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Abstract. In a highly competitive Azerbaijani coffee shop market, knowing what drives consumer behaviour is crucial for mar-
keters and businesses looking to separate out from the competition and encourage customer loyalty. The article examines the

effects of brand image, product quality and price on consumer purchase intention. The study is based on marketing theory, con-
sumer behavior theory and the concept of customer-centric marketing. The methods of logical-structural, quantitative, factor and

regression analysis are used. Within the scope of the research, the data were collected through an online questionnaire. The data

set of the study is represented by data from an online survey of 298 customers of coffee shops in the city of Baku, collected in the

period April-May 2023. According to the findings of the study, brand image, product quality and price, which are independent
variables, have a significant and positive effect on the dependent variable, the purchase intention. The results contribute to the

understanding that businesses need to focus on building a strong brand image in order to increase consumer purchase intention.
By gaining a deeper comprehension of the factors influencing the purchasing decisions of customers, businesses can create more

effective marketing campaigns, increase their market share, develop a solid market position and build consumer loyalty in an

increasingly competitive environment. The study adds to the ongoing discussion about customer-centric marketing by throwing

new insight on the elements that influence consumer behaviour.
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JleTepMHHaHTHI MOKyNAaTe/JIbCKUX PeleHuH

Ha pbIHKe KodeeH A3epbaiiKaHa

M.K. MaHcyp3aga', b. lycenunn?3

T AreHTCTBO MHHOBALMI 1 LMdPOBOTro passuTus, r. baky, AsepbaiigxaH
2 Azepb6aiigPKaHCKIMN roCy[apCcTBEHHbIN SKoHoMMYeckuin yHusepcuteT (UNEC), . Baky, Asep6aingxaH
3locymapcTBEHHOE areHTCTBO 3aHATOCTY HaceneHus AsepbaigxaHa, r. baky, AsepbaingxaH

AHHOTauuA. Ha BbICOKOKOHKYPEHTHOM pbiHKe KodeeH AsepbaiifkaHa 3HaHWe $pakTopoB, onpeAensoLwmx noBegeHme noTpebu-
Tenen, MMeeT peLualoLLee 3Ha4YeHne AN MapKeTOOroB N KOMMAaHWUIA, CTPEMALLMXCA BbIAENUTbCA CPen KOHKYPEHTOB 1 MOBbICUTb
NOANbHOCTb KNMeHToB. CTaTbA HaMpaB/eHa Ha N3yyeHune BANAHUA UMUEKa 6peHa, KauecTa NPOAYKLMI U LieHbl Ha FOTOBHOCTb
notpebuTeneii CoBepWNTL NOKYNKY. MeTogonorua uccnefoBaHna OnvpaeTcs Ha KNacCuyeckyo Teopulo MapKeTWHra, Teopuio
noTpebuTenbCKOro NOBEAEHNA, @ TakKe KOHLeNUMIO KIMEHTOOPUEHTUPOBAHHOIO MapKeTUHra. Micnonb3yloTca MeTofbl IornKko-
CTPYKTYPHOTO, KONNYECTBEHHOTO, GAKTOPHOIO U perpeccMoHHOro aHanm3a. MudopmaumoHHas 6a3a paboTbl npeacTaBneHa gaH-
HbIMV OH/AH-aHKeTUPOBaHNA 298 peCnoHAEHTOB — KIMEHTOB KodeeH T. baky, cobpaHHbIMUM B anpene — mae 2023 r. Pe3ynbTathl
nccnefoBaHNUA CBUAETENbCTBYIOT O 3HAUMMOM NONOXWUTENbHOM BAUAHUM UMUAXA OpeHAa, KauecTBa NPOAYKTa 1 YPOBHSA LieHbl Ha
HamepeHue NoTpebuTena CoBepLUNTb NOKYNKY. CAenaH BbIBOA O TOM, UTO A4/1A NOBbILEHUA BEPOATHOCTI NOKYNKN NPEANPUATAAM
HeobX0AMMO COCPEAOTOUNTLCA Ha CO3LaHNU CUNIbHOTO MMMIXa 6peHfa. YrnybneHHoe noHMmaHve GakTopoB, BAUAOLWMX Ha No-
Tpebutenbckoe NoBeAeHVe, NPELOCTaBNT KOMNAHWAM AOMNOSHUTENbHbIE BOSMOXHOCTY N0 pa3paboTke 3GdeKTNBHLIX MapKeTH-
rOBbIX CTPATErniA, yBENNYEHWNIO AOMN PbIHKA, YKPEMIEHUIO PbIHOYHbIX MO3ULUIA 1 IOAIHOCTW KIIMEHTOB B YCNIOBUAX MOCTOAHHO
pacTyLlell KOHKYPeHLUMWU. BbiBOAbI cCnefoBaHNA BHOCAT BKa B Pa3BuTMeE KOHLENLMN KIMEHTOOPUEHTNPOBAHHOIO MapKeTUH-
ra 3a cyeT onpefeneHna SNeMEHTOB, NIexallyx B OCHOBE pelleHns noTpebutenen o nprobpeteHnn NpoayKTa.

