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Abstract

The study focused on the impact of the language of advertisement, communication styles, information seeking behavior,
and information source credibility on customer intention of international product. The mediating role of brand trust was
also tested. For this purpose, quantitative cross-sectional data were collected from 290 urban areas consumers of
international products using a convenient sampling technique. SPSS regression results show that language of
advertisement, communication style, information seeking behavior, and Information source credibility are positively and
significantly affect the customers’ intentions towards international products. Furthermore, brand trust also significantly
mediated among all exogenous and endogenous variables. The study with the specific findings highlighted that companies
should focus on effective advertising language, communication styles, and better information systems to increase
customer intentions towards international products. Furthermore, brand trust also acts as a key mediator which is
reinforcing its importance in shaping the consumer’s intentions towards international products. On the other hand, the
study with the findings also offers empirical insights into how marketing communication strategies shape consumer
behavior internationally. These findings guide marketers and policymakers to build brand trust and use persuasive
communication to enhance customer engagement and global market success.
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1. Introduction

As globalization and digital media introduce to the consumers diverse international products to raise their purchase
intention towards multinational products for their internal motivations (Vendrell-Herrero et al., 2018). Consequently,
international brands face mounting pressure to boost their strategies as per the local consumers (Holt et al., 2004). To
overcome this consequence, a deeper understanding of customer intention better helps businesses to predict demand
and create successful foreign marketing initiatives (Son et al., 2013). Correspondingly, understanding customer
intention toward international products is increasingly important for businesses aiming to expand their market share
and strengthen their global brand in today’s competitive global marketplace (Kumar et al., 2013). Accordingly, a
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consumer's purchase intention, which reflects their mental readiness to make a purchase, is a key indicator of potential
buying behavior (Arli et al., 2018). It also helps to explain why customers favor international brands over local ones
(Son et al., 2013). Therefore, to raise consumer consciousness and intensify brand competition, this research focuses
on factors that enhance customers’ intentions toward international products.

Among the key influencing factors, the language of advertisement (LA), communication style (CS), information seeking
behavior (ISB), and information source credibility (ISC) emerge as significant determinants of consumer intention to
purchase international products. From the key influencing factors, the LA plays a foundational role in creating cultural
resonance, emotional connection, and a sense of familiarity with the audience (Blair; Rachel, 2024). This also create
connection to boost how well people remember and respond to the message (Blair; Rachel, 2024). When marketers
use culturally appropriate language then they are more effectively able to connect with the target audience (Valbuena,
2018). However, consumers may not be influenced by language alone; the CS employed in marketing content, whether
emotional, logical, narrative, or symbolic also influences how they perceive and react to advertisements (Padgett; Allen,
1997). For instance, intellectual appeals are more effective in individualistic societies, whereas emotional
communication may be more appealing to collectivist cultures (Han; Shavitt, 1994). Equally, other studies also enforced
that CS is an important key determining factor to improve the purchase intention (Tuukkanen-McVicar, 2024).

Moreover, ISB provides a mechanism where the uncertainty of the consumers is reduced, especially when assessing
unknown or foreign products (Chaturvedi et al., 2016), which increases the purchase intention. Similarly, consumers
who actively seek out information are more empowered and confident, which enables them to make informed
decisions that best fit their needs (Fiiller et al., 2009). An empirical study also enforced that ISB actively increased the
purchase intentions of individuals by helping consumers gather relevant product details, which builds confidence in
their decision-making (Gao et al., 2022). Furthermore, ISC sources also play an important role in determining how
consumers perceive and trust the messages they encounter (Flanagin; Metzger, 2000). Credible sources enhance
message believability and brand evaluation, which helps to increase the purchase intention (Visentin et al., 2019). This
is the reason that the intention to purchase international brands is increasing when sources are more reliable (Sparks
etal., 2013). Collectively, above-discussed four variables serve as both cognitive and affective triggers that international
brands can leverage to improve consumer attitudes and strengthen their competitive positioning.

Brand trust (BT) plays a mediating role that strengthens the influence on customer intention to purchase international
products. Similarly, BT is also a crucial component for purchase intention because it reduces perceived risk and
encourages consumers to confidently choose the brand (Flanagin; Metzger, 2000). This is crucial for products from
abroad, where consumers might not know much about the brand or have limited access to it (Ha, 2004). Consumers'
trust in a brand is increased when advertisements use effective and relatable language (Helme, 2023). Likewise, a CS
that meets customer expectations can strengthen BT by raising emotional ties (Anderson, 2025). In the same vein,
consumers who actively seek information may find encouragement in transparent and consistent branding that
increases the purchase intention of individuals (Holloway, 2024b). In the same vein, ICB also increased consumer
knowledge and reduced uncertainty, which increases the consumers' BT (Fan et al., 2024). This increased BT that is
developed through informed decision-making positively influences and strengthens purchase intention (Fan et al.,
2024). In the same vein, ISB also played a vital role in reducing uncertainty and enhancing consumers’ understanding
of a brand, which increases the consumers' trust in the brand (Gao et al., 2022). This trust acts then strengthening the
relationship between ISB and purchase intention by increasing consumer confidence in the brand (Gao et al., 2022). In
line with previous research, BT acts as a psychological bridge, converting favorable perceptions created by advertising
and communication efforts into strong purchase intentions (Dam, 2020b; Hanaysha, 2022). Hence, this study used the
BT as a key mediating variable.

