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A STUDY ON PURCHASE INTENTION OF A THAI AUTOMOBILE 

REPAIR CENTER 
Vilawan Piriyasup1 and Seongdok Kim2 

 

Abstract: With the continued growth of automobile sales in Thailand, the automobile repair 

industry has been intensified. The aim of this research is to study the factors that have impact 

on customer purchase intention of P automobile repair center in order to maintain more 

customers and generating better revenues. The variables included in the proposed framework 

were purchase intention (dependent variable) and brand awareness, convenience, perceived 

quality, and word of mouth (independent variable). In this current research, a quantitative 

approach using survey questionnaire was adopted. 180 respondents’ data were collected by 

convenience sampling method. The multiple linear regression was applied to examine 

statistical influence of independent variables on dependent variable. The findings indicated that 

brand awareness and perceived quality had impact on customers’ purchase intention while 

convenience and word of mouth had no impact. Moreover, a few practical recommendations 

were discussed for the management team to consider for purchase intention improvement. 
 

Keywords: purchase intention, brand awareness, convenience, perceived quality, word of 
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Introduction 

The increased automobile sales cause 

automobile service industry to be more 

important (Berndt, 2009). According to the 

development of technology, there is a change 

from manual to automatic vehicles which 

lead to growing in demand for automobile 

repair center (Izogo & Ogba, 2015). The 

automotive services industry includes car 

servicing, mechanical repairs, car body 

repairs and breakdown and recovery services 

(Brito & Aguilar, 2007). 
Asia has becoming the leader in world 

economy due to the rapid high growth. From 

year 1990 to 2015, the region growth rate is 

about 6% per year. The automobile industry in  
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Asia is expanding parallelly with the growth 

of economy. This situation has brought 

increased rate of car consumption and led to 

expansion of automobile repair industry. 
In Thailand, the automobile market 

has grown on average of 6% during the 

decade. Accordingly, the number of 

establishments has increased year by year. 
Many firms try to differentiate themselves 

from their competitors. Consequently, to be a 

leader in the market, ‘P’ company needs to 

adapt and understand customers’ intention in 

choosing its automobile repair center. 
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Literature Review 

Theory of Reasoned Action (TRA) 

 
 

The consistency of intention could 

forecast consumer behavior (Ajzen & 

Fishbein, 1975). Theory of reasoned action 

mainly links between concepts and 

hypotheses postulated, and introduced by 

social psychologists in order to understand 

and forecast human behavior (Rehman, 

McKemey, Garforth, Huggins, Yates, Cook, 

& Dorward, 2003). The theory of reasoned 

action model is able to forecast the behavioral 

intention depending on a person’s attitude and 

subjective norms (Southey, 2011). Attitude is 

defined as the entire set of presented 

behavioral beliefs connecting with behavior 

to different outcomes and other aspects 

(Fishbein & Ajzen, 1975). Shook and Bratianu 

(2010) mention that one of attitude forms are 

consumers’ beliefs about consequences of the 

behavior; the more preferable probability is, 

the stronger of intention to act the behavior. 
Due to consumer’s positive perception in 

brand awareness and perceived quality, these 

could build consumers’ favorable possibility. 
Then consumer would decide to perform the 

behavior purchase intention as a result. 
The social pressure for a person is to 

perceive other people’s attitude toward his or 

her behavior. From consumer’s perception, 

the behavioral outcome is determined by 

people around him or her and their point of 

view. Subject norm is the influence from 

other people in a person behavior (Solomon, 

Bamossy, Askegaard & Hogg, 2006). In this 

current research, word-of-mouth is more 

relevant to subjective norms. 
 

Theory of Buyer Behavior 

 
Theory of Buyer Behavior (or Howard 

and Sheth Model) was introduced by Howard 

and Sheth (1969). It is “a sophisticated 

integration of the various social, 

psychological and marketing influences on 

consumer choice into a coherent sequence of 

information processing” (Foxall, 1990, p.10). 
According to Figure 2, input variables control 

and communicate consumer by 

environmental stimuli from various sources 

(Bray, 2008). Significative stimuli are the 

factor of products and brands that consumer 

faces (Foxall, 1990). The significative stimuli 

are quality, price, distinctive, availability, and 

service. In this research, the convenience 

variable is developed as it relates to 

availability. 
 