KnioueBble cnoBa: noBefeHne notpebuteneii; peleHne o NOKynKe; UMK 6peHAa; KauecTBO NPOAYKTa; LIeHa; PbIHOK KodeeH;
AzepbaigxaH.

Nudopmauyumsa o ctatbe: noctynuna 23 anpena 2024 r,; gopabotaHa 14 nioHaA 2024 r,; opobpeHa 26 nioHA 2024 T.

Ccbinka ana yutupoBaHmna: Mansurzada M.K., Huseynli B. (2024). Determinants of consumer buying decisions: Evidence from
Azerbaijani coffee shop market // YnpaeneHeu. T. 15, N2 4. C. 81-91. DOI: 10.29141/2218-5003-2024-15-4-7. EDN: YTPOMT.

81

UPRAVLENETS/THE MANAGER 2024. Vol. 15. No. 4




82

YNPABAEHEL, 2024. Tom 15. Ne 4

MapKETVIHFOBbIe cTpaterun n NnpakTnkn

INTRODUCTION

Understanding the factors that influence consumer pur-
chasing decisions is essential for business owners and
marketers seeking to differentiate their offerings and cre-
ate brand loyalty in the highly competitive coffee shop
industry. In recent years, brand image, product quality,
and pricing have emerged as significant influences on
consumer behaviour and buying decisions. Consumers’
perceptions of a coffee shop’s brand image, such as its
general reputation, perceived ambience, customer ser-
vice, and overall experience, are crucial to the formation
of strong emotional connections with coffee brands. A
positive brand perception influences consumers’ per-
ception of the quality and value of coffee products and
fosters brand loyalty. An unfavourable brand image, on
the other hand, may undermine consumer trust, thereby
diminishing their interest and support.

In a competitive market, brands are crucial to a com-
pany’s survival. Future marketing will increase brand com-
petition, which is the competition to captivate consumers
through a brand. The brand is not only referred to as a
name, logo, or symbol but also as the consumer’s percep-
tion of the product’s value. Brand plays a huge part in a
company’s survival by attracting potential customers in
a competitive market. Brands can perform several crucial
roles in enhancing the lives of consumers and the finan-
cial value of an organization. Bian and Moutinho [2008]
and Zhang [2015] argued that brand image is significant
because it influences a consumer’s purchasing decision
and purchasing behaviour. Consumers typically lack
the time to acquire comprehensive product knowledge
prior to making a purchase decision. Consequently, they
frequently rely on brand image as an extrinsic cue [Lin,
Lin, 2007; Akkucuk, Esmaeili, 2016]. Price factor is the
attributed monetary worth to an item or service. In this
paper, we will analyse the function of the price factor in
marketing, pricing techniques adopted by marketers, and
how these strategies might impact customer behaviour.
Product quality is an important component that impacts
consumers’ purchasing decisions [Bloemer, Kasper, 1995].
Customers frequently assess a product’s quality based
on its performance, dependability, and other character-
istics [Kotler, Armstrong, Opresnik, 2019]. Good product
experiences can result in greater customer satisfaction,
repeat purchases, and positive word-of-mouth referrals,
but poor product experiences can lead to lost sales and a
tarnished reputation.

