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ABSTRACT 

 

Title: The role of Brand Image of WOOK and Amazon on Purchase Intention, and the mediator 

effect of Perceived Value. 

 

Author: Ana Lúcia Frazão Malta 

 

Young adults are a new generation of consumers, causing likes and dislikes to become daily 

concerns for companies. Millennials and Generation Z’s have integrated e-Commerce into their 

lives, a trend that the COVID-19 pandemic has largely accelerated. A massive boom in online 

book shopping, in a world of brand conscious choices, unveiled literature gaps.  

This study intended to comprehend the Brand Image of a National Online Retailer (WOOK) 

and an International Online Retailer (Amazon), alongside the expected mediating role of 

Perceived Value and moderator role of Authors’ Nationality, together with the characteristics 

of Portuguese Young Adults as consumers, on the Purchase Intent of books. The methodology 

used for this research included secondary and primary data, with a focus group and online 

questionnaire. Four different scenarios were randomly assigned to participants, consisting of 

national retailer/national author, national retailer/international author, international 

retailer/national author, and international retailer/international author. Overall, results revealed 

that Brand Image has a positive impact on Purchase Intention, and that the Brand Image of 

WOOK provokes higher Purchase Intentions than the Brand Image of Amazon. Additionally, 

results showed that Perceived Value has a positive effect on Purchase Intention and that it 

partially mediates the relationship between Brand Image and Purchase Intention. The 

moderation effect of the book Authors’ Nationality was not confirmed.  

This research has particularly important managerial implications to the industry, and shows the 

value of Portuguese brands, as companies could rethink their strategic and marketing decisions, 

and the way they market their brand.  

 

Keywords: Brand Image, Perceived Value, Purchase Intention, Online Book Retailers, Author 

Nationality. 
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SUMÁRIO 

 

Título: O papel da Imagem de Marca da WOOK e da Amazon na Intenção de Compra, e o 

efeito mediador da Perceção de Valor. 

 

Autor: Ana Lúcia Frazão Malta 

 

Os jovens adultos são uma nova geração de consumidores, em que gostos e não gostos se 

tornaram preocupações diárias das empresas. Os Millennials e a Geração Z integraram o e-

Commerce nas suas vidas, uma tendência que a pandemia COVID-19 acelerou largamente. Um 

crescimento exponencial na compra de livros online, num mundo de escolhas conscientes, 

revelou lacunas na literatura. Este estudo pretendeu compreender a Imagem de Marca de 

um Retalhista Online Nacional (WOOK) e de um Retalhista Online Internacional (Amazon), 

simultaneamente com o expectável papel mediador da Perceção de Valor e moderador da 

Nacionalidade dos Autores, em conjunto com as características dos jovens portugueses, na 

Intenção de Compra de livros. A metodologia utilizada incluiu dados secundários e primários, 

com focus group e questionário online. Quatro cenários diferentes foram atribuídos 

aleatoriamente aos participantes, consistindo em retalhista nacional/autor 

nacional, retalhista nacional/autor internacional, retalhista internacional/autor nacional 

e retalhista internacional/autor internacional. Globalmente, os resultados revelaram que a 

Imagem de Marca tem um impacto positivo na Intenção de Compra, e que a Imagem de Marca 

da WOOK provoca maiores Intenções de Compra do que a Imagem de Marca da Amazon. 

Adicionalmente, a Perceção de Valor tem um efeito positivo na Intenção de Compra e medeia 

parcialmente a relação entre Imagem de Marca e Intenção de Compra. O efeito moderador da 

Nacionalidade do Autor do livro não foi confirmado.  

Esta investigação tem implicações importantes para a indústria, mostrando o valor das marcas 

portuguesas, questionando decisões estratégicas e de marketing, e a forma como comercializam 

as suas marcas. 

 

Palavras-chave: Imagem de Marca, Perceção de Valor, Intenção de Compra, Retalhistas 

Online de Livros, Nacionalidade do Autor.   
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CHAPTER 1: INTRODUCTION 

 

1.1 Background 

 

“If one's different, one's bound to be lonely.” – Huxley (2004, p. 149) 

 

If we had to choose a word to describe consumers nowadays it would be “connected”. Internet 

has become an unquestionably integral part of society. According to The Nielsen Company 

(2018), more than half of the global population (4 billion) is connected to the internet, with 85% 

of daily users spending on average six and a half hours online. 

 

We have witnessed a total revolution and recession in traditional stores, shifting into the online 

world. Generally described by all types of businesses conducted over the internet, e-Commerce 

is a rapidly evolving market that offers convenience to consumers (Ramayah et al., 2018; 

Tavares, 2015), as online Shopping can be defined as “a type of e-Commerce where the 

customer buys goods without any intermediary services” (Sulaiman et al., 2017, p. 31).  

 

Within this universe, we have native digital shoppers, who have spent most of their lives 

surrounded by computers and smartphones, with a deep relationship to the online world. The 

young adults of today (between the ages of 18 and 30 years old) are either Generation Y, widely 

known as Millennials, or Generation Z. Using the Pew Research Center categorization, 

Millennials are considered from 1981 to 1996, and Generation Z from 1997 to 2012 (Dimock, 

2019). Hoefel & Francis (2018, p. 2) state that “long before the term influencer was coined, 

young people played that social role by creating and interpreting trends.” Young adults have a 

unique attitude towards brands, preferring brands they can identify with, being conscious about 

the products they buy. Often characterized by low brand loyalty, they look for instant 

gratification, authenticity, and concerns for social causes in brands (Wirokarto, 2013; Cheung 

et al., 2017). To identify these young adults as active consumers that create a relationship with 

brands, the focus of this study will be Portuguese young adults born between 1991 and 2003. 

 

This research addresses both those consumers and one of the most emerging categories in online 

shopping: Books. Books and music became part of the top 3 categories with 49% for global 

online purchasing penetration (The Nielsen Company, 2018).  
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Through websites and apps, companies possess an excellent way of advertising, selling, and 

distributing books, as well as providing a support channel for customers in an easier manner. It 

allows them to deliver lower prices and better services, aiming to increase the perceived value 

of their products, which explains the popularity amongst young adults. These consumers can 

write reviews and get into the sense of community, as it is important for them to read what is 

trending. Young adults often demonstrate herd behavior, buying because they believe that 

specific products must be worth having (Chen, 2007). 

 

When faced with the decision of where to buy a book online, Portuguese young adults have 

various alternatives. The most prominent of them are between the gigantic and international 

Amazon and WOOK, the largest online bookstore in Portugal (Porto Editora, 2021), as more 

consumers are looking at the origin of brands and products before a purchase. 

 

It is expected in this research that a positive Brand Image of online book retailers will lead to 

higher Purchase Intent. It then poses a point of interest to study the relationship between Brand 

Image and Purchase Intention. While Perceived value is expected to have a mediating effect in 

this relationship, purchasing national versus international book authors is anticipated to have a 

moderator role. This highlights the importance of further studying and understanding these 

concepts. 

 

1.2 Problem Statement 

 

The main goal of this dissertation is to comprehend the role of the Brand Image of WOOK, a 

national online retailer, and the Brand Image of Amazon, an international online retailer, on the 

Purchase Intention of books. This role will be studied among Portuguese young adults through 

the mediating role of Perceived Value and the moderator role of National versus International 

authors. The problem statement can be outlined as: 

 

How does the Brand Image of different online book retailers (National vs. International), 

influence the Purchase Intention? 

 

The following research questions were framed to answer the problem statement: 

 

RQ1: How does Brand Image impact the Purchase Intention of Books?  
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RQ2: What are the differences between the National (WOOK) and International (Amazon) 

Brand Images? 

RQ3: What is the influence of Perceived Value in the Purchase Intention of Books? 

RQ4: How does an Author Nationality influence Perceived Value? 

RQ5: What is the main driver of Purchase Intent of Books: Brand Image or Perceived Value? 

 

1.3 Relevance 

 

There has been an outstanding evolution and digital growth in Portugal, with books and movies 

in the top categories sold in e-Commerce (CTT, 2020), a tendency that grew enormously after 

the worldwide pandemic. 

 

The COVID-19 outbreak generated widespread lockdowns, with severe mental health effects 

on individuals worldwide. The book sector was hit hard by the crisis that caused the closure of 

bookshops for many months. This was only part of extensive consequences on the book value 

chain, with book sales going down 80% in Portugal by March 2020. The Portuguese Publishers 

Association decided to run a shelfie challenge at the time, encouraging people to take pictures 

in front of their bookshelves (International Publishers Association, 2020).  

 

Shortly after, online sales experienced a massive growth, accompanied by a digital shift in 

reading habits, with a vast increase in users accessing educational resources for online school 

and work. At least 33% of citizens had read more books while at home and by April 2020, 

online sales in Italy overtook sales in stores for the first time, while in the UK they went up by 

400% (Federation of European Publishers, 2020).  

 

Even with the upscaling digital transformation, there is a limited number of studies examining 

factors that impact the online purchase of books (Lăzăroiu et al., 2020).  

 

Companies are making full use of digital channels to communicate and promote their brands, 

as especially to Millennials and Generation Z’s, the image others have of them is seen as critical, 

giving a strong and positive brand image even more significance (Capelo, 2014). Brands like 

these expand by working with consumer’s perception, in order to create positioning in the 

market. It is therefore extremely relevant to predict young consumers’ perception of brands, 

behavior, and intentions, as they are the power holders in a fast-paced world. Brands and the 
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values attached to them are interlinked with the self-image of individuals and the perceived 

value of products (Baseer et al., 2015; Keller, 2013; Mocanu, 2013). Studying National versus 

International brands, authors, and books alongside these topics, poses a very relevant matter in 

line with what this dissertation aims to understand. 

 

This research intends to support companies within the book industry, and to help formulate new 

business strategies, as it highlights an existing gap in the literature, exploring Portuguese young 

adults’ habits as consumers. Key stakeholders might benefit from this study by leveraging from 

new ideas, improving the purchasers’ satisfaction in future acquisitions, and therefore retain 

consumers and attract new ones. 

 

1.4 Research Methods 

 

With the goal of answering the research questions and the problem stated previously, both 

primary and secondary data were used. Secondary data was collected through extensive 

research and analysis of previous studies, articles, books, databases, and academic journals, to 

gain knowledge of the topics being studied, generate new insights, and provide academic 

validity to the present research. 

 

Moreover, regarding primary data, different techniques were performed, after assuring they 

were appropriate for the study. A focus group was conducted to select the most appropriate 

stimuli to be used. Secondly, a questionnaire based on previous constructs and the main purpose 

of the research, was administered to assess the formulated hypothesis in the literature review. 

The set of questions were structured using Qualtrics and distributed through social media. Using 

non-probability convenience sampling they were answered by the target audience, Portuguese 

young adults, particularly targeting those between the ages of 18 and 30, who are familiar with 

both Amazon and WOOK. Relevant data was collected and analyzed using IBM’s SPSS 28 

statistical software, and treated applying descriptive and inference statistics, with linear 

regression, ANCOVA and PROCESS statistical analysis.  

