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Abstract 

The researcher of the present study formulated a model with intrinsic and extrinsic cues 
along with service cues to examine the purchase intention of Malaysian consumers of 
Chinese automobiles. For the selection of automobiles, consumers make decisions on the 
bases of their preferences and personal requirements, and companies are striving to find 
the factors which affect Malaysian consumers’ decision- making about automobiles. This 
implies that purchasing goods has become an important activity in an individual’s life and 
has impacted living standards based on the perception of buyers.  Grounded by the theory 
of reason action, this study proposed a framework linking product cues, attitude towards 
brand, trust and purchase intentions. A total of 300 questionnaires were returned from the 
770 questionnaires that were distributed. The response rate was 38.96%. From the 300 
questionnaires returned, a total of 24 questionnaires were rejected due to several reasons 
such as incomplete answers. Therefore, only 276 (35.84%) questionnaires were coded and 
analyzed. Hierarchical multiple regression analyses were conducted to test the hypotheses 
posited in this study.  The regression results indicated that (a)  there is a positive and 
significant relationship between product cues and purchase intention, (b)   there is a positive 
and significant relationship between product cues and attitude towards brand, (c)  there is 
a positive and significant relationship between product cues and trust, (d)  there is a positive 
and significant relationship between attitude towards brand and purchase intention, (e)  
there is a positive and significant relationship between trust and purchase intention, (f)  
attitude towards brand mediates the relationship between product cues and purchase 
intention, and (g)  trust  mediates the relationship between product cues and purchase 
intention. Theoretical and practical implications of the study as well as suggestions for 
future studies are discussed.  
 

Keywords: Intrinsic cues, extrinsic cues, attitude towards brand, trust and purchase 
intention. 
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Abstrak 

 

Penyelidik dalam kajian semasa telah merumuskan sebuah model dengan petunjuk 
intrinsik dan ekstrinsik bersama dengan petunjuk perkhidmatan untuk mengkaji niat 
pembelian pengguna Malaysia terhadap kereta buatan China. Bagi pemilihan kereta, 
pengguna mengambil keputusan berdasarkan asas keutamaan dan keperluan peribadi, dan 
syarikat-syarikat pengeluar berusaha untuk mencari faktor yang mempengaruhi keputusan 
pengguna Malaysia terhadap pemilihan kereta. Hal ini membayangkan bahawa pembelian 
barangan menjadi aktiviti penting dalam kehidupan individu dan memberi impak kepada 
taraf hidup berdasarkan persepsi pembeli. Berdasarkan teori tindakan beralasan, kajian ini 
mencadangkan rangka kerja yang menghubungkan petunjuk produk, sikap terhadap 
jenama, kepercayaan dan niat pembelian. Sebanyak 300 soal selidik telah dikembalikan 
daripada sejumlah 770 soal selidik yang telah diedarkan. Kadar maklum balas adalah 
sebanyak 38.96%. Daripada 300 borang soal selidik yang dikembalikan, sejumlah 24 soal 
selidik telah ditolak kerana beberapa sebab seperti jawapan yang tidak lengkap. Oleh itu, 
hanya sebanyak 276 (35.84%) soal selidik yang dikodkan dan dianalisis. Analisis regresi 
berganda hierarki telah dijalankan untuk menguji hipotesis yang dikemukakan dalam 
kajian. Hasil analisis regresi menunjukkan bahawa: (a) terdapat hubungan yang positif dan 
signifikan antara petunjuk produk dan niat pembelian, (b) terdapat hubungan yang positif 
dan signifikan antara petunjuk produk dan sikap terhadap jenama, (c) terdapat hubungan 
yang positif dan signifikan antara petunjuk produk dan kepercayaan, (d) terdapat hubungan 
yang positif dan signifikan antara sikap terhadap jenama dan niat pembelian, (e) terdapat 
hubungan yang positif dan signifikan antara kepercayaan dan niat pembelian, (f) sikap 
terhadap jenama mengantara hubungan antara petunjuk produk dan niat pembelian, dan (g) 
kepercayaan mengantara hubungan antara petunjuk produk dan niat pembelian. Implikasi 
teoretikal dan praktikal kajian serta cadangan untuk kajian masa depan turut dibincangkan. 
 

Kata kunci: Petunjuk intrinsik, petunjuk ekstrinsik, sikap terhadap jenama, kepercayaan 
dan niat pembelian. 
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CHAPTER ONE 

INTRODUCTION 

1.0 Background of the study 

Malaysia is a rapidly growing to achieve its Vision 2020 (Hin et al., 2014). It has been 

observed that Malaysian economy is shifting from agriculture to manufacturing (Afroz et 

al., 2015). In industrializations program of Malaysia, the automobile industry has been 

found at top (Seng et al., 2015).  Moreover, informally the Malaysian domestic automobile 

industry is protected but due to market liberalization this cushion will be removed and a 

flood of newer and affordable imported cars will be received by Malaysian market (Yeoh, 

2010).    

 

Owing to the competitive market environment for automobile industry there is need to 

manufacture and assemble customer oriented cars (Capgemini, 2008).  To examine the 

intention of Malaysian consumers towards automobiles country of origin, price, brand and 

quality were employed but suggested to design a comprehensive model by involving more 

influencing factors (Langan et al., 2016). Therefore, the researcher of the present study has 

formulated a model with intrinsic and extrinsic cues along with the service cues to examine 

the purchase intention of Malaysian consumers towards China automobile. For the 

selection of automobiles consumers take decisions on the bases of their preferences and 

personal requirements (Momeni & Nazemi, 2010) and companies are striving to find the 

factors which affect Malaysian’s consumers’ decision making towards automobile 
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(Siringoringo et al., 2013).  To enlarge the shopping behavior’s, various new dimensions 

and variables have been added. Owing to globalization the inclination of developing 

nations towards the acceptance of foreign products with local brands are amplifying 

(Kumar et al., 2008). Moreover, the inclination of Malaysian consumers towards foreign 

and local cars is increasing (Lee & Govindan, 2014). The investigation of local and foreign 

goods purchase intention is confined to some specific countries namely USA, UK and 

China (Beaudoin et al., 2000; Wang et al., 2004; Lee et al., 2010) and rest of the world yet 

not explore. The statistical figures of JD Power and association 2009 disclosed that 

Malaysian consumers’ liking towards national made cars are less than imported cars (J. D. 

Power Associates, 2009; Chougule et al., 2013). Consumers’ liking towards branded 

products is noticeable due to their personal intention (Archana et al., 2008; Kearney, 2006; 

Kim et al., 2011). This implies that purchasing of goods has become important activities in 

individual’s life and has impacted living standards based on the perception of buyers (Kuo 

et al., 2009; Martin & Herrero, 2012). Moreover, studies on the purchase intention have 

emphasized the benefits and advantages of purchasing intention in different domains, such 

as emerging market, automobiles and social work (Chen, 2007; Kim & Chung, 2011; Kim 

et al., 2011).  

 

The purchasing intention exhibits the act of behavior of buyers of commodities which is as 

a result of the information that was earlier gathered on the advertised products (Kwek et 

al., 2010; Gehrt et al., 2007). Meanwhile, the increasing usage of internet services has 

impacted the positive notion towards purchasing intention in Malaysia due to the simplicity 

it brings to the purchasers (Kwek et al., 2010; Kim et al., 2011; Martin & Herrero, 2012). 
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In other words, presence of internet services has been argued as positive inducement of 

buyers’ purchasing intention and thus increases the revenue deriving by the sellers. 

Moreover, researchers have stressed that purchasing intention can be viewed as the extract 

of buyers cognitive behaviour towards intention to buy a specific product (Kewk et al., 

2010; Zikmund et al., 2010).  

 

Furthermore, studies of purchasing intention in the areas of automobile tools and industries 

have shown that Chinese automobile industry has found growing geometrically (Lu, 2008; 

Lee et al., 2012). This has affected the labor management market positively among Chinese 

around the globe. On the other hands, the recent economic crisis in the world has negatively 

affected the growth of automobile industry and their product, specifically in China made 

products (Li et al., 2009; Lee et al., 2012). This has drastically affected the purchasing rate 

of people towards the Chinese made automobile tools and devices (Li et al., 2009; Wong 

et al., 2009).  

 

In addition, the related studies on the Chinese automobile industry has portrayed Chinese 

automobile tools in an increasing order with the total sales of approximately 13,791,000 

units in the year 2009 (Wang & Chen, 2011; Mohammad & Seyed, 2011). In ASEAN 

Malaysia is the largest automobile market (Mark, 2009). This attribute of Malaysian market 

has made it very attractive for car exporters (Langan et al., 2016).   Meanwhile, China 

Automobile Technology and Research Centre (CATARC) has revealed the rate of 
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increasing of Chinese automobile tools and devices shows with increment of 35.97% from 

2002 to 2009 as shown in Table 1.0.  

 

Table 1.0                                                                                                                                                                                                       
China’s automobile market from 2002 to 2009 

Item Vehicle population 
(x105) 

Vehicle sales  
(x105) 

Authoritative figures of scrapped 
vehicles (x105) 

2002 2053.17 322.49 41.45 
2003 2382.93 439.70 95.68 
2004 2693.71 506.82 54.15 
2005 3159.66 577.77 56.20 
2006 3697.35 722.14 38.06 
2007 4358.36 879.12 35.06 
2008 5099.61 938.05 Still unknown 
2009 6288.00 1379.10 Still unknown 

Source: China Automobile Technology and Research Centre (CATARC) (2009). 

 

This implies that Chinese automobile product or devices possesses improving trend and 

liable to gain general acceptability in the nearer future. On the other hands, perceptions of 

buyers of automobile tools and devices have been described necessary towards determining 

the future patronage which would have direct effect on the production rate of the products 

(Zhao et al., 2010; Hua, 2008). This would portray the purchasing behavior or intention of 

buyers of automobile product on the remanufacture of the Chinese automobile tools and 

products.   

Also, the automobile market has been emphasized as a business entity that has 

developmental potential and assists the revenue of government of Malaysia due to the 
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introduction of ASEAN Free Trade Area. The assistance has been given to the automobile 

market in the context of Malaysia through the cutting of import duty to 5% towards 

empowering the participants in the automobile industry. On the other hands, global 

automobile industries such as, Ford, BMW and Daimler have launched the establishment 

of their manufacturing plant in Thailand, due to the reduction of import duty on the 

automobile tools and parts that was introduced by Malaysian government. This has been 

viewed as one of the drivers to strengthening the automobile industries and increases the 

revenue of Malaysian government. Therefore, there is need to explore the required factors 

that would add values towards encouraging of patronage of automobile users in Malaysia.  

 

Chinese automobile market has been seen as the market that would affect the entire globe 

in meeting the needs of car users, suppliers of car spare parts and the automobile business 

owners (Seitz, 2007; Orsato & Wells, 2007). Studies have revealed that the present status 

of automobile industries in china and their outlets around the globe would bring the 

vehicles in China to 95,380,000, while the volume of scrapped vehicle would reach 

6,440,000 by the end of year 2015 (Wang & Chen, 2011; Orsato & Wells, 2007). This has 

been traced to the support given to the automobile industries by the government of China 

and enhancing the environmental benefits.  

 

Seitz (2007) stressed that many industries in China have started manufacturing of 

automobile tools and cars long before the government intention shifted into their domain. 
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But, the economic interest remains focused into the automobile domain towards champion 

the automobile giant in Asian and the rest of the world. This leads to the promulgation of 

laws towards encouraging the manufacturing and remanufacturing of automobile parts. 

Researchers have argued that automobile parts productions should be looked towards the 

perception of readiness of peoples’ patronage in order to control the production rate (Chen, 

2009; Nahman, 2010; Khetriwal et al., 2009). This reveals that more research on the 

purchasing intention and behaviour of buyers of automobile product and spare parts need 

to be conducted. 

 

In the context of Malaysia, the automobile industry has helped the government in reducing 

unemployment issue by giving up to 50,000 jobs to people in the year 2008, as revealed in 

Table 1.1  

 

Table 1.1                                                                                                                                                
Total Number of Automobile Employment from 2000 to 2008 in Malaysia 

Industries 2000 2002 2004 2006 2008 

Manufacturer of motor vehicles 14,568 16,988 19,055 21,880 24,310 
Manufacturer of parts & accessories for motor 
vehicles & engines 

18,380 23,499 24,188 25,644 24,249 

Transport equipment N.E.C. 5,322 5,299 6,021 6,555 6,614 

Total 38,270 45,786 49,264 54,079 55,173 

Source: Automobile Association of Malaysia, 2009 
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Internationally the Chinese automotive industry highlights the emergence of economic 

processes. The transformational trends have been observed where indigenous resources are 

being replaced by international joint ventures and the global investors are taking place of 

local players. The changing trends are in reality the evolution in the car industry and serves 

as an analyzer of the relationships between industrial policies. China automobile 

companies are adopting various strategies for internationalization such as selling abroad 

and producing abroad. Moreover, they are globalizing their production by rethinking their 

supply chain. 

 

In ASEAN Malaysia is having the highest car density. Although the car density is highest 

but still struggling to meet the level of Eastern Europe’s EU member states’ car density 

which is different from the levels in Western industrialized nations.  

 

Furthermore, the rapid economic growth and increasing purchasing power of population 

have made Malaysia the largest passenger car market in ASEAN. In addition to the 

establishment of national car projects such as, PROTON and PERODUA, have 

transformed Malaysia from a mere motor car assembler into a car manufacturer. The 

industry has improved the progress of engineering, auxiliary and supporting industries. 

Moreover, industry contributed to the development of skills and upgrading of technological 

and engineering capabilities. 



8 
 

Moreover, for the investigation of consumers’ concern pertaining to the ownership of 

various brands of cars several researchers has employed various factors. Ziemke et al., 

(2009) have examined that household demographics encourage consumers to purchase 

specific vehicles based on built environment attributes, household head characteristics, and 

vehicle attributes. Potoglou and Kanaroglou (2008) have indicated that family structure, 

socio-economic characteristics and accessibility are factors viewed as important by a 

household. Furthermore, studies have reported the vehicle attributes such as fuel type, body 

type, maintenance cost, engine displacement, fuel efficiency and fuel price are also 

important factors before purchasing an automobile(Von Ahn et al., 2008). Four factors 

were identified to analyze the value of automobile which play vital role in making decisions 

such as reliability, safety, price, and fuel economy (Capgemini, 2009a). Aforementioned 

studies have witnessed that fuel economy and price considered to be the most significant 

factors (Deloitte, 2008). Researcher of the present study have employed variables such as 

reliability, design, quality, country of origin, country image, perceived risk, price, service 

ability, after sales service and warranty. These ten variables were categorized by three 

headings like intrinsic cues, extrinsic cues and service cues. Intrinsic cues are the product 

inherent attributes which can be objectively evaluated before and after consumption. 

Extrinsic cues include price, branding, and information provided at the point of sale and on 

packaging which seek to influence and to reinforce consumer choice (Veale and Quester, 

2009). The relative importance of internal versus external cues varies across product 

categories (Liefeld et al., 1996; Zeithaml, 1988), and at different stages of the purchase 

process (Bredahl, 2004; Liefeld et al., 1996). Therefore, for automobiles reliability, engine 



9 
 

safety, durability and color are the intrinsic cues whereas price, country of origin and brand 

image are the attributes of extrinsic cues (Qasem et al., 2016).  

 

 

To investigate the behavioral intention of consumers towards any object the most preferred 

theories are theory of reason action (Fishbein, 1967; Fishbein and Ajzen, 1975) and it is 

extended to theory of planned behavior (Ajzen, 1991). Attitude and subjective norm are 

the common antecedents of behavioral intention for both theories. Whereas, for theory of 

planned behavior control belief was added this is commonly known as perceived 

behavioral control. The concept of attitude towards behavior refers to individual’s 

favorable or unfavorable evaluation to perform any behavior (Yeon & Chung, 2011). 

Moreover, individuals’ behaviors most often influence by some influential people and they 

perform according to their motivation. Such type of normative believes know as subjective 

norms in theory of reason action (Al-Swidi et al., 2014). The assistance of theory of reason 

action was rendered for the support of current study model. 

 

1.1 Problem statement 

Expensive products such as car purchase decision influenced by several factors (Rijnsoever 

et al., 2012) and consumers search information to reduce risk which are associated with 

these high cost products (Nakayama-Ratchford et al., 2003; Van Rijnsoever et al., 2009). 

The statistical figure disclosed the fact that Malaysia is the biggest automobile 

manufacturer having more than half of million sales of automobile annually (Lim et al., 
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2010). Owing to the increased per capita income of Malaysian the demand for passenger 

and freight transport is increasing (Afroz et al., 2015). The purchase intention is the 

favorable opinion of an individual towards any specific object. Various products have 

different purchase intentions and behaviors. Automobile purchase does not come under the 

regular usage products therefore specific factors effect these expensive products (Wong & 

Mo, 2013; Portolese Dias, 2004).   

 

Aforementioned studies have disclosed that sometime consumer prefers to purchase locally 

made products (Hin et al., 2013) whereas some studies findings contradict and exposed 

that due to globalization internationally made products are preferable by consumers 

(Chougule et al., 2011). The country of origin influenced consumer purchase decisions 

differently such as perceived risk, perceived social status and product choice (Wong et al., 

2009). Studies witnessed that country of origin plays pivotal role in selection of products 

(Jung & Yoon, 2012) especially expensive products like cars. Most studies from literatures 

do posit that different attributes or factors do influence buyers’ intention to purchase certain 

products or patronize certain services. For example, factors such as product quality, design, 

reliability were found to be paramount factors (intrinsic cues) that influence buyers’ 

intention and behavior (Walz & Celuch, 2010; Zeithaml, 1988), while the study of Kardes 

et al., 2004; Idoko et al., 2013) posited that customers’ values products extrinsic cues over 

intrinsic cues. The design of car is very decisive which keep car industry from maturity 

and provide competitive edge in the market (Karjalainen & Snelders, 2010). It was also 

examined that design of the cars can uplift the status of low end cars to high end cars but 
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scarce literature available (Lee & Lee, 2015). The product appearance similarities play a 

crucial role in increasing ergonomic, functional or symbolic value expectations of products 

(Costantino et al., 2012). Therefore, current study has involved the design of automobile 

to examine its effect on consumer purchase intention.   

 

Product quality is a multidimensional structured having four basic facets such as 

transcendent, product based, user based, manufacturing based and value based (Garvin, 

1984). “A belief about the degree of excellence of a good or service that is derived by 

examining consciously and/or unconsciously, relevant cues that are appropriate and 

available, and made within the context of prior experience, relative alternatives, evaluative 

criteria and/or expectations” (Castleberry and McIntyre, 2011). The nature of quality in 

automotive industry is dualistic such as value based and technical quality (Ersal et al., 

2011). The concept of cosmetic quality also linked with automotive industry (Juster et al., 

2001) where the appearance of the cars considered being the part of their quality. Although 

various authors have investigated the concept of quality with automobiles but yet there is 

a need to examine this notion (Stylidis et al., 2015) because the quality perception varies 

from customer to customer.  

 

 

Various organizations use design for the identification of their products (Person et al., 

2008). For car manufacturers car design has a strategic position and use to familiarize their 

customers from the products (Karjalainen, 2004). Car manufacturers use two types of 
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design strategies such as single driven and market driven (Karjalainen & Snelders, 2010). 

To satisfy multiple market segments, market driven strategy is supportive whereas to target 

a group of customers with similar car design single driven strategy is helpful. Although 

various authors have academically examined the effect of car design on consumer purchase 

behavior but inconsistent results direct future scholars for further investigation of car 

design decisiveness (Cluzel et al., 2012). Hyun et al., (2015) have implies to conduct a 

comprehensive research for the effect of design on consumer purchasing. Furthermore, the 

availability of national and imported cars is also increasing the competition in some part of 

the world like in Malaysia. Malaysian consumers are more inclined towards foreign cars 

as compare to national car brands (Hazwani & Zolkifly, 2013). For Malaysian, aesthetic 

exterior is having high value (Augustin, 2013) moreover some of them influenced by 

interior aesthetic. Therefore, scholar of the intended study has employed the design 

variable for detailed analysis of its effect on consumer car purchase behavior.     

 

 

However, there are several factors which effect on consumer purchase decision towards 

any product and one of them is price of the product. For expensive products like cars price 

is very decisive in supporting consumer for favorable or unfavorable decision process. The 

statistics of automotive institute 2011 Malaysian consumers are price sensitive while 

purchasing new cars (Nawi et al., 2013). Studies indicated that interest rates play pivotal 

role on automotive market (Babatsou & Zervas, 2011). Whereas on contrary to that some 

of the finding exposed the fact that consumer purchase decision for automobile influence 

by price of the car rather fluctuation of the interest rates (Badkar, 2016).   The price of the 
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automobile constitutes the ability and affordability of consumers (Ray & Ray, 2011). It has 

also been under consideration by scholars that right price of the automotive decided by 

customers rather manufacturer (Johnson et al., 2008) because payment ability increase or 

decrease the sale of automobile. Although studies have advocated the significance of the 

car prices (Mohamed et a., 2015) but some of the authors have pointed out that features, 

design, performance and specification of the cars develop willingness among customer 

even if the price is not competitive (Cantner et a., 2012). These uncertain results have 

provoked researcher of the present study to examine the price effect on automobile 

purchase decision.  