This study aims to explore and investigate how brand
image, product quality, and pricing impact consumer
purchasing decisions in the coffee establishment indus-
try. To achieve this, we will conduct a thorough review of
the existing literature on the topic, analyse empirical data
to identify the key drivers that influence consumer behav-
iour and purchasing decisions in the coffee shop sector,
and provide valuable insights and recommendations for
coffee shop owners and marketers. Through our research,

we aim to provide a comprehensive understanding of
the factors that drive consumer behaviour in the coffee
shop sector and help coffee shop owners and marketers
to effectively position their brands, improve the quality of
their products, and ultimately increase their market share.
This study contributes to the existing body of knowledge
on consumer behaviour in the coffee establishment in-
dustry and is a valuable resource for business owners and
marketers looking to improve their operations and boost
their profits.

The research is conducted within the framework of
the coffee shop sector in Azerbaijan. Our analysis based
on the recent positive development trend in this industry
adds further significance and relevance to the topic. The
investigation begins with examining brand image, qual-
ity and price and its impact on consumer perceptions
and preferences. They work explores brand reputation,
personality, and associations, as well as the influence of
product quality and price on consumers’ brand percep-
tion and purchasing decisions.

THEORETICAL BACKGROUND

Consumer buying decisions. The buying decision in-
volves the choosing of two or more alternatives [Dowl-
ing, 1986]. When there are several choices with the same
purpose for the goods or services, the buying decision is
very crucial [Amron, Usman, 2016]. Consumers base their
buying decisions on a variety of factors and individual
emotions. The greater the consumer’s impulses and mo-
tivations, the stronger the consumer’s choice to purchase
a specific product.

Businesses must be able to catch consumers’instincts
and inspire them to make purchases [Fall Diallo et al.,
2013]. In addition, they must be able to provide a prod-
uct that satisfies the desires and expectations of consum-
ers. Manufacturers should be able to position their prod-
ucts so that they are relevant to consumers’ purchasing
decisions [Dowling, 1986]. It is difficult for producers to
design items that are in constant demand among con-
sumers. But, in theory, it may be conceivable if manufac-
turers can record customer behaviour in deciding their
preferences.

According to Sangadji and Sopiah [2013], all purchase
decisions are founded on the wants produced when cus-
tomers deliberately select one of possible alternative
behaviours. According to Kotler and Armstrong [2008],
consumer purchasing decisions are inseparable from the
stages consumers go through, namely being aware of the
problems they face until the occurrence of consumer pur-
chase transactions; purchasing decisions are the stage of
the decision-making process where consumers purchase
products.

Brand image. According to Kotler and Keller [2009],
brand image is the process through which an individual
picks, organizes, and analyses incoming information to



produce a meaningful picture. Brand image is defined
as “the amount of knowledge a customer obtains about
a brand via experiences, hears, commercials, packag-
ing, and services, modified by selective perception, prior
beliefs, social conventions, and forgetfulness”. A brand’s
memories may comprise of the attributes and perceived
benefits of the product [Tajdar et al,, 2015].

In other words, brand image is what comes to mind
when a brand name is uttered. Essentially, brand image
conveys the consumer’s ideas and sentiments about a
brand [Roy, Banerjee, 2007]. Another result was that the
brand image had a strong beneficial influence on the
purchase intention of customers [Hermanda, Sumarwan,
Tinaprillia, 2019]. Dobni and Zinkhan [1990] argued that
the product image is the consequence of the interaction
between the product stimuli and the receiver.

Pricing. Pricing is one of the four variables that com-
prise the marketing mix, along with product, promotion,
and place. In marketing, pricing plays an essential part in
determining a business’s profitability. Developing effec-
tive pricing strategies ensures that the price component
is in line with the overall marketing objectives and prod-
uct positioning. Price strategies take customer behaviour,
market developments, and the competitive landscape
into account [Kotler, Armstrong, 2008]. The idea is to es-
tablish such pricing that optimizes profits while preserv-
ing a market advantage.

