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Abstract  This study is meant to examine the relationships of several antecedents of actual purchase of local products in 
Yemen. Actual purchase is considered a vital link to a business success. The study identified four antecedents of consumer 
actual purchase. Namely; patriotism, quality, masculinity culture and government support. A total of 287 respondents 
(about 70%) completed and returned the questionnaire. A seven point liker scale was used to measure responses. The data 
were analysed using Structural equation modelling (SEM), using AMOS version 16. Confirmatory factor analysis of meas-
urement models indicates adequate goodness of fit after a few items were eliminated through modification indices verifica-
tions. Goodness of fit indices of the revised structural model show adequate fit. The goodness of fit indices of the revised 
model indicate adequate fit (GFI=.967, RMSEA=.034, RATIO CMIN/DF=1.327, P-VALUE=.061). The regression pa-
rameter estimates of three variables are found to be significant at 5% level of significance. Contrary to our expectation, the 
mediating role of intention to actual purchase could not be established in this study. The findings are discussed in the con-
text of actual and intend purchase of local brands in Yemen. 
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1. Introduction 
This study empirically investigates the impact of intention, 

patriotism, quality, masculinity culture and government 
support on actual purchase of local products in Yemen. 
Actual purchase behavior implies the willingness and ability 
of the consumers to buy a commodity or service. Similarly, 
Actual purchase behavior of local products/brand is seen as 
the attitudes of the consumers in different parts of the world, 
having different abilities in terms of actual purchase, to 
select between local and foreign products/brands According 
to Kotler and Armstrong[1], there is a low ‘actual purchase’ 
of locally produced goods (local brand) in Yemen as evi-
denced by the increase in the quantity of imported foreign 
products. The importation rate increased by 14.1 % from 
2006 to 2007 and 12.3 %from 2007 to 2008[2]. Similarly, 
Al-Smeh[3], reported that, the Yemen government is 
spending $2 billion annually to import foreign products 
while the same or similar products are produce locally. As a 
result, the country’s terms of trade are always deteriorating, 
weakening the domestic production and led to closure of 
many businesses. 
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Consequently, some Yemeni companies 4.5% (50 com-
panies) went bankrupt in 2007, 2008[2]. ‘Ever since Yemen 
opened its market to foreign products, local firms have been 
faced with stiff market competition from outside and local 
production became non-progressive.  Consequently, this led 
to the incapability of the local industries to cope with com-
peting foreign products and many firms went into bank-
ruptcy’[4]. Thus, It is important to ask why consumers in a 
particular country go for foreign products as against the 
locally produced ones? Understanding purchase behaviour is 
therefore very important in order to attract and retain con-
sumers. Thus, marketers need to keep improving their un-
derstanding of consumers’ behaviour both from an individ-
ual`s perspective and also in terms of market sector.  It will 
also provide useful inputs to policy making and implemen-
tation. 

In advanced countries, consumers are inclined to purchase 
their local products but in the developing and the less de-
veloped countries, consumers usually prefer imported 
products. This is the case with Yemeni consumers hailing 
from Yemen. Some researchers attributed such a behavior 
with a belief among consumers (most especially consumers 
from developing countries) that local products are not as 
good as the foreign imported ones. In line with this, several 
authors confirmed that consumers in a developed economies 
have a tendency to purchase domestic product first, followed 
by products from similar level of developed economy, and 
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then goods from less developed countries[5],[6],[7].  
The literature on the determinants of actual purchase be-

havior is vast. Different researchers explored the role of 
different variables on actual purchase in various places. For 
example, the following researchers have found positive and 
significant effects of the following factors; ethnocentrism 
and demographic factors[8]; ethnocentrism, national identity, 
nationalism and cultural openness[9] relative product quality, 
ethnocentrism and patriotism[10] ethnocentrism, patriotism, 
social concern, responsibility, costs, similarity and common 
fate[11], patriotism, country image and service ability[12] 
country of origin, ethnocentrism, and demographic factors; 
country of origin, brand and price[5]. 

Most of these studies are carried out in advanced countries 
and middle income countries which may have differing 
institutional, environmental and cultural features from 
Yemen. We follow the approach of these studies, but im-
proved the model with some additional variables peculiar to 
the economy of Yemen. The findings of the study can pro-
vide insights for both policy makers and marketers alike, on 
the key variables that could be used for promoting more 
widespread consumption of locally produced goods in the 
country. 

2. Literature Review 

One of the leading theories that inform studies on con-
sumer behaviour is the Theory of Planned Behaviour (TPB). 
The central idea of the theory holds that; peoples’ intention 
to perform a behaviour is influenced by a combination of 
the following factors: behavioural attitudes (i.e. a person’s 
beliefs about the desirability of behaviours); subjective 
norms (i.e. a person’s perceived relevance and importance 
of opinions of significant others); and behavioural control 
(i.e. a person’s sense of control over behaviour)[13] . 

An individual’s attitude or behaviour towards consuming 
a product is one of the most important antecedents for pre-
dicting and explaining consumers’ choices across products 
and services, including brand (i.e. local or foreign) prod-
ucts[14]. Jung[15] defines attitude as a psychological con-
struct which represents an individual’s readiness to act or 
react in a certain way. It is a relatively enduring evaluation 
of an object against alternatives, and is based on an indi-
vidual’s thoughts (cognition), beliefs (values) and emotions 
(affection) towards the object[16];[17]. 

