase Decision 408 1.00 5.00 3.6789 1.01534
Valid N (listwise) 408

use of a questionnaire administered by the
researcher. The questionnaire was administered
to the adults in the sample group by the data
collection team. The SPSS software is used to
interpret the outcomes of the analysis. After
reading the literature, the theory was developed
and validated using experimental results derived
from data. To put the theory to the test, it applied
the link to the results. This study employs
multivariate regression to analyze customer
behavior and purchasing choices; the influence
of the two predictors (brand name and price) is
weighed against the mixture of the two outcome
variables. Data mining has affected ethical
issues such as confidentiality, privacy, openness,
respect, and experience. Furthermore, before any
prospective applicants are invited to participate
in any non-exempt study survey, the Institutional
Review Board must review all hiring plans and
records. As a result, the IRB will reconsider the
study’s recruiting plan. It is not necessary, but
it helps to protect the health and interests of
human testing subjects. As a result, participants’
privacy would be secured, voluntarism would be
promoted, and prospective participants would
be informed consistently.

Results

IBM SPSS has also been used to conduct
informative experiments on data collection
containing the underlying testing frameworks
of pricing, brand image, customer behavior,
and purchasing decision. Descriptive statistics
are useful for defining factors and maximum,
minimum, and standard deviations in total
systems.

Table 01 shows that the overall ranking
average is 3.29 and 3.43 in terms of brand value
and expense, respectively. It means that when
shopping for clothes in Kazakhstan, shoppers
value prices more. Any measure between 3.00
and 4.00, on the other hand, indicates that the
majority of respondents are either indifferent or
accept that it relates to clothes shopping.

Correlation Analysis

Correlation is one of the parametric methods
used in this study to investigate the relationships
between the combined ratings of the latent
constructs. Pearson Correlation has been used in
this case, which also aids in the partial study of
hypotheses.

According to the results, at the 0.01 stage,
both brand name and price, as determinants,
have a close association with consumer behavior.
In the light of the statistical review, which
includes the hypotheses testing threshold, a
significant amount of 0.01 has been reinstated
[41]. According to these criteria, a relationship is
deemed necessary if its sig-value is less than 0.05
or 0.01 degree of significance. Furthermore, the
interaction path is positive in each event, and the
magnitude is high (strong relationship). It means
that increased customer activity has resulted
in a stronger brand profile and greater product
awareness. The results propose that Hland H2
are accepted.

Similarly, all affecting purchase
behavior (brand name and price) are closely

factors

associated with purchasing decisions at the
0.01 level of significance. That is shown by their
respective p-values (sig values). Furthermore,
the relationship between and set of variables
is positive in orientation. Finally, the study
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Table 2
Correlation
Correlations
Brand Image Quality Price Consumer Purchase
Behaviour Decision

Price Pearson .635%* .695** 1 .743%* 570**

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000

N 408 408 408 408 408
Brand Image  Pearson 1 770%* .635** .705** .539**

Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000

N 408 408 408 408 408
Consumer Pearson .705** .792%* 743** 1 710%*
Behaviour Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000

N 408 408 408 408 408
Purchase Pearson .539%* 611** 570** 710** 1
Decision Correlation

Sig. (2-tailed) 0.000 0.000 0.000 0.000

N 408 408 408 408 408

**. Correlation is significant at the 0.01 level (2-tailed).

discovers a strong, robust association in each
relationship depending on the coefficient values
(magnitude). It represents a stronger brand image
and higher product awareness associated with
wise purchasing decisions. It follows that H4 and
Hb5 are also suitable. Finally, the association table
establishes the link between customer behavior
and international clothing purchasing decisions.
There is a statistically significant and positive
relationship between the two variables at the 0.01
level. Furthermore, the strength of the association
is important. It suggests that H3, which denotes
a stable relationship between the two variables,
has been settled.

Multivariate Analysis

The research utilizes multivariate regression
to study and interpret consumer behavior and
buying choices (as an outcome variable), with the
two predictors (brand name and price) weighed
against the combination of the two outcome
variables.

The figureis critical at the 0.05level when using
Pillai’s Trace, indicating that market awareness
and price correlated with multinational fashion
products on the combination of consumer
behavior and buying decision is significant. It
validates previous observations and models.

Structure Equation Modelling (SEM)

As previously stated, the study would
evaluate direct and indirect influences, taking
into account the influence of brand image
and price on consumer behavior and buying
decisions. Though
analyze both direct and indirect (mediating)
outcomes, structural equation modeling (SEM)
is a reliable and efficient method for evaluating
structural relationships [42]. When detecting
mediation effects, this study utilizes PLS-SEM,
which shows less contradictory results than
regression analysis [43].

Moreover, per the PLS Algorithm route
coefficients, the effects of brand name and price

regression analysis can
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Table 3
Multivariate Tests
Effect Value F Hypothesis Error df Sig.
df

Intercept Pillai’s Trace 0.027 5.690b 2.000 403.000 0.004
Wilks” Lambda 0.973 5.690b 2.000 403.000 0.004
Hotelling’s Trace 0.028 5.690b 2.000 403.000 0.004
Roy’s Largest Root 0.028 5.690b 2.000 403.000 0.004

BI Pillai’s Trace 0.029 6.091b 2.000 403.000 0.002
Wilks” Lambda 0.971 6.091b 2.000 403.000 0.002
Hotelling’s Trace 0.030 6.091b 2.000 403.000 0.002
Roy’s Largest Root 0.030 6.091b 2.000 403.000 0.002

P Pillai’s Trace 0.169 40.964b 2.000 403.000 0.000
Wilks” Lambda 0.831 40.964b 2.000 403.000 0.000
Hotelling’s Trace 0.203 40.964b 2.000 403.000 0.000
Roy’s Largest Root 0.203 40.964b 2.000 403.000 0.000

a. Design: Intercept + BI + P

b. Exact statistic

on consumer behavior are statistically significant
at the 0.05 stage, as shown by previous studies
[44]. Furthermore, understanding the causal
effect of consumer behavior on buying decisions
is important. Path coefficients for all explanatory
variables for buying judgment, on the other hand,
are marginal at 0.05, as are regression results.
That suggests the total mediation is explained by
consumer behavior.

