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Abstract of thesis presented to the Senate of Universiti Putra Malaysia in fulfilment of 

the requirement for the degree of Doctor of Philosophy 

MODERATING EFFECTS OF CONSUMER CORPORATE IDENTIFICATION 

ON PURCHASE INTENTION PREDICTORS FOR LOCAL BRAND 

AUTOMOBILES IN ABUJA, NIGERIA AND THE KLANG VALLEY, 

MALAYSIA 

By 

ANYANWU HILARY CHINEDU 

July 2021 

Chairman :   Associate Professor Sharifah Azizah Haron, PhD 

Faculty :   Human Ecology 

Changes in consumers’ product evaluation criteria in the past decade have necessitated 

consumers’ adoption of mechanisms that reflect their values and benefit them via 

purchase decisions. This exposed the lacuna in consumer research on the lack of a viable 

business model that ensures consumers’ interests and values are simultaneously 

actualized alongside purchase intention for local products as a means of sustaining 
consumers’ well-being, beliefs, and local economic growth in developing countries. 

Building on the theories of planned behavior (TPB), social identity, and Hofstede’s 

cultural value model, the study compared the moderating effects of consumer corporate 

identification (CCI) on the predictors of purchase intention for a local brand automobile 

manufactured in Nigeria and Malaysia respectively.  

Predicated on a positivist epistemological approach, questionnaires were distributed to 

potential consumers of Innoson vehicle manufacturing (IVM) in Abuja, Nigeria, and 

potential consumers of Proton automobiles in Klang Valley, Malaysia through a mall 

intercept survey. About 99% and 97% usable responses were collected from the Nigerian 

and Malaysian respondents respectively. Data were analyzed using IBM SPSS version 
25 and Amos version 24. Pooled confirmatory factor analyses revealed that Proton model 

demonstrated a slightly better fit indices compared to IVM model. However, both 

models achieved the required fit indices. IVM respondents consisted of 51.6% males and 

48.4% females with an age mean of 33.67, while Proton respondents involved 51.5% 

females and 48.5% males with an age mean of 30.94. IVM potential consumers exhibited 

high/positive (above 50%) levels on all the study constructs. Apart from consumer 

ethnocentrism, Proton potential consumers demonstrated high/positive (above 50%) 

levels on other constructs of the study.  
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Results of t-test revealed no significant mean difference in purchase intention across 

gender in both datasets. Structural equation modeling (SEM) showed that consumer 

ethnocentrism and collectivism explained a higher variance (43.7%) in attitude towards 

purchase intention for local brand automobiles in Proton model than IVM model 

(33.6%). Consumer ethnocentrism and collectivism significantly influenced attitude 
towards purchase intention for local brand automobiles in Proton model, whereas only 

consumer ethnocentrism significantly influenced attitude towards purchase intention for 

local brand automobiles in IVM model. SEM further revealed that attitude, subjective 

norm (SN), and perceived behavioral control (PBC) explained higher variance (60.3%) 

in purchase intention for local brand automobiles in IVM model compared to Proton 

model (57.5%). While attitude, SN, and PBC significantly predicted purchase intention 

in Proton model, only attitude and PBC significantly predicted purchase intention in 

IVM model. 

 

 

Lastly, multiple group analyses (MGA) indicated that CCI moderated the current 

research model. CCI significantly moderated only the predictive effects of PBC on 
purchase intention for local brand automobiles in Abuja and Klang Valley. The study 

concluded that positive attitude towards purchase intention for local products are 

unlikely without consumer ethnocentrism irrespective of consumers’ collectivistic 

tendencies. Bearing in mind the efficacy of TPB in underpinning purchase intention and 

the predictive effects of attitude, SN, and PBC on purchase intention, behavioral controls 

to automobile purchase intention is decimated or reversed in the face of CCI 

engagements. Theoretical and practical implications are discussed.  
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KESAN MODERASI IDENTITI KOPORAT PENGGUNA TERHADAP 
NIAT PEMBELIAN KENDERAAN JENAMA TEMPATAN DI ABUJA, 

NIGERIA DAN LEMBAH KLANG, MALAYSIA

Oleh 

ANYANWU HILARY CHINEDU 

Julai 2021 

Pengerusi :   Profesor Madya Sharifah Azizah Haron, PhD 

Fakulti :   Ekologi Manusia 

Perubahan kriteria penilaian produk pengguna dalam dekad yang lalu memerlukan 

pengguna mengguna pakai mekanisme yang mencerminkan nilai dan manfaat mereka 

melalui keputusan pembelian. Ini mendedahkan jurang dalam penyelidikan pengguna 

mengenai kurangnya model perniagaan berdaya maju yang memastikan minat dan nilai 

pengguna direalisasikan secara serentak di samping niat pembelian untuk produk 

tempatan sebagai satu cara untuk mengekalkan kesejahteraan, kepercayaan, dan 
pertumbuhan ekonomi pengguna tempatan di negara membangun. Berdasarkan teori 

tingkah laku terancang (TPB), identiti sosial, dan model nilai budaya Hofstede, kajian 

ini membandingkan kesan moderasi identiti korporat pengguna (CCI) terhadap penentu-

penentu niat pembelian kereta jenama tempatan yang dikeluarkan di Nigeria dan 

Malaysia. 

Berdasarkan pendekatan epistemologi positivis, soal selidik telah diedarkan kepada 

bakal pengguna syarikat pembuatan kenderaan Innoson (IVM) di Abuja, Nigeria dan 

bakal pengguna kenderaan Proton di Lembah Klang, Malaysia melalui tinjauan pintasan 

di pusat beli-belah. Sebanyak 99% maklumbalas telah dikumpul daripada responden di 

Nigeria manakala 97% maklumbalas telah diterima daripada responden di Malaysia. 
Data tersebut telah dianalisa menggunakan aplikasi IBM SPSS versi 25 dan Amos versi 

24. Analisis faktor pengesahan terkumpul mendedahkan bahawa model Proton

menunjukkan indeks padanan yang lebih baik sedikit berbanding model IVM. Walau 

bagaimanapun, kedua-dua model mencapai indeks kesesuaian yang diperlukan. 

