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Abstract: The cosmetics industry is one of the fastest growing industries both in developed and developing 

countries. Consumers, especially the youngsters, tend to follow the fashion trend by buying premium foreign 

products designed by reputable and/or famous brands. Although many scholars have discussed on the effect 

of brand equity on repurchase intention of women consumers, the studies related to Turkish consumers are 

limited. Besides, consumers perceptions related to brands not only come from the company, product or the 

communication they are exposured to but also the store image and the service supplied by the store staff also 

reflect the promises and the values of the brand. In addition, price is a major factor for customer 

considerations. Therefore, the purpose of this study was to evaluate the effects of brand awareness, brand 

loyalty, perceived quality, store image, service quality and price premium on the purchase intention of 

women consumers in cosmetic industry. In order to test the hypotheses developed, the data were collected 

thorough an online survey. Convenience sampling method was chosen in order to reach the targeted 

audience, that is Turkish women consumers (n=303). The research hypotheses were tested by using Partial 

Least Squares Structural Equation Modelling (PLS-SEM). As a result of the study brand awareness, store 

image, service quality and price premium were found to have direct effects on purchase intention but brand 

loyalty and perceived quality did not have a significant effect. Considering the propable moderating effect of 

price premium, a second model was developed and tested with the same method but none of the developed 

hypotheses were supported. 
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Structured Abstract: The cosmetics industry is one of the fastest growing industries both in developed and 

developing countries. According to a research the global cosmetics market was valued around $507 billion in 

2018 and is expected to reach a market value of $758 billion by 2025 (Shahbandeh, 2019). Hence, besides 

being one of the most profitable business globally, it is also one of the fastest growing. The cosmetics 

industry of Turkey comprises the local brands like Flomar, Pastel, Cecile, Golden Rose and almost all the 

foreign well-known brands and reached to a size of €1.6 billion, with an annually growth rate of 10% 

(Turkish Statistical Institute, 2015). Consumers, especially the youngsters, tend to follow the fashion trend by 

buying premium foreign products designed by reputable and/or famous brands. In general, products holding a 

celebrity’s name are even very expensive due to the fact that most of the consumers tend to buy products for 

their name rather than quality (Pradhan et al., 2014).  

Although many scholars have discussed on the effect of brand equity on repurchase intention of 

women consumers (Hanzaee & Andervazh, 2012; Khraim, 2011), the studies related to Turkish consumers 

are limited. Besides, consumers perceptions related to brands not only come from the company, product or 

the communication they are exposed to but also the store image and the service supplied by the store staff 

also reflect the promises and the values of the brand. In addition, price is a major factor for customer 

considerations both in the way that it gives an idea of the product quality or the brand reputation but also it 

defines if the customers may afford to paying for the product they desire. Therefore, the purpose of this study 

was to evaluate the effects of brand awareness, brand loyalty, perceived quality, store image, service quality 

and price premium on the purchase intention of women consumers in cosmetic industry. 

Aaker (1996), defined brand awareness as the customer’s ability to recognise and recall the brand 

under different conditions and also the strength of a brand’s presence in the customer’s mind. According to 

Keller (1993) brand awareness is the ability of an audience member to identify properly a brand through 

recognition or recall. Brand loyalty can be characterized as the degree of customer’s reliability towards a 

given brand. This degree of reliability is expressed through repetition of purchase or other positive practices, 

regardless of the advertising weights produced by the other contending brands (Kotler & Keller, 2016). 

Perceived quality is the overall evaluations regarding how a product performas according to customers’ 

expectations (Aaker, 1991) and which drives buyers towards a specific product or brand (Aaker & Jacobson, 

1994). Purchase intention is a measure for the customers tendency of propable future purchases (Kim et al., 

2008). Store image can be defined as the basis of consumer’s evaluation regarding the retail outlet (Cornelius 

et al., 2008) and also service quality in this study is covered to the extent that employees meet customer 

requirements during all of the services given a a cosmetics store (Chakrabarty et al., 2008). 

In order to test the hypotheses developed, the data were collected thorough an online survey. The 

scales were determined via a thorough literature review. Convenience sampling method was chosen in order 

to reach the targeted audience, that is Turkish women consumers. Finally, a total of 303 complete forms were 

collected. The validity and the reliability of the scales were tested using Confirmatory Factor Analysis by 

using Partial Least Squares Structural Equation Modelling (PLS-SEM) (Chin, 1998). For this aim, SmartPLS 

2.0 software was used with the directions of the developers (Hair et al., 2014; Ringle et al., 2015). 

Convergent validity and discriminant validity for all of the factors were obtained, and also the results of the 

reliability analyses revealed that all factors were reliable. 

The research hypotheses were tested by PLS-SEM Structual Equation Modelling. For the anaylses 

the models were run and PLS Path Analysis Regression Coefficients and t values for the Path Analysis using 

bootstrapping were evaluated. For the direct effects of independent variables brand awareness (β=0.240; 

p<0.05), store image (β=0.200; p<0.01), service quality (β=0.282; p<0.01), and price premium (β=0.111; 

p<0.01) on purchase intention but brand loyalty (β=0.041; p>0.05) and perceived quality (β=0.086; p>0.05) 

did not have a significant effect (R2= 0.580). Considering the propable moderating effect of price premium, a 

second model was developed and tested with the same method but none of the developed hypotheses were 

supported (p<0.05).  