- Brand Awareness 

According to Aaker (1996), brand 

awareness is consumer’s ability in identifying 

and memorizing the brand in various 

conditions. Brand awareness is to understand 

the link of brand and certain product that 

consumer desire to acquire.  
Consumers mainly make a decision 

based on brand awareness which supports the 

customer-based brand equity management 
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(Chung, Lee & Heath, 2013). When making a 

purchase of product or service, consumers 

must concern of brand otherwise they could 

not perform the action. Also, brand awareness 

has huge impact on consumers’ purchase 

intention as consumer tends to purchase a 

product or service which the brands are well-
known in the market (Macdonald & Sharp, 

2000). 
Chi, Yeh, & Yang (2009) has 

conducted the research of cellular phone 

manufacturers in Taiwan. The study shows 

that brand awareness impacts purchase 

intention indicating that the higher the brand 

awareness, the higher the purchase intention. 
Also, Sharifi (2014) has studied the influence 

of the trilogy of emotion in Iran; the result of 

the study is there is an influence of brand 

awareness on future purchase intention. 
Moreover, a study on Pakistan Tobacco 

Company of (Shah, Aziz, Jaffari, Waris, Ejaz, 

Fatima, & Sherazi, 2012) demonstrated that 

brand awareness and brand preference have 

significant effects on purchase intention. 
Furthermore, for Austria automobile 

manufacture industry, Hutter, Hautz, 

Dennhardt & Fuller  (2013) noted that brand 

awareness has a positive effect on purchase 

intentions. Porral and Mangin (2016) study 

found that purchase intention has significant 

relationships between private label image and 

perceived quality. 
 

- Convenience 

The dimensions of convenience are 

time and effort which consumer used in 

acquiring products and services, pointed as a 

factor of products or service that decrease its 

non-monetary price (Kotler & Zaltman, 1971). 
Convenience definition can separate into two 

factors which are facility convenience and 

service convenience (Kim & Jin, 2001). 
Hansen and Deutscher (1978) defined 

convenience by the closeness to home or 

work place, closeness to others store, car 

parks, travel period, and ease of drive which 

include access convenience (car park, 

working hours) and transaction convenience 

(payment method). Due to change of 

socioeconomic, development of technology 

and intensity of competition, the demand of 

convenience is increased in both online and 

offline market (Seiders, Voss, Godfrey & 

Grewal, 2007). Convenience could build 

consumer’s preference in goods and services 

(Yale & Venkatesh, 1986). 
 A study of online shopping in Hong 

Kong (Jiang, Yang & Jun, 2013) notes there is 

a result that overall online shopping 

convenience had a positively significant 

behavioral intention. Also Porral and Mangin 

(2014) found that the store image has a 

positive impact on purchase intention, as 

convenience is one factor in store image in 

retail industry of England. According to the 

study of store chain in Greece, Zairis and 

Evangelos (2014) find that the consumer 

chooses their stores by the short distance 

from their house. Moreover, the study of 

mobile industry in United Arab Emirates 

found that purchase intention is influences by 

convenience of mobile phone (Alam, 2015). 
For online shopping industry in Indonesia, 

Putro and Haryanto (2015) apply ease of use 

instead of convenience; they indicate that 

there is a positive relationship between 

purchase intention and ease of use while 

consumer attitude as intervening variable. 
 

- Perceived Quality 

Perceived quality is an evaluation of 

consumer, and a part of brand value which 

lead consumer in choosing one brand over 

competitor’s brand (Zeithaml, 1988). The 

perceived quality is defined as the difference 

among overall quality and hidden quality 

(Aaker, 1991). Perceived quality can measure 

the potentiality to service the product, or the 

quickness of response, politeness, and ability 

of repair (Vantamay, 2007). The perceived 

quality is the result from consumers’ 
experience when interact with the service 
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provider, explaining the prior awareness of 

quality and real performance (Brito & 

Aguilar, 2007).There are many powerful 

impacts of perceived quality on business 

values. Based on the study of Profit Impact of 

Market Strategy (PIMS), perceived quality 

has the positive impact in return on sales, 

power of brand, and acquire market share 

(Stobart, 1994).  
 Levy and Guterman‐Guterman 

(2012) indicate that perceived quality 

positively correlates purchase intention in 

their study of retail industry in Israel. Based 

on the study of Indian banking industry, 

Choudhury (2013) also support that perceived 

service quality can affect customers’ purchase 

intentions. According to a study of Spanish 

retail industry, Porral and Mangin (2014) 
show that perceived quality has strong 

positive influence on purchase intention and 

store brand value. 
 