Responden IVM terdiri daripada 51.6% lelaki dan 48.4% perempuan dengan purata 

umur 33.67 tahun, manakala responden Proton melibatkan 51.5% perempuan dan 48.5% 

lelaki dengan purata umur 30.94 tahun. Bakal pengguna IVM menunjukkan tahap 

tinggi/positif (melebihi 50%) pada semua konstruk kajian. Selain etnosentrisme 

pengguna, bakal pengguna Proton menunjukkan tahap tinggi/positif (melebihi 50%) 

pada konstruk lain dalam kajian ini. 
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Keputusan ujian-t menunjukkan tiada perbezaan purata yang signifikan dalam niat 

pembelian antara jantina dalam kedua-dua set data. Pemodelan persamaan struktur 

(SEM) menunjukkan etnosentrisme dan kolektivisme pengguna menjelaskan varians 

yang lebih tinggi (43.7%) bagi sikap terhadap niat pembelian untuk kenderaan jenama 

tempatan bagi model Proton berbanding model IVM (33.6%). Etnosentrisme dan 
kolektivisme pengguna secara signifikan mempengaruhi sikap terhadap niat membeli 

kenderaan jenama tempatan bagi model Proton, manakala hanya etnosentrisme 

pengguna yang signifikan dalam mempengaruhi sikap terhadap niat membeli kenderaan 

jenama tempatan bagi model IVM. SEM seterusnya mendedahkan bahawa sikap, norma 

subjektif (SN), dan kawalan tingkah laku yang dirasakan (PBC) menjelaskan varians 

yang lebih tinggi (60.3%) terhadap niat pembelian kenderaan jenama tempatan bagi 

model IVM berbanding model Proton (57.5%). Manakala sikap, SN, dan PBC 

meramalkan secara signifikan niat pembelian bagi model Proton, hanya sikap dan PBC 

meramalkan niat pembelian secara signifikan bagi model IVM. 

 

 

Akhir sekali, analisis berbilang kumpulan (MGA) menunjukkan bahawa CCI 
memoderasi model penyelidikan ini. CCI hanya memoderasi kesan ramalan PBC 

terhadap niat pembelian untuk kenderaan jenama tempatan di Abuja dan Lembah Klang. 

Kajian ini merumuskan bahawa sikap positif terhadap niat membeli produk tempatan 

tidak mungkin berlaku tanpa etnosentrisme pengguna tanpa mengira kecenderungan 

kolektivistik pengguna. Berdasarkan keberkesanan TPB dalam menyokong niat 

membeli dan kesan ramalan sikap, SN, dan PBC terhadap niat membeli, kawalan tingkah 

laku terhadap niat pembelian kenderaan adalah berkurangan atau diterbalikkan dengan 

penglibatan CCI. Kajian ini turut membincangkan beberapa implikasi teori dan 

praktikal. 
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1 

CHAPTER 1 

1 INTRODUCTION 

1.1 Background of Study 

The production and purchase of local automobiles has become a mainstream feature of 

the developed countries such as America, Germany, and Japan. Recent industry and 

national statistics indicate that automobile production contributes 3 to 3.5% to the overall 

Gross Domestic Product (GDP) of the USA (Center for Automotive Research, 2017). 

Automobile industries contributed 4.3% to Malaysia’s GDP in 2019 (Malaysia 

Investment Development Authority, 2020), while it added 2.24% to Nigeria’s GDP in 
2016; and 6.9% to South Africa’s GDP in 2017 (Sunday Magazine, 2019). This calls to 

mind the nexus between production (firms) and consumption (consumers) which circular 

flow of income described as a system of economic interrelationships between economic 

processes (Leontief, 1991).  

Circular flow central argument is that the transactional relationship between a firm and 

consumers is interconnected, whereby money is paid by people to business enterprises 

as a group in remuneration for the satisfaction of present wants, and in turn, firms pay 

money to people in compensation for people-supplied factors of production or patronage 

(Knight, 2013). However, as consumers’ tastes and preferences keep evolving, such as 

adoption of mechanisms that reflect their beliefs (Lee, Tesfayohannes, & Kuo, 2020), 

and consumers’ general perception that local products are of lesser quality compared to 
imported products (Lew & Sulaiman, 2014), the instrumentality of automobile 

production in making significant changes to consumers’ lives becomes a hoax. In fact, 

without consumer patronage to producers of local brand automobiles, the transactional 

interrelationship between major stakeholders of economic processes as postulated by 

circular flow becomes doubtful, because while the impacts of local automobile 

production on national GDP would be in contention, consumer well-being is being 

decreased via accumulated stress from excessive information search and evaluation of 

alternative products. This is also capable of exacerbating market globalization and its 

incidental effects on consumers. 

Notably, the constant flux of market globalization across national borders has been 

observed (Makanyeza & Du-Toit, 2017; Teo, Mohamad, & Ramayah, 2011; Ranjbarian, 

Morteza, & Mirzaei, 2010). This phenomenon has increased concerns about the 
damaging effects of the inflow of imported products and/or brands on local production 

and employment (Samiee, 1994). To mitigate this challenge, there has been a global rise 

in the nationalistic discourse which defends local products/companies since the last 

financial crisis (Siamgka & Balabanis, 2015). Despite market globalization offering a 

wider availability of foreign products to regional consumers (Wong, Polonsky, & 

Garma, 2008; Lotz & Hu, 2001), it is believed to encourage disease transfer to local 

consumers, jeopardize consumer (poor consumers) well-being through radical increase 

in living standards with the accompanying rigorous product information search.  
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Ideally, the primary objective of every company is profit maximization, which is mainly 

achieved through consumer purchases. This situation is the same in automobile industry, 

where automobile marketers strive to maintain and possibly increase their market shares. 

Based on this, companies providing high-quality products may convince consumers, and 

as a result, consumers will likely trust the company to be a profitable investment 
(Hoffmann & Ketteler, 2015). Despite automobile advancements making great 

contributions to the economic development of many countries and significant changes 

to consumers’ lives (Chang, Liao, & Wu, 2017), purchase intention has not thrived to 

the delight of manufacturers (Yacan, Vincent, Harold, & Hondgan, 2013). This is 

consequent to consumers’ changing tastes and preferences such as adoption of 

mechanisms that reflect their values (Lee et al., 2020), and a shift in consumers’ product 

evaluation benchmarks (Medley, 2019). Hence, scholars and marketers seek to 

understand which factors can affect consumer purchase intention for local products, 

especially for industries that are very instrumental to national economic development.   