 

 

The concept of after sales service has changed since last two decades (Wagner & 

Lindemann, 2008) and taken as competitive edge and business opportunity. Various 

authors have described the definition of after sales services such as according to 

Rigopoulou, et al., (2008) “As a term, after-sales services has been used the most, to 

describe services that are provided to the customer after the products have been delivered.” 

Whereas for Cavalieri, et al., (2007) “after-sales service, traditionally confined temporally 

as taking up those activities occurring after the purchase of the product and devoted to 

supporting the customer in the usage and disposal of the goods.” For automobiles after 

sales service build a sustainable relationship with customers and significantly contribute in 

customer satisfaction (Kurata & Nam, 2010). Despite of the significant of after sales 

service which has strategic position to retain existing customers (Weissenberger- Eibl and 

Koch, 2007) limited research has been found to examine the effect of after sales service on 
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automobile purchase decisions (Andreassen & Olsen, 2008; Egonsson, Bayarsaikhan, & 

Ting, 2013). Therefore, there is dire need to investigate after sales service effect on 

automobile purchase intention.  

 

 

The competitive market environment encourages manufacturers to offer incentive to retain 

and satisfy their customers (Su & Wang, 2015). Offering various common incentives to 

customer warranty policy is one of them (Manna et al., 2007). The warranty policies are 

broadly divided into two dimensions; one-dimensional and two-dimensional (Blischke & 

Murthy, 1992). These dimensions are defined with age and usage of product. In one-

dimension either age or usage of product covers whereas in two-dimensions provide both 

to customers. Automobile manufacturers offered two dimensional warranties for the 

customer satisfaction and retention (Liu et al., 2013).   

 

 

Despite the benefits of automobile industries in Malaysia, specifically the Chinese made 

automobile spare parts; there has been less patronage on their products (Wad, 2009; Wad 

& Govindaraju, 2011). Studies have revealed that for the patronage of goods and products 

to be increased to the ultimate level, there is need to explore the purchasing intention of 

individual in the communities (Wad and Govindaraju, 2011; Norani et al., 2010).  

 

As such, since the context and jurisdiction of this current study differs from those of 

previous studies, it is ideal to make proper investigation as per to determine the factors that 
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may influence potential customers to patronize Chinese automobiles in Malaysian market 

which contribute to the trust and attitudes towards purchase intentions on China automobile 

in Malaysian market.  

 

Based on past literatures, we identify variables which contributed to product cues which 

influenced the purchase intentions.  There are three main components which contributed to 

the product cues. The intrinsic cues consist of the characteristic of the vehicle such as 

reliability, quality and design. Meanwhile, the extrinsic cues consist of external factors that 

influence the purchase intentions towards China automobile such as the reputation of 

country of origin, country image, perceived risk and the price of China automobile. The 

third cue under product cues is the service cues which emphasize on the service factors 

such as serviceability, after sales service and warranty of the product.     Therefore,  there 

will be limited biasness in drawing conclusions on which factors does influence buyers’ 

intention to purchase Chinese automobiles. 

 

Previous studies reveal that there are inconsistencies in the findings of some attributes such 

as consumers’ attitudes and trust issues especially in manufacturing industry (Corritore, 

Kracher and Wiedenbeck 2003). However, in service industry, trust issues was said to be 

one of the principal component considered by consumers to patronize service provider 

firm. Relating this concept to the context of this investigation, Chinese automobile 

company does manufacture (i.e. produce automobiles) and at the same time they does 
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render services to their customers (in terms of after sales servicing, warranty and 

guarantee). Thus, deducing supports for claims that attributes such as attitude or 

consumers’ trust influence either in support or against without proper and accurate 

quantitative investigation is deemed biased. Therefore, to avoid such novice biasness, there 

is urgent need to investigate the role of attitude and trust as mediating factors in influencing 

potential customers’ buying intention. 

 

Studying the purchase intention of Chinese automobile products has not been given much 

attention in Malaysia (Norani et al., 2010; Khetriwal et al., 2009). Therefore, further 

exploration of purchasing intention of Chinese automobile product in Malaysia would 

assist in revealing and understanding the factors that influence purchase intention. Hence, 

this study intends to investigate the purchasing intention of Chinese made automobile 

among Malaysian. 

 

1.2     Objectives of the Study 

The study aimed at examining the predictors of consumers purchase intentions.  

Specifically, the study intends to investigate whether consumer’s perception of product 

cues (intrinsic cues, extrinsic cues, and service cues) will influence their attitude towards 

brand, trust and purchase intentions.  Thus, the objectives of this study are:  

i. To examine whether product cues (intrinsic cues, extrinsic cues, and service 

cues) will have any influence on their attitude towards brand. . 
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ii. To examine whether product cues (intrinsic cues, extrinsic cues, and service 

cues) will have any influence on trust. 

iii. To investigate whether attitude towards brand influence consumers purchase 

intention. 

iv. To investigate whether trust influence consumers purchase intention. 

v. To examine attitude towards brand mediates the relationship between product 

cues (intrinsic cues, extrinsic cues, and service cues) and purchase intention. 

vi. To examine trust mediates the relationship between product cues (intrinsic cues, 

extrinsic cues, and service cues) and purchase intention. 

 

1.3   Research Questions 

This study attempted to answer the following research questions:   

i. Does product cues (intrinsic cues, extrinsic cues, and service cues) will have 

any influence on their attitude towards brand?. 

ii. Does product cues (intrinsic cues, extrinsic cues, and service cues) will have 

any influence on trust? 

iii. Does attitude towards brand influence consumers purchase intention? 

iv. Does Trust influence consumers purchase intention? 

v. Does attitude towards brand mediates between product cues (intrinsic cues, 

extrinsic cues, and service cues) and purchase intention? 

vi. Does trust mediates the relationship between product cues (intrinsic cues, 

extrinsic cues, and service cues) and purchase intention? 
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1.4 Significant of the Research 

The use of purchasing intention in the automobile research has been used towards easing 

determining patronage trend of the produced product (Jarmo & Jonna, 2010; Arunachalam, 

2014). The studies of Ofori-Dwumfuo and Paatey (2011); Jeremy et al. (2012) stressed that 

the exploration of patronage attitude towards automobile goods would amount to the 

success of the automobile industries. Thus, the benefits of this study on the purchasing 

intention of Chinese automobile products would assist in the context of both practitioners 

and academicians.  

 

The practical contribution of this research will be towards the motivation of high level of 

patronage of users of Chinese automobile product among Malaysians.  The general 

acceptance of purchasing intention of Chinese automobile products in Malaysia would 

affect the direct patronage and productions of automobile products by the industries. 

Moreover, the major contribution of this research to the academic is that it would integrate 

previous literatures in the domain of purchasing and behavioral intentions towards Chinese 

automobile patronage among Malaysians.  

 

Furthermore, the designing of instrument for gathering data from 400 automobile vehicle 

users in Malaysia would serve as contribution to the academic. The study of Hair et al. 

(2012) stressed that there should be development of new instrument in a situation where 

the research and model is advancing. Thus, the instrument for gathering data from 
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respondents in this research would assist the future research in the domain of logistics and 

transportation. 

 

The outcome of the current study will be beneficial for policy makers and practitioners in 

developing effective industry practices aimed at attractive employees’ positive attitudes 

toward their organization which lead to lower turnover intentions. Furthermore, the 

framework of current study will also be supportive for hotel industry (Iverson, 1999; 

LaLopa, 1997; Pizam & Thornburg, 2000; Woods, 1997).    

 

In addition, there is scant empirical research available on employee turnover in the 

Malaysian Mobile Industry. Likewise, the present research findings will create interest and 

provides a path for the development of further research.   

1.5 Definition of the key terms 

Definitions and descriptions of key terms used in the study are presented below: 

 

Purchase intention: “Value perceptions may be formed independently of participation in a 

transaction, whereas purchase intentions are formed under the assumption of a pending 

transaction and, consequently, often are considered an important indicator of actual 
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purchase”. Therefore, perceived value and purchase intention are measures of separate 

constructs, although they are expected to be positively related in most instances. 

 

Attitude towards brand: Wilkie (1986) and Keller (1993) indicated that a consumer’s 

attitude towards a core-brand referred to the consumer’s overall evaluation of that core-

brand, and forms the basis for consumer behavior towards that brand. Numerous studies 

indicating that the growth of brand image and its experience is key determinant of attitude 

towards core-brand attitude (Carpenter and Nakamoto, 1989; Kardes and Kalynaram, 

1992; Alpert and Kamins, 1995; Martinez and Chernatony, 2004; Ghen and Liu, 2004). 

This specifies that core-brand attitude can be influenced by core-brand image and use 

experience of core-brand. 

 

Trust: Trust established between firms, and between firms and consumers, is one of the 

fundamental resources that firms can make use of in order to control complexity229. The 

continuous growth of trust makes it possible, according to several authors, to pursue the 

objective of the firm’s value generation and diffusion (Guatri 1991; Vicari 1991; Guatri 

and Massari 1992; Busacca 1994; Costabile 1996b and 1998; Vicari, Busacca and Bertoli 

1999). 
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Intrinsic cues: Characteristics that are part of the physical product, which cannot be 

changed without also changing the physical product itself (Olson, 1977; Olson & Jacoby, 

1972). Intrinsic quality cues are related to technical specifications, which also involve 

physiological characteristics. 

 

Reliability : Reliability is chiefly concerned with generating consistent results, this can be 

done for instance by having two researchers question the same number of people from a 

sample and if the responses are similar it is likely the results are good and can therefore 

represent a wider population. 

 

Design: The functional design and development of a modern motor vehicle is typically 

done by a large team from many different disciplines included within automotive 

engineering. Automotive design in this context is primarily concerned with developing the 

visual appearance or aesthetics of the vehicle, though it is also involved in the creation of 

the product concept. Automotive design is practiced by designers who usually have an art 

background and a degree in industrial design or transportation design. 

 

Quality: Monroe (1990) regarded perceived value as antecedent to a person’s willingness-

to-buy and as an outcome of perceived product quality and perceived sacrifice. He also 

viewed both product quality and sacrifice as influenced by perceived price. Thus perceived 
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price has a dual effect. Price is, first, a financial sacrifice and contributes negatively to 

value. However, perceived price also influences perceptions of quality and has a positive 

influence on value, while this latter relationship has been widely discussed in the literature, 

the relationship may not be generalized across all product types (Zeithaml, 1988). Rao and 

Monroe’s (1989) meta-analysis concluded that the phenomenon had only been supported 

for moderately priced, frequently purchased goods as opposed to higher priced, 

infrequently purchased goods. 

 

Extrinsic cues: Characteristics that are related to the product, but are not physically part of 

it (Olson, 1977) such as price, brand name, place of origin, type of outlet, presentation, 

influence of store personnel, promotion, packaging, advertising, are determined by 

marketing efforts (Steenkamp, 1989). 

 

Country of Origin: (Yunus & Rashid, 2016) defined country of origin as any influence that 

the country of manufacturer has on a consumer’s positive or negative perception of a 

product (Cateora & Graham, 1999). In detail, Anwar, Yasin, Iqbal and Sajid (2013) stated 

that COO is being viewed like different brands belongs to the different countries. Those 

owning countries are called country-of-origin. Example given by Anwar et.al, (2013) is 

Dell. Dell is an American brand, thus America is country-of-origin for Dell. Same goes to 

Lenovo and Huawei which known as the Chinese brands. Due to that reason, China is the 

products’ country-of-origin. Based on literature investigation, researchers also found out 
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that country-of-origin image play a significant role in consumer’s perceptions towards 

products and brands from any given country (Hanzaee & Khosrozadeh, 2011). Past study 

shows that people care about which country the product came from and where they were 

made (Parkvithee & Miranda 2012). 

 

Country Image: According to Martin and Eroglu (1993), country image is referred to the 

total of all descriptive, inferential and informational belief about a particular country. The 

previous study of the country-of- origin effect has shown how country image has a direct 

effect on purchase intention (Rezvani et. al, 2012).Other than that, Pappu, Quester and 

Cooksey (2006) perceived country-of-origin has also reflects a different and varies level of 

perceived product quality. 

 

Perceived Risk: Perceived risk is a concept used by consumer behavior researchers to 

explain consumer perceptions of the uncertainty and adverse consequences of buying a 

product or service (Stone and Grønhung, 1993). Generally, consumers tend to be risk 

averse towards purchase decisions (Batra and Sinha, 2000), and therefore it is reasonable 

to argue that store brand proneness is negatively associated with the level of perceived risk 

(Richardson et al., 1996). 
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Price: A value that will purchase a finite quantity, weight, or other measure of a good or 

service. As the consideration given in exchange for transfer of ownership, price forms the 

essential basis of commercial transactions. It may be fixed by a contract, left to be 

determined by an agreed upon formula at a future date, or discovered or negotiated during 

the course of dealings between the parties involved. In commerce, price is determined by 

what (1) a buyer is willing to pay, (2) a seller is willing to accept, and (3) the competition 

is allowing to be charged. 

 

Service cues : According to (Crane  T K., 1985), A cue is defined as a characteristic, event, 

quality, or object that is external to the consumer that is encoded and used to categorize a 

stimulus object. Cues may be controlled and manipulated by marketers in order to provide 

the consumer with the appropriate perception of their evaluative criteria. Services 

marketers are interested in knowing what cues consumers use in evaluating services. 

Researchers have studied this question for products considered as goods yet did not include 

products classified as services. 

 

Serviceability: According to (Bruno et al., 2006) Success of new car models generally 

comes from customer’s judgement. Products must have satisfying performances and 

reliability and must need very short maintenance time, in order to make the operational 

costs competitive. In order to reach this target it is necessary that, starting from the first 

phases of a car design, engineers must respect some requirements known as “serviceability 
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criteria”. These recommendations, coming from operating experience, emphasize to the 

designer the vehicle parts that require particular attention in order to guarantee the pervious 

characteristics. 

 

After Sales Service: After sales service refers to various processes which make sure 

customers are satisfied with the products and services of the organization. The needs and 

demands of the customers must be fulfilled for them to spread a positive word of mouth. 

In the current scenario, positive word of mouth plays an important role in promoting brands 

and products. After sales service makes sure products and services meet or surpass the 

expectations of the customers. After sales service includes various activities to find out 

whether the customer is happy with the products or not. After sales service is a crucial 

aspect of sales management and must not be ignored. 

 

Warranty: The two basic types of sales warranties are express warranties and implied 

warranties. Express warranties are specific promises made by the seller and include oral 

representations, written representations, and descriptions of the goods or services, 

representations in samples and models, and proof of prior quality of the goods or services. 

Implied warranties are warranties that courts assume are implied in sales made by 

merchants. All sales contracts made by merchants contain an implied warranty of 

merchantability. This is a promise that the goods, as they are described in the contract, pass 

without objection in the merchant's trade, are fit for the ordinary purpose for which they 
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are normally used, are adequately contained, packaged, and labeled, and conform to any 

promises or affirmations of fact made on the container or label. 

 

Demographic information: Demographics are statistics that companies keep on business 

clients and consumers. These marketing statistics may include the sizes of businesses so 

companies can better differentiate between small, mid-sized or large companies. But they 

are more commonly used to identify differences in personal attributes among consumers. 

There are many different types of demographics companies use for various purposes. 

Common demographics include age, gender, race and ethnic origin. Companies also track 

demographics like education, household size and occupation. Most demographics are 

defined or delineated by specific ranges. 

 

1.6 Outline of the research 

Chapter One of the dissertation gives the introductory ideas of what the study is all about. 

It contains the study background, statement of the problem, research questions and 

objective of the research. The chapter also describes the scope of the research, significance 

of the research and the outline of the thesis. Chapter Two will represent review of previous 

and related literatures. Chapter Three covers the methodology used in the study.  It includes 

a description of the research approach, the population and sampling design, the measures, 

the data collection procedure, and the statistical methods used to analyze the data.   
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1.7 Summary 

This chapter has presented the background of the study which gives highlight on the 

purchasing intention on Chinese automobile status and its impact in Malaysia. Moreover, 

the problem statement as the justification for this study was clearly discussed. Thus, the 

research questions together with objectives of the research were stated. Besides, the 

significance of the research to both practitioners and academics were described in concise, 

while the scope of the research to delimit the study was explained. 

 

 

 

 

 

 

 

 

 

 

 



28 
 

CHAPTER TWO 

LITERATURE REVIEW 

2.0  Introduction 

The main objective of this study is to investigate the relationships between product cues, 

attitude towards brand, trust and purchase intention. This chapter reviews related scholarly 

literatures in view of developing the study’s conceptual model. Specifically, literatures on 

past empirical studies on purchase intentions, attitude towards brand, trust and products 

cues are reviewed. Also, the theoretical underpinnings which form the basis of this study 

are presented, and the theoretical framework is provided. Finally, the hypotheses to be 

tested by this study are presented. 

 

2.1  Definition and Conceptualization of Purchase Intentions 

According to Ajzen and Fishbein (1980), purchase intention is individual readiness and 

willingness to purchase a particular product brand or service. Warshaw and Davis’ (1985) 

explains that purchase intention is literally defined as the degree of human consciousness 

in planning to perform (or not) a purchasing act, in the future. Both definitions clearly 

differentiate purchase intention from purchase behavior. While purchase intention mainly 

covers the psychological readiness of the consumer to purchase a brand, or not to, purchase 

behavior covers all other processes like method of payment, package, location of purchase, 

and all that result in the actual purchase (Kotler and Armstrong, 2018). In the same vein, 
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Esmail Al-Ekam (2013) stated that purchase behavior comprehensively deals with all the 

different stages of the consumer actual purchasing. He listed recognition of a brand, 

information search about a brand, consideration of all the alternative options to a brand in 

the market, decision to purchase a brand, and the evaluation of the decision after the actual 

purchase is made.  

 

In measuring purchase intention, Chandon et al. (2005) and Cui et al. (2004) posited that 

its measures are not perfect for predicting behaviors because of the possible contextual 

factors. David, Suniti and Amalendu (2012) conceptualized purchase intention as the 

customers’ or product consumers’ belief about their intention to purchase, which is largely 

assessed as a measure of their purchasing behavior. Notably, purchase intention said to be 

brand specific. This implies that consumers’ purchasing behavior is often, if not mostly, 

influenced by the product quality perception. And this is influenced by the brand and/or 

manufacturer’s country of origin. On another end, purchase intention can be measured 

using derivatives of product-related, store-based and product economy variables 

(Rajagopal, 2010). The product-related variable conceptualizes the consumer’s perception 

about quality of the particular product, the store-based variable deals with the brand of the 

selling store, while the product economy weighs the economic value of the product in 

comparison with its merriment and value arousal. Notably, each of the added variables is 

sufficient in conceptualizing purchase intention. The combination, as explained by 

Rajagopal (2010), is to attend to the peculiarity of their study. Therefore, the 

unidimensionality of the purchase intention is not contended. 
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In totality, the antecedents factors of purchase intention, though with varying strength of 

significance, are product quality, brand, country of origin, in case of foreign products, 

product economy, and the seller’s integrity of the store-based products (Rajagopal, 

2010;Chandon et al., 2005; Cui et al., 2004; David, Suniti & Amalendu, 2012). From the 

empirical findings, ethnocentrism, product quality, brand, foreign product knowledge, and 

country of origin were found to be significantly correlated with purchase intention (David, 

Suniti & Amalendu, 2012; Rajagopal, 2010). Also, cultural and personality factors like 

product economy, and the seller’s integrity of the store-based products also induce 

purchase intention of consumers of local brand (Rajagopal, 2010). Therefore, having 

identified the explicit definitions of purchase intentions (Ajzen & Fishbein, 1980; 

Warshaw& Davis, 1985), the conceptualization (David, Suniti&Amalendu, 2012), and the 

list of its antecedents (David, Suniti & Amalendu, 2012; Rajagopal, 2010), the usage of the 

construct is appropriate for this study. 

 

2.2  Unidimensionality of Purchase Intention 

Ajzen and Fishbein’s (1980) theory of reasoned action (TRA), intention to do or not to, 

after a considerable reasoning process is considered as a unidimensional construct. As 

reported by Esmail Al-Ekam (2013), purchase intention is considered as a mediator to 

purchase behavior, but the antecedents only result in a singular criterion of the intention 

which is whether the consumer will buy, or not. David, Suniti and Amalendu (2012) 

pointed out that unless in special instances like consumers’ purchase intention of local 
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brand where the seller’s integrity also determines the consumer’s trust, purchase intention 

is unidimensional. 

 

Studies on purchase intention discovered that the antecedents of purchase intention are all 

significantly correlated to the dependent variable with positive relationship (Rajagopal, 

2010; Chandon et al., 2005; Cui et al., 2004; David, Suniti&Amalendu, 2012). Specific 

mention is also given to the possibility of purchase intention being an antecedent to 

purchase behavior (Esmail Al-Ekam, 2013), and this does not affect the uni-dimensionality 

of the purchase intention constructs. In conclusion, using purchase intention in measuring 

consumers’ readiness to make a purchase has been well established in literatures, using it 

as conceptualized in this study is therefore justifiable. 

