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ABSTRACT

Thisresearchaimedtoidentifythelinkagesbetweenmarketingmixelementsandthepurchasedecision
processamongconsumersintheMalaysianretailindustry.Tofulfillthisobjective,thepresentstudy
followedaquantitativesurveyforgatheringthedatafromtheconsumersofdepartmentstoresatthe
EastCoastregioninMalaysia.AlloftheobtaineddatawereinsertedandcodedusingSPSSand
thenanalysedbyAMOS18.Thefindingsindicatedthattheimpactofadvertisingontheconsumers’
purchasedecisionispositiveandstatisticallysignificant.Besidesthat,thefindingsdemonstratedthat
distributionintensityhasanegativeeffectonpurchasedecision,whereaspriceplaysakeyimportant
role in affectingpurchasedecisionsprocessof the consumers.Lastly, the findingsof this paper
verifiedthatstoreimageandstorelocationhavesignificantpositivelinkageswithpurchasedecision.
Theseoutcomesenhanceourunderstandingontheroleofmarketingmixelementsindetermininga
consumer’spurchasedecision,particularlyintheretailcontext.
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1. INTRoDUCTIoN 

Empiricalstudiesonconsumerbehaviorhavebeenincreasingoverthepastfewyears(Anisimova,
2016; Domina, Lee, & MacGillivray, 2012; Park & Kim, 2003; Wagner, Schramm-Klein, &
Steinmann,2020;Yang,2007).Consumerbehavioremphasizesonhowconsumersformtheirpurchase
decisionsasaresultsofspendingtheirtime,money,andefforttoobtaincertainproductsorservices
(Schiffman&Kanuk,2007).Byunderstandingconsumers’behaviorsandtheirpurchasedecision
process,organizationtendtohavebetterideasabouthowtodesigneffectivemarketingprograms
thatwouldappealtothetargetmarketanddeliversuperiorcustomervaluebetterthancompetitors.
In today’sbusinessenvironmentwhichhashighlybecomecompetitiveandchallenging, retailers
needtothoroughlyidentifyandforecasthowdifferenttypesofconsumersbehaveinsearchingfor
andbuyingdesiredproductsandservicestofulfill theirneedsandwants(Hanaysha,2018;Kim,
Kim,&Lennon,2018).Consequently,inordertobuildacompetitiveadvantageinthemarketplace,
itrequiresmarketerstostrategizethemselvestocreateadistinctimageinconsumers’mindstowards
theirbrandswhichcanexertastronginfluenceonconsumerbehaviour(Galli,2018;Oghazi,Karlsson,
Hellström,&Hjort,2018;Shamsher,2016).
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The process of consumers’ decision making represents the phases in which consumers go
throughforreachingatpurchasedecisions.Marketersshouldputemphasisonthewholepurchasing
processratherthanconcentratingonlyontheultimatepurchasedecision(Basil,Etuk,&Ebitu,2013).
Consumerbuyingbehaviorismultifacetedbecausethereareseveralelementsthatcorrelatewiththe
decisiontoformapurchase(Peterson&Merino,2003).Occasionally,consumersspendlesstime
onsearchingforbuyingproductsorserviceswithhighorlowvalue,astheirneedsatcertaintimes
tendtobemoreimportant.Therefore,marketersshouldlookforinnovativestrategies,offersuperior
services,andsetmarketingplansthatcanstimulatetheirconsumerstopurchasetheirproductsand
servicesandincreasetheirsatisfaction(Hanaysha&Hilman,2015;Hynes&Lo,2006;Ibrahim,
Abdallahamed,&Adam,2018).Inpastliterature,marketingmixwasregardedasoneoftheimportant
aspects thatareassociatedwithdecisionmakingandassessment.Marketingmixwasdefinedby
KotlerandArmstrong(2010)intheirbookasaseriesofmarketingvariablesthatacompanycan
controlandmixthemtocreateadesiredresponsefromtargetaudience.