As a result of the analysis, it was concluded that brand awareness is effective for Turkish women 

consumers to purchase cosmetic products. Cosmetic products are not ordinary products for female consumers 

for this reason, it is important that the product is of a well-known and recognized brand. However; since there 

are hundreds of different types and brands in the cosmetics sector, it is necessary to keep the brand awareness 

constant. Regarding brand loyalty, a significant effect was not observed in Turkish women consumers’ 

purchase intention for cosmetic brands. Although this result seems surprising this may be caused by the fact 
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that cosmetic companies offer products with changing and developing features as a result of high-budget R & 

D studies and female consumers and exhibit a diversity-seeking attitude. An interesting result of the study is 

that the quality perception towards the product has no effect on women consumers’ preferences under the 

presence of other variables. This result can be explained by the fact that a known brand creates confidence in 

women consumers that its products are also of high quality and it is not possible for the consumer to 

immediately understand and analyse the product contents and their real effectiveness.  

In the study, it was understood that the image of the store from which they purchased the product 

and the quality of the service they received from the store were also effective in the preferences of women 

consumers. Cosmetic products are used to feel good as well as look good. As a result of the research, it was 

revealed that the atmosphere of the store, the variety of products offered in the store and the respectful and 

relevant approach shown to them in the store are effective in the purchase intention of women consumers. 

Price premium was found to have a direct effect on purchase intention but not moderating effects of other 

variables. It is recommended that cosmetic companies understand this feature of the price correctly, make 

market segmentation for their product portfolios and carry out their promotion efforts towards these 

segments. 

The major limitation of the study was relying on participants’ responses and applying convenience 

sampling method. For further studies it is suggested to conduct researches with the cooperation of cosmetic 

retailers taking into account the segments they belong to. Another subject of future research may be the 

determination of the future of retail cosmetic stores in online shopping era. 

Keywords: Marketing, Brand, Price, Store, Purchase intention. 

 

Öz: Kozmetik endüstrisi hem gelişmiş hem de gelişmekte olan ülkelerde en hızlı büyüyen endüstrilerden 

biridir. Tüketiciler, özellikle gençler, saygın markaların veya ünlü kişilerin tasarladığı birinci sınıf yabancı 

ürünleri satın alarak moda trendini takip etme eğilimindedir. Birçok bilim insanı, marka denkliğinin kadın 

tüketicilerin satın alma niyetleri üzerindeki etkisini tartışmış olsa da Türk tüketicilerle ilgili çalışmalar 

sınırlıdır. Ayrıca tüketicilerin markalarla ilgili algıları sadece şirketten, üründen veya maruz kaldıkları 

iletişimden kaynaklanmaz. Mağaza imajı ve mağaza çalışanlarının verdiği hizmet de markanın vaatlerini ve 

değerlerini yansıtır. Ek olarak, fiyat, müşteri değerlendirmeleri için önemli bir faktördür. Bu nedenle bu 

çalışmanın amacı, kozmetik sektöründe kadın tüketicilerin satın alma niyetleri üzerine marka bilinirliği, 

marka sadakati, algılanan kalite, mağaza imajı, hizmet kalitesi ve fiyatın etkilerini değerlendirmektir. 

Geliştirilen hipotezleri test etmek için veriler çevrimiçi bir anket aracılığıyla toplanmıştır. Hedef kitleye yani 

Türk kadın tüketicilere ulaşmak için kolayda örnekleme yöntemi seçilmiştir (n=303). Araştırma hipotezleri, 

Kısmi En Küçük Kareler Yapısal Eşitlik Modellemesi (PLS-SEM) kullanılarak test edilmiştir. Araştırma 

sonucunda marka bilinirliği, mağaza imajı, hizmet kalitesi ve fiyatın satın alma niyetine doğrudan etkisi 

olduğu, ancak marka sadakati ve algılanan kalitenin anlamlı bir etkisinin olmadığı görülmüştür. Fiyat 

değişkeninin olası moderatör etkisi göz önüne alınarak aynı yöntemle ikinci bir model geliştirilmiş ve test 

edilmiş ancak geliştirilen hipotezlerin hiçbiri desteklenmemiştir.  

Anahtar Kelimeler: Pazarlama, Marka, Fiyat, Mağaza, Satın alma niyeti. 