Previously, several empirical studies explored the relationship among LA, CS, ISB, ISC, and customer purchase intention.
These studies still have various gaps. Firstly, prior studies have been conducted on the direct or with other variables on
customer purchase intentions (Deng et al., 2015; Huang et al., 2024; Liu et al., 2024; Ngo et al., 2024; Roy et al., 2023;
Yuliati; Simanjuntak, 2024; Zhou; Li, 2024), while they have limited attention on indirect effects. Secondly, prior studies
have also been conducted on the impact of LA, and CS on the customer purchase intention with a limited attention on
ISB and ISC in one model (Huang et al., 2024; Mahmud, 2024; Mo, 2024; Xu et al., 2024; Yusuf; Abas, 2024). Therefore,
this study contributed to adding the above two indicators, namely ISB and ISC, in one combined model to fill the
previous gaps. Furthermore, prior studies have been conducted on BT as a mediating variable with other variables
(Dam, 2020b; Hanaysha, 2022) with limited attention on the relation of LA, CS, and ISB, ISC, and customer intention.
Consequently, this study contributed BT as a mediating variable. Lastly, prior studies on customer purchase intention
have been conducted on other products with limited attention on international products (Rahman et al., 2014; Yusuf;
Abas, 2024). So, this study contributed literature in the context of international products. After filling the previous gaps,
the study focused on the impact of LA, CS, ISB, and ISC on the customer purchase intention of international products.
The mediating role of brand trust was also tested. Data was collected from consumers of international products and
used in regression analysis for the study hypothesis.
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2. Literature Review
2.1. Theoretical Foundation

Below in Figure 1 conceptual framework has been incorporated from four key independent variables namely language of
advertisement, communication styles, information seeking behavior, and information source credibility to examine the
effect on consumer intention towards the international products with brand trust as a mediating variable. All these
elements contribute significantly to how consumers form brand trust, which in turn shapes their intention to purchase
(Dam, 2020a; Gupta; Saini, 2020) international brands. This research framework has been grounded in several theoretical
underpinnings. The Elaboration Likelihood Model (ELM) explains that how consumers get attracted towards purchases
from credible messages (Petty; Cacioppo, 1986). Under the umbrella of ELM, when the language of advertisements and
communication styles are being conveyed to get the target preferences and cultural norms, they are processed through
the central route, raising deeper cognitive engagement and enhancing brand trust (Jamal; Khan, 2024). In parallel, the
Source Credibility Theory explained that high levels of information sources and information source behavior increases
message acceptance and trust in the brand (Hovland; Weiss, 1951) which increase the customer intention towards goods.

Finally, aligned with the Theory of Planned Behavior by Ajzen (1991) and Commitment-Trust Theory Morgan and Hunt
(1994), brand trust emerges as a key mediator that transforms positive communication and credible information into
strong patronage intentions toward international products. With a significance of brand trust for the purchase intention.
Prior studies have been conducted on brand trust as a mediating variable with other variables (Dam, 2020b; Hanaysha,
2022) with a limited attention on the relation of language of advertisement, communication styles, information seeking
behavior, information source credibility and customer intentions. Consequently, this study contributed brand trust as a
mediating variable. In this regards, this conceptual framework in below Figure 1 is being established a strong theoretical
pathway which is linking the better communication and information-related antecedents to increase customer intentions
towards international products through brand trust.

Language of Advertisements

Communication Style .
Customer’s Intention towards

Brand Tr .
AU International Products

Information Seeking Behavior

Information Source Credibility

Figure 1: Conceptual Framework.

2.2. Empirical Review
2.2.1. Language of Advertisement and Customer Intention

The language of advertisements played an important role in shaping the key where they followed that how consumers are
being perceived and respond to their marketing messages particularly in the international products (De Mooij, 2021).
Similarly, advertising language does more than just convey a message but it also increases the purchase intentions (Bhatia,
2019). Moreover, when the advertising language is being aligned with the linguistics understanding of individuals then it
could increase the individuals purchase intentions (Sattorov, 2024). Roux and Potgieter (2024) empirically found that
bilingual consumers responded more favorably to advertisements presented in their native language, which enhanced
their comprehension and positive attitudes toward the brand. In the same vein, Liu and Zhao (2024) also established that
purchased intention is being increased when the companies have proper advertising in symbolic native language
particularly for the customers who are being exposed to multicultural symbolic native language. In a similar context, these
empirical findings affirm that language in advertisements is not just a functional medium, but a strategic tool for
influencing consumer behavior and intentions. Thus, based on previous it study has hypothesis.

