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ABSTRACT

In Bangladesh many advertisers face various challenges to influence consumers’
purchase intention in the current years. As a result, consumer purchase intention has
become a crucial phenomenon. This study determines the effect of cultural values and
Muslim religiosity on purchase intention of Bangladeshi consumers through attitude
towards advertising. In this study, convenience sampling method is applied for
collecting primary data from four major cities (Dhaka, Chittagong, Rajshahi and
Sylhet) of Bangladesh. This method is used because it is one of the easiest, convenient
and least costly methods for collecting data from respondents. It is also an effective
way of collecting information efficiently and rapidly. After finalising the data,
reliability test was performed and then descriptive statistics as well as exploratory
factor analysis were conducted by using SPSS. The study applied Structural Equation
Modeling to analyse confirmatory factor analysis. Subsequently, by using SEM
(AMOS), 230 respondents’ feedback is utilised to test the hypothesised relationship
among the variables in the research conceptual model. Based on the result obtained
from the confirmatory factor analysis, structural equation modelling was then drawn
to examine the developed hypothesis as well as to test the fitness of the proposed
model. The research findings revealed that, there is a positive impact of cultural
values and Muslim religiosity on attitude towards advertising. Moreover, cultural
values and Muslim religiosity have an indirect positive relationship with purchase
intention. The study discovers that, cultural values have a negative direct relationship
with purchase intention, but Muslim religiosity has a positive direct relationship with
purchase intention. Finally, this study will facilitate the advertisers in improving their
advertising strategy to attract Bangladeshi consumers more efficiently and
successfully, and at the same time, this study will be valuable to academicians as well
as consumers at large. Besides academic utilisation, the study will have some social
impacts based on cultural and religious perspective.
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CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY
Bangladesh iS a developing country with a strong cultural and religious background.

It has nearly 160 million people (Zoynul & Fahmida, 2013), the majority of whom are
Muslim. However, Bangladesh recorded significant economic development between
1985 to 2000, which is more noticeable in city areas because of the adoption of a
market economy (Razzaque, 2008). The emergence of new urban rich consumers has
a tendency to emulate the western cohorts which affects their purchase intention and
behaviour patterns (Kaynak et al.,, 2000). Teenagers and young Bangladeshi
consumers are attracted to luxury, fashion, and globally recognised brands (Razzaque,
2008). To attract the attention of these consumers, the advertising industry is currently
registering rapid growth. The major Bangladeshi advertising firms are Grey
Advertising, Mediacom, Adcom, Carrot, Clockwork, Inter speed Advertising, Asiatic
Marketing, and Film Factory Production. These firms usually produce advertising for
well-known multinational companies and franchises and are little interested in
attracting local firms. Because of this reason, local advertising is often substandard.
However, the previous trend has changed over the last two decades with
advertising in Bangladesh steadily asserting an increasing influence on consumer
purchase intention. To be successful in the Bangladesh market, advertising companies
must have a clear understanding of the new generation of consumers and their
behaviour such as how these consumers evaluate advertising and how commercials

affect their buying decision (Razzaque, 2008).



Advertising have proven itself necessary for every company (Ryans, 1996). Since
1921, advertising has functioned as a source of consumer assistance for informed
purchasing of goods and services (Bell, 1976; Marchand, 1985). With today’s highly
competitive market, companies resort to advertising to create brand image to influence
consumers to purchase their products and services. Marketers use advertising to
inform customers how a product or service solves the problems or helps satisfy desire
or achieve goals. It may also be used to build images or associations and position a
brand in the consumers’ mind. In addition, it can be used to transform customer
purchasing behaviour or use of a product or service (Belch & Belch, 2012).
Bangladeshi consumers are well informed today about products and services due to
advertising which influences consumers’ purchase intention.

However, Belch et al. (2012) claimed that nowadays many companies are
spending billions of dollars for advertising to capture the hearts and minds of the
consumers. Approximately 800 billion dollars was spent in international
advertisement in 2010, and many researchers agreed that this spending will increase
7% in the following years." The total advertising expenditure of Bangladesh was
almost 250 million dollars in 2008 (Akter, 2008). Though this amount is small
compared to developed countries, it is a significant increase in the context of
Bangladesh.