 

Introduction 

Today, physical attraction and beauty, are probably among the most trending topics in the 

world. According to Aaker (1991) and Assael (1998), the positive feeling of customers creates and 

improves the purchase intention of the customers. The cosmetics industry is one of the fastest 

growing industries both in developed and developing countries regardless of the economy status of 

the people. Mwai et al. (2015), suggested that cosmetics consumers in just the US spend almost 

$10 billion annualy. According to a research the global cosmetics market was valued around $507 

billion in 2018 and is expected to reach a market value of $758 billion by 2025 (Shahbandeh, 

2019). Hence, besides being being one of the most profitable business globally, it is also one of the 

fastest growing. 
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Cosmetics can be defined as any substance applied to the body to improve the texture of 

the of the body. Cosmetics also cover the body odour products like perfume, deodorant, cologne 

etc. The use of cosmetics goes back to 7.000 years, where the ancient people used different natural 

methods and substances to maintain their body and odour texture (Wolkoff, 2020). The cosmetics 

industry of Turkey comprises the local brands like Flomar, Pastel, Cecile, Golden Rose and almost 

all the foreign well-known brands. Cosmetics business in Turkey reached to a size of €1.6 billion, 

with an annually growth rate of 10% (Turkish Statistical Institute, 2015). Turkish cosmetics market 

excels in both import and export trading but despite the increasing number of local  brands in 

Turkey, the supply of cosmetics still relies on the imports. Consumers, especially the youngsters, 

tend to follow the fashion trend by buying premium foreign products designed by reputable and/or 

famous brands. In general, products holding a celebrity’s name are even very expensive due to the 

fact that most of the consumers tend to buy products for their name rather than quality (Pradhan et 

al., 2014).  

Brands not only indicate the source of products and the producers (Farquhar, 1989), but 

also they become a major differentiator of the product against competition by adding value to the 

company and also the consumer (Keller, 2003). Yoo and Donthu (2001) suggested that high brand 

value can lead customers to a strong consumer engagement. Although many scholars have 

discussed on the effect of brand equity on repurchase intention of women consumers (Hanzaee & 

Andervazh, 2012; Khraim, 2011), the studies related to Turkish consumers are limited. Besides, 

consumers perceptions related to brands not only come from the company, product or the 

communication they are exposed to but also the store. Store image and the service supplied by the 

store staff also reflect the promises and the values of the brand. In addition, price is a major factor 

for customer considerations both in the way that it gives an idea of the product quality or the brand 

reputation but also it defines if the customers may afford to paying for the product they desire. 

Therefore, the purpose of this study was to evaluate the effects of brand awareness, brand loyalty, 

perceived quality, store image, service quality and price premium on the purchase intention of 

women consumers in cosmetic industry. 

Brand Awareness 

Aaker (1991) defined brand awareness as the potential capacity of the consumer to 

recognize or remember the name of a brand within a certain product category. Further, added that 

brand awareness is a tool to measure consumer’s ability to recognize or recall a brand when the 

consumer is faced with a difficult purchase decision. Other scholars also explained awareness as a 

vital factor found in most of the brand equity models (Aaker, 1991; Keller, 1993; Kapferer, 2005). 

According to Aaker (1991), brand awareness creates values in four ways: (1) familiarity (the more 

you see the product, the more acquainted you are with it), (2) anchor to which other associations 

can be attached, (3) signal of substance (more information is needed to provide to consumers to 

provide a greater brand awareness), (4) brands to be considered (well-known brands are first to be 

considered). 

According to Keller (2003), brand awareness is composed of two dimensions: brand recall 

and brand recognition. Brand recognition is the customer’s capability to affirm the prior 

introduction to the brand before exposure and brand recall is the customers’ ability to identify the 

brand when exposed to the product category and relates to the needs met by the category or 

different stimuli as a signal. Brand awareness is not an important factor for new companies but also 

for the ones who face high competition in their markets. Brand awareness can be formed or 

strengthened by advertising, word-of-mouth, sponsorships, publicity, and investing to provide 

different and memorable products and/or services. 
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Brand Loyalty 

Brand loyalty is defined as a measure of the attachment that a customer has to a brand 

(Aaker (1991). Brand loyalty reduces cost savings as well as uncertainty of seeking a new 

relationship with another brand (Erenkol & Duygun, 2010). Grembler and Brown (2006) divided 

brand loyalty into two: (1) cognitive loyalty which means whenever a need to purchase a given 

product, a certain brand comes first to the consumer’s mind, and (2) behavioral loyalty which 

defines the behavior of a consumer during the purchase of a given brand. Keller (2008) suggested 

that behavioral loyalty may arise due to a number of repeated purchases, while Oliver (1999) 

viewed the commitment to a given brand as the main reason for behavioral loyalty. 

Gounaris and Stathakopoulos (2004) defined the levels of customers’ brand loyalty into 

four consecutive stages: 

a. Inertia loyalty: This is defined as a type of loyalty where a customer buys a given 

product but has no any emotional attachment to the brand and the brand image does not play any 

part on customers’ purchase intention. Inertia loyalty is mostly caused by either the price or lack of 

other options in the market. 

b. Premium loyalty: This is a type of loyalty where a customer purchases the brand and has 

strong emotional ties to the brand.  

c. No loyalty: The type of brand loyalty, where there is neither a situation of any purchase 

nor any emotional ties to the brand. 

d. Covetous loyalty: This type of loyalty explains where no purchase is made but a strong 

emotional attachment to the brand exists. 

