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Drawing on the theory of dogmatism and personality traits, this research examines the consumers’ shopping
behavior and intentions. We propose a model, which incorporates the precepts of stubbornness and retail pur-
chasing conduct. Data were gathered from 446 shoppers in India and analyzed using partial least squares-
structural equation modelling (PLS-SEM). The findings indicate that consumers’ personality, purchaser
conduct, narrowing conduct, and dependability influence their buying behavior. Moreover, consumers’ pur-
chasing goals are influenced by assurance, customization, brand value, and social appeal. The study has practical

implications for marketing managers who are focusing on customers with dogmatic behavior.

1. Introduction

Dogmatism is a personality trait with which a person believes that
the information, knowledge, experience, and concepts that he/she has
are correct. Their belief is only in their own opinion, despite evidence to
the contrary (Laghari et al., 2016; Sarker et al., 2013). Altemeyer (2002)
describes it as a generally outlandish, unchangeable conviction. The
concept of dogmatism has been widely studied in prior research in the
areas of politics (Al Ganideh & Good, 2016; Rathnayake & Winter 2017)
and religion (Schnabel, 2018). However, some studies discussed how
dogmatism affects customers’ retail shopping behavior (Sidorchuk et al.,
2018; Cavusgil et al., 2018). In the context of marketing, dogmatism
restricts an individual’s openness to unfamiliar products, services, or
ideas (Sharma, 2008). Marketers need to understand trends and psy-
chological thinking in consumer behavior and specifically for young
consumers, and in which situations dogmatism could be a milestone for
change as they are progressive and concern with product brand status
(Kamram, 2012). Understanding customers’ dogmatic behavior is
helpful for marketers, as it helps them to understand how to change the
opinions of individuals who are against a brand.

This study analyzes the factors affecting dogmatism and the effects of
dogmatism on young consumers’ behavioral intentions to shop. We
analyze the effects of personality traits of dogmatism and the related
variables on consumers’ intentions to buy. More specifically, the study

focuses on dogmatism among young consumers, as this segment presents
a challenge for many companies. Young customers think and shop
differently than their parents in terms of their personality traits, shop-
ping behaviors, preferences, and expectations (Sidorchuk et al., 2018;
Mahapatra, 2017; Ameen, Hosany and Tarhini, 2021a). Previous studies
highlighted that the behavior of millennial consumers, particularly
those young consumers in their 20s, is worth examining when studying
buying behavior, as the influential nature of youth tends to bring a shift
in the future market scenario (Boisvert & Ashill, 2018; Cavusgil et al.,
2018; Guo, 2013; Swoboda et al., 2012). The study offers theoretical
contributions as we propose a new model which includes the compo-
nents that cam invoke dogmatism among young consumers. In addition,
the study has practical implications for organizations that are focusing
on targeting young consumers with tendency to demonstrate dogmatic
behavior.

2. Literature review and theoretical foundation
2.1. Theory of dogmatism

In the context of marketing, dogmatism can be defined as the pro-
pensity to set standards without considering proof or assessments of

other individuals toward a particular brand. Advertising strategists need
to comprehend buyers’ decision-making processes in a progressively
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prescient and exhaustive way. Dogmatic consumers may follow their
ideas as blindly as some follow a religion, without first acquiring other
information about the product or the company (Delener, 1990). These
sorts of mental systems underlie various strong feelings and point of
views (Gervais, 2015). When associated with dogmatic belief, buying
behavior varies among individuals, depending on their ethical and
religious backgrounds (Harris, 2014).

Dogmatism influences human behavior, making such people more
confident while purchasing. They tend to stick to the same brand and to
the belief that the selected brand is the only one that will serve their
purpose and satisfy them. Consumers driven by dogmatism do not just
purchase for themselves, they also influence others to purchase the same
product playing their role in formation of a social norm.

Personality is an outcome of the environment surrounding the indi-
vidual (Onu & Garvey, 2014). As the environment surrounding changes,
the individual’s personality and buying behavior change too. The
concept here is that peoples’ buying nature is influenced by the
ecosystem and the background they belong to. There is a relationship
between individuals’ personalities and their buying behavior, which is
essential for companies to understand if they want to rule the market.
Kamran (2012) recommended that the suitability of purchaser demon-
strating dogmatism predicts purchaser reliability, as they are progres-
sively stressed over and concerned with product and status.

Different researchers have described the term dogmatism in different
ways, and their results have proven positive many times when tested
quantitatively (Blake et al., 1970; Sharma, 2008; Goldsmith et al., 2015;
Kossowska et al., 2017). This concept is applied to different contexts
such as personality, buying behavior, and religious effects, as dogmatic
consumers are now open to new changes (Orji et al., 2017). Individuals
who are influenced by dogmatism are usually more concerned with a
brand image and product credibility than those who are not influenced
by dogmatism (Gaustad et al., 2019). Dogmatism is a personality trait
that shows that there is a receptiveness to attempt to embrace new
things which are available. Table 1 provides examples of studies that
have focused on dogmatism.

Dogmatism has been studied using various means in the existing
literature. An assortment of scales has been utilized to quantify it in
various settings. For instance, Troldhal and Powell (1965) considered
the scale of things dependent on a set form of opinion, trying to explain
unyieldingness as a shut psychological style separate from political
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undertones. Webster and Kruglanski (1994) developed a scale for
unyieldingness involving 42 items. The scale included five main areas,
specifically, tendency toward demand, tendency for consistency, defin-
itiveness, burden with vulnerability, and close-mindedness. Jarvis and
Petty (1996) considered individuals’ needs to assess utilizing a 16-things
scale, (e.g., “It is critical to me to hold solid feelings.“). Altemeyer (2002)
proposed a scale for measuring stubbornness based on 20 items.

3. Hypothesis development

This section is designed to develop the theoretical model and to
derive the hypotheses. Fig. 1 demonstrates the model proposed for use in
this study.

3.1. Dogmatism

According to Battaly (2018), dogmatism is a sort of
closed-mindedness. It is a reluctance to connect earnestly with available
options. Furthermore, customers tend to have a belief about their nar-
row mindedness and their resistance for other brands. It also acts as a
close intellectual belief about their choices (German, 2019). Swim-
berghe et al. (2009) found that religious commitment positively in-
fluences loyalty to a specific store. Furthermore, Sharma (2008) showed
that narrow behavior, personality and dogmatism are positively related
to positive buying intention.

Consumer religiosity toward a selected brand is a consequence of
consumer activism and makes consumers more loyal toward it (Arli
et al., 2020). Leak et al. (2015) found that political stances affect con-
sumers’ brand attitudes, leaving them with the germinating thought of
dogmatism (Chan & Ilicic, 2019). This creates negative demeanors
among some consumer segments as they focus to some specific attributes
only. According to Goldsmith et al. (2015), a dogmatic trait showcases
openness and a willingness to adopt new things which is free from any
type of influence. Furthermore, Shimp and Sharma (1987) have pro-
posed a positive relationship between ethnocentrism and dogmatism,
which encourages the urge to try new things. Therefore, we propose:

H1. There is a significant and positive influence of dogmatic behavior
on the purchase intentions of young consumers.

Table 1
Previous studies on the effect of dogmatism.

Author Context Methodology Positive or negative effect ~ Findings

of dogmatism?

Blake et al. Dogmatism and acceptance of new Quantitative Positive effect Dogmatism is positively related to the choice of the products.
(1970) products research

Sharma (2008) Dogmatism and online consumption Quantitative Positive effect, but for The discoveries of the examination demonstrated a negative

research online customers, it is connection between dogmatism and online consumption. Results
negative indicated that people with low dogmatism would, in general, take
part in online utilization essentially more than people with high
dogmatism scores.

