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─Abstract─ 

The main reason to conduct this study was to examine the role of social support, 

interdependent self -Construal and E-WOM on subjective norms and repurchase 

intention among university students. This study was designed to gather data from 

university students studying in public sector universities of Kuala Lumpur. Therefore, 

this was a cross-sectional study. The questionnaire was developed in this research that 

was distributed among 576 students using purposive sampling. The usable response rate 

of the questionnaire received back was 59.37%. For the analysis of the data PLS 3 was 

adopted. The findings of the study support that social support,  self -Construal and 

subjective norms are important to shape the purchase behaviour among customers. The 

findings of the study also reveal the mediating effect of subjective Norms. These results 

can be used by the marketers who want to understand the purchase behaviour of the 

Malaysian Students 

Keywords: Purchase behaviour, Repurchase Intention, subjective norms, social support 

1. INTRODUCTION 

Social networking services (SNS) plays a very important role to share information 

among the customers and other shareholders. Most of the relationships developed among 

individuals can be maintained and established through SNS. On the other hand, SNS 

allows customers to share their experiences and develop long term relationships with the 

organizations. WOM is created by sharing information by using different online 

channels (Wu et al., 2016). The same is the case with the students who are involved in 

the studies at the universities. As a result, the relationship is developed among the people 

who develop subjective norms. Moreover, self-construal also affects the emotions of the 

individual positively by emphasizing the factor of social embeddedness. According to 

this view, a person prioritizes its relationship in social networking and take their opinion 

while making purchase decisions (Shim et al., 2016).  

On the other hand, social interaction is an important concept that provides social value 

to the customers. In terms of online shopping, socializing plays a very important role. It 

is because social interaction addresses the basic nature of social experience. Because of 

the word of mouth through different online sources and social interaction, subjective 

norms of the individuals are impacted (Al-Adamat et al., 2019). 
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Most of the online shopping done is done by the students who are studying in the 

universities. Most of the studies conducted in past have focused on the involvement of 

university students in online shopping with the purpose to identify the constraints of 

online shopping. The person who is a smart shopper must make proper analysis before 

getting involved in any purchase behaviour (Chakraborty et al., 2016). Therefore, it is 

important to analyse the factors that can help in creating rebuy intention among the 

university students as they have money constraints and they have to be smart (Abd Aziz 

et al., 2018). 

Therefore, several past studies examined the effect of different factors that can influence 

intention among university students. E-commerce plays a very important role in today's 

shopping online. This factor plays a very important role in the life of people in the 

present era because it has solved the issue of time constraints. To meet the demands of 

online shopping customers, the markets are trying to focus on the needs of their 

customers. They are offering return policies, easy payment methods and free home 

delivery. Therefore, students are paying more attention to online shopping rather than 

physical stores. Without online shopping platforms, it was not possible to imagine e-

commerce (Chelvarayan et al., 2021). The study objective is to examine social support, 

interdependent self -Construal and E-WOM as significant factors influencing subjective 

norms among university students. Along with subjective norms has a significant 

influence on the intention to re-purchase among students at Malaysian universities.  

2. LITERATURE REVIEW 

2.1 Online re-Purchasing Intention of Students 

According to scholars, online repurchase intention shows the customers probability that 

they will be willing to use a certain service or product again in future. Online shopping 

intention shows that it is more likely that customers will get involved in the shopping in 

future. Scholars have pointed that the actual buying behaviour of the customers is 

reflected through the intentions of the customers (Ab Yajid et al., 2020). Moreover, it 

also shows the desire of the customers to buy again from the same service provider by 

using e-services. The future behaviour of the customers is predicted through the post-

purchase intentions of the customers. They are defined as the intention of the customer 

to rebuy the same services or products from the same service provider or the 

organization. Moreover, these customers advocate their positive experiences to their 

friends and family as well (Amirshahi, 2019). 

Moreover, studies have defined customer rebuy intention as the readiness of the 

customer to perform a transaction online. It is important to mention that positive 

outcomes by the customers can be predicted if the evaluation of the product, the search 

of information and the quality of the website meet the criteria of the customer. Most of 

the past studies have assessed loyalty of the customers as the behaviour of the customers 
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in the form of probability to repurchase and in the form of attitude and intention to buy, 

commitment and preference of the brand. Several past studies have defined loyalty in 

the parameters of attitudinal loyalty as well as behavioural loyalty (Mohammad Shafiee 

et al., 2019). This factor is also measured as e-loyalty of the customers, willingness of 

the customers to purchase and repurchase intention as well (Kurup et al., 2018). 