The first research target, which covered H1
and H2, sought to ascertain if brand name and
price are determinants of Kazakhstani working

adults’ buying behavior toward foreign clothing
brands. Using Pearson Correlation, Regression,
and SEM research, the H1 and H2 theories
were thoroughly implemented, showing that
brand awareness and product price significantly
impact the buying behavior of working adults
in Kazakhstan. As a consequence, these three
variables can influence consumer behavior. In
terms of the second study target, H3, the statistical
analysis revealed an encouraging, significant,
and distinct relationship between consumer
behavior and purchasing decisions. As a result,

Table 4
PLS-SEM Path Coefficients
Path Coefficients Original = Sample Standard T Statistics P
Sample Mean Deviation (IO/STDEVI) Values
(0)) (M) (STDEV)
Brand Image -> Consumer behaviour 0.208 0.212 0.043 4.86 0.000
Brand Image -> Purchase Decision 0.058 0.062 0.054 1.091 0.276
Consumer behaviour -> Purchase 0.671 0.674 0.081 8.235 0.000
Decision
Price -> Consumer behaviour 0.362 0.366 0.04 9 0.000
Price -> Purchase Decision 0.017 0.015 0.055 0.32 0.749
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Table 5
Hypothesis results

Hypotheses Results

H1: There is a relationship between Brand Image and Consumer Behaviour Accept

H2: There is a relationship between Price and Consumer Behaviour Accept

H3: There is a positive relationship between Consumer Behaviour on Purchasing Accept

Decision

H4: There is a relationship between Brand Image and Purchasing Decision Not Accepted
H5: There is a relationship between Price and Purchasing Decision Accept

H3 has accepted the findings. Despite addressing
the third research goal of brand identity and
purchasing decision, the methodological study
generated contradictory results, as mentioned
earlier in the literature review, and H4 dismissed
it. The following table summarises the hypotheses
testing;:

Based on these results, the current research
determining consumer behavior can play a
mediating role in the price-purchase decision
relationship. Working adults in Kazakhstan
shopping for foreign label clothes, on the other
hand, are unable to make purchasing decisions
based on brand image.

Discussion

The study summarises the rising complexities
of determining consumer preferences due to
globalization shifts and stands outina competitive
market. For example, look at the implications
of globalization, demonstrating that recent
economic trends have enabled international
markets and communities to dominate local
economies and cultures [45]. One of the most
significant effects of globalization has been seen
in the textile industry, where subsectors such
as fast fashion and other westernized divisions
have evolved. That is also because westernized
departments, such as quick fashion, make the
supply chain more effective.
movements have given multinational brands fast
access to low-cost labor in Asian local markets.
In comparison, not just from a manufacturing
standpoint, international brands in a wide range
of prices in emerging Central Asian economies

Globalization

such as Kazakhstan and Russia are causing
concern.

In terms of a single quality variable, findings
support the findings, which show a favorable and
significant relationship between price, quality,
use, and purchase decision [46]. The authors
assert that the accuracy of the buying decision is
based on the product’s durability, performance,
ease of use, and low maintenance. As a result,
several organizations view quality as a critical
decision consideration on their costs [47]. It
further emphasizes the importance of continuity
as a determinant of consumer behavior and
extensively addresses the fourth research
objective of quality decision-making. It is true
for buyers searching for globally recognized
garments in Kazakhstan. Consumers place a high
emphasis on consistency because quality directly
impacts their market behavior and, as a result,
their purchasing decisions.

The current data set’s observational findings
indicate that the interaction between purchasing
clothes from global brands and brand recognition
and price is mediated by arbitrary expectations
of comparison classes and perceived behavior
control. These results explore how consumer
behavior influences purchasing decisions
through analysis, showing a strong and positive
connection between the two. According to
the author, a strong brand name encourages
consumers to buy from it because it aims to meet
their needs and have good value for money. These
results are also relevant to the first and third
research objectives, which were to assess brand
value as a predictor of consumer behavior and a
factor in purchasing decisions. As a consequence
of the relationship, the study concludes that brand
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image has a positive and substantive relationship
with consumer behavior, but its impact on
purchasing decisions is marginal. Brand worth
is unimportant to working adults in Kazakhstan
when it comes to buying clothing from foreign
brands. As a result, the results partially dispute
previous academic findings, demonstrating an
opposing perspective demonstrating that brand
image helps draw buyers for profitable long-term
companies.

The correlation studies have addressed the
review’s most recent goal: to explore the impact
of pricing on procurement decisions. The same
can be said for the price factor, which, according
to regression analysis, positively impacts
Kazakhstani working adults” buying decisions
and consumer behavior. These findings are in
line with those showing that price is a sensitive
topic for customers worldwide. They are the
same outcomes. A small price change may have
a big impact on consumer behavior and buying
decisions.

As a result, the thesis’ results have two
implications. Advertisers on the ground and
politicians, for example, are looking for ways
to boost Kazakhstan’s economy and industry.
Second, the findings make a substantial
contribution to scholarly literature, filling a
gap that has been identified. The findings of
Kazakhstan’s consumer behavior in terms
of clothing shopping habits will serve as a
foundation for future research in this field. This
thesis is a positive move forward. The study
vacuum takes a step forward by presenting
informative observations almost connected to
conventional model customer practices. As a
result of the latest study, academics will examine
market activity in Kazakhstan through the prism
of multinational apparel brands.

Marketers suggest that international brands
use more aggressive promotional campaigns
in Kazakhstan to stress the quality of products
and price factors, based on the findings. It
would help international brands gain a foothold
in Kazakhstan’s domestic target market and
multinational corporations. For example, by
offering coupons, loyalty bonds, or gift cards
that enable shoppers to buy additional goods
from foreign brands, a consumer’s propensity

to be swayed by costs can be exploited. That
would also aid in disseminating good word
of mouth, which would aid in their longevity.
Multinational apparel giants can affect buying
decisions by demonstrating the durability of
their clothing items. These days, the consistency
of a person’s life is determined by their ability to
wear durable clothes. This garment is made from
natural materials with no social or environmental
consequences, such as fur exploitation for coats.
Consumers who are aware that their apparel is
eco-friendly or upcycled are of the same caliber
as modern multinational corporations. As a result
of such marketing efforts, international brands
based in Kazakhstan will draw working adults.

This study demonstrates that international
apparel firms can effectively control local
Kazakhstan citizens by using transparent
pricing in terms of policy ramifications. As a
result, policymakers will inform the clothing
and apparel industry in the United States to use
these components to lure target customers. It will
assist domestic officials in promoting domestic
products rather than international brands and
local businesses in increasing market share, as
brand recognition had little bearing on buying
decisions.