Thereareseveralstudiesonmarketingmixelementsandpurchasebehavior in the literature
(Govender&Govender,2016;Jindaletal.,2020;Phadungwatanachok&Fernando,2019;Sulehri&
Ahmad,2019).Althoughpreviousresearchesemphasizedonmarketingmixelementsandconsumer
behaviour,therearelimitedempiricalstudieswhichweredirectedtowardsexaminingtheroleof
marketing mix components in determining the purchase decisions of consumers, particularly in
Malaysianretailindustry.Moreover,asubstantialamountofresearchintheliteraturehasfocusedon
identifyingthepredictorsofaconsumer’spurchasebehavior,butthereisnojointagreementamong
researcherswithregardstoconditioningfactorsthatmatterstopurchasedecision(Hanaysha,2018;
Mafini&Dhurup,2014).Itcanalsobenoticedinpriorliteraturethatmostofthestudiesonmarketing
mixhavemainlyfocusedonthefourcomponents(product,price,place,andpromotion)anddidnot
integrateotherelements.AccordingtoAbeck(2017),marketingiscomprisedofdiverseelementsthat
shapetheelementsofmarketingmix,andthesuccessofanyorganizationdependsontheeffectiveness
andimplementationofitsmarketingmixandstrategies.Consequently,thisresearchisintendedto
provide significant practical and theoretical contributionswith regards to the empirical linkages
betweenmarketingmixelementsandconsumers’purchasedecision.Thepresentresearchwouldadd
tothetheoreticalmarketingliteraturebyexaminingauniquecombinationofimportantmarketingmix
elementsandpurchasedecisionintheretailcontext.Thefollowingparagraphspresenttheliterature
reviewsectionforthisstudy,methodologicalapproachwhichwasutilizedduringthephaseofdata
collection,andfinallythispaperendsbytheconclusionandfutureresearchrecommendations.

2. LITERATURE REVIEw 

2.1 Purchase Decision
Theconceptofpurchasedecisioncanbedescribedasthechoiceswhichareformedbyconsumersprior
toapurchasewhichstartatthestageofconsumers’willingnesstofulfillaneed(Kotler&Armstrong,
2010).Inthiscase,consumerswilllookatandstudyseveralelementssuchas:theplacetobuy,brand
name,categoryormodel,sizeofpurchase,timeofmakingthepurchase,expectedexpendituresto
obtaintheproduct,andpaymentmethod.Thetaskofmarketersistoinfluenceallofsuchdecisions
byprovidingnecessaryinformationwhichcanaffecttheprocessofconsumer’sevaluation(Choi,
Lee,&Alcorn,2020;Kiran,Majumdar,&Kishore,2012).However,beforesearchingforanexternal
sourceofinformationaboutacertainconsumptionassociatedneed,consumersgenerallytrytorecall
relatedinformationintheirmemories.Forinstance,previouspurchaseexperiencecanbeconsidered
asasignificantsourceforinformationsearchwhichwouldhelpthemtotakewisedecisions.However,
forsomeconsumers.purchasedecisionstendtobeformedbasedoncombiningtheirpriorpurchase
experiences,non-commercialinformationwithabrand’sadvertisements(Schiffman&Kanuk,2007).
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Moreover,Chaipradermsak(2007)declaredthatconsumersnormallytrytoavoidanypotentialriskin
theirbuyingdecisionsprocess.Therefore,theysearchformoreinformationbeforemakepurchases.

According to Pride and Ferrell (2011), in order to comprehend the purchasing decision of
consumers,marketersmuststudyfirstabouttheprocessofconsumptionandthebenefitsofproducts
thatareperceivedbyconsumers.Theyalsostatedthatconsumersgothroughanumberofphasesin
formingpurchasedecisionsandpost-purchasebehaviour.Initially,consumers’purchasedecisionstarts
withproblemrecognitioninwhichtheyexperiencetensionastheirneedsarenotfulfilled.Therole
ofmarketerstypicallyappearsinusingtheadvertisementstostimulatetherecognitionofunfulfilled
needs.Inthenextphase,consumersstartsearchingforinformationabouttheproductsorservices,
whicheitherexistintheirmemoriesthatarestoredbasedonpastexperienceorfromexternalsources,
suchasfriends,family,publishedreports,governmentmagazines,salesforce,internet,packagesand
labels,displays,orbasedonfrequentrepetitions.Thethirdphasefocusesontheassessmentofseveral
alternativesbasedonimportantcriteriathatcanaidinthepurchasedecision.Thecriteriadependon
theconditionsofconsumerssuchas:timeandlocation.Additionally,therearesituationalfactorsthat
couldhaveimpactonthepurchasedecision,suchasphysicalenvironmentwhichincludeslocation,
ambienceandweather.

2.2 Marketing Mix Elements
TheconceptofmarketingmixwashistoricallydefinedbyKotlerandArmstrong(2010)asapoolof
marketingtoolsthatcanbecontrolledandblendedbyacompanyinordertocreatedesiredresponses
incertaintargetmarkets.Inotherwords,marketingmixcompriseseverythingthatamarketercando
toincreasethedemandofitsproductfromaparticularaudience.Similarly,Chaipradermsak(2007)
expressedmarketingmixasthegroupoftacticsthatcanbeusedtoachievemarketingobjectives.
Previous literature indicated that the most commonly used elements of marketing mix include:
price,product,promotion,andplace (Kotler&Armstrong,2010).Certain researcherssuggested
that marketing mix elements comprises any activity that an organization undertakes to increase
thedemandforitsproducts/serviceandgenerateprofit,suchasadvertising,distributionintensity,
andphysicalevidence(Yoo,Donthu,&Lee,2000).However,thisstudyfocusesonfiveelements
tooperationalizeandtestmarketingmixelementsintheretailindustrysettings,andthisincludes
advertising,distributionintensity,price,location,andstoreimage.Theserviceindustryincluding
retailmarkethasrecentlyexperiencedrapidgrowthandisconsideredtobeanimportantdriverofthe
economicdevelopmentforanycountry(Gera,Mittal,Batra,&Prasad,2017;Ishola&Olusoji,2020).