Therefore, the behaviour of online customers can be examined through online 

repurchase intention. The online repurchase intention is the outcome of the variables of 

the framework. This factor defines the reason from which the customers remain engaged 

with the website. There are two basic reasons for which customers desire to stay with 

any service provider through the internet. These factors include customized based and 

desired based. Based on these arguments online repurchase intention is defined as the 

willingness of the consumers' repurchase from the same website again in future (Javed 

et al., 2020). Generally, the repurchase intention of the customers for the website is 

shaped by the attitude and satisfaction of the customers. It is important to understand the 

indirect factors of the repurchase intention to better understand the online behaviour of 

the customers (Hassan et al., 2021). 

2.2 Subjective Norms 

The subjective norms of a person are based on the individual perception regarding what 

actions must be taken and what actions must not be taken in terms of punishment or 

reward which may be obtained from conducting certain behaviour. Therefore, scholars 

have defined subjective norms as the motivation provided to the customers from the 

colleagues, family and friends in the purchase process from the online stores (Kashif et 

al., 2018). Subjective norm is the important construct that plays important role in the 

prediction of customer decisions because customers mostly follow the acts of their role 

models. There are very limited studies that have been examined to identify the factors 

that can help shape the online shopping behaviour of the customers. In this regard, the 

study conducted by Aziz et al. (2020) reported a positive relationship between buying 

online and subjective norms from colleagues, family and friends. 

Subjective norms show the normative norms that are expected from a certain individual 

or the reference group while performing a certain behaviour. Different studies conducted 

in the food industry claimed that the attitude of the customers is significantly affected 

by the subjective norm. One of the main reasons is that the opinion of reference of group 

and people is important for customers. These factors play a very important role in 

shaping the behaviour of the customer while buying a product (Ardakani et al., 2020). 

The survey conducted by the scholars shows that the attitude of the consumer towards 

vitamin supplements and food functionality is positive related to the subjective norms. 

Scholars also analyzed structural equation modelling and pointed that the attitude of the 

customers is positively affecting the customer's attitude towards the food. According to 

scholars, subjective norms plays a very important role to predict the behavioural 

intention of the consumers (Santos et al., 2019). This relationship is confirmed by several 
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research studies that pointed that customers are encouraged to purchase goods based on 

subjective norms. Additionally, scholars asserted that intention to consume the product 

is also increased by the subjective norms as well (Nguyen et al., 2020). 

Researchers also defined subjective norms as the pressure that is imposed by the peers, 

friends and neighbours who can perform the behaviour of interest. Because of these 

actions, the behaviour of the respondents is either indirectly or directly influenced. 

Subjective norms are referred to as the perception of the individuals regarding most of 

the people who are important for the buyer and have thought that certain behaviour 

should be performed or not. Studies have pointed that colleagues, members of the family 

the subjective norms. They have a positive influence on the online purchase intention of 

the individuals (Alessa, 2019).  

Scholars have also proved that the intention of the customers towards ee-commerce is 

significantly affected by subjective norms. The study conducted by George, (2011 

mentioned that satisfaction among online shopping is positively and significantly 

affected by social interaction (Wang et al., 2020). It shows that the level of satisfaction 

among the social shoppers is high with those people with whom they share their social 

experience. According to the findings of the study, subjective norms of the person are 

formed by the social influence which is linked to the belief of the customers and shapes 

the perception (Hasbullah et al., 2016).  

2.3 Social Support 

Social supports are considered as the important source that is given by peers, family or 

friends to help a person. It also has a relationship with the interaction among more than 

one individual so the problematic situation can be solved. As the opposite concept of 

social integration, the support from society covering the qualitative factors of the societal 

relationship (Martinez, 2020). It also includes the perception in the mind of the 

customers that help can be granted from society at the time of need. Therefore, 

researchers have defined social support as the tangible and concrete support which is 

received by the individual. Additionally, it also includes the supporting act of the 

individual provided in the transaction process (Zhu et al., 2016).  