 

1.5 Thesis Outline  

 

This dissertation is divided into five sections. The second chapter is dedicated to Literature 

Review, with an overview of all relevant concepts and their impact on the Purchase Intention 
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of books, such as Brand Image, Perceived Value, and National vs International constructs. A 

set of hypotheses that were developed to guide this study are present in this section as well as 

the Conceptual Framework. The third chapter describes the Methodology, the procedures for 

obtaining the data through a questionnaire, and its analysis. The fourth chapter, Results and 

Discussion, presents the results and makes a detailed examination of the data, discussing its 

meaning. Regarding the last chapter, Conclusions and Limitations, state the main findings and 

conclusions, with managerial and academic implications, considering the limitations and 

opportunities for further research. 

 

 

 

 

 

 

  



 6 

CHAPTER 2: LITERATURE REVIEW AND CONCEPTUAL FRAMEWORK 

 

This chapter presents the theoretical framework, a starting point as this dissertation aims to 

contribute to the existing literature and to shed new light on the concepts studied. The first part 

of the literature review focuses on Purchase Intention and theories that have been object of 

study, followed by Brand Image, including Brand Image of the retailers’ WOOK and Amazon. 

Afterward, topics such as Perceived Value, and National versus International Brands and 

Products, are discussed. 

 

2.1 Purchase Intention 

 

Purchase Intention (PI) refers to what consumers thinks they will buy and their plan to buy a 

specific product or service within a certain period (Dodds et al., 1991; Sulaiman et al., 2017). 

 

It can be defined as the antecedents that propel the purchase of products and services, varying 

across categories of products and among consumers (Kim J et al., 2004; Putri, 2015). 

 

Reading and purchasing books is a social practice with centuries of existence (Lopes, 2019). 

The existence of the Internet has changed the nature of businesses and therefore the book 

industry structure, with limited book selections in traditional shops and virtually unlimited 

choices online. Pavlou (2003) identified three sequential steps in these online transactions: 

information retrieval, information transfer, and product purchase. 

 

Online PI is a construct related to the strength of a consumer intention to buy online, impacted 

by the degree of trust in brands (Solomon et al., 2006; Yen Chi et al., 2014). Internet book 

reviews can also impact purchasing decisions, assisting consumers by providing useful 

information regarding risk and trust (Lin et al., 2005). Most customers tend to use brand name 

as a substitute for product information when shopping online, suggesting that their PI is higher 

for well-known online book retailers than unknown retailers with the same prices and quality, 

with the brand name and reliability having an important role (Yen Chi et al., 2014). 

 

Understanding consumers’ behavior and shopping motivation is therefore crucial to companies. 

It’s possible to distinguish between utilitarian and hedonic motivation: 
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- Utilitarian Motivation is goal-oriented, decision-effective, and rational. When it comes 

to online book shopping behavior, we can identify four values regarding this kind of 

motivation: cost-saving, convenience, large selection of books, and information 

availability.  

- On the other hand, Hedonic Motivation includes emotional responses, sensory 

pleasures, daydreams, and aesthetic considerations. We can identify values such as: 

exploring new authors and titles, social shopping with or for family and friends, new 

ideas and trends, sense of products and brands, authority and status, as consumers 

choose when and how to buy (Hirschman & Holbrook, 1982; Zhang, 2014). 

 

Throughout the years, the purchase decision path has been the central focus of many studies, 

widely used in academia, marketing and management theories. The Theory of Reasoned Action 

(TRA), developed by Ajzen and Driver in 1975, argues that behavioral intentions generated by 

attitude towards behavior and subjective norms predict and lead actual behavior, according to 

the accessibility of resources and opportunities. Based on this theory, purchase intentions are 

often used to forecast consumer’s actual behavior (Ajzen & Driver, 1991; Ramayah et al., 2018; 

Wee et al., 2014) 

 

Ajzen and Driver (1992), to extend the TRA, presented the Theory of Planned Behavior (TPB), 

which stresses the link between beliefs and behavior (Haque et al., 2015; Ramayah et al., 2018). 

Other theories, such as the Technology Acceptance Model (TAM), see perceived usefulness 

and perceived ease of use as antecedents of intention and key drivers of e-Commerce acceptance 

(Pavlou, 2003). 

 

PI is then an important and complicated predictor in the choice-making buying process of 

consumers (Wagner et al., 2019). Thus, it is extremely relevant to be a dependent variable in 

this study, as it is based on attitudes related to the brand itself or alternative brands, being used 

as a proxy for purchase behavior. 

 

2.2 Brand Image 

 

The American Marketing Association (AMA, 2021, p. 1) defines a brand as a “name, term, 

sign, symbol, or design, or a combination of them, intended to identify the goods and services 

of one seller or group of sellers and to differentiate them from those of competition.”  
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Focusing on the etymology of words, Brand is derived from the “Old Norse word brandr, which 

means to burn, as brands were and still are the means by which livestock owners mark their 

animals to identify them” (Keller, 2013, p. 30). The word Image is derived from the Greek term 

ikon, which “refers to the verbal creation of an almost visible representation of something in 

the mind’s eye” (Stern et al., 2001, p. 204). 

 

By the sixteenth century, European whiskey distillers already used trademarks, signaling the 

source of the product, protecting both the consumer and the maker. However, it was only in the 

twentieth century that branding became a pillar to competitors (Aaker, 1991). 

 

Brand Image (BI) has been long recognized as an essential concept in marketing but without 

agreement on its definition (Gardner & Levy, 1955; Haque et al., 2015; Keller, 2013). BI can 

be defined as “consumers’ perceptions about a brand, as reflected by the brand associations 

held in consumer memory” (Keller, 2013, p. 72). It is therefore a set of strong, favorable, and 

unique associations and beliefs, usually organized in some meaningful way, vital in directing 

consumer behavior (Aaker, 1991; Keller, 1993; Kotler, 2000). 

 

Plummer (2000) argues that there are three main components to BI: product attributes, 

consumer benefits and brand personality, arguing that being either modern or old-fashioned can 

be a crucial element in consumers’ choices. According to the Self-Congruity Theory (Sirgy, 

1982), consumers prefer brands that have a similar image to theirs and develop specific brand 

preferences over time, easing the purchasing decision path.  

 

Plumeyer et al. (2019), discussed the most frequent measurement techniques in a systematic 

review of BI related literature. One of the most used scales developed by Martínez & de 

Chernatony (2004) considers dimensions of BI that weigh into the type of people that consume 

a certain brand and its interest to consumers compared to competing brands.  

 

Companies continue to aim every day to have well-positioned brands and to build an attractive 

and strong BI (Keller, 2013; Kotler, 2000). It is therefore pertinent to study the Brand Image of 

a giant in the book industry, Amazon, and an analogous Portuguese online retailer, WOOK. 
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2.2.1 Brand Image of Wook – National Online Retailer 

 

WOOK is considered the Portuguese Amazon for books (Jornal Público, 2012). First named 

Webboom.pt, the biggest online bookstore in Portugal was launched in 1999, part of Porto 

Editora, the largest Portuguese publisher. Since its foundation in 1944, by Vasco Teixeira and 

a group of academics, Porto Editora continues to be distinguished by the quality of the work it 

develops, guided by excellence and innovation. The e-Commerce space was created to facilitate 

the purchase process through a practical and economical service (Porto Editora, 2021). 

 

The virtual bookstore Webboom.pt became WOOK.pt in 2008, turning into a staple for Portugal 

book lovers. Over the last years, WOOK has expanded its presence in the market with about 1 

million registered customers and a catalog of more than 9 million books and eBooks, including 

Portuguese, Spanish, English and French editions. Currently, WOOK sells to over 90 countries, 

and around 80% of orders are shipped on the same day (WOOK, 2021). WOOK is frequently 

distinguished with prizes and positively mentioned in the media by its pioneer campaigns, even 

giving away free books (LUSA - Agência de Notícias de Portugal, 2008). It is available in a 

mobile version, WOOK Reader reading app, which allows users to access the site anywhere 

and anytime and read eBooks. Consumers can even find vintage references, and all available 

books have discounts of at least 10% (Jornal Público, 2012).  

 

WOOK is also part of the #ECOMMERCEPORTUGAL initiative, a campaign by the Digital 

Commerce Program in favor of Portuguese online commerce, raising awareness for consumers 

to look for and prefer online stores that display its’ seal. This aims to support the growth of the 

national economy in response to the COVID-19 pandemic (Comércio Digital, 2021). 

 

Regarding book prices in Portugal, it is also important to consider the Fixed Book Price Law. 

First approved by Law Decree Nº 176/96, it instituted legal ground in Portugal dedicated to 

books. The main objective aims to set a more rigorous qualification of the terms in which the 

prices are fixed and the books are published, as well as disparities in the book market, to create 

conditions for the revitalization of the sector, adjusting to the technological evolution 

(Inspeção-Geral das Atividades Culturais, 2015). 
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2.2.2 Brand Image of Amazon – International Online Retailer 

 

Now considered the biggest everything store, Amazon began its history in the summer of 1994. 

Jeffrey Bezos became fixated in a statistic about Internet usage – it was growing at 2300% a 

year. He quickly left his corporate job and narrowed down a list of possible products that could 

be sold online. Choosing to start the online retailing of books, Bezos launched a website in July 

of next year. Jeffrey Bezos named the company after the Amazon River in South America, 

picturing that the company’s size would mirror the river’s greatness in the future (Agostino, 

2018).  

 

After only one month of existence, Amazon was shipping books to every corner of the United 

States of America (USA) and 45 other countries, with a website which in 1995 already allowed 

customers to browse and search for a specific book, topic, or author, read book reviews, and fill 

up a virtual shopping basket. Books in stock (mostly best sellers) were mailed the same day 

(Kotha, 1998). 

 

Being the largest e-Commerce platform in the world, it now sells everything from electronics, 

to toys, clothing, or groceries. Amazon is considered to have the best consumer perception of 

any brand, impacting not only its’ competitors, but also drastically influencing the brands that 

it depends upon. Being pointed at for the closure of several bookstores, Amazon has been 

credited with reshaping shopping dynamics and disrupting supply chains (Agostino, 2018; 

Maita, 2018). The Kindle, launched in 2007, revolutionized the book industry, offering 

consumers a handheld device to read books electronically, giving Amazon a whole book 

ecosystem. By the end of 2011, Amazon was selling over 1 million Kindle products per week 

(Agostino, 2018; Keller, 2013). 

 

Some authors also consider that its available customer service leads customers to have a greater 

sense of control and provokes stronger purchasing decisions. However, there have been some 

concerns regarding how Amazon deals with its users’ data, and the use of permission marketing 

(Godin, 1999; Maita, 2018).  

 

Currently, Amazon Portugal does not exist, with most consumers ordering from Amazon Spain 

due to its proximity and the fact it operates in the same currency. In early January of 2021, 

Amazon.es translated its website to Portuguese, allowing easier purchases (TSF, 2021). By May 
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of the same year, Portuguese customers became eligible to subscribe to Amazon Prime, 

benefiting from free shipping (ECO Sapo, 2021). 

 

2.2.3 Hypothesis 

 

H1a: Brand Image of Online Book Retailers will positively impact Purchase Intention. 

