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ABSTRACT

Consumers in modern markets are making choices on what they will buy based upon
more than just functional characteristics, but being influenced by visual, artistic, and
cultural factors. This conceptual paper seeks to come up with a holistic model of
consumer purchase decisions in contexts of visual, performing and cultural consumption.
Based on the existing marketing constructs, the paper assesses how product quality and
customer satisfaction are antecedents that affect brand image, which subsequently leads
to purchase decisions. Using the argument that the visual appeal, artistic expressions, and
symbolic meanings would improve consumer perceptions and brand association, the
paper maintains that culturally enriched and aesthetically motivated consumption
environments would be more beneficial to consumer perceptions and brand associations.
Combining conventional marketing variables with the findings of the visual and cultural
consumption literature, the work offers a multidisciplinary approach which identifies the
similarity of consumer behavior to the fields of performing and visual arts. The suggested
conceptual framework has a contribution to both marketing and arts-based research
because it brings out the topicality of aesthetic and cultural aspects in influencing
consumer decision-making. The paper also provides a guideline to future empirical
studies to prove the proposed relationships in different cultural contexts
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1. INTRODUCTION
1.1. BACKGROUND OF CONSUMER BEHAVIOR IN MODERN MARKETS

The modern business world has transformed consumer behavior into a very dynamic and complex phenomenon
due to the development of technology, globalization, as well as the shifting socio-cultural trends. Contemporary
consumers are more sophisticated, connected digitally, and they are more value-oriented, and their decision-making
patterns are more complex than ever. The spread of online platforms, social media, and digital communication has
greatly improved the access to information among consumers, allowing them to compare products, weigh alternatives,
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and create perceptions based on personal experience and external sources of information like electronic word-of-mouth
Yadav and Rahman (2018). This leads to alterations in consumer buying behavior since it is no longer entirely rational,
but a mix of cognitive judgments, emotion, and social pressure Sarkar and De Bruyn (2022). This change requires an in-
depth investigation of the hidden issues that trigger consumer behavior in contemporary markets.

1.2. IMPORTANCE OF MARKETING STRATEGIES

The growing complexity of consumer behavior has necessitated the marketing strategies to be considered as
important resources that organizations wish to use to shape their purchase decisions and gain competitive advantages.
Firms exploit product quality, customer satisfaction, and brand image as some of the determinants that firms can use
strategically to achieve difference and consumer interest. The quality of the product is one of the pillars that shape the
values and trustworthiness, which directly impact customer satisfaction and loyalty Kannan and Li (2017). Customer
satisfaction, in its turn, is a result of satisfying the expectations of the consumers, which is one of the primary predictors
of the repeat purchase behavior and the development of relationships in the long term Dwivedi et al. (2021). Moreover,
brand image is a strong intangible asset that affects the consumer perception, enhances emotional attachment, and
impacts the process of decision-making Liu et al. (2017). These marketing variables collectively are important in
influencing the consumer preferences in the competitive market environments.

1.3. ROLE OF ARTS, CULTURE, AND VISUAL CONSUMPTION

In addition to conventional marketing aspects, increased appreciation has been placed on the influence of arts,
culture and visual aspects in determining consumer behavior. The consumption in areas like personal care, fashion and
cultural industries is becoming more symbolic in meaning, aesthetic and experiential value. Pictorial display, artistry and
cultural stories make products more attractive and bring more emotional appeal to consumers. These help to create
brand identity and affect consumer perceptions by introducing layers of meaning on top of functional attributes Murshed
et al. (2023). In consumption situations that are culturally diverse, products are usually viewed as identity, status, and
self-expression carriers, thus, visual and artistic aspects become dominant in consumer decision-making. This paradigm
signifies the necessity to incorporate cultural and aesthetic orientations in conventional marketing paradigms.

2. LITERATURE REVIEW
2.1. CONCEPT OF PRODUCT QUALITY

Consumer evaluation and buying behaviour are major determinants based on the quality of products which is the
perceived excellence or superiority of a product. It has a significant impact on perceived value, trust, and satisfaction and
eventually consumer intentions Kato and Hoshino (2021). In competitive markets quality is an important point of
difference that brand positioning.

The quality of a product is multidimensional, which includes performance, durability, reliability and aesthetics.
Whereas performance and durability are functional measures, aesthetics is associated with the visual appeal and design.
Aesthetic quality has become an important factor significantly affecting consumer perceptions and product appeal in the
modern markets and visual-oriented industries in particular Bilro et al. (2022). Therefore, both functional and visual
features contribute to the perception of quality in general.

