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Abstract 

This paper examined the influence of brand trust and perceived value on purchase intention for football 

shoe brands. The method used for data collection was a questionnaire. A total of 233 respondents who play 

in the Amateur Football Player League took part in this study. The measurement used a 5-point Likert 

scale ranging from 1= “completely disagree” and 5= “completely agree”. The data analysis techniques are 

descriptive statistical analysis, data instrument tests, multiple linear regression, F, t, determination, and 

beta coefficient. The study's findings demonstrated that brand trust significantly positively influenced 

purchase intention. Furthermore, the results revealed that perceived value positively affected purchase 

intention. 
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1 Introduction  

One of the main subjects covered in the marketing literature is purchasing intention, which has piqued the 

interest of marketing academics who study how purchasing behavior influences purchase intention (1–6). 

Researchers have also studied purchase intention to predict new and current goods/services transactions. 

Purchase intention information could support practitioners in marketing decisions linked to new and 

current goods, promotion plans, and market segmentation (3). Accordingly, convincing consumers to buy 

commodities has become crucial for marketers as consumers now have more options in a competitive and 

dynamic market (7). 

Due to the recognized importance of customer purchase intentions, academics and business practitioners 

are interested in understanding the factors that influence these intentions (8). One of the key predictors of 

customer purchase intentions in marketing literature is customer trust in various brands.(9). Furthermore, 

trust is one of the most critical components of long-term and reliable connections between individuals. 

Personal relationships and ties were frequently used as a reference when discussing the link between the 

buyer and the brand (10). According to this perspective, brand trust is vital in people relationships and in 

building a lasting connection between the brand and the customer (11). According to academics, brand 

trust is a precursor of brand preference and purchase intention (7,11,12). 

However, not many scholars have examined the impact of perceived value and brand trust on purchase 

intention, especially in branded football shoes in Oman. Therefore, in this current empirical study, we 

analyze the influence of brand trust and perceived value on brand preference and purchase intention for 

football shoes brand in Oman. 
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2 Literature Review  

2.1 Purchase Intention 

Purchase intention is a personal, conscious effort to purchase a brand and a reflection of the purchase plan 

of the consumer (6). Purchase intention was considered the mix of consumers’ worries and likelihood of 

purchasing the items. Purchase intention can be classified as one of the components of consumer cognitive 

behaviour on how an individual intends to buy a specific brand (13). According to Ibzan et al. (2016), 

repurchase intention is a natural behaviour that involves using or repurchasing the same brand. Prior 

studies recognized a strong correlation between purchase intention, brand or product choice, and attitude 

(15,16). An individual's perceptions and unforeseeable circumstances may also influence purchase 

intention. People's opinions on personal preferences and unanticipated events indicate the factors that alter 

a person's desire to buy (17). Moreover, other academics proposed that buying intention was defined as 

the tendency of the consumers to purchase the goods. The more a customer would like to buy goods, the 

higher the purchase intention (18). 

2.2 Brand Trust 

Current branding literature presents various concepts of brand trust (Shin et al., 2019). Brand trust in 

literature is viewed as a relationship between brands and consumers (20). According to (21), Brand Trust 

is the consumer's confidence in his expectations that align with what he gets from a brand.  Trust refers to 

the confidence consumers have in the quality and reliability of products provided by sellers (22). Brand 

trust is the client’s willingness to depend on the brand to fulfil its stated objectives (23). Brand trust reflects 

the belief that connecting with the brand depends on the assumption that it will remain reliable and fulfil 

the purchaser's needs (24). Trust decreases when buyers view products as unsafe, even if they can rely on 

a trusted brand (23). Brand trust can also be defined as a consumer’s willingness to depend on a brand in 

the face of uncertainty, based on the expectation that the brand will deliver positive results (25). 

Some academics have noted that when consumers develop greater trust in a specific brand, they are more 

likely to repurchase it, beginning with a preference (26). Previous research has shown that brand trust 

predicts preference (12,26). Furthermore, a relationship exists between brand trust and purchase intention, 

suggesting that as brand trust develops, the likelihood of purchase intention increases (11,27). Previous 

studies have confirmed that brand trust positively influences purchase intention (11,27). Therefore, we 

propose the following hypotheses: 

H1: Brand trust has a significant influence on purchase intention 

2.3 Perceived Value 

Perceived value is a concept that has attracted the attention of researchers (28). It has been examined from 

four different perspectives. First, perceived value can be equated with price, meaning that value is the 

same as the amount one pays. Second, value can be understood as the benefits received from what was 

paid. Third, it is viewed as a trade-off between the quality of the goods and their price. These latter two 

definitions highlight the fundamental role of value in the exchange process, emphasizing the trade-off 

between cost and benefit. Finally, perceived value can be understood as an overall evaluation involving 

subjective judgment and consideration of specific criteria (29).  
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Perceived value is defined as the balance between benefits and costs. It reflects the consumer's overall 

assessment of the utility of a product or service based on what is received and what is given (13). 