Scholars have defined the factor of social support as the actions performed by the 

individual during the online transaction with the collaboration of peers by using different 

modes of communication like social media. This can involve assistance providing or 

getting support. Social support provided to the customer is the information that leads to 

the belief of the person that other people care about them, respect them and love them, 

as part of society (J. Liu et al., 2020). There are different factors involved in social 

support in the context of the online transaction. These include informational support and 

emotional support. Emotional support has the basic concern with the feelings of the 

individual expressing understanding, showing sympathy and giving value to the 
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customers. On the other hand, informational support is linked to the problems of the 

individuals and generating different ideas to solve the issue (Y. Liu et al., 2020). 

This element is different from the subjective norms that are referred as pressure that is 

born by the individual while performing certain tasks. Whereas social support is referred 

as the support provided by the society in the form of help, assistance and aid to perform 

a certain behaviour (Mapfumo et al., 2020). In different situations, social support is 

perceived as a very important social influencer to shape the intentions of the individual 

(Tavakoly Sany et al., 2021). Social support is among the most frequently used 

constructs to help the person and shape the behaviour of the individual (Liu et al., 2016). 

This indicates that among the social influencers, social support is a very important part. 

The normative social instrument is another construct under this domain (Muhammed et 

al., 2021). The research considered by Doekhie et al. (2020) pointed that social support 

given to the patients plays a very important role to shape their behaviour  

2.4 Interdependent Self-Construal  

In Literature, self-construal is described as the actions, feelings and thoughts of the 

individuals regarding the development of the relationship with others. It also deals with 

the perception of the person regarding self-distinction. It is one of the key concepts of 

self-construal and self-concept which is concerned with differential actions, feelings and 

thoughts between self as flexible who give connectedness as the relationship with others.  

It also includes an irrelevant and autonomous self who gives importance to independence 

(Hofmann et al., 2021). Researchers have pointed to two elements or categories of self-

construal: Interdependent self-construal and independent self-construal. The 

interdependent self-construal deals with the factor of flexibility which focuses on the 

assumption that people have a close link with each other. Interdependent self-construal 

plays a very important role to shape the cognition and motivation of the individual (Lee 

et al., 2015). Past studies have pointed that a person who has a well-developed self-

construal focuses on pursuing fulfilment and belongingness regarding social obligations. 

Interdependent self-construal plays a very important role in influencing subjective 

norms. A person who has strong self-construal will be more responsive to the 

environment. The behaviour of the person is shaped by the attitude of their peers (Kim 

et al., 2021). 

Self-construal is referred as the perspective of the individual to link themselves with 

other people. People who are self-construal perceive themselves as distinct, autonomous 

and independent from other parts of the group. Such individuals pay high value to 

individual achievements, accomplishments, and uniqueness (Kharvi et al., 2020). The 

people who give importance to the subjective norms give value to the advice of the other 

people and get motivations from the others. The scholars have pointed that the level to 

which people give importance to social relationships over self-priorities have to face 

pressure from others. Thus the social relationships are an important part of the 

independent self (Zhao et al., 2014). 
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Past studies conducted by scholars mentioned that subjective norms are positively 

affected by self-construal. It shows that conformity regarding subjective norms is 

positively linked to self-construal. The individuals who have oriented towards self-

construal are more focused on social cohesion and goals. They as a result form the social 

norms. Therefore, the person who adopted self-construal gives more importance to the 

subjective norms (Saracevic et al., 2021). Past studies conducted regarding emotions and 

self-construal pointed that consumers who have more self-construal rely less on their 

personal feelings so the consumption decisions can be taken. It is because the impulsive 

decision of the individual was suppressed by the inter-dependents. They give value to 

adherence, conformity and connectedness to create social norms (Yang, 2018). Thus, 

subjective norms are positively linked with self-construal which in turn shapes the 

behaviour of the individual.  

2.5 Electronic Word of Mouth (e-WOM) 

E-WOM plays a very important role in the sales of goods through online channels and 

the internet. E-WOM points out the positive or negative information provided by 

prospects or current customers regarding the products or internet through the usage of 

the internet. Similarly, the concept of e-WOM may be presented in settings that are 

different (Altounjy et al., 2020). The customers can present their reviews, opinions and 

comments regarding the services and products using different channels. These channels 

include social networking websites, review websites, weblogs and discussion forums. 