Conclusion

Consumer behavior influences buying
decisions in many ways due to the many
alternatives available [48]. On the other hand,
social scholars have argued that
critique is a major cause of cultural loss of
identity [49]. Simultaneously, marketers see it
as an incentive to understand why customers
choose international or local brands to sell their
products accordingly to gain a larger global
market share [50]. To summarise the statement,
Kazakhstan clothing firms and their marketers,
on the other hand, refuse to understand and
identify significant patterns in customer buying
decisions. Kazakhstan’s domestic fashion firms
account for just 10% of the country’s garment
industry, while international brands dominate
the remainder. Due to these patterns and a lack
of analysis, a systematic study was needed to
prompt purchasing decisions against global

several
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brands and determine which variables affect
consumer behavior. As a result, this study aimed
to look into the factors influencing consumer
behavior in Kazakhstan working adults who
shop for clothing from international brands. The
study also looked at the degree to which customer
behavior influences purchase decisions and the
effect of brand value and price on purchasing
decisions.

Previous experimental and theoretical
experiments were used to assess the price and
brand image analysis goal. Sex, aging, and wealth
all have a strong impact on customer behavior
in some sectors, such as wood preferences,
according to extensive literature analysis [51]. On
the other hand, fast food is unaffected by gender.
In addition, the research looked at the various
aspects of psychological causes, demonstrating
that they substantially affect clients” behavior.
From the standpoint of the entire literature,
these aspects fulfill the study’s first goal, which
was to analyze customer behavior. From the
standpoint of the entire literature, these aspects
fulfill the study’s first goal, which was to analyze
customer behavior. Similarly, once a buyer learns
more about the skills or specific properties,
he or she is more likely to purchase the brand
if ten more options are presented to the same
product [52]. Similarly, fashion governs various
modes of consumption and the types of goods or
brands to which customs’ lifestyles adhere and
cater and influences consumer behavior based
on the standards, legal regimes, and finances
of various companies. The customer’s attitude
toward a particular brand or product is created
by inviting the consumer to an advertising or
conference. These social questions are consumer
opinions that influence their attitudes (positive
or negative) toward a company or its goods.
The effect of qualifications and beliefs on
customer behavior [53]. All of the names may be
classified as economic, aesthetic, social, political,
or religious. Finally, individual desires are the
primary motivator for recognizing and filling the
void as a determinant of customer behavior.

As a result, the company identity refers to a
mark in a customer’s visual memory. That is a
positive opinion if the company has a distinct
edge, a strong reputation is well regarded,

trustworthy, and is recognized for its consistent
customer service. Suppose these variables
are not visible, vice versa. As a result, media
engagement strategies, user experience, and
socially influencing consumers can affect the
brand reputation or good word of mouth. The
existence of a brand will affect consumers’buying
decisions in this way. The same may be said for
prices and coherence. According to a previous
report, providing luxury products and services
to customers who are conscious of consistency
improves their buying decisions [54]. Consumers
who pay for a product are more likely to be
quality-conscious if the contents are better. As
a result, the price of a commodity influences
consumers’ buying choices and behavior. The
current study hypothesized that brand identity
and price substantially impact consumer
decision-making based on this observation.

Limitation and Suggestions for Future Research

This study focuses on the factors that influence
consumer behavior in the clothing industry,
especially in Astana (Kazakhstan). Respondents
of Astana come from all walks of life and are of
all ages, but working adults are at the forefront.
This research will reflect the decision-making
process on consumer behavior and the fashion
industry’s future drive. Simultaneously, the
study aids in understanding Kazakhstan’s new
consumer preferences and how they can be used
to assess consumers’ future wants expectations,
and wishes. This analysis, on the other hand, was
limited in various ways.

In the apparel industry, there is also a
scarcity of scholarly and marketing customer
behavior studies. One of the industry’s flaws
is a lack of study and customer behavior
research, especially for international firms and
working adults. Because of the importance,
the lack of evidence in the current research can
be considered a disadvantage. As a result, the
few publicly traded textile producers are at a
disadvantage, as the requisite study data cannot
be shared with another company. Furthermore,
the majority of fabric manufacturers are spread
across Kazakhstan, far from my country. In this
case, consistency is also an important factor to
remember. As a result, future research and even
this variable will be scrutinized more closely.

Ixoromuneckas cepus secmmuxa EHY umenu J.H. I'ymuiesa
ECONOMIC Series of the Bulletin of the L.N. Gumilyov ENU

Ne 4/2021 155



Influence of brand image and price on purchase decision on foreign clothing...

References

1. Hameed I. & Irfan Z. Entrepreneurship education: a review of challenges, characteristics, and
opportunities // Entrepreneurship Education. - 2019. - T. 3-4. - No 2. — P. 135-148.

2. Bilgihan A., Barreda A., Okumus F. & Nusair, K. Consumer perception of knowledge-sharing in travel-
related online social networks // Tourism Management. - 2016. — T. 52. — P. 287- 296.

3.  Baker M.J. What is marketing? In The Marketing Book. Routledge. Oxford: Sixth Edition, 2016. - 25-42
p.

4. Kumar V. & Reinartz W. Creating enduring customer value // Journal of Marketing. - 2016. - T. 80. - No
6. - P. 36-68.

5. Katz E., Lazarsfeld PF. & Roper E. Personal influence: The part played by people in the flow of mass
communications. — New York: Routledge, 2017, pp. 145.

6. Rosenbaum-Elliott R., Percy L. & Pervan S. Strategic brand management. — USA: Oxford University
Press, 2018. — p. 199.

7. Li C.Y. Why do online consumers experience information overload? An extension of communication
theory // Journal of Information Science. — 2017. - T. 43. - Ne 6. — P. 835-851.

8. Erkan I. & Evans C. The influence of eWOM in social media on consumers’ purchase intentions: A
comprehensive approach to information adoption // Computers in Human Behavior. — 2016. - T. 61. - P. 47-55.

9. Leckie C., Nyadzayo M.W. & Johnson L. W. Antecedents of consumer brand engagement and brand
loyalty // Journal of Marketing Management. - 2016. - T. 32. - No 5-6. — P. 558-578.

10. IslamJ.U. & Rahman Z. Examining the effects of brand love and brand image on customer engagement:
An empirical study of fashion apparel brands // Journal of Global Fashion Marketing. - 2016. - T. 7. - Ne 1. — P.
45-59.