In the field of marketing, the concept of price factor is
an essential element. This is due to the fact that price has
a significant impact on consumers’ decision-making pro-
cesses. According to Kotler and Armstrong [2008], price
is the volume of money exchanged for goods or services.

Product quality. Product quality refers to a product’s
or service's overall features as well as its capacity to meet
the inferred needs of consumers. According to Kotler
[2005], product quality includes not just the physical fea-
tures of the product but also its capacity to match the ex-
pectations of consumers. According to Lupiyoadi [2001],
consumers will only be satisfied if the product they use
is of good quality. In addition to influencing consum-
ers’ sense of quality, product quality also influences their
opinion of value [Zeithaml, 1988]. Moreover, product
quality impacts brand loyalty and repurchase intentions
[Bloemer, Kasper, 1995].

RESEARCH HYPOTHESIS

Relationship between brand image and purchase inten-
tion. The relationship between brand image and purchas-
ing decision is complex and influenced by several internal
and external factors affecting consumer behaviour. Inter-
nal factors like values, beliefs, and personality traits influ-
ence how consumers perceive and evaluate brand image
[Kotler, Keller, 2012]. External factors such as social norms,
cultural values, and reference groups play an important
role in shaping consumers’ perceptions of brand image
and purchasing decisions [Hofstede, 2001].

Marketing Strategy and Practice

Erdem and Swait [1998] discovered that brand cred-
ibility significantly influences the relationship between
brand image and purchasing decision. A brand’s cred-
ibility and consumers’trust can be enhanced by the prod-
uct’s quality, the brand’s history, and endorsements from
reputable sources. Brand charisma is an additional essen-
tial factor that influences the connection between brand
image and purchasing decision. Keller [1993] found that
consumers are more likely to purchase products from
brands whose personality aligns with their values and
self-concept. Aaker [1997] proposed five dimensions of
brand personality, including sincerity, enthusiasm, com-
petence, sophistication, and ruggedness, that can affect
consumers’ perceptions of a brand and purchasing deci-
sions.

Park, Jaworski and Maclnnis [1986] found that brand
image influences consumers’attitudes and perceptions of
a product, which in turn influences their purchasing deci-
sions. Brand image is a consumer’s view of a brand that is
characterized by brand associations [Keller, 2013]. Brand
image, according to Lau and Phau [2007], is customer trust
in a brand. Brands can offer people a good or positive im-
age, but they can also give them a terrible or negative one.
The brand image is employed as a customer evaluation
in this scenario, which might lead to consumer purchase
intentions. Positive customer views and opinions about a
brand, of course, may lead to purchase intent. Taking all
this into account, we propose the following hypothesis:

H1: Brand image has a positive effect on purchase inten-
tion.

Relationship between product quality and purchase
intention. The relationship between product quality and
buying decisions has been a focal point of consumer be-
haviour research [Kotler, Keller, 2012]. Product quality re-
fers to the extent to which a product meets or transcends
consumer expectations and requirements. Quality is a
crucial factor in the purchase decision process because
it influences the consumer’s perceived value and level of
satisfaction [Oliver, 1980].

According to Kotler and Armstrong [2008], a con-
sumer’s purchase decision is to purchase the most pre-
ferred brand or the buyer’s choice of brand. According to
Garvin [1998], product quality is the capacity of a prod-
uct to outperform contending alternatives from a market
standpoint. Kodu'’s [2013] research discovered empirical
evidence that variable prices, product quality, and service
quality have a significant influence on purchasing deci-
sions simultaneously.

Product quality is the ability of a product to satisfy
the requirements or desires of consumers [Amron, 2017].
Marketers who do not pay attention to the quality of their
products and services will lose as consumers become dis-
loyal. Consequently, product or service sales will likely de-
cline [Amron, Mahmud, 2017]. When marketers prioritize
quality, consumers will be pleased to purchase a product
or service. According to Sebastianelli and Tamimi [2002],
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product quality is the sum of the features and character-
istics of a product or service that are dependent on its
capacity to meet stated or implied requirements. With all
this in mind, we propose testing the following hypothesis:

H2: Product quality has a positive effect on purchase in-
tention.

