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Abstract 

This paper examines colour cosmetic consumption of Morrocan women in relation to the 

influence of attitudes, religion, and the media. With data from 498 women and using the 

theory of planned behavior, this study shows that attitude and Perceived behavior control 

(PBC) affect positively consumer intention to buy colour cosmetics. It also shows that 

intrinsic or personal religiosity does not affect customer intention to purchase cosmetic 

products while extrinsic religiosity is negatively correlated to the intention to use these 

products. Besides, the study demonstrates how different types of media influence the 

respondents’ consumption of these products. For example, as respondents spend more time 

watching TF1- the first national French channel - where a more natural look is displayed, 

the intention to buy color cosmetics decreases by 41.6%. Concerning the socio-demographic 

factors, the study shows that older women mainly with high income are more likely to 

consider color cosmetics consumption. The implications of the study are highlighted in the 

paper. 
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Introduction 

In 2012, colour cosmetics demonstrated 8% current value growth to reach Dh 727 million in 

Morocco as female consumers believe that the products are very important (Euromonitor, 

2013). For looking younger, beautiful, and attractive, a considerable number of Moroccan 

 



 
 

female consumers wear make-up on a daily basis (Kumar, 2005) and this consumption trend 

was unaffected by the economic crises (Euromonitor, 2013). However, with the GDP value 

of Morocco being 0.16% of the world economy, Moroccan female consumers  cannot afford 

to use premium brands daily and are more comfortable using standard and economy products 

(Euromonitor, 2013).  By definition, color cosmetics are all colorful products that a female 

consumer wears which are categorized into four types: Eye Make-up such as Eye Shadow, 

Mascara, and Eyeliner; Facial Make-up such as Blusher, Foundation, and Powder; Lip 

Products such as Lip Gloss, Lipstick, and Lip Liner; and Nail Products such as Nail Polish, 

Polish Remover, and Nail Strengthener (Euromonitor, 2013).  Generally, color cosmetics are 

the pervasive element of feminine culture (Coulter, Price & Feick, 2003; Davies, 2006) while 

make-up inscribes the attitudes of personality onto the social body (Craik, 1993).  

           According to Euromonitor’s (2013) estimated figures, colour cosmetics is expected 

to have a Compounded Annual Growth Rate (CAGR)of 7% for the period forecasted 2012-

2017 with the Mascara and foundation being the highest performer in term of annual growth.  

Overall, colour cosmetic industry is such an important sector in Morocco.  Cash and Cash 

(1982) found that women get a more  positive body image and self-image when wearing 

make-up compared to when not wearing makeup.  It is therefore not surprising that 

International companies operating in colour cosmetics focus on mass media advertising to 

promote their values (Cash, 1988).   Hence, it will be significantly beneficial both from the 

academic and managerial perspective to understand the attitudes of Moroccan women to the 

use of these products, especially as this has not been previously addressed before.  According 

to Akbar (2009), Morocco is becoming more westernized due to the increase exposure to 

global economy and international media. Therefore, the intention to buy color cosmetics 

might be affected by the media such as TV, Internet, and magazines. Similarly, it has been 

shown that religion is another potential factor shaping consumer behavior (Hessini, 1994). 
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In fact, many studies have shown that religion and religiosity impact consumer behavior in 

many areas such as retail supply patronage, decision making, shopping alignment, and 

perception and advertising signals (Delener, 1994; Siguaw and Simpson, 1997; Fam et al., 

2004; Esso and Dibb, 2004). Therefore, it is crucial to understand the impact of religiosity 

on the intention to buy color cosmetics among these women. Thus, this constitutes the main 

objective of this study.  

 

Literature Review 

Women, Beauty, and Self-concept 

The notion of self-concept and identity has been very fundamental to the discourse of 

consumer behavior for a long time (Belk, 1988; Elliott, 1997; Banister and Hogg, 2004; 

Gbadamosi, 2015). The extant literature has strongly linked self-concept to self-esteem 

(Grubb and Graithwohl, 1967; Rucker, et al., 2011)). Scott (2007) posits that many women 

suffer from low self-esteem and self-confidence and consequently have an adverse opinion 

of their personal beauty. Cosmetic products are a quick fix to meet beauty ideals (Miller and 

Cox, 1982) and mend a low self-esteem. A number of studies have pointed out that women 

tend to compare themselves to others, especially in the context of beauty. For example, 

women were found to be more depressed and angry after viewing female models on 

magazine (Pinhas, 1999). Nowadays social media was shown to have a similar effect, 

lowering self-esteem and self-confidence (Perloff, 2014). Nevertheless, there has been little 

research on how cosmetics provide woman with a higher self-esteem and self-confidence, 

especially in relation to religiosity. Hence, it will be of significant value to examine the 

specific impacts of these, especially in relation to religiosity as a key consumer behavior 

phenomenon. 
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Motives behind buying color cosmetics 

        To have an in-depth understanding of the motives behind buying color cosmetics, the 

theory of planned behavior (TPB) shown in Figure 1 has been chosen, and it states that there 

are three factors affecting intention: subjective norm, attitude and perceived behavioral 

control (PBC) (Ajzen, 1991).  This theory is used to justify a wide array of behaviors 

(Fishbein and Ajzen, 2010). In this study, the theory is used to explain whether subjective 

norm, attitude and perceived behavioral control influence the intention to buy colour 

cosmetics. 