Goldsmith et al. Dogmatism and innovativeness Qualitative Positive effect It seems to be right that the nature of dogmatism is free from any
(2015) research political influence and perfect for a mature population.

Orji et al. (2017) Impact of personality factors on Qualitative Negative effect but No significant effect of dogmatism and consumer buying behavior
consumer buying behavior toward research accepts new products because the customers do not buy the same apparel but try new and
textile materials update things regularly.

Gherasim and Client’s characteristics — Behavior Quantitative Positive effect Dogmatic customers are easier influenced to buy products and new
Gherasim factors research brands if presented in advertising in an authoritative manner
(2013)

Ottati et al. The earned dogmatism effects. Quantitative Positive effect Results strongly supported the earned dogmatism hypothesis
(2015) research

Rittik (2013) linking belief inconsistency and Quantitative Positive effect The results are favoring dogmatism
religious commitment with research

dogmatism

Sarker et al. Influence of personality in buying Qualitative
(2013) consumer goods research

Kossowska et al. Many faces of dogmatism Quantitative
(2017) research

Positive effect

Positive effect

There is a high degree of correlation between new products and
diversification and accepting new products.

The results showcase that uncertain intolerance is positively related
to the belief and mindset of dogmatic personalities.
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Fig. 1. Proposed model.

3.2. Personality

Personality is a blend of traits or qualities that all structure an in-
dividual’s unmistakable character (Paul & Srivastava, 2016). When
attempting to understand the buying behavior and intentions of a young
consumer, it is important to understand personality traits (Cervone,
2005). For a considerable length of time, interest has been centered
around recognizing the elements that determine a buyer’s inclination for
local items in contrast to remote items (Fischer & Roth, 2017). Previous
studies found that incautious purchasing is connected to neuroticism
(enthusiastic insecurity; Onu & Garvey, 2014), which indicates that
buyers who experience passionate unsteadiness, nervousness, grumpi-
ness, fractiousness, and trouble are bound to occupy themselves with
reckless purchasing conduct (Shahjehan et al., 2012). According to
Bratko et al. (2013), a dogmatic nature leads to rash purchasing in-
clinations, whereas earlier studies indicated that consumers had
restricted choices (Egan & Taylor, 2010; Lin, 2010). Blake et al. (1970)
found a positive causal relationship between consumers’ personalities
and their adaption to new things on the market which the consumer
wishes to purchase.

It is more worthwhile to focus on young consumers as established
purchasers in terms of their choices (Chawla & Sondhi, 2016). Character
is a prevalent measure for understanding clients’ shopping conduct
(Srinivasan et al., 2002). Purchaser character has been studied in
different settings using diverse assessment instruments; for example,
brand character, store character, and excess (Aaker, 1997; Das, 2014;
d’Astous & Levesque, 2003; Sung et al., 2015). Kollat and Reed (2007)
explain that impulsive purchasing is practically coincidental conduct
when it is related to passionate inclinations in shopping. When assessing
buyers’ inclinations toward their most regular purchases, a breakdown
of socio-segment factors should be considered, as these play an impor-
tant role in purchase behavior and dogmatism. For example: age, sexual
orientation, level of training, and level of income have been identified as
important socio-segment factors (Al Ganideh & Good, 2016; Garcia--
Gallego & Mera, 2016; Fernandez-Ferrin & Bande-Vilela, 2013; Erdogan
& Uzkurt, 2010; Caruana, 1996). Thus, we propose:

Hla. There is a significant and positive influence of consumer per-
sonality on the dogmatic behavior of young consumers.

3.3. Consumer behavior

It is important to understand how consumers select, buy, use, and
services which satisfy their requirements (Ameen, Hosany, & Paul,
2021; Carducci et al., 2020, pp. 581-586; Hill, 2018; Pham and Sun,
2020). Verplanken and Herabadi (2001) found that an inevitable and
impulsive buying are the part of one’s character, which leads to incau-
tious purchasing conduct. In a much-related examination coordinated
by Shahjehan et al. (2012), it was seen that impulsive buying was
well-connected with neuroticism (enthusiastic unsteadiness). This
demonstrates that shoppers who experience insecurity, nervousness,

and fractiousness are bound to display impulsive purchasing conduct,
and if their satisfaction level was met, this turned to dogmatic ten-
dencies. Sharma (2008) stated that narrow behavior, personality, and
dogmatism are positively related to positive buying intentions (Gupta
et al., 2021).

Additionally, the way that character is unswerving and enduring can
assist advertisers as they can try to use personality types to attract
purchasers by perceiving which character traits impact specific shopper
reactions (Madzharov, 2019; Badgaiyan & Verma, 2014; Larsen & Buss,
2010). Dogmatism is a personality trait in which sometimes a person’s
background is a factor in developing such behavior. The individuals
believes that the information, knowledge, experience, and concepts that
they carry are accurate, and they also want others to feel the same (Hult
et al., 2019; Sarker et al., 2013). Therefore, we propose:

H1b. There is a significant and positive influence of consumer buying
behavior on the dogmatic behavior of young consumers.

3.4. Narrowing behavior

Narrowing behavior among consumers refers to the level to which
buyers narrow their list of choices from the available products and re-
sources (Husain et al., 2016). Such narrowing behavior of consumers
helps firms to identify customers’ choices, and they can frame their
future policies accordingly. Consumer buying decisions can vary based
on consumers’ gender, age, attitude, perception, quality, and motivation
(Van der Lans et al., 2016; Oleson, 2004; Schaninger & Danko, 1993).

Personal choices of dogmatic customers are not influenced by their
income or other parameters (Adams & Jiang, 2017; DellaPost et al.,
2015), whereas narrowing behavior creates rigidness in the pattern of
consumption (Klofstad et al., 2012; Eastwick et al., 2009). Previous
studies show a high degree of consistency and rigidness in the choices as
many studies are conducted in Western countries; however, dogmatism
is a global phenomena (Aspelund et al., 2013; Caprara et al., 2006;
Piurko et al., 2011). Hence, we propose:

Hlc. There is a significant and positive influence of narrowing
behavior on the dogmatic behavior of young consumers.

3.5. Trustworthiness of brand

The trustworthiness of a brand refers to the consumers’ belief about
the product. Such a belief can led to dogmatic nature in the consumer.
McGinnies and Ward (1980) explained that a reliable communicator is
more persuasive than an unreliable one, regardless of whether he/she is
an expert or not. Jain and Posavac (2001) contemplated that source
believability affects the receipt of experience claims. The believability,
dependability, and ability of the association emphatically affect cus-
tomers’ frame of mind toward advertising (Goldsmith et al., 2015;
Lafferty et al., 2002; Lafferty & Goldsmith, 1999).

Credibility refers to the quality and other attributes that a brand
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possess, which indirectly affect the overall demand of the brand and
customers’ purchase intentions (Hillenbrand et al., 2019; Amos et al.,
2008; Lafferty et al., 2002). Believability comprises of four components:
skill, trustworthiness, credibility, and reliability, to establish a separate
critical factor for buyers’ intentions (Pecher & van Dantzig, 2016;
Tzoumaka et al., 2014). This shows that customers tend to trust their
own choices. Therefore, we propose:

H1d. There is a significant and positive impact of the trustworthiness
of a brand on the dogmatic conduct of young consumers.