2.2. CUSTOMER SATISFACTION

Customer satisfaction gives the extent to which consumer expectations are fulfilled or even more and it is described
as being explained using Expectation-Confirmation Theory (ECT). Positive behavioral outcomes are obtained when the
product performance is in line with the expectations, and satisfaction is reached Nesset et al. (2021).

Customer satisfaction will have a higher likelihood of creating loyalty, trust, and positive word-of-mouth, which will
reinforce brand perception Rather (2021). Also, satisfaction helps to build brand image due to positive reinforcement of
emotions and experiences Hoyer et al. (2022). It has become critical in the digital era to affect the purchase intention and
consumer relationships in the long run.
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2.3. BRAND IMAGE

Brand image is how consumers view and relate to a brand which affects their attitudes and buying choices. The
brand image is a powerful tool and a mental shortcut that lowers the level of uncertainty and makes the choices easier
Liuetal. (2017).

In addition to functionality, brand image is also characterized with a symbolic and emotional dimension, which
means that the consumers can have expression of identity and values through their decisions. The role of cultural and
visual in brand image creation is very high, especially in the markets that are driven by aesthetics Murshed et al. (2023).
Artistic presentation, visual design, and cultural storytelling improve the brand uniqueness and emotional resonance
Verma and Yadav (2021).

2.4. PURCHASE DECISION

The last phase of consumer decision-making process is purchase decision, which entails a process of evaluating and
choosing alternatives. The process is complicated and dynamic as it is influenced by both rational and psychological
factors Hoyer et al. (2022), Kato and Hoshino (2021).

Behavioral intention is a key factor that has been used to predict the purchase decisions. The Theory of Planned
Behavior holds that attitudes, norms, and perceived control determine intentions Ajzen (2020). The quality of the
product, satisfaction and brand image are among the factors that have a big part in these intentions which in the end
determines the behavior of the consumer in the market Bilgihan (2016), Park et al. (2017), Rather (2021).

2.5. CULTURAL AND VISUAL CONSUMPTION CONTEXT

Contemporary consumption is being more and more culturally and visually oriented, as consumers are no longer
interested in only functional advantages, but also in symbolic and experience value. Cultural consumption is identity and
meaning and visual consumption is more focused on aesthetics and design.

Visual and artistic contents can improve consumer interest by promoting emotionally vivid experiences and
connecting the brand Pereira ete al. (2022). In this kind of situation, goods are viewed in their identity and lifestyle and
not as utilities. The adoption of cultural and aesthetic variables in marketing initiatives helps companies to distinguish
their products and be more in line with the changing consumer preferences Murshed et al. (2023).

3. RESEARCH GAP

The impact of product quality, customer satisfaction, and brand image on consumer purchases has been extensively
studied in the existing literature, as these elements have a major effect on consumer behavior Bilgihan (2016),
Shokouhyar et al. (2020), Park et al. (2017). Nevertheless, the majority of the research concentrated on each of these
constructs separately or their direct impacts but little has been done to examine them in a combined relationship,
especially the mediating role of brand image Pereira et al. (2022), Algharabat et al. (2020). Moreover, most of the past
studies have focused on either functional or cognitive attributes of consumption without considering the increasing role
of aesthetic, symbolic, and cultural attributes in consumer perception Septianto et al. (2020), Hoyer et al. (2022).
Furthermore, the research on these relationships in the visually and culturally rich contexts of consumption has not been
conducted, particularly in the emerging markets Kannan and Li (2017), Dwivedi et al. (2021). Thus, the research will fill
these gaps by developing an intersecting conceptual framework that includes both the conventional marketing variables
and the cultural-visual orientations in order to understand consumer buying decisions better Murshed et al. (2023).