H1b: Brand Image of Amazon will have a higher impact on Purchase Intention than Brand 

Image of WOOK. 

 

2.3 Perceived Value 

 

Different customers value different things, the reason why the concept of Perceived Value (PV) 

and the connection between its variables, has been studied for many years (Dodds et al., 1991; 

Grewal et al., 1998).  

 

PV being “the consumer's overall assessment of the utility of a product based on perceptions of 

what is received and what is given” is considered to have a direct effect on consumer’s purchase 

intention, with a high level of PV having a positive influence (Zeithaml et al., 1988, p. 14). It 

is an ongoing relationship between the brand and the consumer (Sweeney & Soutar, 2001). 

 

The PV of a product is therefore deeply associated with price, which will impact the likelihood 

of the purchase. It has long been considered a key factor in consumer choice and is defined as 

what a customer has to give up to acquire a product, which can be objective or perceived (Kim 

et al., 2011). The objective price is the actual monetary price of a product, and the perceived 

price relates to the price that customers themselves infer, which often results in inaccurate 

references. A rare book is often associated with a higher price, making price discounts a careful 

measure, to not damage the perceived quality and value of the goods, and instead lead to high 

purchase intent (Grewal et al., 1998; Zeithaml et al., 1988). The effort of the consumer is also 

considered in PV, regarding costs of time and energy, reflecting on purchasing intentions. 

Companies frequently adopt value-based pricing strategies, adjusting considering competitors 

and the market (Keller, 2013). 

 

Perceived risk and the uncertainty of the purchase, the risk of the book not being delivered in 

the terms and quality agreed or not at all, or of finding a better deal elsewhere, also relates to 
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PV. Companies cannot just boost the respective perceived quality or cut their perceived 

monetary sacrifice since PV is a highly personal construct, and is based on specific 

characteristics, reference points, and previous experiences of the consumer (Keller, 2013; 

Zeithaml et al., 1988). 

 

The value of a brand involves a competitor’s frame of reference, its quality associated with 

intrinsic elements like the book being paperback or hardback, its colors and framing, and 

extrinsic elements like the reputation that a brand holds within its BI, underlying its personal 

core (Aaker, 1996; Zeithaml et al., 1988).  

 

Kim et al. (2011) took as a frame of reference the reliable scales of Dodds et al. (1991) and 

Sirdeshmukh et al. (2002), and measured both the PV and PI in the online context, highlighting 

the link between the two constructs in this matter. 

 

The literature suggests that PV influences the relationship between BI and PI, which scholars 

use to represent actual behavior (Ertemel & Civelek, 2020), showing the relevance in further 

exploring these concepts in a booming market and with prominent consumers. 

 

2.3.1 Hypothesis 

 

H2: Perceived Value mediates the relationship between the Brand Image of Online Book 

Retailers and Purchase Intention.  

 

2.4 National versus International 

 

It is relevant to see the preference of Portuguese consumers between National and International 

brands and products. There is a lot of research to be done in the field of foreign product 

perception. By the 1960s, scholars started to wonder about the importance of anthropology in 

marketing and its impact on the complexities of the consumer decision-making process 

(Dmitrovic & Vida, 2010). 

 

Kim & Pysarchik (2000, p. 282) describe consumer ethnocentrism as what “reflects consumers' 

beliefs about the suitability and virtue of purchasing foreign products.” Highly ethnocentric 

consumers associate the purchase of foreign products with something unpatriotic, and 
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damaging to the domestic economy, devaluating the value of foreign brands and products. In 

contrast, non-ethnocentric consumers value imports more objectively and regardless of country 

origin. 

 

The image of a specific foreign country is an inferred construct, built on cognitive (perceived 

characteristics), affective (a like or dislike of them), and behavioral components (a set of actions 

towards these characteristics) (Laroche et al., 2005; Schooler & Sunoo, 1969). The halo effect 

is prevalent with consumers who stereotype products and brands from specific countries 

according to their own positive or negative images. For example, there is usually a high 

perceived value of brands and products from industrialized countries compared to developing 

countries (Kim & Pysarchik, 2000). This happens more often when consumers are unfamiliar 

with the products or when information is lacking and it is difficult to assess value, which is 

more frequent with online purchases (Dmitrovic & Vida, 2010).  

 

A retailer with a strong BI is associated with a strong and positive image of the brands’ products 

by a transfer of values that consumers associate with the brand (Kremer & Viot, 2012). Several 

authors claim that the greater the degree of congruence between brand image and self-image, 

the better brand’s evaluations are (Postica & Cardoso, 2015). Living in a globalized world, 

brands and retailers often have processes that involve several countries and different cultural 

values. If we consider a national online retailer from a small country like Portugal, it has 

different associations than a large country like the USA.  

 

Global brand names are valuable resources in today’s economies of scale, which sometimes 

implicates worldwide recognition (Gîrboveanu, 2007). In the case of WOOK, as in other 

Portuguese brands, a foreign branding strategy was used to pronounce and write the brand name 

in a foreign language to overcome the problem of rejection of a national product with poor 

associations (Azevedo & Farhangmehr, 2012). 

 

Baumgartner & Jolibert (1978) saw in their studies that French consumers have very strong 

preferences for domestic products, a mirror of their notable nationalism and cultural values. In 

contrast, even though it could be thought that Portuguese consumers have superior perceptions 

of quality associated with foreign products and brands, some authors argue that especially in 

times of economic recession, there is a climate of concern about their own country (Dmitrovic 

& Vida, 2010). This might increase the PI from national retailers and national authors, to boost 
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and support the domestic economy. In a study by Azevedo & Farhangmehr (2012), Portuguese 

consumers preferred Portuguese brands with a foreign name. In the same study, there was a 

preference for products manufactured in Portugal, perhaps due to the above-spoken association 

of Portuguese origin with a developing economy. Currently, the weight of the domestic e-

Commerce market is expected to continue to increase even after the pandemic (CTT, 2020). 

 

This emphasizes again the relevance of the topics that will be considered in this dissertation, 

the Brand Image of two retailers of different origins, as well as the moderating role of Author 

Nationality (AN). 

 

2.4.1 Hypothesis 

 

H3: The Nationality of the Book Author moderates the relationship between the Brand Image 

of Online Book Retailers and Perceived Value. 

 

2.5 Conceptual Framework and Hypothesis 

 

Based on the literature review and concepts above, the following conceptual framework 

summarizes the relationships between the variables and the integral hypotheses that will be 

researched:  

 

Figure 1: Conceptual Framework 

 

The set of hypotheses that were developed to be further tested in this research are as follows: 

 

H1a: Brand Image of Online Book Retailers will positively impact Purchase Intention. 
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H1b: Brand Image of Amazon will have a higher impact on Purchase Intention than Brand 

Image of WOOK. 

H2: Perceived Value mediates the relationship between the Brand Image of Online Book 

Retailers and Purchase Intention. 

H3: The Nationality of the Book Author moderates the relationship between the Brand Image 

of Online Book Retailers and Perceived Value.  
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CHAPTER 3: METHODOLOGY 

 

This chapter describes the methodology used to study and analyze the research questions and 

validate the formulated hypothesis proposed in the literature review. The research approach is 

portrayed below, followed by an outline of the primary and secondary data collected and the 

data analysis techniques used concerning the main research. 

 

3.1 Research Approach 

 

To address the research objectives of this dissertation, different types of research methods must 

be considered: exploratory, descriptive, and explanatory (Kothari, 2004; Saunders et al., 2009). 

 

- Exploratory research is useful to clarify the concepts, and if what is already happening 

can be explained by existing theories, helping in the formulation of the hypothesis. 

- Descriptive research is done when exploring and explaining in more detail the topics 

studied by collecting information that can be qualitative or quantitative. 

- Explanatory research connects the previous methods and establishes causal 

relationships between variables, using quantitative data to explain a specific 

phenomenon. 

 

The Method Triangulation, the use of both qualitative and quantitative data, was applied in this 

dissertation. According to White (2006), quantitative research poses an objective way of 

studying things, using numerical data. In this type of research, a proposition is tested, and a set 

of hypotheses are either accepted or rejected, being deductive from the general situation, as 

inferences can be made about a specific example. On the other hand, qualitative research is a 

non-numerical and descriptive manner of collecting information.  

 

In the initial stages of this dissertation, exploratory qualitative research was done through a 

comprehensive literature review and a focus group, to better understand the constructs and 

answer the proposed problem statement. An online questionnaire was then administered to the 

target audience to test the proposed hypotheses and quantitively analyze the results. 
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3.2 State of the art review  

 

Extensive research and analysis of previous studies was done by gathering articles from top 

academic journals, books, and retrieving secondary data from databases such as the Pew 

Research Center and The Nielsen Company, to gain knowledge of the concepts, refine new 

ideas, and provide academic legitimacy to the present research. This theoretical framework 

supported the building of the conceptual model and is used onwards to interpret primary data 

results. 

 

3.3 Primary Data  

 

To solve the problem at hand, primary data was collected in the form of a focus group and 

online questionnaire. A focus group was conducted to gather opinions for the selection of the 

most appropriate stimuli. A quantitative survey approach was chosen, with questionnaires being 

widely used data collection techniques within this strategy. Defined as a series of questions that 

are answered by respondents, questionnaires can be self-administered when done online. These 

are then quantified and categorized, allowing a large amount of quantitative data to be collected, 

which can be analyzed using descriptive and inferential statistics, to suggest possible 

relationships between variables (Saunders et al., 2009; White, 2006).  

 

3.3.1 Data Collection 

3.3.1.1 Target Population and Sampling 

 

The target population consists of Portuguese consumers. Only those that were familiar with 

WOOK and Amazon were considered in this study. Young Portuguese adults born from 1991 

to 2003 were targeted as they have both knowledge and experience regarding online shopping 

and the brands studied. However, consumers born before 1991 were also allowed to enter the 

questionnaire, to see if any relevant conclusions regarding demographics could be made.  

 

We can divide our target age into two different generations, Generation Y, commonly known 

as Millennials, and Generation Z. In this study, the Pew Research Center categorization was 

used, and Generation Y is considered from 1981 to 1996, while Generation Z is from 1997 to 

2012 (Dimock M, 2019). While there are differences between the two generations, both grew 
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up in a digital era and are not only comfortable with technology but contributed to its 

widespread access, as Gen Z played a major role in the value of social media to brands, whereas 

Millennials witnessed its rise and are deemed responsible for disrupting traditional ways of 

thinking (Smith & Turner, 2017). 

 

To study this population, a sample of its elements was used. The participants of this study were 

chosen by non-probability convenience sampling, a subjective approach best for a definite 

purpose. Only being representative of the population to a certain degree, it is still considered a 

reasonable method when faced with resource and time constraints. The possible bias limitation 

is less important when there is little variation in the population, with a method that deeply relies 

on accessibility (Saunders et al., 2009; White, 2006). It is, therefore, a good sampling 

methodology for the problem statement at hand. 