3.6. Assurance

Assurance supplements the impact of affirmation on the buyer’s side
to have a strong belief in certain products. Also, it let them to buy them
blindly. Assurance is the keen determination to buy a specific product
due to reasons such as price, convenience, and need. Swaid and Wigand
(2009) explained that it is necessary to study assurance, personalization,
and consumer behavior to extend the relationship with customers.
Assurance proclaims guarantee and mollify buyers that assistance will
be provided, and that shoppers’ concerns and issues will be settled.
Arcand et al. (2007) argue that assurance is an essential instrument in
helping online customers and making them loyal toward a specific
product or brand (Herhausen et al., 2019; Chung et al., 2018). Kimery
and McCord (2002) consented to apply the outsider’s models and utilize
explicit innovation. Assurance is a critical aspect that is utilized in
website content to influence the buyers and their decisions. Therefore,
we propose:

H2a. There is a significant and positive influence of assurance on the
purchase intentions of youth consumers.

3.7. Customization

Customization refers to the alteration made to a product or service to
suit customers’ specific needs and preferences (Ameen, Hosany, & Paul,
2021; Kim & Han, 2014; Teeny et al., 2020). This can lead to dogmatic
customer behavior, where they will have the exact product of their
choice. Here, promoting products should be based on the consumer’s
buying behavior, which fits as per their needs can increase brand loyalty
(Hughes, 2019). Accordingly, both buyers and sellers gain brand loyalty,
which helps the customer to regularly shop from a particular brand (Lim
et al., 2021; Molesworth et al., 2017; Park & Chen, 2007). Goldsmith
et al. (2015) proposed that brands can succeed quickly if they adjust to
the clients’ perspective, however, the behavior of dogmatic customers
does not shift quickly. Purchase intentions are required for the
acknowledgment of individual conditions, where brands have the
chance to influence customers’ behavior (Ameen et al., 2020; Yang
et al., 2013). Therefore, we propose:

H2b. There is a significant and positive influence of customization on
the purchase intention of the youth.

3.8. Brand value

A brand’s value can be measured in terms of how much extra people will
pay, or how often they choose one brand over the alternatives. It assesses
worth, and such worth sometimes creates a demand for a product in the
eyes of customers who could become dogmatic in nature.

(Orji et al., 2017). Shoppers are more likely to set up long-term re-
lationships with brands if these brands deliver value (Brakus et al.,
2009). Brand esteem is the general assessment of the value of an
extravagant brand (Caridaet al., 2019; Johnson et al., 2019; Lee &
Watkins, 2016; Miller & Mills, 2012; Paul, 2020; Joshi and Garg, 2021).
Brands are increasingly positioning themselves as entities embodied in
pronounced values, and the buyers’ brand esteem fit is evident in cus-
tomers’ endeavors to maintain a specific image (Sichtmann et al., 2019;
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Sodergen, 2021).

According to Hollebeek et al. (2014), it is essential to study brand
value. Brand value and usefulness are necessary for consumers while
purchasing. In addition, the value and satisfaction that a consumer re-
ceives helps the customer to drive their unchangeable behavior toward
their choices (Blessing & Natter, 2019; Halkias et al., 2016; Dimofte
et al., 2008). Value from products influences experiences, similar to the
way that pre-led factors, such as price and brand image influence a
specific purchase (Gielens & Steenkamp, 2019; Moreira et al., 2017).
Combining brand worth and brand-client relationships quantifies cus-
tomers’ views of extravagant brands. Brand extravagance demonstrates
shoppers’ impressions of emblematic glory. Therefore, we propose:

H2c. There is a significant influence of brand value on the purchase
intentions of youth consumers.

3.9. Social appeal

Social appeal is as an influential uniqueness that leads to preferences
among the products and also the buying patterns are influences by social
identities and perception (Persaud et al., 2017; Tariq et al., 2019). The
social appeal of a product is one of the publicizing methodologies that
advertising experts use to convince individuals to purchase an item, or to
pay for assistance. If such behavior can convince customers, they will be
more loyal to that particular brand. Lynn and Harris (1997) revealed
that social appeal can influence customers’ buying behavior. Zahid et al.
(2018) recommended understanding consumers’ purchasing decisions
when strategizing the market (Oliver & Lee, 2010). This conforms to the
changing conduct within an age that shows that customers are more
committed to their choices (Pickett-Baker & Ozaki, 2008). Consumers’
purchase intention has a significant impact on their dogmatic behavior
while buying (Pickett-Baker & Ozaki, 2008Pickett-Baker & Ozaki, 2008)
and it develops a definite tendency in their minds.

Zahid et al. (2018) proposed that consumer conduct concerning
items, decisions, and utilization is extraordinarily impacted by the as-
sessments of others (Bearden & Rose, 1990). Shoppers tend to create and
understand the usefulness of items when they communicate with others
and accumulate dogmatic-related data (Oliver & Lee, 2010). This
change is social appeal agrees with the changing conduct within an age
(Pickett-Baker & Ozaki, 2008Pickett-Baker & Ozaki, 2008), and may
frame a contributing component toward the inclination for dogmatic
products (Banerjee, 1992). For instance, green and recyclable products
are important to environmentally conscious customers and it is part of
their way of living (Pickett-Baker & Ozaki, 2008Pickett-Baker & Ozaki,
2008). Therefore, we hypothesize:

H2d. There is a significant influence of social appeal on the purchase
intentions of young consumers.

4. Method

We adopted a quantitative approach within which data is collected
via a survey. The respondents were selected by Judgmental Sampling.
This was additionally founded on reactions gathered from primary re-
spondents, and afterward, references were taken from them. Responses
were collected from shoppers in shopping centers in the National Capital
Region of India as it has highest number of small and large shopping
centers (Sharma et al., 2020). A total of 1266 polls was disseminated in
this examination. Out of these, 446 useable surveys were created.
Incomplete responses were eliminated from the analysis.

5. Data analysis

A self-report questionnaire was used to collect data from the re-
spondents simultaneously; therefore, after inspecting the measurement
model, a common method variance test was applied to ensure that there
was no common method bias. All the variables were loaded on a single
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factor to evaluate the confirmatory factor analysis (CFA) model’s fitness.
Harman’s (1967) single factor test was employed to identify the possible
presence of variance owing to the common method. The results indi-
cated that a single factor accounted for 26% of the variance, which was
less than 50% (the limit recommended by Podsakoff et al. (2003),
indicating the non-presence of common method variance in data.

We assessed the normality of the data distribution through the
skewness and kurtosis of every item using Statistical Package for the
Social Sciences (Kwon & Trail, 2003).

We initially utilized exploratory factor analysis (EFA) to remove any
irrelevant components identified with shopping thought processes and
to affirm the number of elements removed by eigenvalues (Hair et al.,
2011). A sum of 36 items from unyielding shopping inspirations was
utilized. This brought 10 components with 32 items, and the remaining
four factors were illuminated due to low factor loadings. These 10 ele-
ments altogether explained 69.8% of the variance.

Furthermore, CFA was applied to confirm the extracted elements.
The analysis of the data through CFA confirmed the four proposed
components to quantify narrow-minded shopping intentions. Finally, we
adopted partial least squares-structural equation modelling (PLS-SEM)
to assess our proposed model.

5.1. Profile of respondents

Table 2 shows the profile of the respondents. The participants’ age
ranged from 17 to 29 years. In addition, 56.3% were males, while 43.7%
were females. Furthermore, 29.8% of the participants were married,
while 70.2% were single.

5.2. Measurement model

The structural model was assessed using Smart PLS 3.0 software
(Ringle et al., 2005; Dash & Paul, 2021). Table 3 shows that there are no
issues in terms of reliability as the composite reliability and Cronbach’s
alpha values were above 0.70 (Hair et al., 2011).