 

2.3  Variables Relating to the Study 

At an overview, variables related to this study’s dependent variables are product quality, 

purchasing behavior (David, Suniti&Amalendu, 2012), product economy and the seller’s 

integrity (Rajagopal, 2010), product quality, brand (Parkvithee& Miranda, 2011), country 

of origin (Chandon et al., 2005; Kumar, Kim & Pelton, 2009; Wasana, 2013), and product 

cues (Richarsson et al., 1994). Others variables which have also been used in predicting 

purchase intention from previous studies are ethnocentrism (Zafar, Rosdin, Nor & Murali, 

2013; Sina & Reza, 2013), brand equity (Patterson & O’Malley, 2006; Khamisi, 2012), 
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brand image (Sina & Reza, 2013), brand knowledge (Patterson & O’Malley, 2006), 

convenience (Sleyman, 2014) and trust (Walz & Celuch, 2010).\ 

 

For proper understanding of factors affecting purchase intention of Chinese automobile 

products’ among Malaysians, appropriate review of related previous literatures is required. 

This is done as literature suggests and to address the scope of this study. This discussion 

will guide in identifying the relationship between the antecedents of purchase intention and 

the dependent variable. The antecedents are products cues, attitude towards brand and trust. 

 

2.4 Products Cues 

As earlier mentioned, products cues are the generality of the product features which are 

either internally or externally-driven. The primary essence of product cues is to 

communicate product quality to the potential consumers in a manner that will positively 

affect their purchase intention (Richarsson et al., 1994). The challenge of manufacturers is 

therefore to ensure that product packaging, in terms of quality design, reliability, and other 

external features like country of origin image, price, among others, are positioned to guide 

consumers’ judgement (Walz & Celuch, 2010). 

  

According to products cues theory which are broadly categorized as extrinsic and intrinsic 

cues (Olson & Jacoby, 1972). The combination of these cues is what appeal to consumer 
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when evaluating product quality and making purchase decision (Osmud, 2011). Extrinsic 

product cues are the features that do not primarily form part of the product but are related 

with it. Examples of these are price, packaging to depict quality, emotional appeal and 

value signal to fully inform the consumer about the product brand (Kardes et al., 2004). 

Intrinsic cues affect the quality of the product in its essence, like design, reliability, and 

wear and tear tolerance, among others (Idoko et al., 2013).  

 

According to a classic study of product cue by Zeithaml (1988), extrinsic product cues 

influence consumers’ purchase decision than intrinsic cues in first-time purchase since the 

intrinsic cues are yet to be experienced or evaluated by the consumers, and they take time 

to manifest. On the other hand, Srinivasan and Jain (2004) maintained that intrinsic cues 

influence the consumer evaluation more. In pre-purchase situation intrinsic cues are more 

decisive than extrinsic cues. The intrinsic cues serves as search attributes and intrinsic cues 

have higher predictive values.  

 

However, recent studies on product cues have duly extended its components beyond 

extrinsic and intrinsic cues, especially when being considered as antecedents of purchase 

intention (Sach& McArthur, 2010; Veale, Quester, &Karunarantna, 2006). Technical 

advancement of the country of origin, or the product’s company, and other technical-

related constructs has been examined as factors that influence consumers’ purchase 

intention (Sach& McArthur, 2010). Also from the perspective of customer relations 



34 
 

practices, services which are rendered as add on values to products purchased have also 

being conceptualised as cues which are capable of influencing purchase intention 

(Egonsson, Bayarsaikha, & Ly, 2013). This study therefore considers technical cues as part 

of intrinsic cues and worthy of empirical investigation. Also, because automobile products 

are often followed with after-purchases services like product fixing and maintenance 

known as servicing, service cues have become part of product cues that should be 

investigated. Therefore, technical cues, service cues and extrinsic cues are the components 

of automobile product cues investigated by this study. 

 

2.4.1 Intrinsic Cues 

2.4.1.1  Reliability 

The rapid growth of automobile industry is not only been observed in Europe and America 

but also in rest of the world (Mckinsey & Company, 2013). Studies have indicated that 

automobile industry is the most innovative industry of 20th century (Womack, Jones and 

Roos, 1990). There were several factors involved in innovation but the highlighted portion 

is product innovation which increases the reliability of automobile (Salas-Fumás & Sáenz-

Royo, 2014). Another measure of technical cue, as investigated by this study, is reliability. 

Numerous scholars have examined the reliability of automobile with various dimensions 

some of them have indicated that customer recall for same auto brand in future increased 

automobile reliability (Kalaignanam, Kushwaha & Eilert, 2013).   Reliability is the extent 

at which the product has proved its performance and the degree at which its functionality 
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can be predicted or to be less-monitored for optimal functionality (Masaloni & 

Parasuraman, 1999). Some scholars have floated the notion regarding the performance 

based contract (PBC) for complex products like automobile (Guajardo et al., 2012). The 

perception of this contract was to provide registered version of after sales service to specific 

dealers to increase the performance of complex products among consumers at low cost 

(Kim et al., 2011; Hypko et al. 2010; Randall et al. 2010).    Furthermore, according to the 

definition of product reliability “Reliability of a product conveys the concept of 

dependability, successful operation or performance and the absence of failures” (Murthy, 

2007).  

 

Moreover, to analyze some features of automobile is easy while purchasing such as style 

and speciousness. In contrary to that reliability of the automobile is difficult because it is 

most complex nature which can only be assessed with gradual experience and vast 

exposure (Naranjo, 2016). The reliability of the products formulated with various concepts 

table 2.1 is describing some common reliability dimensions. 
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Table 2.0                                                                                                                                          
Reliability assessment dimensions  

Dimension Description 

Design Reliability Component level reliability specification  
Product item reliability The overall mechanical aspect of product 

reliability. It is sometime called inherent 
reliability 

Performance Reliability The operational trust worthiness and 
dependability on product. It is sometime 
denoted with field reliability  

Source: Author own generated  

 

Likewise by keeping the basic concept of reliability The Consumer Report (2017) 

published an article which is the outcome of a vast survey. The primary objective of the 

article was to evaluate that impact of product reliability on consumer purchase intention. 

In the category of intrinsic and extrinsic cues product reliability is considered to be intrinsic 

cues which are evaluated with post purchase. The reliability of the automobile has taken 

very decisive position in the market moreover considered to be the performance indicator 

which describes the quality of automobile (Popovic et al., 2011). The purchase behavior 

towards automobile cannot be evaluated with rest of the routine habitual buying behavior 

therefore various authors have examined automobile reliability with respect to its features. 

Some of the scholars have studied the design reliability (Guo et al., 2010) whereas some 

of them have examined the reliability of car with respect to anti-theft (Jian-ming et al., 

2012). A few of researchers have highlighted the automobile reliability with power window 

control (Yi et al., 2011).    
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2.4.1.2  Design 

Past studies have documented that consumers’ perception towards product design create 

competitive advantage and product differentiation in the market (Landwehr et al., 2013). 

Likewise, several authors have investigated the impact of product design on consumer 

purchase intention (Hoegg, Alba, and Dahl 2010). Moreover, the decisiveness of product 

design has also been examined with its synonym word product aesthetic feature’s impact 

on consumer (Landwehr, McGill, and Herrmann 2011). Some of the scholars’ study 

objectives were to investigate that when and how product design influence consumers 

(Landwehr et al., 2013).    

    

 

Furthermore, for the selection of automobile the aesthetic features of the product also 

convince consumers towards specific brands or models (Landwehr, Labroo, and Herrmann 

2011). It has been critically review that product appearance play vital role in determining 

consumer response and success of the products (Crilly et al., 2004). In complex buying 

behavior for expensive products several factors involve and product appearance is one of 

them (Mono et al., 1997).   Studies have summarized the concept of product appearance 

that aesthetic characteristic of product defined as the pleasure derived by seeing the product 

(Creusen et al., 2005).  

 

 

Moreover, in habitual buying behavior or complex buying behavior the evaluation of 

product design or appearance is possible with post purchase behavior (Bao et al., 2014). 
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Notwithstanding product design is having significance position in consumers’ mind and 

influence while purchasing products.  The consumer demand for product design is 

expounding the product design is the process of its ideation to its physical structure. This 

is also taken as a technical cue because it influences the product functionality (PDR & D, 

2012). In view of Kreuzbauer and Malter (2005), changes in product design can influence 

consumers buying behavior about a brand citing examples of how an off road motor bike 

could gain brand recognition among its consumers by changing certain features over years. 

 

 

2.4.1.3  Quality 

According to W. Edwards Deming, “Good quality means a predictable degree of 

uniformity and dependability with a quality standard suited to the customer”. Owing to the 

increasing ratio of global competition consumer perception towards quality of goods is also 

in transitional phase (Nkechi, 2010). Furthermore, in the changing trends of market 

customer identify the quality of product and factories meet these quality demands 

(Arumugam et al., 2011). Product quality is taking strategic position in various 

organizations and companies are utilizing quality concept as competitive edge (Reid & 

Sanders, 2007). For the satisfaction of customers the quality enhancement in products is 

very decisive (Demirbag et al, 2006). Some of the past studies have investigated the 

relationship between quality improvement and performance of product (Abdullah, et al, 

2009). The evaluation of quality for automobile is itself very complex because in 

automobile the concept of quality is formulated with the combination of various features 
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of products (Zu et al, 2010). The products’ performance and the extent of its prediction is 

what product quality means (Masaloni & Parasuraman, 1999). It is also vital as 

conceptualized as technical cue dimension. It has sufficiently been studied as brand quality 

in substantial previous studies. Product quality relates to the total sum value that consumer 

perceive that will make him or her to reuse the product or refer the product or services to 

other consumers (Kotler, 2007). Products quality has being investigated in many academic 

field, evidence shows that products of high quality translate to customers’ loyalty for 

example the study of Blum, Runge, Groten and Striller (2014) argues that goods of 

consistent quality are mostly demands by customers. Quality of product is the subjective 

judgment of customers for the distinction and superiority of product (Akram, Merunka & 

Akram, 2011). Furthermore, the role of product quality has also been examined for the 

selection of local and international brands (Milberg & Sinn, 2008). Past studies have 

indicated that due to the superiority of international brand quality most often customer 

compromise on domestic brands. Companies are make strategies to provide cost effective 

and durable quality to customers specifically in automobiles (Cayla & Eckhardt, 2007).  

 

Moreover, past studies have expounded that automotive quality should examined not solely 

but by including other compatible variables (Roy & Chau, 2011). Therefore, current study 

has involved the quality to examine its effect on consumer purchase intention. Scholars 

have unfolded the impact of quality on customer loyalty by targeting automobile industry 

(Chinen, Jun, & Hampton, 2000; Dean, 2002; Roberts, Varki, & Brodie, 2003; Tsao & 

Tseng, 2011). The results have explained that among other influencing factors on 
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automobile purchase intention such as price (Fornell, 1992; Fredericks & Salter, 1995; 

Gronholdt, Martensen, & Kristensen, 2000), switching cost (Jones & Sasser, 1995; 

Abramo, 1997; Jones, Mothersbaugh, & Betty, 2000), degree of involvement (White & 

Johnson, 1998; Neal, 1999), and customer satisfaction (CS) (Bolton, Kannan, & Bramlett, 

2000; Gronholdt et al., 2000; Olsen, 2002; Harrison & Shaw, 2004; Cheng, Lai, & Yeung, 

2008) quality of product is also very significant for automobile selection. 

 

2.4.2  Extrinsic Cues 

For the evaluation of product quality consumers take the assistance of intrinsic and 

extrinsic cues (Hansen, 2005; Richardson et al., 1994; Steenkamp, 1990; Szbillo and 

Jacoby, 1974). The inherent attributes of the product is said to be intrinsic cues of the 

product which can be objectively evaluated before and after consumption of product such 

as appearance, color and texture (Lawley et al., 2012). Moreover, the extrinsic cues of the 

product are price, brand, information and design of products (Veale and Quester, 2009). 

Aforementioned studies have recommended investigating which intrinsic and extrinsic 

attributes are significant for consumers while selecting any product (Wagner and Young, 

2009). The intrinsic and extrinsic concept is demonstrated with physical and nonphysical 

attributes of the product respectively (Langan et al., 2016). 

 

The non-physical extrinsic cues of the product which are not part of product directly but 

influence consumer at the time of purchase such as price, warranty, country of origin and 
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brand name (Miyazaki et al., 2005). It has also been reported in past studies that extrinsic 

cues cover broader as of the product which are, although, not part of product but assist 

consumers to evaluate product before purchasing (Lee & Lou, 2011). Similarly, in complex 

buying behavior like purchasing automobile consumer involvement is high; therefore for 

risk reduction extrinsic attributes of product are decisive (Song & Morton, 2016).     

 

Extrinsic cues are external features of a product such as a price, brand image, perceived 

quality, perceived country of origin (Parvin, & Chowdhury, 2006). While, according to 

Wansink and Park (2000), they said extrinsic cues are external cues giving examples as 

packaging, and size of product’s container that can powerfully and unknowingly influence 

how much food one consumes. Examining how container size influences one’s food 

consumption. Their results concluded that people tends to eat more when eating from a 

larger food container. According to scholars, an extrinsic cue plays a vital role in 

influencing buyers’ decision and purchasing power. Taking for example, the study of 

Parvin and Chodhury (2006) concludes that brand image, perceived country of origin, and 

perceived quality have a positive and important influence on consumers' brand assessment 

of beautification brands. Although relative perceive, price shows no such relationship. 

Synonymous with the investigation by Tsiotsou (2005) testifying to the stance that 

perceived product quality strongly relates to product price. Additional findings by this same 

author on perceived products quality are that it explains more variance in overall 

consumers’ satisfaction more than it does in buying intention. This conclusion, however, 

contradicts the articulated argument by Dodds (2002). When the author examines the “The 
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Effects of Perceived and Objective Market Cues on Consumers’ Product Evaluations,” the 

finding posits that objective quality information has no effects on brand effects. Although 

a further finding by the author concludes that there is a strong interaction between 

perceived quality information and product price.  

 

2.4.2.1  Country of Origin (COO) 

Owing to the globalization products are breaking countries’ boundaries and available 

across the world (Yergaliyev et al., 2016). Notwithstanding, the patriotic affiliation and 

country’s own positioning play its role. The concept of country of origin defines that the 

information pertaining to product and manufacturer effect on consumers’ purchase 

decision and intention (Elliott & Cameron, 1994). The notion of country of origin 

investigated with various dimensions such as location of head office, country’s own 

manufacturing plant, manufacturing in country’s own territory (Kim et al., 2016). 

Aforementioned studies have indicated that most often country of origin assist consumers 

in evaluating the quality of product (Lee et al., 2013).  

 

Furthermore, it is quite easy for consumers to evaluate the commonly used product whereas 

for expensive product such as automobile the differentiation among various models needs 

specific proficiency (Magnusson et al., 2011). Therefore, country of origin provides some 

assistance to consumer to take decision in favor of expensive product (Samiee, 2011). The 

country of origin used as signal for consumers (Usunier, 2011) and reduce the risk which 
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is attached with purchasing of wrong model of automobile. The inconsistency of the 

efficacy of country of origin yet prevails in past literature some of the scholars are 

advocating the positive effect of country of origin but for short term image building 

(Hamzaoui-Essoussi et al., 2011; Kang and Yang, 2010; Michaelis et al., 2008; Reuber and 

Fischer, 2011). On the other hand, a few of them are expressing their opinion that for long 

period of time products’ own quality makes difference besides country of origin 

(Diamantopoulos et al., 2011).     

 

 

Country in which a product is manufactured plays an important role in product acceptance 

in the mind of consumers (Verlegha, Steenkampb, Meulenbergc, 2005). Country of origin 

(COO) translate the quality of products advertised by firms which act as both information 

and source According to scholars, product’s country of origin is ethnocentric and it is 

associated with brand quality (Chryssochoidis, Krystallis & Perreas 2006; Kinra 2004). 

This has a strong positive relationship with consumers’ purchase decision (Lin & Chen, 

2006). Similarly, a study conducted by Kinra (2004) in India confirm the findings of Lin 

and Chen (2006) articulating that consumers favors foreign brands over local brands. 

Although the study pointed out that foreign brands are cheaper and easily accessible in 

Indian market. 

 

Further studies conducted on COO conform to previous stance; for example, study by 

Yasin, Noor and Mohamad (2007) in Malaysian context concluded that brand COO image 
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through mediating effect of brand distinctiveness directly or indirectly influences brand 

equity, brand loyalty, awareness and brand associations.  

 

However, clearer evidence on how COO influences consumer purchase decision occurs 

when buyers/consumers observe fundamental difference between products in terms of their 

country classifications (Pappu, Quester, & Cooksey, 2005). In addition to this, despite the 

fact that COO influences products’ valuation by consumers, the work of Agrawal, and 

Kamakura (1999) argues that COO is just one of many extrinsic cues influencing 

consumers’ intention on product purchase. Therefore they posited that COO does not 

always lead to products’ competitive advantage or otherwise from the perspective of price 

premium on developed county’s product or discount on local products. 

 

Concluding this section with articulation by the study conducted by Srinivasan, Jain and 

Sikand (2004) investigating both extrinsic and intrinsic view of COO on brand. Their 

findings concluded that manufacturer during the cause of production should find a 

developed country with high product quality’s reputation to associate its products brand. 

 

2.4.2.2  Country Image (CI) 

While purchasing any product consumer develops an opinion pertaining to the overall 

reputation of manufacturer, manufacturer’s origin and the marketplace of the product’s 
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country (Irene et al., 2016) which is said to be country image. There is some literature 

which has discussed that country image and country of origin having similar thoughts and 

meaning (Ahmed & d’Astous, 2008). In contrary to that some of the studies have 

categorically separated the concept of country image from country of origin (Magnusson 

and Westjohn, 2011; Pharr, 2005; Roth and Diamantopoulos, 2009; Samiee and Leonidou, 

2011). Moreover, later some scholars have advocated that these two concepts can be 

examined with decompose form as well as with composed form (Elliot, Papadopoulos, & 

Kim, 2011; Lee & Lockshin, 2012).   

 

As COO discussed above is regarded as an important factor that influences consumers’ 

buying intention, so also is country image (CI). CI similar to COO in the sense that it 

denotes the country (place) in which a product is manufactured. In view of Laroche, 

Papadopoulos, Heslop, and Mourali (2005), both COO and CI have same meaning. To 

determine the influence of CI on buying behavior or intention to buy, some few definitions 

was examined. According to Papadopoulos and Heslop (2003, p. 404) Product-country 

images (PCIs), or the place-related images with which buyers and/or sellers may associate 

a product, country image was said to be “Consumers' perceptions about the attributes of 

products made in a certain country; emotions toward the country and resulted perceptions 

about the social desirability of owning products made in the country” (Nebenzahl, Jaffe 

and Usunier, 2003, p. 388). The global exposure of individuals has upgraded their 

knowledge towards various products and consumer deliberately or unintentionally 

develops an image of country which later related with products at the time of purchase 
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(Samiee, 2010; Zeugner-Roth & Diamantopoulos, 2010). According to Zeugner-Roth and 

Žabkar (2015) country of origin and country image dispose similar concepts regarding the 

evaluation of products’ quality.  In view of Knight and Calantone (2000) “Country-of-

origin image (COI) reflects a consumer's perceptions about the quality of products made 

in a particular”. From these few definitions, the difference between COO and CI or PCI as 

the case may be is COO is the country in which a product or services is being produced 

whereas, product country image (PCI)/CI relates to the psychological believes or 

perception that consumers or middlemen has regarding a country which manufacture such 

products or services.  

 

Furthermore, various researchers investigated the impact of country image with respect to 

consumer and multi-national corporations. A few literature has exposed that consumer 

prefer foreign products and services due to brand name and country name (Hin et al., 2014; 

Hamzaoui-Essoussi, 2010) whereas some of the scholars have advocated that country 

image effect on organization’s standards and strategies (Lee, Chen, & Guy, 2014).     

 

2.4.2.3  Perceived risk 

The word perceived risk was introduced by Bauer (1960). The theme of perceived risk 

explained by Bauer was that individual’s subjective belief about the negative consequences 

of their decision. Likewise some of the researchers have extended the concept and 

described that likelihood of uncertainty of a consumers is the state of their perceived risk 
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(Cunningham, 1967). Perceived risk influenced consumer purchase decisions (Mitchell, 

1992). When consumer cannot foresee his/her decision’s consequences the degree of 

perceived risk increases. The perceived risk is the formation of various risk attached with 

product such as technical, social and service risk (Nicolas & Castillo, 2008), time risk 

(Mafe et al, 2008), psychological risk and financial risk (Forsythe & Shi, 2003), product 

and brand risk (Massad & Tucker, 2000). The common nature of consumers is noted as 

risk avoider (Durovnik, 2006). Aforementioned studies have found negative relationship 

between perceived risk and consumer purchase decision (Yee & San, 2011). A few 

researchers have examined the influence of perceived risk on individuals’ purchase 

decision with trust (Paton, 2013a). 