Several studies (such as Amir & Asad, 2018; Asshidin, Abidin, & Borhan, 2016; Haque, 

Anwar, Yasmin, Sarwar, Ibrahim, & Momen, 2015; Lew & Sulaiman, 2014) which 

ostensibly comprise the factors of purchase intention have been conducted in different 
contexts with varying weaknesses in explaining consumer purchase intention for local 

products. Given the inconsistencies and weaknesses of extant studies, consumer 

purchase intention is believed to have been partially explored. Thus, it deserves 

revisiting especially in the local automobile industry. Purchase intention for local brand 

automobiles is centered on due to its potential in boosting local economy if it is desired 

or patronized by local consumers. As a result, series of purchase intention precursors in 

different product categories (for example footwear, foodstuffs, furniture, stationaries, 

and toiletries) tend to vary from predictors of consumer purchase intention for local 

brand automobiles manufactured locally. 

Purchase intention is one of the most common approaches undertaken by marketers in 

gaining an understanding of consumers’ actual purchase (Ghalandari & Norouzi, 2012; 
Blackwell, Miniard, & Engel, 2006). Studies (Adnan, Nordin, Amini, & Langove, 2018; 

Du, Liu, Sovacool, Wang, Ma, & Li, 2018; Al-Amin, Ambrose, Masud, & Azam, 2016; 

Afroz, Masud, Akhtar, Islam, & Duasa, 2015; Wang, Fan, Zhao, Yang, & Fu, 2014) have 

shown that attitude towards purchase intention, subjective norm, and perceived 

behavioral control (PBC) affect automobile (both conventional and alternative fuel/new 

energy vehicles) purchase intention. Also, consumer corporate identification (CCI) 

affects purchase intention (Verlouw, 2015; Wu & Tsai, 2008), with the purchase 

intention of highly identified consumers being higher than that of less identified 

consumers (Rubio & Marin, 2015). Moreover, CCI based on corporate social 

responsibility (CSR) impacts purchase intention (Curras-Perez, Bigne-Alcaniz & 

Alvarado-Herrera, 2009; Perez, 2009).  

Specifically, CCI moderates the effects of different predictors on purchase intention 
(Rubio & Marin, 2015; Bhattacharya & Sen, 2003), and different levels of CCI 

moderates purchase intention (Wu & Tsai, 2008). However, CCI levels of these 

automobile companies are nebulous. This implies that while CCI reawakens consumers’ 
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cognitive state concerning purchase intention, its moderating capacity or the particular 

level that moderates purchase intention is uncertain in auto firms. 

Notwithstanding, there is inconsistency in the predictive sequence of attitude, subjective 

norm, and PBC on purchase/adoption intention (Cf. Du et al., 2018; Al-Amin et al., 2016; 

Mohamed, Higgins, Ferguson & Kanaroglou, 2016; Afroz et al., 2015). However, it is 
notable that attitude is the most dominant predicting factor of consumer purchase 

intention among other psychological constructs (Hamilton & Terblanche-Smit, 2018; 

Al-Amin et al., 2016; Wang, Wiegerinck, Krikke & Zhang, 2013). Besides, it is believed 

that where a study bothers on purchase intention for local products by citizens or 

residents of the same country, beliefs are the center point of consumers’ decision making. 

All these necessitate a more in-depth investigation into the antecedents of attitude 

towards purchase intention for local brand automobiles manufactured locally. 

Attitude/preference for local products is influenced by consumer ethnocentrism (CE) 

(Karoui & Khemakhem, 2019; Shu, Stronbeck, & Hsieh, 2013; Kumar, Fairhurst & Kim, 

2011; Balabanis & Diamantopoulos, 2004), and highly ethnocentric consumers have 

more favorable attitudes towards locally manufactured products (Yildiz, Heitz-Spahn, & 

Belaud, 2018; Lantz & Loeb, 1996). Similarly, cultural identity/value is positively 
associated with domestic brand preference (He & Wang, 2015). Particularly, 

collectivism influences attitudes towards a preference for local products (Schrank & 

Running, 2016). 

While the above findings on purchase intention have been established, one may opine 

that purchase intention puzzles are over. However, it is not the situation. This is because 

consumers from different countries are culturally distinct (Sohail & Sahin, 2010), and 

economically and demographically different from each other (Essoussi & Merunka, 

2007). More so, beliefs vary across socio-economic and demographic characteristics 

(Mohamed, Higgins, Ferguson, & Kanaroglou, 2016). Thus, it is necessary to compare 

consumers’ purchase intention for local brand automobiles manufactured locally in two 

countries with diverse beliefs, socio-economic and demographic characteristics. 
Drawing on the existing consumer literature, consumers from developing countries 

exhibit low ethnocentric tendencies (Bahaee & Pisani, 2009; Wang & Chen, 2004), or 

reverse ethnocentrism (Agbonifoh & Elimimian, 1999).  

Notably, Nigeria and Malaysia are ranked high on collectivism dimension of Hofstede’s 

cultural scale (Hofstede Insights). But Malaysians are reported to be ethnocentric 

consumers (The Star, 2016; Hashim & Razak, 2004; Kamaruddin, Mokhlis, & Othman, 

2002), while report suggests that Nigerian consumers exhibit reverse ethnocentrism 

(Agbonifoh & Elimimian, 1999). As a result, areas of comparative commonalities and 

distinctiveness are necessary to generalize a research finding. Sequel to that, comparison 

becomes essential because it reminds researchers that social phenomena are not fixed or 

natural (Bloemraad, 2013). Hence, cultural differences should be compared in 

automobile industries to determine the suitability of a research model (Huang & Qian, 
2018; Wang et al., 2013) and its implications across borders in relation to consumers’ 
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shift in product evaluation criteria and purchases, national economic development, and 

global automobile industry. 

In cognizance of automobile industry’s contributions in making significant changes to 

consumers’ lives and to the economic development of many countries (Chang, Liao & 

Wu, 2017), a careful examination of global auto sales as shown in Figure 1 depicts a 
decline (79 million down to 78.7 million in 2017 compared to 2018) in automobile 

purchases (Statista, 2019). Given this, the sustained impact of the automobile industry 

on the national economy and its significant changes to consumer lives becomes 

uncertain. This brings the issues associated with local brand automobiles manufactured 

in Nigeria and Malaysia into spotlight.  