11.  Aschemann-Witzel ]., Jensen ]J.H., Jensen M.H. & Kulikovskaja V. Consumer behavior towards price-
reduced suboptimal foods in the supermarket and the relation to food waste in households // Appetite. — 2017.
—T. 116. - P. 246-258.

12. East R., Singh J., Wright M. & Vanhuele M. Consumer behavior: Applications in marketing. Sage,
London: Routledge, 2016. — p. 78.

13.  Ebrahim R., Ghoneim A., Irani Z. & Fan Y. A brand preference and repurchase intention model: the role
of consumer experience // Journal of Marketing Management. - 2016. - T. 32. - Ne 13-14. — P. 1230-1259.

14. Oke O., Kamolshotiros P., Popoola Y., Ajagbe M. & Olujobi O. Consumer behavior towards decision
making and loyalty to particular brands // International Review of Management and Marketing. - 2016. - T. 6. -
P. 43-52.

15. Bicakcioglu N., Ipek I. & Bayraktaroglu G. Antecedents and outcomes of brand love: the mediating role
of brand loyalty // Journal of Marketing Communications. —2018. — T. 24. - Ne 8. — . 863- 877.

16. Lassoued R. & Hobbs J.E. Consumer confidence in credence attributes: The role of brand trust // Food
Policy. — 2015. - T. 52. - P. 99-107.

17. Burmann C., Riley N.M., Halaszovich T. & Schade M. Identity-Based Brand Controlling. In Identity-
Based Brand Management. - Wiesbaden: Springer Gabler, 2017. — p. 201.

18.  Szmigin I. & Piacentini M. Consumer behavior. - Oxford: Oxford University Press, 2018. — p.112.

19. Chinomona R. Brand communication, brand image and brand trust as antecedents of brand loyalty in
Gauteng Province of South Africa // African Journal of Economic and Management Studies. - 2016. — T. 7. - Ne
1. - P. 124-139.

20. Petit O., Spence C., Velasco C., Woods A.T. & Cheok A. D. Changing the influence of portion size on
consumer behavior via imagined consumption // Journal of Business Research. — 2017. -T. 75. — P. 240-248.

21. HudsonS., Huang L., Roth M.S. & Madden T.J. The influence of social media interactions on consumer-
brand relationships: A three-country study of brand perceptions and marketing behaviors // International
Journal of Research in Marketing. —2016. — T. 33. - No 1. — P. 27-41.

22. Dinerstein M., Einav L., Levin J. & Sundaresan, N. Consumer price search and platform design in
internet commerce // American Economic Review. - 2018. T. 108. - No 7. — P. 1820-59.

23.  Yudelsson J. Adapting McCarthy’s Four P’s for the 21 century // Journal of Marketing Education. — 1999.
-T.21.-P. 60-67.

156 Ne 4/2021 /LH. Tymuaes amvindazol EYY xabapuivicoinvin koHoMuKa cepusicol
ISSN: 2789-4320, eISSN: 2789-4339



A. Mamedoov

24.  Aschemann Witzel ]. & Zielke S.,, Can’t buy me green? A review of consumer perceptions of and
behavior toward the price of organic food // Journal of Consumer Affairs. —2017. — T. 51. - Ne 1. - P. 211-251.

25. He Y. Acquisition pricing and remanufacturing decisions in a closed-loop supply chain // International
Journal of Production Economics. —2015. - T. 163. — P. 48-60.

26. Gao J., Han H., Hou L. & Wang H. Pricing and effort decisions in a closed-loop supply chain under
different channel power structures // Journal of Cleaner Production. —2016. - T. 112. — P. 2043-2057.

27. Kotler P, Burton S., Deans K., Brown L. & Armstrong G. Marketing. Frenchs Forest: Pearson Higher
Education AU, 2015. - p. 46.

28. Siddique R. Effect of digital media on consumer purchasing decision. [Electronic resource] - URL: http://
dspace.bracu.ac.bd/xmlui/bitstream/handle/10361/8741/13304095_BBS.pdf?sequence=1&isAllowed=y (aaTa 06-
pamenet: 13.04.2020)

29. Pappas N. Marketing strategies, perceived risks, and consumer trust in online buying behavior// Journal
of Retailing and Consumer Services. —-2016. - T. 29. - P. 92-103.

30. Chowdhury P.P. Role of use of Social Media on Effective Buying Decision Process: A Study of consumer
buying Behavior in the Context of Bangladesh Market // Asian Journal of Management. —2019.-T. 10.- Ne 1. - P.
53-60.

31. Rana]. & Paul J. Consumer behavior and purchase intention for organic food: A review and research
agenda // Journal of Retailing and Consumer Services. - 2017. - T. 38. — P. 157-165.

32. Reny PJ. A characterization of rationalizable consumer behavior // Econometrica. — 2015. - T. 83. - Ne
1.-P.175-192.

33. Warren C., Barsky A. & Mcgraw A. P. Humor, comedy, and consumer behavior // Journal of Consumer
Research. —2018. - T. 45. - Ne 3.- P. 529-552.

34. Richard M.O. & Habibi M. R. Advanced modeling of online consumer behavior: The moderating roles
of hedonism and culture // Journal of Business Research. —2016. - T. 69. - No 3. — P. 1103-1119.

35. Morales A.C., Amir O. & Lee L. Keeping it real in experimental research— Understanding when, where,
and how to enhance realism and measure consumer behavior // Journal of Consumer Research. - 2017. - T. 44. -
No 2. —P. 465-476.

36. Calder BJ., Isaac M.S. & Malthouse E.C. How to capture consumer experiences: A context-specific
approach to measuring engagement: Predicting consumer behavior across qualitatively different experiences //
Journal of Advertising Research. —2016. - T. 56. - No 1. — P. 39-52.

37. Forsman and Madsen. Consumers’ Attitudes towards Sustainability and Sustainable Labels in the
Fashion Industry: A Qualitative Study. [Electronic resource] - URL: http://www.divaportal.org/smash/record.jsf
?pid=diva2%3A1143596&dswid=-538 (naTa ob6pameny: 03.02.2021)

38. Sagatdinova and Quan. Research and Analysis on the Influencing Factors of the Purchase Decision of
the Consumers of Fast Fashion Goods in Kazakhstan // International Journal of Business and Management. —
2018. - Vol. 13. — pp. 138-139.