H1: Language of advertisement influences significantly to customer intention.
2.3. Communication Style and Customer Intention

Communication style whether the emotional or rational is being an important factor to improve the consumers intentions
towards the products (van Pinxteren et al., 2023). It helps to increase the brand messaging which influence how the
relatable, persuasive message helps to increase the purchase intentions (Gupta; Saini, 2020). Furthermore, matching the
communication style with consumer expectations and cultural preferences enhances the perceived relevance and
credibility of marketing messages which is leading to stronger intention to purchase or support the brand, especially for
international products (Jamal; Khan, 2024). Tuukkanen-McVicar (2024) empirical study found that emotionally engaging
and storytelling-based communication styles significantly increased consumers' emotional involvement and purchase
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intentions. De Ofori and Opara (2025) also demonstrated that emotional appeals were more effective than rational ones
in triggering consumer responses, particularly for lifestyle and fast-moving consumer goods. Hegner et al. (2021) study
results also showed that when communication styles align with a brand's personality such as using a casual tone for youth
brands then consumers developed more favorable attitudes and were more likely to purchase. These prior studies were
limited on national products while ignored international products. Therefore, study focused on the influence of
communication style on customer intention with the following research hypothesis below.

H2: Communication style influences significantly to customer intention.
2.4. Information Seeking Behavior and Customer Intention

Information seeking behavior also helps to increase the consumer's intention towards the products after removing the
uncertainty and risk during the decision-making especially for the international products (Yang et al., 2022). It is further
highlighted that consumers who are engaged with a high level of information seeking behavior then they have more
options to evaluate the multiple options to compare the brands, which increases the intention towards the specific
products (Gao et al., 2022). This behavior also enhances their perceived knowledge and confidence, reduces doubts which
leads to more deliberate and positive purchase intentions (Aslan, 2023). Moreover, in international marketing, where
consumers may lack familiarity with foreign products or brands, information seeking becomes even more crucial in forming
trust and purchase intention (Kinawy, 2025). Chen et al. (2022) empirical study also found that online consumers who
actively sought out product and brand information were significantly increase the purchase intention. In the same vein,
Papadopoulos and Cleveland (2023) study also found that active information seekers were more likely to adopt unfamiliar
foreign brands to boost purchase intentions. They also enforced that further research could be explored with the
mediating effect and on other consumers and study has following hypothesis below.

H3: Information seeking behavior influences significantly to customer intention.
2.5. Information Source Credibility and Customer Intention

The information source credibility which is being referred to the degree that is essential for the message sender is being
perceived as trustworthy to increase the intention of customers towards products (Dominic et al., 2023). In marketing,
source credibility increases the trust of individuals to increase purchase intentions (Vrontis et al., 2021). Credible sources
reduce skepticism and build trust, which in turn enhances consumer confidence and intention to purchase (Londaridze,
2024). Shin and Choi (2021) research also highlighted that information source credibility change the attitude of individuals
to purchase international products. Ekstrom and Eriksson (2024) study also revealed that consumers normally purchase
products which is conducted through social media. Imran et al. (2025) study also found that influencer expertise and
honesty significantly predicted consumer trust and intention to buy. These studies confirmed that credible sources are
instrumental in shaping customer intention, particularly in today’s digital and globalized marketplace, and therefore
following hypothesis is formulated below.

H4: Information source credibility influences significantly to customer intention.
2.5. Brand Trust Mediating Role

The brand trust being recognized a fundamental element that helps to increase the customer positive behavior to buy a
specific product. Ayub and Mantilake (2024) also endorsed that it helps to increase the consumer confidence in the brand
liability, integrity and also ability to customer expectations (Pasaribu et al., 2024). Furthermore, Wongsansukcharoen
(2022) study also highlighted that trust played an important key role in increasing the positive relationship with the
customers through the company's marketing efforts, especially when consumers are uncertain or have limited experience
with a brand. When the trust of consumer’s increased on a brand then they focused more on its products or services,
accept its marketing messages, and form favorable attitudes that translate into higher intentions to purchase (Muda;
Hamzah, 2021). Similarly, Han et al. (2023) confirmed that increasing trust on goods increases the customer commitment
on purchase intention both domestic and international product categories. Liu et al. (2021) recent study also emphasized
that trust is a crucial mediator between consumer satisfaction and behavioral outcomes, showing that without trust, even
a high-quality product may fail to convert interest into actual purchases. These previous studies highlight that brand trust
playing an integral role to increase the customer intention to buy the products and since study has hypothesis below,

H5: Brand trust influence significantly influences to customer intention.