According to the researchers, it is very important for the researchers that them pay more 

attention to e-WOM communication (Hodeghatta et al., 2016).  

Several researchers consider the concept of e-WOM as an important element of the 

promotional mix. Before the purchase, of any products, several students prioritized the 

suggestions they received writing from their friends, family, peers or anyone who have 

prior experience in using that service or product (Malla et al., 2020). This type of 

communication is more relevant to the situation of getting information regarding any 

service or product. These opinions provided by the customers who are experienced play 

a very important role to impact the decision-making ability to buy the product. 

Moreover, several buyers always look for comments regarding the services or products 

during the purchase or at the pre-purchase stage. A large number of customers share their 

negative as well as positive reviews regarding their experience to use a service or the 

product (Bartosik-Purgat, 2018). Through continuous and direct interactions with the 

customers, the marketers can derive the customers by effecting e-WOM. Different types 

of platforms that can be used from e-WOM includes SNSs, forums, virtual communities 

of the customers, reviews of the customers at the website, blogs, emails, chat rooms, 

newsgroups, online communities and official websites. Customers can interact with 

other customers through these channels (Park et al., 2019).  

There are no restrictions by the internet from giving comments and reviews regarding 

the services and products on the sites of social networks. It is also possible for students 
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to share their reviews regarding university on social network sites (Balroo et al., 2019). 

Researchers have reported that e-WOM is a more credible source of information than 

the traditional WOM that takes place among individuals. Thus, it has more capability to 

alter the individual. Among the students, e-WOM is the level to which university 

students perceive that the information provided by other students through Instagram, 

YouTube, Twitter and Facebook is reliable (Bataineh, 2015). 

WOM is described as casual and non-business data sharing among the people regarding 

an organization, item or brand. Scholars in past studies pointed that the organizations 

become powerful because of their success in spreading positive WOM. Social pressure 

plays a very important role to affect the subjective norms of others. Thus, motivation is 

provided to people to understand different views of the people (Ikhsan et al., 2020; 

Kembau, 2020).  

Scholars examined electronic WOM among the customers of online shopping and 

assessed its effect on the perceived behavioural control and subjective norms. These 

researchers revealed that external social influence and peer influence is important to a 

factor of subjective norms. The peer influence mostly represents WOM from family, 

colleagues and friends. Whereas external opinion also includes non-personal 

information, media reports and experts (Amron et al., 2018). The results from the studies 

pointed that there is a significant positive relationship between media referent, WOM 

and subjective norms (Aziz et al., 2020) 

3. UNDERPINNING THEORY 

3.1 Theory of Reasoned Action (TRA)  

The theory of reasoned action (TRA) was developed by Ajzen et al. (1977). This theory 

aims to define the relationship between the behaviour and attitude of the actions of the 

individual. This theory is mainly used by the studies in past to understand the way a 

person will act on their already existing attitudes and behavioural intentions. When a 

person decides to be engaged in a certain behaviour, it expects to get some outcomes as 

the result of this action (Bakota, 2020).  The developers of the theory Martin Fishbein 

and Ajzen assume that the conscious decision of the people is based on the factor that 

the way they can behave. Moreover, this is under volitional control. 

From the above literature, the following hypotheses are developed 

H1: Subjective Norms has a positive significant effect on online repurchase intention.  

H2: Social Support has a positive significant effect on Subjective Norms.  

H3: Interdependent self-construal has a positive significant effect on Subjective Norms. 

H4: e-WOM has a positive significant effect on Subjective Norms. 
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Subjective Norms has a positive significant effect on online repurchase intention.  

H5: Social Support has a positive significant effect on RPI.  

H6: Interdependent self-construal has a positive significant effect on RPI. 

H7: e-WOM has a positive significant effect on RPI. 

Mediating Role of Subjective Norms 

H8: Subjective norm is a significant mediator between social support and re-Purchasing 

Intention. 

H9: Subjective norm is a significant mediator between Interdependent self-construal and 

re-Purchasing Intention. 

H10: Subjective norm is a significant mediator between e-WOM and re-Purchasing 

Intention. 