4. THEORETICAL FRAMEWORK

The current paper is based on synthesis of the existing behavioral and communication theories to elaborate how the
consumers develop the perceptions and make purchase decisions in culturally and visually enhanced scenarios of
consumption Kannan and Li (2017), Dwivedietal. (2021). According to the Theory of Planned Behavior (TPB), attitudes,
subjective norms, and perceived behavioral control influence consumer intentions, and this is the specific aspect that
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shapes the behavioral intentions of the consumer Ajzen (2020). The quality of the product and customer satisfaction are
things that lead to the development of a positive attitude in this study, whereas brand image enhances intentions to
purchase behavior Bilgihan (2016), Park et al. (2017). In line with this, Expectation-Confirmation Theory (ECT) is used
to explain that customer satisfaction occurs when perceived performance meets or exceeds expectations and that this
affects repeat purchase intentions and reinforces positive brand perceptions Shokouhyar et al. (2020), Nesset et al.
(2021). Moreover, the Signaling Theory implies that visible signals like product quality, branding, and aesthetics are
signals that decrease the information asymmetry and increase consumer trust, especially when the markets cannot easily
be evaluated Liu et al. (2017), Ha et al. (2021). Simultaneously, the Stimulus-Organism-Response (S-0-R) model offers
a complete perspective on consumer behavior in which marketing stimuli (e.g., product quality and visual appeal) can
affect internal mental and emotional states (e.g., satisfaction and brand image), which, in turn, can lead to behavioral
responses (e.g., purchase decisions) Hoyer et al. (2022), Septianto et al. (2020). Combined, these theories provide a
strong conceptual base to consider the dynamics of interaction between functional qualities and aesthetic dimension to
form consumer perceptions and decision-making in modern cultural consumption settings.

5. PROBLEM STATEMENT AND OBJECTIVES

The growing sophistication of consumer behavior in contemporary markets, which is brought about by
digitalization, cultural forces, and visual consumption patterns, has rendered the task of marketers to learn all the factors
that affect the purchasing decision a difficult task. Although the current literature has already proven the relevance of
product quality, customer satisfaction, and brand image, they tend to analyze these variables in isolation and appear to
pay little attention to the combined impact of these variables in culturally and aesthetically enhanced consumption
settings. In addition, less focus has been placed on brand image mediation role in converting functional and experiential
assessments to actual purchase decisions. To address this gap, the current research seeks to provide a holistic conceptual
framework that will explore the relationship between product quality and customer satisfaction and consumer purchase
decisions, with the brand image as the mediating variable, and the mediating role of cultural and visual dimensions of
consumption to have a more comprehensive explanation of consumer behavior.

6. RESEARCH METHODOLOGY

The current paper uses a conceptual and descriptive research design in order to come up with a holistic framework
that explains consumer buying behavior in the context of visual and cultural consumption. The research is grounded on
literature based methodology where existing theories and previous literature in the field of marketing, consumer
behavior and cultural consumption are reviewed and synthesized in order to determine the major constructs and derive
a relationship between the quality of products, customer satisfaction, brand image and purchase decision Bilgihan
(2016), Liu et al. (2017), Nguyen and LeBlanc (2001), Park et al. (2017). The model has a theoretical basis that is
underpinned by such existing frameworks as the Theory of Planned Behavior (TPB) Ajzen (2020), Expectation-
Confirmation Theory (ECT), Signaling Theory, and the Stimulus-Organism-Response (S-0-R) model, which together can
explain the cognitive, emotional, and behavioral components of consumer decision-making Hoyer et al. (2022),
Chaudhuri and Holbrook (2001), Rather (2021). It is a conceptual study because it does not entail the primary data
collection or empirical testing; nevertheless, it forms a solid foundation on which empirical validation can be conducted
in future Dwivedi et al. (2021), Kannan and Li (2017). The suggested model will be applicable to various consumer
groups and cultural backgrounds with the help of quantitative methods, including structural equation modeling (SEM),
to increase its generalizability and practical applicability Ali et al. (2018)

7. CONCEPTUAL MODEL
7.1. CONCEPTUAL MODEL

The quality of the product is theorized as one of the key cognitive evaluation criteria that shape the perceptions of
value, reliability, and excellent of the product. The product quality in the proposed model will include both the functional
(e.g. performance and durability) and aesthetic (e.g. design and visual appeal) attributes. In a visual market, aesthetic
quality is especially important, as it increases the attractiveness of products and leads to positive brand associations.
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Perceived high product quality has a direct impact on purchase decisions and at the same time on brand image by cueing
credibility and superiority.

e Independent Variables: Product Quality and Customer Satisfaction

Quality of products is theorized as one of the main cognitive evaluation elements which determine consumer
attitudes towards value, reliability, and excellence in general Bilgihan (2016), Shokouhyar et al. (2020). In the model
proposed, the quality of the product would include both functional features (performance, longevity) and aesthetic
features (design and appeal). Aesthetic quality is especially important in the context of visually oriented markets, where
it is a factor that makes the product more appealing and adds to the positive brand associations Septianto et al. (2020).
High perceived product quality has a direct effect on the purchase behaviors and also determines brand image through
connoting credibility and excellence Liu et al. (2017), Ha et al. (2021).