39. Yang, Song and Tong. Sustainable Retailing in the Fashion Industry: A Systematic Literature Review.
[Electronic resource] - URL: https://www.mdpi.com/2071-1050/9/7/1266/htm 262 (saTa oOparenn:: 18.08.2019)

40. Seara and Boger. Pulse of the fashion industry. [Electronic resourse] - URL: http://media publications.
bcg.com/ (aata obpamenns: 28.03.2020)

41. Verma ].P. Data analysis in management with SPSS software. Springer Science & Business Media. New
Delhi: Springer, 2012. —p. 201.

42. Gunzler D., Chen T., Wu P. & Zhang, H. Introduction to mediation analysis with structural equation
modeling // Shanghai archives of psychiatry. —2013. - T. 25. - Ne 6. — P. 390.

43. Ramli N.A,, Latina H. & Nartea G.V. Why should PLS-SEM be used rather than regression? Evidence
from the capital structure perspective. In Partial least squares structural equation modeling. — Cham: Springer,
2018. - 171-209 p.

44. Koch N. Hypothesis testing with confidence intervals and P values in PLS-SEM // International Journal
of e-Collaboration (IJeC). —2016. - T. 12. - Ne 3. — P. 1-6.

45. Oyevaar M., Vazquez-Brust D. & Van Bommel H. Globalization and sustainable development: a
business perspective. USA: Macmillan International Higher Education, 2016 — p. 313.

Axoromuneckas cepus secmuuxa EHY umenu A.H. Tymunresa Ne 4/2021 157
ECONOMIC Series of the Bulletin of the L.N. Gumilyov ENU



Influence of brand image and price on purchase decision on foreign clothing...

46. Dodds W.B. The exchange value concept in marketing. In Proceedings of the 1993 Academy of Marketing
Science (AMS) Annual Conference. — Cham: Springer, 2015. - 459-463 p.

47. Hussey P.S., Friedberg M.W., Anhang Price R., Lovejoy S.L. & Damberg C.L. Episode-based approaches
to measuring health care quality // Medical Care Research and Review. - 2017. - T. 74. - No 2. - P. 127-147.

48. Samiee S. Reflections on global brands, global consumer culture, and globalization // International
Marketing Review. —2019. — Vol.36 No 4, p. 413.

49. Davvetas V. & Diamantopoulos A. How product category shapes preferences toward global and local
brands: a schema theory perspective // Journal of international marketing. — 2016. - T. 24. - Ne 4. — P. 61-81.

50. Sariand Hanifah. Factors Affecting Consumers Behavior of Coventry University Students Towards Fast-
Fashion Industry. [Electronic resourse] - URL: https://www.atlantis press.com/proceedings/piceeba-18/25902689
(aara obparmenns: 02.02.2021)

51. Pascual-Miguel F.J., Agudo-Peregrina A.F. & Chaparro-Pelaez J. Influences of gender and product type
on online purchasing // Journal of Business Research. —2015. - T. 68. - Ne 7. — P. 15501556.

52. Wang Y. & Hazen B.T. Consumer product knowledge and intention to purchase remanufactured
products // International Journal of Production Economics. — 2016. - T. 181. — P. 460-469.

53. Harun A., Rokonuzzaman M., Prybutok G. & Prybutok V.R. How to influence consumer mindset: A
perspective from service recovery // Journal of Retailing and Consumer Services. —2018. - T. 42. — P. 65-77.

54. Yoshida M. Consumer experience quality: A review and extension of the sport management literature
//Sports Management Review. —2017. — T. 20. - Ne 5. — P. 427-442.

A. Mameaos
Meriedxmernm xane Foiroim yrusepcumemi, Llax Axam, Maraiisus

KasakcTraHAa¥bl JKYMBIC iCTENTiH epeceKTep apachIHAAFbI MeTeAAIK KMiM KOMIIaHMsIAaPbIHBIH CaThIIT
aay memiMiHe OpeHA MMMAXKIHIH JKoHe OaraHbIH acepi

AnnoTtammst. Kasipri skahangany >kargaifblHAa KOMIIaHUsAQP CaTHIIT aAyIIblAapAbIH IIemiMiHe OallaaHbl-
CTHI TYTBIHYIIbLAAPABIH Ka>KeTTidikTepiH eckepyi kepek. bya perre Kasakcranaa >KyMBbIC iCTeNTIH epecekTep
apachlHJa TYTHIHYIIbLAaPABIH MiHe3 -KyAKbIHa HaKThl He acep eTeTiHiH TyciHy KakeT. ATam aiiTKaH4a, 3epTTe-
yaep OpeH/ MMIAXI MeH OaFa CHAKTBI MapKeTUHITIK Kypaadjapra OarbITTadraH. JepTTeyAiH HeTisri MaKcaThl
- Openg UMMAXKi MeH OaraHbBIH CaTBIIl aly IIelliMiHe acepiH aHBIKTay. 3epTTey cyparbl - Oya OpeHa MMUAXI
MeH Oara caThIII ady IIelIiMiHe KaJall ocep eTeTiHiH Oiay. bya zeprreyae makcaTTsl TonTars! (KasakcTaHHBIH
acranacel Hyp-CyaTtanga >XyMBIC iCTeITIH epecek ajaMaap) cayadHaMaHBl KOAJ4aHy apKbIAbl MaAiMeTTep Ku-
Ha/AFaH 3epTTeyAepAiH CUIIaThlHA COVIKeC KeAeTiH CaHABIK 9iC KOA4aHbLAAbL. Bya caHablk 3epTreyse cayaaHa-
Mmara Keszeiicok, 500 >KyMBIC icTelTiH epecek adaM ipikreaai, 6ipax Tek 408 agam KaTwIcThl. /JepekTepai >Ku-
Hay cayalHaMaHbIH ipikTeAreH TOOBIHAAFBI epeceKTepai KaMTuAbL. 3epTTey HoTiKeaepi SPSS Oaraapaamaanik
JKacaKTaMachIHBIH KOMeTiMeH TadjaHaabl. [uIioTesansl Tekcepy Koppeasmus adiciMen xypriziaai. ConbiMen
Karap, 3epTreyep HaphIKTLIK MiHe3 -KYABIK ITeH CaTbhII ady Typaabl IIelliMAepai Taa4ay YIIiH KOIT aifHbIMaAbl
perpeccusiHbl KoA4aHabl, €Ki 00 KayIIBIHBIH dcepi (Dara MeH OpeH/ MMIAKI) HOTV KEHIH eKi alifHhIMaAbIChI-
HBIH KOCITACBIMEH CaAbICTBIPbLAaAbl. 3epTTey JKepridikTi KOMIIaHUsAAap apachlHAa KIiM eHAIpiCiHiH >KaFjaiibiH
JKaKCapTy YIIiH MapKeTOAOTITap MeH cascaTKepAepre MaHbI3Abl YChIHbICTap Oepai. [IbHABIFRIHAQ, MapPKeTOAOT-
TapFa >kapHaMa OarpIThIHa Kebipek KoHia 601y YCHIHbIAaAb, al calla MeH OaFa CUAKTHI acTleKTidep Ae MaHbBI3AbI
004ybl Kepek. 3epTTey KOpceTKeHAeil, eTeAAiK KMiM KOMITaHMAapbl KYIITI MapKeTUHITIK cascaTThl KOA4aHa
OTBLIPLII, HAPBLIKTAFbl YAECTi OHall neMaeHeAl JKoHe TYTBHIHYIIbLAaPABLIH MiHe3 - KYAKBIHBIH geTepMMUHaHTTa-
pBIHa IIOFBIpAaHaabl. by Karaaiija sKkepriaikTi KoMITaHMsAapFa AOTUCTHKA, IIMKi3aTTHIH OpHAaAacybl, SKYMBIC
KYIITi, JKepTiAikTi cascar >KaHe T.O CHAKTBHI OaceKkere KabiAeTTi apTHIKIIBIABIKTapAbl KOAJaHy apKbLAbl OM3HeC
CTpaTernsIChIH ColIKeCiHIIe ©3repTy YChIHbLAa/bl, COHABIKTAH 3ePTTey MapKeTUHIKe, 9Cipece Ty ThIHYIIblAapAbIH
yaeci 604bI11 TaObLAaABL. MiHe3 -KYABIK, KAMEHTTEPAIH CaTBIII ady MiHe3 - KYAKBIH TYCiHY >KoHe 0OAKay YIIiH
eI>Kell - TerKellAl 3epTTeyIiaepai )kacay yChIHbLAAABL.