In addition, the factor loadings were found to be higher than 0.70 as
per acceptable limits (Hair et al., 2017). The outcomes introduced in
Table 3 show that all the factor loadings have more than 0.7, aside from
variables NB1, CB4, SA3 and PI3 with lower values, so that they were
from the further analysis. The average variance extracted (AVE) value
was measured to access the convergent validity and the results were
found to be above then threshold value of 0.5 (Bagozzi et al., 1991). The
estimation of AVE ranges between 0.538 and 0.720, which is more than
the cutoff estimation of 0.5 (Fornell & Larcker, 1981). Factor loadings
and reliability are reported in Table 3. Discriminant validity results are
given in Table 4.

Results of the structural model estimates are reported in Table 5,

Table 2
Respondents’ profile.
Categories Item Percentage
Gender Male 56.3
Female 43.7
Marital Status Married 29.8
Single 70.2
Education School 8.9
Bachelors 35.1
Masters 22.5
Other 335
Occupation Student 33
Service 31.4
Entrepreneur 23.8
Other 11.8
Income 0-2.5 lakhs 31.2
2.51-5 lakhs 41.1
5-10 lakhs 21.3
10 lakhs and Above 6.4
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Table 3
Factor loadings and reliability.

Factors  Final standardized Composite construct Average variance
loadings reliability extracted

Trustworthiness 0.801 0.574

TR1 0.734

TR2 0.735

TR3 0.803

Narrowing behavior 0.782 0.546

NB1 0.684

NB2 0.702

NB3 0.824

Personality 0.909 669

PER1 0.708

PER2 0.89

PER3 0.925

PER4 0.834

PER5 0.710

Consumer behavior 0.921 0.538

CB1 0.757

CB2 0.76

CB3 0.721

CB4 0.695

Assurance 0.707 0.547

ASU1 0.756
ASU2 0.724
Customization 0.784 0.548
CUS1 0.756
CUS2 0.701
CUS3 0.764

Brand value 0.781 0.544
BV1 0.775
BV2 0.781
BV3 0.651
Social appeal 0.767 0.526
SA1 0.782
SA2 0.742
SA3 0.645
Dogmatism 0.785 0.550
DO1 0.779
DO2 0.699
DO3 0.746
Purchase intention 0.764 0.520
PI1 0.703
P12 0.699
PI3 0.641

whereas Table 4 portrays discriminant legitimacy, which shows that the
relationship between developing relationship esteems was not exactly
the square foundation of the AVE for that build. Aside from this, the
outcomes likewise indicated that there is a positive relationship among
all the dormant factors. This is determined by contrasting the normal
differences clarified (AVE) with the squared connection for each of the
develops (Hair et al., 2011).

5.3. Structural model

For the way investigation, we applied an underlying condition
demonstrating; i.e., PLS displaying utilizing SmartPLS 2.0 (Ringle et al.,
2005). Because of its strength, the factor weighing meant inward
weighing (Henseler & Chin, 2010). Thus, the outcomes show that the
proposed model has sufficient informative force. The normalized root
implies that the square remaining (standardized root mean residual;
SRMR) was discovered to be 0.069, which is beneath the basic estima-
tion of 0.085, bringing about the great informative intensity of the
model (Henseler & Chin, 2010).

The consequences of Table 5 portrayed that overbearing conduct had
a huge and positive effect on young people’s aims to search for all the
sub-gatherings. Subsequently, H1 was acknowledged. Results likewise
showed that reliability has a huge and positive effect on opinionated
shopping conduct. Subsequently, Hla was acknowledged.

Consequences of the way examination indicated that there was a
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Table 4
Discriminant validity results.
Factors M SD Trust NB PER CB AU CUST BV SI DO PI
TRUST 2.98 0.79 0.758
NB 4.14 0.82 -0.131 0.741
PER 4.18 0.74 0.223 —0.069 0.776
CB 3.72 0.85 0.093 —0.021 -0.118 0.733
AU 3.89 0.81 0.342 0.01 0.193 -0.136 0.716
CUST 4.12 0.75 0.104 —0.035 0.071 0.378 0.223 0.723
BV 4.01 0.71 0.067 0.026 0.013 0.147 —0.002 0.003 0.738
SA 4.19 0.82 0.377 -0.032 0.182 —0.006 0.461 0.123 0.041 0.739
DO 4.08 0.77 0.345 0.278 0.146 0.231 0.342 0.090 0.340 0.251 0.742
PI 3.88 0.74 0.299 0.214 0.114 0.141 0.278 0.670 0.576 0.138 0.244 0.721
Note: Diagonal values are the square root of AVE.
that personality, consumer buying behavior, and trustworthiness are
;ablf 5 ¢ h | model found to be the most important factors’, and it also helps in narrowing
esults of the structural mode down the conduct of an individual thus marketers will have a better
Relationship Study chance of survival and profit in the market. Clients look for personality,
Stdp  t-value Results consumer buying behavior, trustworthiness, and narrowing of ideas to
H1 Dogmatic behavior — Purchase intention ~ 0.162  3.377**  Supported assist then‘f in accelerating the sales process. L
Hla Trustworthiness — Dogmatism 0128  2.587**  Supported According to Onu and Garvey (2014), personality is the outcome of
Hlb  Narrowing Behavior — Dogmatism 0.115  2.152*  Supported the environment, and as the environment changes, people’s personal-
Hlc  Personality —+ Dogmatism 0.141  2.984**  Supported ities can change too. Consumers’ dogmatic behavior is an outcome of
Hld  Consumer Behavior — Dogmatism 0.124  2537*  Supported certain personality types. Vakola et al. (2004) state that extroversion,
H2a Assurance — Purchase intention 0.139 2.724* Supported . . .
H2b  Customization — Purchase intention 0119 2.184*  Supported openness, attitude changes, and control of emotions are the constituents
H2c  Brand value — Purchase intention 0.132  2.649**  Supported of personality, and such traits help marketers to have significant insights
H2d  Social Appeal — Purchase intention 0.106  2.094* Supported to establish marketing strategies (Blake et al., 1970). The relationship

Note: *Significant at the p < 0.05 level; **significant at the p < 0.01 level.

huge effect of narrowing conduct over the firm conduct of clients due to
rigidness in the choices and consistency as per dogmatic behavior.
Consequently, H1b was acknowledged. The consequences of way ex-
amination indicated that the character of a shopper has critical and
positive effects on one-sided shopping conduct. Therefore, Hlc was
acknowledged. Further, results indicated that shopper conduct has a
critical and positive effect on clients’ obstinate conduct. Thus, H1d was
acknowledged.

Moreover, confirmation was found to have a critical and positive
effect on the buying expectations of a purchaser while purchasing. In
this way, H2a was acknowledged. After-effects of the way investigation
likewise uncovered that customization has a critical and positive effect
on adolescents’ buy expectations. Accordingly, H2b was acknowledged.
Ultimately, the outcomes portrayed that there is a critical and positive
effect of brand worth and social allure on the buying expectations of the
shopper to purchase. Henceforth, H2c and H2d were acknowledged as
well.

5.4. Common method bias test

A self-report questionnaire was used to collect data from the re-
spondents simultaneously; therefore, after inspecting the measurement
model, a common method variance test was applied to ensure that there
was no common method bias. All the variables were loaded on a single
factor to evaluate the CFA model’s fitness. Harman’s (1967) single factor
test was employed to identify the possible presence of variance owing to
the common method. Results indicated that a single factor accounted for
26% of the variance, which was less than 50% (the limit recommended
by Podsakoff et al., 2003), indicating the non-presence of common
method variance in data.