The majority of Bangladeshi consumers live in villages and have limited
internet access (Razzaque, 2008). Due to this reason, Bangladesh is continuously
improving its information and communication infrastructure. Internet facilities have
become more available to consumers with the government adopting initiatives to

transform Bangladesh into more digital. As a result, consumers tend to buy online

! Source: http://techcrunch.com/



with the help of the internet. This has led to increased importance of internet
advertising to persuade consumers.

Currently in Bangladesh, radio has the maximum overall reach followed by
television and newspaper. Television exerts a major influence on rural and urban
consumers in Bangladesh. There are 41 satellite and cable televisions.? Bangladesh
television (BTV) is the country’s most expensive advertising vehicle and the only
television that reaches all parts of the country. Among total TV advertising spending,
BTV alone accounted for 36% (Akter 2008). Bangladesh also has a good number of
newspapers and magazines which are maintaining a standard quality and print media
is the prime adverting vehicle in the country with 47% of total advertising
expenditure. Besides internet, television, and radio advertising, advertisers also use
several traditional advertising vehicles comprising billboards, transit advertising, store
displays, street side shows, etc. In addition, Ling, Piew and Chai (2010) argued that
the global advertising industry is changing tremendously. As a result, advertisers have
progressively employed new marketing tools including corporate sponsorship of
sports, arts, and cultural events etc. as a replacement of traditional media (Ruth et al.
2003). Similarly, Razzaque (2008) claims that the Bangladesh advertising industry has
an extensive scope of getting easy access to consumers through cinema halls and
outdoor promotions such as sports stadiums.

The Bangladesh advertising regulatory commission exercises strict censorship
policies to control the media (Razzaque, 2008). However, it is gradually becoming
more liberal in terms of censorship which may prove a major threat for the cultural

and religious values of Bangladeshi consumers.

% Retrieved from: http://old.moi.gov.bd/TV/List_of channels.pdf



In global advertising, cultural values are considered among the most significant
factors for effective marketing strategy exercising a strong influence on consumer
purchase intention. Hong et al. (1987) claimed that when advertising reflect a culture
and its norms, it helps to influence consumers’ behaviours and buying patterns. In the
same way, Ahmed (2000) stresses that marketers should not neglect or avoid the
cultural alterations among countries and advertising strategy of standardisation must
be substituted by localised solutions, which are more efficient for its success (Hossain
et al., 2014). Moreover, cultural values have effects on Bangladeshi consumers’
purchase intention. Polly and Mittal (1993) claimed that advertising plays a vital role
to change the values, beliefs, behaviour, and buying pattern of people and persuades
their choice of lifestyle. However, it may sometimes violate social norms. Likewise,
several companies in Bangladesh fail to observe cultural values and are violating
social norms through advertisement. Despite the many successful advertising
campaigns in Bangladesh, this study explores components of cultural values and its
impact on attitude towards advertising and how it effects on consumers’ purchase
intention.

This study focused on the role of religion in advertising and purchase
intention. Religion is an important factor that helps people to make life clear and
interpretable (Delender 1994; Syed et al., 2011). Religion exerts an influence on
people’s choices and activities (Hanudin, 2011). For many Muslims, Islam influence
many of their life activities including purchase, consumption, and behaviour patterns
(Mohammed & Sadia, 2013). For this reason, during adoption of a new product by
Muslim consumers, faith plays a key role for its quick and wholehearted adoption,
especially those who are more religious (Siti et al., 2013). This study argues that

Muslim religiosity and cultural values influence purchase intention when products or



services adhere to the Shari’ah or Sunnah (life) of Prophet Muhammad (PBUH)
(Hanudin, 2011; Syed et al., 2011). This posits that religiosity exerts a crucial impact
on attitude towards advertising of Muslim consumers and constitutes a leading factor.
Norizaton Azmin Mohd. Nordin (2012) found the relationship between religiosity and
purchase intention.