Advertisingwasdescribedinthemarketingliteratureasthecampaignswhicharedesignedbya
particularsponsorinordertostimulatepotentialbuyerstopurchaseitsofferingsbycommunicating
theirvaluablebenefitsandabilitiesoffulfillingadesiredneed(Bues,Steiner,Stafflage,&Krafft,
2017). Themainpurposeofadvertisingmessagesisprimarilycentredonmotivatingcustomerstoact
favourablywhentheyintendtobuytheproductsorserviceofferingsofaparticularbrand(Hilman&
Hanaysha,2015;Ruswantietal.,2019).Thestrengthsofadvertisingprogramsdependheavilyonthe
skillsandabilitiesofthesponsoringorganizationindeterminingitsmarkettargetclearlyandserving
thembetterthancompetitors.Hanaysha(2017)pointedoutthattheabilityofthemarketingpersonnel
toincreasetheirbrandawarenessandconvinceorpersuadetheircustomerstomakepurchasedecisions
dependsonanumberoffactors.Thesefactorsincludeconvenienceoraccessibility,priceaffordability,
andtheappealofadvertisingcampaigns.Organizationsinvestinextensiveresearchonidentification
oftheirtargetmarketcharacteristics,inordertoeffectivelydesignproperadvertisingmessagesand
thenmarkettheirproductsorservicesusingvariousmediachannelstoattractpotentialcustomersand
maintainthem.Pastresearchreportedthatdistributionchannelsandadvertisingprogramsrepresent
importantmarketingstrategiesthatshouldbeconsideredforaffectingconsumers’choices(Basilet
al.,2013)andpurchasedecisions(Salem,Baidoun,Walsh,&Sweidan,2019;Chaipradermsak,2007).

Anotherkeycomponentofthemarketingmixincludesdistributionintensity,whichhasreceived
noteworthyattentioninpriorstudies.Distributionintensitycanbedefinedasthewayinwhichthe
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offeringsofabrandcanbeaccessedorobtainedbythetargetedgroupofcustomers,suchasthrough
the increased number of outlets under the same brand name (Frazier & Lassar, 1996). Frazier
and Lassar (1996) also defined distribution intensity in their study as the number of marketing
intermediariesselectedbyacompanytopromoteandsell itsproductorserviceofferingswithin
definedgeographicalareas.Intheconsumermarkets,priorresearchesconfirmedthattheefficiency
ofmarketingchannelshasavitalroleincontributingtowardsimprovingcustomerretention(Li&
Green,2011).Moreover,theintensityofdistributionandeaseofaccessibilityexertapositiveand
higheffectontheloyaltyofcustomerstoabrand,becauseitproliferatesthelikelihoodofbuyingits
productsatalowercost.Salgado-Beltrán,Espejel-Blanco,andBeltrán-Morales(2013)confirmedthat
distributionintensityhassignificanteffectonpurchasedecision.Moreover,distributionintensitywas
illustratedinthepriorresearchasapowerfulmarketingapproachforshapingconsumerbehaviouras
theconvenienceofavailabilityincreasesthepossibilityofpurchasingacompany’sproducts/services
atanytimeaconsumerwants(Bucklin,Siddarth,&Silva-Risso,2008;Hibbard,Kacker,&Sadeh,
2019;Pourdehghan,2015;Salemetal.,2019).