Previously discussed that brand trust played an integral role to increase customer intentions towards international products.
While, these studies were mainly limited focused on the mediated role. Prior literature highlighted that advertising language
that resonates with the consumer’s linguistic and cultural background plays a critical role in building trust, which in turn fosters
stronger purchase intentions (Blair; Rachel, 2024). Other study also enforced that language advertisement also increases the
people intentions towards the productions because it played an important role to increase positive behaviors towards the
brands (Gupta; Saini, 2020). On the other hand, when brands communicate in a familiar or native language, it enhances
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clarity, emotional relevance, and a sense of cultural affinity (Khursandova; Madiyeva, 2024). Furthermore, Sattorov (2024)
study found that advertisements using narrative and emotional tones increased not only message acceptance but also
consumer trust in the brand that increase the customer intentions. Likewise, Anderson (2025) study also demonstrated that
congruence between brand tone and consumer expectations builds a sense of brand integrity and consistency, both of which
strengthen trust to increase the purchase intentions. Temitope et al. (2024) further also emphasized that symbolic use of
language strengthens emotional engagement, which makes consumers feel understood and respected, reinforcing their trust.
This trust then forms the psychological foundation upon which consumers are engaged in purchase behavior, particularly
when considering international or unfamiliar products.

Equally, communication style also plays an integral role to increase the trust on brand to enhance purchase intention (Heleta
Svraki¢; Arslanagi¢-Kalajdzi¢, 2023). Further, communication styles also help to increase emotional expressive, relatable and
natural appropriate perception which is more authentic and consumer-friendly (Heleta Svraki¢; Arslanagié-Kalajdzi¢, 2023).
In the same vein, communication styles that meets customer expectations can strengthen brand trust by raising emotional
ties (Anderson, 2025) that could leads to improve the customer purchase intentions. Other empirical study also emphasized
the better communication styles through any social media platform increase the trust level of any consumers towards any
product which increases their trust on any product (Holloway, 2024b). When the trust on any product is increases then the
purchases intention of any product is also increased (Pasaribu et al., 2024). On the other hand, information seeking behavior
also increases the brand trust towards the goods which increase the customers intentions towards the international brands
(Fan et al., 2024). He and Rucker (2023) highlighted that consumers who actively search for product information develop
higher levels of trust due to increased confidence and reduced uncertainty. As consumers become more informed and
perceive transparency, their trust in the brand grows which is leading to stronger buying intentions. Ahmad and Guzman
(2021) and Garg and Bakshi (2024) both confirmed that customer believed on trust on the marketing messages when they
come from sources deemed trustworthy and competent. This trust, once established through credible and reliable
information becomes a driver for consumer intention, particularly in competitive or global markets where product choices
are vast and often ambiguous (Wu et al., 2021). In the same vein

Information source credibility also increased consumer knowledge and reduced uncertainty, which increases the
consumers' brand trust (Fan et al., 2024). This increased brand that is developed through informed decision-making
positively influences and strengthens purchase intention (Fan et al., 2024). In the same vein, information source credibility
also played a vital role in reducing uncertainty and enhancing consumers’ understanding of a brand, which increases the
consumers' trust in the brand (Gao et al., 2022). This trust acts then strengthening the relationship between ISB and
purchase intention by increasing consumer confidence in the brand (Gao et al., 2022). In line with previous research, BT
acts as a psychological bridge, converting favorable perceptions created by advertising and communication efforts into
strong purchase intentions (Dam, 2020b; Hanaysha, 2022). Prior studies have been conducted brand trust as a mediating
variable with other variables (Dam, 2020b; Hanaysha, 2022) with a limited attention on the relation of language of
advertisement, communication styles, and information seeking behavior, information source credibility, and customer
intention. Consequently, this study contributed brand trust as a mediating variable and has following hypothesis below,

H6: Language of advertisement has significant influence on customer intention with mediating effect of brand trust.

H7: Communication style has significant influence on customer intention with mediating effect of brand trust.

H8: Information seeking behavior has significant influence on customer intention with mediating effect of brand trust.
H9: Information source credibility has a significant influence on customer intention with a mediating effect of brand trust.

3. Research Methods and Objects

Quantitative research approach used to attain research objective. Quantitative research provides objective, measurable, and
generalizable insights through statistical analysis of numerical data (Ghanad, 2023). Furthermore, used cross sectional research
design to test the study objective. Cross-sectional research design is important for capturing a snapshot of relationships among
variables at one point in time, allowing for efficient comparison and analysis across groups (Maier et al., 2023).