TyitiH ce3aep: TYTHIHYIILLIAPABIH MiHe3 -KYAKBI, CaThIII ady Ientimi, 6ara, OpeHa MMIAXI, KuiM OpeHA-
Tepi, HAPBIKTHIK, TeHAEHIUsIAAp, epeceKkTep.
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A. Mameaos
Ynueepcumem menedxmerma u nayxu, [lax Axam, Maraiisus

Bausiaue VIMUIAKA 6peH4a ¥ IIeHbI Ha pelieHNne O IIOKYIIKe O4eXXAbl MHOCTPaHHbIX KOMITIaHUN cpean
pad6oTtaromux B3pocanix B Kasaxcrame

AnHoTanmus. B cerogusamHeM ra00aAn3MpOBaHHOM MMpe KOMIIAaHMM AOAXKHBI YIUTHIBATh IOTPeOHOCTH
KAUEHTOB, CBS3aHHbIe C IPUHATIEM pelleHns o IoKyIKe. [Ipu 95ToM HeoOX0AMMO MOHSITh, YTO KOHKPETHO BAN-
seT Ha IoBeJeHMe IoTpeOuTesell cpeau paboTtaromux B3pocabix B Kazaxcrane. B wactHoctn, nccaesosanue
OB110 COCPeJOTOYEHO Ha TaKMX MapKeTUMHIOBBIX MHCTPyMeHTaX, Kak MMUAX OpeHaa u 1jeHa. OCHOBHas 11e4b
1CCAeAOBAHIS - BBIACHUTD BAMSHIE UMIAXKa OpeHaa U IleHbl Ha pelleHne o MoKyIke. Bompoc nccaegosanms
3aKAI0YaeTcs B TOM, YTOOB! YBUAETh, KaK MUK OpeHJa U IjeHa BAMSIOT Ha pellleHne o MOKymKe. B 9Tom nc-
cAe]0BaHNY OBIA MCITOAB30BaH KOAMYECTBEHHBIN MeTOA, KOTOPHIN COOTBETCTBYeT XapaKTepy McCAeA0BaHMsl, B
KOTOPOM JaHHble cOOMPaAuch C IOMOIILIO aHKeThl B 11eA€BO IpyIiIe HaceaeHus (paboTaloliee B3pocaoe Ha-
ceaenne B ropode Hyp-Cyaran, croanne Kasaxcrana). B 9ToM koamuecTseHHOM MCCAeAOBaHUM AAsl OIIpOCa
cAyJaltHbIM 00pa3oM Ob110 oToOpano 500 paboTalonuX B3pOCABIX, HO B HeM IIPUHAAN ydacTue ToAbKo 408 ue-
aosek. COOp AaHHBIX BOBAEKAET B3POCABIX B IPYIIITY BHIOOPKM aHKeTHI. Pe3yabTaTsl Mccae0BaHMs aHAAUBUPY-
IOTCSI C IIOMOIIBIO ITporpaMMHoro obecriedenus SPSS. IIposepka rumores 1poso4uAaach ¢ IIOMOIIBIO KOppeasi-
. Kpome To0TO, B 1iccAe40BaHNM MCIIOAB3YeTCsI MHOTOMEpPHas Perpeccus 445 aHaANu3a IOBeJeHNs PhIHKa I
pelIeHnii o IOKyIIKe, BAUSHIE ABYX IIPeAUMKTOPOB (ILJeHbI M UMIAXKa OpeH/a) CpaBHUBAETCSI CO CMEeChIO ABYX MC-
XOAHBIX ITepeMeHHEBIX. VccaegoBaHne IpeA0CTaBiAO BaXKHbIe PeKOMeHAAIUU 4451 MapKeTOAOTOB U ITOAUTUKOB,
9TOOBI YAYUIIIUTD CUTYaITUIO B IIIBEIHON IPOMBIIIA€HHOCTU CPeAu MeCTHBIX KOMIaHM. PaKTuuyecKy MapKeTo-
A0TraM peKOMEeHAYeTCsl YAeAATh 00AbIIe BHMMaHN: HallpaBA€HIIO PeKAaMBbl, B TO JKe BpeMsI TaKle acTeKThl, KaK
KauecTBO U IIeHa, TaKXKe 40AKHBI OBITh IIeHTpaabHBIMI. VIccaes0BaHNe ITOKa3a10, YTO MHOCTPaHHBLIE IITBEIHbIe
KOMIIaHMM A€TKO 3aXBaThIBAIOT 4040 PBIHKA, ITPOBOAS CTPOTYIO MapKeTUHTOBYIO TOAUTHUKY U KOHITEHTPUPYICh
Ha JeTepMMHaHTaX IoBeJeHus IoTpeOuTeseii. B 9Toll cuTyanmm MecTHBIM KOMIIAaHUAM PeKOMEeH/YyeTcs Co-
OTBETCTBYIOIINM OOpa3oM CKOPPEeKTUPOBaTh CBOIO OM3HeC-CTpaTernio, UCIOAb3ysl HeKOTOPhle KOHKYyPeHTHEIe
IIpeMMYyIIIecTBa, TakKue Kak AOTMCTUKa, paclioA0KeHNe ChIphs, paboyasi ciaa, MeCTHas IIOAUTHKA U T.4. Takum
00pa3oM, IOCKOALKY MCCAeAOBaHNUe ABASETCA BKAaJAOM B MapKeTUHI, OCOOEHHO B ITOTPeOUTEALCKOM CeKTOpe
MOBe A€HISI, peKOMEeHAYeTCs ITpoBecTy 0oJee geTaAbHOe MCCAeJ0BaHNe A5 TIOHMMaHNS U MTPOTHO3MPOBAHMS
MTOKYIIaTeAbCKOTO TTOBe/JeHI s TOKyTIaTeAelt.