 
                                                     -------------------------------- 
                                                     Place Figure 1 about here 
                                                     -------------------------------- 
 

            

a. Subjective norm  

        Subjective norm refers to the pressure that the society exercises on an individual to 

perform a specific behavior or avoid it (Ajzen, 2002). In other words subjective norms 

originate from the idea that a person or group of people will approve or disapprove a 

particular behavior (Ham et al. 2015).  Subjective norm is shaped by both Interpersonal 

influence which involves the influence friends, family, and significant others, while external 

sources' influence refers to influences by mass media, such as television, magazine, social 

media  (Brown & Venkatesh, 2005; Arias, 2016; Burchell, Rettie, Patel, 2013).  Behavioral 

intention is indeed directly impacted the subjective norm (Ajzen & Albarracin, 2007). In 

particular Venkatesh et al. (2003) show that there is a positive correlation between subjective 

norms and behavioral intention to buy color cosmetics. Kim and Chung (2011), Souiden and 

Diagne (2009) supported these findings and showed that there is a positive correlation 

between subjective norm and the behavioral intention concerning skin care products. A 
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number of studies have reported this positive correlation between the two variables. For 

example, Guthrie et al. (2008) and Vanessa et al. (2010) empirically proved in their research 

that female customers specifically are affected by the social comparison to increase their 

attractiveness and expose their unconscious world. This is closely related to the findings of 

Gbadamosi (2012) about acculturation and Black African women consumption of clothing 

in the UK. In this research, findings show that these women purchase behavior for clothing 

are influenced by social factors in two directions. Firstly, their purchase and use of clothing 

is influenced by their need to affiliate with people in their host cultural system and on the 

other hand, they still stick to some of their traditional outfits in the foreign cultural 

environment in order to be able to affiliate with people of their similar cultural orientation 

who reside in the country during traditional events.  In addition, in Sweden, it has been stated 

that the subjective norm would have a considerable impact on consumers’ purchasing 

behavior when the product bought has a link with fashion and trend (Crespo & Rodríguez, 

2008). Other than media shaping subjective norm, religiosity is also to be considered. 

 

Religiosity  

        Religion has been defined as the system of the actions, judgments, cerebral and 

emotional procedures, which aid individual, overwhelm, prevent, alleviate, or offset anxiety 

and worry (Labarbera, 1972). It favors a certain basis for people, and makes their lives purer 

(Peterson and Roy, 1985). Evidence shows a number of religious beliefs that often pattern 

people’s life including consumption activities and to varying degrees, are anti-materialistic 

– viewing materialism broadly as antithetical to spiritual values (O'Shaughnessy & 

O'Shaughnessy, 2002). For example, Islam prohibits overt consumption of luxuries and 

warns against hoarding:  “And let those who hoard gold and silver and do not spend them in 
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the way of Allah know that a severe and painful punishment is awaiting them.” [At-Tauba: 

34] 

 

Religiosity reflects the degree to which beliefs in religious values and ideals are held and 

practiced by an individual (Delener, 1990). Many studies have shown that religion and 

religiosity impact consumer behavior in many areas such as retail supply patronage (Siguaw 

and Simpson, 1997); decision making (Delener, 1994); shopping alignment (Esso and Dibb, 

2004), and perception and advertising signals (Fam et al., 2004). For example, studies have 

shown that people are more encouraged to buy products that are advertised as being 

promoted by the religious group they are affiliated to (Esso and Dibb, 2004) while a few 

other perspectives show that religiosity impact people’s decision-making process and their 

choice of products to buy (Delener, 1994; Arli et al., 2016; Casidy, et al., 2016; Al-

Abdularazak and Gbadamosi, 2017; Gbadamosi, 2018). Specifically, the relationship 

between religion and color cosmetics has been a big issue for years. The Quran and Suna 

were clear in forbidding women to show their beauty for strangers except for their husband, 

father, brother and son.  This is emphasized in Surat an -Nour, ayat 31. Hence, one could 

infer that the Quran forbids women to wear conspicuous make-up in public.  

        Meanwhile, the CIA world fact book indicate that 99% of Moroccans are Muslim 

(2012). However, Morocco is a society influenced by both Muslim tradition and western 

norms (Hessini, 1994). Hence, by examining these contentions around colour cosmetic 

consumption, the paper is positioned to extend our knowledge on this subject.  

Religion can be described as a set of beliefs and values that direct behavior (Delener, 1994), 

while religiosity, on the other hand, is defined by the degree to which beliefs in religious 

values and ideals are held and performed by an individual (Bachleda, Hamelin Benachour, 

2014). Allport (1950) posits that the construct of religiosity comprises two dimensions: 
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intrinsic religiosity and extrinsic religiosity. For Allport (1950), an extrinsically driven 

person use religion in a practical way for purpose such as social acceptance (Belku, 2004) 

while an intrinsically driven person lives his/her religion in mindfulness of the importance 

of beliefs and dogma. These two dimensions, intrapersonal (cognitive), and interpersonal 

(behavioral) are measured using nine items adapted from the Religious Commitment 

Inventory (Worthington et al., 2003). Various researches have emphasized the role of 

religiosity as a key factor exerting a strong influence on consumer behavior (Veer and 

Shanker, 2011; Bachleda et al., 2014). 