 

Figure 1.1 : Global car sales in millions 

[Source: Statista (2019)] 
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Nigeria’s automobile industry has been operating for more than five decades (Ugwueze, 

Ezeibe, & Onuoha, 2020). The industry was prompted by private non-indigenous 

operators in the early 1960s (Agbo, 2011). Yet, the industry is undoubtedly profiled as a 

beginning stage to both local and international observers. This is consequent to Nigeria 

government’s keenness to sacrifice local automobile manufacturing in exchange for 
rents accruing from international capital (Albert 2018; Ikpe, 2014; Omeje, 2004). For 

instance, there is a grand conspiracy by some international automobile manufacturers, 

Guarantee Trust Bank and the Economic and Financial Crimes Commission (EFCC) to 

strangulate the operations of the only local brand automobile firm, Innoson vehicle 

manufacturing (IVM) at all cost because of IVM’s inroads into Nigeria’s automobile 

market which could dislodge foreign automobiles in local markets (Osigwe, 2017). 

IVM was incorporated in 2007 and operates as a subsidiary of Innoson Group 

(Bloomberg BusinessWeek, 2018). The company runs a plant at Nnewi in Anambra state 

and a showroom in Enugu state (Innosongroup website). IVM provides employment to 

over 7,000 people and distributes its products to more than 20 African countries and has 

been operating for over a decade. The company’s operation is the realization of Mr. 

Chukwuma’s personal dream to see gleaming African-made vehicles on the road instead 
of a glut of tokunbo (European and Asian used) cars in Nigeria (The Douglas Review, 

2017).  

Despite IVM’s efforts and progress in penetrating Nigeria’s automobile market, the 

ultimate desire (to dominate the local auto market and reduce Nigeria’s dependence on 

imported vehicles) Vanguard Newspaper (2016) of the founder has not been fully 

achieved. This is because many Nigerian consumers are much interested in purchasing 

low-price vehicles irrespective of its condition (new or fairly used).  

Although, IVM has a car loan scheme with Sterling Bank (Pulseng, 2016), which allows 

IVM auto buyers to pay within three years, average automobile consumers/potential 

consumers in Nigeria remain skeptical on the viability of such scheme given their meager 

income. While IVM founder realized this as a major setback to IVM automobile 
purchase and planned to produce high-end and affordable vehicles (Vanguard 

Newspaper, 2017), this has not manifested to the desire of Nigerian automobile potential 

consumers. This negates purchase intention and requires organizational marketing 

strategy to recoup customers for sustained market share and profit expansion. 

On the other hand, Malaysia has two local automobile manufacturers (Proton and 

Perodua). Proton is a Malaysian vehicle manufacturer headquartered in Shah Alam, 

Selangor which also operates an additional manufacturing plant in Tanjung Malim, 

Perak. Proton exports to over 26 countries and has over a dozen models. The company 

was established in 1983 under the direction of the former Prime Minister, Dr. Mahathir, 

and has been the only local automobile manufacturing company before the establishment 

of Perodua in 1993 (Anazawa, 2021). In 1984, EON was formed as a sales company for 

Proton vehicles, but was not controlled by Proton, while 1985 saw the commencement 
of Proton Saga production (Wad & Govindaraju, 2011). In 1995, HICOM and Proton 



© C
OPYRIG

HT U
PM

 

6 

were privatized, and the controlling share was acquired by Jahaya, owner of DRB. After 

this acquisition, the local automobile giant was swamped with the outbreak of the East 

Asian financial crisis (Wad & Govindaraju, 2011).  

During Proton’s ownership transitional processes, Malaysia has been proud of the fact 

that it produces its own cars despite a lot of hitches. After rolling out Proton Saga, the 
company later manufactured Proton vehicles such as Wira, Waja, Satria, and others. The 

local auto giant got off to a rocky start when the first cars rolled off the assembly line 

during a recession. In their first year, 17,000 cars were produced. The company has only 

managed to survive due to generous government subsidies and tariffs that made other 

cars excessively expensive. Against all odds, Proton constantly gained attention as the 

first national vehicle maker and as a government-owned company (Anazawa, 2021). 

Nonetheless, while Proton automobile company has been insistent in its resolve to profit 

the shareholders, the actualization of that goal has not been easy due to low consumer 

purchases. Proton is also faced with a herculean task of convincing Malaysians and 

possibly Asean consumers that Geely which is rebadged as Proton cars has improved 

and to accept and buy the cars (The Star, 2017). Given this, perception issues have 

bogged down Proton’s ability to sell cars and despite the company introducing new 
models, sales have been contrary to their expectations (The Star, 2017). For instance, 

Proton automobile sales reduced by 1.8% in 2017 (70,991) compared to 2016 sales 

(72,291) (Paultan.org, 2018). This is because of consumers’ skepticism on likely 

incessant default of Proton automobiles. Hence, without consideration of attitudinal 

antecedents, Proton’s current marketing woes may persist and further reduce their 

market share.  

1.2 Problem Statement 

Consumer purchase decision is a complex process (Mirabi, Akbariyeh & Tahmasebifard, 

2015). Hence, consumers’ preferences for certain products (e.g., automobiles) are often 

grounded on whether societal and environmental concerns would conflict with monetary 

considerations and self-interests (Beldad & Hegner, 2018). Report suggests that high gas 

emission wastes consumers money at the pump (United States Environmental Protection 

Agency). China is the home country of Geely (the highest shareholder of Proton) and is 

the largest emitter of gas (Hannah & Max, 2019). The high gas emission background of 

Geely is inclined to affect manufacturing and composition of rebadged Proton autos 
which deters consumer purchase intention. In the same way, IVM is domiciled in a 

developing country, Nigeria with a growing economy. Emissions’ growth in 

transitioning economies dominates the global trend and such economies’ gas emissions 

have continued to increase annually (Hannah & Max, 2019). Consequently, consumers’ 

purchase intention for IVM and Proton automobiles tend to be low because all these form 

weighty behavioral control towards purchase intention for these two auto brands. This 

also triggers negative comments from consumers’ social circle against IVM and Proton 

automobiles and thereafter, unfavorable attitude towards purchase intention for IVM and 

Proton automobiles. Proton automobile issues are not quality-based problems alone: they 
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are linked with consumers’ evaluation of interest and values cum firms’ ability to secure 

the environment due to growing concern of automobile carbon emission.  

