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Abstract

This study explores consumer behavior in the electronics market,
focusing on factors that influence purchase intent, including customer
satisfaction, demographic characteristics, and product-related variables.
Using a dataset from Kaggle with detailed sales information on
electronics, the study analyzed the relationships among key variables
such as age, gender, product category, and customer satisfaction.
Descriptive statistics and Pearson's correlation were employed to
examine associations between these factors.Abinary logistic regression
model was also applied to predict purchase intent. The model achieved a
predictive accuracy of 79%, highlighting that higher satisfaction and
male gender were associated with increased purchase intent. Visual
analysis through histograms and box plots provided insights into
customer age distribution, product category trends, and price ranges,
identifying stable pricing across categories and a balanced distribution
of customer ages. The findings suggest that customer satisfaction and
specific demographic factors strongly influence purchasing behavior in
the electronics sector, providing valuable insights for marketers and
retailers aiming to tailor strategies and enhance customer engagement in
this competitive market.

Keywords: Electronic goods, Purchase intention, Customer
satisfaction, Gender,Age

Introduction

The consumer electronics market has seen rapid growth in recent years,
driven by advancements in technology and increasing customer
demand. The industry is characterized by dynamic and competitive
markets, where understanding the factors influencing purchase
decisions is crucial for maintaining market share. With the rise of e-
commerce platforms and access to a wide range of products, consumer
purchasing patterns have become more complex. Gaining insights into
these patterns can help businesses enhance their marketing efforts and
tailor their offerings to meet the needs of different customer segments.
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In particular, purchase intent—the likelihood that a
c u s t o m e r w i l l b u y a p r o d u c t — a n d c u s t o m e r
satisfaction—how satisfied a customer is with their overall
shopping experience—are two critical metrics that
businesses closely monitor. These two factors are not only
indicative of current sales performance but are also
predictors of long-term customer loyalty and brand
advocacy (Oliver, 1999).

Purchase intent reflects a customer's inclination to buy a
product, influenced by various factors such as product
quality, brand reputation, price, and customer experience
(Sivaram et al. 2019). Understanding what drives purchase
intent is essential for developing effective marketing
strategies and product offerings. According to research by
Curtis et al. (2017), purchase intent is often shaped by a
combination of rational evaluations (e.g., price and product
features) and emotional connections with the brand. In the
context of consumer electronics, where customers have
access to a wide array of products and brands, purchase
intent was found to be influenced by the factors such as
attitude toward the brand, influence of family, friends, and
online reviews and consumers' perception of their ability to
make informed decisions influences their buying intentions
(Almeida et al., 2017).

Customer satisfaction is another key variable that plays a
significant role in shaping purchase intent. Satisfied
customers are more likely to make repeat purchases and
recommend products to others (Almursyid et al. 2024).
Several studies have demonstrated a strong correlation
between customer satisfaction and purchase intent across
industries. For instance, Hult et al. (2023) found that
customer satisfaction directly influences the likelihood of
future purchases in retail settings suggesting that repeat
purchases are influenced by their satisfaction level.
Similarly, Ngubelanga (2020) noted that in the consumer
electronics market, a positive post-purchase experience
significantly boosts the probability of repeat purchases,
even in cases where initial purchase intent was low.

Moreover, the relationship between satisfaction and
purchase frequency is also important. Repeat customers are
often more satisfied with the brand and service, creating a
virtuous cycle where higher satisfaction leads to more

frequent purchases, which in turn enhances satisfaction
further. In the consumer electronics sector, Seminari et al.
(2023) highlighted that customers who experience
satisfaction with one purchase are more likely to show
higher purchase intent for related products in the future,
such as upgrading their devices or buying complementary
gadgetsn in case of electronic goods.

Recent research also emphasizes the importance of
personal factors such as gender in shaping purchase intent.
Studies suggest that male and female customers may have
different priorities when purchasing electronics, with men
generally placing more emphasis on technical features and
price, while women might prioritize ease of use and
cus tomer se rv ice (Okazak i & Hirose , 2009) .
Understanding these differences can help businesses tailor
their offerings and marketing strategies to meet the needs of
diverse customer segments more effectively.