Customer satisfaction, conversely, is the affective reaction of the customers that are brought about by the
comparison of the expectations and the actual performance of the product Nguyen and LeBlanc (2001), Shokouhyar et
al. (2020). It is a post consumption assessment which strengthens trust, emotional attachment and long term loyalty
Chaudhuri and Holbrook (2001), Nesset et al. (2021). Customer satisfaction, in this model, has a direct impact of
influencing the purchase decision by making the likelihood of repeat buying behavior to increase Kato and Hoshino
(2021). Moreover, the consumers who are satisfied are likely to form better and positive perceptions about the brand,
hence positively affecting the brand image Park et al. (2017), Rather (2021).

e Mediating Variable: Brand Image

The brand image is placed as one of the central mediating variables that fill the gap between the independent
variables (product quality and customer satisfaction), and the dependent variable (purchase decision) Liu et al. (2017),
Bilro etal. (2022). It is a product of the aggregate perceptions, associations and emotional meanings that consumers are
likely to attribute to a brand Chaudhuri and Holbrook (2001), Ha et al. (2021).

Brand image as a mediating variable implies that product quality and customer satisfaction do not directly affect the
decision to purchase but instead have a considerable impact on consumer perceptions of the brand, which consequently
affects the decision making process Pereira et al. (2022), Algharabat et al. (2020). Symbolic value, artistic representation
and aesthetic appeal further build brand image in cultural and visual consumption situations Septianto et al. (2020). A
good brand image minimizes perceived risk, builds trust and makes the decision-making process simpler, further
increasing the impact of quality and satisfaction on the purchase behavior Nguyen and LeBlanc (2001), Rather (2021),
Yadav and Rahman (2018).

o Dependent Variable: Purchase Decision

Purchase decision is the ultimate result of consumer decision making process which shows the intention and actual
decision of the consumer to purchase a product Kato and Hoshino (2021), Yadav and Rahman (2018). It depends on
rational perceptions (e.g., product quality and satisfaction) and emotional perceptions (e.g., brand image) Liu et al.
(2017), Chaudhuri and Holbrook (2001).

The model presumes that consumers will make more positive purchase decisions where:
e They feel the high product quality Bilgihan (2016), Ha et al., 2021).

o They experience satisfaction Shokouhyar et al. (2020), Nesset et al. (2021).

e They have a good and favorable brand image Park et al. (2017), Rather (2021).

Therefore, purchase decision is not a single result but a product of a holistic process of cognitive and emotional
assessment Hoyer et al. (2022), Dwivedi etal. (2021).
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Figure 1

H5 (Direct Effect)
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Satisfaction

Hé(Direct Effect)

Figure 1 Conceptual Model Framework

The theoretical framework includes three mechanisms which have significance in consumer buying choices. First, it
establishes direct impacts, which hold that product quality and customer satisfaction are independent and positively
related to purchase decisions, which means that functional value plays an essential role in consumer assessment. Second,
the model incorporates indirect or mediated effects, which indicate that product quality and customer satisfaction
influence purchase decisions because of the brand image development as the important mediating variable between the
functional attributes and the perceived value. Third, the model lays stress on an integrated influence that consumer
choices are not made by solely functional determinants like quality and satisfaction but are highly influenced by
perceptual and emotional determinants, including brand image and aesthetics. A combination of these processes offers
a comprehensive view of the interaction of rational decision making and emotional perception to influence consumer
behaviour.

The proposed model adds to the literature of the field by providing an integrated view that integrates conventional
aspects of marketing, including quality of the product and customer satisfaction, with the findings of cultural and visual
consumption theories, hence enriching the study of consumer behavior. It lays stress on the mediating importance of
brand image, which shows how the functional attributes are subjected to the transformation of meaningful consumer
perceptions that lead to purchase decision. Moreover, the model broadens the scope of consumer behavior that is based
on utilitarianism to aesthetic and symbolic consumption contexts, which emphasize the significance of emotional,
cultural, and experience aspects in developing the modern consumer decision-making process.