Pricehasalsobeenregardedasacorecomponentofmarketingmixwhichdeterminesthepurchase
behaviourofconsumers.PricewasdescribedbyArmstrongandKotler(2007)asthetotalsumof
coststhataconsumerhastospendifheorsheintendstoacquireaproductorservice.Ithaslargely
beenstressedbysuccessfulorganizationsintheirmarketingstrategiesforcapturingtheattention
ofdifferenttypesofcustomers.Salgado-Beltránetal.(2013)viewedpriceasthefinancialvalue
ofamarketofferingthatisavailableforexchangebytheconsumers.Martin-Consuegra,Molina,
andEsteban(2007)outlinedthatprice-consciouscustomersexhibitthebehaviourofunwillingness
topurchasecertainproductsandservicesofaparticularbrandiftheyareofferedathighorunfair
prices.Theauthorselaboratedthatconsumerstendtonegativelyevaluatesuchbandswhichdonot
taketheirinterestsandpurchasingpowerintoaccountandavoidthemwhentheylookforcertain
offeringstosatisfytheirneeds.Additionally,PeterandDonnelly(2007)statedthatpricerepresents
thebasiccriteriaforconsumers’overallevaluationsofbrands.Theseclaimsmatchwiththefindings
of Mahmood and Khan (2014) who verified that the repurchase decisions of consumers from a
certainserviceproviderishighlydeterminedbytheirpreviousbuyingexperienceswithregardsto
perceivedvalue.Likewise,Astutietal.(2015)foundthatpricehasasignificantpositiveassociation
withaconsumers’purchasedecision.Anumberofstudies(Akbar,Sularso,&Indraningrat,2020;
Ameliaetal.,2015;Devi&Harjatno,2019;Hermiyenti&Wardi,2019;Hustić&Gregurec,2015;
Yusran&Usman,2019)alsoreportedthatpricehaspositiveandsignificantimpactonthepurchase
behaviourofdifferenttypesofcustomers.

Furthermore,storeimageisanimportantelementwhichhasreceivednoteworthyattentionin
thepriorresearcheswhichfocusedonretailcontext.ItwasdefinedbyKotlerandArmstrong(2010)
astheoverallattitudeofconsumersaboutaretailer.HartmanandSpiro(2005)illustratedthatstore
imagecanbedeterminedbasedontheoverall impressionperceivedbyacustomeraboutaretail
brand,andthisperceptionislikelytobecreatedthroughvariousfactors,suchasthequalityofa
productandserviceofferings,productassortment,atmosphericenvironment,andhedonicaswellas
utilitarianvalues.Ingeneral,itcanbestatedthatstoreimageisshapedbasedonthepopularityofa
departmentstorethatisestablishedinthemindsofconsumersasaresultofpurchaseexperiences
andwordofmouthrecommendations.Thereputationusuallyarisesalsothroughtheabilityofthe
serviceproviderinconstructinganintegratedmarketingprogramwhichdeliverssuperiorcustomer
valueovercompetitors.Wu,Yeh,andHsiao(2011)addedthatstoreimagecanbedeterminedbased
onconsumers’overallattitudestowardsastorethroughitsintrinsicandextrinsicattributes.

Inevaluatingastore,consumersusuallycompareitsphysicalenvironment,location,availability
ofproducts,theabilityofitsstafftoprovideinformationaboutexistingproducts,andthewaythey
treatthemwhentheyvisitthestore(Solomonetal.2002).Pastresearchshowedthatstoreimageacts
asakeydeterminantofconsumer’spurchasedecision(Konuk,2018;Kurniantoetal.,2019;Sari,
Anas,&Larasintia,2019;Shabana&Radha,2019;Tirawatnapong&Fernando,2019).Forinstance,



International Journal of Service Science, Management, Engineering, and Technology
Volume 12 • Issue 6

60

deMoraisWatanabeetal.(2019);andZamrudietal.(2019)indicatedthatbrandimageproliferates
consumers’confidenceandtrustinitsabilitytosatisfytheirneedsandmeettheirexpectations,which
ultimatelyinfluencestheirpurchaseintention.Moreover,McNeil(2019)demonstratedthatconsumers
evaluateastore’simagebasedonitsphysicalenvironment,storelocation,productassortments,service
quality,andprices.Theyaddedthatwhenastoreispositivelyevaluatedonthesedimensions,itwill
enhanceconsumers’perceivedvalue,andthuspurchasedecision.

Thefifthelementofmarketingmixisplace/location.Thisconcepthaslargelybeendiscussed
inmarketingliteratureandhighlightstheimportanceofplacingtheproductsofaparticularbrandin
therightquantityatvariouslocationswhichareeasyforconsumerstoaccessandobtainwithless
efforts(Satitetal.,2012).Inotherwords,locationistheplaceinwhichacompanydecidestopromote
itsproductsandserviceinordertoeasetheirpurchasefromconsumersatminimalcosts(Amofah,
Gyamfi,&Tutu,2016).However,thecharacteristicsofretailindustryindicatethatastore’slocation
representsthemainfactorforbusinesssuccessandconsumerpurchasebehavior(Behera&Mishra,
2017).Furthermore,anappropriateselectionofchannelstrategyurgesbrandstoobtaincomprehensive
informationabouttheirpotentialtargetmarketsinordertoensuregreatersuccess(Hawkins,Best,&
Coney,2001).Theaccessibilityofthestoreswheretheproductsorservicesofabrandexistrepresents
afundamentalaspectthatshouldbeconsideredforstimulatingconsumerpurchasebehaviourand
influencingoverallbrandevaluation(Devi&Harjatno,2019;Rachmawati,Shukri,Azam,&Khatibi,
2019).Therefore,theconvenienceofretaillocationshouldbecarefullyconsideredwhendesigning
themarketingprogram.Accordingtoanumberofscholars(Bratawtal.,2017;Darmasaputra&
Djatmiko,2015;Enneking,Neumann,&Henneberg,2007;Faryabi,Sadeghzadeh,&Saed,2012;
Salazar,2017),placehasapositiveeffectonconsumers’purchasedecisions.Hence,basedonthe
literaturereviewpresentedabove,thehypothesesforthisstudyarepostulatedasfollows:

H1:Advertisinghasapositiveeffectonpurchasedecision.
H2:Distributionintensityhasapositiveeffectonpurchasedecision.
H3:Pricehasapositiveeffectonpurchasedecision.
H4:Storeimagehasapositiveeffectonpurchasedecision.
H5:Storelocationhasapositiveeffectonpurchasedecision.

3. METHoDoLoGy

Asmentionedabove,thisstudywasgenerallyplannedtoexaminewhethermarketingmixelements
exertanysignificanteffectonconsumer’spurchasedecisioninMalaysianretailindustry.Tofulfil
thestatedobjective,thequantitativeresearchmethodologywasemployed.Mainly,atotalof384
questionnaireswere administered to customerofdepartment stores inEastCoastMalaysia after
screeningtheireligibilitytoparticipateinansweringthesurvey.Asthesizeofpopulationinthis
areaofMalaysiaaccounts formore thanonemillion, the total sampleemployed toconduct this
research is considered acceptable (Sekaran, 2003). Moreover, the survey method was used by a
numberofresearchersforobtainingthedesireddatafromconsumers.Consequently,theutilization
ofsurveytoolforcollectingconsumerdataisconsideredtobeadequateforthisstudy.Duringthe
datacollectionprocess,theconveniencesamplingapproachwasadoptedduetoitsadvantageswhich
appearinenablingtheresearchertoeasilyreachtherespondentsatlowercostandshortertimeframe
incomparison toother samplingmethods.Convenience samplingwasalsoemployedby several
studiesforcollectingconsumerdata(Belwal&Belwal,2017;Bouzaabia,Bouzaabia,&Capatina,
2013;Clemes,Gan,&Zhang,2010;Dadzie&Nandonde,2019).

Beforebeginningtheprocessofdatacollection,astructuredquestionnairewasdesignedafter
referringtopastresearchesandadaptingthemeasurementscalesofvariables.Inparticular,atotal
offiveitemswereadaptedfromtheresearchofShareefetal.(2008)tomeasurepurchasedecision.
Likewise,marketingmixwasmeasuredusingthefivedimensionswhichwerepresentedaboveinthe
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literaturereviewsection;advertising,price,distributionintensity,storelocation,andstoreimage.To
measureadvertisingeffectiveness,fouritemswereadaptedfromthescalewhichwasdevelopedby
Yoo,Donthu,andLee(2000).Moreover,themeasurementscalefordistributionintensityiscomprised
ofthreeitemsbeingdevelopedwithreferencetopreviousresearchandliterature.However,price
perceptionfromconsumer’sperspectivewasmeasuredusingfouritemsbeingtakenfromLing(2007).
Additionally,atotaloffouritemsformeasuringstoreimagewereadaptedfromYooetal.(2000).
Finally,themeasurementscaleofstorelocationwasadaptedfromLing(2007).Theadapteditemswere
measuredusingafive-pointLikertscalethatrangesfrom(1)stronglydisagreeto(5)stronglyagree.

4. ANALySIS oF RESULTS 

Theresults indicated that the total responseswhichwereobtainedfromtheparticipants isequal
to 278. As shown in Table 1, the demographic analysis of data reveal that 45.3 percent of the
respondentsarerepresentedbymales,whereasfemalesaccountedfor54.7percent.Moreover,the
majorityofrespondents(49.6percent)areagedbetween26and30years,whilethelowestpercentage
ofindividualswhoparticipatedinthisresearchisrepresentedbythosewhoareaged41yearsor
above.Thedescriptivedataalsoshowedthatmostoftherespondents(34.5percent)hadBachelor
degreecertificate,29.2percenthadHighSchoolCertificate,19.4percenthadDiplomacertificate,
whereas the lowestpercentage (16.9%)came fromPostgraduateDegreeholders. In themonthly
incomeprofile,itwasfoundthat48respondentsearnedbelowRM500(17.2percent),whereas15
participantsrepresenting5.4percentwereclassifiedinthecategorythatfallintherangeofRM501
-RM1000.But,thosewhosemonthlyincomecameintherangeofRM1000toRM4000accounted
foronly144respondents(52percent),andfinally,atotalof71respondentsearnedmorethanRM
4000fortheirmonthlyincome.