Individuals with high sense of patriotism always put their 
country first before others, irrespective of any other consid-
erations. This belief may also reflect their consumption 
habits and make them purchase local products against the 
imported goods. It is therefore hypothesized that; 

H1: patriotism is likely to strengthen the individual’s in-
tention to purchase a local brand. 

Quality is another reason why consumers patronise a par-
ticular product or service. Quality may be seen as the ability 
of the product to yield maximum satisfaction to the con-
sumers. This can take the form of durability. The extent that 

a product is perceived to be qualitative by the consumers 
the more it will therefore influence the intention to consume 
the product. Hence, it can be hypothesized that; 

H2: Quality of a product will positively impact the will-
ingness to purchase that product. 

However, government support can influence the demand 
of a given product in country. Supports given to local pro-
ducers in terms of production subsidy or tax holidays can 
lower the prices of the locally produced goods; conse-
quently, this can boost the peoples’ intention to by more of 
the goods. This leads us to the third hypothesis;  

H3: Intention will positively impacts actual purchase.  

3. Methodology 
Four hundred and ten questionnaires were distributed to 

the selected consumers in Sana’a the capital city of Yemen. 
The respondents were randomly selected and cut across 
different income groups and age brackets. Sana’a being the 
capital city is thought to be a good representation of the 
larger Yemen because people from any parts of Yemen are 
found there. 

A sample of 287 was returned (70% response rate) and 
used for data analysis after filling in some missing values 
and data transformation for ensuring normality of distribu-
tion. 

The statistical approach employed in this study is struc-
tural equation modelling (SEM) in assessing the fitness of 
the data to the model. In building the model, five factors are 
identified as independent variables (exogenous), namely; 
intention, patriotism quality, masculinity culture and gov-
ernment support. The dependent variable (endogenous) is 
actual purchase. The aim is to assess the causal effects of 
the listed independent variables on the dependent variable 
(actual purchase). The indices of fitness selected as refer-
ence for evaluating the adequacy of the model were the 
Chisquare statistics, Bentler-Bonett Non-Normed Fit Index 
(NNFI), Comparative Fit Index (CFI), and Goodness-of-fit 
Index (GFI). These indices were provided by AMOS and 
commonly selected for assessing a model’s goodness-of-fit. 
There was also a general agreement that a GFI index greater 
than 0.90 and close to 0.95 should be an indicator of an 
adequately fitted model[18] . 

4. Findings 
Structural equation model was used for exploring the 

impact of exogenous variables on actual purchase intention 
of actual purchase in Yemen. Consistent with the TPB the-
ory, the exogenous constructs were modelled to impact 
intention directly, and actual purchase indirectly. The re-
vised model (Figure 1) achieves significant improvements 
in terms of its goodness-of-fit indices as all suggested val-
ues were met after some adjustments were made (Ratio = 
1.327; GFI = 0.967; p value = 0.061; RMSEA = 0.034). 
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Patriotism has a significant direct positive effect actual 
purchase (β=0.372***). Hypothesis H1 which proposed that 
patriotism would positively impact willingness to buy local 
products could not be rejected. Quality has a significant 
albeit weaker direct positive effect on Actual purchase 
(β=0.279**). Therefore, hypothesis H2 which proposed that 
perceived quality of a product will influence willingness to 
buy or not to buy a product could not be rejected. The coef-
ficient of Intention is also found to be positive and signifi-
cant at 5%. This is consistent with the TPB theory which 
proposes behavioural intention as an antecedent of actual 
behaviour. 

 

Figure 1.  The Revised Structural Model 

5. Discussion 
The findings from this study offer insights on the con-

sumption behaviour of the Yemenis towards local products 
brand. To promote the market of local products brand 
among the people of the country, government should en-
courage high level of patriotism among its citizens. Produc-
ers and relevant government agencies alike may extend 
their influence over contextual factors that shape consumer 
attitudes towards local products brand. Awareness cam-
paign on the relative economic advantage of consuming 
locally made products can help. Similarly, government 
should come up with more policies that will be supportive to 
the local producers. These may include policies like; tax 
holiday to existing local firms, import duties on consumer 
goods, production subsidies etc. These inevitably contribute 
towards enhancing intention and actual to consume local 
products brand.  

6. Conclusions 
In conclusion, this study manages to establish three sig-

nificant paths (three hypotheses are supported), patriotism to 
actual purchasing, perceived quality to intention and inten-
tion to actual purchase.  Masculinity and government sup-
port have no significant impacts on both behaviors (intention 

and actual).   

Table 1.  Parameter Estimates Of The Revised Structural Model 

Relationship Estimate S.E. C.R. P 
Quality  intention 133  216 775 439 

Masculinity culture  
intention 

364 402 1.563 118 

Government support  
intention 

-.049 144 -.485 628 

patriotism  actual 
purchase 

372 013 5.304 *** 

Quality  intention 279 142 2.083 037 
Masculinity culture  

actual purchase 
095 268 519 604 

Government support  
actual purchase 

138 101 1.644 100 

intention  actual 
purchase 

229 067 2.893 004 
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