8. HYPOTHESES DEVELOPMENT

The hypotheses of the current research are formulated on the basis of the developed theoretical underpinnings and
the previous empirical knowledge of consumer behavior and marketing literature Kannan and Li (2017), Dwivedi et al.
(2021). The model hypothesizes that the antecedents are product quality and customer satisfaction that determine
consumer perceptions and behavioral consequences Bilgihan (2016), Shokouhyar etal. (2020). Quality of products helps
improve the level of perceived value and trust, and customer satisfaction indicates positive consumption experiences,
which can help to create a positive brand image Liu et al. (2017), Chaudhuri and Holbrook (2001), Park et al. (2017).

Table 1
Table 1 Hypotheses of the Study

Hypothesis Statement Justification

Product Quality —» Brand Image Product quality plays a crucial role in shaping consumers’ perceptions and evaluations of a
brand. High-quality products signal reliability, performance, and superiority, which

contribute to forming favorable brand associations. In visually driven markets, aesthetic
aspects of quality further enhance brand perception by creating strong visual and emotional
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H2 Customer Satisfaction » Brand = Customer satisfaction reflects the consumer’s post-consumption evaluation and significantly
Image contributes to brand perception. When consumers experience satisfaction, they develop
positive emotions and trust toward the brand, which strengthens brand associations. Over
time, repeated satisfactory experiences reinforce a favorable brand image. Thus, higher levels
of customer satisfaction are expected to positively influence brand image.

Brand Image — Purchase Brand image serves as a cognitive and emotional representation of a brand that influences
Decision consumer behavior. A strong and positive brand image reduces perceived risk, enhances

trust, and simplifies decision-making. In addition, symbolic and aesthetic associations
attached to a brand make it more appealing to consumers. Therefore, consumers with a
favorable brand image are more likely to make positive purchase decisions.

H4 Brand Image mediates the Brand image acts as a crucial intervening mechanism through which product quality and
relationship between Product customer satisfaction influence purchase decisions. While quality and satisfaction directly

Quality, Customer Satisfaction, affect consumer behavior, their impact is significantly enhanced when they contribute to
and Purchase Decision building a strong brand image. This mediation reflects the transformation of functional and

experiential evaluations into perceptual and emotional responses, which ultimately drive
purchase decisions.

Brand Image mediates between  Product quality influences purchase decisions not only directly but also indirectly by shaping

Product Quality and Purchase brand image. High-quality products enhance brand credibility and perceived value, which
Decision strengthens consumer confidence and leads to favorable decisions. Thus, brand image
mediates the relationship between product quality and purchase decision.
H4b Brand Image mediates between Customer satisfaction contributes to purchase decisions through the development of a
Customer Satisfaction and positive brand image. Satisfied consumers tend to form strong emotional connections and
Purchase Decision trust toward the brand, which enhances their likelihood of repurchase. Therefore, brand

image mediates the relationship between customer satisfaction and purchase decision.

Product Quality — Purchase Product quality directly influences purchase decisions by affecting consumers’ perceptions of
Decision value, performance, and reliability. Consumers are more likely to choose products that meet

their expectations and offer superior quality. In addition, high-quality products reduce
perceived risk and increase confidence in the decision-making process, leading to a positive
impact on purchase decisions.

H6 Customer Satisfaction — Customer satisfaction directly affects purchase decisions by fostering loyalty and repeat
Purchase Decision buying behavior. Satisfied consumers are more likely to trust the brand and engage in future
purchases. Moreover, positive consumption experiences strengthen behavioral intentions,
making satisfaction a key determinant of purchase decisions.

The brand image, in its turn, is also instrumental in determining the purchase decision, as it lowers the uncertainty
levels and enhances emotional and symbolic connections with the brand. Moreover, the research presupposes both the
direct and indirect relationships, when the quality of products and customer satisfaction directly influence the purchase
decision and indirectly affect the latter through the mediating factor of brand image. The integrated approach
emphasizes the fact that consumer decision making is influenced by a mix of both functional and perceptual factors
especially in the consumption situations that are visually and culturally enriched.