Karouesbie caoBa: 1oBegeHne KAMEHTOB, pellleHue O IIOKYIIKe, IleHa, MMUAXK OpeHJa, OpeHAbl 04eXKALI,
TeHAEHITUI PBIHKA, B3POCALIe.

References

1. Hameed I. & Irfan Z. Entrepreneurship education: a review of challenges, characteristics, and
opportunities, Entrepreneurship Education, 2(3-4), 135-148 (2019).

2. Bilgihan A., Barreda A., Okumus F. & Nusair, K. Consumer perception of knowledge-sharing in travel-
related online social networks, Tourism Management, 52, 287- 296 (2016).

3. Baker M.J. What is marketing? In The Marketing Book. Routledge. (Oxford: Sixth Edition,2016, 25-42 p.).

4. Kumar V. & Reinartz W. Creating enduring customer value, Journal of Marketing, 6(80), 36-68 (2016).

5. Katz E., Lazarsfeld PF. & Roper E. Personal influence: The part played by people in the flow of mass
communications. New York: Routledge, 2017, pp. 145.

6. Rosenbaum-Elliott R., Percy L. & Pervan S. Strategic brand management (USA: Oxford University
Press, 2018, p. 199).

7. Li C.Y. Why do online consumers experience information overload? An extension of communication
theory, Journal of Information Science, 6(43), 835-851 (2017).

8. Erkan I. & Evans C. The influence of eWOM in social media on consumers’ purchase intentions: A
comprehensive approach to information adoption, Computers in Human Behavior, 61, 47-55 (2016).

9. Leckie C., Nyadzayo M.W. & Johnson L.W. Antecedents of consumer brand engagement and brand
loyalty, Journal of Marketing Management, 32(5-6), 558-578 (2016).

Axoromuneckas cepus secmuuxa EHY umenu A.H. Tymunresa Ne 4/2021 159
ECONOMIC Series of the Bulletin of the L.N. Gumilyov ENU



Influence of brand image and price on purchase decision on foreign clothing...

10. Islam].U. & Rahman Z. Examining the effects of brand love and brand image on customer engagement:
An empirical study of fashion apparel brands, Journal of Global Fashion Marketing, 1(7), 45-59(2016).

11. Aschemann-Witzel ]., Jensen ]J.H., Jensen M.H. & Kulikovskaja V. Consumer behavior towards price-
reduced suboptimal foods in the supermarket and the relation to food waste in households, Appetite, 116, 246-
258 (2017).

12. East R, Singh J., Wright M. & Vanhuele M. Consumer behavior: Applications in marketing. Sage
(London: Routledge, 2016. — p. 78).

13. Ebrahim R., Ghoneim A., Irani Z. & Fan Y. A brand preference and repurchase intention model: the role
of consumer experience, Journal of Marketing Management, 32(13-14), 1230-1259 (2016).

14. Oke O., Kamolshotiros P., Popoola Y., Ajagbe M. & Olujobi O. Consumer behavior towards decision
making and loyalty to particular brands, International Review of Management and Marketing, 6, 43-52 (2016).

15.  Bigakcioglu N., Ipek I. & Bayraktaroglu G. Antecedents and outcomes of brand love: the mediating role
of brand loyalty, Journal of Marketing Communications, 8(24), 863- 877 (2018).

16. Lassoued R. & Hobbs J.E. Consumer confidence in credence attributes: The role of brand trust, Food
Policy, 52, 99-107 (2015).

17. Burmann C., Riley N.M., Halaszovich T. & Schade M. Identity-Based Brand Controlling. In Identity-
Based Brand Management (Wiesbaden: Springer Gabler, 2017, p. 201).

18. Szmigin I. & Piacentini M. Consumer behavior (Oxford: Oxford University Press, 2018, p. 112).

19. Chinomona R. Brand communication, brand image, and brand trust as antecedents of brand loyalty in
Gauteng Province of South Africa, African Journal of Economic and Management Studies, 1(7), 124-139 (2016).

20. Petit O., Spence C., Velasco C., Woods A.T. & Cheok A.D. Changing the influence of portion size on
consumer behavior via imagined consumption, Journal of Business Research, 75, 240-248 (2017).

21. HudsonS., Huang L., Roth M.S. & Madden T.J. The influence of social media interactions on consumer-
brand relationships: A three-country study of brand perceptions and marketing behaviors, International Journal
of Research in Marketing, 1(33), 27-41 (2016).

22. Dinerstein M., Einav L., Levin J. & Sundaresan N. Consumer price search and platform design in
internet commerce. American Economic Review, 7(108), 1820-59 (2018).

23.  Yudelsson J. Adapting McCarthy’s Four P’s for the 21 century, Journal of Marketing Education, 21, 60-67
(1999).

24.  Aschemann Witzel ]. & Zielke S.,, Can’t buy me green? A review of consumer perceptions of and
behavior toward the price of organic food, Journal of Consumer Affairs, 1(51), 211-251 (2017).

25. He Y. Acquisition pricing and remanufacturing decisions in a closed-loop supply chain, International
Journal of Production Economics, 163, 48-60 (2015).

26. Gao J., Han H., Hou L. & Wang H. Pricing and effort decisions in a closed-loop supply chain under
different channel power structures, Journal of Cleaner Production, 112, 2043-2057 (2016).