Relationship between price and purchase intention.
Consumer perception of a product’s price is influenced
by both internal (values, beliefs, etc. [Kotler, Keller, 2012])
and external (social norms, etc. [Hofstede, 2001]) factors.
In addition, consumers do not always make rational pric-
ing and purchase decisions. Several behavioural fallacies,
including anchoring, loss aversion, and the endowment
effect, can cause consumers to make suboptimal deci-
sions and overestimate the significance of price [Tversky,
Kahneman, 1974]. Thus, when establishing prices and
developing marketing strategies to influence consumer
behaviour, marketers must account for the role of these
biases [Thaler, 1985].

Price is a crucial factor in consumer decision-making,
but the correlation between price and purchasing deci-
sions is not always clear. According to [Hinterhuber, Liozu,
2014], the impact of price on purchasing decisions can
vary based on context and individual preferences. For ex-
ample, some consumers may be willing to pay a higher
price for products that they perceive to be of higher quali-
ty or offer greater convenience [Grewal, Monroe, Krishnan,
1998]. Based on the above, we propose the following hy-
pothesis:

H3: Price has a positive effect on purchase intention.

RESEARCH METHODOLOGY

Purpose of the study and research design. This study
seeks to investigate how brand image, comprising ele-
ments such as brand repute, charisma, and associations,
interacts with product quality and price to influence con-
sumers’ overall brand perception. Furthermore, the re-
search aims to determine how these variables collectively
influence the purchasing decisions of consumers. It seeks
to determine the relative importance and weight that
consumers place on brand image, product quality, and
price when making purchasing decisions. Considering all
these, a research model has been proposed (see Figure).

S

Brand image

H2
Product quality —— | Purchase intention
y
Price
Research model

Modenb uccneoosanus

In the coffee shop industry, product quality is a very
important factor influencing consumer perceptions and
satisfaction. Customers anticipate exceptional flavour,
consistency, and freshness in their coffee. In addition to
satisfying consumers’ sensory expectations, high product
quality increases consumer satisfaction, loyalty, and posi-
tive word of mouth. The influence of pricing on consumer
decisions within the industry cannot also be overstated.
Customers determine the perceived value of a cup of cof-
fee by comparing its price to its quality and the entire cof-
fee shop experience.

Measures, population and sample of the study.
The primary data collection is based on a questionnaire
designed to elicit as many responses and pieces of in-
formation as feasible for our research. To test the re-
search model empirically, studies in the literature were
used to measure variables and multi-item scales were
applied. The scales measuring brand image, product
quality, price and purchase intention variables used in
the survey were taken from Amron [2018]. A five-point
Likert scale was used for all measurements (1 = strong-
ly disagree; 5 = strongly agree). The data collection
method consists of administering a questionnaire with
24 questions.

A total of 380 consumers participated in the survey.
However, in order to increase the reliability and validity of
the research, participants were asked a preliminary ques-
tion: “Have you visited any coffee shops in Baku in the last
three months?” Out of 380 participants, 298 consumers
answered “Yes" to this question and continued the survey.
Those who remained on the ground answered “No” and
ended the survey without answering the survey ques-
tions. Table 1 provides a detailed summary of the partici-
pants’ characteristics.

Out of the 298 respondents, most of them were fe-
male, with 192 women making up 64.4% of the sample.
Additionally, more than half of the respondents were sin-
gle, with 162 individuals accounting for 54.4%. 139 of the
respondents hold a bachelor’s degree, which is nearly half
(46.6%) of the sample. Furthermore, 139 (46.6%) respond-
ents were between the ages of 18-25.

Regarding monthly income, 81 respondents report-
ed that their monthly income falls between 0-350 AZN,
which accounts for 27.2% of the sample. Additionally, 133
(44.6%) of the respondents stated that they visit coffee
shops once a month. Lastly, 123 of the respondents are
individual consumers who have been purchasing coffee
of these brands for 1-3 years.