Aaker (1991) concluded that perceived quality, brand awareness and a strong brand 

identity can lead to a strong brand loyalty between the consumer and the given brand. Gürbüz 

(2008) also stated that brand loyalty is undertaken when only the judgement on the perceived 

quality is positive, therefore showing a relationship between the dimensions of brand equity. Mohd 

Yasin et al. (2007) argued that the brand has an enormous value to the consumers if the targeted 

consumers appear loyal to that given brand. Erenkol and Duygun (2010) emphasized the benefits of 

brand loyalty to customers as a way to save search costs and reduce uncertainty. According to 

Aaker (2001) brand loyalty also helps to create a hurdle to the rivals of the company as it provides 

enough time to respond to meet changing consumer needs.  

Perceived Quality 

Perceived quality is the overall perspective of customers about the quality of services and 

products in accordance to the rival companies (Aaker, 1996). Furthermore, Zeithaml (1988) 

defined perceived quality as the customer’s judgement about a product’s quality and functionality. 

Although the perceived quality does no way depict the real price of the given product, it represents 

the consumer’s assessment of the given product (Erenkol & Duygun, 2010). 

According to Brucks et al. (2000) four important factors have role in perceived quality: 

a. Ease of use: The simpler the product, the higher the perceived quality is. 

b. Durability: How long can the product live? How strong can the product withhold? 

c. Performance: How efficient is the product? 

d. Serviceability: How often does a customer get services when in need? 
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Erenkol and Duygun (2010), emphasized the contribution of perceived quality to 

companies as it helps the growth of the brand, it enables the alternation of prices, it differentiates 

the company from its competitors, and it provides customers with more reasons to purchase. 

Store Image 

According to Bloemer and de Ruyter (1997), store image is basically customer’s view of a 

given store based on its attributes. Most of the time store image is linked to the overall brand image 

since the store mostly represents the brand it carries. Ghosh (1990), stated that store image consists 

of the following components: location, store atmosphere, customer services, personal selling, and 

incentive programs. 

Collins-Dodd and Lindley (2003) suggested that from the consumer’s point of view, the 

following are the components that every high-quality store should possess: variety of products, 

good product quality, low prices, good value for money, comfortable environment, and consumers’ 

positive attitude in the store. 

Store image also carries a significant effect on perceived quality, hence a favorable store 

image attracts more attention, connection, and more revisits from the customers (Yoo et al., 1998). 

Manrai and Manrai (1993) argued that the consumers’ purchase intention will increase when their 

perception to the store image is positive.  

Service Quality 

Quality of services can simply be defined as all features needed or provided to customer’s 

satisfaction. Customers would certainly not excuse a major fault in service thus they would not 

return to a store where they were mistreated. Parasuraman et al. (1988) highlighted the importance 

of the difference between customer expectations of a given service and the customer’s actual 

perception. Chakrabarty et al. (2008) explained service quality as the conformance to customer 

requirements in the delivery of a service. 

Parasuraman et al. (1988) defined the criteria for service quality from the consumers’ view 

point and developed a well-known measure which is called the SERVQUAL. The model comprises 

the following five dimensions of quality of service: 

a. Tangible factors: Physical factors including of buildings, employees, equipment etc. 

b. Reliability: Ability to provide services in a safe environment. 

c. Assurance: Ability to persuade the customers that the product is reliable. 

d. Responsiveness: The willingness of employee to cooperate. 

e. Empathy: Sufficient attention to the service and the customer. 

Aaker (1996) stated that customers satisfaction regarding service quality in store is related 

to mostly the store staff. Thus, employees of the store should give customers personal attention and 

be willing to help customers. Unlike many other businesses, in cosmetics industry consumers 

receive services mainly by the retailer. Thus, this study views service quality in terms of service 

provided by the store staff. 

Price Premium 

Crimmins (2000) defined the price premium as the amount of value added by a brand name 

in comparison with the one with the same features and holding a generic name. Brand awareness is 

seen as one of the vital aspects towards building a strong brand equity, thus being able to charge 

price premium. Netemeyer et al. (2004) stated that there is a significant relationship between price 

premium and perceived quality. Further, Yoo and Donthu (2001) argued that there’s a positive 

relationship between price premium, perceived quality, purchase intention and preference.  



The Influence of Price, Brand, and Store on Turkish Women's…                                               1885 

 

www.turkishstudies.net/economy 

According to Pride and Farrell (1997), price premium is one of the major factors that 

affects brand loyalty and the consumers’ willingness to repurchase a product. Aaker (1991) 

described that brand loyalty occurs mainly because of the customer’s perception about the products 

quality and its availability at the right price. Also, Gounaris and Stathakopoulos (2004) stated that 

inertia loyalty (a type of brand loyalty) is mainly caused by the brands cost. Although some 

customers may not consider or afford to purchase a product with high prices, it is completely 

different for well-known brands. According to Yesawich (2004), customers tend to perceive a 

sense of luxury whenever a retailer serves products with high prices or increases the price of their 

product timely. 