- Word of Mouth 

Arndt (1967) is defined word of mouth 

(WOM) as an oral communication between 

speaker and receiver toward brand, product or 

service without commercial purpose. 
Consumers trust and rely on a person who is 

independent from service provider than an 

employee from service provider itself 

because the message is unbiased. Word of 

mouth can be built by sharing of idea and 

experience with each other which 

significantly affects consumer’s decision 

making process (Mangold, Miller & 

Brockway, 1999). Service is intangible and 

consumer has no chance to try before buying. 
Therefore, WOM is very important in service 

industry, mainly for professional and 

financial services which focus on high level 

of accuracy (Zeithaml, 1988). If consumers 

continually receive the positive word-of-
mouth, consumers will have a strong 

preference in the service provider (Sweeney, 

Soutar & Mazzarol, 2007). On the other hand, 

if consumers hesitate in the performance of 

service provider, consumers may not choose 

or stay with current service provider instead 

(Brown, Barry, Dacin & Gunst , 2005). 
Therefore, word-of-mouth has an important 

factor in effecting consumers’ purchase 

intention. 
Wang (2011) finds that word-of-mouth 

influences service quality perception and 

purchase intention in the Chinese service 

industry. Moreover, Jalilvand and Samiei 

(2012), who study the automobile industry 

market in Iran, discover that the most 

effective element for purchase intention and 

brand image is word-of-mouth. However, 

there are some previous studies that result in 

the opposite ways. Nguyen and Gizaw (2014) 
show that word of mouth had little or no 

effect on purchase behavior in their study of 

food industry in Sweden. Also, based on the 

study of real estate industry in Saudi Arabia, 

Ghazzawi and Bakar (2015) stated that 

reference groups (word of mouth) had no 

effect on the association with customers’ 
purchase intention. Though there are mixed 

relationship found between word of mouth 

and purchase intention, in this current 

research, word of mouth was included since 

numerous studies have identified its 

statistical relationship with purchase 

intention. 
 

Conceptual Framework and Research 

Hypotheses 

Based on theories and related 

literature review, the conceptual framework 

is developed as seen in Figure 3. The 

dependent variable is purchase intention 

while four independent variables are brand 

awareness, convenience, perceived quality 

and word-of-mouth. 
 

- Hypotheses 

H1o: There is no impact of brand awareness 

on purchase intention  

H2o: There is no impact of convenience on 

purchase intention   
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H3o: There is no impact of perceived quality 

on purchase intention  

H4o: There is no impact of word of mouth on 

purchase intention   

 
 

Research Methodology 

Quantitative research methodology 

was used and the survey questionnaire was 

utilized to answer research questions. 
Descriptive and inferential statistical 

analyses (multiple linear regression) were 

applied in this research. Cronbach’s alpha was 

also used to test the reliability of independent 

and dependent variables.  
The target population was the 

customers who come to P automobile repair 

center at their first time. The number of 

customers who received the service at P 

automobile repair center in 2015 was 

approximately 600 and 180 were collected. 
This research applied convenience 

method, a non-probability sampling 

procedure. The questionnaires were 

distributed by offline and online channel 

(LINE application, Facebook, and email). 65 

questionnaires were distributed by offline 

channel while 115 questionnaires were 

distributed by online channel. 
-Preliminary Testing  

The preliminary testing with 30 

respondents was applied to evaluate the 

reliability of questions. According to the 

results from Table 1, the Cronbach’s Alpha of 

each variable was greater than 0.7. Therefore, 

all questions were reliable to apply as 

research instrument for this study. 
 