3.1. Survey Instrument and Respondents Recruitment

Survey instrument adopted from prior literature, where it has already been tested. Information source credibility comprises
from 5 items (Rahman et al., 2014). The language of advertisement was measured through four items (Rahman et al., 2014).
Customer purchase intention was measured by four items (Rahman et al., 2014). Communication styles was measured from
five items of Ansah (2020). Information seeking behavior comprised from 6 items of Asghar (2015). Brand trust was measured
by four items of Dam (2020a). Each item consisted of a five point scale. The research population comprises the entire group
of individuals which have common values as per the study objective (Casteel; Bridier, 2021). The population of the study
consisted of urban consumers of international products, particularly those offered by multinational brands. From the defined
population, a sample was selected using a convenient sampling technique. This sampling technique seems to be more
efficient than random sampling when the population of the study is not defined (Tongco, 2007). Sampling is an integral factor
of the population, allowing researchers to divide their larger group into manageable subgroups (Cash et al., 2022). Two
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sampling methods are namely non-probability and probability (Creswell et al., 2011). From those, convenient is a non-
probability sampling technique. The convenient sampling enables scholars to point out eligible respondents who have deep
knowledge of the research problem and are willing to provide information based on their experience or knowledge (Bernard,
2017; Creswell et al., 2011; Nyimbili; Nyimbili, 2024). Questionnaires were distributed among 350 consumers of
multinational brands through online and in-person channels using convenient sampling. Out of these, 299 questionnaires
were completed and returned, and of those 290 were valid for analysis. This response is quite enough for the mediated
analysis. Furthermore, scholars believe that response rates above 60% seem to be desirable for finding credibility and
reliability (AlFarraj et al., 2021; Fincham, 2008; Louangrath; Sutanapong, 2018). By considering this, this response rate is
appropriate for this study.

3.2. Data analysis and Results interpretation
3.2.1. Demographic Table

The demographic analysis of the 290 brand-conscious respondents has balanced gender with 50.3% male and 49.7%
female participants. From the age perspectives shown majority of the respondents between 26 and 46 years, indicating
that middle-aged adults form a significant portion of brand-conscious consumers. In terms of education, 40.3% hold
undergraduate degrees, followed by 30.3% with graduate and 29.3% with postgraduate qualifications, suggesting a highly
educated sample. Monthly income levels, converted to USD, show that approximately 55% of the respondents earn less
than $214, while 44.9% earn above this amount, reflecting a mix of low to moderate-income brand-aware consumers.
Overall, the data highlights that brand consciousness spans diverse age, gender, and income groups, with a notable
concentration among educated, working-age individuals. Above results in predicted in Table 1 below.

Table 1: Demographic Characteristics.

Variable Group Numbers Percentage (%)
Gender Male 146 50.3%
Female 144 49.7%
18-25 66 22.8%
Group of age 2635 69 23.8%
36-45 68 23.4%
46+ 87 30.0%
Undergraduate 117 40.3%
Education Graduate 88 30.3%
Postgraduate 85 29.3%
Less than $107 80 27.6%
$107-5214 80 27.6%
Monthly Income $215-$321 66 22.8%
Above $321 64 22.1%
3.3. Reliability Analysis
Table 2: Reliability Analysis.
Construct Item Loading Alpha
LA1 0.782
LA (Language of Advertisement) ﬁg 832; 0.854
LA4 0.815
CS1 0.761
CS2 0.787
CS (Communication Style) CS3 0.751 0.836
CS4 0.798
CS5 0.779
1SB1 0.801
ISB2 0.825
ISB (Information Seeking Behavior) 1SB3 0.768 0.861
ISB4 0.807
ISB5 0.814
ISC1 0.779
1SC2 0.804
ISC (Information Source Credibility) I1SC3 0.773 0.848
1SC4 0.812
ISC5 0.787
BT1 0.812
BT (Brand Trust) gg 823; 0.872
BT4 0.853
Cl1 0.791
Cl (Customer Intention) g:g 82(2)? 0.867
Cl4 0.837

The above Table 2 depicted the reliability assessment of the study constructs namely LA, CS, ISB, ISC, BT, and Cl based
on their Cronbach’s Alpha values and factor loadings. The Cronbach’s Alpha used for construct internal consistency
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which has an above 0.70 threshold value (Hair et al., 2019). In other words, factor loadings show the association among
the observed indicators and with latent variables. A factor loading of 0.70 or higher is typically considered strong,
indicating that the item shares substantial variance with the construct (Hair et al., 2019). Both of the Alpha and factor
loadings values fulfill the criteria of the constructs reliability.