Purchase Intention 

For marketers may be the most important consumer behavior is the buying action. But most 

of the time it is highly related to the past happenings and only in limited cases it can be measured 

for the current time period. Regarding the future, companies want to know how the customers 

would react to their offerings and with this perspective purchase intention becomes a key attitude to 

measure and learn about. Several different scholars defined purchase intention similarly as the 

willingness of the customers to buy or use a product (Ibzan et al., 2016; Fitzgibbon & White, 

2005). Gounaris et al. (2010) stated that there is a strong link with customers’ engagement or brand 

loyalty with their considerations related to purchase a product again. 

Method 

Harnessing the literature and the previous findings from different scholars the research 

model of the study was developed as depicted in Figure 1. As the price is a major factor which may 

affect consumer behaviors in several different ways, the model covers price premium both as a 

direct effect and also a possible moderating effect for the rest of the independent variables between 

the dependent one. 

 
Figure 1: Research Model 

In line with the research problem hypotheses which covers the effects of brand awareness, 

brand loyalty, perceived quality, store image, service quality, and price premium upon purchase 

intention and also the moderating role of price premium were developed. 
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H1: Brand Awareness has a positive effect on Turkish women’s Purchase Intention related 

to cosmetics products.  

H2: Brand Loyalty has a positive effect on Turkish women’s Purchase Intention related to 

cosmetics products. 

H3: Perceived Quality has a positive effect on Turkish women’s Purchase Intention related 

to cosmetics products. 

H4: Store Image has a positive effect on Turkish women’s Purchase Intention related to 

cosmetics products. 

H5: Service Quality at stores has a positive effect on Turkish women’s Purchase Intention 

related to cosmetics products. 

H6: Price Premium has a positive effect on Turkish women’s Purchase Intention related to 

cosmetics products. 

H7X: Price premium has a moderating role in the relation between [Brand Awareness (H7A), 

Brand Loyalty (H7B), Perceived Quality (H7C), Store Image (H7D), Service Quality (H7E)] and 

Turkish women’s Purchase Intention related to cosmetics products. 

In order to measure the variables in the research model, scales were determined via a 

thorough literature review. The scales are provided in Table 1. 

Table 1: Measures for the Research Variables  
Variable Items  References 

Brand Loyalty I consider myself to be loyal to (this brand). 

This brand would be my first choice. 

I will not buy other brands if this brand is available at the store. 

Yoo & Donthu 

(2001) 

Perceived Quality The likelihood is that the quality of this brand is extremely 

high. 

The likelihood that this brands functionality is high.  

This brand is the best brand in its product class. 

Yoo & Donthu 

(2001); Netemeyer et 

al. (2004) 

 

Brand Awareness I can recognize this among other competing brands. 

I am aware of this brand. 

Some characteristics of this brand come to my mind quickly. 

I can quickly recall the symbol or logo of this brand. 

Yoo & Donthu 

(2001);  

Netemeyer et al. 

(2004)  

Store Image This store provides variety of products. 

The entire product in this store has good quality. 

The products of this store are good value for money. 

The interior decoration of this store let me feel pleasant.   

Overall, I have positive attitude in this store. 

Yoo & Donthu 

(2001);  

Netemeyer et al. 

(2004) 

 

Price Premium I am willing to pay a higher price for these brand products than 

for other brands of products. 

I am willing to pay ___% more for this brand over other brands 

of same product. [0%, 5%, 10%, 15%, 20%] 

I am willing to pay a lot more for this brand than other brands 

of cosmetics. 

Netemeyer et al. 

(2004) 

 

Purchase Intention The likelihood of purchasing this product is high. 

If I were going to buy this product, I would consider buying the 

model at the price shown. 

At the price shown, I would consider buying the product. 

The probability that I would consider buying the product is 

high. 

My willingness to buy the product is high. 

If I were going to buy this product, the probability of buying 

this model is high. 

Grenwal et al. (1998) 
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I would purchase this product. 

Service Quality of 

Employees 

Customers could expect to be treated well in this store. 

Employees of this store could be expected to give customers 

personal attention.  

This store’s employees would willingly be ready to help 

customers. 

This store would offer high-quality service. 

Employees of this store are not too busy to respond to 

customers’ requests promptly. 

It would be realistic to expect prompt service from employees 

of this store. 

Baker et al. (1994) 

The scales were then translated into Turkish and a survey is formed and conducted 

thorough an online provider. 5-point Likert scales were used for all items but demographic ones. In 

the first part of the survey, the participants were asked to state a cosmetic brand they last bought 

and required to respond to the following questions considering that brand. Convenience sampling 

method was chosen in order to reach the targeted audience, that is Turkish women consumers. 

Before moving to mass collection of data, a pilot test was conducted with limited responses and the 

factors are evaluated by exploratory factor analysis and reliability analysis. Finally, a total of 303 

complete forms were collected. The demographic profile of the sample is provided in Table 2.  