 

3.3.1.2 Focus Group 

 

A focus group was developed for the purposes of this study. Focus groups involve a small 

number of interviewees of homogenous backgrounds who interactively and informally discuss 

a particular issue, disclosing how participants conceptualize a brand, and providing important 

information in cases of time and cost restrictions. Some drawbacks of the method include the 

necessity of a moderator to guide the conversation and keep the focus, and the influence on the 

outcome by the composition of the group (Plumeyer et al., 2019; Saunders et al., 2009).  

 

During a one-hour length interview, 9 participants of the target population were asked to reach 

a consensus on the adequate stimuli for each group. All the participants were Portuguese young 

adults between the ages of 18 and 30, familiar with both WOOK and Amazon, and of similar 

backgrounds. This was done on the 21st of October by audio-recorded videoconference, with 

the permission of the participants and following a guideline (Appendix 1). Participants were 

asked several questions and shown sixteen potential stimuli through an answer model.  

 

First, there was an icebreaker where participants were welcomed to the session and introduced 

themselves, followed by details and instructions. The participants were then shown different 

screenshots of Amazon.es (reference to Amazon, as pointed in the literature review) and 

WOOK.pt websites with different books to each participant, that they had to contemplate for 2-

3 minutes each, share their point of views, and discuss within the group. 
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The participants decided that best-sellers were adequate to be studied since that the target 

population is likely to want them and can easily relate to a shopping experience involving them. 

Regarding book categories, romance novels were chosen, with A Chave de Salomão by José 

Rodrigues dos Santos and O Retrato de Dorian Gray by Oscar Wilde, selected for the stimuli. 

 

José Rodrigues dos Santos is a 57-year-old Portuguese journalist, well-known to Portuguese 

young adults who see him on the daily news, considered the best-selling novelist in Portugal. 

One of his greatest novels, translated to The Key of Solomon (2014), focuses on topics such as 

life and death itself (Santos, 2019; WOOK, 2021). Oscar Wilde was an Anglo-Irish playwright, 

poet, and novelist born in 1854, in the Victorian era. The Picture of Dorian Gray (1890), his 

only romance and controversial novel aiming at the hypocrisy of society, is considered one of 

the most famous and important works in English literature, continuing to give rise to 

movements today (Frazão, 2021; Tobin, 2019). Both authors are linked in the Teen & Young 

Adults’ books category at Amazon (Amazon.es, 2021a, 2021b). 

 

The results of the focus group were transcribed and summarized (Appendix 2), allowing for the 

development of the following stimuli: 

 

 

Figure 2: Stimuli design 
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The stimuli were available in the original retailer’s website layout and language, and the book 

titles were kept in the Portuguese translation, with a displayed price of 14.99 euros for each 

book so there would be no price differences possibly causing bias. 

 

3.3.1.3 Online Survey  

 

The widely used platform Qualtrics was chosen to develop an online questionnaire. Online 

questionnaires allow flexibility, convenience, a high-speed rate of responses reaching a great 

number of respondents, saving time and costs compared to traditional survey models (Evans & 

Mathur, 2005). Questionnaires also allow respondents to provide answers without an 

interviewer bias. This technique has some limitations, mostly relating to sample selection bias 

and error, some possible technological issues and privacy concerns, and its impersonal 

approach sometimes perceived as spam (Kothari, 2004; Saunders et al., 2009). 

 

By operationalizing variables, we had 22 stimuli, which translated to a target of at least 200 

answers. This is so that the Central Limit Theorem occurs, as “a sample size of 30 or more will 

usually result in a sampling distribution for the mean that is very close to a normal distribution” 

(Saunders et al., 2009, p. 218). The extra 20 per group were designed to ensure that the 

minimum would be met, after removing outliers and manipulation fails. 

 

Prior to the distribution of the survey, it was pilot tested by 5 people to refine the questionnaire 

and guarantee effectiveness, with a few phrases reworded after their feedback. Pilot testing 

ensures that respondents will clearly understand the questions and that there will be no problems 

in data recording, assessing its likely validity and reliability (Saunders et al., 2009).  

 

The questionnaire was available for four days, between the 16th and 19th of November, on Social 

Media platforms (Facebook, Instagram, Whatsapp, LinkedIn). These are broadly used by the 

target population and allowed a fast distribution and collection of 388 responses, from which 

241 were valid. 
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3.3.1.3.1 Research Design 

 

The questionnaire was available in English, as Portuguese young adults are natives of the 

English-speaking online shopping world, and according to Education First (2020), Portugal is 

ranked among the top countries in the world with very high proficiency in English.  

 

The questionnaire was divided into four sections of (1) screening questions, (2) frequency of 

reading and online purchase of books, (3) stimuli with constructs’ measurement and 

manipulation checks and (4) demographics. 7-point Likert scales of Familiarity, Frequency and 

Agreement were used. The complete questionnaire can be consulted in Appendix 3. 

 

Screening questions were asked in the beginning to avoid a lack of representability of the 

sample, relating to the birth year of the participant, nationality, and the level of familiarity with 

WOOK and Amazon. Only respondents that met the criteria continued to the next questions. In 

the questions regarding frequency of reading and online purchase of books, the time frame of 

the past 6 months was selected for more reliable answers. 

 

Only one of the four stimuli was randomly presented to each respondent. While the stimuli 

varied, the set of questions in the second section regarding the topics at hand where the same. 

There were simply randomized in order, to reduce question order bias. Two questions regarding 

the stimuli were asked as a manipulation check, to assess if the independent variable was 

effectively manipulated, as participants often rush through answers without paying attention 

(Hauser et al., 2018).  

 

To motivate participants into answering the questionnaire, at the end of the survey there was a 

choice to anonymously enter an email and have the chance to win a 10 euros gift card. This was 

drawn at the end of the data collection. 

 

3.3.2 Measurement / Indicators 

 

The key measurement indicators that were used to analyze the constructs were adapted from 

authors present in the literature review and are widely used by other scholars. All measures in 

this dissertation used Likert scaling (Likert, 1932), a frequently applied method when 

measuring these constructs. Through a series of statements about the stimuli, respondents assess 
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and indicate the extent to which they agree or disagree with them. Each statement is then 

allocated a numerical score that allows a total summated or means to be calculated for each 

respondent. The easiness of administering and understanding are the main advantages of Likert 

scaling, with the disadvantage of only offering limited information about the constructs 

(Plumeyer et al., 2019). All the constructs were framed positively and applied then a 7-point 

Likert scale, ranging from 1 to 7: 1 - Strongly disagree, 2 – Disagree, 3 - Somewhat disagree, 4 

- Neither agree nor disagree, 5 - Somewhat agree, 6 – Agree, and 7 - Strongly agree. The option 

“Don’t Know” was also coded. 

 

With the aim of measuring the BI of WOOK and Amazon, six statements were adjusted from 

Martínez & de Chernatony (2004). In what concerns PV, four statements from Kim et al. (2011) 

were used. To measure PI, four statements from Kim et al. (2011) were also applied. 

 

Regarding internal consistency reliability, the Cronbach’s alpha of all measures was considered. 

It results from different splittings of the scale items, being the average of all possible split-half 

coefficients (Malhotra et al., 2017). Values range from 0 to 1, with those above 0.7 deemed 

good, and any value exceeding 0.9 considered excellent. An overview of the measurement 

model is summarized in Table 1 and Table 2: 

 

 

 

Table 1: Measurement model 

 

 

 

 

Framework Measure Items Scale Reference Cronbach’s α

IV Brand Image 6 7-point Likert scale Martínez & de Chernatony (2004) 0.84

Moderator National vs. International Stimuli na na na

Mediator Perceived Value 4 7-point Likert scale Kim et al. (2011) 0.95

DV Purchase Intention 4 7-point Likert scale Kim et al. (2011) 0.91
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Table 2: Constructs 

 

 

3.4 Data Analysis 

 

The statistical software SPSS was used to analyze the quantitative data collected from the online 

questionnaire. The data was cleaned and coded into values to be analyzed, starting with 

descriptive statistics. The sample was then characterized, focusing on demographic 

information, and Cronbach’s alpha was used to see how closely related the set of the 

measurement items are as a group. This was followed by inference statistics, to test the proposed 

research hypothesis. Since all the data is parametric, Linear Regressions were carried out for 

hypothesis that focus on a variation of a variable impacting another variable, H1a, while the 

statistical test ANCOVA was done for the hypothesis that focuses on differences between 

groups, H1b. To assess the overall relationship between the variables and do mediation and 

moderation analysis for H2 and H3, model 7 of the PROCESS tool was used (Figure 3). For all 

statistical tests that were carried out, a confidence level of 95% was considered. 

 

Measure Statement Adapted from

BI1 The brand provides good value for money

BI2 There is a reason to buy the brand instead of 

others

BI3 The brand has personality

BI4 The brand is interesting

BI5 I have a clear impression of the type of people 

who consume the brand

BI6 This brand is different from competing brands

PV1 Considering the money I pay for buying books 

at this store, Internet shopping here is a good deal

PV2 Considering the effort I make in shopping at 

this store, Internet shopping here is worthwhile

PV3 Considering the risk involved in shopping at 

this store, Internet shopping here is of value

PV4 Overall, Internet shopping at this store delivers 

me good value

PI1 The probability that I would consider buying a 

book from this store is high

PI2 If I were to buy a book, I would consider 

buying it from this store

PI3 The likelihood of my purchasing a book from 

this store is high

PI4 My willingness to buy a book from this store is 

high

Martínez & de Chernatony (2004)

Kim et al. (2011)

Brand Image

Perceived 

Value

Purchase 

Intention
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Figure 3: PROCESS Model 7 (Hayes, 2018) 
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CHAPTER 4: RESULTS AND DISCUSSION 

 

4.1 Results 

 

This chapter presents and analyses the results from the primary data obtained via the online 

questionnaire through the methodology previously described. It aims to answer the research 

questions proposed in the first chapter. 

 

In total, the questionnaire gathered 388 responses. 

From these, a data cleaning process was performed. Only 12 participants did not complete the 

survey and were dropped from additional analysis (96.9% response rate). Other 87 did not pass 

the screening questions, as 7 were not over the age of eighteen, 10 were not Portuguese, 49 

were not familiar at all with WOOK and 21 were not familiar at all with Amazon. An outlier’s 

analysis was also performed, using Mahalanobis Distance to measure the distance of cases from 

the mean of the predictor variable (Field, 2009). This led to the exclusion of 12 responses. 

Participants that did not understand the manipulation questions were also removed from the 

study, to avoid unclear responses by lack of attention. Thirteen participants failed the question 

about the online retailer, twenty the question concerning book author nationality and three 

missed both, but 87% correct answers suggest a successful manipulation. Importantly, if these 

participants were included in the hypothesis testing, the results would remain the same. 

Overall, the survey gathered 241 valid responses.  

 

4.1.1 Sample Characterization 

 

Participants were randomly assigned to one of four possible scenarios. The first scenario – 

national retailer and national book author – had 63 respondents (26.14% of the valid answers), 

the second scenario – national retailer and international book author – had 65 respondents 

(26.97%), whereas the third scenario – international retailer and national book author – had 57 

respondents (23.65%) and the fourth scenario – international retailer and international book 

author – had 56 respondents (23.24%). 