6. Discussion
The aim of this study is to identify the factors affecting young con-

sumers buying behavior and to recognize the most persuasive compo-
nents of dogmatic behavior among these consumers. The results show

between a dogmatic personality trait and the acceptance of a new
product on the market by the consumer always depends upon the nature
of the product which the consumer wishes to buy. The second most
important factor is consumer buying behavior, which varies from one
person to another (Larsen & Buss, 2010).

Furthermore, Larsen and Buss (2010) explain that advertisers cannot
simply change the buying behavior of customers regarding the products
available in the market. Badgaiyan and Verma (2014) show that one can
impact customers’ buying behavior only if they can relate the product to
their personality of some celebrity or influential person. This gives sig-
nificance to the concept that personality is a trait of dogmatism, and that
while formulating marketing strategies, one cannot ignore its
importance.

Trustworthiness had a significant effect on dogmatism as it impacts
customers’ frames of mind toward the publicizing of the brand (Lafferty
& Goldsmith, 1999). Similarly, credibility indirectly affects the general
demeanor of consumers toward the brand, and buyers’ purchase ex-
pectations (Lafferty et al., 2002). Believability comprises two compo-
nents: skill and trustworthiness.

Dogmatism is the behavior of stating one’s opinions firmly and not
being easily influenced by anyone else, although these choices can be
modified by the passage of time. In general, the young consumers are
reluctant to change their behavior, and in the future, the strategies
which are currently being used by marketers will be obsolete for dog-
matic prospective customers, such as the young consumer segment.
Marketers need to adopt strategies where promotion and marketing are
performed while keeping in mind the dogmatic nature of current cus-
tomers, and also factors like personality, consumer buying behavior,
trustworthiness, and narrowing of ideas. This will give them a new edge
of vision where people are dogmatic and do not want to shift their
choices easier, and this could help marketers better influence other
customers and potential customers too.

7. Theoretical contributions and practical implications
7.1. Theoretical contributions

The theoretical contributions of this study can be summarized as
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follows. It has addressed a gap in the literature, in terms of under-
standing the effect of dogmatism among young consumers on their
purchase intentions. This research has proposed a new conceptual model
integrating the factors affecting dogmatism among this segment of
customers, along with other factors that can directly affect customers’
purchase intentions along the lines of Higgins et al. (2019). The DOG
Scale, as per Altemeyer (2002), need for closure scale (Webster & Kru-
glanski, 1994), need to evaluate (Jarvis & Petty, 1996), and dogmatism
scale (Troldhal & Powell, 1965) formed the basis of the proposed theo-
retical model. Our findings contribute to the existing literature by
identifying and assessing the effects of the antecedents of dogmatism
among young consumers: namely, personality, consumer behavior,
narrowing behavior, and trustworthiness. Furthermore, our findings
indicate that assurance, customization, brand value, and social appeal
should also be taken into consideration when studying customers’ pur-
chase intentions.

7.2. Managerial implications

This research shows that dogmatism is a significant factor for the
user’s consumption and emerging marketing terminology where the
revelations exhibit that young shoppers’ buying objectives are impacted
by affirmation, customization, brand worth, and social allure. Our
research calls for further attention to dogmatism and expanding con-
sciousness of dogmatism among organizations to give more freedoms to
sell. This research helps advertisers to acquire an alternate point of view
for taking a different approach for convincing their customers’ ten-
dencies and necessities, and it can assist them with effectively changing
over it into monetary profit.

Advertisers with a desire to build deals can utilize the findings of this
research to assist them with building up the best technique with regards
to selling items in virtual universes and genuine commercial centers. To
plan a successful technique, advertisers should concentrate on empow-
ering clients to encounter firmness when they are purchasing products
for themselves and other people while being available in a genuine
market universe. This will go a long way to build their desire to buy
items. Also, advertisers should consider the impact of social influence,
since other clients’ convictions and demeanors go a long way in influ-
encing clients’ decisions to buy items. Customization of the decision
while remembering the unyielding conduct of purchasers also ought to
be encouraged as this enables clients to satisfy their requirement for self-
articulation and offers them the opportunity to have personal involve-
ment with the market. Lastly, a simple, precise method for obtaining
items in the market could be formulated with new horizons as a
customized product market in any nation ought to be encouraged. This
should be possible, for instance, by making an intuitive brand nearness
in which clients can communicate both domestic and international
products where different customers are looking forward toward
different products, clients may then experience greater pleasure and
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perceive the tremendous conceivable outcomes for symbol custom-
ization with unreasonable conduct, which can emphatically influence
their aim to shop in the forthcoming business sector situation.

8. Limitations and directions for future research

Despite the significance of this study, it has some limitations, which
can be addressed in future studies. Firstly, our study is based on data
from customers in shopping malls. Future researchers could collect data
from young customers online, and assess the effect of dogmatism on
their use of different technologies as part of their shopping experience.
Furthermore, this research adopted a cross-sectional approach, where
data was collected just at one point in time. Future researchers could
adopt a longitudinal approach, where data is collected at different points
in time and the results are compared. While the focus of this research has
been young customers due to their significance in the market, future
researchers could study the effects of dogmatism on older customers’
purchase intentions and compare the results.

Further, it was found that dogmatic consumers are more stable in
their choice of the brand they are associated with and are capable of
trying new options. Such characteristics of dogmatic consumers could be
examined by the sellers when incorporating strategies for different
areas, different consumers and different products will only generate
profits for them. This study is based on young consumers because the
youth constitute a critical group of consumers. Sellers need to strategize
their marketing policies based on personality, consumer buying
behavior, trustworthiness, and narrowing down the conduct of an in-
dividual. This will help them to survive for a longer period and be more
profitable.

9. Conclusion

Based on buying behavior among consumers, we can conclude that
dogmatic behavior is an important trait of young consumers. This study
has identified the factors that can affect dogmatic traits among young
consumers, which in turn will prove to be a changing agent in the
market. Furthermore, this study provides a plethora of opportunities for
targeting the buying behavior of dogmatic consumers in emerging
markets. This has the potential to set the benchmark for marketing in
developing countries that are offering major portfolios of sales for both
buyers and consumers, who need to be targeted strategically.
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Appendix A
Constructs Measurement items Sources
Narrowing I buy a product made in the home country Guerrero et al. (2014)
behavior I prefer home countries product first, last and foremost

Are you purchasing foreign products in your home country

Trustworthiness Do you Purchase Only native brands Guerrero et al. (2014)
We should purchase products manufactured in our country instead of letting other
countries get rich off us
A true patriot should buy home country products

Personality I am extravert Badgaiyan and Verma (2014); Onuand Garvey, (2014), Swaid and Wigand

I am open to experiment

I control my emotions

I change my attitude

I am serious while shopping

(2009); Mugge et al. (2009)

(continued on next page)
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(continued)

Constructs Measurement items Sources

Customization customized products/services meet my needs better than standard ones Margarita et al. (2006); Swaid and Wigand, 2009
If I have a choice, I prefer to have customized products/services
If the price is similar for standard and customized products/services, I will choose
customized products/services

Assurance The website has adequate security features Swaid and Wigand (2009).