Table 2: Demographic Profile of the Sample 
Variable Groups f % 

Age 15-20 63 20.79 

 21-25 102 33.66 

 26-30 60 19.80 

 31-35 29 9.57 

 36-40 30 9.90 

 41-45 9 2.97 

 46-50 3 0.99 

 51+ 7 2.31 

Marital status Married 106 34.98 

 Single 197 65.02 

Education Primary school 5 1.65 

 Secondary school 24 7.92 

 Bachelors’ degree 220 72.61 

 Masters’ degree 54 17.82 

Occupation Student 134 44.22 

 Working 121 39.93 

 Housewife 48 15.84 

Monthly income None 110 36.30 

 <1500 TRY 47 15.51 

 1500-3000 TRY 87 28.71 

 3001-4500 TRY 42 13.86 

 4501-6000 TRY 5 1.65 

 6001 -7500 TRY 5 1.65 

 >7500 TRY 7 2.31 

Place of purchase Specialist’s store 218 71.95 

 Supermarkets 28 9.24 

 Online 27 8.91 
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 Beauty salons 30 9.90 

Preferred brand MAC 73 24.09 

 Flormar 48 15.84 

 Golden Rose 40 13.20 

 Sephora 34 11.22 

 Clinique 24 7.92 

 Bobbi Brown 9 2.97 

 Other 75 24.75 

Findings 

The validity and the reliability of the scales were tested using Confirmatory Factor 

Analysis by using Partial Least Squares Structural Equation Modelling (PLS-SEM) which was 

reported to give sufficient results for even samples with smaller sizes (Chin, 1998). For this aim, 

SmartPLS 2.0 software was used with the directions of the developers (Hair et al., 2014; Ringle et 

al., 2015). Although, PLS method does not require a limitation for the sample size, Chin (1998) and 

Hair et al. (2011) suggest reaching a size of ten times more than the number of items considering 

the variable having the most items assigned to it. With 303 participants the sample for this study 

meets the proposed criterion (n=303>7*10). The statistical significance of the model is tested by 

bootstrap method (with 1000 samples) and all items were found to have more than 0.60 factor 

loadings (t>2,57, p<0,01). The results were provided in Table 3. 

 

Table 3: Factor Loadings for the Scales 

No Scale 
Factor 

Loadings 

 Brand Awareness  

1 I can recognize this among other competing brands. 0.8139 

2 I am aware of this brand. 0.8078 

3 Some characteristics of this brand come to my mind quickly. 0.7877 

4 I can quickly recall the symbol or logo of this brand. 0.7321 

 Brand Loyalty  

1 I consider myself to be loyal to (this brand). 0.8599 

2 This brand would be my first choice. 0.8607 

3 I will not buy other brands if this brand is available at the store. 0.7845 

 Perceived Quality  

1 The likelihood is that the quality of this brand is extremely high. 0.8709 

2 The likelihood that this brands functionality is high.  0.8531 

3 This brand is the best brand in its product class. 0.7806 

 Store Image  

1 This store provides variety of products. 0.7213 

2 The entire product in this store has good quality. 0.7105 

3 The products of this store are good value for money. 0.6995 

4 The interior decoration of this store let me feel pleasant.   0.7698 

5 Overall, I have positive attitude in this store. 0.8246 

 Service Quality  

1 Customers could expect to be treated well in this store. 0.7705 

2 Employees of this store could be expected to give customers personal attention.  0.8471 

3 This store’s employees would willingly be ready to help customers. 0.8636 
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4 This store would offer high-quality service. 0.8473 

5 Employees of this store are not too busy to respond to customers’ requests promptly. 0.8429 

6 It would be realistic to expect prompt service from employees of this store. 0.8260 

 Price Premium  

1 
I am willing to pay a higher price for these brand products than for other brands of 

products. 0.8759 

2 
I am willing to pay ___% more for this brand over other brands of same product. [0%, 

5%, 10%, 15%, 20%] 0.7840 

3 I am willing to pay a lot more for this brand than other brands of cosmetics. 0.8789 

 Purchase Intention  

1 The likelihood of purchasing this product is high. 0.7857 

2 
If I were going to buy this product, I would consider buying the model at the price 

shown. 0.7638 

3 At the price shown. I would consider buying the product. 0.7912 

4 The probability that I would consider buying the product is high. 0.7779 

5 My willingness to buy the product is high. 0.8684 

6 If I were going to buy this product, the probability of buying this model is high. 0.7982 

7 I would purchase this product. 0.8006 

   

Having conducted Confirmatory Factor Analysis convergent validity and discriminant 

validity for all of the factors were tested in line with the directives of Hair et al. (2014). As a result 

of the analysis all items were found to give the highest factor loadings to the assigned ones and the 

square root of the Average Variance Extracted (AVE) values were higher than the correlations with 

other factors (Fornell & Larcker, 1981). Thus, convergent validity and discriminant validity were 

obtained. Table 4 summarizes the results of the validity tests. 