Consumers’ product evaluation criteria have changed from what it used to be in the past 

decade (Medley, 2019). This comes on the heels of consumers’ adoption of the 

mechanisms that reflect their values or lifestyles to gain specific benefits (Lee et al., 
2020). For example, purchase intention of less identified consumers is lower than 

purchase intention of highly identified consumers with companies (Rubio & Marin, 

2015), and different levels of consumer corporate identification (CCI) moderate 

purchase intention (Wu & Tsai, 2008). Yet, the level of CCI in local automobile 

companies and the extent to which CCI moderates the effects of attitude, subjective 

norm, and perceived behavioral control (PBC) on purchase intention remains 

unexplored. 

Local products are generally perceived by consumers as being of lesser quality compared 

to imported products (Lew & Sulaiman, 2014). Malaysian consumers misconceive the 

low price of made in Malaysia products as a sign of low quality (Bedi, 2009), while the 

lifestyle of Nigerian consumers have changed and are still changing in tandem with 

market/product globalization (Vincent-Osaghae & Ugiagbe, 2018). Thus, consumers are 
disappointed with the quality of Proton automobiles as the power windows sometimes 

jam shut, requiring drivers to open their doors and lean out into the road to hand over 

cash at toll booths (Bloomberg politics, 2017). Also, US Dollar scarcity is reported to 

have been affecting IVM’s purchase of vehicle components from overseas (Nigerian 

Bulletin, 2016). The remote effects of this currency shortage fall on consumers who pay 

incidental costs emanating from these shortcomings, thereby catapulting the price of 

IVM automobiles and contravene consumer purchase intention for IVM automobiles. 

This relatively makes it difficult for an average Nigerian consumer to afford IVM 

automobile. All these exacerbate the trend in consumers’ purchase decision making 

which is ability to buy imported products of all kinds as a status symbol (Vincent-

Osaghae & Ugiagbe, 2018), while giving more credence to market globalization. 

There is lack of studies that investigated cultural values (collectivism) in automobile 

industries/markets (Huang & Qian, 2018; Wang et al., 2013), which is an antecedent of 

a psychological process (Triandis, 2000). Moreover, consumer ethnocentrism which 

determines favorable consumer attitude towards local products (Yildiz, Heitz-Spahn, & 

Belaud, 2018) has never been investigated in the context of local brand automobiles 

manufactured locally.  

Extant studies (Du et al., 2018; Al-Amin et al., 2016; Mohamed et al., 2016; Afroz et al., 

2015) have presented a haphazard predictive structure of attitude, subjective norm, and 

PBC on purchase intention. These contradictory findings have heightened existing 

purchase intention enigmas among academicians and practitioners. In fact, it increases 

the difficulty in harmonizing varied findings from studies across borders and further 

decimates the ability to understand the implications of the most dominant factor among 
them. Sequel to that, the study relies on social identity theory (SIT) and Bhattacharya & 
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Sen (2003) to resolve this predictive inconsistency by introducing CCI as a moderator 

of the effects of attitudes, subjective norm, and PBC on purchase intention.  

Report shows that there is lack of political promotion for high challenge-high support 

environment for Proton automobile company (Wad & Govindaraju, 2011). This 

contributed to selling its major shares to Geely, a Chinese automobile manufacturer. In 
terms of government support towards IVM, there are reports of poor policy 

implementation towards automobile industries in Nigeria (Emezuru, 2015). Also, the 

government in collaboration with foreign automakers humiliated the auto firm by 

continuously harassing IVM director-general with the economic and financial crimes 

commission (EFCC) (Premium Times, 2017). This portrays a bad image of IVM, 

obstructs their operations, and negates purchase intention. 

Comparison between Abuja, Nigeria and Klang Vally, Malaysia is essential because this 

two countries share certain features in common such as being plural societies; both 

experienced colonialism and are federal and democratic states (Bestoyin, 2015). 

Moreover, Malaysia is a developing country (World Bank Report, 2021; Lew & 

Sulaiman, 2014), and is in the league of developing countries with Nigeria (United 

Nations Country Classification). Also, while Nigeria and Malaysia are ranked high on 
collectivism dimension of Hofstede’s cultural scale (Hofstede Insights), they have 

varying consumer ethnocentric tendencies. Malaysians are reported to be ethnocentric 

consumers (The Star, 2016; Hashim & Razak, 2004), whereas research suggests that 

Nigerian consumers exhibit reverse ethnocentrism (Agbonifoh & Elimimian, 1999). 

This necessitated the interest to compare this two locations that manufacture local brand 

automobiles with crucial areas of commonalities and dissimilar characteristics which are 

prerequisites in a comparative study. 

Unfortunately, these despicable problems have been prevalent in IVM and Proton 

companies. Worse, some of them are seen as conventional practices and as a result, 

heighten consumers’ cynicism, decrease consumer well-being via accumulated stress 

from excessive information search and evaluation of alternatives, and weaken purchase 
intention for local brand automobiles. Moreover, there is an inadequate response towards 

Bhattacharya and Sen (2003) call to explore CCI and its ensuing implications on 

purchase intention. While existing CCI studies (such as Verlouw, 2015; Ahearne, 

Bhattacharya, & Gruen, 2005) have focused on Western cultures, few studies conducted 

in non-Western countries (Ran & Zhou, 2019; Wu & Tsai, 2008) were not centered on 

purchase intention for local products or automobiles. Furthermore, there has been no 

study to the best of the researcher’s knowledge that investigated purchase intention for 

local brand automobiles manufactured in Africa. Research has also come short of 

offering a cross-continental comparison on these variables in relation to locally 

manufactured automobiles. These denote a dearth of literature on the impacts of these 

variables in local brand automobile industry/market which ought to be covered by 

research. Therefore, the present study attempts to establish empirical facts towards the 

study’s research questions. 
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1.3 Research Questions 

This study is centered on answering the following questions: 

 

(i) What are the profiles of the respondents of the current study? 