9. DISCUSSION

The current conceptual research presents a synthesized view of consumer buying decision-making with the
amalgamation of classic marketing constructs and cultural and visual consumption aspects. The suggested model
indicates that the quality of products and customer satisfaction have a lot of direct and indirect influence on purchase
decisions via brand image. This is consistent with the previous studies that high product quality contributes to perceived
value and trust thus reinforcing consumer assessment . Likewise, positive attitudes can be
reinforced by customer satisfaction as a post-consumption evaluation and lead to long-term relationships with the brand

One of the main contributions of this research is the role of brand image as a mediator. The framework implies that
brand image converts functional and experiential inputs to meaningful perceptions upon which consumer behavior is
directed. This confirms the existing research findings that brand image is a mental shortcut and decreases the perceived
risk, making the process of making a decision easier . In addition, brand image in visually and culturally
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rich settings is not only functional but symbolic and experiential, as it is about identity, aesthetics, and emotional
resonance Murshed et al. (2023), Pereira et al. (2022).

The fact that cultural and visual consumption is included also adds another strength to the explanatory power of the
model. Consumers are to a greater extent demanding products that are not only useful but also aesthetically pleasing
and symbolic. This transition means that marketing efforts need to go beyond conventional features and add arts, visual,
and cultural components to the marketing mix to increase interest and distinction. Therefore, the suggested framework
offers a comprehensive insight into the interaction of cognitive, emotional, and cultural variables to determine the
consumer buying behavior.

10. IMPLICATIONS AND LIMITATIONS
10.1. THEORETICAL IMPLICATIONS

The given research adds to the current body of literature by incorporating several theoretical approaches, such as
Theory of Planned Behavior (TPB), Expectation Confirmation Theory (ECT), Signoring Theory, and Stimulus-Organism-
Response (S-0-R) model, into a single concept of consumer behavior. It builds on previous works by highlighting the
mediating impact of brand image and integrating cultural and visual aspects into the conventional systems of marketing.
Although previous research has mostly analyzed the two topics of product quality and customer satisfaction separately,
the current research outlines the mutual impact of the two variables via brand image, thus providing a more in-depth
concept of consumer decision-making. Moreover, the research fills the gap between marketing and arts-based
consumption literature and offers a multidisciplinary approach to the literature which enriches both areas.

10.2. PRACTICAL IMPLICATIONS AND LIMITATIONS

As a manager, the conclusions are that organizations need to take a balanced approach that focuses on functional
excellence and experiential value. To gain trust and long-term relationships firms should pay attention to providing high
quality of the products and consistent customer satisfaction. At the same time, marketers ought to invest in enhancing
the brand image by using visual aesthetics, narration, and cultural fit. With personal care and cultural industries, where
appearance and symbolic value are very important, the use of artistic features, novel design, and culturally specific
branding methods can contribute greatly to consumer attraction and a positive effect on a purchasing decision.
Nevertheless, regardless of these implications, there are some limitations of the study. Since it is a conceptual paper, the
suggested framework has not been empirically validated, which can weaken its generalizability and require research in
the future based on quantitative or mixed-method methods. Moreover, the research considers few constructs, product
quality, customer satisfaction, and brand image, but other pertinent elements like price, social influence, and digital
engagement are not included. The applicability may also be limited by the contextual interest in visual and cultural
consumption, especially in the emerging markets. Additionally, the high dynamics of digital consumer behavior indicate
that technology adoption, online interactions, and social media influence may be regarded as additional factors that
should be taken into consideration in future research to help to enhance the model.

11. CONCLUSION AND FUTURE SCOPE

The current research constructs an elaborate conceptual model in order to interpret the consumer buying decisions
integrating product quality, customer satisfaction, and brand image in a cultural and visual consumption environment.
It emphasizes the fact that even though quality of the product and satisfaction of the customers are the key determinants
of consumer behavior, the influence of the former is greatly enhanced by the mediating effect of the brand image that
translates the functional and experiential assessment into a meaningful perception. The fact that the aesthetic, symbolic
and cultural aspects are included also demonstrates the dynamic nature of consumer tastes in contemporary markets
where emotion and experience value are playing a larger role in decision-making along with functional characteristics.
The paper highlights the importance of having an integrated marketing strategy that would combine product superiority
with a powerful brand image and cultural appeal. Based on this, it is possible to conduct future studies where the
framework proposed will be empirically substantiated through the application of more sophisticated methods, including
Structural Equation Modeling (SEM). Moreover, digital marketing, social media influence, brand trust, and consumer
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engagement should also be considered as additional variables that can contribute to the model. Comparative analysis of
various market settings and qualitative research of visual and artistic consumption can contribute to a better
understanding of consumer action, which would further interdisciplinary research in marketing and cultural analysis.
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