Table 1: Table of Reliability Test (N=30) 
Variable Number 

of Items 
Cronbach’s 

Alpha 

Purchase Intention 4 0.810 

Brand Awareness 5 0.813 

Convenience 5 0.933 

Perceived Quality 5 0.936 

Word of  mouth 5 0.791 

 

Results and Discussion 

Table 2 shows demographic 

information of respondents. As for gender, the 

majority of respondents is male with 99 (55%). 
Respondents’ age level is of age 31 to 40 with 

77 (42.8%). The respondent’ marital status is 

52.2 (94%) for married. Moreover, the majority 

of respondents’ education level is 114 (63.3%) 
of Bachelor’s degree. Also, the highest 

percentage of respondents’ income level was 

55 (30.6%) of monthly income of THB15,001 

to 30,000. The types of car, Sedan (Not more 

than 7 Passengers) resulted with the highest 

percentage, being of 142 (78.9%). 
Respondents’ occupation is 77 (42.8%) of 

employee.  
 

Table 2: Summary of Respondents’ 
Characteristics (N=180)  

Variable  Category f % 

Gender 
Male 99 55 

Female 81 45 

Age 

< 20 years old 1 0.6 

21-30 years old 37 20.6 

31-40 years old 77 42.8 

41-50 years old 39 21.7 

> 50 years old 26 14.3 

Marital 

Status 

Single 84 46.7 

Married 94 52.2 

Others 2 1.1 

Education 

level 

Below Bachelor’s 

Degree 
21 11.7 

Bachelor’s Degree 114 63.3 
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Variable  Category f % 

Master’s Degree or 

above 
45 25 

Income 

per month 

< 15,000 ฿ 11 6.1 

15,001 – 30,000 ฿ 55 30.6 

30,001 – 45,000 ฿ 45 25 

45,001 – 60,000 ฿ 29 16.1 

60,001 – 75,000 ฿ 12 6.7 

> 75,001 ฿ 28 15.5 

Type of 

car 

Sedan (<7 

Passengers) 142 78.9 

SUV 14 7.8 

Van 1 0.6 

Pick Up 23 12.7 

Others 0 0 

Occupation 

Student 3 1.7 

Self Employed 62 34.4 

Government officer 20 11.1 

Employee 77 42.8 

Unemployed 4 2.2 

Retired 9 5 

Others 5 2.8 

 

Multiple linear regression analysis 

was operated to analyze the hypotheses as 

seen in Table 3. 
 

 

Table 3: Summary of Multiple Linear 

Regression Analysis (N=180) 
Variable B SE B Beta Sig. VIF 

Brand Awareness .327 .073 .304 .000 2.014 

Convenience .107 .083 .082 .199 1.777 

Perceived Quality .436 .090 .388 .000 2.849 

Word of Mouth .126 .066 .126 .057 1.910 

Note. R2 = .603, Adjusted R2 = .594, p< .05 

Dependent variable is Purchase intention 

 

Hypotheses Testing 

Hypothesis 1 

H1o: There is no impact of brand awareness 

on purchase intention  

 According to the result, brand 

awareness had statistically significant effect 

on purchase intention with .000 significant 

value (p< .01). Therefore, the null hypothesis 

1 was rejected. There is an impact of brand 

awareness on purchase intention. The 

standardized coefficient (β) was +.304 

indicating that if brand awareness increases 

by one unit, then the purchase intention will 

increase by 30.4%. 
Hypothesis 2 

H2o: There is no impact of convenience on 

purchase intention  

 The result from Table 3 showed the 

significant value of .199, which is greater 

than .05 (.199>.05). It means that null 

hypothesis was failed to reject. Then, there is 

no impact of convenience on purchase 

intention. 
Hypothesis 3 

H3o: There is no impact of perceived quality 

on purchase intention 

 According to the result, perceived 

quality had statistically significant effect on 

purchase intention with .000 significant value 

(p< .01). Therefore, the null hypothesis 3 was 

rejected. There is an impact of perceived 

quality on purchase intention. The 

standardized coefficient (β) was +.388 

indicating that if brand awareness increases 

by one unit, then the purchase intention will 

increase by 38.8%. Also, perceived quality had 

the strongest impact on purchase intention 

among two variables. 
Hypothesis 4 

H4o: There is no impact of word of mouth on 

purchase intention  

The result from Table 3 showed the 

significant value of .057, which is greater 

than .05 (.057>.05). It means that null 

hypothesis was failed to reject. Then, there is 

no impact of word of mouth on purchase 

intention. 
 