(ii) What are the levels of consumer corporate identification (CCI), purchase 

intention, attitude, subjective norm (SN), perceived behavioral control (PBC), 

collectivism, and consumer ethnocentrism (CE) in IVM and Proton 

automobile companies? 

(iii) Is there a significant difference in purchase intention mean scores for gender? 
(iv) Do collectivism and CE influence attitude towards purchase intention for 

local brand automobiles manufactured locally among potential consumers of 

IVM and Proton automobile companies? 

(v) What are the predictive effects of attitude towards purchase intention for local 

brand automobiles manufactured locally, SN, and PBC on purchase intention 

for local brand automobiles manufactured locally among potential consumers 

of IVM and Proton automobile companies? 

(vi) Does CCI moderate the effects of attitude towards purchase intention for local 

brand automobiles manufactured locally, SN, and PBC on purchase intention 

for local brand automobiles manufactured locally among potential consumers 

of IVM and Proton automobile companies? 
 

 

1.4 Objectives of Study 

The general objective of the present study is to test the predictors of purchase intention 
for local brand automobiles manufactured locally among IVM and Proton potential 

consumers. The following are the specific objectives: 

 

(i) To identify the profiles of the respondents of the current study. 

(ii) To assess the levels of consumer corporate identification (CCI), purchase 

intention, attitude, subjective norm (SN), perceived behavioral control (PBC), 

collectivism, and consumer ethnocentrism (CE) in IVM and Proton 

automobile companies. 

(iii) To test the significant difference in purchase intention mean scores for 

gender. 

(iv) To determine the influences of collectivism and CE on attitude towards 

purchase intention for local brand automobiles manufactured locally among 
potential consumers of IVM and Proton automobile companies. 

(v) To determine the predictive effects of attitude towards purchase intention for 

local brand automobiles manufactured locally, SN, and PBC on purchase 

intention for local brand automobiles manufactured locally among potential 

consumers of IVM and Proton automobile companies. 

(vi) To test the moderating effect of CCI on the predictive effects of attitude 

towards purchase intention for local brand automobiles manufactured locally, 

SN, and PBC on purchase intention for local brand automobiles manufactured 

locally among potential consumers of IVM and Proton automobile 

companies. 
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1.5 Research Hypotheses  

(1a) There is a significant difference in purchase intention mean scores based on 

gender among IVM potential consumers. 

(1b) There is a significant difference in purchase intention mean scores based on 

gender among Proton potential consumers. 

(2a) Consumer ethnocentrism has a significant influence on attitude towards 

purchase intention for local brand automobiles manufactured locally among 

potential consumers of IVM Company. 

(2b) Consumer ethnocentrism has a significant influence on attitude towards 
purchase intention for local brand automobiles manufactured locally among 

potential consumers of Proton automobile company. 

(3a) Collectivism has a significant influence on attitude towards purchase 

intention for local brand automobiles manufactured locally among potential 

consumers of IVM Company. 

(3b) Collectivism has a significant influence on attitude towards purchase 

intention for local brand automobiles manufactured locally among potential 

consumers of Protonautomobile company. 

(4a) Attitude towards purchase intention for local brand automobiles 

manufactured locallysignificantly predicts purchase intention for local brand 

automobiles manufacturedlocally among potential consumers of IVM 
Company. 

(4b) Attitude towards purchase intention for local brand automobiles 

manufactured locally significantly predicts purchase intention for local brand 

automobiles manufacturedlocally among potential consumers of Proton 

automobile company. 

(5a) Subjective norm (SN) significantly predicts purchase intention for local brand 

automobiles manufactured locally among potential consumers of IVM 

Company. 

(5b) SN significantly predicts purchase intention for local brand automobiles 

manufactured locally among potential consumers of Proton automobile 

company. 

(6a) Perceived behavioral control (PBC) significantly predicts purchase intention 
for local brand automobiles manufactured locally among potential consumers 

of IVM Company. 

(6b) PBC significantly predicts purchase intention for local brand automobiles 

manufactured locally among potential consumers of Proton automobile 

company. 

(7a) Consumer corporate identification (CCI) significantly moderates the effects 

of attitude towards purchase intention on purchase intention for local brand 

automobiles manufactured locally among potential consumers of IVM 

Company. 

(7b) CCI significantly moderates the effects of attitude towards purchase intention 

on purchase intention for local brand automobiles manufactured locally 
among potential consumers of Proton automobile company. 

(8a) CCI significantly moderates the effects of SN on purchase intention for local 

brand automobiles manufactured locally among potential consumers of IVM 

Company. 



© C
OPYRIG

HT U
PM

 

11 

(8b) CCI significantly moderates the effects of SN on purchase intention for local 

brand automobiles manufactured locally among potential consumers of 

Proton automobile company. 

(9a) CCI significantly moderates the effects of PBC on purchase intention for local 

brand automobiles manufactured locally among potential consumers of IVM 
Company.    

(9b) CCI significantly moderates the effects of PBC on purchase intention for local 

brand automobiles manufactured locally among potential consumers of 

Proton automobile company. 

 

 

1.6 Scope of Study 

The present study focuses on the comparison of purchase intention predictors for local 

brand automobiles manufactured locally in Abuja, Nigeria and Klang Valley, Malaysia. 

Consequent to consumers’ changing tastes and preferences such as evaluating products 

in a much different manner than they did in the last decade (Medley, 2019), adoption of 

the mechanisms that reflect their values or lifestyles to gain specific benefits (Lee et al., 

2020), and misconceiving the low price of local products as a sign of low quality (Bedi, 

2009), emerging economies are concerned about the deleterious effects of unending 

consumer skepticism in local products due to manufacturing or operational defaults from 
local manufacturers. This is because sustained consumers’ distrust over local products 

aggravates consumers decision making, bolsters purchase of foreign products, and 

demeans consumer well-being via accumulated stress from excessive information search 

and evaluation of alternatives.  