Given the highly competitive nature of the consumer
electronics market, exploring the dynamics of purchase
intent and customer satisfaction is essential for businesses
to develop strategies that not only attract new customers but
also retain existing ones. This study seeks to build on
existing literature by analyzing the relationship between
purchase intent, customer satisfaction, and demographic
factors such as gender within the context of consumer
electronics sales. Specifically, it aims to assess how these
variables interact and influence overall sales performance
using real-world data.

Review of literature

Understanding consumer behaviour in the context of
electronics sales is vital for identifying the factors that
influence purchase intent across product categories, price
distributions, and other variables. Over the past decade,
numerous studies have examined these elements, providing
insights into the patterns that govern consumer decisions.
This review focuses on recent literature from the last ten
years, particularly studies investigating the role of various
variables—such as product attributes, price sensitivity,
brand loyalty, technological advancements, and consumer
reviews—on purchase intent.

According to Nizam et al. (2022), consumers often
associate certain product categories with specific needs,
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increased consumer purchase intentions (Nyathi &
Tafirenyika, 2024). Brand loyalty an also extends beyond
the physical product to encompass customer service and
brand reputation (Lama, 2017). The study involving
electroniic purchases highlighted that consumers who have
previously had positive experiences with a brand are more
likely to exhibit repeat purchase behavior, even if
competitors offer lower prices or better features (Al-
Khayyal et al. 2020).

TechnologicalAdvancements and Innovation

The pace of technological advancements may influence
consumer purchase decisions in the electronics market and
innovation can be a key driver of consumer behaviour,
particularly in categories like smartphones, tablets, and
smartwatches. Vieira et al. (2022)'s study which focussed
on how the perceived quality of technical assistance
services affects customer satisfaction and repurchase
intentions implies that quality service is essential for
maintaining customer loyalty and satisfaction. The
research highlighted that a positive brand image,
influenced by service quality, can lead to higher repurchase
intentions suggesting that if technological advancements
enhance service quality, they could indirectly affect
consumer behavior.

Influence of Online Reviews and Social Media

Online reviews and social media have emerged as powerful
factors influencing consumer purchase intent, particularly
within the electronics industry. Studies have shown that
user-generated content, including product reviews and
ratings on e-commerce platforms, plays a critical role in
shaping purchase decisions. For instance, positive reviews
can significantly increase purchase intent, especially for
high-priced electronics, as consumers often rely on
feedback from other users to validate their choices before
making substantial purchases (Park & Nicolau, 2015;
Mudambi & Schuff, 2017). Similarly, the influence of
social media personalities has garnered considerable
attention. Research indicates that credible and
knowledgeable social media influencers can notably
impact consumer behavior in electronics sales, as their
recommendations hold considerable sway for high-
involvement products such as smartphones and gaming

influencing their decision-making process. In their study on
mobile phone purchases, the researchers found that
consumers prioritize features such as battery life, camera
quality, and processing speed. Product categories like
smartphones and laptops often drive higher purchase intent
due to their status as necessities in modern life (Filieri et al.,
2017; Jiménez-Parra et al., 2014).

Kulshreshtha & Tripathi (2017) highlighted the role of
product functionality in consumer choices. The study
examined Indian consumers' decision-making regarding
consumer durable goods, specifically split air-conditioners,
based on several factors including brand equity, price,
advertisement type, celebrity endorsement, and country-of-
origin and found that consumers' purchase intentions for
electronic goods were significantly influenced by factors
such as brand equity, moral appeal in advertisements,
credible celebrity endorsements, and the country of origin.
In addition,, they were willing to pay more for products that
align with their ethical values and were endorsed by
trustworthy celebrities. Price was found to be less critical
compared to these other attributes. Nonetheless, price is a
critical variable influencing purchase decisions,
particularly in the electronics market where items can range
from affordable to premium products. In addition,
customers may have a specific range of prices they find
acceptable for a product or service. Some customers are
willing to pay higher prices within their range, while others
might be more restrictive. The way customers view and
react to different prices helps determine how sensitive a
market is to price changes (Abdullah-Al-Mamun et al.,
2014). Additionally, Gorji & Siami (2020) examined the
role of price promotions in driving consumer purchase
intent. Their study revealed that promotional discounts and
bundle deals could enhance the perceived value of a
product, especially when applied to mid-range and high-
end electronics (Lauren & Grewal, 2001). However, the
researchers also noted that over-reliance on price
reductions could negatively impact brand perception,
leading consumers to question the quality of the products
(Palazon & Delgado‐Ballester, 2009). Still, loyalty to their
favourite brand may influence their purchase intent. A
study on Bokomo brands in Namibia found that effective
branding strategies enhanced brand equity, which in turn
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consoles (Lou & Yuan, 2019; Erkan & Evans, 2016). This
effect is particularly pronounced when consumers perceive
influencers as trustworthy and authentic, thereby
increasing the likelihood of purchase based on influencer
endorsements.