Conclusion and Recommendations 

- Conclusion 

 The purpose of this research was to 

find the factors that influence customers’ 
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purchase intention toward P automobile 

repair center. The result was accomplished the 

purpose of research by testing the statistical 

influence of independent variables (brand 

awareness, convenience, perceived quality 

and word of mouth) on dependent variable 

(purchase intention). As aforementioned, there 

were two independent variables (brand 

awareness and perceived quality) which 

impact on dependent variable (purchase 

intention).  
 

- Recommendations 

 According to the TRA, consumer 

would perform the purchase intention when 

they had the positive perception on the 

outcome. In this current research, brand 

awareness and perceived quality could build 

consumers’ positive probability. Thus, the 

company could develop a strategy to 

maintain more customers and generating 

more revenues based on the findings of this 

research. 
In order to increase brand awareness, 

the company could promote its brand more 

actively. There has been increasing number of 

the internet user which makes social media 

more important marketing point to improve 

brand awareness. Therefore, the company 

could do more advertising on Facebook, 

website, etc. Also, the company could 

corporate with the insurance company to 

acknowledge their customer about the 

company’s brand. There are several levels of 

automobile repair center separated by 

insurance company in Thailand. The higher 

level, the better support that automobile 

service center can receive. To achieve the 

higher level, each insurance company would 

have their required criteria and standard (such 

as the cleanness of working area, the quality 

control); the automobile repair center should 

try to accept and follow these conditions. 
Moreover, in order to enhance 

customer perceived quality, the company 

could provide the training or seminar for their 

employee for developing or improving their 

skills. Also, the company needs to improve 

the general condition of equipment and site of 

the auto repair center in order to enhance 

customer perceived quality which lead to 

improved purchase intention. 
 

- Further Research 

There were only four main predictors 

of purchase intention. However there might 

be other factors that may account for 

explaining purchase intention toward ‘P’ 
automobile car repair center. Thus, further 

research should be studied in other 

determinants of purchase intention. 
Furthermore, a question on the types 

of car can be added in the future study. 
Questions for distinguishing Asian car brand 

from European car brand, and for different 

car sizes can be grouped by engine 

competition. The different types of car owners 

would have different attitude toward their 

purchase intention toward the auto repair 

center. 
 

References: 
Aaker, D.A. (1991), Managing Brand Equity  

Capitalizing on the Value of Brand  

Name, The Free Press, New York, 

NY. 
Aaker, D.A. (1996), “Measuring brand equity  

across products and markets”, 

California Management Review, 

38(3), 102-120. 
Alam, M., Faiz, M., & Aftab, M. (2015). 

Mobile Marketing: A Study of Buying 

Intention. British Journal of 

Economics, Management & Trade, 

7(3), 218-226. 
doi:10.9734/bjemt/2015/16336 

Arndt, J. (1967), Word of mouth advertising  

and information communication, in 

Cox, D.F.(Ed.) Risk-Taking and 

Information Handling in Consumer 

Behavior, Boston University Press, 



 

31 
 

Boston, MA, pp. 188-239 and pp. 289-
316. 

Berndt, A. (2009). Investigating service 

quality dimensions in South African 

motor vehicle servicing. African 

Journal of Marketing Management, 

1(1), 1-9.  
Bray, J. (2008). Consumer Behaviour Theory: 

Approaches and Models. Retrieved 

October, 2016, from 

http://eprints.bournemouth.ac.uk/1010

7/1/Consumer_Behaviour_Theory_-
_Approaches_%26_Models.pdf  

Brito, E., & Aguilar, R. (2007). Customer  

choice of a car maintenance service 

provider A model to identify the 

service attributes that determine 

choice. International Journal of 

Operations & Production 

Management, 27(5), 464-481. 
Brown, T., Barry, T., Dacin, P., & Gunst, R.  