These socio-demographic characteristics are summa-
rized in Table 1. It is important to take note of these sta-
tistics when analysing the preferences and behaviour of
the survey participants. These insights can help brands to
better understand their target audience and tailor their
marketing strategies accordingly.
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Table 1 - Socio-demographic characteristics of respondents RESEARCH RESULTS E
Tabnuya 1 - CoyuaneHo-0emozpacgpuyeckuti npogpue  Validity and reliability analyses. In order to validate the 4
pecnoHOeHmo8  measurement model, a first step was taken to conduct §
confirmatory factor analysis (CFA), as shown in Table 2. All §
Variables Categories FI::rl::::y, Perci/:tage’ items exhibited significant factor loadings, and the vari- g
ables remained unchanged from the original. Convergent &
Gender Male 106 356 validity is confirmed by the fact that all factor loadings of E
Female 192 644 . . . . w
the items used to examine the variables in the research z
_ Single 162 544 model exceed 0.70. Ultimately, all elements inside the &
2{(‘:{::" ?:J:;Sd 1?;’ 422.'73’ model exhibit sufficient reliability and convergent valid- &
Pupil 2 0.7 ity. Based on the literature, the reliability and validity tests g
High school 51 171 indicate that the structures are appropriate for further %
_ Bachelor's degree 139 46.6 analysis [Butcher, Sparks, O'Callaghan, 2002]. The factor
Education Master's degree 100 336 analysis suggests that there are underlying factors that
PhD degree 8 2.7 explain the relationships between the three variables.
18-25 139 46.6 The reliability study used the Cronbach Alpha coeffi-
26-35 68 22.8 cient to assess the internal consistency of the scales [Hair
Age Zg_gg g; 117; et al., 2010]. The Cronbach Alpha coefficient ranges from
56_and over 5 17 0 to 1. The constructs in the study exhibited Cronbach’s
0-350 a1 272 Alpha and composite reliability values that above the sug-
351-700 62 208 gested threshold of 0.70 [Hair et al., 2010]. This statistical
ﬁncr;l:i 701-1,050 52 17.4 measure is used to determine the internal consistency or
(AZN) 1,051-1,400 44 14.8 reliability of a set of items in a questionnaire or test. In
1,401-1,750 2 9.1 summary, the reliability statistics show that brand image,
1,751 and over 32 10.7 . . s .
product quality and price have high internal consistency
How often do g:zg : \‘j'vae)ék 12(;15 385'12 or reliability, while the purchase intention has moderate
you visit coffee Once a month 133 44:6 internal consistency or reliability. Variables, items, factor
shops? Twice a month 36 121 loadings, total variance explained, KMO and Cronbach Al-
How long e than 1 vear N ris pha values are shown ir.\ Table 2.
have you been | " years y 193 3 Hypotheses analysis. It can be seen from the analy-
purchasing 3-6 years 66 221 sis results of the H1 (brand image has a positive effect
coffee of these |\ "1 6 years 38 12.8 on purchase intention) that the p-value is less than 0.001,
brands? indicating that the regression equation is significant.

Table 2 - Results of factor analysis and reliability analysis
Tabnuya 2 - Pesynemamel pakmopHo20 aHanu3a u aHanu3a HadexHocmu

Variables ttems oadings | - explained | “M© | “Aipha

This brand is of high quality .558
This brand has better features than its competitors .688

Brand image I(I;:;g::ir;grl;as an image that differentiates it from its 508 62.604 850 850
This brand is a brand that does not disappoint its customers 619
This brand is one of the best brands in the sector 666
This brand has the highest quality in the market 695
. I always trust this brand when | want high quality coffee 811

Quality . , : - 76.261 836 892
The quality of coffees of this brand is very high 822
The quality of this brand's coffee meets my expectations 723
The prices of this brand are generally reasonable .848

Price The prices paid in this brand fully cover the provided service 813 81.652 .739 .883
The prices of this brand are suitable for me .789
| often visit this brand's coffee shop 718