METHODOLOGY

Data Collection

This study analyzed a dataset from Kaggle on consumer
electronics sales, focusing on variables such as product
category, price, customer demographics, satisfaction
levels, and purchase intent.

StatisticalAnalysis

Using SPSS, descriptive statistics were calculated for key
variables to summarize data trends. Pearson's correlation
was conducted to examine relationships between customer
age, purchase frequency, price, gender, satisfaction, and
purchase intent, providing insight into these factors'
interactions.

Binary Logistic Regression

A binary logistic regression model predicted purchase

intent based on customer satisfaction and gender. Model
accuracy was evaluated using a confusion matrix and
metrics like precision and recall, indicating how well the
model predicted purchase behavior.

Visualization

Visual tools (histograms, box plots) illustrated key data
trends, such as price distributions across product categories
and age-related purchase intent patterns, to effectively
convey customer behavior insights.

RESULTS AND DISCUSSION

Table 1 presents an average product price of 1527.43 iin the
present dataset with high variability (SD = 829.90), ranging
from 100.38 to 2999.85. Customer ages averaged 43.35
years, and purchase frequency averaged 10.05, with
substantial variation (SD = 5.46) and a range of 1 to 19
purchases. Customer satisfaction had a mean score of
2.996, with scores spread across 1 to 5. Overall, the data
indicated variability in prices and customer behavior, with
balanced satisfaction scores across the range.

Variable Count Mean Std. Dev. Min 25% Median 75% Max

ProductPrice 9000 1527.43 829.90 100.38 809.17 1513.02 2244.42 2999.85

CustomerAge 9000 43.35 15.06 18 30 43 56 69

PurchaseFrequency 9000 10.05 5.46 1 5 10 15 19

CustomerSatisfaction 9000 2.996 1.41 1 2 3 4 5

Table 1  : Descriptive statistics

The bar charts in Figure 1 illustrates the frequency
distribution across different product categories i.e
Headphones, Laptops, Smart Watches, Smartphones, and
Tablets. Each category had a similar percentage, roughly
between 19-22%, indicating a fairly even distribution
across product types.Laptops had the highest frequency,
while Tablets have the lowest, though the difference is
minimal. Samsung leads as the most frequent brand in the
dataset, with other brands, Sony, and Apple also having
significant representation.

Figure 1: Distribution of Product categories

and product brands in the dataset
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The histogram presented in Figure 3 illustrates the age
distribution of customers in the dataset, spanning from 20 to
70 years. The frequency of customers remains relatively
consistent across most age groups indicating a balanced
distribution. Minor decreases in customer numbers were
observed in the early 20s and among those in their 60s.
Conversely, customer frequencies are higher among
individuals in their 30s to 50s. A notable decline is evident
at age 70, which suggests a lower representation of
customers within this oldest age group.

Correlational analysis

Table 2 shows that the Customer Age had a significant
positive correlation with Purchase Intent (r = 0.290, p <
0.01), suggesting that their intent to purchase tends to
increase as customers age. This study showed that younger
customers, particularly those under 30, exhibited lower
purchase intent compared to older age groups (Figure 4).
This trend sharply shifted at around age 30, where purchase
intent became significantly higher and stabilized until
approximately age 70. Age has been found to significantly
affect consumer attitudes towards products by several
studies, with younger individuals showing a preference for
luxury items and financial value, while older consumers
prioritize usability and trust (Srinivasan et al., 2014). Also,
it is observed that customer relationship proneness, which
varies by age, can positively impact purchase intent,
suggesting that marketers should tailor strategies based on
age demographics (Menidjel & Bilgihan, 2022).