Moreover,thereliabilityofconstructswasconfirmedbasedonthecalculationsofCronbach’s
alphausingSPSS.Thefindingsindicatedthatallconstructsmettheassumptionsofreliabilityas
thevaluesofCronbach’salphaforalloftheselectedconstructsrangedfrom0.713and0.878.In
detail,purchasedecisionattainedaCronbach’salphavalueof0.769,andadvertisingwasreported
atCronbach’salphavalueof0.800.Likewise,theCronbach’salphavaluefordistributionintensity
was recordedat0.752.The reliabilityanalysisalsoshowed thatpriceattainedanalphavalueof
0.878.Finally,thealphavalueofstoreimageisregisteredat0.721,whereasstorelocationachieved
aCronbach’sAlphavalueof0.713.Thesestatisticalvaluesachievedaproperfitforthedatabecause
theyexceededtheminimumacceptablevalueof0.60asreportedbyTaber(2017).Therefore,itcanbe
saidthatthereliabilityassumptionsforthemeasurementscalearefulfilled.Theanalysisalsoshowed
thatthecorrelationsbetweenanypairoftheconstructsarefreeofmulticollinearityasthevaluesdid
notexceed0.80(seeTable2).Theseanalysesprovideanindicationofexistingdiscriminantvalidity.

AfteranalysingthereliabilityofmeasurementitemsbySPSS,AMOSsoftwarewasusedfor
estimatingthemeasurementandstructuralmodels.Inthefirststage,themeasurementmodelwhich
comprisesallofthemeasurementitemswasconstructedtotestCFAandachieveadequatefitforthe
data.Afterthat,thestructuralmodelwasestimatedbasedonseveralfitvalues.Generally,theoutcomes
asshowninFigure1revealedthatthestructuralmodelachievedachi-squarevalueof227.775,and
thisshowsthatthecurrentstructuralmodelhasanadequatepower.Moreover,GFIwasreportedat
0.872whichismorethantheloweracceptablevalueof0.80.Themodelalsoachievedacceptable
AGFIasthevaluewas0.822.Moreover,RMSEAachievedatolerablevalueof0.064thatislowerthan
0.08.Finally,thecomparativefitindex(CFI)wasregisteredat0.914whichexceededtheminimum
recommendedvalueof0.9.Therefore,thefitvaluesforthefinalstructuralmodelareacceptable.

Afterachievinganacceptablegoodmodelfitforthedata,thehypothesesofthisresearchwere
verifiedthroughthestructuralmodelonAMOS18.TheresultspresentedbelowinTable3confirmed
thatadvertisingeffectivenesshasasignificantpositiveimpactonpurchasedecision(β=0.413,C.R.
=4.458,P<0.05),therefore,H1issupported.Contrarytotheexpectations,thestatisticalresults
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showedthatdistributionintensityhasanegativeassociationwithpurchasedecision(β=-0.526,
C.R.=-3.073,P<0.05),andthismeansthatH2isrejected.Theresultsofthisstudyalsoverified
thatpricehassignificantpositiveeffectonpurchasedecision(β=0.490,C.R.=4.908,P<0.05),
thus,H3isaccepted.Additionally,thedataanalysispointedoutthatstoreimage(β=0.322,C.R.
=2.7678,P<0.05)andstorelocation(β=0.287,C.R.=2.068,P<0.05)havepositiveeffectson
consumer’spurchasedecision;Hence,H4andH5areaccepted.Generally,thesefactorscollectively
explainabout72.3%ofthetotalvarianceinthepurchasedecisionofconsumers.

5. DISCUSSIoN AND CoNCLUSIoN

Thisresearchwasconductedforthepurposeoftestingtheeffectofselectedmarketingmixcomponents
onconsumers’buyingdecisionprocessinMalaysianretailindustry.Theresultsshowedthatadvertising
intensityhasapositiveeffectonthepurchasedecisionofconsumers,andthismatcheswithprevious
studies(Macdonald&Sharp,2000;Nour,&Almahirah,2014;Warraich&Ali,2020).Sorina-Raula