Consumer purchase intention is a key indicator for the success of a particular
firm and is difficult to measure (Tu, Li & Chih, 2011). There are a number of factors
that influence consumers’ buying decision e.g. social, cultural, religious, personal and
psychological. Of these factors, culture has a significant impact on consumer purchase
intention with different cultures encouraging different attitudes and buying decisions.
Many researchers argue that the purpose of advertising is to sell products and should
positively affect the cultural values of a society (Gold, 1987). Moreover, religiosity
affects consumers’ purchase decision. Muslim and non-Muslim consumers’ behaviour
differs based on the advertising messages associated with different products and
services. Therefore, there is a need to research the effect of Muslim religiosity and
cultural values on purchase intention of Bangladeshi consumers’ through attitude

towards advertising.

1.2 PROBLEM STATEMENT

Every business organisation seeks to increase market share and profit from selling
goods and services to its customers. In addition, long-term relationships with
customers are important for the success and survival of any company. Nowadays,
companies are spending billions of dollars on market research to identify the key
factors that usually influence consumers to buy their products. On the other hand, in

Bangladesh a few companies are doing market research to identify the reasons which



may persuade consumers to buy the products and services. In this era, marketers are
using advertisements in mass media for changing customer thinking through
emotions, needs, wants and demands. The advertising industry is an emerging market
in Bangladesh with many local firms who are little interested in advertising. The
quality of the advertisements of local companies does not meet the standard. As a
result, they have failed to influence consumers effectively. Taking this into account
this research attempts to identify and analyse the effect of Muslim religiosity and
cultural values on consumer purchase intention through their attitude towards
advertising in Bangladesh.

In previous studies, many researchers agree that culture and religiosity are
correlated with advertisements that have strong influence on consumers’ purchase
intention. In spite of this, there are a few studies that have investigated the effects of
cultural values and Muslim religiosity on Bangladeshi consumers’ purchase intention.
It is critical for business organisations to influence consumer purchase decisions due
to highly competitive and saturated markets. At present, many companies in
Bangladesh act in a preemptive manner to identify how to influence consumer
purchase decision through effective advertisements, but there is lack of evidence to
prove that consumers are not fully satisfied. Many companies are facing several
challenges in their management and marketing strategies, especially in advertising
which have largely failed to satisfy the customers’ needs and wants. Moreover, there
is poor advertising designs with many reflecting western or Indian cultural values
although the majority of the Muslim population belong to a strong Bengali cultural
background. Many commercials or advertisements produced in Bangladesh do not
reflect the culture and religiosity of the majority, but they are often sideline the culture

and religious values of consumers. There is a study gap found here. No previous



research exclusively focuses on culture’s and religiosity’s effect on advertisements in
Bangladesh. The study aims at investigating the effect of cultural and religious values
on attitude towards advertising of Bangladeshi consumers’ purchase intention. It also
aims at analyzing whether Bangladeshi advertisements reflect Bangladeshi culture and

people’s religious values.

1.3 OBJECTIVE OF THE STUDY
This study comprises general and specific research objective based on the different

consumer attitudes towards advertising and buying decisions in Bangladesh.

1.3.1 General objective
The general objective of this research is to identify and investigate the effect of
cultural values and Muslim religiosity on attitude towards advertising of Bangladeshi

consumers’ purchase intention.

1.3.2 Specific objectives
The specific objectives of this research are:
1. To examine the effect of cultural values on attitude towards advertising in
Bangladesh.
2. To determine the effect of Muslim religiosity on attitude towards advertising
in Bangladesh.
3. To investigate the effect of attitude towards advertising on purchase intention
of Bangladeshi consumers.
4. To determine the effect of cultural values on purchase intention of Bangladeshi

consumers.



5.

To determine the effect of Muslim religiosity on purchase intention of
Bangladeshi consumers.

To examine the mediating role of attitude towards advertising between cultural
values and purchasing intention of Bangladeshi consumers.

