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ABSTRACT

The Pink Marketing theme has constituted great importance to the companies,
so this study aimed to investigate the impact of the pink marketing on
purchase's decision through studying of the factors that affect the women's'
intention and decision to buy cosmetic. the study relied on the descriptive
approach and using the questionnaire as a tool to collect the initial data. the
study distributed (300) questionnaires on a sample of women in Wihdat Al-
Barari in Sudanese capital Khartoum. The response rate was 97% and also
number of statistical, descriptive and analytic methods have been used to
analyze the collected the data to test the correctness of the hypotheses.The
study results showed that there is no positive relationship for the pink
marketing and buying decision by factors (brand image, pricing, product
features, and peers influence) which means that these factors do not affect
Sudanese women's' decision to buy products.The results also showed a
positive relationship between both (brand image and peers influence) and
Sudanese women's ‘intention to purchase products, but there is no positive
relationship between both (pricing and product features)and Sudanese
women's ‘intention to purchase products. The study also showed a positive
relationship between the intention of purchasing and procurement decision
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among women in Sudan. As well as the results proved that the intention of
purchasing mediates the positive relationship between both factors (brand
image and peers influence) and the decision to purchase, but the intention of
purchasing doesn't mediate the positive relationship between (pricing and
production features) and the decision to purchase. Based on those results, the
study presented number of recommendations, the most important is the need
to conduct extensive and in-depth studies in the current time for purpose of
disseminating the pink marketing philosophy, as well as the need for
specialized and in-depth studies to understand the nature and characteristics of
the consumer (women) in Sudan in order to gain knowledge regarding how
women take a decision to purchase a product.
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