3.4. Correlation Matrix

Below Table 3 shown the results of correlation matrix which is demonstrating the correlation of independent variables
with the dependent variables. The results shown that all independent variables show strong and statistically significant
positive correlations with Cl, ranging from 0.714 to 0.769, with BT exhibiting the strongest correlation (0.769, p < 0.001),
indicating its critical role in shaping customer intentions. ISB (0.751) and LA (0.732) also demonstrate strong correlations
with Cl which suggests that the way information is sought and communicated significantly influences customer decisions.
In contrast, the correlations among the independent variables themselves are moderate to low (ranging from 0.289 to
0.366), which is beneficial as it indicates discriminant validity hat is, each construct is capturing a distinct dimension of the
customer intention model. These above findings demonstrating the theoretical relevance of the selected predictors which
is confirmed that study indicators are important in predicting Cl, and those are not redundant or overlapping.

Table 3: Correlation Matrix.

Constructs Cl LA CS ISB ISC BT
Cl 1.000
LA 0.732%** 1.000
CS 0.714%** 0.311* 1.000
ISB 0.751*** 0.334* 0.318* 1.000
I1SC 0.728%*** 0.289* 0.294* 0.337* 1.000
BT 0.769%** 0.352** 0.341* 0.366** 0.348** 1.000

4. Regression Results
4.1. Direct Effects

The direct effects regression results indicated that LA effecting positively and significantly to purchase intention toward
international products (B = 0.312, p = 0.001), suggesting that well-crafted advertising language effectively influences
consumer purchasing decisions. Similarly, CS also demonstrated significant positive effect on customer intention (f =
0.271, p = 0.003), highlighting the importance of clear and engaging brand communication. Furthermore, I1SB shows a
strong positive and significant influence on customer intention (B = 0.342, p = 0.000), indicating that customers who
actively search for product-related information are more inclined to consider international products. Additionally, ISC also
shown positive impact on customer intention (B = 0.293, p = 0.002). In the last direct effect, positive influence BT
highlighted on purchase intention (B = 0.361, p = 0.000). The above results are shown in Table 4 and in Figure 2.

Table 4: Direct Effects.

Predictor B (Standardized) Standard Error (SE) Sig. (p-value)

LA->Cl 0.312 0.053 0.001 ***

CS->Cl 0.271 0.064 0.003 ***

ISB->Cl| 0.342 0.053 0.000 ***

ISC->Cl 0.293 0.052 0.002 ***

BT->CI 0.361 0.043 0.000 ***

Note: LA-Language of Advertisement, CS-Communication Style, ISB-Information Seeking Behavior, ISC-Information Source Credibility, BT-brand
trust, Cl-customer intention

4.2. Process Mediation

This section shows the mediation results through process mediation. The mediation analysis results reveal that BT
partially mediates the relationships among all four independent variables and customer intention toward international
products. Specifically, LA has a significant indirect effect on customer intention through BT (indirect effect = 0.15, Boot
SE = 0.04), with significant paths from LA to BT (B = 0.42, SE = 0.05) and from BT to CI (B = 0.36, SE = 0.04), while the
direct effect remains significant (B = 0.16, SE = 0.06), indicating partial mediation. Similarly, CS significantly influences
customer intention through BT (indirect effect = 0.14, Boot SE = 0.04), with significant effects on both the mediator (
= 0.38, SE = 0.06) and the dependent variable (B = 0.36, SE = 0.04), and direct effect is significant (B = 0.13, SE = 0.06),
again confirming partial mediation. For ISB, the indirect effect through brand trust is also significant (0.16, Boot SE =
0.04), with strong effects from ISB to BT (8 = 0.44, SE = 0.05, p < 0.001) and BT to CI (B = 0.36, SE = 0.04), and a direct
effect (B = 0.18, SE = 0.06), supporting partial mediation. Finally, ISC shows a significant mediating effect via BT (indirect
effect = 0.15, Boot SE = 0.04), with significant path coefficients from ISC to BT ( = 0.40, SE = 0.05) and from BT to CI (B
=0.36, SE =0.04), alongside direct significant effect (f = 0.14, SE = 0.05), again indicating partial mediation. These results
confirm BT is a crucial mechanism through which communication and information-related variables enhance customer
intention toward international products, and the above result is predicted in Table 5 and in Figure 2.
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Table 5: Mediation Results.

v (I‘:Ia—t>thI") SE(a) (;:_t_: 3) SE(b) | Direct Effect (c') SE(c’) Indlr(ea c:bE)ffect Boot SE Mediation
LA->BT-Cl 0.42*** 0.05 0.36*** 0.04 0.16* 0.06 0.152 0.04 Partial Mediation
CS->BT-CI 0.38*** 0.06 0.36%** 0.04 0.13* 0.06 0.141 0.04 |Partial Mediation
ISB->BT-Cl 0.44%** 0.05 0.36%** 0.04 0.18** 0.06 0.160 0.04 |Partial Mediation
ISC->BT-CI 0.40*** 0.05 0.36*** 0.04 0.14* 0.05 0.174 0.04 Partial Mediation
Note: *p <.001, p <.01, *p <.05, Path a = Effect of IV on Brand Trust, Path b = Effect of Brand Trust on Customer Intention, ¢’ = Direct effect
controlling for mediator, a*b = Indirect (mediation) effect Boot SE = Bootstrap standard error for indirect effect