The box plot (Figure 2) illustrates the price distribution
across product categories. Each category demonstrated a
similar price range, with values primarily spanning from
approximately 500 to 2500. Median prices are consistent
across categories, suggesting a comparable central
tendency. The interquartile ranges (IQRs) for each category
show limited variation, indicating that most prices are
clustered closely around the median. Additionally, the
absence of outliers and the uniform spread suggest stable
pricing structures across these product lines.

Figure 2: Cox plot showng the price

distribution across product categories

Figure 3: Age Distribution of customers
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Beneke (2013) when examining the influence of

demography on the perceived risk and thereby purchase

intention found that age and gender influenced purchase

intention. Specifically, different age groups exhibit varying

sensitivities to perceived risks, with the 26-35 age group

being more affected by social risk, while time risk

significantly impacted female consumers. However, the

weak correlation between Customer Age and other

variables, such as Purchase Frequency (r = 0.006, p > 0.05)

and Product Price (r = -0.009, p > 0.05), suggests that age

alone may not be a strong predictor of purchasing

behaviour across all product categories. The correlation

between Customer Gender and Purchase Intent is

significant and positive (r = 0.504, p < 0.01), suggesting

that gender may influence buying intentions. This aligns

with the study by Stefko et al. (2021), which found that

gender affects purchase intention due to variations in

priorities and sensitivities. Behavioural differences, which

may arise from upbringing and socialization, can influence

attitudes and decision-making processes during shopping.

Figure 5 illustrates the differences in purchase intentions,

purchase frequency, and customer satisfaction between

males and females, highlighting the most notable

disparities in purchase intention while showing no

significant differences in customer satisfaction or purchase

frequency.

Table  2 : Correlation Matrix

Variable Customer

Age

Purchase

Frequency

Product

Price

Customer

Gender

Customer

Satisfaction

Purchase

Intent

Customer Age 1 0.006 (0.586) -0.009
(0.377)

-0.011 (0.307) 0.004 (0.722) 0.290**
(0.000)

Purchase

Frequency

0.006 (0.586) 1 0.009
(0.379)

-0.009 (0.412) 0.021 (0.051) -0.001 (0.889)

Product Price -0.009
(0.377)

0.009 (0.379) 1 0.002 (0.862) 0.002 (0.841) -0.018 (0.097)

Customer Gender -0.011 (0.307) -0.009 (0.412) 0.002
(0.862)

1 0.008 (0.450) 0.504**
(0.000)

Customer

Satisfaction

0.004 (0.722) 0.021 (0.051) 0.002
(0.841)

0.008 (0.450) 1 0.391**
(0.000)

Purchase Intent 0.290**
(0.000)

-0.001 (0.889) -0.018
(0.097)

0.504** (0.000) 0.391** (0.000) 1

Each cell shows the correlation coefficient followed by the significance value (p-value) in parentheses.

** indicates that the correlation is significant at the 0.01 level (2-tailed).

Figure 4: Relationship between Average

purchase intention and customer age
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purchases and maintain long-term relationships with the
bank. However, Customer Satisfaction exhibited weak
correlations with Purchase Frequency (r = 0.021, p > 0.05)
and Product Price (r = 0.002, p > 0.05), in the present study
suggesting that satisfaction may not directly influence how
often or at what price point purchases are made.

Finally, Purchase Frequency showed no significant
correlation with Purchase Intent (r = -0.001, p > 0.05),
implying that frequent purchases may not necessarily
indicate a high intent to buy.

Prediction of Purchase Intention using Binary Logistic

regression model

The binary logistic regression analysis was conducted to
predict purchase intent based on customer gender and
customer satisfaction. The model achieved an overall
accuracy of 79%, indicating that the model correctly
predicts purchase intent in approximately 79% of cases.
The confusion matrix (Table 3) illustrates the model's
performance in classifying purchase and non-purchase
events. Specifically, there were 850 true negatives
(correctly predicted non-purchase cases) and 1279 true
positives (correctly predicted purchase cases), alongside
338 false positives and 233 false negatives.

Gender has been observed to influence purchase intention
by influencing brand engagement, meaning that through
gendered branding engagement could be enhanced thereby
affecting purchase intentions (Yeganeh et al., 2020).
Additionally, Customer Gender is weakly but significantly
associated with Customer Satisfaction (r = 0.008, p > 0.05),
hinting at potential gender-based variations in satisfaction
levels, though further research is needed to confirm these
patterns.