While most product categories are affected by this, apprehensions are high due to the 

upshot of market globalization on local automobiles. This is because even as automobile 

advancements have made significant changes to consumers’ lives (Chang, Liao & Wu, 

2017), these changes are believed to enhance consumer well-being and boost the local 

economy if the automobiles are manufactured locally. As a result, it becomes imperative 

to investigate purchase intention and its predictors for local brand automobiles 

manufactured locally. More so, in the event of building a sustainable model that 

accommodates consumers’ interests, values, and ensures the optimum purchase of local 
brand automobiles manufactured locally, it is conscientiously thought that testing the 

model in two different countries will determine its generalizability and further 

application in consumer related policies. Hence, consumers from different countries are 

culturally distinct (Sohail & Sahin, 2010), and beliefs vary across socio-economic and 

demographic characteristics (Mohamed, Higgins, Ferguson, & Kanaroglou, 2016).   

Consequently, the theories of planned behavior, social identity, and Hofstede’s cultural 

value model are incorporated to unravel this challenge. This further involves a cross-

section of (about 755) potential consumers of IVM and Proton automobile companies in 

Nigeria and Malaysia between October 2019 and March 2020. It is a common knowledge 

that IVM and Proton automobile companies have consumers in countries other than 

Nigeria and Malaysia respectively. However, participation in the present study is 
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confined to potential consumers of IVM in Abuja, Nigeria, and potential consumers of 

Proton in Klang Valley, Malaysia only.  

1.7 Significance of Study 

The present study is important and has colossal implications to the problems of purchase 

intention in diverse aspects. Although the significant factors contributing to purchase 

intention is believed to have been identified in the beginning parts (background of the 

study & problem statement) of this research, it is also crucial to emphasize its importance 

in different contexts. Hence, Marshall and Rossman (2014) argued that a study should 

be considered as significant and ought to be carried out if it contributes to knowledge, 
proposes practical and useful suggestions to practitioners and policymakers respectively. 

Consequent to that, the significance of the present study is crucial in three different ways: 

theoretical, practical, and policymaking. 

1.7.1 Theoretical significance 

Provision of findings that support theories such as the theory of planned behavior (TPB), 

social identity theory (SIT), and Hofstede’s cultural value model emphasizes the 

theoretical significance of this study. Given the sparse knowledge on attitude, subjective 

norm, perceived behavioral control, consumer corporate identification (CCI), and 

purchase intention with automobile industries, the present study initiates a cross-

continental understanding of the trends and issues in/with purchase intention for local 

brand automobiles. In addition, it douses the mystery behind Brown and Dacin (1997) 

concern of uncertainty on good organizational acts in connection to consumer purchases 

by incorporating CCI into the research model. Through CCI significant moderation in 

the model, Bhattacharya and Sen (2003) postulation (CCI leads to rejection of WOM, 

loyalty, consumer repurchase, and good firm performance) is once more resonated; thus, 

it adds to the existing literature on the impacts of CCI.  

Furthermore, while both theory (TPB) and research (Hamilton & Terblanche-Smit, 

2018; Al-Amin et al., 2016; Afroz et al., 2015) has shown that attitude, subjective norm, 

and PBC predict behavioral (purchase) intention, the present study extends the literature 

by establishing that theory and beliefs are interwoven via integration of collectivism, and 

consumer ethnocentrism (CE) as antecedents of the dominant predictor (attitude) among 

other psychological variables in the study. While it is a response to calls in the literature 

to integrate cultural values in purchase intention models, it emphasizes the connection 

between theory and consumer beliefs, and highlights the importance of collectivism and 

CE in purchase intention for local product studies. Thus, a new framework on purchase 

intention for local products has been unveiled. Lastly, the establishment of direction to 

non-directional hypotheses in the literature based on results of the present study forms a 
basis of replication for future consumer researchers and brings a piece of new knowledge 

to consumer and marketing field.  
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1.7.2 Practical Significance 

Results obtained from the present study complements consumers’ understanding of 

whom they are dealing with. As the study unveils a new marketing model, it equips 

consumers with the necessary mechanisms and knowledge to identify the right products 

or firms that suit their purchase or consumption cravings. On one hand, the present study 

serves as an educative reference to consumers on purchase preconditions for local 

products manufactured locally by demanding robust identification via corporate social 

responsibility (CSR). Consumers could gauge a company through its CSR 

implementations and identity knowledge which inform them about certain product 
attributes such as carbon footprint and products’ benefits to society. For instance, under 

identity knowledge and coherence of consumer corporate identification, consumers that 

strive to reduce their carbon footprints will become knowledgeful of products’ 

composition and as a result purchase goods or services from a like-minded company 

without much stress in evaluating alternative products. This eases the difficulties 

associated with consumer decision making and improves consumer well-being.  

On the other hand, in the wake of financial difficulties in several consumer communities 

and consumers’ changing tastes and preferences, the study reminds manufacturers of the 

need to harness consumer ethnocentrism and collectivism in their operations. 

Manufacturers ought to consider several factors including designing of products that 

support local consumer’ beliefs (such as designing autos that will accommodate big 
families), thereby encouraging synchronization of family ideals. Incorporation of 

consumers’ beliefs and ideals in product design highlights the magnitude of consumers’ 

identity embeddedness with a company. More so, it is noted that unleashing of negative 

externalities by firms and faulty products constitutes perceived behavioral control and 

negative subjective norm, and these discouraging attributes to purchase intention is 

reasonably decimated with CCI implementation. The study encourages incorporation of 

CCI into a company’s operational framework for sustained consumer well-being. 

Given the ability of CCI to moderate the predictive effects of perceived behavioral 

control on purchase intention, the study submits that CCI implementation is a reminder 

of consumers’ value of firms’ ethical considerations in relation to purchase decision, and 

augments automobile manufacturers’ efforts in showing themselves as good corporate 

citizens. Hence, managers are reminded to uphold CCI in their organizations because it 
gives consumers the opportunity to voice out their concerns about a company’s products, 

gain more knowledge about a product, decimates social issues bothering consumers, and 

offer automobile manufacturers opportunities to adjust their defaults during consumer 

company gatherings.  