27. Kotler P, Burton S., Deans K., Brown L. & Armstrong G. Marketing. Frenchs Forest: Pearson Higher
Education AU, 2015. - p. 46.

28. Siddique R. Effect of digital media on a consumer purchasing decision. [Electronic resource] - Available
at: http://dspace.bracu.ac.bd/xmlui/bitstream/handle/10361/8741/13304095_BBS.pdf?sequence=1&isAllowed=y
(Accessed: 13.04.2020)

29. Pappas N. Marketing strategies, perceived risks, and consumer trust in online buying behavior, Journal
of Retailing and Consumer Services, 29, 92-103 (2016).

30. Chowdhury P.P. Role of use of Social Media on Effective Buying Decision Process: A Study of consumer
buying Behavior in the Context of Bangladesh Market, Asian Journal of Management, 1(10), 53-60 (2019).

31. Rana]. & Paul J. Consumer behavior and purchase intention for organic food: A review and research
agenda, Journal of Retailing and Consumer Services, 38, 157-165 (2017).

32. Reny PJ. A characterization of rationalizable consumer behavior, Econometrica, 1(83), 175-192 (2015).

33. Warren C., Barsky A. & Mcgraw A. P. Humor, comedy, and consumer behavior, Journal of Consumer
Research, 3(45), 529-552 (2018).

34. Richard M.O. & Habibi M.R. Advanced modeling of online consumer behavior: The moderating roles
of hedonism and culture, Journal of Business Research, 3(69), 1103-1119 (2016).

160 Ne 4/2021 /LH. Tymuaes amvindazol EYY xabapuivicoinvin koHoMuKa cepusicol
ISSN: 2789-4320, eISSN: 2789-4339



A. Mamedoov

35. Morales A.C., Amir O. & Lee L. Keeping it real in experimental research— Understanding when, where,
and how to enhance realism and measure consumer behavior, Journal of Consumer Research, 2(44), 465-476
(2017).

36. Calder BJ., Isaac M.S. & Malthouse E.C. How to capture consumer experiences: A context-specific
approach to measuring engagement: Predicting consumer behavior across qualitatively different experiences,
Journal of Advertising Research, 1(56), 39-52 (2016).

37. Forsman and Madsen. Consumers’ Attitudes towards Sustainability and Sustainable Labels in the
Fashion Industry: A Qualitative Study. [Electronic resource] - Available at: http://www.divaportal.org/smash/
record.jsf?pid=diva2%3A1143596&dswid=-538 (Accessed: 03.02.2021)

38. Sagatdinova and Quan. Research and Analysis on the Influencing Factors of the Purchase Decision of
the Consumers of Fast Fashion Goods in Kazakhstan, International Journal of Business and Management, 13,
pp. 138-139 (2018).

39. Yang, Song and Tong. Sustainable Retailing in the Fashion Industry: A Systematic Literature Review.
[Electronic resource] - Available at: https://www.mdpi.com/2071-1050/9/7/1266/htm 262 (Accessed: 18.08.2019)

40. Seara and Boger. Pulse of the fashion industry. [Electronic resourse] - Available at: http://media
publications.bcg.com/ (Accessed: 28.03.2020)

41. Verma J.P. Data analysis in management with SPSS software. Springer Science & Business Media. (New
Delhi: Springer, 2012. - p. 201.).

42. Gunzler D., Chen T., Wu P. & Zhang H. Introduction to mediation analysis with structural equation
modeling, Shanghai archives of psychiatry, 6(25), 390 (2013).

43. Ramli N.A,, Latina H. & Nartea G.V. Why should PLS-SEM be used rather than regression? Evidence
from the capital structure perspective. In Partial least squares structural equation modeling (Cham: Springer,
2018, 171-209 p.).

44. Koch N. Hypothesis testing with confidence intervals and P values in PLS-SEM. International Journal
of e-Collaboration (IJeC), 3(12), 1-6 (2016).

45. Oyevaar M., Vazquez-Brust D. & Van Bommel H. Globalization and sustainable development: a business
perspective. Macmillan International Higher Education. (USA: Macmillan International Higher Education, 2016
- p. 313).

46. Dodds W. B. The exchange value concept in marketing. In Proceedings of the 1993 Academy of
Marketing Science (AMS) Annual Conference. (Cham: Springer, 2015, 459-463 p.).

47. Hussey P.S., Friedberg M.W., Anhang Price R., Lovejoy S.L. & Damberg C.L. Episode-based approaches
to measuring health care quality, Medical Care Research and Review, 2(74), 127-147 (2017).

48. Samiee S. Reflections on global brands, global consumer culture, and globalization, International
Marketing Review, Vol.36 No 4, p. 413 (2019).

49. Davvetas V. & Diamantopoulos A. How product category shapes preferences toward global and local
brands: a schema theory perspective, Journal of international marketing, 4(24), 61-81 (2016).

50. Sari and Hanifah. Factors Affecting Consumers Behavior of Coventry University Students Towards
Fast-Fashion Industry. [Electronic resourse] - Available at: https://www.atlantis press.com/proceedings/
piceeba-18/25902689 (Accessed: 02.02.2021)

51. Pascual-Miguel F.J., Agudo-Peregrina A. F. & Chaparro-Peléez J. Influences of gender and product type
on online purchasing, Journal of Business Research, 7(68), 15501556 (2015).

52. Wang Y. & Hazen B.T. Consumer product knowledge and intention to purchase remanufactured
products, International Journal of Production Economics, 181, 460-469 (2016).

53. Harun A., Rokonuzzaman M., Prybutok G. & Prybutok V.R. How to influence consumer mindset: A
perspective from service recovery, Journal of Retailing and Consumer Services, 42, 65-77 (2018).

54. Yoshida M. Consumer experience quality: A review and extension of the sport management literature,
Sport Management Review, 5(20), 427-442 (2017).

Information about author:

Mamedov A.-Ph.D. student, Management and Science University, University Drive, Off Persiaran Olahraga,
Shah Alam, Malaysia.

Mamedos A. — MeHe XMeHT XoHe FRLABIM YHUBEPCUTETiHiH JoKTopanThl, Exnsepcntu Apaiis, OPpd Ilepcnu-
apan Oaaxpara, [llax Aaam, Maaariaust.

Axoromuneckas cepus secmuuxa EHY umenu A.H. Tymunresa Ne 4/2021 161
ECONOMIC Series of the Bulletin of the L.N. Gumilyov ENU