 

Media and subjective norm 

The propensity for media to establish a norm is well established. For example Bessenoff 

(2006) shows that women exposed to thin-ideal ads are more likely to engage in social 

comparison and had a higher level of body dissatisfaction, higher level of levels of 

depression and lowered self-esteem. The media is also playing a very significant role in the 

globalization process through manipulating emotions and sending messages that have an 

impact on people’s daily life (Kotwal et al, 2008).  According to Kulsiri (2012), the exposure 

of media has been proved to affect positively consumer’s purchases behavior. For example, 

evidence shows that Moroccans are exposed to multiple international channels, internet, and 

social media (Akbar, 2009). In their research analyzing the TV advertising impact on 

adolescent purchasing behavior, Kotwal et al (2008), show that girls view TV advertisement 

with extreme interest and perceive the product exposed as a miracle that would change their 

lives.  
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Social norms Theory 

Social Norms Theory posits that an individual’s behavior is influenced by mistaken 

perceptions of how other members within a particular social group think and act (Berkowitz, 

2004). Social Norms Theory was firstly established to understand the problem of binge 

drinking on American campuses (Haines, 1996). The study uncovered that students who 

believed that their peers drank more would increase their alcohol consumption to match what 

they thought their peers did. This research tests the idea that perception of wealth could be 

correlated to the use of color cosmetic.  

 

 

It has been argued that Moroccan citizens follow more a liberal western lifestyles than a 

traditional Arab-Islamic (Gray and Amine, 2002). According to the Interprofessional Center 

media audience measurement (Ciaumed), Moroccans watches TV 3 hours and 48min a day 

on the average.  In fact, only 51% of the population watches Moroccan channels (El Khalfi, 

2012).  2M is a public channel that targets low and middle-income residents (Le Journal 

Hebdo, 2012) and succeeds in attracting more than 20% of the population. Then, comes 

AlOULA with 9% while ASSADYSSA target only 0.5%. On the other hand, TF1, mbc1, 

Aljazeera, Ikraa attract a large number of audiences rating of 11.3%, 15.9%, 12% and 16.5% 

respectively.  Therefore, TV might have a huge impact on people' self-concept, religiosity 

and values. With reference to the June, 2012 Internet World Stat, Morocco has been noted 

the 4th of African countries in terms of number of Facebook users with an estimated number 

of more than 6 million users (Arbaoul, 2014). For example, the page of Sayidaty, which 

provides information about fashion to young female audience, and displays a variety of 

advert for some major cosmetic brand has 2 179 436 fans. These figures are considerable. 
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b. Attitude  

According to Kotler and Armstrong (2018: p173), ‘Attitude describes a person’s relatively 

consistent evaluations, feelings, and tendencies toward an object or idea’. The estimation 

about a product to be good or not is very important for the decision making process. 

According to Verbecke &Vackier (2005), a positive attitude towards a behavior makes 

people more likely to purchase and a negative attitude towards product leads to a decrease 

in our willingness to buy the product.  Marcoux (2000) found that there is a strong correlation 

between attitude and the intention to buy skin products. Moreover, a strong relationship has 

been shown between attitude and the intention to buy cosmetics (Sukato & Elsey, 2009; Kim 

& Chung, 2011). Empirical studies in Sweden have shown that the more favorable attitude 

women have towards color cosmetics, the higher is their intention to buy cosmetics 

(Nikdavoodi, 2013). This same study also shows that make-up products have proven to 

increase women attractiveness and help hide any imperfection in their faces. Hence, a 

positive attitude towards colour cosmetics encourages female consumers to consume 

different color cosmetic such as eyeliner. As a result, female’s intention to buy colour 

cosmetics is increased and their esthetic need is satisfied (Sukato and Elsey, 2009). 

 

c. Perceived behavioral Control 

        Perceived behavioral control (PBC) is the perception of an individual about his ability 

to perform certain action (Liao et al., 2008). PBC is determined by the total set of control 

beliefs (Liao et al, 2008). It is often discussed when the behavior studied is not under 

complete control of the individual (Ajzen, 2002). It describes the perception of the resources 

needed to perform a specific behavior (Armitage and Conner, 2001) and includes the 

perceptions about the existence or lack of resources needed to engage in a behavior. 

9 
 



 
 

 According to Nash et al. (2006), there is a negative relationship between perceived 

behavioral control and color cosmetics usage. Therefore, the intention of buying colour 

cosmetics is reinforced when women have independence in deciding when and where to 

wear color cosmetics.  

 

d. Intention and Color Cosmetics 

 The theory of planned behavior states that the intention is influenced by attitude, subjective 

norms, and perceived behavior control (Fishbein and Ajzen, 2010)..  Consequently, the 

theory of planned behavior states that the intention towards a specific behavior is very 

important in measuring and predicting the actual behavior (Fishbein and Ajzen, 2010). 

Therefore, this study examines the influence of attitude, subjective norms, and perceived 

behavior control vis-à-vis colour cosmetics consumption in the given context. 

 

 

 

Demographics and Colour cosmetics 

In Morocco, the average unit prices in colour cosmetics recorded a marginal upward 

movement in 2011 driven by the distribution costs and the introduction of highly priced new 

products (Euromonitor, 2013).  However, this same report shows that the largest population 

in Morocco falls into the middle class which correspond to low income.  Therefore, 

Moroccan women might not be able afford to use premium brands daily and are more 

comfortable with using standard and economy products (Euromonitor, 2013). Therefore, 

income might be a very important factor that influences Moroccan women’s intention to buy 

colour cosmetics. Furthermore, Sa Sa International Holdings Limited; a leading cosmetic 

retailer and beauty services holding in Asia shows that married female are the largest 
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segment of female consumers using colour cosmetics (www.firmstudio.com), 2018) . This 

suggests that marital status could be very important in the explanation of the purchase pattern 

of colour cosmetic products. 

 

Research question    

What are the main factors affecting the purchase intention of Moroccan females toward the 

consumption of colour cosmetics? 

 
Hypotheses 
The following null hypotheses which are outlined in Figure 2 are developed:  

H01: There is no relationship between consumer motives and the intention to buy colour 

cosmetics. 