           

Product perceived risk is the total risk that consumers perceive a product has causing 

hesitance towards products patronage. The study of Yang, Pang, Liu, Yen, and Tam (2015) 

posited that the lesser the trust the higher the risk perceived. Investigating perceived risk 

and trust of online payments, Yang et al (2015) classified perceived risk into two types, 

these are: systematic perceived risk and transactional perceived risk based on different 

roles they play in influencing consumers’ trust that at the later stage translate to product’s 

quality. Furthermore, the studies of Yang et al (2015) conclude systematic perceive risk is 

correlated with trust while transactional risk has negative relation with trust. Treating 

perceived risk as technical cue, this work will focus on total perceive risk in general as it 

relates to products’ functionality rather than limiting the scope to either functional or 

systematic perceive risk. 
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Physical risks: Physical risk states to the perceived possible for a purchase to cause bodily 

harm to a person or loved one. A firearm might create a high level of perceived physical 

risk in the minds of some customers. A book or magazine prompts physical risk concerns 

in few customers. 

 

Financial risks: According to Kazmi, (2016), financial risks lurk behind seemingly 

straightforward everyday business and personal decisions. Businesses face financial risks 

that originate mainly from credit, liquidity, financial markets, interest rates, exchange rates, 

stock prices and commodity prices. Financial risks follow a law similar to the law of 

conservation of energy, which tells us that there is no total change in the amount of energy 

in the universe, but rather than energy simply changes from one form to another, such as 

from potential energy to kinetic energy, or vice versa (Kotler & Armstrong, 2018). 

On a macro level in financial markets, risks are neither destroyed nor created. They exist 

in every business activity. They correlate, reinforce, or transfer from one form to another. 

On a firm level, they do not follow this law. They can be hedged, minimized, shared, or 

simply transferred away. 

 

Psychological risks:  Forsythe and Shi, (2003) have indicated that psychological risk refer 

to dissatisfaction, prevention, and disgrace experienced if one’s personal information is 

disclosed.  There are some moral obligations on consumers while purchasing any object. 

For instance, a customer may want to buy from a particular company because it offers 
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inexpensive alternatives, but feel unsure due to the company’s labor practices (Kotler & 

Armstrong, 2018)..  

 

Performance risks: By the definition of product performance risk the loss incurred when 

a product does not perform as per expectation (Horton, 1976). Owing to the shoppers’ 

inability to judge the quality of products leads towards product performance risk. There are 

several barriers which become the cause of lack of product quality analysis such as 

touching, feeling, inaccurate product colors, trying the product or service, and insufficient 

information on quality attributes relevant to the consumer resulting in increased product 

performance risk (Kotler & Armstrong, 2018). 

. 

Social risks: Social risk refers to the possibility that buying a product or using a service 

can reduce a person’s status which plays a key role in a purchase decision. Simply put, 

prospective customers ask themselves whether they will earn the approval or disapproval 

of their social group by their purchase (Kotler & Armstrong, 2018). 

 

2.4.2.4  Price 

Marketing mix is the combination of four P’s such as product, price, place and promotion. 

In these four p’s price is the amount pays by customer in gaining the benefits and value of 

specific product (Bearden et al 2004). Furthermore, the notion of price varies from person 
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to person such as an amount pays to guest lecture as an honorarium and the amount paid 

against insurance premium (Kotler et al 2008). Moreover, the strategic position of price is 

it stimulates consumers to purchase any product (Rosa et al., 2011).   Aforementioned 

studies have unfolded the fact that that price influence on consumers’ frequent or 

repurchase behavior (Rondan, 2004). Although price is the decisive part of any product or 

service but product category sometime make the significance of price more prominent such 

as for automobile (Bertini & Gourville, 2012). 

 

The concept of pricing varies industry to industry, country to country and customer to 

customer (Faith & Edwin, 2014). There are three types of prices strategies such as cost 

based price, competition based price and customer value base price (Hinterhuber, 2008). 

The price strategy determine the objective of firm because in this competitive environment 

the consumer of fast moving consumer goods (FMCGs) and luxury products relate benefits 

and value with price of product (Roth, 2007). Moreover, several authors have examined 

the effect of price on consumer purchase decisions but suggested to investigate price 

influence in various industries (Faith & Edwin, 2014). Therefore, present study has 

involved price to test its effect on automobile purchase intention. 

 

Price is the monetary value consumers are willing to pay for quality in product or services 

(Zaithaml, 1988). According to Zhilei and Wei (2010), they articulate that price is a 

determining element for consumer utility. Price as a study construct, it has being 
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investigated by scholars in different field of study for example, in strategic management 

studies finds out that customers respond differently to price of products and services, 

therefore managers employs different strategies such as low cost and differentiation 

strategies. 

 

2.4.3  Service Cues 

Service cues are actually the elements which are attached with tangible and intangible 

products and services respectively (Arasli et al., 2005). While taking services, which are 

intangible in its nature, consumer expects some tangible cues such as parking, cleanliness 

and food (Mukherjee and Nath, 2005). On the other hand in tangible products warranty, 

serviceability and aftersales services have taken as service cues. Furthermore, for 

automobile there are five dimensions such as reliability, assurance, empathy, tangible and 

responsiveness (Zeithaml et al., 2006; Parasuraman et al., 1988). The quality of service 

evaluated with these five facets. Initially, these facets were ten (Parasuraman et al., 1988). 

Reliability is the significant facet of service cues which demonstrate that services would 

be delivered on said promise (O’Neill and Palmer, 2003). Assurance refer to the degree of 

confidence and trust (Zeithaml et al., 2006) whereas tangible is the physical cues which are 

attached with core products (O’Neill and Palmer, 2003). Responsiveness refers to the 

willingness to provide the services (Kang and James, 2004). 
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Service cue or cue services are weightier for highly indefinable service purchases such as 

mutual funds more than buying tangible products such as hardware (Brady, Bourdeau, & 

Heskel, 2005). The present study articulated that in highly intangible services the 

significance of extrinsic cues is less important. The current researcher will empirically 

examine that brand is more vital for services than tangible goods. 

 

Moreover, for the evaluation of customers’ received quality of services the relationships 

formed during the service encounter is also central (Babakus and Boller, 1992; Carman, 

1990) and it also effect on customer perceptions of image (Fisk et al., 1990). The corporate 

image potentially influence on organization’s competitive standing. Moreover, advertising 

strategies develop a better understanding of image evaluations and it considered to be 

strategic value which creates customer loyalty towards the services of firms. 

Aforementioned studies justified the relationship between access to service and corporate 

image (Taylor, 1994). To gain market share financial institutions are putting efforts by 

using speed of service as the principal advertising theme in their communication strategies. 

 

2.4.3.1  Serviceability 

The availability of service centers improves and increases product service life span (Wang 

& Allanda, 2000). There are three types of serviceability characteristics of a product such 

as: disassembly, reassembly, and handling. Often, many of the serviceability characteristics 

of a product cannot be defined completely or properly using crisp design data. Moreover, 
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the serviceability analysis is an imprecise science characterized by ill‐structured and 

subjective evaluation criteria. Serviceability influences buyers buying decision and in these 

form local products tends to have more consumers’ favors over imported goods as opposed 

COO or PCI. This statement is summary of the investigation by Yamin, and Altunisik 

(2003) their findings also indicate, however, that locally‐focused strategies of domestic 

manufacturers do pose a potential challenge to multinational exporters. Product 

serviceability and the associated support services give domestic manufacturers an 

unambiguous advantage over importers.  

 

2.4.3.2  After Sales Service 

Aforementioned studies have discussed the significance of after sales service to develop 

long term relationship with customer (Gaiardelli et al., 2007). To develop profitable 

relationship between seller and buyer enhance overall reputation of firm in the competitive 

market (Palmatier et al., 2006). Likewise, the decisiveness of after sales service cannot be 

ignored for any product but for automobile it is attached with core value in intangible form 

(Bundschuh & Dezvane, 2003; Gaiardelli et al., 2007). Furthermore, the concept of after 

sales service is beneficial for enhancing customer advantage as well as for enhancing firm’s 

business opportunity (Saccani et al., 2007). There are mainly three after sales service 

dimensions have been identified such as field technical assistance, spare parts and customer 

care. Moreover, the significance of after sales service has been realized in automotive 

industry (Brax, 2005). Notwithstanding, still there is need to investigate more that to what 
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extent after sales service influence consumer purchase decision (Garcia Quevedo et al., 

2013).  

 

Furthermore, the relationship between buyer and seller seldom disconnected after 

purchasing the product especially expensive product such as automobile (Zineldin, 2002; 

Celuch et al., 2006; Kandampully, 2010) because this linking affect consumers’ second 

round of repurchase phase. A few scholars have reported that increasing after sales service 

influence consumers’ attitude positively even for the product having average quality 

(Guajardo et al., 2015). The difference can be made with spare parts availability, 

accessories and by improving customer care service (Dombrowski & Schulze, 2010). 

Owing to the high risk attachment, consumer information seeking behavior and high 

involvement of customers while purchasing automobile the offering of after sales service 

and warranty attributes with core product reduce risk and increase confidence among 

consumers (Deffke, 2013).  

 

The formation of after sales service based on three elements such as field technical 

assistance, spare parts and customer care therefore the existence of these entire elements at 

equal level do not create an effective after sales service strategy (Propfe et al., 2012). 

Therefore, some of the researchers have indicated that market define that which facet of 

the after sales service should be prominent in which market (Kley et al., 2011). In other 

word the effective after sales service should be market centric. Owing to the the 



55 
 

technological innovation in automotive industry this industry is a transitional phase and 

companies are launching electric cars in the market (Dombrowski et al., 2011). This 

technological shift has changed the significance of after sales service and customers are 

more interested in technical assistance as compare to spare parts and customer care 

(Dombrowski & Engel, 2014). According to scholars after sales service is one of the key 

competitive strategies that managers employed to gain competitive advantage (Kasper, & 

Lemmink, 1989). 

 

2.4.3.3  Warranty 

The warranty of any product cover the financial risk and it is the insurance policy of the 

product for future repair cost (Douglas et al., 1993). Likewise, some of the researchers have 

described that warranty is the promise of seller to take responsibility in case of any 

malfunctioning or damage of product performance in a specific time period (Parisi, 2004). 

Moreover, durable products such as automobile are often sold on warranty and consumer 

evaluates the quality of automobile with the coverage of age and mileage (Chu & 

Chintagunta, 2011). Furthermore, the warranty play significant role in consumer decision 

making process for automobile (Kleyner & Sandborn 2005; Majeske, 2007) and consumers 

are demanding to increase the time period of warranty. The warranty policies for 

automobile is country specific such as in USA base warranty is 36 month/ 36000 miles and 

in China 3 years/ 100000 miles (Chukova and Johnston 2006; Anastasiadis, Anderson, and 

Chukova 2013). Aforementioned studies have revealed the various types of automobile 

warranties and the detailed information is in Table 2.1 
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Table 2.1                                                                                                                                       
Warranties coverage types 

Warranties coverage name Description 

Insurance Warranty Risk sharing and customer satisfaction  
Sorting mechanism Warranty  Price discrimination 
Signal of quality warranty Quality evaluation  
Incentive warranty Quality evaluation  

 

Warranty is describe by Canadian Sales of Goods Act (2003) “means an agreement with 

reference to goods which are the subject of a contract of sale, but collateral to the main 

purpose of the contract, the breach of which gives rise to a claim for damages, but not to a 

right to reject the goods and treat the contract as repudiated..” from this definition warranty 

can be described as a collateral issued by the manufacturer in assurance of good or services’ 

quality. The warranty is not a simple issue because as it comprised of some technical, 

administrative and managerial actions. The fundamental idea behind the concept of 

warranty period is that a warranty item must maintain a state in which it can perform the 

demanded function and needed to provide a required service (Gonzalez Diaz et al. 2009). 

There are various kinds of warranties and each one suited a different kind of product (Lyons 

& Murthy 2001, Menezes & Quelch 1990). The previous literature unfold the important 

connections between warranty and other disciplines (Gonzalez Diaz et al. 2009, Murthy & 

Djamaludin 2002, Murthy & Blishke 2005, Gonzalez Diaz & Crespo Marquez 2010, 

Murthy et al. 2004). The important types are the followings: 

 

Outsourcing: The organization most often reduces the risk in some facts for instance 

outsourcing the warranty service. The after sales service department of a company is 
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usually one of the most vulnerable to be outsourced due to its low risk and provides legal 

insurance for such assistance services (Gomez et al. 2009).  

 

Quality: A reliability and quality improvement of the product has not only an advantageous 

and favorable impact in front of the client but also reduces the expected warranty cost 

(Chukova & Hayakawa 2004, Lutz & Padmanabhan 1998). 

 

Costs: In cost estimation there are nowadays methods to estimate accurately the final cost 

of a specific acquisition contract as, for instance, the “Estimate at Completion” (EAC) 

method (Christensen 1993), a management technique that can be used in a project for the 

control of the costs progress. Considering commercial products, many warranty cost 

estimation methods have been developed in recent years (Chattopadhyay & Murthy 2000, 

Nguyen & Murthy 2006, Samatlı-Paç & Taner 2008, Chattopadhyay & Rahman 2008)  

 

Maintenance: In many cases, during the warranty period the manufacturer still has a strong 

control over its product and its behavior. Additionally, the expected warranty costs depend 

normally not only on warranty requirements, but also on the associated maintenance 

schedule of the product (Yeh & Lo 2001, Dimitrov et al. 2004, Kim et al. 2004; Wu & Li 

2007). 
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2.5 Attitude towards Brand 

There are two theories which examine the attitude of consumer one is theory of reason 

action and second is theory of planned behavior which is the extended version of theory of 

planned behavior (Bamberg et al. 2007; Kim and Han 2010; Abou-Zeid and Ben-Akiva 

2011). Aforementioned studies have described that attitude is the out of certain believes 

which develop some positive or negative concept which leads towards intention or actual 

behavior (Petty & Wegener, 1998). The concept of attitude is the summative evaluation of 

any brand or product and it contribute in marketing and consumer research (Kwun, 2010). 

It has also been reported that attitude is the collection of feeling towards any object, person 

or issue which later become the learned experience through direct usage or information 

received by others (Walker and Heere, 2010). Attitude is comprised of three components 

such as affective, cognition and behavior (Ranjbarian et al, 2010). 

 

The concept of attitude towards brand is the feeling and affiliation of an individual towards 

specific brand for specific category (De Chernatony & Riley, 1998). The emotional 

attachment of an individual always observed towards any brand or company (Lee & Lee. 

20115). Consumers try to divert towards the brands which they already experiencing and 

this concept also indicate their brand attitude preferences (Shamin & But, 2013). 

Aforementioned studies have indicated that brand attitude is the most decisive concept in 

marketing because it influence on consumer purchase intention as well as actual behavior 

(Keller, 2003, Suh and Yi, 2006; Sanayei et al., 2013).      
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One of the most important technical cues is consumer attitude towards a product. 

Consumers’ attitude had been investigated by scholars from the diverse profession. Taking 

for example, in the field of entrepreneur the most prominent theory by Ajzen (1991) known 

as the theory of planned behavior (TPB) was employed by many scholars to determine the 

attitude towards intention to behave or act. In marketing as well, the intention of consumers 

has been investigated using either TPB or theory of planned reason action (TRA). In view 

of the study conducted by Isaid and Faisal (2015) to determine the repurchase intention of 

consumers towards a mobile brand, it is noted attitude, subjective norm and experience 

contributes to their intention to rebuy an item provided there is no increase in price as it is 

observed by them that price and attitude towards intention repurchase are negatively 

correlated. More so, similar to what literature reveals about COO and Product Country 

Image (PCI)/CI, that is, customer/consumers tends to favor foreign brand over local brand 

based on the perceptions they have towards it (Chryssochoidis, Krystallis & Perreas 2006; 

Kinra 2004). This is similar to the conclusion from the study of Kachi (2013) articulating 

the unique quality recognition and emotional values among foreign branded products and 

services by consumers in a more pronounced manner. 

 

To better understand the attitude of customers towards brands, Kaur and Pandit (2015) 

conducts a study to investigate the how consumers evaluate brands extension. Their result 

signifies that brand advertisement is found to be the most prominent variable influencing 

consumers’ attitude towards the brand. This study, however, reveals the significant power 
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of advertisement of a product that managers adopt during re-branding and or during the 

introduction of new products.  

 

2.5.1  Definitions of Attitude towards Brand 

From various literature reviews above, consumers attitude towards brand can be said to be 

the (positive or negative) acceptance or rejection perception they has. However, before 

giving academic definition of attitude towards brands, it is ideal to revisit the meaning 

giving to brand by scholars. Dolnicar, Hurlimann, Grün, (2014) describe branding as the 

primary strategy widely used in commercial marketing to make products more attractive 

to consumers. Referring to the articles reviewed earlier on, attitude towards brands refers 

the perception consumer has towards certain brands of products. These however influence 

consumers’ behavior either to frequently purchase, sometimes purchase or not to purchase 

certain product or services. 

 

2.5.2  Antecedents and Consequences of Attitude towards Brand 

Attitude towards brands is influenced by so many factors in which the author of this study 

can summarize to internal and external factors. Acoording to Vomberg, Homburg and 

Bornemann (2014) it is concluded that relationship between companies internal factors 

such as human capital, and brand equity are much more important to company in the service 

industry compared to those in manufacturing industry. More so investigating the 
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antecedent and consequences of attitude towards brands, Bourdeau, Cronin, and Voorhees 

(2007) investigate the antecedent (service quality) on partnership company and spillover 

effects. It is observed by them that spillover effect of consumer’s perception to reuse a 

company’s service is highly correlated with the quality of service provided by the other or 

main partner. 

 

The antecedents and consequences of attitude as discussed in the literatures above include 

the followings. 

a. Consumers favors foreign brand over local brands 

b. COO has a great influence on buyers buying intention 

c. Price of product do not really influence buyers intention but quality does 

d. Not does in all circumstances does consumers favors foreign brand over local 

brands. Here are few conditions in which local brands prevails over foreign 

brands  

i. Serviceability: Spare part availability 

ii. Warranty 

iii. Aftersales services 

iv. Workmanship 
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2.6  Trust 

The concept of trust was first time introduced and described in that way, trust is the name 

of belief and confidence which customers attached with product or firm and consider that 

the product or firm will provide their expected value (Deutschi, 1958). Moreover, 

consumers invest their amount in FMCG or other durable product with trust because by 

gaining expected value in product increase customer trust which leads towards customer 

loyalty (Leonidou, Talias & Leonidou, 2008). Researchers have reported that marketers 

have realized that consumers’ trust on product or firm effect on their purchase and post 

purchase intention and decision (Keh & Xie, 2009). Likewise, some of the studies have 

indicated that trust on salesman is also very influencing (Pappas & Flaherty, 2008) and 

consumers most often visits outlets or car showrooms due to specific trustworthy sales 

representatives.  

 

Moreover, it has been realized that significance of trust has gained very decisive position 

in the market for common and durable products (Kantsperger & Kunz, 2010). Various 

companies are producing similar products with different brand name and quality but the 

trust affiliation makes consumer able to select required brand (Harridge-March, 2006). 

Furthermore, the notion of trust has been utilized for consumer commitment (Al Hawari, 

2011). Aforementioned studies have employed the trust variable for the investigation of 

multiple issues such as adoption of organic food (Zhang et al., 2015), consumer trust in 

online purchase intention (Shang et al., 2017) and impact of trust with corporate social 

responsibility (Park et al., 2014). These studies depict the usefulness of trust in consumer 
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market. Therefore, in present study trust has been employed to examine it efficacy for 

automobile industry.   

      

Trust issue in marketing influence consumers’ brand loyalty (Rishi, 2013). To determine 

the influence of trust on consumer buying behavior, Rishi (2013) investigation reveals that 

consumer build trust in a product if and only if the functional benefit corresponds with 

buyer’s needs. However, further findings reveal that price and genetic influences has no 

significant correlation with consumers’ trust. Issues’ relating to trust has not only been 

investigated in product manufacturing sector. In the service sector, such as information 

technology trust has gained wider attention from scholars. For example, Osterwalder 

(2001) investigate achieving trust through evaluation and certification in IT security. The 

author concludes consumers’ trust can be created when the information technology (IT) 

platform is easy to use in such a way that the user can understand and verify the process. 

 

Moving over to trust issues in branding and how it influence buyers’ decision. Kang and 

Sharma (2012) concludes that factors that amount to consumers trust include quality 

perception, previous experience about the product (habitual buying) as well as a trust on 

specific brand usage. However, further findings by this author contradict the findings of 

Kaur and Pandit (2015) whereby product advertisement is said to be a sole influencing 

factor of consumers’ attitude towards the purchase of certain brand over others. 
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2.6.1  Definitions of Trust 

Trust is said to be the believes that one can depend on someone or something (Cambridge 

Dictionary online). The terminology called trust according to McKnight and Chervany 

(1996) is inconclusive. However, adding suffix (such as brand) to it makes it a little but 

easier to define. For example, Arjun and Morris (2001) thinks that the brand trust is a 

consumer would like to trust on his/her own initiative, and trust the product that brand 

provides. Trust can reduce the consumer's uncertainty, because the consumer not only 

knows that brand can be worth trusting, but also thinks that dependable, safe and honest 

consumption scenario is the important link of the brand trusts. 