;lirecrn?cs)i I want to go to this coffee shop again in the near future 767 71.375 .695 .795
Compared to others, this brand's coffee shop is my first choice 656
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The R? value of 0.398 shows that 39.8% of the change in
the purchase intention variable can be explained by the
brand image variable. Additionally, the adjusted R? value
was found to be 0.396. This shows that the model explains
39.6% of the variance in the dependent variable. Accord-
ing to the coefficients analysis results, the independent
variable shows the unstandardized and standardized
coefficients for brand image. The unstandardized coef-
ficient is 0.806. This means that for each unit increase in
brand image, the dependent variable purchase intention
increases by 0.806 units. The standardized coefficient
(beta) is 0.631. This means that brand image has a mod-
erate positive effect on purchase intention. The t-value is
13.983 and is statistically significant (p < 0.001). The con-
fidence interval (95%) of the brand image coefficient is
between 0.692 and 0.920.

According to the results of the regression analysis
of the H2 (product quality has a positive effect on pur-
chase intention), the coefficient of determination (R?) is
0.405. This coefficient means that approximately 40.5%
of the variance in the dependent variable (purchase in-
tention) is explained by the predictor variable (product
quality). The adjusted R? of 0.403 considers the number
of predictors and adjusts for the degrees of freedom.
The standard error of the estimate is 0.58976; this rep-
resents the average distance between the observed val-
ues of the dependent variable and the values predicted
by the regression model. The coefficients analysis result
shows the estimated coefficients for the regression mod-
el. The intercept (constant) is 0.239 with a standard error
of 0.263 and is not statistically significant. The coefficient
of the predictor variable (product quality) is 0.862 and
the standard error is 0.061, which is highly significant
(p < 0.001). This shows that for every unit increase in
product quality, there is an 86.2% increase in purchase
intention after controlling for interference. The 95.0%
confidence interval for the product quality coefficient
ranges from 0.743 to 0.981.

According to the analysis results of the H3 (price has
a positive effect on purchase intention) of the research,
the regression model was statistically significant (F value
193.506 and p < 0.001). This indicates that it provides a
better fit to the data than the intercept-only model. Ac-
cording to the results of the regression analysis, there is
a significant correlation between the independent vari-
able (price) and the dependent variable (purchase inten-
tion) with an R? value of 0.395. This means that 39.5% of

the change in intention to purchase the product can be
explained by changes in price. The adjusted R? value of
0.393 indicates that the model fits the data well, and the
standard error of the estimate is 0.59443. The results of
the coefficients analysis show that the intercept is 1.761,
which means that the intention to purchase the product
is 1.761 when the price is zero. The price coefficient is
0.571.This shows that for every unit increase in price, the
intention to purchase the product increases by 0.571.The
fact that the p-value for this coefficient is less than 0.001
indicates that the coefficient is statistically significant.
Statistical information about the results of the regression
analyses is shown in Table 3.

The regression analysis's findings indicate that there is
a statistically significant and positive relationship, which
is also trending in the direction of the product’s price
increase, between a product’s price and customers’ pur-
chasing intentions. There is also an increase in the pur-
chasing habit of customers. The aforementioned discov-
ery underscores the significance of pricing tactics and
implies that customers attribute higher prices to things
of better quality or attractiveness, hence impacting their
purchasing choices.

DISCUSSION AND CONCLUSION

The focus of the study was to determine the relationship
between brand image, product quality, price, and con-
sumer intent to purchase. A combination of regression
analysis and factor analysis was used to examine the sur-
vey data collected online. All the independent variables,
brand image, product quality, and price, had a significant
and positive effect on the dependent variable, buying in-
tention, according to the study’s findings. The regression
analysis revealed that brand image, product quality, and
price are all significant predictors of intention to purchase.
The factor analysis revealed that the variables quantifying
brand image, product quality, and purchasing decision
were interrelated and could be explained by a small num-
ber of underlying factors.