Log (intention) =β0 + β1 sn_family+ β2 sn_Friends+ β3Attitude+ β4 PBC + ε 

 

H02: There is no relationship between intrinsic religiosity, extrinsic religiosity and the 

intention to buy colour cosmetics. 

            Log (intention) =β0+ β1 Intrinsic religiosity + β2Extrinsic Religiosity + ε 

 

H03: There is no relationship between TV channels and the intention to buy colour cosmetics. 

Log (intention) = β0 + β1 2M + β2 TF1 + β3 RotanaRissala + β4 AlOula+ β5 Rotana Clip+ 

β6 MBC Action+ β7  MBC4 + β8 M6+ β9 Medi1 +  β10 Ikraa +ε 

 

H04: There is no relationship between websites and the intention to buy colour cosmetics. 

Log (intention) = β0+ β1 Facebook + β2 Twitter+ β3 Fashion websites+ β4 

streaming(YouTube) + β5 Beauty websites+ β6 News+ ε 

 

11 
 



 
 

 
Methodology 
 
        The study uses a framework based on the theory of planned behavior to understand the 

consumer behaviors towards colour cosmetics in Morocco. In order to test these hypotheses, 

the positivism research paradigm is adopted using an ordered logistic regression model for 

testing the correlation and goodness of fit of the model. The hypothesized model is illustrated 

for identifying the relationship between variables.   

 

Sampling Strategy: 

An acceptable sample of the study is Moroccan females from all ages.Using the rule of thumb: 

The sample size in an ordered logistic regression is determined by: N > 50 + 8 k (Lee and Green, 

1991). 

Where, k is the number of independent variables. 

H05: There is no  relationship between magazines and the intention to buy colour cosmetics. 

Log (intention) = β0+ β1 Femmes du Maroc+ β2 Maroc Premium+ β3 People+ β4Telquel+ 

β5 Sayidaty+ β6 MarocHebdo + ε 

 

H06:  There is no a relationship between demographic factors and the intention to buy colour 

cosmetics. 

Log (intention) = β0 + β1 Age + β2 Educational level + β3 Income + β4 Occupation+ β5  

Perception of wealth as compared to neighbors +β6 Household size +ε 

 
 
                                                     -------------------------------- 
                                                     Place Figure 2 about here 
                                                     -------------------------------- 
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In the study k=101 Therefore, N> (50+8*10). The number of respondents should be greater than 

130. 

 
 
 
 
 
 
 
 
Data collection: 
 
Survey: 

The target population of the study is Moroccan female consumers of all ages as the use of color 

cosmetics is not restricted to a specific age interval (Euromonitor, 2013).  The questionnaire 

measures the respondent’s views on both intrinsic and extrinsic religiosity, and tests the 

respondents’ use of media including their prefer choice (among TV, Magazines, and others) as 

well as the time spent with each media. It also included a demographics section to understand 

the relationship between the different profiling characteristics of the respondents and their 

purchasing intention. Internal consistency and reliability of the survey is tested for each section 

by assessing the value of the Cronbach’s Alpha. A total of 650 questionnaire were distributed 

by trained pollsters using an intercept non-probabilistic sampling method in various urban 

locations all over Morocco. These are Ifrane and Azrou as small towns in the middle Atlas, 

while Fes and Meknes are middle size town, Tangier, Rabat and Casablanca are the 

administrative and economic capital respectively, and Tangier and Oujda being Morocco most 

important northern cities. Out of 650 questionnaire, 498 were returned. Since Morocco is a 

Muslim country, the questions related to religiosity correspond to Islam.  The sampling is 

purposive probabilistic method, which helps a random selection of the sample based on the 

identified targeted characteristics of interest (Guarte and Barrios, 2006). The questionnaire was 
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drafted in English and later translated into French using back translation techniques (Azjen, 

2002). This translation was considered necessary because French is the most used language in 

Morocco after Arabic (El Khalfi, 2012). The questionnaire of the survey contains a section for 

each variable plus the demographics part. The survey is composed of 4 main sections which 

respectively measuring the variables related to the intention, attitude, subjective norm, 

perceived planned behavior, as well as both intrinsic and extrinsic religiosity. In addition, the 

survey also assesses the intensity of use of types of media: TV channels section, Internet sites, 

and the magazines. Finally, the survey includes a demographics section in order to profile the 

respondents in term of level of education, household size, income, occupation, perception of 

wealth compared to neighbors and age. Each variable was measured using standard Likert 

scales. For example, education was measured on a 7pts Likert scale (1 corresponding to no 

education, to 7 – PhD), age was measured on a 5pts Likert scale with 1 corresponding to less 

than 20, to 5 over 50, Income was rated on a 8pts Likert scale with 1 corresponding to less than 

1500 Moroccan Dirham (MAD) per month (about USD150 in March 2018), to over 13,000 

MAD.  

Perception of Wealth was included in the demographics section although the goal was to test 

one aspect of the social norm theory. Wealth perception was measured on a 3 pts likert scale 

with the following question: “How do you perceive yourself compared to your neighbors?” (1 

They are richer than us, 2. Similar, 3. We are richer than them).  