Customer Satisfaction was found to be positively correlated
with Purchase Intent (r = 0.391, p < 0.01), reinforcing the
idea that satisfaction is a key driver of repeat purchases. The
relationship is depicted in Figure 6. The purchase intent
significantly increased with customer satisfaction scores
above 3.0, peaking at satisfaction levels of 4.0 and 5.0. This
aligns with the findings of Khatoon et al. (2020) where
customer satisfaction served as a significant mediator
between e-banking service quality and customer
purchasing behaviour. Higher levels of customer
satisfaction lead to increased customer loyalty and stronger
relationships, which in turn enhance business performance
and purchasing intentions. The study indicated that
satisfied customers were more likely to engage in repeat

Figure 5: Difference of Purchase

intention in males and females

Figure 6: Relationship between Average

Purchase Intention and Customer Satisfaction
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The odds ratio analysis in this logistic regression model
revealed the effect of various factors on purchase intent.
The odds ratio for customer age is 1.088, meaning that with
each additional year, the likelihood of purchase intent
increases by 8.8%, holding other factors constant. Gender
has the largest effect, with an odds ratio of 45.894,
suggesting that males are substantially more likely to

exhibit purchase intent than females. Customer satisfaction
also significantly impacted purchase intent, with an odds
ratio of 3.172, indicating that higher satisfaction triples the
likelihood of purchase. Product price and purchase
frequency show negligible effects on purchase intent, as
their odds ratios are close to 1 and are not statistically
significant.

Table 3. Confusion Matrix for Purchase Intent Prediction

Predicted No Purchase (0) Predicted Purchase (1)

Actual No Purchase (0) 850 338

Actual Purchase (1) 233 1279

Table 4 presents the classification reports of the model. The precision for predicting a purchase was 79%, indicating that 79%
of predicted purchases were actual purchases. The recall (sensitivity) for purchase prediction was 85%, reflecting the model's
effectiveness in identifying true purchase cases. The F1-score, which provides a balance between precision and recall, was
0.82 for predicting purchases.

Table 4. Classification Metrics for Purchase Intent Prediction

Metric No Purchase (0) Purchase (1) Accuracy Macro Avg Weighted Avg

Precision 78% 79% 79% 79% 79%

Recall 72% 85% 78% 79%

F1-Score 75% 82% 78% 79%

Table 5 gives the correlation coefficients revealing that customer gender had a strong positive influence on purchase intent,
with a coefficient of 3.03. This suggests that males (Gender = 1) are significantly more likely to show purchase intent
compared to females. Customer satisfaction also positively influenced purchase intent, with a coefficient of 0.94, indicating
that higher satisfaction increases purchase likelihood, although its impact is less substantial than that of gender.

Table 5. Logistic Regression Coefficients for Predictive Features

B S.E. df Sig. Exp(B)

Product Price 0.000 0.000 1 .011 1.000

Customer Age 0.084 0.003 1 .000 1.088

Cusomer Gender 3.826 0.086 1 .000 45.894

Purchase Frequency 0.000 0.006 1 .918 .999

Customer Satisfaction 1.154 0.030 1 .000 3.172

Constant -8.315 0.207 1 .000 .000
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racial group. Journal of Business and Retail
Management Research, 7(2).

� Curtis, T., Arnaud, A., & Waguespack, B. P. (2017).
Advertising effect on consumer emotions, judgements,
and purchase intent. Asian Journal of Business
Research, 7(2), 57. https://doi.org/10.14707/
ajbr.170037

� Erkan, I., & Evans, C. (2016). The influence of eWOM
in social media on consumers' purchase intentions: An
extended approach to information adoption. Computers
in human behavior, 61, 47-55. https://doi.org/10.1016/
j.chb.2016.03.003

� Filieri, R., Chen, W., & Lal Dey, B. (2017). The
importance of enhancing, maintaining and saving face
in smartphone repurchase intentions of Chinese early
adopters: an exploratory study. Information Technology
& People, 30(3), 629-652. https://doi.org/10.1108/
ITP-09-2015-0230

� Gorji, M., & Siami, S. (2020). How sales promotion
display affects customer shopping intentions in retails.
International Journal of Retail & Distribution
Management, 48(12), 1337-1355. https://doi.org/
10.1108/IJRDM-12-2019-0407