The company behind the site is reputable
Brand value

My brand reflects who I am

1 feel a personal connection to the product of a particular brand
I think a brand help(s) me become the type of person I want to be

Hollebeek et al. (2014)

Social appeal Limited editions hold no unique appeal for me Lynn and Harris (1997)
New products hold little appeal for me until they have been tested in the market
place
1 dislike owning products that everyone else has
Consumer I would buy a product just because it has a usage Hollebeek et al. (2014); Eastman et al. (1999)
behavior I am interested in new products
I would pay more for a product if it had the status
A product is more valuable to me if it has some snob appeal
Purchase If I were going to purchase a product, I would consider buying this brand Bian and Forsythe, S. (2012). Cha (2011) and Pavlou, 2003)
Intentions The probability I would consider buying a specific brand is high
I plan to buy a particular product on regular basics
Dogmatism Once an idea is in my head, I stick with it Ray (1970). Schulze (1962).
My personal beliefs seem to be more right than others
1 would rather agree with someone, even though I know they are wrong, just
because we share a similar opinion
References Caprara, G. V., Schwartz, S., Capanna, C., Vecchione, M., & Barbaranelli, C. (2006).

d’Astous, A., & Levesque, M. (2003). A scale for measuring store personality. Psychology
and Marketing, 20(5), 455-469.

Aaker, J. L. (1997). Dimensions of brand personality. Journal of Marketing Research, 34
(3), 347-356.

Adams, M., & Jiang, W. (2017). Do chief executives’ traits affect the financial
performance of risk-trading firms? Evidence from the UK insurance industry. British
Journal of Management, 28(1), 481-501.

Al Ganideh, S. F., & Good, L. K. (2016). Nothing tastes as local: Jordanians’ perceptions
of buying domestic olive oil. Journal of Food Products Marketing, 22(2), 168-190.

Altemeyer, B. (2002). Dogmatic behavior among students: Testing A new measure of
dogmatism. The Journal of Social Psychology, 142(1), 713-721.

Ameen, N., Hosany, S., & Paul, J. (2021b). The personalisation-privacy paradox:
Consumer interaction with smart technologies and shopping mall loyalty. Computers
in Human Behavior. https://doi.org/10.1016/j.chb.2021.106976, 106976.

Ameen, N., Hosany, S., & Tarhini, A. (2021). Consumer interaction with cutting-edge
technologies: Implications for future research. Computers in Human Behavior, 120,
106761. https://doi.org/10.1016/j.chb.2021.106761

Ameen, N., Tarhini, A., Shah, M., & Madichie, N. O. (2020). Going with the flow: Smart
shopping malls and omnichannel retailing. Journal of Services Marketing, 35(3),
325-348.

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity
endorser effects and advertising effectiveness: A quantitative synthesis of effect size.
International Journal of Advertising, 27(2), 209-234.

Arcand, M., Nantel, J., Arles-Dufour, M., & Vincent, A. (2007). The impact of reading A
web site’s privacy statement on perceived control over privacy and perceived trust.
Online Information Review, 31(5), 661-681.

Arli, D., Gil, L. D. A., & van Esch, P. (2020). The effect of religiosity on luxury goods: The
case of Chilean youths. International Journal of Consumer Studies, 44(3), 181-190.

Aspelund, A., Lindeman, M., & Verkasalo, M. (2013). Political conservatism and left-right
orientation in 28 eastern and western countries. Political Psychology, 34, 409-417.

Badgaiyan, A. J., & Verma, A. (2014). Intrinsic factors affecting impulsive buying
behavior—evidence from India. Journal of Retailing and Consumer Services, 21(4),
537-549.

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in
organizational research. Administrative Science Quarterly, 421-458.

Banerjee, A. V. (1992). A simple model of herd behavior. Quarterly Journal of Economics,
107(3), 797-817.

Battaly, H. (2018). Closed-mindedness and dogmatism. Episteme, 15(3), 261-282.

Bearden, W. O., & Rose, R. L. (1990). Attention to social comparison information: An
individual difference factor Affecting consumer conformity. Journal of Consumer
Research, 16(4), 461-471.

Blake, B., Perloff, R., & Heslin, R. (1970). Dogmatism and acceptance of new products.
Journal of Marketing Research, 7(4), 483-486.

Boisvert, J., & Ashill, N. J. (2018). The impact of branding strategies on horizontal and
downward line extension of luxury brands. International Marketing Review, 35(6),
1033-1052.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is it?
How is it measured? Does it affect loyalty? Journal of Marketing, 73(May), 52-68.

Bratko, D., Butkovic, A., & Bosnjak, M. (2013). Twin study of impulsive buying and its
overlapwith personality. Journal of Individual Differences, 34(1), 8-14.

Personality and politics: Values, traits, and political choice. Political Psychology, 27
(1), 1-28.

Carducci, B. J. (2020). Personality and consumer behavior/Lifestyle analysis. The Wiley
Encyclopedia of Personality and Individual Differences: Clinical, Applied, and Cross-
Cultural Research.

Cavusgil, S. T., Deligonul, S., Kardes, 1., & Cavusgil, E. (2018). Middle-class customers in
emerging markets: Conceptualization, propositions, and implications for
international marketers. Journal of International Marketing, 26(3), 94-108.

Cervone, D. (2005). Personality architecture: Within-person structures and processes.
Annual Review of Psychology, 56, 423-452.

Chan, E. Y., & Ilicic, J. (2019). Political ideology and brand attachment. International
Journal ofResearch in Marketing, 36(4), 630-646.

Chawla, D., & Sondhi, N. (2016). Attitude and consumption patterns of the Indian
chocolate consumer: An exploratory study. Global Business Review, 17(6),
1412-1426.

Das, G. (2014). Store personality and consumer store choice behavior: An empirical
examination. Marketing Intelligence & Planning, 32(3), 375-394.

Dash, G., & Paul, J. (2021). CB-SEM vs PLS-SEM methods for research in social sciences
and technology forecasting. Technological Forecasting and Social Change, 173,
121092.

Delener, N. (1990). The effects of religious factors on perceived risk in durable goods
purchase decisions. Journal of Consumer Marketing, 7(3), 27-38.

DellaPosta, D., Shi, Y., & Macy, M. (2015). Why do liberals drink lattes? American Journal
of Sociology, 120(1), 1473-1511.

Dimofte, C. V., Johansson, J. K., & Ronkainen, I. A. (2008). Cognitive and affective
reactions of U.S. Customers to global brands. Journal of International Marketing, 16
(4), 113-135.

Eastwick, P. W., Richeson, J. A., Son, D., & Finkel, E. (2009). Is love colorblind? Political
orientation and interracial romantic desire. Personality and Social Psychology Bulletin,
35(1), 1258-1268.

Egan, V., & Taylor, D. (2010). Shoplifting, unethical consumer behavior, and personality.
Personality and Individual Differences, 48(8), 878-883.

Erdogan, B. Z., & Uzkurt, C. (2010). Effects of ethnocentric tendency on customers’
perception of product attitudes for foreign and domestic products. Cross Cultural
Management: International Journal, 17(4), 393-406.

Fernandez-Ferrin, P., & Bande-Vilela, B. (2013). Regional ethnocentrism: Antecedents,
consequences and moderating effects. Food Quality and Preference, 30(2), 299-308.

Fischer, P. M., & Roth, K. P. (2017). Disentangling country-of-origin effects: The
interplay of product ethnicity, national identity, and consumer ethnocentrism.
Marketing Letters, 28(2), 189-204.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with
unobservable variables and measurement error. Journal of Marketing Research, 18(1),
39-50.

Garcia-Gallego, J. M., & Mera, A. C. (2016). The region-of-origin effect on the
preferences of financial institution’s customers: Analysis of the influence of
ethnocentrism. Business Research Quarterly, 19(3), 206-218.

Gaustad, T., Samuelsen, B. M., Warlop, L., & Fitzsimons, G. J. (2019). Too much of a good
thing? Consumer response to strategic changes in brand image. International Journal
of Research in Marketing, 36(2), 264-280.