 

Section 1 measures the intention to buy Colour Cosmetics: A five-point scale question ask 

respondents to rate their intention to use color cosmetics from 1 i.e Extremely Unlikely; to 5 

i.e. Extremely Likely. The second section measures consumer attitude, subjective norms and 

perceived behavior control. Following (Venkatesh et al., 2003) attitude towards color cosmetics 

is measured by asking the respondents to answer following questions “For me, wearing make-
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up is?” Pleasant / Unpleasant, Respectable / Shameful, Satisfying / unsatisfying, Practical / 

unpractical on a five point likert scales . Concerning the Subjective norm, the questions measure 

the degree of approval among families, and friends.  Concerning the perceived behavior control 

respondents have to rate their level of agreement with the question “: I have the final say in 

deciding to wear my make up” on a 5pts likert scale with 1 corresponding to “strongly disagree” 

and 5 “strongly agree”.  The third section measure the degree of both intrinsic and extrinsic 

religiosity. The construct of religiosity was included in the survey using nine questions. The 

scale followed the commitment inventory scale, which measures the commitment to religiosity 

(Worthington et al. 2003). Six questions were devoted to the extrinsic part while three were 

devoted to the intrinsic part. The last section measure respondents involvement with various 

media sources. Respondent were asked to rate the frequency of media usage (Magazine, TV, 

Internet) on a five point likert scale. A final section measure demographics such age, marital 

status, education, family size, location, occupation and income.  

 

Reliability of the Questionnaire 

Cronbach’s alpha was used to determine the internal consistency of the survey. Cronbach’s 

alpha was found to be 0.8099 for consumer motives while that of religiosity was found to be 

0.8174, and that of the media is  0.7735. . 

Presentation of Findings: profiling the respondents 
 
The descriptive statistics relating to profiling the respondents are given in Table 1 
 
                                                     -------------------------------- 
                                                     Place Table 1 about here 
                                                     -------------------------------- 
 
 
Regression Analysis 
 
Ordered logistic regression 
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The regression analysis is based on running an ordered logistic regression for each hypothesis; 

knowing that the independent and the dependent variables are categorical. The first step is to 

run a correlation test among the independent variables. If the correlation test signals a value 

higher than 0.6, it means there is a correlation between the independent variables. For all 

hypotheses it was found that none of the independent variables were correlated.   

 

Testing TPB model:  

H01: The model is found statistically significant at a 95% level of confidence as Prob>chi2 = 0 

is < 0.05.  The significant independent variables are Attitude and perceived behavior control 

(PBC) and no significant relationship was found between sn_family; subjective norm of family; 

sn_friends; subjective norm of friends; and the intention to buy colour cosmetics. 

 

                                                     -------------------------------- 
                                                     Place Table 2 about here 
                                                     -------------------------------- 
 
 

• As shown in Table 2, the intention to buy color cosmetics increases by 42.9% as the 

importance of attitude increases by 1%. Holding all the other independent variables 

constant, as the importance of perceived behavioral control increases by 1%, the 

intention to buy color cosmetics increases by 30.9%. Brant test provides evidence that 

the parallel regression analysis has not been violated. 

 
Religiosity and color cosmetic purchase intention: 
 Color cosmetic purchase intention and religiosity are found to be correlated (p value = 0.00) 

Extrinsic religiosity was found to be negatively correlated to purchase intention. Hence more 

religious respondent are less likely to purchase color cosmetic and this by 14.8% (See Table 3).  

                                                     -------------------------------- 
                                                     Place Table 3 about here 
                                                     -------------------------------- 
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A Brant provided evidence that the parallel regression analysis has not been violated. 

 
Impact of Tv channels: 

   

The model is statistically significant at a 95% level of confidence, and hence TV channels 

viewing and the intention to buy color cosmetics are correlated.  The channels having a 

significant impact on purchase intention are  2M, Rotana Clip, Ikraa, TF1, and MBC4 while no 

significant relationship was found between between RotanaRissala, M6, MBC Action, Eloula, 

Medi1 and the intention to buy colour cosmetics (See Table 4). 

                                                     -------------------------------- 
                                                     Place Table 4 about here 
                                                     -------------------------------- 
 
As respondents’ time watching 2M, RotanaClip, MBC4 increases by 1%, the intention to buy 

color cosmetics increases by 30.8%, 48.7%, and 20.6% repectively. On the other hand as  

as respondents’ time watching Ikraa or TF1,  increases by 1% , the intention to buy color 

cosmetics increases by 48.7%.decreases by 17.8% and 41.6% repectively. A Brant also 

confirms that the parallel regression analysis has not been violated. 

 
Websites:  
The model is statistically significant at a 95% level of confidence hence, there is a relationship 

between Websites and the intention to buy color cosmetics as shown in Table 5. The significant 

variables are Beauty websites and YouTube (streaming) and no significant relationship was 

found between Facebook, Twitter and the intention to buy colour cosmetics. 

                                                     -------------------------------- 
                                                     Place Table 5 about here 
                                                     -------------------------------- 
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A 1% usage of  beauty websites or Youtube would lead to  an increase in purchase intention 

by  36.6% and 27.6% repectively. Finally a brand test confirmed that the parallel regression 

analysis has not been violated. 

 
Impact of Magazine:  
Again The model is statistically significant. Maroc Hebdo and Maroc Premuim were found to 

be negatively correlated to the intention to buy colour cosmetics. A 1% increase in the 

respondents time spent on reading these magazine decrease the probability that a respondent 

will purchase color cosmetic by 28.4% and 43% respectively. (See Table 6) 

                                                     -------------------------------- 
                                                     Place Table 6 about here 
                                                     -------------------------------- 
 
 
The impact of demographic factors: 
The model is found statistically significant at a 95% level of confidence as the Prob>chi2is 

found to be 0.00, which is less than 0.05.  The significant independent variables are Age, 

Household Size, Income, Perceived Wealth as their P-values are less than 0.05. There is no 

significant relationship between Occupation and the intention to buy colour cosmetics. 