(2005). Spreading the word: 
Investigating antecedents of 

consumers’ positive word-of-mouth 

intentions and behaviors in a retailing  

context. Journal of the Academy of 

Marketing Science, 33(2), 123-138. 
Chi, H., Yeh, H., & Yang, Y. (2009). The  

Impact of Brand Awareness on 

Consumer Purchase Intention: The 

Mediating Effect of Perceived 

Quality and Brand Loyalty. 
International Management Studies, 

4(1), 135-144. 
Choudhury, K. (2013). Service quality and 

customers’ purchase intentions: an 

empirical study of the Indian banking 

sector. International Journal of Bank 

Marketing, 31(7), 529-543. 
doi:10.1108/ijbm-02-2013-0009 

Chung, J. Y., Lee, J., & Heath, R. L. (2013).  
Public relations aspects of brand 

attitudes and customer activity. Public 

Relations Review, 39(5), 432-439.   
doi:10.1016/j.pubrev.2013.05.001 

Fishbein, M. and Ajzen, I. (1975). Belief,  

attitude, intention and behaviour: An 

introduction totheory and research. 
Reading, MA: Addison-Wesley. 
Retrieved October, 2016, from 

http://people.umass.edu/aizen/f&a197

5.html 

Foxall, G. R. (1990) Consumer Psychology in  

Behavioural Perspective. London and 

New York: Routledge. 
Ghazzawi, O., & Bakar, A. (2015). Behavioral 

Factors Affecting Real Estate 

Purchasing. International Journal of 

Business and Social Science, 6(8), 
146-154. 

Hansen, R., & Deutscher, T. (1978). An  

empirical investigation of attribute 

importance in retail store selection. 
Journal of Retailing, 53(4), 59-72. 

Howard, J. A., & Sheth, J. N. (1969). A Theory 

of Buyer Behavior. Journal of the 

American Statistical Association, 

467-487. doi:10.2307/2284311 

Hutter, K., Hautz, J., Dennhardt, S., & Fuller, 

J. (2013). The impact of user 

interactions in social media on brand 

awareness and purchase intention: 
The case of MINI on Facebook. 
Product & Brand Management, 

22(5/6), 342-351. 
Izogo, E., & Ogba, I. (2015). Service quality,  

customer satisfaction and loyalty in 

automobile repair services sector. 
Quality & Reliability Management, 

32(3), 250-269. 
Jalilvand, M., & Samiei, N. (2012). The effect 

of electronic word of mouth on brand 

image and purchase intention An 

empirical study in the automobile 

industry in Iran. Marketing 

Intelligence & Planning, 30(3), 460-
476. 

Jiang, L., Yang, Z., & Jun, M. (2013). 
Measuring consumer perceptions of 



 

32 
 

online shopping convenience. Journal 

of Service Management, 24(2), 191-
214. 
doi:10.1108/09564231311323962 

Kim, J., & Jin, B. (2001). Korean consumers' 

patronage of discount stores: 
Domestic vs multinational discount 

store shoppers' profiles. Journal of 

Consumer Marketing, 18(3), 236-255. 
Kotler, P., & Zaltman, G. (1971). Social  

Marketing: An Approach to Planned 

Social Change. Journal of Marketing, 

35(3), 3. doi:10.2307/1249783 

Levy, S., & Gendel‐Guterman, H. (2012). 
Does advertising matter to store brand 

purchase intention? A conceptual 

framework. Journal of Product & 

Brand Management, 21(2), 89-97. 
doi:10.1108/10610421211215418 

Macdonald, E. K., & Sharp, B. M. (2000).  
Brand Awareness Effects on 

Consumer Decision Making for a 

Common, Repeat Purchase Product:  
Journal of Business Research, 48(1),  
5-15. doi:10.1016/s0148 

2963(98)00070-8 

Mangold, W., Miller, F., & Brockway, G.  
(1999). Word-of-mouth 

communication in the service  
marketplace. SERVICES 

MARKETING, 13(1), 73-89. 
Nguyen, T., & Gizaw, A. (2014). Factors that  

influence consumer purchasing 

decisions of Private Label Food 

Products. Retrieved from 

http://www.divaportal.org/smash/get/di

va2:705384/fulltext01.pdf  

Porral, C., & Mangin, J. (2014). Determinants 

of store brands’ success: A cross-store 

format comparative analysis. 
International Journal of Retail & 

Distribution Management, 42(7), 595-
612. 