German, K. T. (2019). Dogmatism. In V. Zeigler-Hill, & T. Shackelford (Eds.),
Encyclopedia of personality and individual differences (pp. 1-5). Cham: Springer.



J. Paul et al.

Gervais, W. M. (2015). Override the controversy: Analytic thinking predicts endorsement
of evolution. Cognition, 142, 312-321.

Gherasim, A., & Gherasim, D. (2013). Modeling consumer behavior. Economy
Transdisciplinarity Cognition, 16(2), 57.

Gielens, K., & Steenkamp, J. B. E. (2019). Branding in the era of digital (dis)
intermediation. International Journal of Research in Marketing, 36(3), 367-384.

Goldsmith, R., Clark, R., & Cowart, K. (2015). Dogmatism and innovativeness: A
psychometric evaluation of A new measure of dogmatism for marketing. In
Proceedings of the 2008 Academy of marketing Science (AMS) Annual Conference (pp.
201-205). Cham: Springer.

Guo, X. (2013). Living in a global world: Influence of consumer global orientation on
attitudes toward global brands from developed versus emerging countries. Journal of
International Marketing, 21(1), 1-22.

Gupta, S., Aggarwal, A., & Mittal, A. (2021). Modelling the motivations of millennials.
Online shopping intentions: A PLS-SEM approach. International Journal of Business
and Globalisation, 29(1), 135-147.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed, A silver bullet. Journal
ofMarketing theory and Practice, 19(2), 139-152.

Halkias, G., Davvetas, V., & Diamantopoulos, A. (2016). The interplay between country
stereotypes and perceived brand globalness/localness as drivers of brand preference.
Journal of Business Research, 69(9), 3621-3628.

Harman, D. (1967). A single factor test of common method variance. Journal of
Psychology, 35, 359-378, 1967.

Harris, S. (2014). Waking up: A Guide to Spirituality without religion. New York: Simon and
Schuster.

Henseler, J., & Chin, W. W. (2010). A comparison of approaches for the analysis of
interaction effects between latent variables using partial least squares path
modeling. Structural Equation Modeling, 17(1), 82-109.

Hillenbrand, C., Saraeva, A., Money, K., & Brooks, C. (2019). To invest or not to invest?
The roles of product information, attitudes towards finance and life variables in
retail investor propensity to engage with financial products. British Journal of
Management, 1(1), 1-21.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement in
social media: Conceptualization, scale development, and validation. Journal of
Interactive Marketing, 28(2), 149-165.

Husain, S., Ghufran, A., & Chaubey, D. S. (2016). Relevance of social media in marketing
and advertising. Splint International Journal of Professionals, 3(7), 21-28.

Jain, S. P., & Posavac, S. S. (2001). Pre-purchase attribute verifiability, source credibility,
and persuasion. Journal of Consumer Psychology, 11(1), 169-171 80.

Jarvis, W. B. G., & Petty, R. E. (1996). The need to evaluate. Journal of Personality and
Social Psychology, 70(1), 172.

Johnson, Z. S., Mao, H., Lefebvre, S., & Ganesh, J. (2019). Good guys can finish first: How
brand reputation affects extension evaluations. Journal of Consumer Psychology, 29
(4), 565-583.

Joshi, R., & Garg, P. (2021). Role of brand experience in shaping brand love. International
Journal of Consumer Studies, 45(2), 259-272.

Kamran, S. (2012). Personality influences on customer satisfaction. African Journal of
Business Management, 6(11), 413-414.

Kimery, K. M., & McCord, M. (2002). Third-party Assurances: Mapping the road to trust
in E-retailing. Journal of Information Technology Theory and Application, 4(2), 7.
Kim, Y. J., & Han, J. (2014). Why smartphone advertising attracts customers: A model of
web advertising, flow, and personalization. Computers in Human Behavior, 33(1),

256-269.

Klofstad, C. A., McDermott, R., & Hatemi, P. (2012). The dating preferences of liberals
and conservatives. Political Behavior, 35(1), 519-538.

Kollat, J. B., & Reed, P. (2007). A framework for visually interactive decision-making and
design using evolutionary multi-objective optimization (VIDEO). Environmental
Modelling & Software, 22(12), 1691-1704.

Kossowska, M., Czernatowicz-Kukuczka, A., & Sekerdej, M. (2017). Many faces of
dogmatism: Prejudice as a way of protecting certainty against value violators among
dogmatic believers and atheists. British Journal of Psychology, 108(1), 127-147.

Kwon, H. H., & Trail, G. T. (2003). A reexamination of the construct and concurrent
validity of the psychological commitment to team scale. Sport Marketing Quarterly, 12
(2).

Lafferty, B. A., & Goldsmith, R. E. (1999). Corporate credibility’s role in customers’
attitudes and purchase intentions when A high versus A low credibility endorser is
used in the ad. Journal of Business Research, 44(2), 109-116.

Lafferty, B. A., Goldsmith, R. E., & Newell, S. J. (2002). The dual credibility model: The
influence of corporate and endorser credibility on attitudes and purchase intentions.
Journal of Marketing Theory and Practice, 10(3), 1-11.

Laghari, M., Naidu, R., Xiao, B., Hu, Z., Mirjat, M. S., Hu, M., & Abudi, Z. N. (2016).
Recent developments in biochar as an effective tool for agricultural soil
management: A review. Journal of the Science of Food and Agriculture, 96(15),
4840-4849.

Larsen, R. J., & Buss, D. M. (2010). Personality Psychology: Domains of knowledge about
human nature. London, England: McGraw Hill Higher Education, ISBN 978- 007-
0164-99-4.

Leak, R. L., Woodham, O. P., & McNeil, K. R. (2015). Speaking candidly: How managers’
political stances affect customers’ brand attitudes. The Journal of Product and Brand
Management, 24(5), 494-503.

Lee, J. E., & Watkins, B. (2016). YouTube vloggers’ influence on consumer luxury brand
perceptions and intentions. Journal of Business Research, 69(12), 5753-5760.

Lim, W. M., Gupta, S., Aggarwal, A., Paul, J., & Sadhna, P. (2021). How do digital natives
perceive and react toward online advertising? Implications for SMEs. Journal of
Strategic Marketing, 1-35.

European Management Journal xxx (xxxx) XXX

Lin, L. Y. (2010). The relationship of consumer personality trait, brand personality, and
brand loyalty: An empirical study of toys and video games buyers. The Journal of
Product and Brand Management, 19(1), 4-17.

Lynn, M., & Harris, J. (1997). The desire for unique consumer products: A new individual
differences scale. Psychology and Marketing, 14(6), 601-616.

Mahapatra, S. (2017). Mobile shopping among young customers: An empirical study in
an emerging market. International Journal of Retail & Distribution Management, 45(9),
930-949.

McGinnies, E., & Ward, C. D. (1980). Better liked than right: Trustworthiness and
expertise as factors in credibility. Personality and Social Psychology Bulletin, 6(3),
467-472.

Miller, K. W., & Mills, M. K. (2012). Contributing clarity by examining brand luxury in
fashion markets. Journal of Business Research, 65(10), 1471-1479.

Moreira, A. C., Fortes, N., & Santiago, R. (2017). Influence of sensory stimuli on brand
experience, brand equity, and purchase intention. Journal of Business Economics and
Management, 18(1), 68-83.

Oleson, M. (2004). Exploring the relationship between money attitudes and maslow’s
hierarchy of needs. International Journal of Consumer Studies, 28(1), 83-92.