Table 4: Factor Validity and Correlations  

       AVE √AVE      BA      BL      PI      PP      PQ      SI      SQ 

BA 0.6179 0.7861 1 

      BL 0.6985 0.8358 0.3676 1 

     PI 0.6377 0.7986 0.6453 0.3686 1 

    PP 0.7181 0.8474 0.3532 0.4286 0.4497 1 

   PQ 0.6985 0.8358 0.7409 0.4383 0.6119 0.4072 1 

  SI 0.5574 0.7466 0.7202 0.3916 0.6619 0.4537 0.6623 1 

 SQ 0.6946 0.8334 0.5092 0.2699 0.6228 0.3928 0.5426 0.5896 1 

BA: Brand Awareness; BL: Brand Loyalty; PI: Purchase Intention; PP: Price Premium;  

PQ: Perceived Quality; SI: Service Image; SQ: Service Quality 

The results of the reliability analyses as seen in Table 5 also revealed that all factors were 

reliable (CR>0.70; Cronbach’s α>0.70). As the scales were found to be valid and reliable the data 

were confirmed to be suitable for hypothesis testing. 
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Table 5: Reliability Analyses 

   Composite Reliability Cronbach’s Alpha 

Brand Awareness 0.8659 0.7931 

Brand Loyalty 0.8740 0.7850 

Purchase Intention 0.9248 0.9051 

Price Premium 0.8840 0.8063 

Perceived Quality 0.8740 0.7841 

Store Image 0.8625 0.8016 

Service Quality 0.9317 0.9119 

The research hypotheses were tested by PLS-SEM Structural Equation Modelling. For the 

analyses the models were run and PLS Path Analysis Regression Coefficients and t values for the 

Path Analysis using bootstrapping were evaluated. For the direct effects the results of the first 

model are depicted in Figure 2 and Figure 3. 

 
 

Figure 2: PLS Path Analysis Regression Coefficients for Direct Effects 
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Figure 3: Results of PLS Bootstrapping (t values) for Direct Effects 

 

As seen in the first model: 

- Brand Awareness had a positive effect on Purchase Intention (β=0.240; p<0.01; 

t=3.072; R2=0.580) thus “H1: Brand Awareness has a positive effect on Turkish 

women’s Purchase Intention related to cosmetics products.” was supported. 

- Brand Loyalty did not have a significant effect on Purchase Intention (β=0.041; 

p>0.05; t=0.863; R2=0.580) thus “H2: Brand Loyalty has a positive effect on Turkish 

women’s Purchase Intention related to cosmetics products.” was rejected. 

- Perceived Quality did not have a significant effect on Purchase Intention (β=0.086; 

p>0.05; t=1.247; R2=0.580) thus “H3: Perceived Quality has a positive effect on 

Turkish women’s Purchase Intention related to cosmetics products.” was rejected. 

- Store Image had a positive effect on Purchase Intention (β=0.200; p<0.01; t=2.825; 

R2=0.580) thus “H4: Store Image has a positive effect on Turkish women’s Purchase 

Intention related to cosmetics products.” was supported. 
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- Service Quality had a positive effect on Purchase Intention (β=0.282; p<0.01; t=4.318; 

R2=0.580) thus “H5: Service Quality at stores has a positive effect on Turkish women’s 

Purchase Intention related to cosmetics products.” was supported. 

- Price Premium had a positive effect on Purchase Intention (β=0.111; p<0.01; t=2.591; 

R2=0.580) thus “H6: Price Premium has a positive effect on Turkish women’s Purchase 

Intention related to cosmetics products.” was supported. 

The second model which covers the moderating effect of Price Premium were also tested 

with the same method. The results of the moderation are depicted in Figure 4 and Figure 5. 

 
 

Figure 4: PLS Path Analysis Regression Coefficients for Moderation 
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Figure 5: Results of PLS Bootstrapping (t values) for Moderation 

As a result of the second model none of the moderating effects were found to be 

significant. The moderating of Price Premium between Brand Awareness (β=0.066; p>0.05; 

t=0.575), Brand Loyalty (β=-0.016; p>0.05; t=0.240), Perceived Quality (β=-0.014; 

p>0.05; t=0.167), Store Image (β=-0.054; p>0.05; t=0.552), and Service Quality (β=0.115; 

p>0.05; t=1.179) with Purchase Intention were all insignificant (R2=0.593). Therefore, five 

hypotheses “H7X: Price premium has a moderating role in the relation between [Brand Awareness 

(H7A), Brand Loyalty (H7B), Perceived Quality (H7C), Store Image (H7D), Service Quality (H7E)] and 

Turkish women’s Purchase Intention related to cosmetics products.” were rejected. 

Conclusion 

Branding and managing the brand are critical issues in B2C especially in businesses like 

cosmetics where consumers value the brand as a major factor for their purchases. Brands can help 

companies win the competition if companies embrace an integrated approach and manage the 

marketing mix all aligned throughout their marketing targets and provide customers with seamless 

value by not only the product or its brand on it but also the elements like price, distribution, and 

service. In this study, it was aimed to investigate the effect of brand loyalty, brand awareness, 

perceived quality, store image, quality of service offered in stores and price on the purchasing 

decisions of Turkish women in the cosmetics sector. In addition, the role of price premium as 

moderating effects on other independent variables was included in the study. 