 

Likewise in 2011, Frederiksen did not only attest to the fact that “Trust” has inconclusive 

meaning. However, the author decided to give a clearer meaning to trust by explaining its 

limitations in the dimension of relations by an outer threshold of expectations of deceit and 

an inner threshold of confident reliance. It is argued that this approach contributes 

important new perspectives on the variability of trust, opening new avenues of 

investigation to the sociology of trust (Frederiksen, 2011). 

 

2.6.2  The Concept and Dimensions of Trust 

Trust as stated above, is a fundamental element that manufacturer of products or services 

(Corritore, Kracher, & Wiedenbeck, 2003) needs to earn from their target markets because 
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consumers’ trust and brand affect combined gives brand’s commitment (Chaudhuri & 

Hollbrook, 2002). Investigating the concept and dimension of trust as relates to brand 

affect, Chaudhuri and Hollbrook (2002) posited that the two (trust and brand affect) has a 

strong positive relationship. In the study of Chaudhuri and Hollbrook (2002), trust is treated 

as an independent variable while brand affect is considered to be the dependent variable.  

 

Also, deeper investigation reveals that both brand trust and brand affect were not 

significantly related to neither market share nor advertising to sales ratio either with or 

without the mediating effect of brand commitments in the equation. However, their study 

posits that brand commitment was concluded to have positive relationship with 

advertisement to sales ratio and market share. Supporting the stance that trust is vital for 

service industry, the examination conducted by Corritore, Kracher and Wiedenbeck (2003) 

investigating its concept and evolving theme online, identified three perceptual factors that 

impact on-line trust: these are, perception of credibility, ease of use and risk. 

 

With these arguments stated above, one can deduce the principality and tangibility of the 

concept of trust to business. And also, the influence of its dimension “perception of 

credibility, ease of use and risk” putting these entire dimensions into managers’ strategy 

will not only boost consumer’s commitments and loyalty, it will serves as a great 

competitive edge (Raimondo, 2000). 
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2.6.3  Antecedents and Consequences of Trust 

Having discussed the antecedents of trust earlier above to be perception of credibility, ease 

of use and risk, consumer perceive these antecedents inform of product or service ease of 

use, the credibility of the seller/producer as well as perceive risk reduction in the course of 

transacting or buying the products or services. The consequence of trust is either functional 

(positive) or dysfunctional (negative) relationship (Selnes, 1998; Graf, & Perrien, 2005; 

Reast, 2005; Watson, 2005). According to these scholars, having or building trust over time 

creates (2-way) relationship which is the process of buyers’ decision to patronize a seller 

or manufacturer of goods or producers of services. Selnes, (1998) buyer‐seller relationships 

can be understood as a sequence of decisions buyers make regarding whether they should 

enter a relationship, continue a relationship, or enhance the scope of a relationship. 

 

2.7  Gaps in the Literature 

Products and service are the composition of various cues such as intrinsic and extrinsic 

(Veale et al., 2006). The intrinsic cues are the part of product or service such as car engine 

and drink flavor whereas extrinsic cues price, brand and manufacturing location of the 

product (Teas & Agarwal, 2000). Inconsistence results have been observed in past studies 

pertaining to the decisiveness of intrinsic and extrinsic cues (Kardes et al., 2004) and found 

that some researchers are advocating the impact of extrinsic cues whereas some of them 

are sacrificing the significance of extrinsic cues on intrinsic cues (Alba, 2000). For the 

evaluation of product quality the impact of extrinsic and intrinsic cues are noticeable (Veale 
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and Quester, 2009). In contrary to that the profound studies are availability in favor of the 

significance of product core attributes which effect on consumer purchase decision (Gao 

et al., 2010). 

 

Moreover, aforementioned studies have indicated that several researchers have examined 

the influence of country of origin and price in extrinsic cues but suggested to involve more 

facets of extrinsic cues (Josiassen, 2010). Furthermore, extrinsic and intrinsic cues vary 

from customer to customer and industry to industry (Brunsø et al. 2009). Owing to the 

globalization consumers’ exposure towards foreign products has increased and consumers 

become aware how to evaluate product quality (Qasem & Baharun, 2011). Studies have 

found that most often consumer depend on both intrinsic and extrinsic cues to evaluate 

products and service (Kurtuld et al., 2011). The role of intrinsic and extrinsic cues for the 

selection of automobile is still inconsistent (Qasem et al., 2016). For the experience 

consumers intrinsic cues such as durability, engine capacity and performance are most 

influencing whereas for future potential customers analyze automobile with extrinsic cues 

such as country of origin, price and country image (Wang & Yang, 2008).  

 

Aforementioned studies have unveiled that Malaysia is the largest automobile market of 

Southeast Asia region (Sultana et al., 2014). Moreover, the statistical figures have 

demonstrated the increasing ration of new and additional consumers in 2013 such as 27% 

and 44% respectively (Turrentine & Kurani, 2007). The increasing percentage of 
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Malaysian’s car purchasing has enhanced the demand of automobile quality among 

consumers and automobile companies are striving to meet their demand (Anwar et al., 

2016). Numerous researchers have investigated the Malaysian consumers’ purchase 

behavior and intention with various dimensions such as purchase intention towards safer 

cars (Anwar et al., 2016), consumer interest and intention towards environmental friendly 

cars (Afroz et al., 2015) and consumer involvement in hydrogen fuel cell vehicles (Al-

Amin et al., 2015). Notwithstanding, the success of the market is to think according to 

consumer demand and for that purpose Malaysian consumers’ expectation must be 

analyzed (Hafzi et al., 2014). There are so many unfilled or understudy used in previous 

studies. These constituted gaps in the reviewed literatures needed to be filled. Example of 

such studies that needed to be reviewed is stated. For example the inconclusive conclusion 

on advertisement and brand loyalty, inconclusive meaning to trust among other gaps was 

unearthed.  

 

Furthermore, it is noted from the literatures that intrinsic and extrinsic cues have different 

influences on consumers’ intention in manufacturing and service firms (Parvin and 

Chodhury (2006; Tsiotsou (2005; Agrawal, and Kamakura (1999; Flavián, and Guinalíu, 

(2007) however, from the literatures reviewed, it is noted that focus is made on either 

service or manufacturing firm at a time and limited studies do consider investigating factors 

that influence consumers’ buying intention in a firm that offers both manufacturing and 

services simultaneously. 
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From the literature review, several conclusions seem reasonable.  With regard to causes of 

purchasing intentions, previous empirical studies have largely focused on service or 

manufacturing firm at a time and limited studies do consider investigating factors that 

influence consumers’ buying intention in a firm that offers both manufacturing and services 

simultaneously.  Theory of Planned Behaviour (TPB) (Chatzidakis et al., 2007) to suggest 

that the purchasing intentions of ethical consumers are driven by personal values, moral 

norms, internal ethics, and other similar factors (e.g. Arvola et al., 2008; Shaw and Shui, 

2002; Vermeir and Verbeke, 2008). Empirical evidence suggests, however, that while 

increasing numbers of consumers have absorbed and are motivated by the values of ethical 

consumerism, a change in consumption behaviour is much less apparent. There exists a 

gap between what consumers say they are going to do and what they actually do at the 

point of purchase (Auger and Devinney, 2007; Belk et al., 2005; Carrigan and Attalla, 

2001; Follows and Jobber, 2000; Shaw et al., 2007). This phenomenon is referred to by 

researchers such as De Pelsmacker et al. (2005), Carrigan and Attalla (2001) and Auger 

and Devinney (2007) as the attitude–behaviour or word–deed gap, and has been widely 

documented within both the social psychology field and the ethical consumerism sub-field 

(Carrigan and Attalla, 2001; Elliot and Jankel-Elliot, 2003). 

 

Within the field of ethical consumerism, theory development is in its early stages, and an 

established and widely accepted theoretical framework for the decision making of ethical 

consumers is yet to be developed (Fukukawa, 2003). Attempting to understand the 

purchase decision-making processes of ethically minded consumers, researchers within 
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this stream have drawn on the established theoretical frameworks from within the 

consumer behaviour, business ethics and social psychology domains (Newholm and Shaw, 

2007). 

 

The models most frequently applied and modified to understand the purchase decision-

making process of the ethically minded, however, are the theoretical frameworks of 

‘reasoned action’ (Fishbein and Ajzen, 1975) and ‘planned behaviour’ (Ajzen, 1991; 

Chatzidakis et al., 2007; De Pelsmacker and Janssens, 2007; Vermeir and Verbeke, 2008). 

As such, the majority of ethical consumer behaviour models are built on a core cognitive 

progression: (1) beliefs determine attitudes, (2) attitudes lead to intentions and (3) 

intentions inform behaviour. In addition, social norms and behavioral control moderate 

intentions and behavior (De Pelsmacker and Janssens, 2007). Using this framework, there 

are two circumstances that may contribute to the overall disparity between attitude and 

behavior – a gap between consumer attitude and purchase intent, and a gap between 

purchase intent and actual purchase behavior. The majority of research within the ethical 

consumerism field on the attitude–intention–behavior gap has focused on the disparities 

and relationships between attitudes and intentions of the ethically minded.  

 

Moreover, one reason can be appreciated from considering a brand's key components and 

the move from individual line branding to corporate branding. As researchers have shown 

(eg de Chernatony 1993; Bhat and Reddy 1998), at the broadest brands satisfy functional 



71 
 

and emotional needs. To dominate attractive positioning, managers strive to incorporate a 

unique mix of functional and emotional values into their brand.  

 

Functional values are more difficult to sustain due to factors such as advances in 

technology (Lambin 1996), similar designs for competing brands (de Chernatony and 

McDonald 1998) and the ease of copying competitors' prices (Balmer and Stotvig 1997). 

Consequently much branding activity has focused on building emotional values (Goodyear 

1996). These evolve not just from advertising, but also from the Finn’s staff interacting 

with different stakeholder groups. Increasingly organizations are linking their brands with 

their corporate values, putting more emphasis on corporate rather than line brand building 

(King 1991; Mitchell 1994). Therefore, this study attempted to fill the gap in the purchase 

intention literature by investigating the underlying factors which contributed to the 

acceptance of China automobile in Malaysian automotive market. Further, to the 

knowledge of this researcher, no empirical studies have been conducted to investigate the 

impact of a set of marketing practices on China automobile industry, especially within the 

context of Malaysian automotive market.  Hence, the current study intends to fill the gaps 

on purchase intention among Malaysian towards China automobile. 
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2.8 Underpinning Theory of Purchase Intention 

For the investigation of individuals’ intention towards any object there are two most 

commonly used theories namely theory of reason action (Fishbein & Ajzen, 1975, 1980) 

and theory of planned behavior (Ajzen, 1991). In the scope of theory of reason action 

impulsive, habitual and spontaneous buying behavior were excluded. Even in the extended 

form of theory of planned behavior these behaviors were not investigated. In theory of 

reason action the intention of individuals’ was explained by attitude and subjective norm 

but in theory of planned behavior perceived behavioral control was added.   

 

The objective of current study was to examine the consumers’ intention towards Chinese 

automobile in the presence of Malaysian automobile industry. For this purpose believes’ 

of attitude were included with title extrinsic cues, intrinsic cues and service cues. These 

believe provoke individuals in making their attitude towards specific brand. Later, attitude 

directly and indirectly with trust explain consumers’ intention towards foreign Chinese 

automobile. The researcher of the present study has employed only attitude therefore theory 

of reason action is the suitable theory to achieve the objective. The theory of planned 

behavior is incomplete without the involvement of perceived behavioral control.     

 

Within the field of ethical consumerism, theory development is in its early stages, and an 

established and widely accepted theoretical framework for the decision making of ethical 

consumers is yet to be developed (Fukukawa, 2003). Attempting to understand the 
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purchase decision-making processes of ethically minded consumers, researchers within 

this stream have drawn on the established theoretical frameworks from within the 

consumer behavior, business ethics and social psychology domains (Newholm and Shaw, 

2007). These models tend to be based on cognitive approaches, focusing on the internal 

(mental) process of decision making (Fukukawa, 2003). For example, Rest’s (1979) model 

of moral judgment and Hunt and Vitell’s General Theory of Marketing Ethics (Hunt and 

Vitell, 1986) [based on the foundations of Rest’s (1979) model] were originally developed 

for a business/managerial ethics context and have since been applied to consumer ethics. 

These models have been used to explain ‘un-ethical’ behaviour such as shoplifting, as well 

as the purchase decision-making process within ethical consumerism. In a similar vein is 

Schwartz’s Norm Activation Theory, which was developed to understand the altruistic 

behaviour of individuals (Jackson, 2005). 

 

2.8.1 Theory of Reasoned Action  

TRA was formed in 1967 in an attempt to provide uniformity in studies of the relationship 

between behavior as well as attitudes (Fishbein & Ajzen 1975; Werner 2004). TPB (Ajzen, 

1991) is viewed as a continuation of TRA (Werner, 2004). The main postulation of TRA 

and TPB is that individuals are responsible for considering their actions and the results of 

their actions (decision-making). Rational decision-making affects that the decision made 

by uncertainty (Basu 1996; Eppen et al. 1998). Rational decision-making implies that either 

optimum result stayed expected, or the decision-making factor was aware of all the impacts 

and outcomes (Eppen et al. 1998; Basu 1996; Bazerman 2002). 
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There are numerous past researchers who have employed theory of reasoned action 

(Fishbein & Ajzen, 1975) to examine the intention and actual behavior of consumers 

towards an object. The utilization of theory of reasoned action has also been well 

documented for consumers’ intention towards automobile purchase. A study conducted in 

United States to investigate the consumer intention towards car purchasing and model was 

designed with the support of theory of reasoned action (Fan & Ming, 2012). Likewise, the 

intention of multiracial consumers towards purchasing of automobile was also examined 

by theory of reasoned action (Wong & Mo, 2013). The common notion towards the 

purchase intention of automobile is that intention is the single best predictor of actual 

behavior (Peter & Olson, 2006). Therefore, the researcher of the present study has 

employed theory of reasoned action for the development of research model. There is an 

availability of extended from of theory of reasoned action which is performing better than 

theory of reasoned action for predicting consumer intention and actual behavior. But 

current research framework is compatible with theory of reasoned action because perceived 

behavioral control is not involved.   

            

According to (Sheppard, Hartwick, Warshaw, & Hartwick, 1988),  the thoughts and 

feelings toward alternative behavior, if they have any influence at all, influence 

performance only through their effect on individuals' attitudes and subjective norms toward 

the particular behavior of interest. Thus, when attempting to assess the immediate 

determinants of a given behavior, researchers need only be concerned with attitudes, 

subjective norms, and intentions toward that particular behavior. The more positive such 
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factors are, the more likely it is that individuals will perform the behavior. However, the 

presence of choice may dramatically change the nature of the intention formation process 

and the role of intentions in the performance of behavior. Because many of the attributes 

and consequences associated with various alternatives in the choice set are apt to be quite 

similar, the attitudes and subjective norms toward each of the alternatives also are likely to 

be similar. 

 

According to (Mitchell, 1986) if brand attitudes are the most important, simply associating 

the brand with positively evaluated stimuli may be the most effective strategy. A related 

issue is the relative importance of brand attitudes and product attribute beliefs in evaluating 

new information from the environment.  Normative beliefs are individuals’ beliefs about 

the extent to which other people who are important to them think they should or should not 

perform particular behaviors. In general, researchers who measure normative beliefs also 

measure motivations to comply—how much individuals wish to behave consistently with 

the prescriptions of important others. Each normative belief about an important other is 

multiplied by the person’s motivation to comply with that important other and the products 

are summed across all of the person’s important others to result in a general measure that 

predicts subjective norms. LeBon (1895) documented an effect he called contagion—that 

people in a crowd are strongly affected by the beliefs, emotions, and behaviors of others in 

that crowd. However, the specific concept of normative beliefs did not gain prominence 

until the advent of Fishbein’s theory of reasoned action (Fishbein, 1980; Fishbein & Ajzen, 

1975). 
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These variables have direct influence to the mediating variables which are attitude toward 

brand and subjective. According to (Ajzen & Madden, 1986), The theory of reasoned 

action specifies two conceptually independent determinants of intention. One is a personal 

factor termed attitude toward the behavior and refers to the degree to which a person has a 

favorable or unfavorable evaluation of the behavior in question. The second predictor of 

intention is subjective norm, a social factor; it refers to the perceived social pressure to 

perform or not to perform the behavior. Attitude and subjective norm, each weighted for 

its relative importance, are assumed jointly to determine behavioral intention.  

 

The outcome’s subjective value then contributes to the attitude toward the behavior in 

direct proportion to the strength of the belief, i.e., the subjective probability that performing 

the behavior will lead to the outcome under consideration. To obtain an estimate of attitude, 

belief strength is multiplied by outcome evaluation, and the resulting products are summed 

across all salient behavioral beliefs. Normative beliefs, on the other hand, are concerned 

with the likelihood that important referent individuals or groups would approve or 

disapprove of performing the behavior. The strength of each normative belief is multiplied 

by the person’s motivation to comply with the referent in question, and an estimate of 

subjective norm is obtained by summing the resulting products across all salient referents. 

From the theories reviewed above, the framework is identified and presented in diagram 

below: 
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Figure 2.0                                                                                                                                                                                
Theory of Reasoned Action (adopted from Fishbein & Ajzen, 1975). 

 

2.9   Theoretical Framework 

Aforementioned studies have indicated that theory of reasoned action better explain the 

consumers’ intention towards car purchase (Simbolon, 2015). The behavioral beliefs and 

normative beliefs assist consumers in selection of various brands of cars. Behavioral beliefs 

develop consumer attitude for specific products. The outcome of past studies has also 

reported that behavioral beliefs vary from product to product. The researcher of the current 

study has developed the model on the foundation of theory of reasoned action. The product 

cues are the predictor of consumers’ intention towards automobile purchase with the 

mediation of attitude and trust.  
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In essence, the theoretical framework postulates that purchase intention of the consumer is 

formed based on the product cues which influence the perception of the consumer towards 

the line of china automobile in the local market.  This is in line with previous researchers 

(for instance, Jarmo & Jonna, 2010; Arunachalam, 2014;  Paatey & Ofori-Dwumfuo, 2011) 

who reported that product cues ( intrinsic, extrinsic and service) contribute to the trust and 

attitude towards brand of products. Under intrinsic cues, characteristic of a product such as 

quality, design and reliability has been identified as the factors which influence the trust 

and attitude towards brand. According to Bello Acebrón & Calvo Dopico (2000),  previous 

theory emphasizes the fact that presentation exerts a positive influence to consumer’s 

perception because consumers can inspect the product prior to purchase.  

 

The extrinsic cues are characteristics that are related to the product, but are not physically 

part of it (Olson,1977) such as price, type of outlet, presentation, influence of store 

personnel, promotion, packaging, advertising and determined by marketing efforts 

(Steenkamp, 1989). In this model, we have identified the extrinsic cues related to this case 

which are country of origin, country image, perceived risk and price. These cues are 

significant with the perception towards automobile industry which been utilized as factors 

which contribute to the competitive market globally. 

 

According to Crane  T K. (1985), a cue is defined as a characteristic, event, quality, or 

object that is external to the consumer that is encoded and used to categorize a stimulus 
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object. Cues may be controlled and manipulated by marketers in order to provide the 

consumer with the appropriate perception of their evaluative criteria. Services marketers 

are interested in knowing what cues consumers use in evaluating services. Therefore, after 

sale services are considered as one of the cue that will determine the level of trust and 

attitude towards brand among consumers. 

 

Fishbein and Ajzen (1975), in agree- ment with Thurstone (1931), proposed that attitude is 

the amount of affect for or against some object. Be- havioral intentions are defined as a 

person’s intention to perform behaviors. They suggested that attitude be measured with 

bipolar affective or evaluative dimensions relative to an attitudinal object and that   

behavioral intentions be measured by the subjective probability of performing a behavior. 

Fishbein and Ajzen (1975, p.11) argued that the distinctions between attitude and 

intentions”not only are justified but ... necessary.” They proposed a theoretical framework 

in which attitude toward some object is based on beliefs about that object, and attitude, in 

turn, deter- mines a set of behavioral intentions relative to the object, with specific 

behavioral intentions leading to specific behaviors with respect to the object. 

 

Researchers have argued that a consumer's intentions to purchase despite these possibilities 

reflect trusting intentions—that is, a willingness to act (e.g., purchase) despite perceived 

risk (e.g., the perceived risk that that the seller cannot and/or will not offer the lowest 

available price) (Kim, Ferrin, Cooper, & Dirks, 2004; Moorman, Zaltman, & Deshpande, 
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1992; Schlosser et al., 2006). These trusting intentions, in turn, depend upon the extent to 

which salient risks are mitigated by corresponding trusting beliefs—that is, consumers' 

confidence in sellers' ability (e.g., the perceived capability to offer low prices) and/or 

benevolence (e.g., the perceived motivation to offer low pricing policies altruistically 

versus egocentrically) (Schlosser et al., 2006). 