1.7.3 Policy Significance  

In terms of policy, the study serves as an awakening call to policymakers on the need to 

enact laws that foster consumer welfare and strengthen businesses simultaneously. The 

present study is a baseline for lawmakers in their quest to ensure improved consumer 
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well-being and sustain national economic growth. Thus, it offers an inclusive consumer-

oriented marketing model suitable for contemporary consumers and business success in 

marketplaces. In addition, business/marketing policymakers may use the study as an 

insight into the prerequisite factors driving consumers’ well-being in relation to purchase 

intention for local brand automobiles manufactured locally and adjust existing models 
for robust consumer welfare. Based on the moderating role of CCI, it becomes 

imperative to mandate local companies to incorporate CCI in their business framework, 

thereby creating consumer company friendship policies that stand to promote consumer 

interests such as ensuring production of quality products that matches consumers’ tastes, 

fair product prices, and establishment of platforms or programs that publicize a 

company’s identity, values, and product attributes. More so, both government and 

business policymakers are hereby enlightened on the level of improvement integration 

of CCI gives to consumer well-being and business success. Hence, the present study 

brings to limelight the need to spell out punitive measures to deter firms from boycotting 

the model in their business operations. Therefore, policymakers are advised through this 

research to mandate companies for the adoption of this model to sustain consumer well-

being. 

1.8 Definition of Terms 

The present study compares purchase intention for local brand automobiles 

manufactured in Nigeria and Malaysia. Given this, it is important to define all the 
constructs involved in the study for an explicit understanding of the study process and 

findings. Also, it is important to accentuate the intermittent use of consumers in place of 

customers in some references of the present study. This is consequent to the sparse 

literature on consumers alone and consumers’ generic nature in marketing and business 

literature. Hence, the need to clarify the discrepancy between these two marketing terms 

becomes crucial. A customer refers to any individual that purchases goods and/or 

services, while a consumer is a person that uses them (Blythe, 2008; Kansal & Rao, 

2006). The main variables of the study are conceptually and operationally defined below. 

Consumer purchase intention 

 

Conceptual: Consumer purchase intention is the tendency that a consumer will purchase 

a product (Dodd & Supa, 2011). 

Operational: Consumer purchase intention is a consumer’s enthusiasm to procure a 

product at a particular price in a given context or situation. The present study measures 

consumer purchase intention with five (5) items adapted from Dodds, Monroe & Grewal 

(1991) on a seven point-Likers scale. 
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Consumer-corporate identification (CCI) 

 

Conceptual: CCI is a cognitive state of self-classification existing between companies 

and their consumers (Bhattacharya & Sen, 2003). 

Operational: CCI is a relational ideology that adopts shared concerns between consumers 
and a company through corporate social responsibility (CSR) engagements. The study 

measures CCI with six (6) items adapted from Hildebrand, Fernandes, Veloso, and 

Slongo (2010) on a seven-point Likert scale. 

Attitude  

 

Conceptual: Attitude is an expression of feelings that reflects a person’s positive or 

negative disposition to some stimuli or objects (Asiegbu, Powei & Iruka, 2012). 

Automobiles 

 

Conceptual: Automobiles are wheeled motor vehicles used primarily for road 

transportation, which consists of four tires, internal combustion engine, and carries two 

or more people rather than goods (Fowler & Fowler, 1976). 

Attitude towards purchase intention for local brand automobiles manufactured 

locally  

 

Operational: Attitude towards purchase intention for local brand automobiles 

manufactured locally refers to consumers’ favorable or unfavorable inclination over the 

acquisition of local brand vehicles (single-engine, alternative fuel engines, or hybrid) 

produced in a consumers’ country. The study measures attitude towards purchase 

intention for local brand automobiles manufactured locally with six (6) items adapted 

from Taylor and Todd (1995), and Kim and Han (2010) on a seven-point Likert scale.  

Subjective norm 

 

Conceptual: Subjective norm is a summed product of individuals’ beliefs that important 

others think they should or should not execute the behavior in question, and their 

motivation to comply with those others (Ozcaglar-Toulouse, Shiu, & Shaw, 2006). 

Operational: Subjective norm is the consideration of consumers’ referents beliefs and 

products’ stimuli concerning purchase intention. The study measures subjective norm 

with five (5) items adapted from Taylor and Todd (1995) and Ajzen (2013) on a seven-

point Likert scale. 
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Perceived behavioral control  

 

Conceptual: Perceived behavioral control (PBC) is the ease or difficulty of performing 

a behavior (Ajzen, 1991). 

Operational: PBC refers to the comfort or impediment a consumer encounters in 
developing purchase intention for local brand automobiles. The study measures PBC 

with five (5) items adapted from Taylor and Todd (1995) and Ajzen (2013) on a seven-

point Likert scale. 

Cultural values 

 

Conceptual: Cultural values are hereditary core customs, ritual conventions, styles, and 

fashions that hold a supreme position in a society’s culture (Umar, 2014), and consist of 

six dimensions: Power Distance Index (high versus low), Individualism versus 

Collectivism, Masculinity versus Femininity, Uncertainty Avoidance Index (high versus 

low), Long-term versus Short-term Orientation, and Indulgence versus Self-restraint 

(Hofstede, 2011). 

Operational: Cultural values refer to the sacred heritage of a group of people that helps 
them to maintain their ancestral ideals and realize their quest for economic relevance 

through collectivism.  

Collectivism 

 

Conceptual: Collectivism refers to the extent to which people in a society are combined 

into groups (Hofstede, 2011). 

Operational: Collectivism is the incorporation of different consumers into a particular 

group with a common goal. The study measures collectivism with five (5) items adapted 

from Yoo, Donthu, and Lenartowicz (2011) on a seven-point Likert scale. 

Consumer ethnocentrism (CE) 

 

Conceptual: CE is a general tendency of buyers to eschew all imported products 

irrespective of price or quality considerations due to nationalistic reasons 

(Shankarmahesh, 2006).  

Operational: Consumer ethnocentrism (CE) refers to consumers’ willful prejudice in 

purchasing foreign products while maintaining their preferences for local products. The 

study measures CE with five (5) items adapted from Consumer Ethnocentric Tendencies 

Scale by Shimp and Sharma (1987) on a seven-point Likert scale.  
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1.9 Organization of the Thesis 

The present study “Comparison of Purchase Intention for Local Brand Automobiles 

Manufactured in Nigeria and Malaysia” spans into five chapters, including the current 

chapter. The current chapter gives a general introduction to the thesis. The second 

chapter reviews literatures related to the main variables of the study. Also, the second 

chapter incorporates some theories used as the theoretical background of the study and 

the research framework. The third chapter highlights the methodology of the study, while 

the fourth chapter emphasizes the study’s results. Finally, the last chapter abridges the 

main conclusions and recommendations for further studies. 
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