Indirect Effects

LA->BT-CI=0.152

Language of CS->BT-CI=0.141
advertisements ISB->BT CI=0.160
ISC->BT-CI=0.174

- N T Customer’s intention

ST T— Y towards international

Information

behavior

seeking = -

Information
Source
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Figure 2: Coefficient Values.

5. Discussion

The study focused on the impact of language of advertisement (LA), communication styles (CS), information seeking
behavior (ISB), and information source credibility (ISC) on customer intention of international production (Cl). The
mediating role of brand trust (BT) was also tested. For this purpose, quantitative cross sectional data collected from
290 consumers of international products using a convenient sampling technique. The collected data was analyzed and
study findings highlighting that LA has positive and significant impact on the customer intention towards the
international products. This finding is aligned with the argument that language is not just a medium of communication
but also a tool for persuasion and cultural relevance in marketing. Blair and Rachel (2024) study findings also highlighted
that advertising that reflects the cultural and linguistic context of the target market enhances message clarity and
emotional appeal. The results is also supported with the findings of Roux and Potgieter (2024) where they also noted
that bilingual consumers respond more favorably to advertisements in their native language because it increases
deeper cognitive and emotional processing. You and Hon (2021) study results also highlighted that language analogy
increases message credibility and product evaluations. In the context of international products, using local language in
advertising bridges psychological distance and makes the product feel more accessible. According to study results, it is
highlighted that international marketers should design advertisements in ways that linguistically align with the local
context to enhance message reception and increase customer intention, and this could lead to increase company’s
competitive advantage.

The second major finding indicated that CS significantly influences customer intention. The result is aligned with the
study of Holloway (2024a) where they found that communication strategies improves the cultural values which can
substantially affect persuasion and brand perception. De Mahmud (2024) four the same results where they highlighted
the same results that advertising effectiveness increases when CS reflects local cultural norms and consumer
expectations. Wijayanto and Purwoko (2025) also confirmed that emotionally engaging and visually coherent
communication can enhance consumer recall which raises brand attachment. These findings highlighted that
international businesses must carefully deliver their communication approaches to align with both the emotional tone
and informational needs of their target audiences, which in turn strengthens customer intention and market
competitiveness. Furthermore, the third finding highlights that information-seeking behavior is an important factor for
purchase intentions. This indicates that consumers who actively search for product-related information are more
inclined to consider and purchase international brands. The results is supported with the study of Jamil et al. (2022)
where they established that consumers with high involvement in information seeking are more confident and show
stronger behavioral intentions. In the same, Wang et al. (2023) study also emphasized that detailed and accessible
product information enhances trust and reduces perceived risk, particularly in online and cross-border purchases. This
study highlights that to increase customer purchase intentions, companies should focus on the importance of offering
rich, transparent, and easily navigable information on product specifications to support consumer research and increase
the likelihood of purchase that increase product market acceptability in international market.
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Further findings showed that ISC also positively increases the customer purchases intention to the international products.
These results show that consumers’ intention on international products is increasing due to authentic information that is
provided by the companies. The study results are supported with several studies they have same results (Dehghanizadeh
et al., 2024). On the other hand, BT also significantly enhances customer intention. This result indicates that trust is
fundamental in reducing the perceived uncertainty associated with foreign brands and significantly drives customer
behavior. Quaye et al. (2022) posited that BT not only influences initial purchase decisions but also contributes to customer
loyalty. Dehghanizadeh et al. (2024) study also found that BT leads to affective commitment, which translates into
repeated purchases and positive word-of-mouth. Moreover, Badrinarayanan and Ramachandran (2024) also aligned with
commitment-trust theory where highlighted that trust is central to successful long-term buyer-seller relationships. In the
context of international marketing, trust mitigates concerns related to product authenticity, delivery reliability, and post-
purchase support. Therefore, to increase customer intention, international brands should prioritize building BT through
consistent quality, transparent communication, third-party endorsements, customer reviews, and strong after-sales
service that could increase the customer intentions towards products.