 

From the literatures reviewed above, the relationships among variables under 

considerations were determined and this is presented in diagram below: 

PRODUCT CUES 

Intrinsic Cues           
Reliability              
Design                  
Quality                  

Extrinsic Cues                
Country of origin 
Country Image                  
Perceived risk                
Price                             

Service Cues 

Serviceability 
Aftersales service   

Warranty 

 

 

 

   

 Attitude towards 

brand 

  

   Purchase Intention 

 Trust    

    

Figure 2.1                                                                                                                                          
Theoretical framework 
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2.10  Hypotheses 

From the framework and literatures reviewed above the relationship between the 

antecedents and predator can be hypothesized below: 

 

2.10.1   Relationship between Product Cues and Attitude towards Brand 

Product cues guide consumers to evaluate the quality of products and these cues include 

country of origin, country image, after sales service and warranty (Usunier, 2011). The 

influencing factors for product selection vary from product to product such as sometime 

the design of the product attractive, sometime country of origin make consumer favorable 

attitude and sometime low perceive risk is very helpful (Dens & Pelsmacker, 2010; Lin et 

al., 2009).    

 

Product cues as stated above, product cues consist of the technical cues entailing (product 

reliability, design and quality) they are said to be internal intrinsic cues which on a long 

run contributes to consumers’ patronage (Masaloni & Parasuraman, 1999; Kreuzbauer & 

Malter, 2005). 

 

Evidence from the reviewed pieces of literature signifies that there is a positive relationship 

between product cues and consumers attitudes, for example, the study of Lee and Allaway 
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(2002) clearly shows positive consumers’ attitude towards products they perceive to be 

technological inclined. Similarly, a study by Kreuzbauer and Malter (2005) shows how 

changes in product design that is one of the products cues changes the conceptions of 

consumers and attitude to repurchase a product. More to this, Blum, Runge, Groten and 

Striller (2014) conclude that product that has a consistency in quality retain customers’ 

loyalty to repurchase.  

 

Furthermore, product cues like COO, CI was found to have direct positive relationship with 

consumers’ attitude in purchasing products (Blum, Runge, Groten and Striller, 2014; 

Yasin, Noor & Mohamad, 2007; Lin and Chen, 2006; Kinra, 2004). 

 

H1: There is a positive relationship between intrinsic cues and attitude towards brand. 

H1a: There is a positive relationship between reliability and attitude towards 

brand. 

H1b: There is a positive relationship between design and attitude towards brand. 

H1c There is positive relationship between quality and attitude towards brand. 

H2: There is a positive relationship between extrinsic cues and attitude towards brand 

H2a: There is positive relationship between country of origin and attitude towards 

brand. 
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H2b: There is positive relationship between country image and attitude towards 

brands. 

H2c: There is positive relationship between perceived risks and attitude towards 

brand. 

H2d: There is positive relationship between price and attitude towards brand. 

H3: There is a positive relationship between service cues and attitude towards brand 

H3a: There is positive relationship between serviceability and attitude towards 

brand. 

H3b: There is positive relationship between after sales service and attitude 

towards brand. 

H3c: There is positive relationship between warranty and attitude towards brand. 

 

2.10.2  Relationship between Product Cues and Trust 

Taking from the literatures cited above, consumers favor and are loyal to product with 

consistency in its features. In view of Selnes, (1998), buyers’ decision to rebuy grew 

stronger when they perceived lesser to zero risk of using such products compared to 

competing products in market. 
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It was stated above that the main objective of product cues is to communicate the products 

quality to anticipated consumers in such a way that will influence positively their purchase 

intention (Richarsson et al., 1994). Product cues are divided according to scholars into 

extrinsic and intrinsic cues, and both cues categorization were found to be deciding factors 

among customers on their purchase intention (Olson & Jacoby, 1972).  

 

In an investigation conducted by Kardes et al. (2004) they concludes that cues  such as 

pricing, product packaging, value signal and emotional appeal all depict products’ quality 

as well as the brand that positively triggers customers to be willing to have such products 

at all cost at their disposal. 

 

Moving to intrinsic cues, which entail features such as reliability, and wear and tear 

tolerance, design, among others aid extrinsic cues in gaining customers loyalty (Idoko et 

al., 2013).  Given Osmu (2011), it was maintained that combination of both intrinsic and 

extrinsic cues is what appeal to customers’ in making purchase decisions. To investigate 

the relationship between products cues and trust, a study by Yang et al (2015) concludes 

that consistency in product quality attracts consumers’ trust. 

H4: There is a positive relationship between intrinsic cues and trust. 

H4a: There is a positive relationship between reliability and trust. 

H4b: There is a positive relationship between design and trust. 
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H4c There is positive relationship between quality and trust. 

H5: There is a positive relationship between extrinsic cues and trust. 

H5a: There is positive relationship between country of origin and trust. 

H5b: There is positive relationship between country image and trust. 

H5c: There is positive relationship between perceived risks and trust. 

H5d: There is positive relationship between price and trust. 

H6: There is a positive relationship between service cues and trust. 

H6a: There is positive relationship between serviceability and trust. 

H6b: There is positive relationship between after sales service and trust. 

H6c: There is positive relationship between warranty and trust. 

 

2.10.4  Relationship between Attitude towards Brand and Purchase Intention.  

Citing from the meaning of trust discussed above, it is noted that although some customer 

do not buy a product because of the quality or price not because of COO or CI, however, 

their intention to repurchase grows because the product fulfil its said “promise” meeting 

the needs of the consumers. This is in line with the findings of Chaudhuri and Hollbrook 

(2002) positing that trust has a positive relationship with consumer intention to reuse. 
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H7: There is a positive relationship between attitude towards brand and purchase 

intention.  

 

2.10.5 Relationship between Trust and Purchase Intention.  

It is observed from previous studies that there is a positive relationship between consumer 

purchase intention and trust. Evidence from the studies of (Graf, &Perrien, 2005; Reast, 

2005; Watson, 2005) signifies that the higher the trust towards brands, the greater the 

intention to purchase such products. With this, it is hypothesized that there is a positive 

relationship between brand trust and consumers’ purchase intention. 

 

Trust is said to be important factors that influence repurchase intention leading to either 

positive or negative effects customers’ loyalty (Rishi, 2013). Trusts, according to Rishi 

(2013) grows when the anticipated benefits are in equilibrium with customers’ needs. This 

claims confirmed by Kaur and Pandit (2015) claiming that consumer develop trust in 

products or services they tested and confirmed as advertised by the manufacturer. Also, a 

study by Macintosh and Lockshin (1997) concludes that to gain consumers’ trust there 

must be a cordial relationship between the salesperson and the customer. The authors claim 

that this relationship has the power to draw such customer to repurchase or reuse such 

services provided.  
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Not does study investigate the issue of trust in offline retailing. In online retail services, 

trust is seen to have a direct positive relationship to increase in sales. For example, the 

study of Ling, Chai, and Piew (2014) posits that customers’ prior online purchase 

experiences as well as trust influence the reuse of such services to repurchase merchandise. 

A study conducted in China by Lu, Zhao and Wang (2009) in an attempt to convert virtual 

online customers (VCs) to customers to customers transaction (C2C) noted that trusts in 

members integrity, benevolence, encourages intention to repurchase as well as trust in 

sellers’ webpage ability positively influences the intention to obtain information on 

purchase intention. 

 

Given these arguments, from different scholars from different retail channels, there is no 

doubt to concludes that there is a positive relationship between products or and services 

trust and purchase intention. 

H8: There is a positive relationship between trust and purchase intention.  

 

2.10.6 Relationship between Product Cues, Attitude towards Brand and Trust. 

Past literatures reviewed in this study articulate that there is significant positive relationship 

between product cues, consumer attitudes and brand trust. Product cues in terms of good 

qualities, reliability and durability translates to brand loyalty Arjun & Morris (2001), this 

automatically translate consumer trusting such brand. 
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H9: Attitude towards brand mediates the relationship between intrinsic cues and trust. 

H9a: Attitude towards brand mediates the relationship between reliability and 

trust. 

H9b: Attitude towards brand mediates the relationship between design and trust. 

H9c Attitude towards brand mediates the relationship between quality and trust. 

H10: Attitude towards brand mediates the relationship between extrinsic cues and trust. 

H10a: Attitude towards brand mediates the relationship between country of origin 

and trust. 

H10b: Attitude towards brand mediates the relationship between country image 

and trust. 

H10c: Attitude towards brand mediates the relationship between perceived risks 

and trust. 

H10d: Attitude towards brand mediates the relationship between price and trust. 

H11: Attitude towards brand mediates the relationship between service cues and trust. 

H11a: Attitude towards brand mediates the relationship between serviceability and 

trust. 

H11b: Attitude towards brand mediates the relationship between after sales service 

and trust. 
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H11c: Attitude towards brand mediates the relationship between warranty and 

trust. 

 

2.10.7 Relationship between Product Cues, Attitude towards Brand and Purchase 

Intention. 

Aforementioned studies have indicated that products and services in the market are the 

bundle of various attributes which are called “cues” (Veale et al., 2006). Likewise we can 

divide these cues into two categories such as intrinsic and extrinsic cues (Teas & Agarwal, 

2000). When consumer focus on product characteristics which are inherent at that moment 

intrinsic cues are significant while extrinsic cues are not the fundamental part of product 

such as price, country of origin, country image, warranty and after sales service (Alba, 

2000; Kardes, Kim, & Lim, 2001).     

 

Owing to the globalization and emergence of new products and markets consumer 

awareness is also enhanced and the role of intrinsic and extrinsic cues towards the selection 

of products has become more decisive (Duncan, 2002). Furthermore, some of the studies 

have also reported that intrinsic and extrinsic cues are influencing on consumer purchase 

intention directly (Miyazaki, Grewal, & Goodstain 2005; Lockshin & Hall, 2003). 

Notwithstanding, limited scholars have examined the effect of products on consumer 

attitude and purchase intention (Idoko et al., 2013). There is a need to examine the 

relationship among product cues, attitude towards brand and purchase intention.    
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H13: Attitude towards brand mediates the relationship between intrinsic cues and 

purchase intention. 

H13a: Attitude towards brand mediates the relationship between reliability and 

purchase intention. 

H13b: Attitude towards brand mediates the relationship between design and 

purchase intention. 

H12c Attitude towards brand mediates the relationship between quality and 

purchase intention. 

H13: Attitude towards brand mediates the relationship between extrinsic cues and 

purchase intention. 

H13a: Attitude towards brand mediates the relationship between country of origin 

and purchase intention. 

H13b: Attitude towards brand mediates the relationship between country image 

and purchase intention. 

H13c: Attitude towards brand mediates the relationship between perceived risks 

and purchase intention. 

H13d: Attitude towards brand mediates the relationship between price and 

purchase intention. 
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H14: Attitude towards brand mediates the relationship between service cues and 

purchase intention. 

H14a: Attitude towards brand mediates the relationship between serviceability and 

purchase intention. 

H14b: Attitude towards brand mediates the relationship between after sales service 

and purchase intention. 

H14c: Attitude towards brand mediates the relationship between warranty and 

purchase intention. 

 

2.10.8 Relationship between Product Cues, Trust and Purchase Intention. 

Consumers’ buying decision is very complex. Usually purchasing intention is related with 

consumers’ behavior, perception and their attitude. Purchase behavior is an important key 

point for consumers during considering and evaluating of certain product (Keller, 2001). 

Ghosh (1990) stated that purchase intention is an effective tool use in predicting purchasing 

process. Once the consumers decide to purchase the product in certain store, they will be 

driven by their intention. However, purchase intention might be altered by the influence of 

price, quality perception and value perception (Zeithaml, 1988) and Grewal et al (1998). 

In addition, consumers will be interrupted by internal impulse and external environment 

during purchasing process. Their behavior will be driven by the physiological motivation 
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that stimulates their respond which bring them to the retail store to fulfill their need (Kim 

and Jin, 2001).  

 

H15: Trust mediates the relationship between intrinsic cues and purchase intention. 

H15a: Trust mediates the relationship between reliability and purchase intention. 

H15b: Trust mediates the relationship between design and purchase intention. 

H15c Trust mediates the relationship between quality and purchase intention. 

H16: Trust mediates the relationship between extrinsic cues and purchase intention. 

H16a: Trust mediates the relationship between country of origin and purchase 

intention. 

H16b: Trust mediates the relationship between country image and purchase 

intention. 

H16c: Trust mediates the relationship between perceived risks and purchase 

intention. 

H16d: Trust mediates the relationship between price and purchase intention. 

 

H17: Trust mediates the relationship between service cues and purchase intention. 
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H17a: Trust mediates the relationship between serviceability and purchase 

intention. 

H17b: Trust mediates the relationship between after sales service and purchase 

intention. 

H17c: Trust mediates the relationship between warranty and purchase intention. 

 

2.11 Summary 

In summary, this chapter established relationships among the dependent and independent 

variables considered in this research work. To achieve this, relevant previous literatures 

and theory were used to underpin the relationships among the variables under investigation. 

These relationships however, are diagrammatized. Moreover, the pieces of literatures 

unearthed the gaps to be that needed urgent attention from which the statement of problem 

for this research in previous chapter is formulated. 
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CHAPTER 3 

METHODOLOGY 

3.0 Introduction 

Methodology discloses the specific method adopted for the data collection of intended 

study. Therefore, the objective of this chapter is to mention the research design and 

methodology which is used for hypotheses testing of the current study. The chapter is 

divided into subsections, such as research design, sample design, sample size, 

questionnaire, data collection and statistical techniques.  

 

3.1 Research Design 

The objective of the study was to investigate the Malaysian consumer’s intention towards 

the purchase of Chinese automobile available in Malaysia. The antecedents of the intention 

were attitude towards brand with product cues. Furthermore, the correlation of independent 

and dependent was also test (Hair et al., 2014). For detail analysis researcher of the current 

study has taken each dimension of product cues separately and investigate its direct and 

indirect effect on consumer purchase intention towards Chinese automobile. Attitude 

towards brand and trust were paly mediating role between product cues and intention.  All 

the variables were measured at same point of time therefore cross-sectional method were 

adopted. According to the concept of cross-sectional all the data collected once from 

respondents of the selected population (Malhotra & Birks, 2000). For data collection 
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structured questionnaire was distributed among respondents and this method has enable 

researcher of the current study to target wider Malaysian geographical area. 

 

3.2 Product Selection 

The targeted product of the current study is Chines automobile in Malaysian market. The 

selection of automobile is based on several reasons such as scarce studies are available 

which have examined Malaysian’s intention towards Chinese automobile. Likewise, the 

performance of Chinese automobile may be better than locally assembled Malaysian 

automotive.  Automobile is a luxury product therefore after sales service of Chinese 

automobile is grabbing local customers’ attention. Malaysian consumers are familiar with 

Chinese products and it is easy for respondents to respond favorably or unfavorably. 

Malaysian automobile industry is also having a competitive position in the domestic market 

nevertheless Chinese automobile is receiving reasonable response. There is a need to 

investigate that although national automobile industry is meeting the market demand then 

what sort of reasons deviate local customers to gain attention from imported automobiles.  

 

3.3 Population and Sample 

Population is the group of people, things or events of interest (Sekaran, 20013). For the 

aversion of any mistake researchers identify the target population for the selection of 

sample size. The correct and suitable sample guide researcher to draw some conclusion 
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which can be later generalized over complete population (Cavana, Delahaye & Sekaran, 

2003). 

 

The researcher of the current study has involved the target population of post graduate 

students (Masters in Business Administration) in Kuala Lumpur and Selangor. The 

objective to select these post graduate students was as follows: (1) they are mature age 

people (2) income level of most of the students are reasonable and can afford luxury 

products (3) due to their vast experience and knowledge about automobile cars.  

 

Table 3.0 

Participating Universities and the Overall Response Rate 

University / State N 
Universiti Utara Malaysia, Kuala Lumpur 200 
Universiti Teknologi Mara, Selangor 750 
Universiti Kebangsaan Malaysia, Selangor 300 
Universiti Putra Malaysia, Selangor 120 
Universiti Teknologi Malaysia, Kuala Lumpur 280 

       Total 1650 

 

Moreover, the identification of population assist researcher to determine the sample for the 

study. Likewise, sampling is the most decisive part of the study. It is not possible for 

researcher to involve whole population of the study therefore to cater this problem 

sampling is necessary such as sampling help researchers in: (1) lower cost (2) greater 

accuracy of results (3) greater speed of data collection, and (4) availability of population 
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elements (Cooper & Schindler, 2001). Some scholars have notion that for better option 

sampling is useful (Sekaran, 2003). Moreover, for determining the sample some of the pre-

requisite measures must be taken into consideration such as homogeneity, selected sample 

can be measured statistically and the desired precision, and availability of human resources 

(Cooper & Schindler, 2001).   

 

There are two options for determining the sample size with unknown population one is 

Krejcie and Morgan (1970) table method and second is Sekaran (2003) suggested table. 

According to Table 3.0, the rational and reasonable sample is 385. Therefore, researcher 

of the current study has taken 385 as sample size of the research. Furthermore, 

aforementioned studies have reported that the sample size of 300 to 500 usually have better 

reliability in factor analysis results (Field, 2000). Likewise, for multiple regression analysis 

sample size 300 and 500 was recommended (Pedhazur, 1997).  

 

The unit of analysis for current study was individuals. For the justification, there are few 

points which were described such as reasonable number of cases for final data analysis, for 

the control of data and the available data is at individual level for each variable.   
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3.4 Procedure for Data Collection 

The sample size for the present study is 385. It is normally observed that usually the 

response was quite low. So, to achieve the maximum response rate researchers distribute 

at least double of the required sample. Therefore, researcher of the present study has 

distributed 770 questionnaires among the target population.  

 

For data collection self-administered questionnaires technique was used. It was difficult to 

access the respondents solely therefore researcher has involved his lecturer who have 

distributed questionnaire in the selected universities in Kuala Lumpur and Selangor. For 

the convenience and understanding of respondents a brief description of each variable was 

mentioned above each variable. Along with that a cover letter pertaining to the objective 

of the study was attached with each variable and this was for the assistants who were 

involved in data collection procedure.   

 

The response was obtained from each variable for predictor and criterion variables. To 

address the common method biases for behavioral research studies (Podsakof et al., 2003) 

have argued that aforementioned researchers indicated that it cannot be measured with 

different or alternative measures specifically for attitudes and behavioral intentions. The 

founders of behavioral theory have also mentioned that the information regarding beliefs-

attitude-behavioral intention can only be provided by personal itself (Fishbein and Ajzen’s, 

1967).  
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3.5  Research Instrument 

This section comprised of the measures adopted for data collection of each variable. The 

researcher of the study is investigating the consumer purchase intention towards Chinese 

automobile therefore the dependent variable is purchase intention which is the outcome 

variable. There were two mediating variable one is attitude and second is trust. Moreover, 

products cues were taken as an independent variable but product cues was further divided 

into three sections such as intrinsic cues, extrinsic cues and service cues. Mainly, the 

complete questionnaire was divided into two sections in first section demographical 

questions were placed whereas in second section all variables’ items were placed. For the 

convenience of respondents second part of the questionnaire was further divided into 

subsections such as Section A for intrinsic cues, section B comprised for country of origin, 

section C for warranty items, section D comprised for the questions of price, section E 

having questions related to perceived risks, section F was for attitude towards brand, 

section G for 10 items related to country image and section H was the last section for 

purchase intention’s items. Section I comprised of 7 items relating to demographics. All 

the adopted measures were taken from past studies. Table 3.0 shows the summary of 

measures used in this study.  
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Table 3.0                                                                                                                                                    
Measurement of the Study 

Variables Sources of 

Measurement 

No. of Items Questions Number 

Product Cues    
    
Intrinsic Cues    
- reliability Agrawal & Teas 

(2002), Field (2000), 
Nagashima (1970) 

4 1 - 4 
- design                                                    4 5 - 8 
- quality 4 9 - 12 
    
Extrinsic Cues    
- Country of Origin 

 

Agrawal & Teas 
(2002)Netemeyer, 
Krishnan, Pullig, 
Wang, Yagci, Dean, 
Ricks & Wirth (2004) 

6 13 - 18 

- Warranty Boulding & Kirmani 
(1993) Norjaya (2003) 

6 19 - 24 

- Price Agrawal & Teas 
(2002) 

7 25 - 31 

- Perceived Risks Field (2000) Peter & 
Tarpey (1975) 

5 32 - 36 

- Country Image Knight, Spreng & 
Yaprak (2003) 

10 37 - 46 

    
Attitude Towards 
Brand 

Burton et al. (1998) 6 47 - 52 

Trust Jarvenpaa, Tractinsky 
and Saarinen (1999). 

5 53 - 57 

Purchase Intention Agrawal & Teas (2002) 
and  Mohammad,  Neda & 
Seyed (2011). 