Table 1. Respondents’ Profile

  Category Frequency Percent

Gender
Male 126 45.3

Female 152 54.7

Age

18-25years 62 22.4

26-30years 138 49.6

31-40years 64 23.1

41yearsorabove 14 4.9

Qualification

HighSchoolCertificate 81 29.2

Diploma 54 19.4

Bachelor 96 34.5

Postgraduate 47 16.9

Monthly Income
 

LessthanRM500 48 17.2

RM501toRM1000 15 5.4

RM1001toRM4000 144 52

GreaterthanRM4000 71 25.4

Table 2. Pearson Correlations

  Advertising Price Distribution 
Intensity

Store 
Image

Store 
Location

Purchase 
Decision

Advertising 1          

Price 0.271 1        

DistributionIntensity 0.292 0.351 1      

StoreImage 0.201 0.184 0.454 1    

StoreLocation 0.263 0.353 0.499 0.428 1  

PurchaseDecision 0.176 0.340 0.103 0.222 0.279 1
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etal.(2008)indicatedthatanadvertisementwhichisexposedbyapotentialcustomerwhilehe/she
issearchingforinformationaboutaproductcategorywillhaveastrongimpactonpurchasedecision.
However,marketersmustdecreaseconsumer’suncertaintyaboutthedistinctfeaturesoftheirbrands
through designing effective advertisements which contain valuable information and meet target
marketexpectations.Thisisbecauseconsumerstendtoformpurchasedecisionsbasedonwhatis
advertisedaftermakingcomparisonsandevaluationsbetweendifferentbrands.MacdonaldandSharp
(2000)illustratedthatthefrequencyofadvertisementscanpreservethebrandintheconsideration
setofconsumersandinfluencetheirpurchasedecisions.Theauthorsaddedthatbrandawareness
canbeformedasaresultofadvertisingandthishasastrongeffectonbrandchoiceandpurchase
decision. Therefore,itcanbeconcludedthattheeffectivenessofadvertisingtechniquesinfluences
consumer’spurchasedecision(Shieh,Xu,&Ling,2019).Thisinfluencecanbemaximizedthrough
utilizing social media and interactive technologies to reach consumers and communicate brand
offerings.

Figure 1. Structural Model

Table 3. Results of Hypotheses

  Hypotheses Std. Beta S.E. C.R. 
(t-value) P-value

H1: Advertising → PurchaseDecision 0.413 0.060 4.458 0.038

H2: DistributionIntensity → PurchaseDecision -0.526 0.142 -3.073 0.002

H3: Price → PurchaseDecision 0.490 0.073 4.908 ***

H4: StoreImage → PurchaseDecision 0.322 0.109 2.767 0.006

H5: StoreLocation → PurchaseDecision 0.287 0.108 2.068 0.039
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Thesecondresearchobjectiveinthispaperwastotesttheimpactofdistributionintensityon
purchase decision. The findings indicated that, in line with the historical literature, distribution
intensityhasanegativeeffectonpurchasedecision.Greatersupportwasobservedinthestudyof
DiabandMansour (2015)who found thatdistribution intensityhadanegative relationshipwith
perceivedqualityandbrandloyalty,whichmayhinderconsumer’swillingnesstopurchase.Moreover,
Liua,Huang,andLin.(2009)reportedthattherelationshipbetweendistributionintensityandthe
consumer’spurchaseintentionisnegativewhenthelevelofbrandawarenessishighbutthebrand’s
offeringsarenotuniqueand theconsumers’perceivedvaluedoesnotexist.Thisnegativeeffect
couldbeattributedtotheneedamongconsumerforuniquenessinbrandofferings(Simonson&
Nowlis,2000)ratherthanofferingaproductorservicethatdoesnotmeetcustomer’sexpectations.
Consequently,themarketingdecisionwithregardstoincreasingordecreasingdistributionintensity
shouldmainlybebasedonbrandpositioningandbrandimagecreation.Atthesametime,choosingthe
rightdistributionchannelstooffertheproductshouldbethekeypriority.Withtheriseoftechnology,
companiescanimprovetheirsalesthroughe-commerceservicetoenhancebrandpositionandreach
customerseasily(Lamaakchaoui,Azmani,&ElJarroudi,2018).

The findings also confirmed that price represents an important factor which significantly
influencedpurchasedecision.Thefindingmatchesthepreviousresearchesofanumberofscholars
(Abdullah,2020;Ameliaetal.,2015;Hustić&Gregurec,2015;Nguyen,Phan,Vu,2015)whooutlined
thatpriceisconsideredasthemostcriticalfactorforevaluatingpurchasebehaviourandjustifies
whethercustomersmaintainorstoptheirrelationshipswithabrandaccordingtotheirperceptions
ofproductandservicequalityinadditiontotheamountofmoneythattheyspendtoobtainacertain
product.Thus,marketingmanagersshouldunderstandcustomers’perceptionstowardstheirproducts
andservicesandsetthepricesaccordingtotheirperceivedvalueandbuyingpower.Additionally,
theresultsofthispaperconfirmedthatstoreimagehassignificantandpositiveeffectonpurchase
decision. The result was supported by a number of researchers (Faryabi et al., 2012; Wuet al.,
2011;Bao,Bao,&Sheng,2011)whostatedthatstoreimageplaysasignificantroleindetermining
purchasedecision.Thefindingsuggeststhatthemanagementinretailindustryshouldcontinuously
promotetheirbrandsandinformconsumersaboutthebenefitsofselectingthemovercompetitors
usingdifferentmedia.Theimageofastorecanbedevelopedpositivelyinconsumers’mindthrough
providing themwithseveraladvantages thatenhance theirshoppingexperience,suchasproduct
assortment,delivery,pricefairness,andothermarketingmixelements.