From the above hypotheses following framework is developed 

 

 

 

 

 

 

 

4. METHODOLOGY 

The present research is based on a cross-sectional research design and a quantitative 

research approach. The main purpose of this study was to assess the major determinants 

that can be important to developing RPI among university students of Malaysia 

(Wallenius et al., 2020). Therefore, this study gathered the data from the students who 

were studying in the public sector universities of Kuala Lampur. The data was gathered 

in the form of a questionnaire. The questionnaire was developed on Likert 5 scale as 

researchers proposed that Likert 5 scale is most suitable to get data from the respondents 

(Sekaran et al., 2016). In this scale, 1 propose the strongly disagreeing feedback of the 

respondents, 3 represent the neutral feedback whereas 5 shows the strongly agreed 

feedback of the researcher. The questionnaire was distributed among 576 students. The 

questionnaire received back were 342 showing a response rate of 59.37 percent. The 

gathered data was examined using Smart PLS 3. The items of social support and 

Social Support 

Interdependent 

self-construal 

 
e-WOM 

Subjective 

Norms 
Buying 

Intention 
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subjective norms were adapted from Y. Liu et al. (2020), items of E-WOM were adapted 

from Sirichareechai (2018), the items of RPI were adapted from Ikhsan et al. (2020) and 

the items of SC were adapted from Zhao et al. (2014). 

5. FINDINGS 

The analysis of the data gathered in the previous stage is assessed through SEM. For this 

purpose, smart PLS 3 is used as the tool in this study. Smart PLS 3 is used in many past 

studies for the reason of analysis (Reinartz et al., 2009). The analysis of PLS is 

comprised of two major steps namely measurement model and structural model. The 

measurement model is used to examine the confirmatory factor analysis. It also includes 

the validity and reliability of the data. On the other hand, a structural model is adopted 

to test the proposed relationships among the variables (Ringle et al., 2015). 

As the items of the present study were adapted from the past studies, therefore it was 

very vital to test the validity and reliability of the data (Nasrollahzadeh et al., 2020). For 

this reason, discriminant validity, AVE, factor loading, and composite reliability are 

assessed. All of these measures are examined through smart PLS 3. These tests are 

important to find out any weakness of the data (Cooper et al., 2001). 

 
Figure 2. Measurement Model 
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The analysis began with the factor loading. All of the items have a loading of more than 

0.50 as suggested by (Hair Jr et al., 2010). Therefore, the analysis of the study proceeded 

to the validity of the data assessment. 

Table 1. Factor Loading 

  E-WOM RPI SC SN SS 

E-WOM1 0.910         

E-WOM2 0.911         

E-WOM3 0.899         

E-WOM4 0.901         

E-WOM5 0.857         

RPI1   0.915       

RPI2   0.900       

RPI3   0.915       

RPI4   0.903       

RPI5   0.894       

SC1     0.870     

SC2     0.862     

SC3     0.863     

SC4     0.825     

SC5     0.834     

SN1       0.877   

SN2       0.924   

SN3       0.922   

SS1         0.851 

SS2         0.877 

SS3         0.902 

SS4         0.823 

SS5         0.861 

SS6         0.847 

 

The validity and consistency of the gathered data were justified through CR and 

Cronbach Alpha. The threshold value of CR and Cronbach Alpha is 0.70. The values of 

CR and Cronbach Alpha in table 2 below shows that this criterion is successfully 

established (Hair Jr et al., 2014). 
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Table 2. Reliability 

  Cronbach's 

Alpha 

rho_A Composite 

Reliability 

Average Variance 

Extracted (AVE) 

E-WOM 0.938 0.940 0.953 0.790 

RPI 0.945 0.946 0.958 0.820 

SC 0.905 0.908 0.929 0.724 

SN 0.893 0.896 0.934 0.824 

SS 0.930 0.933 0.945 0.740 
 

The average variance extracted must be more than 0.50 as recommended by Hair Jr et 

al. (2010) to establish convergent validity. As the values of AVE are more than 0.50, 

thus convergent validity is established. After establishing convergent validity, it is 

important to examine the discriminant validity. This test is important to check the 

distinction of the variables. For this test, two approaches were used. The first approach 

is the Fornell et al. (1981) approach. According to this approach values of the square 

root of AVE must be more than the remaining values. The values mentioned in table 3 

depicts that the criteria are met in this test. Later, the table 4 values show the results of 

HTMT which is the second approach of discriminant validity used in the present research 

Henseler et al. (2015). By keeping in view this approach, discriminant validity of the 

data is established because all values of the matrix are below 0.85. 