According to Nazri et al. (2016),the perceived value is the consumer’s complete provision of the utility of 

products or services based on perceptions of what will be accepted and given. Moreover, perceived value 

is the overall value consumers provide to products that will build their perception later. Perceived value 

can predict consumer behaviour, and industries can use that recognized value to achieve sustainable 

competitive advantage (31).  Other academics have noted that perceived value, in its simplest form, refers 

to the price paid for a product or service. More broadly, perceived value encompasses the total costs 

purchasers incur to benefit from using the product or service (17). Additionally, perceived value can be 

defined as consumers' overall assessment of a product's benefits about the time and money they invest in 

acquiring it (32). 

Previous research has shown that perceived value is a critical factor influencing brand preference. It has 

been found to have a positive impact on brand preference (32–34). Additionally, other studies have 

indicated that perceived value serves as a precursor to purchase intention. Empirical evidence further 

supports that perceived value positively affects purchase intention (1,35). Based on these insights, we 

propose the following hypotheses: 

H2: Perceived value has a significant impact on purchase intention 

Figure 1 shows the conceptual framework for this study, which is based on the research, literature 

review, and hypotheses development. 

 

 

Figure 1 Conceptual Framework 

3 Research Methodology 

3.1  Method 

This research is causal research investigating the effect of brand trust and perceived value on football 

players' purchase intention. According to (36), “causal research tests whether or not one event causes 

another” (p,160). More precisely, a causal relationship means a change in one event brings about a 

corresponding change in another. 
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3.2 Sample 

This study was conducted in Oman. The population in this study was 233 players who played in the 

Amateur Football Player League. All participants in this research are male, with 6.4% being less than 18 

years old, 42.1% between 18-26 years old, 35.2% from 27-35 years old, and 16.3% over 34 years old. 

3.3 Measurements 

The measurement items of the constructions from previous research were reviewed and adapted to suit the 

study circumstance. A 5-point Likert scale ranging from “1 = completely disagree” to “5 = completely 

agree” was performed. In this present research, we adapted the questionnaire from (9). 

3.4 Analytical Method 

The data analysis techniques are descriptive statistical analysis, data instrument tests, multiple linear 

regression, F, t, determination, and beta coefficient by using SPSS. 

3.5 Validity and Reliability 

Table 1 

Validity Test 

 Brand Trust Correlation 

1 I trust my favourite football shoe brand. .658 

2 I feel that I can trust my favourite football shoe brand. .903 

3 I can rely on my favourite football shoe brand. .575 

4 This brand is secure when I buy this football shoe brand. .787 

 Perceived Value Correlation 

1 This football shoe brand appears to be a good value for the price. .713 

2 The price is given that this football shoe brand is very acceptable. .708 

3 This football shoe brand is supposed to be an excellent financial deal. .709 

4 The price of this football shoe brand is competitive. .719 

 Purchase Intention Correlation 

1 I would intend to buy my favourite football shoe brand in the future. .974 

2 When I need new shoes, I would certainly purchase this football shoe brand. .819 

3 I would first consider buying my favourite football shoe brand. .884 

4 I will buy my favourite football shoe brand repeatedly. .674 

 

Table 1 shows that the correlation index is more significant than 0.3 and below the significance level of 

5%; therefore, the data is considered valid. It shows that the variable Brand Trust in statement 1 is 0.658, 

statement 2 is 0.903, and statement 3 is 0.575, statement 4 is 0.787. Perceived Value in statement 1 is 

0.713, statement 2 is 0.708, and statement 3 is 0.709, statement 4 is 0.719. Purchase Intention in statement 

1 is 0.974, statement 2 is 0.819, and statement 3 is 0.884, statement 4 is 0.674. 
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Table 2 

 Reliability Test 

Variables Cronbach's Alpha N of Items 

Brand Trust 0.764 4 

Perceived Value 0.733 4 

Purchase Intention 0.781 4 

In this study shows that Alpha Cronbach for Brand Trust is 0.764, Perceived Value is 0.733, and Purchase 

Intention is 0.781, which means that value of Alpha Cronbach is higher than the acceptance limit of 0.6 

and it indicates that the data is acceptable or indicates good internal consistency. Therefore, the research 

instrument is reliable. 

4 Results and Discussion  

4.1 Descriptive Statistics 

 

Table 3 

Descriptive Statistics (brand trust) 

 N Mean Std. Deviation 

I trust my favourite football shoe brand. 233 4.3348 .59411 

I feel that I can trust my favourite football shoe brand. 233 3.8627 1.24846 

I can rely on my favourite football shoe brand. 233 3.8455 1.07567 

This brand is secure when I buy this football shoe brand. 233 4.3090 .80876 

Overall_ Brand_Trust 233 4.0880 .49435 

 

Table 3 shows the mean answer of the football players on the brand trust of football shoes, which is 4,08. 

This means that football players agree on the importance of brand trust in football shoes because brand 

trust, reliance on, and security are essential for a football player. 