 

Regarding the demographic profile of the sample, more than half were females (68.9%), with 

30.3% males and 2 participants that identified as another gender (0.8%). Considering age 
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groups, 51% were born between 1997 and 2003, labeled as Generation Z, while 41.9% were 

Millennials born between 1991 and 1996. Only 17 respondents were born before the year 1991. 

All the participants were Portuguese, and the majority achieved a high education level, as 41.1% 

had completed a master’s degree or MBA and 40.7% a bachelor’s degree, followed by 14.9% 

respondents that finished their high school degree or equivalent, with only 6 respondents that 

had another education level (2,5%), and 2 respondents that had an education level lower than 

high school (0.8%). Furthermore, a significant part of the participants was employed (43.6%), 

32.8% were students, and 19.9% were student-workers, with very few respondents that were 

either unemployed (2.1%) or had another occupation (1.7%). When asked their gross monthly 

income, the sample is quite dispersed, as 24.1% stated to have no income, 10.8% mentioned to 

gain less than 500 €, 18.3% selected the range of 500 € - 900 €, 18.7% the 1000 € - 1499 € 

option, and 9.5% affirmed the range of 1500 € - 1999 €. The least common answers were from 

2000 € - 2999 € (7.5%), and the range of more than 3000 € (4.6%), with the other 16 

participants preferring not to answer this question. This information can be consulted in Table 

3 below: 

 

Table 3: Demographic characteristics of the sample 

 

Stimuli 1 Stimuli 2 Stimuli 3 Stimuli 4

63 65 57 56

Female 166 68.88% 69.84% 70.77% 64.91% 69.64%

Male 73 30.29% 30.16% 29.23% 33.33% 28.57%

Other 2 0.83% 0.00% 0.00% 1.75% 1.79%

< 1991 17 7.05% 11.11% 6.15% 7.02% 3.57%

1991 – 1996 101 41.91% 41.27% 41.54% 45.61% 39.29%

1997 – 2003 123 51.04% 47.62% 52.31% 47.37% 57.14%

Lower than high school 2 0.83% 1.59% 1.54% 0.00% 0.00%

High School degree or 

equivalent
36 14.94% 25.40% 6.15% 10.53% 17.86%

Bachelor’s degree 98 40.66% 36.51% 44.62% 42.11% 39.29%

Master’s degree or MBA 99 41.08% 34.92% 44.62% 43.86% 41.07%

Other 6 2.49% 1.59% 3.08% 3.51% 1.79%

Student 79 32.78% 25.40% 41.54% 26.32% 37.50%

Student-worker 48 19.92% 28.57% 10.77% 24.56% 16.07%

Employed 105 43.57% 42.86% 41.54% 45.61% 44.64%

Unemployed 5 2.07% 3.17% 4.62% 0.00% 0.00%

Other 4 1.66% 0.00% 1.54% 3.51% 1.79%

No income 58 24.07% 19.05% 30.77% 15.79% 30.36%

Less than 500 € 26 10.79% 14.29% 9.23% 10.53% 8.93%

500 € – 999 € 44 18.26% 23.81% 10.77% 17.54% 21.43%

1000 € – 1499 € 45 18.67% 22.22% 12.31% 26.32% 14.29%

1500 € – 1999 € 23 9.54% 9.52% 12.31% 8.77% 7.14%

2000 € – 2999 € 18 7.47% 3.17% 10.77% 10.53% 5.36%

More than 3000 € 11 4.56% 4.76% 4.62% 5.26% 3.57%

Prefer not to answer 16 6.64% 3.17% 9.23% 5.26% 8.93%

Income

241

Total
Participants

Gender

Age

Education

Occupation
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In the questions that concerned the familiarity with the brands in question, respondents 

commonly answered to be extremely familiar with Amazon (42.3%), while most of the others 

were either moderately or strongly familiar (17.8%). Also, the sample is slightly less but still 

familiar with WOOK, as the popular answer was to be extremely familiar with the brand 

(31.5%), and 27.4% stating to be moderately familiar. There is a tendency for the upper part of 

the familiarity scale, with very small percentages being just slightly or somewhat familiar with 

the brands in question. Those not familiar with the brands were excluded from the survey by 

screening questions, with 49 not being familiar with WOOK versus just 21 not familiar with 

Amazon. 

 

Questioned about their frequency of reading in the past 6 months, 72 participants said to 

sometimes-read books (29.9%), while 20 stated to rarely read (8.3%), 21 very rarely (8.7%), 

and 15 respondents mentioned never doing it. The remaining participants either often, very 

often, or always read books, corresponding combined to 46,9% of the sample. Concerning 

online book purchases in the past 6 months, participants bought international books more 

frequently than national books, as seen in the descriptive statistics Table 4. Only a small 

percentage of the sample stated to always buy international (7.1%) or national (2.5%) books 

online. Adding to other disperse answers, with an overall growing tendency to the lower half 

of the frequency scale, 46 participants (19.1%) said that they only sometimes bought 

international books, whereas 36 participants (14.9%) said the same for national books. 

Additionally, nearly half of the sample never bought books by national authors online (49.4%), 

while just 32.8% never bought books by international authors online. Detailed statistics can be 

found in Appendix 4. 

 

Table 4: Additional descriptive statistics 

 

 

Variable Mean Median Std. Deviation Variance Minimum Maximum

WOOK Familiarity 5.27 5 1.49 2.23 2 7

Amazon Familiarity 5.59 6 1.53 2.35 2 7

Frequency of Reading 4.51 4 1.73 2.98 1 7

Online purchase

of national books

Online purchase

of international books
7

2.35 2 1.67 2.80 1 7

3.21 3 1.98 3.90 1
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The majority of female participants in the sample coincides with the fact that women are more 

likely to willingly participate in online questionnaires (Smith, 2008). Additional analysis 

(Appendix 5) showed that females were less familiar with the international retailer in question 

(33.7% were extremely familiar with Amazon versus 63% males), with similar familiarities 

across genders for WOOK. Females also had lower education levels and lower monthly 

incomes (while 27.1% of females had no income, just 17.8% were in the same situation). 

Moreover, both Millennials and respondents over 30, had higher monthly incomes than 

Generation Z, in line with most of these younger participants having lower education levels. 

While Amazon familiarity was analogous among young adults, Millennials were less familiar 

with WOOK compared to Generation Z (23.8% versus 36.6% in the extreme familiarity scale). 

The frequency of reading, online purchasing habits and key variable means were similar across 

different demographic characteristics. 

 

Nonetheless, this sample has a low likelihood of being representative of the population 

(Saunders et al., 2009), as it was obtained from the non-probability convenience technique, as 

previously mentioned. 

 

4.1.2 Measures Reliability 

  

Despite being previously validated in the literature, by considering the Cronbach’s alpha 

coefficient of the BI, PV, and PI scales, we can validate the constructs in the sample under 

analysis to see how closely related the set of constructs’ measurement items are as a group. This 

was done in the four different scenarios of the study (Appendix 6). All the constructs were 

framed positively in a 7-point Likert scale. As shown in Table 5, for the measure of PI, the scale 

had an α coefficient very close to or above 0.9 in all scenarios, showing a very positive internal 

consistency. Every construct had good or excellent reliability, with Cronbach’s alpha values 

above 0.7. Excluding items to improve the reliability of other measures did not show significant 

results, as all the items used to measure the variables studied were deemed reliable and were 

therefore maintained in the analysis. 
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Table 5: Constructs Reliability 

 

 

4.2 Hypothesis Tests 

 

Several criteria about the data used need to be satisfied before starting the hypothesis tests. 

According to Saunders et al. (2009), to validate if the data is parametric, the data cases selected 

for the sample should be independent, numerical, drawn from normally distributed populations, 

and the populations from which the data cases are drawn should have equal variances. 

 

Pondering the data collected through the questionnaire, the answers of respondents were 

independent and numerical. The Normal Q-Q Plot revealed that the data was close to the 

diagonal and the Normality Test Kolmogorov-Smirnov showed that the sample was normally 

distributed, adding to the fact that all the groups of each stimulus were sufficiently large for the 

Central Limit Theorem to apply (> 30), resulting in a sampling distribution of the mean that 

will approximate a normal distribution (Saunders et al., 2009). Equal variances were assumed, 

and all the assumptions for parametric data were therefore validated (Appendix 7).  

 

4.2.1. Hypothesis 1a: Brand Image of Online Book Retailers will positively impact 

Purchase Intention 

 

Considering they are metric variables, to predict the value of the dependent variable PI based 

on the independent variable BI, a linear regression is appropriate: 

 

𝑃𝐼i  =  𝛽0 +  𝛽1  𝐵𝐼𝑖  +  𝜀𝑖 , 
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𝑖 =  1, … , 𝑁̅ where N is equal to 241 individuals. 

 

To conduct a linear regression, a set of assumptions were verified: the relation between DV and 

IV is linear in the parameters, the random error has zero expected value, the random error has 

constant variance (homoscedasticity), the random errors are independent of each other (no 

autocorrelation in the residuals, with a Durbin Watson test value near 2 (Durbin Watson, 1950)), 

the random error is unrelated with the explanatory variable and is normally distributed (Long, 

2008; Field, 2009). The Pearson Correlation was 0.61, which indicates that the variables are 

moderately positive but not strongly correlated (r < 0.80), Tolerance was 1 (> 0.20), and the 

Variance Inflation Factors (VIFs) were 1 (< 10), meaning there is no evidence of 

multicollinearity (Malhotra et al., 2017). 

 

The overall model is statistically significant and a good fit for the data (𝐹 (1; 240) = 143.633; 

𝑝 = 0.000 < 0.05). Regarding the explanatory power of the model, the brand image of online 

book retailers explains 37.5% of the variance of consumers’ purchase intention.  

 

The 𝛽1 is positive and equal to 0.935, indicating that the Brand Image of Online Book Retailers 

has a positive statistically significant impact on Purchase Intention. Therefore, on average, for 

every unit increase in BI, there is an increase of 0.935 units in PI, ceteris paribus (Appendix 8). 

The regression formula is then: 

 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒 𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛i  =  0.705 +  0.935  𝐵𝑟𝑎𝑛𝑑 𝐼𝑚𝑎𝑔𝑒i +  𝜀i 

 

Correspondingly, Hypothesis 1a is verified. The null hypothesis that the Brand Image of 

Online Book Retailers will negatively or not impact Purchase Intention was rejected.  

 

 

Figure 4: Results from the linear regression of the impact of BI on PI 
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4.2.2. Hypothesis 1b: Brand Image of Amazon will have a higher impact on Purchase 

Intention than Brand Image of WOOK 

 

In this analysis, an Analysis of Covariance (ANCOVA) test is appropriate to assess whether 

there are any significant differences between the means in the two groups WOOK and Amazon, 

on the DV Purchase Intention (Malhotra et al., 2017). In this case, the categorical independent 

variables (WOOK and Amazon) are referred to as factors, whereas the metric-independent 

variable (Brand Image) is referred to as covariate (Appendix 9). 