� Hult, G. T. M., Sharma, P. N., Morgeson III, F. V., &
Zhang, Y. (2019). Antecedents and consequences of
customer satisfaction: do they differ across online and
offline purchases?. Journal of retailing, 95(1), 10-23.
https://doi.org/10.1016/j.jretai.2018.10.003

� Jiménez-Parra, B., Rubio, S., & Vicente-Molina, M. A.
(2014). Key drivers in the behavior of potential
consumers of remanufactured products: a study on
laptops in Spain. Journal of Cleaner Production, 85,
488-496. https://doi.org/10.1016/j.jclepro.2014.05.047

� Khatoon, S., Zhengliang, X., & Hussain, H. (2020). The
Mediating Effect of customer satisfaction on the
relationship between Electronic banking service quality
and customer Purchase intention: Evidence from the
Q a t a r b a n k i n g s e c t o r. S a g e O p e n , 1 0 ( 2 ) ,
2158244020935887. https:/ /doi .org/10.1177/
2158244020935887

Conclusion

This study highlighted key factors influencing purchase
intent in the electronics market, focusing on customer
satisfaction, age, and gender. Results showed that higher
customer satisfaction (especially above a score of 3.0) and
male gender are strongly linked to increased purchase
intent, while older age groups (30+) demonstrate stable
purchasing patterns. Although satisfaction significantly
enhanced intent, it did not impact purchase frequency or
price preferences. The predictive model achieved 79%
accuracy, emphasizing satisfaction and gender as primary
predictors. These findings suggest that improving customer
satisfaction, targeting marketing by age and gender, and
competitive pricing can effectively enhance purchase intent
and loyalty in the electronics sector.

� References

� Abdullah-Al-Mamun, M. K. R., & Robel, S. D. (2014).
A critical review of consumers' sensitivity to price:
Managerial and theoretical issues. Journal of
International Business and Economics, 2(2), 01-09.

� Alalwan, A. A., Rana, N. P., Dwivedi, Y. K., &
Algharabat, R. (2017). Social media in marketing: A
review and analysis of the existing literature. Telematics
and Informatics, 34(7), 1177-1190.

� Al-Khayyal, A., Alshurideh, M., Al Kurdi, B., &
Aburayya, A. (2020). The impact of electronic service
quality dimensions on customers'e-shopping and e-
loyalty via the impact of e-satisfaction and e-trust: A
qualitative approach. International Journal of
Innovation, Creativity and Change, 14(9), 257-281.

� Almeida, T. N. V. D., Ladeira, R., & Pereira, F. (2017).
Purchase intent of an electronic product and online
consumers reviews: an experiment on the internet.

� Almursyid, M. Z., Surahman, A., & Rahman, F. (2024).
Analysis of Consumer Behavior in Repeat Purchases of
a Product. International Journal of Management and
Business Economics, 2(3), 94-97.

� Beneke, J. (2013). A closer inspection of the impact of
perceived risk on purchase intention of premium private
label brands: The effect of age, gender, income and

Pacific Business Review (International)
Volume 18, Issue 9, March 2026

69



� Kulshreshtha, K., Bajpai, N., & Tripathi, V. (2017).
Consumer preference for electronic consumer durable
goods in India: a conjoint analysis approach.
International Journal of Business Forecasting and
Marketing Intelligence, 3(1), 13-37. https://doi.org/
10.1504/IJBFMI.2017.082542

� Lama, A. (2017). Consumer Purchase Intention: An
empirical study of consumer buying behaviour respect
to Country of Origin, Brand Awareness, Brand Loyalty,
Brand Image, and Perceived Quality (Master's thesis,
Nord universitet).