Table 3. Fornell et al. (1981) 

  E-WOM RPI SC SN SS 

E-WOM 0.896         

RPI 0.628 0.906       

SC 0.438 0.422 0.851     

SN 0.439 0.478 0.479 0.908   

SS 0.668 0.564 0.245 0.489 0.860 
 

Table 4. HTMT 

  E-WOM RPI SC SN SS 

E-WOM           

RPI 0.665         

SC 0.473 0.452       

SN 0.478 0.518 0.532     

SS 0.711 0.599 0.265 0.533   
 

At the end of the measurement model, VIF of the data is examined to check the issue of 

multicollinearity. According to the values in table 5, there is no problem of 

multicollinearity as these values are less than 5 (Hair et al., 2013). 
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Table 5. VIF 

  RPI SN 

E-WOM 2.110 2.109 

RPI     

SC 1.472 1.243 

SN 1.605   

SS 2.053 1.815 

 

After the measurement model structural model is tested to check the proposed 

hypothesis. According to table 6, the relationship of E-WOM and SN are not significant 

as the t value is less than 1.96. Whereas all remaining direct hypotheses of the present 

study is significant.   

Table 6. Direct Results 

  Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation  

T Statistics 

(|O/STDEV|) 

P 

Values 

E-WOM -> RPI 0.354 0.354 0.068 5.170 0.000 

E-WOM -> SN 0.017 0.018 0.102 0.165 0.435 

SC -> RPI 0.143 0.139 0.063 2.251 0.012 

SC -> SN 0.378 0.373 0.082 4.614 0.000 

SN -> RPI 0.145 0.140 0.067 2.172 0.015 

SS -> RPI 0.222 0.230 0.071 3.144 0.001 

SS -> SN 0.385 0.388 0.089 4.311 0.000 

 

The results of mediation results are mentioned in table 7 below. According to the values 

of table 7, SN does not mediate the relationship between E-EOM and RPI. Whereas SN 

mediates the other two relationships i.e., Between SC and RPI and between SS and RPI. 

The test of coefficient of determination establishes the impact of predicting variable on 

the outcome variable. According to Cohen (1988), the R square value of more than 0.27 

is considered stantial. Therefore, the value of R square in this study is also substantial 

i.e., 0.477 and 0.377 

Table 7. In-Direct Results 

  Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation  

T Statistics P Values 

SC -> SN -> RPI 0.055 0.052 0.028 1.974 0.024 

E-WOM -> SN -> 

RPI 

0.002 0.003 0.015 0.158 0.437 

SS -> SN -> RPI 0.056 0.053 0.029 1.964 0.025 
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Table 8. R Square 

  Original Sample (O) 

RPI 0.477 

SN 0.377 

6. DISCUSSION AND CONCLUSION 

In the present era of tough competition in the market, organizations must develop 

repurchase intention among their customers. Such intention is very important for 

university students in terms of online shopping. The factors that can develop RPI among 

university students should be identified so the organizations can focus on these factors. 

The findings of this study point out that E-WOM is an important factor to develop 

repurchase intention among the customers. Thus, E-WOM has a direct effect on RPI. 

This result of the study is similar to the findings of Aziz et al. (2020). Moreover, SC and 

RPI also have a significant positive relationship. This result is similar to the findings of 

(Kim et al., 2021). Moreover, SC and SN also have a strong positive relationship similar 

to the results of (Zhao et al., 2014). 

The findings of the study highlight the importance of subjective norms for the 

development of repurchase intention among the customers. People refer to their peers, 

friends and family to make the purchase decision. These findings are in line with the 

findings of (Nguyen et al., 2020). Additionally, social support also is an important factor 

for the development of RPI among the customers. This result of the study is similar to 

(Muhammed et al., 2021). Social support has a positive effect on subjective norms as 

well similar to the (Liu et al., 2016).  The mediation effect of SN between SC, SS and 

RPI is also confirmed in the present research.  

This study has a few limitations. The effect of the predicting variables on the outcome 

variable is less than 50%. Future studies should try other IVs like culture in future 

studies. Moreover, the moderating role of customer satisfaction can be an interesting 

addition to this model. In the end, this model should also be tested in middle east 

countries. The findings of the study are helpful for the marketers to understand the 

shopping behaviour of university students.  
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