                                                     -------------------------------- 
                                                     Place Table 7 about here 
                                                     -------------------------------- 
 
 

• As Table 7 shows, the significant variable are Age, Household Size, Income, Perceived 

Wealth. A 1% increase in these variable will increase the respondent intention to buy 

color cosmetic by 32.7%, 30.1%, 31.6% and 27.7% respectively.  

 

Goodness of fit 

 Based on testing the sixth hypotheses running ordered regression model, we can 

conclude that there is a relationship between Intention and consumer motives, religiosity, TV 

channels, Websites, Magazines and demographics. Therefore, it is important to test goodness 

18 
 



 
 

of fit by testing the variation of the dependent variable, which is intention and all other 

independent variables. 

 
The subsequent table illustrates the findings from STATA: 
 

                                                     -------------------------------- 
                                                     Place Table 8 about here 
                                                     -------------------------------- 
 
 
Therefore, as shown in Table 8 we can conclude that there is a good fit between the data and 

the model according to the R^2 results: 

• Based on Count R^2, 67.6% of the variation in the dependent variable, which is the 

intention to buy color cosmetics, can be explained by the independent variables. 

• Based on McKelvey & Zavoina’s R^2, 76.1% of the variation in the dependent variable, 

which is the intention to buy color cosmetics, can be explained by the independent 

variables. 

The model is statistically significant at a 95% level of confidence as the Prob>chi2is found to 

be 0.00, which is less than 0.05.  Hence, there is a relationship between the intention to buy 

color cosmetics and all the independent variables.  Since the P-values are less than 0.05, the 

significant independent variables of the model including all variables are Attitude, perceived 

behavior control (PBC), extrinsic religiosity, TF1 and Twitter 

. 

After running an ordered logistic regression, Brant test for the overall model was executed in 

order to determine whether there is any parallel regression assumption violation. As the p>chi2 

is bigger than 0.05, it could be concluded that the non-significant test statistics provides 

evidence that the parallel regression analysis has not been violated. 

                                                     -------------------------------- 
                                                     Place Table 9 about here 
                                                     -------------------------------- 
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Table 9 sumarises the findings, shows the significant variables and indicates that all of the 

hypotheses are rejected. 

  

Discussion of the Findings 

Overall, this study examines the nexus of attitudes, religion, and the media in relation to 

Moroccan women’s use of colour cosmetic products. The results show that there is a positive 

relationship between the intention to buy colour cosmetics and the women’s age. This sounds 

logical as extant literature argues that women tends not to like looking old (Davies, 2006). As 

women get older, their use of color cosmetics becomes almost a necessity either to hide wrinkles 

or simply to look fresher. Therefore, for looking younger, beautiful, and attractive, a 

considerable number of Moroccan women wear make-up on a daily basis (Kumar, 2005). 

Furthermore, results show that the respondents’ perceptions of wealth compared to their 

neighbors influence their intention to buy colour cosmetics.  Perhaps, this could be explained 

by the fact that women’s use of make-up to attract attention and as an indication that they can 

afford the products.   

 

Moreover, results showed that there is a positive relationship between income and the intention 

to buy colour cosmetics. This lays considerable credence to the fact that Moroccan’s women do 

not hesitate to spend money on their appearance if affordable (Euromonitor, 2013). 

Interestingly, finding shows that Moroccan females have a positive attitude towards colour 

cosmetics. As predicted in the framework proposed, the more positive the attitude towards a 

behavior, the more likely are consumers to buy the product associated with the behavior. 

Therefore, the result is consistent with previous studies such as those of Kim & Chung (2011), 

Verbecke &Vackier (2005), and Nash et al. (2006). 
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It is also shown in this study that perceived behavior control (PBC) have a positive influence 

on consumer’s intention to buy colour cosmetics. This confirms women’s ambitions of 

independence of choice especially in the Moroccan context (Akbar, 2009). It aligns with the 

claim that Moroccan female consumers are no longer accepting to be controlled and 

manipulated (Euromonitor, 2013). The study also shows that the subjective norms for neither 

friends nor family is significant and does not influence the intention to buy colour cosmetics.  

This position contradicts the past view of the passive women who are unable to decide even 

when and where to wear make-up (Venkatesh et al., 2003; Boulanouar, 2010). So, Moroccan 

women are acting towards having more freedom in their choices and fight to get their rights 

(Sadiqi, 2008). This can be noticed by the huge denunciation of many laws such as limiting the 

age of marriage or obliging a victim to get married with the person who abused her.  

 

       Another interesting result is that religiosity has a very weak impact on Moroccan women’s 

intention to buy colour cosmetics Upon reflection, although Morocco is a country with 99% of 

Muslim citizens (Central Intelligence agency, 2018), this paper suggests that Moroccan women 

do not give a great importance to religion in relation to these products. Intrinsic religiosity has 

no influence on Moroccan women’s behavior towards buying colour cosmetics. This result 

might be explained by the fact that half of the respondents are between 21 and 30 years old who 

are typically noted as interested in looking gorgeous.. On the other hand, findings show that the 

extrinsic religiosity has a negative impact on the impact of buying colour cosmetics. So, as the 

extrinsic religiosity increases the intention to buy colour cosmetics decreases. Studies analyzing 

the relationship between religiosity and consumer behavior have shown that the link is sparse 

and conflicting (Syed, Rohani, and Badrul, 2011). This stance is confirmed in this current study.  
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Concerning the media influence, these women were asked to rate TV channels that they most 

watched. The result is that Eloula and Medi1, Moroccan channels, have no significant impact 

on the intention to buy colour cosmetics even as Eloula is the first Moroccan channel. On the 

other hand, findings have proved that foreign channels such as Rotana and MBC (Middle East 

broadcasting modern channels) have a positive impact on consumer’s intention to buy colour 

cosmetics. This result goes in line with recent studies that showed that Moroccan population 

prefers Middle East channels (Akbar, 2009). These results may be explained by the fact that 

foreign channels tend to highlight the importance of beauty and the use of colour cosmetics.  