Finally,theresultspointedoutthatstorelocationhassignificantpositiveimpactonpurchase
decision,andthismatchesthefindingsofpaststudies(Chaipradermsak,2007;Charles&Kerry,2005;
Jaravaza&Chitando,2013).AccordingtoHawkinsetal.(2001)agoodchanneldecisionshouldbe
centredtowardsunderstandingthepreferencesoftargetcustomersregardingtheplaceofshoppingfor
product.Therefore,themarketingmanagersshouldcarefullylocatetheirstoresandprobablyconduct
marketresearchbeforemakingawrongdecision.Thelocationofastoredeterminespartialamount
ofthecostforgettingaproductandalsothemotivationofacustomertoselectaretaileroveranother.
Forinstance,choosingalocationisaccessibleandeasytoreachamongcustomerswithoutincurring
highcostcaninfluencetheirchoicesandwillingnesstovisitthestoreorretailerforshopping.Besides,
providingfreeparkingandenoughspaceswhileshoppingcouldshapercustomers’experienceand
influencetheirshoppingbehaviour.

Thisresearchhasfewlimitationsinthispaperwhichcanbetakenintoconsiderationinfuture
researches.First,onlyfiveelementsofmarketingmixwere tested in thisresearch;hence, future
researchmaylookatexaminingotherimportantmarketingfactors,suchasserviceinnovationand
customerrelationshipmanagement.Second,thesamplesizewhichwasemployedtoconductthis
studymaynotbelargeenoughtogeneralizetheresults.Therefore,itissuggestedforfutureresearches
toenlargethescopeofrespondentsandrelyonbiggersamplesizesinordertoverifytheempirical
linkages between marketing mix elements and purchase decision. Third, the present study was
conductedinretailsectorusingconveniencesamplingmethod,hence,futurestudiesmayexaminethe
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variablesusingrandomsamplingtechniquesindifferentindustrycontexts.Moreover,asurveytool
whichcomprisedstructuredquestionsforcollectingconsumerdatawasemployed.Forthisreason,it
issuggestedforfutureresearchtouselongitudinaldatatoconfirmtheresults.Finally,onlyconsumers
wereinvolvedinthisstudytotesttherelationshipsbetweentheselectedvariables;therefore,future
studiesshouldbedirectedtowardstestingemployeeperceptionsinordertogainbetterinsightsabout
theroleofmarketingmixcomponentsinaffectingpurchasedecision.
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APPENDIX

Table 4. Factor loadings of remaining items

Code Construct/ Item Factor 
Loadings

Purchase Decision  

PD1 Ifeelgoodaboutmydecisiontopurchaseproductsfromthisstore’sbrand. 0.787

PD2 Iwillpositivelyrecommendthisstore’sbrandtootherpeople. 0.608

PD3 Ifrequentlypurchasefromthisstore’sbrand. 0.577

PD4 Iintenttopurchaseagainfromthisstore’sbrandinthefuture. 0.725

PD5 Overall,Iamsatisfiedaboutmypurchaseofgoodsfromthisstore. 0.740

Advertising  

AD1 Thisstoreisintensivelyadvertised. 0.866

AD3 Theadvertisingcampaignsforthisretailstorearefrequentlyseen. 0.775

AD4 Theadvertisingcampaignsforthisretailstoreareattractive 0.643

Distribution Intensity  

DI1 Thisstoreiswidelydistributedascomparedtoitscompetingbrands 0.719

DI3 Ifacelessdifficultyingettingtothisstoreascomparedtoothers. 0.544

Price  

P1 Thisstoreoffersthelowestpricesinthearea. 0.742

P2 Thisstoremaintainsthebestpricesformostproducts 0.595

P3 Thepricesofproductsinthisstorearereasonable 0.803

P4 Thisstoreconsistentlyprovidesthebestvaluesformoney 0.820

Store Image  

SI1 Thisstorecarriesproductsofhighquality. 0.724

SI2 Thisstoreprovidedmeabetterlifestyle. 0.769

SI3 Thisstorehaswell-knownbrands. 0.600

SI4 Thisstoreoffersvarietyofproductsandservicestoitscustomers.  

Store Location  

SL1 Thisstoreprovidesconvenientparkingofvehiclestoitscustomers. 0.514

SL3 Itiseasytogetintothisstoreandcheckoutfromtheareaaftershopping. 0.884
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