6 58 - 63 

Demografic Self-construct 6 64 - 69 
Age, gender, ethnic               
group, marital status, 
work, monthly income, 
knowledge about 
automobile 

 

 

  

 

 

 



101 
 

3.5.1 Intrinsic Cues  

To measure the intrinsic cues eight items were taken from (Agrawal and Teas, 2000; Field, 

2000; Nagashima, 1970) studies with minor modification to make them suitable for current 

study. These eight items were representing the intrinsic cues of automobile such as 

serviceability, durability, reliability, design and quality. All the questions were on five 

point Likert scale. The items for this scale are shown in Table 3.1.  

 

Table 3.1                                                                                                                                                               
Items Relating to Intrinsic Cues Scale 

Reliability 
 reliable 
 very comfortable  

 handle well 
 safe 

Service 
 serviceability  
 difficult to find spare parts 
 frequent repairs 
 expensive spare parts 

Quality 
 high quality  
 high technology 
 good value for money 
 little maintenance  

Source: Agrawal &Teas (2002); Field (2000); Nagashima (1970). 
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3.5.2 Extrinsic Cues 

Measurements for extrinsic cues are as follows. 

 

3.5.2.1  Country of Origin  

For the measurements of country of origin six items were taken from past studies (Agrawal 

& Teas, 2002; Netemeyer et. al., 2004). These items reflect the perception of country of 

origin. All the items were on five point Likert scale from strongly agree to strongly 

disagree. The items for this scale are shown in Table 3.2.                    

 

Table 3.2                                                                                                                                                                 
Items Relating to Country of Origin Scale 

1 is prestigious 
2 is innovative in manufacturing 
3 is good in designing 
4 has high quality in its workmanship 
5 is creative in its workmanship 
6 has a high level of technological advance 

Source: Agrawal & Teas (2002); Netemeyer et. al. (2004).    
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3.5.2.2  Country image  

To measure the country image ten items were adapted from Knight et al. (2003) study. All 

the items were on five-point Likert scales ranging from strongly disagree to strongly agree. 

The items for this scale are shown in Table 3.3.         

 

Table 3.3                                                                                                                                                              
Items Relating to Country Image Scale 

1 people are well educated 
2 technical skills of the work force are high 
3 products are unreasonably expensive 
4 country produces highly technical products 
5 products are made with meticulous workmanship 
6 products are imitations, not innovations 
7 products are distributed world wide 
8 products need frequent repairs 
9 advertising of products is informative 

10 friendly toward other countries in international affairs 

Source: Knight et al. (2003). 

 

3.5.2.3  Warranty  

For the measurement of respondents’ perception regarding warranty six questions were 

adapted from (Boulding & Kirmani, 1993; Norjaya, 2003). All items were on five-point 

Likert scales and the options were from strongly disagree to strongly agree.  The items for 

this scale are shown in Table 3.4.  
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Table 3.4                                                                                                                                                 
Items Relating to Warranty Scale 

1 the warranty covers all kinds of malfunctions. 
2 is repaired without any charges during warranty period. 
3 automobile has a warranty card that provides all information on repair services. 
4 automobile has a reasonable average warranty period. 
5 if automobile were to break down during the period of the warranty, the seller will be 

capable of repairing the automobile. 
6 i am more likely to purchase an automobile that have a warranty from a manufacturer such 

as Proton. 

Source: Boulding & Kirmani (1993); Norjaya (2003). 

 

3.5.2.4  Price   

Price variable was measured with seven items adapted from (Agrawal & Teas, 2002) study. 

The reflection of the price perception was evaluated with these seven items. All items were 

on five-point Likert scales with rang from strongly disagree to strongly agree.  The items 

for this scale are shown in Table 3.5.  

 

Table 3.5                                                                                                                                                 
Items Relating to Price Scale 

1 reasonably price. 
2 price as an indicator of the quality. 
3 is an economical automobile. 
4 i consider a good buy. 
5 the price is acceptable. 
6 automobile appears to be a bargain. 
7 is a value buys. 

Source: Agrawal & Teas (2002). 
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3.5.2.5  Perceived Risks   

To measure the perceived risks five items were adapted from past studies (Field, 2000; 

Peter & Tarpey, 1975). All the items were reflecting the perception of respondents 

regarding perceived risks. Although perceived risk have five dimensions such as physical 

risks, financial risks, psychological risks, functional risks and social risks. But researcher 

of the current study has taken it into composed form. All items were on five-point Likert 

scales. The items for this scale are shown in Table 3.6.      

 

Table 3.6                                                                                                                                              
Items Relating to Perceived Risks Scale 

1 What is the probability that a purchase of Chinese made automobile will lead to financial 
loss for you because it would function poorly or would not meet your expectations based 
on the amount of money required to pay for it? 

2 What is the probability that a purchase of Chinese made automobile will lead to a 
performance loss for you because it would function poorly or would not meet your needs, 
desires or expectations very well? 

3 What is the probability that a purchase of Chinese made automobile will lead to a physical 
loss for you because it would not be very safe, would become unsafe or would be dangerous 
or harmful? 

4 What is the probability that a purchase of Chinese made automobile will lead to a 
psychological loss for you because it would not fit well with your self-image or self-
concept? 

5 What is the probability that a purchase of Chinese made automobile will lead to a social 
loss for you because others would think less highly of you? 

Source: Field (2000); Peter & Tarpey (1975). 
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3.5.3 Attitude towards brand   

For the measurement of attitude towards brand six items adapted from Burton et al. (1998). 

All items were on five-point Likert scales ranging from strongly disagree to strongly agree 

to measure the respondents’ perception about attitude towards brand. The items for this 

scale are shown in Table 3.7. 

 

Table 3.7                                                                                                                                                
Items Relating to Attitude towards Brand Scale 

1 Considering value for money, I prefer Chinese made brands compared to 
other brands. 

2 For automobile categories, the best buy is usually the Chinese made brand. 
3 I love it when Chinese made brand are available for the automobile 

categories if I have the intention to purchase. 
4 In general, Chinese made brand are good quality automobile. 
5 If I buy a Chinese made   brand, I always feel that I am getting a good deal. 
6 Buying Chinese made brands make me feel good. 

Source: Burton et al., (1998). 

 

3.5.4  Trust  

For the measurement of trust, five items adapted from Jarvenpaa, Tractinsky and Saarinen 

(1999). 

All items were on five-point Likert scales ranging from strongly disagree to strongly agree 

to measure the respondents’ trust. The items for this scale are shown in Table 3.8. 
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Table 3.8                                                                                                                                                
Items Relating to Trust 

1 Made in China automobile is trustworthy. 
2 Made in China automobile is known as one who keeps promises and 

commitments 
3 I trust Made in China automobile keeps my best interests in mind. 
4 Made in China automobile has more to lose than to gain by not delivering 

on their promises.* 
5 Made in China automobile meets my expectations.* 

Source: Jarvenpaa, Tractinsky and Saarinen (1999). 

 

3.5.5 Purchase intention   

To investigate the respondents’ perception regarding purchase intention towards 

automobile four questions adapted from Agarwal & Teas (2002). All items were on five-

point Likert scales ranging from strongly disagree to strongly agree. The items for this 

scale are shown in Table 3.9. 

 

Table 3.9                                                                                                                                                
Items Relating to Purchase Intention Scale 

1 I would buy automobile made in China automobile rather than any other automobiles 
available. 

2 I am willing to recommend others to buy made in China automobiles. 
3 I am willing to purchase made in China automobiles in the future. 
4 If I were to buy an automobile, the probability of buying Chinese made automobile is… 

5 The likelihood that I would purchase a Chinese made automobile is… 

Source: Agrawal & Teas (2002) and Mohammad,  Neda & Seyed (2011).  
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3.5.6 Demographic profile   

Demographical questions are very decisive for the study. These questions help researchers 

to examine the age, gender, income etc. of the respondents and sometime assist researchers 

to find that which demographical factors effect on dependent variable or overall model. 

For this purpose eight items are used for current study. Respondents are required to tick 

the relevant box of the four items.  The items for this scale are shown in Table 3.10. 

 

Table 3.10                                                                                                                                               
Items Relating to Demographics Scale 

1 Age 
2 Gender 
3 Ethnic Group  
4 Marital Status 
5 Occupation 

6 Income  
7 Automobile ownership 
8 Knowledge on automobile 

 

3.6 Statistical Technique 

The analysis of collected data is essential part of any research study which helps researchers 

to analyze and test the hypotheses of the intended study. For this purpose there are various 

updated software available in research field but for initial data screening statistical package 

for social sciences (SPSS) version 22 will be in use for this study. For the intended study 

normality, multicolinearity, reliability, validity and factor analysis will be run on primary 
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data. Later, after data screening and cleaning multiple regression tests will be used to test 

the complete model. 

 

In behavioral study data collected with adopted or adapted questionnaires and respondents 

sometime skip few questions or sometime give irrational response which effect on the 

overall results. To deal with such problems SPSS provide options under the heading 

imputation of missing data. Unengaged response should also be tackle at an early stage.  

 

The normality of data is necessary for better results for this purpose PP plots and QQ plots 

of SPSS make researcher able to evaluate how much the data is close to the liner line. The 

items’ reliability and validity is necessary because it guide researchers regarding the 

accuracy of items used for the investigation of latent variable. The adopted questionnaires 

are taken from past studies and established according to other respondents who are having 

different literacy rate, understanding level and culture. Therefore, testing reliability and 

validity ensure researcher that items are suitable for the target population.  

 

To test the underlying structure among variable factor analysis is in used (Hair et al., 2006). 

The notion behind factor analysis is the reduction of data. Furthermore, the factor analysis 

converts the huge data into small sets to make it interpretable easily. There are some 

assumptions for factor analysis such as (Hair et al., 2006): 
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1. The Kaiser-Meyer Olkin measure of sampling adequacy (KMO) values 

must exceed .50 

2. The Bartlett’s test of sphericity is at least significant at .05 

3. The anti-image correlation of items is greater than .50 

4. The communalities of items must be greater than .50 

5. The minimum requirement of factor loading (cut-off) .30 (n=529) based on 

.50 significant levels. 

6. The eigenvalues is considered more than 1 for the factor analysis extraction. 

 

3.7 Summary 

In this chapter, the theoretical framework and research methodology including research 

design, sample design, sample size, questionnaire design, product selection, data collection 

procedures and statistical techniques were discussed.  This study is a cross-sectional survey 

of Malaysian consumers of their purchase intention for Malaysian made automobile. 

According to Sekaran (2003), the minimum required sample size for this study is 385 at 

95% confidence level. The unit of analysis is individual consumer. Structured 

questionnaire was used to collect the data. Data were collected from respondents using the 

drop and pick method. For this study, a total of five construct namely intrinsic cues and 

extrinsic cues as independent variable, attitude toward brand and trust as mediating 
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variables and the dependent variable is purchase intention were defined and 

operationalized.  
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CHAPTER 4 

DATA ANALYSES AND RESULTS 

 

4.0 Introduction 

This chapter discusses the findings and the data analysis based on the outcome of the 

empirical survey carried out for this study. Data was analyzed using SPSS (Version 24) 

statistical package. The presentation of this chapter is divided into three sections. Firstly, 

the respondents profile based on their demographic characteristics are highlighted. 

Secondly, factor and reliability analysis are used to test the construct validity and internal 

consistency of the measures used in this study. Finally, regression analyses were performed 

to test the hypotheses. 

 

 

4.1 Response Rate 

Seven public universities that had agreed to participate in this study namely Universiti 

Utara Malaysia, Universiti Kebangsaan Malaysia, Universiti Putra Malaysia, Universiti 

Teknologi Malaysia are situated in Kuala Lumpur and Selangor respectively. A total of 

770 questionnaires were distributed to the respective universities part time master in 

business administration students through their lecturers. The lecturers were told to 

randomly distribute the questionnaire to their respective part time students. Three weeks 

after the date of distribution, the researcher collected the questionnaires from the heads of 

department. The process of distribution and collection of the questionnaire took about three 

months  
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from August to October 2017. The response rate of each of the participating universities is 

shown in Table 4.0. 

 

 

Table 4.0 
Participating Universities and the Overall Response Rate 
 
University / State N Questionnaire 

Distributed 
Respondents % 

Respondents 
% of Total 

Respondents 
 
Universiti Utara 
Malaysia, Kuala 
Lumpur 

 
200 

 
93 

 

 
40 

 
43.00 

 
13.33 

Universiti Teknologi 
Mara, Selangor 

750 350 
 

145 41.40 48.33 

Universiti Kebangsaan 
Malaysia, Selangor 

300 140 
 

41 29.30 13.67 

Universiti Putra 
Malaysia, Selangor 

120 56 
 

19 33.90 6.33 

Universiti Teknologi 
Malaysia, Kuala 
Lumpur 

280 131 
 

55 42.00 18.34 

       Total 1650 770 300 38.96 100.0 
 

 

A total of 300 questionnaires were returned from 770 questionnaires that were distributed. 

The response rate is 38.96%. From the 300 questionnaires returned, a total of 24 

questionnaires were rejected due to several reasons such as incomplete answers. Therefore, 

only 276 (35.84%) questionnaires were coded and analyzed.  

 

 

 

 

 



114 
 

4.2 Respondents Profile 

The demographic data of respondents collected for this study is an important aspect of the 

study since the findings could probably be different from other studies. The data is 

presented in Table 4.1. 

 
 
 
 
Table 4.1 
Profile of Respondents  
 

Demographics Category Frequency % 
 
Age 

 
< 25 

 
63 

 
22.8 

 25 – 35 81 29.4 
 36 – 45 62 22.5 
 46 – 55 52 18.8 
 > 56 18 6.5 
 
Gender 

 
Male 172 62.4 

 Female 104 37.6 
 
Ethnic group 

 
Malay 

 
157 

 
56.9 

 Chinese 88 31.9 
 Indian 31 11.2 
 Others - - 
 
Marital 

 
Single 

 
107 

 
38.8 

 Married 151 54.7 
 Divorced / Separated 18 6.5 
 
Occupation 

 
Public sector 

 
60 

 
21.8 

 Private sector 130 47.1 
 Business 70 25.4 
 Unemployed  16 5.8 
 
Monthly income 

 
Less than RM 1000 

 
16 

 
5.8 

 RM 1001 - RM 2000 63 22.8 
 RM 2001 - RM 3000 77 27.9 
 RM 3001 - RM 4000 75 27.2 
 More than RM 4001 45 16.3 
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Respondents were asked questions pertaining to age, gender, ethnicity, marital status, 

occupation and income. The majority of the respondents are in the 25-35 age group 

(29.4%), followed by less than 25 age group (22.8%). Next, the 36-45 age group (22.5%), 

followed by 46-55 age group (18.8%) and 6.5% are in the > 56 age group.  In terms of 

gender, female outnumbered the male respondents. From the total of 276 respondents, 172 

(62.4%) are male compared to 104 (37.6%) female. In terms of ethnic group, the majority 

are Malays (56.9%), followed by Chinese (31.9%), Indian (11.2%) and no respondents 

from other races. In terms of marital status, 151 or 54.7% are married, 107 (38.8%) are 

single and 18 (6.5%) are either divorced or separated. 

 

 

A total of 130 (47.1%) respondents are employed in the private sector, followed by public 

sector (60 or 21.8%), business (70 or 25.4%) and unemployed (16 0r 5.8%. On income,  

16% or (5.8%) of the respondents earned less than RM 1000, followed by those earning 

between RM 1001 - RM 2000 (22.8%) and those earning between RM 2001 - RM 3000 

(27.9%). Meanwhile, 27.2% of the respondents earned between between RM 3001 - RM 

4000. A percentage of 16.3% has a monthly income of more than RM 4001.  

 

 

4.3 Goodness of Measures 

The procedures for testing the goodness of measures must be utilized prior to any analysis 

which include factor and reliability analysis (Sekaran, 2003). The main purpose for 

conducting an exploratory factor analysis is to reduce the number of items to a smaller set 
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of factors (Hair et al., 2006).  Factors that had been cleaned were then named and summated 

scale scores were computed for each factor. The internal consistency of the newly found 

factors was examined by computing the Cronbach’s alpha values of higher than .60 (Hair 

et al., 2006).  

 

 

4.3.1 Factor Analyses 

Factor analysis can establish whether a common factor or more than one factor is present 

in the responses to the items.  Some items sometimes represent the same ideas of certain 

items that were going to be explored. Hair et al. (2006) have suggested that factor analysis 

be used to understand the underlying structure in the data matrix, to identify the most 

parsimonious set of variables, and to establish the goodness of measures for testing the 

hypotheses.  

 

 

Hair et al. (2006) has outlined six assumptions in conducting factor analysis: 

1. Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy values must exceed .50.  

2. Bartlett’s test of spherity is at least significant at .05. 

3. Anti-image correlation of items is greater than .50. 

4. Communalities of items must be greater than .50. 

5. Minimum requirement of factor loading is .30 (n = 500) based on a .05 significant level. 

6. Eigenvalues is considered more than 1 for the factor analysis extraction, and this 

guideline was used in this research. 
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4.3.1.1 Factor Analysis on Product Cues   

Exploratory factor analysis was undertaken to evaluate the validity of the product cues, 

which comprises the intrinsic, extrinsic cues and service ques. Initially, there were 46 items 

for the product cues:  12 items relating to intrinsic cues and for extrinsic cues - 6 items 

relating to country of origin, 7 items measuring price, 5 items relating to perceived risks 

and 10 items concerning country image. For service cue – 6 items relating to warranty. 

Principal components analysis with orthogonal varimax rotation was used to determine 

how many factors were appropriate and which items belonged together.  Initial results of 

the analysis on the 46 product cues items revealed that 35 items had either high cross-

loadings (.30 and above) or low factor loadings (.30 or below).  These items were 

eliminated from further analyses due to low factor loadings or high cross-loadings as 

suggested by Igbaria, Livari, & Maragah (1995) and Hair et al. (2006). Factor analysis was 

rerun on the remaining 31 product cues items.  

 

 

Several statistical values in factor analysis were observed to establish whether the items 

are suitable to be factor analyzed.  This is done by examining the values of Measure of 

Sampling Adequacy (MSA), Kaiser-Meyer-Olkin (KMO) and the Bartlett’s test of 

Sphericity.  In this study, the MSA value for the individual items was set to be above .50 

and the KMO (overall items) value to be above .60 (Blaikie, 2003).  Another important 

statistical test is the Bartlett’s test of sphericity.  This test can detect the presence of 

significant correlations among the variables.  If the value of the test is large and significant 

(p < .05), then it is appropriate to proceed with the factor analysis (Hair et al., 2006).  
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The results of the factor analysis for product cues have shown seven factors, with factors 

loading ranging from .56 to .83. The measure of sampling adequacy (MSA) is .94 which 

indicates that the items were interrelated and they shared common factors. Bartlett’s Test 

of Sphericity is significant (approximate Chi-Square 8932.18, p<.001), which indicated 

that there is sufficient number of significant intercorrelations for factor analysis.  

 

 

Results of the varimax rotated analysis indicated the existence of seven significant factors 

with eigenvalues greater than one that explained 65.92% of the variance.  The results of a 

scree test also provided support for four factor solution.  

 

 

4.3.1.2 Factor Analysis on Attitude towards Brand  

Factor and reliability analyses were conducted on attitude towards brand of China 

automobile. The results of the factor and reliability analyses, with factor loading for this 

factor ranged from .79 to .86. The measure of sampling adequacy (MSA) is .83 and the 

Bartlett’s Test of Sphericity is significant. Both have indicated that there is sufficient 

number of significant intercorrelations for factor analysis. Results of the varimax rotated 

analysis indicated the existence of four significant factors with eigenvalues greater than 

one that explained 57.31% of the variance. The results are presented in Table 4.2. 

Accordingly, the factor of attitude towards brand is represented by six items relating to 

consumers attitude towards a particular brand of automobile.  
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Table 4.2 
Results of the Factor Analysis on Attitude towards Brand  
 

 

Attitude Towards Brand 

 

Factor Loading 

 (Mediating Variable) 1 

 
Considering value for money, I prefer Chinese made brands compared to 
other brands. 

.86 

For automobile categories, the best buy is usually the Chinese made brand. .84 
I love it when Chinese made brand are available for the automobile 
categories if I have the intention to purchase. .83 

In general, Chinese made brand are good quality automobile. .80 
If I buy a Chinese made   brand, I always feel that I am getting a good 
deal. .79 

  
Eigenvalues 

 
3.44 

 Percentage Variance Explained 57.31 
 Total Variance Explained 57.31 
 KMO .83 
 Bartlett’s Test of Sphericity 1455.33*** 

 
Note: No items were deleted 
 
 

 

 

4.3.1.3 Factor Analysis on Trust  

Factor and reliability analyses were conducted on trust of China automobile. The results of 

the factor and reliability analyses, with factor loading for this factor ranged from .79 to .86. 

The measure of sampling adequacy (MSA) is .83 and the Bartlett’s Test of Sphericity is 

significant. Both have indicated that there is sufficient number of significant 

intercorrelations for factor analysis. Results of the varimax rotated analysis indicated the 

existence of four significant factors with eigenvalues greater than one that explained 

57.31% of the variance. The results are presented in Table 4.3. Accordingly, the factor of 

attitude towards brand is represented by five items relating to consumers attitude towards 

a particular brand of automobile.  
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Table 4.3 
Results of the Factor Analysis on Attitude towards Brand  
 

 

Trust 

 

Factor Loading 

 (Mediating Variable) 1 

 
Made in China automobile is trustworthy. 