The results show that, the Arab channel, MBC and the French channel, TF1 are two channels 

that encourage Moroccan women to use cosmetics for taking care of their looks. While MBC 

highlights the importance of colors, TF1 boosts the importance of transparent make-up and 

more natural look. On the other hand, Moroccan channels do not provide a variety of programs 

that would attract mainly female consumers. For instance, Moroccan channels broadcast only 

one program in 2M called SABAHIYATE that discusses women issues. Meanwhile, a huge 

number of westernized advertisements attracts housewives and encourage them to watch 

foreign channels on a daily basis (Gregg, 2007). Consequently, based on the profiling 

description of the sample used, only 22.53% watch TV less than one hour a day. So, it could be 

argued that exposure to foreign and western channels which has been boosted by the availability 

of satellite channels, makes homemakers mainly influenced by the western and Middle East 

style of wearing make-up.  

 

Meanwhile, concerning Magazines influence, the study showed that there is a negative 

relationship between the intention to buy colour cosmetics and Maroc Premuim magazine.  The 

study also reveals that there is a positive influence of streaming mainly YouTube and the 

intention to buy colour cosmetics. This is explained by the huge number of videos on this 
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platform that represents tutoring for women to wear different styles of make-up and on any 

occasion without being in need to pay a specialist.   

 

 

Managerial Implications 

Apart from the core theoretical contributions of this paper to the extant literature on self-

concept, women and beauty, it also has some noteworthy managerial implications. Essentially, 

the paper pinpoints the significant link of the media, attitudes, and religiosity. The implications 

revolve around the planning and implementation of integrated marketing communication for 

colour cosmetic products in the studied and similar contexts. So, it emphasizes appropriate 

choice of media and the message as of significant relevance in view of the religious positioning 

of these marketing communication channels. For instance, on this, it highlights the specific 

relevance of foreign marketing communication channels and tools as effective way for 

promoting these products.  Besides, it also provides strategic direction about segmentation, 

targeting, and positioning for firms dealing in these products. For instance, the study pinpoints 

the middle-aged and old women age category as constituting good business opportunity to 

target as they are more encouraged to buy colour cosmetic products. 

 

Conclusion 

 The study sheds light on consumer behavior towards colour cosmetics in Morocco.. In 

order to understand what affects the intention to buy colour cosmetics positively or negatively 

among Moroccan women, the study looked at the influence of media and religiosity following 

the theory of planned behavior as the theoretical framework. It suggests that Moroccan women 

crave their self-control in the consumption decisions in relation to colour cosmetic products as 

the perceived behavioral control has a positive influence on their consumption of these 
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products.  Although previous studies indicate that the role of religiosity in consumer decisions 

is unclear or ambiguous (Bachleda, Hamelin, and Benachour, 2012), it could be concluded from 

the study that Moroccan women are more influenced by media than religion.  Religiosity has a 

very weak impact on their intention to buy colour cosmetics. Meanwhile, marketing 

communication channels such as Rotana and MBC have a positive impact on these consumers’ 

intention to buy colour cosmetics as compared to the indigenous channels that are not 

particularly influential in this consumption context. Consequently, the exposure to western and 

other foreign channels make the women to be influenced by the western and Middle East styles 

of wearing make-up due to the availability of satellite channels. This cultural tensions constitute 

the core contribution of this study. It is interesting and noteworthy to indicate that old female 

consumers seem very keen to look young and fresh, which explains why they use these colour 

cosmetics. Conversely, younger girls who seem to have high self-confidence level and low 

income tend to seek more natural look and use transparent make-up. This is also linked to the 

findings of the study which emphasizes that there is a positive relationship between income and 

the intention to buy colour cosmetics among these women. 

 

 

 

Limitations and Further Researches 

Although this paper could be described as enlightening in relation to the subject matter it 

addresses, it also have some noteworthy limitations. Firstly, the finding might suffer from the 

representation bias of using a sample of only Moroccan women. Secondly, the respondents in 

the study might not have been totally honest in their answers.  In some cases, people may hide 

their real opinions about some critical issues considered sensitive such as religiosity. However, 

to address this issue, the survey was made completely anonymous.  Moreover, the diversity of 
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the sample is limited with 55.97% of the respondents being between 21-30 years old while 

62.76% of them are single. Besides, even though the sample size is very large to run an ordered 

logistic regression analysis, it does not cover all Moroccan females’ population.  

 

Meanwhile, as there is huge competition among different brands in the industry, a further 

research would be needed to analyze the consumer behavior towards different brands of colour 

cosmetics.  It would be interesting to analyze how branding affect the intention to buy colour 

cosmetics in Morocco. Also, it could be theoretically and managerially illuminating to look into 

a larger perspective and study cosmetics in general not only colour cosmetics. 
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Table 1: Profiling the respondents  
 Issue in focus Summary of Findings 
1 Intention to 

buy color 
cosmetics 
 

From the survey result, we can deduce that 46.12% of 
respondents have the intention to buy color cosmetics very 
often, while those who buy them often constitutes 14.47% but 
those that indicate that they will buy them sometimes are 
approximately 9.644%. Conversely, 23.69% of the respondents 
do not intend to buy color cosmetics while those who indicated 
that they rarely buy them are only 6.08%  

2 Amount of time 
spent watching 
TV per day 
 

The amount of time respondents spend watching TV is very 
significant. The figure below show that 39.06% of respondents 
watch TV more than 3 hours a day while only 22.53% watch 
TV less than one hour a day. Moreover, those who watch TV 
between 1 and 3 hours a day constitutes 38.41 
 

3 Number of 
hours spent 
using Internet 
per day 
 

The result shows the amount of time that respondents spend on 
Internet per day. 39.74% use Internet between 1 hour and 3 
hours while 33.55% use it more than 3 hours, and those who use 
it for between 1 and 3 hours are almost 40% (39.74%). 