As a result of the analysis, it was concluded that brand awareness is effective for Turkish 

female consumers to purchase cosmetic products. Cosmetic products are not ordinary products for 

female consumers. They both want to make a difference and also feel different by using these 

products. For this reason, it is important that the product is of a well-known and recognized brand. 
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However; since there are hundreds of different types and brands in the cosmetics sector, it is 

necessary to keep the brand awareness constant. It is common for rival companies to introduce new 

brands to the market or to create separate brands under celebrities’ names. For this reason, cosmetic 

companies should either add elements that will make a difference to their products or correctly 

emphasize the different features they offer. In addition, intensive studies on brand awareness 

should be managed considering the changing interest of women consumers to different 

communication channels (social media etc.). 

According to the results of the research, a significant effect of brand loyalty was not 

observed in Turkish women consumers’ purchase intention for cosmetic brands. Although this 

result seems surprising when considering different businesses, it reveals that the perception of 

female consumers for cosmetic products is not the same as automobile or consumer durables. For 

example, a female consumer who is satisfied with a car or refrigerator she bought may use the 

product for a longer time and/or choose the same brand when she needs to buy a new product. 

However, this is not the case with cosmetic products. This result may be caused by the fact that 

cosmetic companies offer products with changing and developing features such as a more 

permanent effect, better adaptation to the skin and anti-aging, as a result of high-budget R & D 

studies, and their efforts to promote them through these new features. From this point of view, it is 

understood that female consumers do not get stuck with the same product in the cosmetics market 

and exhibit a diversity-seeking attitude. 

An interesting result of the study is that the quality perception towards the product has no 

effect on women consumers’ preferences under the presence of other variables. This result can be 

explained by the fact that a known brand creates confidence in women consumers that its products 

are also of high quality. Moreover, it is not possible for the consumer to immediately understand 

and analyze the product contents and their real effectiveness because cosmetic products are most of 

the time chemical products that rely on intensive R&D activities. Especially in products such as 

anti-aging creams and serums, it requires technician and a full lab environment to test the quality of 

the product, otherwise it will take years to understand that it is effective. For this reason, other 

factors come to the fore more in the preferences of women consumers. 

In the study, it was understood that the image of the store from which they purchased the 

product and the quality of the service they received from the store were also effective in the 

preferences of women consumers. Of course, cosmetic products are used to feel good as well as 

look good. As a result of the research, it was revealed that the atmosphere of the store, the variety 

of products offered in the store and the respectful and relevant approach shown to them in the store 

are effective in the purchase intention of women consumers. For this reason, it is recommended 

that cosmetic companies work with intermediaries who will convey their brand promises to the 

consumers in the most accurate way in the distribution channel and make these intermediaries 

manage their approach to customers correctly. It is also clear that the salespeople of cosmetic 

retailers that offer a wide variety of product content should receive the necessary training in order 

to transfer this product knowledge to consumers correctly. 

Price is of course important for female consumers in product selection. There are two 

factors here. First, price is related to brand perception and higher priced products are perceived as 

better quality. Secondly, changes based on the exchange rate, especially for imported products, can 

affect the decisions of female consumers. Another important result of the research is that there is no 

moderator effect on the effect of price on the purchase intention of other variables. This result can 

be interpreted as that consumers are conscious about price, they care about price, but price is not 

the only criterion in purchasing decisions. Due to the direct effect of the price, but not the 

moderator effect, it is recommended that cosmetic companies understand this feature of the price 

correctly, make market segmentation for their product portfolios and carry out their promotion 

efforts towards these segments. 
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Price is of course important for female consumers in product selection. There are two 

factors here. First, price is related to brand perception and higher priced products are perceived as 

better quality. Secondly, changes based on the exchange rate, especially for imported products, can 

affect the decisions of female consumers. Another important result of the research is that there is no 

moderating effect of price premium on the effect of other variables on purchase intention. This 

result can be interpreted as that consumers are conscious about price, they care about price, but 

price is not the only criterion in purchasing decisions. Due to the direct effect of the price, but not 

the moderating effect, it is recommended that cosmetic companies understand this feature of the 

price correctly, make market segmentation for their product portfolios correctly and carry out their 

promotion efforts towards these segments. 

Considering the limitations of the research whose results are mentioned, it can be said that 

the most important limitation is the convenience sampling method. This limitation was tried to be 

eliminated with a sufficient sample size, however the data of the study still relied on the responses 

of the participants. From this point of view, for further studies it is recommended to conduct 

researches according to the monthly/annually shopping volumes or the pocket-share of purchases 

with the cooperation of cosmetic retailers in accordance with the laws on the protection of personal 

data. Another subject of future research may be the determination of the future of retail cosmetic 

stores, which are understood to have a significant impact on cosmetic purchases, with the increase 

in online shopping embraced by women consumers. 
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