 

The required assumptions of this test were validated, including the independence of 

observations, homogeneity of regression slopes as the relationship between the DV and the 

covariate does not vary across groups, linearity, and normal distribution. Additionally, the 

Levene’s test to verify the homogeneity of the variances showed that the null hypothesis that 

the error variance of the DV is equal across groups is not rejected (𝑝 = 0.904 > 0.05). 

 

The ANCOVA test was then done to understand the mean differences between the BI groups 

and their impact on PI, according to the levels of the dummy variable Retailer (0 = Amazon, 1 

= WOOK). 

 

𝐻0 =  𝜇𝐵𝐼𝑊𝑂𝑂𝐾 − 𝑃𝐼 ≥ 𝜇𝐵𝐼𝐴𝑚𝑎𝑧𝑜𝑛 − 𝑃𝐼 

 

Starting with descriptive statistics in Table 6 below, we can see that the mean PI for WOOK 

(5.34) is higher than the mean for Amazon (4.72), similarly to the mean BI of each retailer.  

 

Table 6: Descriptive Statistics of the mean BI and PI 

 

 

Additionally, differences in the Brand Images’ constructs can be seen in Table 7: 

 

Amazon 4.72 1.485 4.58 1.017 113

Wook 5.34 1.374 4.71 0.898 128

Total 5.05 1.458 4.65 0.956 241

NRetailer
Mean Std. Deviation

Purchase Intention

Mean Std. Deviation

Brand Image
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Table 7: Differences in BI between retailers 

 

 

In the test between-subjects, it’s possible to see a statistically significant difference between the 

two (𝑝 = 0.001 < 0.05), suggesting that the BI of Amazon does not impact PI in the same manner 

that the BI of WOOK. To see which retailer has a higher impact on PI, the K matrix was 

analyzed to contrast results between Amazon (Level 1) and WOOK (Level 2). As seen in Table 

8, the value of the coefficient on PI is 0.510, meaning that, on average, the difference in means 

in PI between WOOK and Amazon is 0.510 when controlled by BI (𝑝 = 0.001 < 0.05). 

 

Table 8: Contrast Results (K Matrix) 

 

 

It appears the online retailer, being WOOK or Amazon, impacts the respondents’ Purchase 

Intention differently. However, opposing to the proposed hypothesis, on average, the Brand 

Image of the National Online Book Retailer WOOK has higher Purchase Intention than the 

Brand Image of the International Online Book retailer Amazon. Correspondingly, Hypothesis 

1b is rejected and the null is accepted. 

 

Amazon Wook

BI1 The brand provides good value for money 4.97 5.11

BI2 There is a reason to buy the brand instead of 

others
4.50 4.83

BI3 The brand has personality 4.47 4.83

BI4 The brand is interesting 4.83 5.05

BI5 I have a clear impression of the type of people 

who consume the brand
4.10 4.13

BI6 This brand is different from competing brands 4.52 4.30

Total Brand Image 4.58 4.71

Mean
Statement

0.510

0

0.510

0.146

0.001

Lower Bound 0.222

Upper Bound 0.797

Dependent Variable 

PI
Retailer Difference Contrast

Level 2 vs. Level 1

Contrast Estimate

Hypothesized Value

Difference (Estimate - Hypothesized)

Std. Error

Sig.

95% 

Confidence 

Interval for 
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4.2.3 Hypothesis 2: Perceived Value mediates the relationship between the Brand Image 

of Online Book Retailers and Purchase Intention 

 

The Model 7 in SPSS PROCESS (Hayes, 2018) was used for the moderated mediation model 

(Figure 5) at hand to study the effect of the IV (Brand Image) on the DV (Purchase Intention) 

via one mediator (Perceived Value) and one moderator (Nationality of the Book Author). This 

model can be seen on Appendix 10. 

 

 

 

Figure 5: Statistical diagram of Model 7 

 

 

This shows a conditional process model, as the indirect effect of X on Y through Mi is 

contingent on W. The full model is comprised of two regression sub-models, seen below on 

Figure 6. 
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Figure 6: Results from the statistical diagram 

 

Uncovering the a1 path in the mediation analysis, to see how or why the variables are related, 

the Brand Image of Online Book Retailers has a positive statistically significant effect on 

Perceived Value (𝑝 = 0.000 < 0.05). Thus, PV is defined by the expression: 

 

𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑 𝑉𝑎𝑙𝑢𝑒 𝑖 =  5.0349 +  0.6975  𝐵𝑟𝑎𝑛𝑑 𝐼𝑚𝑎𝑔𝑒 𝑖 +  𝜀𝑖 

 

This suggests that respondents who have positive BI evaluations indicate positive PV. 

Consequently, on average, for every unit increase in BI, there is an increase of 0.6975 units in 

PV, ceteris paribus.  

 

 

Figure 7: The impact of BI on PV 
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Looking now for the b path, Perceived Value has a positive statistically significant effect on 

Purchase Intention (𝑝 = 0.000 < 0.05). As such, respondents that perceived value positively are, 

on average, 0.5227 units higher in their PI, ceteris paribus. 

 

𝑃𝑢𝑟𝑐ℎ𝑎𝑠𝑒 𝐼𝑛𝑡𝑒𝑛𝑡𝑖𝑜𝑛 𝑖 =  2.3913 +  0.5227  𝑃𝑒𝑟𝑐𝑒𝑖𝑣𝑒𝑑 𝑉𝑎𝑙𝑢𝑒 𝑖 +  𝜀𝑖 

 

 

 

Figure 8: The impact of PV on PI 

 

Additionally, those who have positive associations of the Brand Image of Online Retailers and 

are impacted by Perceived Value are, on average, 0.3646 units (a1  b) higher in their Purchase 

Intentions. 

 

In a mediation model, there is statistical evidence of full mediation if the DV is no longer 

significant when controlled for Mi. On the contrary, if both the DV and Mi are statistically 

significant, there is evidence of partial mediation (Hayes, 2018). In this case, the IV Brand 

Image of Online Book Retailers has a statistically significant impact on the DV Purchase 

Intention (𝑝 = 0.000 < 0.05), making Perceived Value a partial mediator.  

 

Nevertheless, Hypothesis 2 is verified. The null hypothesis that Perceived Value does not 

mediate the relationship between the Brand Image of Online Book Retailers and Purchase 

Intention was rejected. 
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4.2.4 Hypothesis 3: The Nationality of the Book Author moderates the relationship 

between the Brand Image of Online Book Retailers and Perceived Value 

 

A moderator analysis aims to see how it affects the strength and direction of the relationship 

between variables. Looking at the a2 path, the output revealed that AN does not have a 

statistically significant impact on Perceived Value (𝑝 = 0.4840 > 0.05). Also, in the a3 path, no 

statistically significant interaction was found between the Brand Image of Online Retailers and 

the Nationality of the Book Author on Perceived Value (𝑝 = 0.6235 > 0.05). The graphic in 

Figure 9 illustrates that there are very similar slopes across AN, being international (0) or 

national (1). 

 

 

Figure 9: Graphical approach to moderation 

 

Consequently, as seen in Table 9, AN is not a moderator of the relationship between the BI and 

PV. 

Table 9: The interaction of BI and AN on PV 

 

 

 

Subsequently, Hypothesis 3 is rejected. 

Lower Limit Upper Limit

Nationality of the Book Author 0.0917 0.4840 -0.1660 0.3495

Brand Image × Nationality of Author 0.0717 0.6235 -0.2155 0.3588

p-valueCoefficientEffect on Perceived Value
Confidence Interval
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4.2.5 Full Model 

 

We can look for the direct effect in the model, the impact of BI in PI, and the indirect effect, 

the impact of BI in PI theoretically mediated by PV and moderated by AN. The direct effect of 

the IV on the DV (0.5518), as seen on c’, is importantly statistically significant (𝑝 = 0.000 < 

0.05). On the other hand, the Index of Moderated Mediation is 0.0375 with bootstrap confidence 

intervals of -0.1039 to 0.1785. In this case, there is no evidence of moderated mediation in the 

model since zero falls between the lower and upper bound (Alfons et al., 2021). 

 

Overall, the results showed that, in a 95% confidence interval, Perceived Value is a partial 

mediator to the model, whereas the Nationality of the Book author is not a moderator to the 

model. An overview of the proposed hypothesis can be observed below: 

 

 

Figure 10: Overview of the Hypothesis 
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CHAPTER 5: CONCLUSIONS AND LIMITATIONS 

 

This last chapter summarizes the main findings of the research developed. Additionally, 

managerial and academic implications, as well as possible limitations and suggestions for 

further research, are addressed. 

 

The present dissertation aimed to study the BI of a national online retailer (WOOK) and an 

international online retailer (Amazon), alongside the expected mediating role of PV and the 

moderating role of AN, on the PI of books, together with the characteristics of Portuguese 

young adults as consumers. Participants of the study were randomly assigned to one of four 

possible scenarios in an online questionnaire. Based on the conclusions drawn from the data 

analysis and the literature, the proposed research questions are answered below. 

 

5.1 Main Findings & Conclusions 

 

5.1.1 RQ1: How does Brand Image impact the Purchase Intention of Books? 

 

The first research question intends to study how the Brand Image of Online Retailers influences 

the Purchase Intention of books. From the literature, a strong and positive Brand Image is a 

driver for Purchase Intention, bringing out loyalty towards brands, creating positive brand 

identity and positioning in the market (Baseer et al., 2015). Considering the TPB, Brand Image 

has an impact on attitudes, subjective norms, perceived behavioral control, and behavioral 

intention. Attitudes represent an important psychological construct because they can influence 

and predict many behaviors (Ajzen & Driver, 1992; Jalilvand et al., 2011). BI has therefore a 

direct impact on purchasing behavior, especially in young adults, who, as we have seen before, 

worry about having a trendy image and consuming certain brands (Capelo, 2014; Keller, 2013). 

 

According to the results, Brand Image has a positive and statistically significant impact on the 

Purchase Intention of books (𝑝 = 0.000 < 0.05). On average, for every unit increase in BI, there 

is an increase of 0.935 units in PI, ceteris paribus. This confirms what was previously suggested 

in the literature.  
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5.1.2 RQ2: What are the differences between the National (WOOK) and International 

(Amazon) Brand Images? 

 

Regarding the second research question, the differences between the Brand Image of WOOK, 

a National Online Retailer, and Amazon, an International Online Retailer, were analyzed. 

 

This study theorized that consumers would perceive a higher Brand Image for Amazon. 

Nonetheless, even with the sample having higher familiarity with Amazon, results show that 

the mean BI for WOOK (4.71) is higher than the mean BI for Amazon (4.58). There is a 

statistically significant difference between the two retailers (𝑝 = 0.001 < 0.05), and contrary to 

what was initially assumed, the Brand Image of the National Online Book Retailer WOOK 

provokes higher PI than the Brand Image of the International Online Book retailer Amazon.  

 

Respondents in the study were asked regarding the brand value for money, reasons to buy the 

brand versus competitors, personality, interestingness, clear impression from other consumers 

and differences from competing brands. Interestingly, the only statement used to measure BI 

where WOOK had a lower value than Amazon was “This brand is different from competing 

brands”, possibly due to the innovative nature of Amazon. 