Porral, C., & Mangin, J. (2016). Food private 

label brands: The role of consumer 

trust on loyalty and purchase 

intention. British Food Journal, 

118(3), 679-696. 
Putro, H., & Haryanto, B. (2015). Factors 

Affecting Purchase Intention of 

Online Shopping in Zalora Indonesia. 
British Journal of Economics, 

Management & Trade, 9(1), 1-12. 
Rehman, T., McKemey, K., Garforth, C., 

Huggins, R., Yates, C., Cook, R., & 

Dorward, P. (2003). THEORY OF 

REASONED ACTION AND ITS 

INTEGRATION WITH 

ECONOMIC MODELLING IN 

LINKING FARMERS’ ATTITUDES 

AND ADOPTION BEHAVIOUR. 
International Farm Management. 
Retrieved October, 2016, from 

http://ageconsearch.umn.edu/bitstream

/24319/1/cp03re01.pdf 

Seiders, K., Voss, G., Godfrey, A., & Grewal,  

D. (2007). SERVCON: Development 

and validation of a multidimensional 

service convenience scale. Journal of 

the Academy of Marketing Science, 

35(1), 144-156. 
doi:10.1007/11747.1552-7824 

Shah, S., Aziz, J., Jaffari, A., Waris, S., Ejaz, 

W., Fatima, M., & Sherazi, S. (2012). 
The Impact of Brands on Consumer 

Purchase Intentions. Asian Journal of 

Business Management, 4(2), 105-110. 
Sharifi, S. (2014). Impacts of the trilogy of 

emotion on future purchase intentions 

in products of high involvement under 

the mediating role of brand 

awareness. European Business 

Review, 26(1), 43-63. doi:10.1108/ebr-
12-2012-0072 

Shook, C., & Bratianu, C. (2010). 
Entrepreneurial intent in a transitional 

economy: An application of the theory 

of planned behavior to Romanian 



 

33 
 

students. International 

Entrepreneurship and Management, 

6(3), 231-247. 
Solomon, M., Bamossy, G., Askegaard, S. and  

Hogg, M.K. (2006), Consumer 

Behaviour: A European Perspective, 

3rd ed., Prentice-Hall, Harlow. 
Southey, G. (2011). The Theories of Reasoned 

Action and Planned Behaviour 

Applied to Business Decisions A 

Selective Annotated Bibliography. 
Journal of New Business Ideas & 

Trends, 9(1), 43-50.  
Stobart, P. (1994). Brand power. Washington 

Square, N.Y.: New York Univ. Pr. 
Sweeney, J., Soutar, G., & Mazzarol, T. 

(2008). Factors influencing word of 

mouth effectiveness: Receiver 

perspectives. European Journal of 

Marketing, 42(3/4), 344-364. 
Vantamay, S. (2007). Understanding of 

Perceived Product Quality: Reviews 

and Recommendations.   
www.bu.ac.thknowledgecenterepaper

jan_june2007Somphol.pdf 

Wang, X. (2011). The effect of inconsistent 

word‐of‐mouth during the service 

encounter. Journal of Services 

Marketing, 25(4), 252-259. 
doi:10.1108/08876041111143087 

Yale, L., & Venkatesh, A. (1986). Oward the  

Construct of Convenience in 

Consumer Research. Advances in 

Consumer Research, 13, 403-408. 
Zairis, A., & Evangelos, P. (2014). Consumer  

behaviour toward convenience store 

chains in Greece. EuroMed Journal of 

Business, 9(2), 175-197. 
Zeithaml, V. (1988). Consumer Perceptions of  

Price, Quality, and Value: A Means 

End Model and Synthesis of 

Evidence. Journal of Marketing, 

52(3), 2-22. doi:1. Retrieved from 

http://www.jstor.org/stable/1251446  

 