Table 4 

Descriptive Statistics (Perceived Value) 

 N Mean Std. Deviation 

This football shoe brand appears to be good value for 

the price. 
233 3.6781 1.13877 
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The price is given that this football shoe brand is very 

acceptable. 
233 4.2661 .84461 

This football shoe brand is supposed to be an excellent 

financial deal. 
233 4.0987 .97098 

The price of this football shoe brand is competitive. 233 3.2146 1.34111 

Overall Perceived Value 233 3.8144 .62941 

 

Table 4 shows the mean answer of football players on the Perceived Value of football shoes, which is 3,81, 

which means football players agree that a very acceptable price, an excellent financial deal, and the price 

is competitive will improve the brand's perceived value, 

Table 5 

Descriptive Statistics (Purchase Intention) 

 N Mean Std. 

Deviation 

I would intend to buy my favourite football shoe brand in the 

future. 
233 3.6137 1.15078 

When I need new shoes, I would certainly purchase this 

football shoe brand. 
233 4.2661 .84461 

I would first consider buying my favourite football shoe brand. 232 4.2457 .77570 

I will buy my favourite football shoe brand repeatedly. 233 4.2275 .88800 

Overall Purchase Intention 233 4.0883 .52051 

Table 5 shows that the mean answer of football players regarding brand preference for football shoes is 

4,08, which means that the football players agree with the Purchase Intention for specific shoe brands. 

They prioritise their favourite brand when purchasing and seek to repurchase in the future because of their 

love and preference for this brand more than others. 

4.2 Hypothesis Testing 

Multiple Linier Regression Analysis 

The Multiple Linear Regression model assesses the impact of several independent variables on a 

dependent variable. The calculations were performed using SPSS 23 software enhancing the accuracy of 

the analysis. Based on the results presented in the table above, the model is defined as follows:  

Y= 1.790+ 0.222X1 + 0.365 X2 
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Table 6 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 1.790 .226  7.914 .000 

Brand_Trust .222 .080 .211 2.774 .006 

Perceived_Value .365 .063 .441 5.804 .000 

a. Dependent Variable: Purchase_Intention 

 

Table 7  

Result of R and R2 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .612a .374 .369 .41355 

a. Predictors: (Constant), Perceived_Value, Brand_Trust 

The value of R is 0.612, indicating a strong positive relationship between the independent and dependent 

variables. The value of R2 is 0.374 or 37.4%, which means that Perceived Value and Trust as dependent 

variables can influence Purchase Intention as much as 37.4%. The remaining 62.6% are other factors not 

included in this research. 

For every equation made, the first step that must be done is having an overall significance test in a 

regression equation based on a hypotheses test. The F test will be used to test whether the regression 

product design can indeed be used to predict Y. The result of the F test fit the SPSS calculation can be seen 

in Table 8. 

F-test is any statistical test intended to determine whether the independent variables simultaneously 

influence the dependent variable. This test is done by comparing the Fcount with Ftable. If Fcount > Ftable 

as the confidence level of 95% α=0.05). 
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Table 8 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 23.520 2 11.760 68.764 .000b 

Residual 39.335 230 .171   

Total 62.855 232    

a. Dependent Variable: Purchase_Intention 

b. Predictors: (Constant), Perceived_Value, Brand_Trust 

The current research results show that the two hypotheses were supported. The study results illustrate that 

brand trust positively impacted purchase intention. Previous empirical studies have confirmed the results 

of this research (9,11,27,37–41). Based on Kawet et al. (2017), explained brand trust has a significant 

partial effect on purchase intention. However, some results have been against our study like (4,6,42) 

Likewise, the study results also pointed out that perceived value positively impacted purchase intention. 

The prior empirical studies reinforced the results of this research (1,9,35,38,39,41,42). In addition, the 

result of Hansopaheluwakan et al. (2020) shows that Perceived Value strongly impacts the Purchase 

Intention of local brand sports shoes. According to Kawet et al. (2017), perceived value has a significant 

partial effect on purchase intention. Although Chinomona, Okoumba, et al. (2013) was one of the few that 

contradicted our findings, it demonstrated that perceived value has no effect on purchase intention. 

5 Conclusions and limitations 

This study documents the influence of brand trust and perceived value on purchase intention for branded 

football shoes. Thus, practitioners should focus on strategies to increase purchase intention to improve the 

consumer’s perception of brand trust and perceived value. The research will help football shoe brand 

managers recognize the significance of brand trust on purchase intention. Therefore, managers should 

build strategies to increase customers’ brand trust. If players trust the product brand, they have expressed 

a positive tendency toward purchase intention. Likewise, the findings demonstrated that perceived value 

affected purchase intention.  The research will help practitioners to understand the importance of perceived 

value on purchase intention. Therefore, shoe brand managers should build strong strategies to increase 

customer perceived value, such as to improve great value for the price in the context of price competition. 

If players’ perceived value increases, players will increase purchase intention. 

Despite its significant contribution to literature and practice, the current study has many limitations. First, 

it may not be generalizable to all other sports industries, so future research should focus on different 

sectors, such as clothes, sports equipment, etc. Second, future research should focus on significant 

characteristics like brand love, brand awareness, etc., as this study only examines the impact of perceived 

value and brand trust on purchase intention for branded football shoes. 
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