Oliver, J. D., & Lee, S. H. (2010). Hybrid car purchase intentions: A cross-cultural
analysis. Journal of Consumer Marketing, 27(2), 96-103.

Onu, A. J., & Garvey, M. (2014). Assessing the relationship between personality factors
and consumer buying behavior in south-eastern, Nigeria. International Journal of
Business and Social Science, 5(11), 231-242.

Orji, M. G., Sabo, B., Abubakar, M. Y., & Usman, A. D. (2017). Impact of personality
factors on consumer buying behavior towards textile materials in south-eastern,
Nigeria. International Journal of Business and Economics Research, 6(1), 7-18.

Ottati, V., Price, E. D., Wilson, C., & Sumaktoyo, N. (2015). When self-perceptions of
expertise increase closed-minded cognition: The earned dogmatism effect. Journal of
Experimental Social Psychology, 61, 131-138.

Park, Y., & Chen, J. V. (2007). Acceptance and adoption of the innovative use of
smartphone. Industrial Management & Data Systems, 107(9), 1349-1365.

Paul, J., & Shrivatava, A. (2016). Do young managers in a developing country have
stronger entrepreneurial intentions? Theory and debate. International Business
Review, 25(6), 1197-1210.

Pecher, D., & van Dantzig, S. (2016). The role of action simulation on intentions to
purchase products. International Journal of Research in Marketing, 33(4), 971-974.

Persaud, A., Persaud, A., Schillo, S. R., & Schillo, S. R. (2017). Purchasing organic
products: Role of social context and consumer innovativeness. Marketing Intelligence
& Planning, 35(1), 130-146.

Pickett-Baker, J., & Ozaki, R. (2008). Pro-environmental products: Marketing influence
on the consumer purchase decision. Journal of Consumer Marketing, 25(5), 281-293.

Piurko, Y., Schwartz, S. H., & Davidov, E. (2011). Basic personal values and the meaning
of left-right political orientations in 20 countries. Political Psychology, 32(1),
537-561.

Podsakoff, P. M., MacKenzie, S. B., Lee, J. Y., & Podsakoff, N. P. (2003). Common method
biases in behavioral research: A critical review of the literature and recommended
remedies. Journal of Applied Psychology, 88(5), 879-903.

Rathnayake, C., & Winter, J. S. (2017). Examining the link between social media uses and
gratifications, and political tolerance and dogmatism. Policy & Internet, 9(4),
444-466.

Ringle, C. M., Wende, S., & Will, S. (2005). SmartPLS 2.0 (M3) Beta, Hamburg 2005.

Rittik, S. (2013). Linking belief Inconsistency and religious commitment with dogmatism.
Retrieved July25, 2013.

Sarker, S., Bose, T., Kanti, P. M., & Haque, E. (2013). Influence of personality in buying
consumer goods: A comparative study between neo-freudian theories and trait
theory based on khulna region. International Business and Economics Research, 2(3),
41-58.

Schaninger, C. M., & Danko, W. D. (1993). A conceptual and empirical comparison of
alternative household life cycle models. Journal of Consumer Research, 19(4),
580-594.

Schnabel, L. (2018). More religious, less dogmatic: Toward A general framework for
gender differences in religion. Social Science Research, 75(1), 58-72.

Shahjehan, A., Qureshi, J. A., Zeb, F., & Saifullah, K. (2012). The effect of personality on
impulsive and compulsive buying behaviors. African Journal of Business Management,
6(6), 2187-2194.

Sharma, D. (2008). Dogmatism and online consumption: Examining the moderating role
of trust and value of exchange out come. Marketing Management Journal, 18(1),
63-76.

Sharma, A. K., Singh, A. K., Yadav, A. K., Shukla, A., Krishan, K., Katiyar, S., &
Bhaduri, A. (2020). Mapping Delhi’s weekly markets: An explorative study of hafta
bazaars. Urbanisation, 5(1), 9-16.

Shimp, T. A., & Sharma, S. (1987). Consumer ethnocentrism: Construction and validation
of the cetscale. Journal of Marketing Research, 24(3), 280-289.

Sichtmann, C., Davvetas, V., & Diamantopoulos, A. (2019). The relational value of
perceived brand globalness and localness. Journal of Business Research, 104,
597-613.

Sidorchuk, R., Mkhitaryan, S. V., Musatov, B. V., Meshkov, A. A., & Tultaev, T. A. (2018).
The influence of high-level values on brand preferences of student youth in Russia.
International Journal of Retail & Distribution Management, 46(7), 638-656.

Sung, Y., Choi, S. M., Ahn, H., & Song, Y. A. (2015). Dimensions of luxury brand
personality: Scale development and validation. Psychology and Marketing, 32(1),
121-132.

Swaid, S. I., & Wigand, R. T. (2009). Measuring the quality of E-service: Scale
development and initial validation. Journal of Electronic Commerce Research, 10(1),
13-28.



J. Paul et al.

Swimberghe, K., Sharma, D., & Flurry, L. (2009). An exploratory investigation of the
consumer religious commitment and its influence on store loyalty and consumer
complaint intentions. Journal of Consumer Marketing, 26(5), 340-347.

Swoboda, B., Pennemann, K., & Taube, M. (2012). The effects of perceived brand
globalness and perceived brand localness in China: Empirical evidence on western,
asian, and domestic retailers. Journal of International Marketing, 20(4), 72-95.

Tariq, A., Wang, C., Tanveer, Y., Akram, U., & Bilal, M. (2019). Online impulse buying of
organic food: A moderated (website personality) mediation (social appeal) process.
International Journal of Information Systems and Change Management, 11(1), 3-24.

Teeny, J. D., Siev, J. J., Brinol, P., & Petty, R. E. (2020). A review and conceptual
framework for understanding personalized matching effects in persuasion. Journal of
Consumer Psychology. https://doi.org/10.1002/jcpy.1198

Troldhal, V. C., & Powell, F. A. (1965). A short-form dogmatism scale for use in field
studies. Social Forces, 44(1), 211-214.

Tzoumaka, E., Tsiotsou, R. H., & Siomkos, G. (2014). Delineating the role of endorser’s
perceived qualities and consumer characteristics on celebrity endorsement
effectiveness. Journal of Marketing Communications, 22(3), 307-326.

10

European Management Journal xxx (xxxx) XXX

Vakola, M., Tsaousis, I., & Nikolaou, I. (2004). The role of emotional intelligence and
personality variables on attitudes toward organisational change. Journal of
Managerial Psychology, 19(2), 88-110.

Van der Lans, R., van Everdingen, Y., & Melnyk, V. (2016). What to stress, to whom and
where? A cross-country investigation of the effects of perceived brand benefits on
buying intentions. International Journal of Research in Marketing, 33(4), 924-943.

Verplanken, B., & Herabadi, A. (2001). Individual differences in impulse buying
tendency: Feeling and No thinking. European Journal of Personality, 15(S1), S71-S83.

Webster, D. M., & Kruglanski, A. W. (1994). Individual differences in need for cognitive
closure. Journal of Personality and Social Psychology, 67, 1049-1062.

Yang, C. G., Lee, E. B., & Huang, Y. (2013). The effect of the context awareness value on
the smartphone Adopter’s advertising attitude. Journal of Intelligence and Information
Systems, 19(3), 73-91.

Zahid, M. M., Alj, B., Ahmad, M. S., Thurasamy, R., & Amin, N. (2018). Factors affecting
purchase intention and social media publicity of green products: The mediating role
of concern for consequences. Corporate Social Responsibility and Environmental
Management, 25(3), 225-236.