 

These results are consistent with a study by Azevedo & Farhangmehr (2012), where Portuguese 

brands with a foreign name and a positive Brand Image, as is the case of WOOK, were valued 

more by consumers. In the same study, brand personality was more important than nationality 

and interestingly, young adults were more reluctant to prefer Portuguese brands compared to 

other age groups. 

 

Possible explanations for this study results include: 

- While WOOK sells mainly books, Amazon’s website has expanded to many categories, 

which can cause consumers to associate distinctive identities and personalities between 

the retailers, leading to differences in Brand Images. 

- WOOK represents a National Online Retailer, having patriotic Portuguese associations 

within its BI. When entering its official website, consumers can even see the claim to 

buy national, which can lead to positive BI evaluations, especially in times of a 

pandemic that endangers the current economic situation. 
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- Also, Amazon does not have operations running in Portugal or a Portuguese website, 

with consumers having to resort to the Spanish website or other European versions for 

their orders. 

- Furthermore, data privacy concerns and other scandals involving Jeffrey Bezos are 

usually viral on the internet, possibly triggering devaluations in BI by young consumers. 

 

5.1.3 RQ3: What is the influence of Perceived Value in the Purchase Intention of Books? 

 

The third research question aims to evaluate the influence of Perceived Value in the Purchase 

Intention of books, being theorized that it would have a mediator effect on the relationship 

between the key variables BI and PI. The goal of this mediation analysis is to establish the 

extent to which some putative causal variable, BI, influences the outcome, PI, through the 

mediator variable PV (Hayes, 2018). 

 

As stated in the literature, PV is a consumer's own perception of a product or service. It is 

assessed based on trade-offs between the perceived benefits and sacrifice (Bolton & Drew, 

1991; Keller, 2013).  A retailer’s BI influences not only the consumers attracted to its products 

but also the perceived value of products (Kim & Pysarchik, 2000). The value given by a 

consumer is then highly subjective, with value perceptions shifting between individuals. The 

desirability to purchase and PV are indeed positively linked (Aaker, 1996; Zeithaml et al., 

1988). Respondents in the study were asked regarding the price, effort, risk, and overall value 

of shopping at the retailer. 

 

Results concurred with the work of other authors, revealing that Perceived Value had a positive 

and statistically significant effect on Purchase Intention (𝑝 = 0.000 < 0.05). Respondents who 

perceived positive value are, on average, 0.5227 units higher on their purchase intentions, 

ceteris paribus.  

 

Also, PV is a partial mediator of the relationship between BI and PI as both the DV and M are 

statistically significant. Nevertheless, Perceived Value affects the Purchase Intention of books 

in a causal sequence, as the Brand Image of Online Book Retailers generates positive Perceived 

Value that is translated into higher Purchase Intentions. 
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5.1.4 RQ4: How does an Author Nationality influence Perceived Value? 

 

For the fourth research question, the influence of AN being Portuguese or Foreign on Perceived 

Value was studied. A moderation analysis was also done to determine whether the size or sign 

of the effect of BI on PI depends on the moderator variable AN (Hayes, 2018). 

 

The results revealed that AN does not impact PV (𝑝 = 0.4840 > 0.05), and there is no statistically 

significant interaction between BI and AN on PV (𝑝 = 0.6235 > 0.05). Additionally, although 

descriptive statistics showed that books written by international authors were more frequently 

purchased than those written by national authors, it is possible to conclude that the Nationality 

of the Author is not a moderator to the model. 

 

This suggests that Portuguese young adults are non-ethnocentric when it comes to author 

nationality, valuing in the same manner regardless of the book’s origin, and rather looking to 

the PV that the retailer delivers.  

 

5.1.5 RQ5: What is the main driver of Purchase Intent of Books: Brand Image or 

Perceived Value? 

 

The fifth research question focuses on seeking the main driver for the Purchase Intent of Books.  

 

According to the literature, both Brand Image and Perceived Value are important brand 

associations that drive consumers intention to buy, being key in customer satisfaction and 

loyalty (Aaker, 1996; Keller, 2013). 

 

The overall model improves when PV is added to BI as a mediator, even though BI has more 

impact. While PV has a positive and statistically significant effect on PI (𝑝 = 0.000 < 0.05), BI 

also has a positive statistically significant impact on PI (𝑝 = 0.000 < 0.05), making Perceived 

Value a partial mediator. For every unit increase in PV, there is an increase, on average, of 

0.5227 units in the Purchase Intention of books, whereas, one unit increase in BI increases, on 

average, 0.5518 units in the Purchase Intention of books, ceteris paribus. 

 

Therefore, results suggest that Brand Image is the main driver for the Purchase Intent of Books. 
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5.2 Managerial / Academic Implications 

 

The present study is the tip of the iceberg in a field that is very relevant today, from both 

managerial and academic perspectives.  

 

Considering managerial implications, this research is interesting not only for companies within 

the book and publishing industry and key stakeholders, but also for new players that want to 

enter the market. Results of this study have shown that a substantial percentage of the sample 

only reads books sometimes and does not buy them online. But in a country that pays attention 

to the importance of reading, with mandatory national reading plans and over 90% of parents 

believing that books are an integral part of growth for children (Gomes et al., 2019), companies 

have fertile ground to invest. Marcelo Rebelo de Sousa, President of Portugal, stated that 

“Reading is very important. The book cannot pay the bill for the COVID-19 pandemic” 

(TPN/Lusa, 2021). 

 

In general, companies outside this industry should be attentive to young adults’ consumer habits 

and the purchase intent of national versus international products. When the objective is to 

increase sales and assess strategic decisions, firms should be aware of the advantage of a 

national claim from a marketing standpoint.  

 

In terms of academic contributions, this study addressed a literature gap regarding the value of 

Portuguese brands, tying hands with a growing industry, the online retailing of books. Although 

past research has studied the effect of Brand Image on Purchase Intention and the role of 

Perceived Value, the impact of National versus International brands and products, such as 

books, was not analyzed in its full scope, nor the full relationships between the variables, with 

young adults as consumers. It can be used as starting point for other studies in the field of 

marketing and management that address young adults and cultural disparities, when consumers 

are faced with a choice of products from different origins. 

 

5.3 Limitations and Further Research 

 

There are some limitations to this study, adding to natural time and resources constraints. 
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First, a non-probability sampling technique was used, which implicates that the results are only 

valid for the sample in analysis. Other limitations include the relatively small sample size of 

388 respondents. To tackle this issue, a more extensive and representative sample of the 

population should be used to not compromise the reliability of the study. 

 

Moreover, this study was conducted in the middle of a global pandemic, which might have 

biased the results. While consumers want to save money with increasing rates of 

unemployment, they also want to help the domestic economy. A post-pandemic study should 

be led to see the difference in results. 

 

Besides, it is important to note that while purchase intent was used as a proxy for real purchases, 

direct conclusions of intention to buy should be carefully considered. The data was collected 

through a questionnaire distributed across social media, where participants might not answer 

accurately to their intentions. Additionally, adding to the differences in website user experience, 

Amazon not only has a bigger book catalog than WOOK, but also sells a little bit of everything 

in a giant marketplace. Further research should include retailers that only differ in nationality 

and have identical categories to better compare the two.  

 

In respect to future research, other variables could be included in the model, such as monetary 

and non-monetary promotions, book prices and reviews, different book categories and authors. 

While the study focused on romances, during the lockdown, children’s books performed better, 

and Albert Camus’ The Plague became popular (Federation of European Publishers, 2020). 

 

As this research focused only on one product category and two retailers, it would be interesting 

to study the same variables across different retailers, nationalities, and product categories. More 

specifically, it would be valuable to see the differences between Purchase Intent in online and 

physical stores, considering different cultural backgrounds. Future works should include how 

consumers perceive national brands with Portuguese versus foreign names, and the impact of 

the increasing digital piracy and e-books. Lastly, it would also be interesting to see how 

different age groups and demographic characteristics would respond to the variables. 
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APPENDICES 

Appendix 1: Focus Group – Guide 

 

Introduction (10 mins) 

Hello everyone! I want to give you a warm welcome and a big thank you for agreeing to 

participate in this focus group. First, I would like to confirm that everyone speaks and 

understands English fluently and is of Portuguese Nationality, between 18 and 30 years of age. 

 

Permission for Audio-Recording 

I would like to ask your permission for audio-recording the session, so I can later capture all 

your opinions and ideas. My name is Lúcia Malta, I am currently a Master Student of the MSc 

in Business at Católica Lisbon School of Business and Economics, and I am undertaking my 

dissertation within the Brand Image & Equity: From Creation to Impact Seminar. The purpose 

of this focus group is to have an open discussion to provide important information for my 

research and to define the adequate stimuli for the study. It will help me comprehend your views 

regarding National and International Book Authors’ and the online Retailers Amazon and 

WOOK.  

 

Guidelines 

The information given in this session is confidential and it will last around 1 hour. It is important 

to be honest, and remember that all opinions are relevant, as there are no right or wrong answers. 

I will act as a moderator of the discussion, and I would ask that each person speaks at a time. 

You will be asked a series of short questions, which you should think about for 2 to 3 minutes 

and write the answer on a notebook. You will also be shown several images, which you should 

observe carefully for 2-3 minutes, and order each image from least favorite to most favorite on 

your notebooks. After this the discussion will be open, where you should explain your ideas 

and thoughts for each item, and the group will vote on the most adequate stimuli. You should 

not erase any answers from your notebooks, and later send them to me at the end of the session.  

Feel free to ask questions by raising your hand first. Do you have any doubts?  

I would now ask to everyone briefly introduce themselves. 
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General written questions (10 minutes)  

1. Do you buy books online? (Yes/No) 

2. Are you familiar with Amazon? (Yes/No) 

3. Are you familiar with WOOK? (Yes/No) 

4. Have you purchased books at Amazon in the last 6 months? (Yes/No) 

5. Have you purchased books at WOOK in the last 6 months? (Yes/No) 

6. If you have purchased books at Amazon and/or WOOK, what’s the criteria to choose 

the online store? 

7. What type of books do you feel are most easily comparable between on-line stores? 

 

 

 

National Book Authors’ Selection (15 minutes) 

 

 
 

 

Individual written selection of least favorite to most favorite. 

Open discussion:  

- Do you know this author? 

- Selection of the author by the group 
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International Book Authors’ Selection (15 minutes) 

 

 
 

Individual written selection of least favorite to most favorite. 

Open discussion:  

- Do you know this author? 

- Selection of the author by the group 

 

Do you have any suggestions? 

 

Closing of the focus group (5 minutes) 

Do you have any additional comments or doubts? 

I would like to express my gratitude again for your time and participation. Your opinions will 

be very valuable for my research, and I hope that you have enjoyed the session!  

  

Appendix 2: Focus Group – Results 

 

Permission for audio recording 

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 
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João – Yes 

Margarida – Yes 

Miguel – Yes 

 

 

Introduction 

 

Afonso – Hello everyone, my name is Afonso, I am 25 and I have a master’s degree in 

electrotechnical engineering and work as a full stack web developer. 

Beatriz – My name is Beatriz, I am 22 and I am taking a masters, studying business. 

Catarina – I am Catarina, I am 22 and I am taking the master’s in management. 