4 Frequency of 
reading a 
magazine per 
week 
 

More than half of respondents (71.28%) do not read any 
magazine per week while 25.16% read a magazine one to three 
times a week, and those who read a magazine more than three 
times a week constitute only 3.564%. 
 

5 Age 55.97% of the respondents are between 21 and 30 years old. 
While the respondents over 50 years old are underrepresented. 
Furthermore, 31.24% of the respondents are less than 20 years 
old 

6 Marital Status The majority of the respondents are single. 29.71% of the 
respondents are married while 6.49% are divorced. 
 

7 Education 1.677% of the respondents have not attended school, 0.8% have 
finished primar school, 5.2% have attended a secondary school, 
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46.7% have attended college, 41.7% have a bachelor degree, 
3.35% have a master degree, 1.6% have a PhD. 

8 Occupation  1.2% are retired, 30.53% are student, 21.2% are employed, 24.2 
are in liberal profession, 21.2% are looking for a job and 20.21% 
of the respondents are housewives 

9 Income 54.2% earn less than 15000 MAD per month, 33.2% between 
1501 and 3000 MAD per month, 9.2% earn between 3001 and 
5000 MAD, 2.9% between 5001 and 7000 MAD , 0.4 earn 
above 7000 MAD 

10 Family Size 50.6% have a household composed of 6 or more people, 38.6% 
between 3 to 5 member and 11.34% are household of 2 members 
or less. 

11 Geographical 
Location 

28.6% are from Meknes, 24.9% from Fez, 8.5% are from Ifrane, 
5.0% from Tanger, 5.0% from Casablanca, 3.3% from Mrirt, 
2.5% from Midelt, 0.6% from Khenifra and 0.4% from Oujda,  

 
 
Table2: Consumer motives and the intention to buy color cosmetics 
 
 

Intention to buy 
Color Cosmetics 
(N=477) 

B Z P>z % 

Attitude 0.3572 13 ,16 0.000 42.9 

sn_family 0.0141 0.21 0.830 1.4 

sn_Friends -0.0531 -0.69 0.488 -5.2 

PBC 0.6380 6.60 0.000 30.9 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

33 
 



 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Table3: Religiosity and the intention to buy color cosmetics 
 

Intention to buy 
Color Cosmetics 
(N=477) 

B Z-value P-value % 

Intr_Religiosity -0.0566 -1.91 0.056 -5.5 

Extr_Religiosity -0.1598 -4.51 0.000 -14.8 
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Table 4: TV Channels and the Intention to buy colour cosmetics 
 

Intention to buy 
Color Cosmetics 
(N=462) 

B Z P>z % 

2M 0.2686 2.7 0.007 30.8 

ELoula -0.1092 -1.13 0.285 -10.3 

Medi1 0.0212 0.22 0.829 2.1 

RotanaClip 0.3967 4.51 0.000 48.7 

RoanaRissala -0.1242 -1.52 0.128 -11.7 
 

Ikraa -0.1958 -2.49 0.013 -17.8 

TF1 -0.5372 -4.5 0.000 -41.6 
 

M6 -0.0463 -0.48 0.633 -4.5 

Mbc4 0.1877 2.33 0.020 20.6 
 

MBCAction -0.0291 -0.34 0.732 -2.9 
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Table 5: Websites and the intention to buy color cosmetics 

 
Intention to buy 
Color Cosmetics 
(N=474) 

B Z P>z % 

Facebook  -0.0501 -0.747 0.455 -4.9 

Twitter 0.0141 0.458 0.647 3.2 

Beauty_websites -0.0531 4.075 0.000 36.6 

Streaming(YouTube) 0.6380 3.367 
 
0.001 
 

27.6 
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Table 6:  Magazines and the Intention to buy colour cosmetics 
 

Intention to buy 
luxury goods ( 
N=477) 

B Z P-value % 

Sayidaty 0.1422 1.561 0.118 15.3 

Femmes du Maroc 0.2496 1.876 0.061 28.4 

Telquel 0.2024 1.162 0.245 22.4 

Maroc Premium -0.3361 -2.095 0.036 -28.4 

MarocHebdo -0.5628 -2.378 0.017 -43.0 
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Table 7: Demographic factors and intention to buy Colour Cosmetics  
 

Intention to buy 
luxury goods 
(N=465) 

B Z P>z % 

Education 0.0757 0.668 0.504 7.9 

Household size 0.2748 2.064 0.039 31.6 

Income  0.2632 2.114 0.034 30.1 

Occupation  0.037 0.286 0.775 3.8 

Perception of 
wealth as 
compared to 
neighbors 

0.244 2.181 0.029 27.7 

 
Age 0.2831 6.598 0.000 32.7 
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Table 8: Goodness of fit for the overall model 
 
Count R2 0.676 
McKelvey&Zavoina’s R^2 0.761 
ML ( COX-Snell) R^2 0.652 
Nagelkerke R2 0.699 
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   Figure 1:  Framework of applying the theory of planned behavior for the intention to buy 
colour cosmetics 

 
 
 Source: Fishbein and Ajzen (2010). 
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Figure 2: Illustration of the hypothesized model 
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