Although Azerbaijan is an oil-dependent country, the
development of non-petroleum sectors has attracted at-
tention in recent years. Along with supporting the entry
of foreign capital, it makes great efforts to create and de-
velop local enterprises [Ahmadov et al., 2019; Huseynli,
20223, b; Akbarov, 2018; Huseynli, 2023]. The study'’s find-
ings have significant implications for the development of
businesses’ marketing strategies and tactics. To increase

Table 3 - Results of regression analysis
Tabnuya 3 - Pe3ynbmamel pe2peccuOHH020 aHanU3a

Variable Indicator
Independent Dependent t-value Sig. F R R? Adj. R?
Brand image 13.983 0.001 195.520 0.631 0.398 0.396
Product quality Purchase intention 14.188 0.001 201.294 0.636 0.405 0.403
Price 13.911 0.001 193.506 0.629 0.395 0.393




consumers’ intent to purchase, businesses should con-
centrate on establishing a strong brand image, provid-
ing high-quality products, and pricing their products
competitively. By gaining a deeper comprehension of
the factors influencing the purchasing decisions of cus-
tomers, businesses can create more effective marketing
campaigns cantered on enhancing brand image, product
quality, and pricing strategies.

The study emphasizes the significance of knowing
many and diverse elements that drive customer behaviour.
The most important innovation offered by this research
is the empirical measurement of the effects of brand im-
age, product quality and price in coffee shops. Businesses
can obtain a better grasp of these characteristics and de-
sign more effective marketing plans and techniques by
conducting additional research and developing detailed
models. The study’s findings can help organizations de-
velop a solid market position and build consumer loyalty
in an increasingly competitive environment.

Theoretical contribution. One of the most signifi-
cant theoretical contributions of the study is that brand
image, product quality, and price play a significant role
in shaping consumers’ perceptions of a particular brand.
The findings indicate that businesses investing in a strong
brand image, providing high-quality products, and charg-
ing competitive prices are likely to attract more consum-
ers and increase their market share.

The outcomes of the study have broad ramifications
for the marketing industry. The study adds to the ongoing
discussion about customer-centric marketing by throw-
ing new insight on the elements that influence consumer
behaviour. It emphasizes the need of comprehending the
complexity of consumer behaviour and designing mar-
keting strategies and methods that respond to clients' dif-
ferent desires and preferences.

Practical contribution. The study emphasizes the sig-
nificance of comprehending the numerous and intricate
aspects that influence customer behaviour. While brand
image, product quality, and price are important consid-
erations in determining customers’ purchasing intentions,
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a variety of other factors may also be of importance. Cul-
tural differences, societal norms, individual preferences,
and numerous external causes such as economic situa-
tions, political events, and technological breakthroughs
are examples of these.

Businesses may better adapt to their customers’ re-
quirements and preferences by recognizing the relevance
of elements such as brand image, product quality, and
price. This can assist them in developing a loyal consumer
base and establishing a strong market position. Further-
more, the study emphasizes the need of comprehending
the relationship between various elements and their im-
pact on consumer behaviour. While price is an essential
element for many customers, it may not be the only factor
influencing their purchasing decisions. Understanding
the interplay of several aspects and how they influence
one another is important in building efficient marketing
efforts.

Limitation and future research directions. The re-
search was limited to coffee shops, which may not be rep-
resentative of other types of businesses. It is important to
consider that consumer expectations and sector devel-
opment can vary greatly across different industries, and
therefore the methodology used in this study may not be
applicable to all sectors. Future research could explore
the effectiveness of the methodology in other types of
businesses to better understand its potential limitations
and strengths. Additionally, gathering data from a wider
range of sources, such as interviews with business owners
and other customers, may be useful to gain a more com-
prehensive understanding of the research topic.

In addition, the study highlighted the need for addi-
tional research to confirm the stability and validity of the
factor structure and investigate the impact of other fac-
tors on customers’ purchasing decisions. The generaliza-
bility of the study’s findings was limited by a small sample
size and respondents belonging to a specific geographic
region. Future research could address these limitations by
employing a larger, more diverse sample and utilizing al-
ternative data collection techniques.m
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