Daniela – Hello, I am Daniela a 22-year-old student in strategic marketing. 

Flavio – Hello, I am 29, I have a master’s degree in electrotechnical engineering and computer 

science and work as a system developer. 

Giovanna – I am Giovanna, 25 and I am a dental medicine student. 

João – I am 19 and studying in the undergraduate program in business administration. 

Margarida – I am 27 and I have a master’s degree in chemical engineering and I'm currently 

working in robotic process automation. 

Miguel – I am 25 and I have a master’s degree in data science and finance. 

 

General questions 

 

 

1. Do you buy books online?   

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna – Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

2. Are you familiar with Amazon?  

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

3. Are you familiar with WOOK?   

Afonso – Yes 
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Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

4. Have you purchased books at Amazon in the last 6 months?   

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

5. Have you purchased books at WOOK in the last 6 months?  

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

6. If you have purchased books at Amazon and WOOK, what’s the criteria to choose the on-

line store?  

 

Afonso – The store that is most convenient to me. 

Beatriz – The value to me, if it is cheaper than physical stores and if the book arrives earlier. 

Catarina – The first criteria that I look for is the value for me, when I compare 2 online stores 

is the price or any kind of promotion of the specific items I want to purchase, and then 

availability of the specific item I want. 

Daniela – The criteria for me is if I already know the platform. When I am buying, I usually go 

for my favorite authors. 

Flavio – I compare the quality and price of the book, its value to me between on-line stores and 

I prefer to buy at stores that I know. 

Giovanna – The one that resembles the feel of physical stores the most. 

João – I choose the store with the best prices and with the best quality and bestseller book 

editions such as better hard covers. 
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Margarida – When buying technical books, they're easier to find online and I compare the prices 

between stores. 

Miguel – The website being well known and trusted, the diversity and language of the books 

and the value it has for me in terms of book quality and price point. 

 

7. What type of books do you feel are most easily comparable between online stores? 

 

Afonso – Best-sellers and trendy books, the most popular ones. 

Beatriz – Foreign classic bestselling literature is what everyone buys online. 

Catarina – I think that bestsellers, such as top fiction books are the easiest ones to compare 

between websites. 

Daniela – Best sellers is what I usually buy. 

Flavio – Technical and well-known books. 

Giovanna – A little bit of everything. 

João – School manuals and best sellers. 

Margarida – Technical and well-known books. 

Miguel - International best-seller books is what people want to buy. 

 

Do you know each one of these authors? 

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

National Author Voting 

 

Afonso – José Rodrigues dos Santos because everyone buys books by him. 

Beatriz – José Rodrigues dos Santos because he has interesting books. 

Catarina – José Rodrigues dos Santos because he has books that people buy online. 

Daniela – Because I think the authors are most known at least in my perspective I would select 

José Rodrigues dos Santos. 

Flávio – Sophia de Mello Breyner Andresen because everyone has a copy of her books but I 

also agree with José Rodrigues dos Santos. 

Giovanna - Sophia de Mello Breyner Andresen or José Rodrigues dos Santos.  

João – José Rodrigues dos Santos in my view. 

Margarida – Sophia de Mello Breyner Andresen because every portuguese child has books by 

her and José Rodrigues dos Santos because everyone knows him. 

Miguel – I chose José Rodrigues dos Santos in my notebook, and it is what most people chose 

as well. 

 

Consensus regarding José Rodrigues dos Santos 

 

Afonso – Yes 

Beatriz – Yes 
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Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

Do you know each one of these authors? 

 

Afonso – I have not heard of Ferris but all the rest yes. 

Beatriz – I have not heard of Sun Tzu but yes to all the others. 

Catarina – Yes. 

Daniela – Yes. 

Flavio – I am not familiar with Ferris and yes to other authors. 

Giovanna – Yes. 

João – I am only not familiar with Sun Tzu. 

Margarida – I don’t know Ferris but know all the others. 

Miguel – Yes. 

 

International Author Voting 

 

Afonso – Oscar Wilde since it has worldwide known romances. 

Beatriz – Oscar Wilde because it is interesting and catches the eye of the consumer. 

Catarina – Oscar Wilde because it has the best covers and titles. 

Daniela – I think the more known the author the better, so I select Oscar Wilde. 

Flávio – Antoine de Saint-Exupéry or Oscar Wilde because it is a classic. 

Giovanna – I agree and vote the same, Oscar Wilde. 

João – Oscar Wilde because it fits the purpose. 

Margarida – Antoine de Saint-Exupéry since that everyone in the world has a copy of his book 

but Oscar Wilde seems more appealing to me. 

Miguel – Oscar Wilde because it is a very known novel. 

 

Consensus regarding Oscar Wilde 

 

Afonso – Yes 

Beatriz – Yes 

Catarina – Yes 

Daniela – Yes 

Flavio – Yes 

Giovanna - Yes 

João – Yes 

Margarida – Yes 

Miguel – Yes 

 

 

 



 XVIII 

Appendix 3: Questionnaire 

 

Dear Participant, 

  

My name is Lúcia Frazão Malta and I kindly ask for your collaboration in filling out the 

following questionnaire.  

By doing so you are agreeing to participate in a study that is part of my Master Thesis 

dissertation at Católica Lisbon School of Business and Economics. It is important that you 

answer truthfully and honestly, there are no right or wrong answers.  

All collected data will be anonymous and treated confidentially, used only for the purposes of 

this academic research.  

This survey will take around 5 minutes to be completed.  

If you would like the chance to win a 10 euros gift card, please enter your email at the end of 

the questionnaire. 

  

Thank you for your contribution! 

 

First Section 

Screening Questions 

 

1. Which year were you born in? 

 

< 1991 

1991 – 1996 

1997 – 2003 

 > 2003 

 

(End of the questionnaire for participants that answered “> 2003”) 

 

2. Are you of Portuguese nationality? 

 

Yes 

No 
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(End of the questionnaire for participants that answered “No”) 

 

Please answer on a scale ranging from 1 to 7: 

 

1 – Not at All Familiar, 2 – Slightly Familiar, 3 - Somewhat Familiar, 4 – Moderately 

Familiar, 5 – Very Familiar, 6 – Strongly Familiar, 7 – Extremely Familiar, Don’t 

Know. 

 

3. How familiar are you with WOOK? 

4. How familiar are you with Amazon? 

 

(End of the questionnaire for participants that answered “Not at All Familiar” or 

“Don’t Know”) 

 

Please answer on a scale ranging from 1 to 7: 

 

1 – Never, 2 – Very Rarely, 3 – Rarely, 4 – Sometimes, 5 – Often, 6 – Very Often, 7 – 

Always, Don’t Know. 

 

5. In the past 6 months, how often have you read books? 

6. In the past 6 months, how often have you bought books by national authors online? 

7. In the past 6 months, how often have you bought books by international authors 

online? 

 

Second Section  

Stimuli and Constructs Measurement 

 

Stimuli Scenario 1 

 

Please imagine that you are browsing WOOK looking to buy a specific book by a national 

author sold by this retailer. 



 XX 

 

 

Stimuli Scenario 2 

 

Please imagine that you are browsing WOOK looking to buy a specific book by an 

international author sold by this retailer. 

 

 

 

Stimuli Scenario 3 

 

Please imagine that you are browsing Amazon looking to buy a specific book by a national 

author sold by this retailer. 

 



 XXI 

 

 

Stimuli Scenario 4 

 

Please imagine that you are browsing Amazon looking to buy a specific book by an 

international author sold by this retailer. 

 

 

 

(Only 1 of the stimuli above was randomly presented, questions that follow were randomized) 

 

8. Based on the previous information, please indicate your level of agreement with 

the following statements regarding this brand. 
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On a scale of 1 to 7: 1 - Strongly disagree, 2 – Disagree, 3 - Somewhat disagree, 4 – 

Neither agree nor disagree, 5 - Somewhat agree, 6 – Agree, 7 - Strongly agree, Don’t 

Know. 

 

The brand provides good value for money 

There is a reason to buy the brand instead of others 

The brand has personality 

The brand is interesting 

I have a clear impression of the type of people who consume the brand 

This brand is different from competing brands 

 

9. Based on the previous information, please indicate your level of agreement with 

the following statements. 

 

On a scale of 1 to 7: 1 - Strongly disagree, 2 – Disagree, 3 - Somewhat disagree, 4 – 

Neither agree nor disagree, 5 - Somewhat agree, 6 – Agree, 7 - Strongly agree, Don’t 

Know. 

 

Considering the money I pay for buying books at this store, Internet shopping here 

is a good deal 

Considering the effort I make in shopping at this store, Internet shopping here is 

worthwhile 

Considering the risk involved in shopping at this store, Internet shopping here is 

of value 

Overall, Internet shopping at this store delivers me good value 

 

10. Based on the previous information, please indicate your level of agreement with 

the following statements. 

 

On a scale of 1 to 7: 1 - Strongly disagree, 2 – Disagree, 3 - Somewhat disagree, 4 – 

Neither agree nor disagree, 5 - Somewhat agree, 6 – Agree, 7 - Strongly agree, Don’t 

Know. 

 

The probability that I would consider buying a book from this store is high 
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If I were to buy a book, I would consider buying it from this store 

The likelihood of my purchasing a book from this store is high 

My willingness to buy a book from this store is high 

 

Manipulation Check 

 

11. Which online retailer was shown in the stimulus? 

 

WOOK 

Amazon 

Other 

 

12. What was the nationality of the book author you saw? 

 

Portuguese  

Foreign 

 

Fourth Section 

Demographic Information 

 

13. What gender do you identify with?  

 

Female  

Male 

Other 

 

14. What is the highest level of education you have completed?  

 

Lower than high school 

High School degree or equivalent 

Bachelor’s degree 

Master’s degree or MBA 
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Other  

 

15. What is your current occupation?  

 

Student 

Student-worker 

Employed 

Unemployed 

Other  

 

16. What is your gross monthly income? 

 

No income 

Less than 500 € 

500 € – 999 € 

1000 € – 1499 € 

1500 € – 1999 € 

2000 € – 2999 € 

More than 3000 € 

Prefer not to answer 

 

Thank you for taking part in this questionnaire! 

If you have any questions, please do not hesitate to contact me at s-amalta@ucp.pt 

I would kindly ask that you do not discuss the nature of this study with anyone, as it may bias 

future results. If you would like the chance to win a 10 euros gift card for WOOK, please enter 

your email. The only purpose of this is specifically for the draw, being completely confidential 

and anonymous.  

 

Please click on the button below to end the survey. 

Powered by Qualtrics 
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Appendix 4: Sample Characterization 
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Appendix 5: Additional descriptive statistics 
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Appendix 6: Chronbach’s Alpha 
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 XXXII 

 

S2_PV    S2_PI 

 

 
 

 

S3_BI    S3_PV 

 

 
 

 

S3_PI    S4_BI 

 

 
 

 

S4_PV    S4_PI 

 

 
 

 

 

Appendix 7: Normality Tests 
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Appendix 8: Linear Regression 
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Appendix 9: ANCOVA 
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Appendix 10: PROCESS MODEL 7 
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