The results of the mediation analysis demonstrated that BT plays a significant and partial mediating role between all
four key predictors, namely LT, CS, ISB, and ISC and customer intention toward international products. Each of the
predictor had a significant indirect effect on customer intention through BT, while their direct effects also remained
significant, indicating partial mediation. Findings highlighted that when LA, CS, and information sources are perceived
positively, then they contribute to building trust to increase purchase intentions. This suggests that while consumers
are directly influenced by effective communication and credible information, their intention to purchase international
products is significantly enhanced when these factors also contribute to building trust in the brand. These findings are
supported by Marmat (2023), who noted that BT acts as a bridge between marketing strategies and consumer action,
converting positive brand perceptions into behavioral outcomes. Similarly, Otopah et al. (2024) found that trust serves
as an emotional connector that reinforces the effects of message quality, ultimately strengthening consumer
engagement and intention. Moreover, the mediating role of BT emphasized its strategic importance in international
marketing, where consumers often face uncertainty regarding unfamiliar products or foreign brands. Findings aligned
with Morgan and Hunt (1994) Commitment-Trust Theory, which emphasizes trust as a foundational element in
consumer-brand relationships. Thus, endorsing the study findings to increase customer intention toward international
products, firms must not only focus on clear messaging and reliable information but also design these elements to
intentionally foster BT, which acts as the psychological anchor connecting consumers' positive perceptions to their
purchase decisions.

5.1. Implications
5.1.1. Theoretical Contributions

This study has several key theoretical contributions by grounding its conceptual framework in well-established theories
and validating them in the context of international product. First, the study has contributed to the Elaboration
Likelihood Model (ELM) by demonstrating that when LA and CS align with cultural and linguistic expectations, they
encourage central-route processing which is leading to deeper cognitive engagement and increased BT. Second, the
research has contributed to Source Credibility Theory by empirically showing that consumers are able to build trust and
positive behavioral intentions when marketing messages come from credible sources, such as authentic influencers or
expert reviewers. the study has extended the Theory of Planned Behavior by confirming BT as a psychological
mechanism that transforms favorable attitudes and perceived information into actual purchase intentions for
international products. Lastly, by integrating and empirically validating, study has contributed to trust literature by
showing that trust is not only a direct predictor of intention but also a powerful mediator that could explore the new
research areas for further researchers.

5.2. Practical Contributions

From a practical standpoint, the findings have contributed actionable insights for international marketers,
advertisers, and brand managers aiming to increase consumer patronage. First, the study contributes to advertising
practice by emphasizing that using culturally resonant and linguistically appropriate advertisement language
significantly enhances consumer engagement and intention, encouraging firms to localize campaigns rather than
adopt standardized messaging. Second, it contributes to communication strategy development by showing that tone,
format, and delivery style should align with audience preferences, improving message reception and emotional
connection. Third, the study contributes to digital marketing and content strategy by stressing the importance of
supporting consumers’ information-seeking behavior through transparent, accessible, and informative content
across platforms, such as websites, social media, and product reviews. Fourth, the findings contribute to reputation
and trust-building strategies, urging brands to focus on building credibility through third-party endorsements,
responsive service, and consistent messaging, as these factors heavily influence trust. Lastly, the study contributes
to global branding efforts by showing that trust building in an integral factor which not important for short-term
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customer intention but also for long-term loyalty in international markets. Together, these practical implications
guide how organizations can translate theoretical insights into strategic marketing practices that effectively foster
international consumer engagement.

5.3. Limitations and Future Directions

Various limitations are highlighted in current section. Firstly, it focused only on urban consumers of international
products, excluding rural populations, which limits generalizability. Therefore, future research could include a more
diverse demographic. Secondly, the study used a cross-sectional design, ignoring changes over time. Hence, a
longitudinal approach could be explored in future research. Lastly, while BT was examined as a mediator, the study did
not include any moderating variables. Therefore, future studies could apply a mediated-moderated model to enhance
the conceptual framework and broaden the study’s scope.

6. Conclusion

The study focused on the impact of LA, CS, ISB, and ISC on customer intention of international production. The
mediating role of BT was also tested. Quantitative cross-sectional data were collected from 290 consumers of
international products using a convenient sampling technique. Regression results show that LA, CS, ISB, and ISC are
positively and significantly impacted the customers’ intentions towards international products. Further, BT also
significantly mediated among advertisement language, CS, and ISB and ISC, and customers’ intentions towards
international products. These findings highlighted the critical role of LA, CS, ISB, and ISC in shaping the customers’
intentions towards International Products. Additionally, BT acts as a key mediator, reinforcing its importance in shaping
the consumer’s intentions towards international products. The study offers empirical insights into how marketing
communication strategies shape consumer behavior internationally. These findings guide marketers and policymakers
to build BT and use persuasive communication to enhance customer engagement and global market success. Lastly, the
study also contributed to global branding efforts by showing that trust building in an integral factor which not important
for short-term customer intention but also long-term loyalty in international markets. Together, these practical
implications guide how organizations can translate theoretical insights into strategic marketing practices that effectively
raises international consumer engagement.
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