� Lauren Munger, J., & Grewal, D. (2001). The effects of
alternative price promotional methods on consumers'
product evaluations and purchase intentions. Journal of
Product & Brand Management, 10(3), 185-197.
https://doi.org/10.1108/10610420110395377

� Lou, C., & Yuan, S. (2019). Influencer marketing: How
message value and credibility affect consumer trust of
branded content on social media. Journal of interactive
advertising, 19(1), 58-73. https://doi.org/10.1080/
15252019.2018.1533501

� Menidjel, C., & Bilgihan, A. (2022). The determinants
of retail customers' purchase intent. International
Journal of Consumer Studies, 46(6), 2503-2520.
https://doi.org/10.1111/ijcs.12802

� Mudambi, S. M., & Schuff, D. (2010). Research note:
What makes a helpful online review? A study of
customer reviews on Amazon. com. MIS quarterly,
185-200. https://doi.org/10.2307/20721420

� Ngubelanga, A. (2020). Post-purchase experiences as
antecedents to customer satisfaction within mobile
commerce in Cape Town (Doctoral dissertation, Cape
Peninsula University of Technology). https://
etd.cput.ac.za/handle/20.500.11838/3237

� Nizam, K., Masood, H., & Haq, F. U. (2022). Factors
Affecting Customer Purchase Intention in Smart Phone
Industry of Pakistan. Journal of Development and
Social Sciences, 3(2), 1185-1196. https://doi.org/
10.47205/jdss.2022(3-II)105

� Nyathi, J. S. C., & Tafirenyika, B. (2024). An
assessment of the effects of brand equity on consumers'

purchase intentions on Bokomo brands in Namibia. The
International Journal of Business & Management,
11 ( 11 ) . h t t p s : / / d o i . o rg / 1 0 . 2 4 9 4 0 / t h e i j b m /
2023/v11/i11/BM2311-028 (Original work published
November 30, 2023)

� Okazaki, S., & Hirose, M. (2009). Does gender affect
media choice in mobile advertising? European Journal
o f M a r k e t i n g , 4 3 ( 9 / 1 0 ) , 1 2 6 4 – 1 2 7 7 .
https://doi.org/10.1016/j.tourman.2008.12.012

� Oliver, Richard L. "Whence consumer loyalty?."
Journal of marketing 63.4_suppl1 (1999): 33-44.

� Palazon, M., & Delgado‐Ballester, E. (2009).
Effectiveness of price discounts and premium
promotions. Psychology & Marketing, 26(12), 1108-
1129. https://doi.org/10.1002/mar.20315

� Park, S., & Nicolau, J. L. (2015). Asymmetric effects of
online consumer reviews. Annals of Tourism Research,
50, 67-83. ht tps : / /doi .org/10.1016/ j .annals .
2014.10.007

� Seminari, N., Rahyuda, I., Sukaatmadja, I., & Sukawati,
T. (2023). The role of self-brand connection to mediate
the effect of customer satisfaction on repurchase
intention in moderation of lovemark. International
Journal of Data and Network Science, 7(3), 1295-1302.

� Sivaram, M., Munawar, N. A., & Ali, H. (2019).
Determination Of Purchase Intent Determination Of
Purchase Intention Through Brand Awareness And
Perceived Quality (Case Study: For Consumers Pt.
Sentosa Santosa Finance Tangerang Area). Dinasti
International Journal of Management Science, 1(2),
232-246.

� Srinivasan, R., Srivastava, R. K., & Bhanot, S. (2014).
Impact of age on purchase behaviour of luxury brands.
Journal of Research in Business and Management, 2(9),
19-32.

� Stefko, R., Tomkova, A., Kovalova, J., & Ondrijova, I.
(2021). Consumer purchasing behaviour and
neuromarketing in the context of gender differences.
Journal of Marketing Research and Case Studies, 2021,
2165-7009.

Pacific Business Review (International)
Volume 18, Issue 9, March 2026

70



Adminis t ração da U F S M , 15(1) , 105-122 .
https://doi.org/10.5902/1983465966419

� Yeganeh, E. M., Hamedi, O., Torabi, M., Yeganeh, A.
M., & Badri, E. (2020). Brand Gender and Consumer
Brand Equity: The Mediating Role of Consumer Brand
Engagement and Brand Love. Archives of Pharmacy
Practice, 11(1-2020), 177-185.

� Taralik, K., Kozák, T., & Molnár, Z. (2023). Channel
preferences and attitudes of domestic buyers in
purchase decision processes of high-value electronic
devices. Entrepreneurial Business and Economics
Review, 11(2), 121-136.

� Vieira, R. A., Aguiar, E. C., Costa, M. F. D., &
Policarpo, M. C. (2022). Electronic technical assistance
services quality: mediation role of brand image and
satisfaction on repurchase intention. Revista de

Pacific Business Review (International)
Volume 18, Issue 9, March 2026

71