To examine the mediating role of attitude towards advertising between Muslim

religiosity and purchase intention of Bangladeshi consumers.

1.4 RESEARCH QUESTIONS

This research seeks to provide answers of the following research questions:

1.

What is the effect of cultural values on attitude towards advertising in
Bangladesh?

What is the effect of Muslim religiosity on attitude towards advertising in
Bangladesh?

What is the effect of consumers’ attitude towards advertising on consumer
purchase intention in Bangladesh?

What is the effect of cultural values on purchase intention of Bangladeshi
consumers?

What is the effect of Muslim religiosity on purchase intention of Bangladeshi
consumers?

What is the mediating role of attitude towards advertising between cultural
values and purchasing intention of Bangladeshi consumers?

What is the mediating role of attitude towards advertising between Muslim

religiosity and purchase intention of Bangladeshi consumers?



1.5 SIGNIFICANCE OF THE STUDY

The global advertising industry is presently registering rapid growth despite the
economic slowdown and intensified competition (Abu & Roslin, 2008; Heng et al.,
2011). In this modern world, many people seek to explore different lifestyles. To this
end, the advertising industry is helping marketers to advertise personal care products
to heavy industrial machinery to obtain long-term returns by providing something
new, creative, and useful to the consumer through developing a sound relationship that
influences consumers to buy products (Ahmed & Ashfag, 2013).

There is insufficient empirical research on attitude towards advertising in
Bangladesh. This research is focused on the cultural values and Muslim religiosity
which effect attitude towards advertising and ultimately influence the buying
decisions of Bangladeshi consumers.

Effective advertising is considered the most powerful source for marketers to
reach and persuade consumer (Siropolis, 1997) but there is a very few comprehensive
and empirical studies of the Bangladesh market. Therefore, this study offers insight on
consumer buying decisions in Bangladesh. This study is significant as it is the first of
its kind to research the effect of cultural values, Muslim religiosity, and attitude
towards advertising and their influence on consumer buying decisions in Bangladesh.
This research will be a valuable addition for the advertising industry which will
incorporate the cultural values and Muslim religiosity in the Bangladeshi community.
Furthermore, it will contribute to assist future researchers to use supporting material
for them in conducting research in Bangladesh.

Multinational firms are not focusing on cultural and religious values in
Bangladeshi advertisements because such factors do not concern them. This study

incorporates the religious and cultural values that will help the advertising agency



improve consumers’ perception. Cultural values and religious values are major aspects
of consumer buying decision in Bangladeshi advertisements, but researchers have
given it little attention. This study contributes to filling the research gap by conducting
an empirical study on attitude toward advertising in Bangladesh. It investigates the
factors responsible for influencing consumer buying decisions through
advertisements. Finally, this research will be beneficial to the advertising industry of

Bangladesh.

1.6 STRUCTURE OF THE DISSERTATION

This study comprises five chapters: introduction, literature review, methodology, data
analysis, and conclusion. The first chapter provides a summary of the research
context. It explains the background of the study, statement of the problem, research
questions, research objectives, and significance of the study.

The second chapter is the literature review which explains the concepts that
help to define the research problems and research questions. It enhances the research
topic by demonstrating theoretical and empirical evidence that reviews the cultural
values and Muslim religiosity which effect attitude towards advertising to ultimately
influence buying decisions.

The third chapter pertains to the research methodology and explains the
intention of the research design so as to convey a clear view as to how the research
will be conducted. This chapter covers the research design, data collection methods,
instruments use, sample determination, data measurement scale, analysing procedures,
and justification of structural equation modelling.

Chapter four examines the results and discussion of the survey research. It

provides an explanation of the data analyses and results related to the research
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hypotheses and research questions. The data analyses will be carried out by using
indicators and techniques to construct the research questions and analyse the result
which will be extracted through various tabular and graphical forms.

Chapter five covers the conclusion of the research findings and will include the
summary, findings, implication, and limitation of the study. The appendix and

references are incorporated in the last part of this study.
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