 
.86 

Made in China automobile is known as one who keeps promises and 
commitments .84 

I trust Made in China automobile keeps my best interests in mind. .83 
Made in China automobile has more to lose than to gain by not delivering 
on their promises.* 

 
.80 

Made in China automobile meets my expectations.* .79 
  

Eigenvalues 
 

3.44 
 Percentage Variance Explained 57.31 
 Total Variance Explained 57.31 
 KMO .83 
 Bartlett’s Test of Sphericity 1455.33*** 

 
Note: No items were deleted 
 
 

 

 

4.3.1.4 Factor Analysis on Purchase Intention   

Finally, factor and reliability analyses were also conducted on purchase intention of Proton 

automobile. The results of the factor and reliability analyses, with factor loading for this 

factor ranging from .84 to .88. The measure of sampling adequacy (MSA) is .76 and the 

Bartlett’s Test of Sphericity is significant. Both have indicated that there is sufficient 

number of significant intercorrelations for factor analysis. Results of the varimax rotated 

analysis indicated the existence of four significant factors with eigenvalues greater than 

one that explained 74.65 % of the variance. The results are presented in Table 4.4. 

Accordingly, the factor of purchase intention is represented by four questions relating to 

intention to purchase a particular brand of automobile.  
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Table 4.4 
Results of the Factor Analysis on Purchase Intention  
 

 

Purchase Intention 

 

Component 

 (Dependent Variable) 1 

 
I would buy automobile made in China automobile rather than any other 
automobiles available. 

.88 

I am willing to recommend others to buy made in China automobiles. .88 
I am willing to purchase made in China automobiles in the future. .86 
If I were to buy an automobile, the probability of buying Chinese made 
automobile is… 

.84 

  
Eigenvalues 

 
2.99 

 Percentage Variance Explained 74.65 
 Total Variance Explained 74.65 
 KMO .76 
 Bartlett’s Test of Sphericity 

 
1298.08 

Note: No items were deleted 
 
 

 

 

4.3.2 Reliability Analyses  

The reliability for each measure was examined by computing its Cronbach’s alpha.  The 

reliability of a measure indicates the stability and consistency of the instrument in 

measuring a concept and helps to assess the goodness of a measure (Sekaran, 2003). 

Sekaran (2003) suggested that the minimum acceptable reliability is set at .60.  Therefore, 

as shown in Table 4.6, the Cronbach alphas of the measure were all above the lower limit 

of acceptability (Cronbach’s alpha > .60).  

 

 

The Cronbach’s alpha for reliability is .944, country image .921, perceived risks .873, and 

warranty .916. The reliability coefficient for attitude towards brand is .905, trust is .866 

and for purchase intention is .902. Therefore, as shown in Table 4.5, the Cronbach alphas 
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of the measure were all above the lower limit of acceptability (Cronbach’s alphas > .60). 

Hence, all the measure is highly reliable.  

 

 
Table 4.5 
Reliability Coefficients for the Major Variables  
 

 

Variable 
 

Number of 

items 

 

Cronbach 

Alpha 
 

Independent  variable (Product cues) 

  

 Price  7 .91 
 Country of Origin 5 .91 
 Country image 7 .921 
 Warranty 6 .905 
 Design  4 .81 
Mediating variable   
 Attitude towards brand 6 .905 
 Trust 4 .866 
Dependent variable   
 Purchase intention 5 .902 

 
 
 
 

 

4.3.3 Descriptive Analysis 

 
To understand the variability and interdependence of the subscales derived from the factor 

analyses, the means, standard deviations, and intercorrelations for each factor were 

computed. The means of the items in each of the factor were then used for hypotheses 

testing. The means and standard deviations of the study variables are shown in Table 4.8.  

Responses to all items to the study variables were made on a 5-point Likert scale (1 = 

strongly disagree to 5 = strongly agree).  The following criteria based on the mean scores 

were used to determine the levels of agreement of the variables.  A mean score of 2.00 or 



123 
 

less were considered as “low”; mean scores of 3.00 as “moderate”; while mean scores of 

4.00 or higher were termed as “high”.  

 

 

Results from Table 4.6 have shown that product cues were perceived only as moderate by 

consumers [reliability (M= 3.15, SD= .87), country image (M= 3.05, SD= .86), perceived 

risks (M= 3.25, SD= .74) and warranty (M= 3.19, SD= .72). This means that consumers 

only have moderate perception regarding product cues of an automobile. For the mediating 

variable, consumers have also indicated a moderate level of attitude towards brand of 

automobile (M = 3.13, SD = .89) and trust (M = 3.13, SD = .89). Similarly, the level of 

purchase intentions was also moderate (M = 3.36, SD = .93).    

 

 

Table 4.6 
Mean Score and Standard Deviation  
 

 

Variables 
 

Mean  
 

Standard Deviation 
 

Independent  variable (Product cues) 

  

 Reliability  3.15 .87 
 Country image 3.25 .74 
 Perceived risks 3.19 .72 
 Design  3.10 .83 
Mediating variable   
 Attitude towards brand 

Trust 
3.13 .89 

Dependent variable   
 Purchase intention 

 
3.36 .93 

 

 

 



124 
 

4.3.4 Correlations Analysis 

The Pearson product-moment correlation coefficients (r) were computed to examine the 

correlations and directions among the study variables to determine the interdependency of 

the study variables.  Before conducting a correlation analysis, preliminary analyses were 

undertaken to ensure no violation of the assumptions of linearity, normality, and 

homoscedasticity.  The distributions of scores of the study variables were inspected through 

histograms and scatterplots.  No violations of the assumptions were found.  For the 

behavioral sciences, correlation coefficients of .10, .30, .50, irrespective of the sign, are 

typically interpreted as small, medium, and large coefficients, respectively (Green, 

Salkind, & Akey, 1997).  Very high correlations exceeding .90 indicates the existence of 

multicollinearity (Hair et al., 2006).  Table 4.7 shows the intercorrelations of the study 

variables.  

 

 

Results of the Pearson correlation matrix for the study variables, as in Table 4.7, have 

shown that 40 out of the 45 intercorrelations were statistically significant. Correlations 

among product cues dimensions were statistically significant, ranging from -.11 to .65.  

 

 

The dimensions of product cues are significant and positively correlated with each other 

and with purchase intention. For instance, purchase intention is correlated with reliability 

(r = .45, p< .01), country image (r = .43, p< .01), perceived risks (r = .37, p< .01) and 

warranty (r = .31, p< .01).  
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The dimensions of product cues are significantly and positively correlated with each other 

and with attitude towards brand. The positive and significant correlation of reliability (r = 

.45, p< .01), country image (r = .43, p< .01), perceived risks (r = .37, p< .01) and warranty 

(r = .31, p< .01) with attitude towards brand indicating that the relationships are as 

hypothesized. 

 

 

Attitude towards brand variables are found to be positively and significantly correlated 

with the purchase intention (r = .64, p< .01) as hypothesized and thus indicating that a 

mediating role attitude towards brand on the relationship between product cues and 

purchase intention could be establish.  

 

 

The dimensions of product cues are significantly and positively correlated with each other 

and with trust. The positive and significant correlation of reliability (r = .45, p< .01), 

country image (r = .43, p< .01), perceived risks (r = .37, p< .01) and warranty (r = .31, 

p< .01) with trust indicating that the relationships are as hypothesized. 

 

 

Trust are found to be positively and significantly correlated with the purchase intention (r 

= .64, p< .01) as hypothesized and thus indicating that a mediating role trust on the 

relationship between product cues and purchase intention could be established.  
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Although, correlations among most of the variables were significant, the strength of the 

correlations was less than .90, which indicates that there was no serious multicollinearity 

(Hair et al., 2006). The results of the correlation analysis conducted on the study variables 

have suggested that if respondents have higher positive perceptions on product cues, they 

tend to have a greater attitude towards brand. Consequently, the results have shown that 

the higher the attitude towards brand, the higher the intention to purchase by the 

respondents. 

 

 

Table 4.7 
Intercorrelations of the Major Variables  
 

  

Variables 

 

1 

 

2 

 

3 

 

4 

 

5 

 

6 

 

7 

 

8 

 

9 

 

10 

 

1 Reliability  .50** .48** .51** -       
2 Country image .57** .65** .60** .61** -      
3 Perceived risks .42** .44** .41** .50** .49** -     
4 Warranty -.07 -.04 -.07 -.17** -.11* .01 -    
5 Attitude .52** .54** .48** .62** .59** .43** -.15** -   
6 Trust .25** .34** .32** .25** .32** .26** -.00 .42** -  
7 Intention .37** 

 
.45** 

 
.43** 

 
.53** 

 
.48** 

 
.31** 

 
-.14** 

 
.64** 

 
.41** 

 
- 
 

**  Correlation is significant at the 0.01 level (2-tailed). 
*  Correlation is significant at the 0.05 level (2-tailed). 
 
 
 
 
 
 
Results from the factor analysis have shown that there is a need to modify the existing 

theoretical framework. There are changes in the product cues (independent variables) 

dimension but no changes were necessary for the mediating and dependent variable.  
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From the exploratory factor analysis results, the dimensions of product cues were reduced 

from ten to only four dimensions. The dimensions retained are reliability, country image, 

perceived risks and warranty. The items for reliability, country image, perceived risks and 

warranty was retained. Thus, the slightly modified conceptual framework is proposed and 

presented in Figure 4.0. 

 

 

 

PRODUCT CUES 

 

Intrinsic Cues           
Reliability                       
 
Extrinsic Cues                
Country Image                  
Perceived risk                                
 

Service Cues     
Warranty 
 

 

 

   

 Attitude towards 

brand 

  

   Purchase Intention 

 Trust    

    

 

Figure 4.0   
The Modified Theoretical Framework 
 

 

4.4 Restatement of Hypotheses  

Restatements of hypotheses are required base on the modified conceptual framework. 

There would be five major hypotheses with twenty one corollary hypotheses. These 

hypotheses will be tested using multiple regression analysis and hierarchical multiple 

analysis and followed by a detail discussion of its outcome. These hypotheses are presented 

in Table 4.9. 
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Table 4.8 
Restated Hypotheses 
 

 Statements of Hypotheses 

 

H1 

 

There is a positive and significant relationship between product cues and 

purchase intention 

 

 H1a There is a positive and significant relationship between reliability and 
purchase intention. 

 H1b There is a positive and significant relationship between country image 
and purchase intention. 

 H1c There is a positive and significant positive relationship between 
perceived risks and purchase intention. 

 H1d There is a positive and significant relationship between warranty and 
purchase intention. 

 

H2 

 

There is a positive and significant relationship between product cues and 

attitude towards brand. 

 

 H2a There is a positive and significant relationship between reliability and 
attitude towards brand. 

 H2b There is a positive and significant relationship between country image 
and attitude towards brand. 

 H2c There is a positive and significant relationship between perceived 
risks and attitude towards brand. 

 H2d There is a positive and significant relationship between warranty and 
attitude towards brand. 

 

H3 

 

There is a positive and significant relationship between product cues and 

trust. 

 

 H3a There is a positive and significant relationship between reliability and 
trust. 

 H3b There is a positive and significant relationship between country image 
and trust. 

 H3c There is a positive and significant relationship between perceived 
risks and trust. 

 H3d There is a positive and significant relationship between warranty and 
trust. 

 

H4 

 

There is a positive and significant relationship between attitude towards 

brand and purchase intention.  

 

H5 There is a positive and significant relationship between trust and 

purchase intention.  
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Table 4.8 continued… 
 

 Statements of Hypotheses 

 

H6 

 

Attitude towards brand mediates the relationship between product cues 

and purchase intention. 

 
 H6a Attitudes towards brand mediates the relationship between reliability 

and purchase intention. 
 H6b Attitudes towards brand mediates the relationship between country 

image and purchase intention. 
 H6c Attitudes towards brand mediates the relationship between perceived 

risks and purchase intention. 
 H6d Attitudes towards brand mediates the relationship between warranty 

and purchase intention. 
 

H7 

 

Trust mediates the relationship between product cues and purchase 

intention. 

 
 H7a Trust mediates the relationship between reliability and purchase 

intention. 
 H7b Trust mediates the relationship between country image and purchase 

intention. 
 H6c Trust the relationship between perceived risks and purchase intention. 
 H7d Trust mediates the relationship between warranty and purchase 

intention. 
 

 
 
4.5 Multiple Regression Analysis 

 

Hierarchical multiple regressions were used to investigate the relationship between the 

independent variables and the dependent variable as posited in the research hypotheses.  

Regression analysis is considered appropriate for this study since both the independent and 

dependent variables were measured on a continuous scale. The four assumptions 

underlying multiple regressions analysis as suggested by Hair et al. (2006) were initially 

examined and followed as discussed in chapter 3.   
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4.5.1 The relationship between Product Cues to Purchase Intention  

Multiple Regression analysis was carried out to test the direct relationship between product 

cues (reliability, country image, perceived risks and warranty) and purchase intention of 

automobile (Figure 4.2).  

 

 
 
 
 
 
 
 
 
 
 
 
Figure 4.1   
The Relationship Between Product Cues and Purchase Intention  
 

 

Hypotheses H1 (and its corollary hypotheses) are hypothesized as having a positive and 

significant relationship between all dimension of product cues and purchase intention as 

presented in Table 4.9. To test the hypotheses, multiple regression analysis was carried out 

to determine the relationship between product cues (reliability, country image, perceived 

risks and warranty) and purchase intention.  

 
 
 
 
 
 
 
 
 
 

Product Cues 

Intrinsic Cues 

 reliability 
Extrinsic Cues 

 country image   

 perceived risks 
Service Cues 

 warranty 
 

Purchase Intention 
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Table 4.9 
Multiple Regression Analysis: Product Cues and Purchase Intention 
 

Dependent Variable Independent Variables Beta 
 
Purchase Intension 

 
reliability,  

 
.380*** 

 country image .046 

 perceived risks -.228*** 

 warranty .219** 

  
R2 

 
.646 

 Adjusted R2 .641 

 F  123.49*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 

 

 

From the results (Table 4.9), it was found that the four dimensions of product cues explain 

64.60% (R2 = .646) of the variance in purchase intention. The dimension of product cues 

namely reliability, (ß= .380***, p< .001), country image (ß= .046, ns), perceived risks (ß= 

- .228***,  p< .001), warranty (ß= .219***, p< .01), have shown that reliability, perceived 

risks and warranty are significantly associated with purchase intention. Meanwhile, 

country image has no significant relationship with purchase intention. The results of 

hypotheses testing are summarized in Table 4.10. 
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Table 4.10 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis  
 

Hypotheses testing Results  
 

H1 

 

There is a positive and significant relationship between product cues 

and purchase intention 

 

 

Partially 

supported 

 

 H1a There is a positive and significant relationship between reliability 
and purchase intention. 

 Supported 

 H1b There is a positive and significant relationship between country 
image and purchase intention. 

 Not supported 

 H1c There is a positive and significant relationship between perceived 
risks and purchase intention. 

 supported 

 H1d There is a positive and significant relationship between warranty 
and purchase intention. 

 Supported 

 

 

 

 

 

4.5.2 The relationship between Product Cues and Attitude towards Brand 

Multiple regression analysis was carried out to test the direct relationship between product 

cues and attitude towards brand (Figure 4.2).  

 

 

Hypotheses H2 (and its corollary hypotheses) are hypothesized as having a positive and 

significant relationship between all dimensions of product cues and attitude towards brand 

as presented in Table 4.11. To test the hypotheses, multiple regression analysis was carried 

out to determine the relationship between product cues (reliability, country image, 

perceived risks and warranty) and attitude towards brand.  
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Figure 4.2 
The Relationship Between Product Cues and Attitude Towards Brand  
 

 

From the results (Table 4.11), it was found that the four dimensions of product cues explain 

73.2% (R2 = .732) of the variance in attitude towards brand. The dimension of product cues 

namely reliability (ß= .226**, p< .01), perceived risks (ß= -.429***, p< .001), country 

image (ß= .198**, p< 0.01), warranty (ß= .084, ns). Results have shown that reliability, 

perceived risks and image are significantly associated with purchase intention. Therefore, 

it could be concluded that H2a, H2b and H2d are supported. The results of hypotheses 

testing are summarized in Table 4.12. 
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Table 4.11 
Multiple Regression Analysis: Product Cues and Attitude towards Brand  
 
Dependent Variable Independent Variables Beta 
 
Attitude Towards Brand 

 
Reliability 

 
.226** 

 Perceived risks -.424*** 

 Country image .198** 

 warranty .084 

  
R2 

 
.732 

 Adjusted R2 .729 

 F  185.504*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
 
 
Table 4.12 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis  
 

Hypotheses testing Results  
 

H2 
 

There is a positive and significant relationship between product cues 

and attitude towards brand. 

 

 

Partially 

supported 

 H2a There is a positive and significant relationship between reliability 
and attitude towards brand. 

 Supported 

 H2b There is a positive and significant relationship between country 
image and attitude towards brand. 

 Supported 

 H2c There is a negative and significant relationship between perceived 
risks and attitude towards brand. 

 Supported 

 H2d There is a positive and significant relationship between warranty 
and attitude towards brand. 

 Not supported 
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4.5.3  The relationship between Product Cues and Trust 

 

 

Multiple regression analysis was carried out to test the direct relationships between product 

cues and trust (Figure 4.3).  

 

 

Hypotheses H3 (and its corollary hypotheses) are hypothesized as having a positive and 

significant relationship between all dimensions of product cues and trust as presented in 

Table 4.13. To test the hypotheses, multiple regression analysis was carried out to 

determine the relationship between product cues (reliability, country image, perceived risks 

and warranty) and trust.  

 

 
 
 
 
 
 
 
 
 
 
 
Figure 4.3  
The Relationship Between Product Cues and Trust  
 

 

From the results (Table 4.13), it was found that the four dimensions of product cues explain 

67.77% (R2 = .677) of the variance in trust. The dimension of product cues namely 

reliability (ß= .210*, p< .01), country image (ß= .115, ns), warranty (ß= .263***, p< .001), 

risks (ß= -.316, p< .001). Results show that reliability, perceived risks and warranty are 
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significantly associated with trust. Therefore, it could be concluded that H2a, H2b and H2d 

are supported. The results of hypotheses testing are summarized in Table 4.14. 

 
 
 
Table 4.13 
Multiple Regression Analysis: Product Cues and Trust  
 
Dependent Variable Independent Variables Beta 
 
Trust 

 
Reliability 

 
.210* 

 Perceived risks -.316*** 

 Country image .115 

 Warranty .263*** 

  
R2 

 
.677 

 Adjusted R2 .672 

 F  142.01*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
 
 
 
Table 4.14 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis  
 

Hypotheses testing Results  
 

H2 
 

There is a positive and significant relationship between product cues 

and trust towards brand. 

 

 

Partially 

supported 

 H3a There is a positive and significant relationship between reliability 
and trust. 

 Supported 

 H3b There is a positive and significant relationship between country 
image and trust. 

 Not supported 

 H3c There is a negative and significant relationship between perceived 
risks and trust. 

 Supported 

 H3d There is a positive and significant relationship between warranty 
and trust. 

 Supported 
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4.5.4 The Relationship between Attitude Towards Brand To Purchase Intention 

 
Multiple regression analysis was carried out to test the direct relationship between attitude 

towards brand and purchase intention (Figure 4. 4).  

 

 

Hypotheses H4 are hypothesized as having a positive and significant relationship between 

attitude towards brand and purchase intention (Table 4.15). To test the hypotheses, multiple 

regression analysis was carried out to determine the relationship between attitudes towards 

brand and purchase intention.  

 

 
 
 
Figure 4.4  
The Relationship Between Attitude Towards Brand and Purchase Intention 
 

 

From the results (Table 4.15), it was found that attitude towards brand explain 41.10% 

(R2 = .41) of the variance in purchase intention. The dimension of attitude towards 

brand (ß= .64**, p< .001) is positively and significantly associated with purchase 

intention. Therefore, it could be concluded that H4 is supported. The results of hypotheses 

testing are summarized in Table 4.16. 
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Table 4.15 
Multiple Regression Analysis: Attitude Towards Brand and Purchase Intention 
  
Dependent Variable Independent Variables Beta 

   

Purchase Intention Attitude Towards Brand  .64*** 

  
R2 

 
.41 

 Adjusted R2 .41 

 F  367.57*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
 
 
 
Table 4.16 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis  
 

Hypotheses testing Results  
 
H4 
 

 
There is a positive and significant relationship between attitude towards brand 
and purchase intention.  
 

 
Supported 

 

 

 

4.5.5 The Relationship between Trust and Purchase Intention 

 

Multiple regression analysis was carried out to test the direct relationship between trust and 

purchase intention (Figure 4. 5).  

 

Hypotheses H4 is hypothesized as having a positive and significant relationship between 

trust and purchase intention (Table 4.17). To test the hypotheses, multiple regression 

analysis was carried out to determine the relationship between trust and purchase intention.  
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Figure 4.5  
The Relationship Between Trust and Purchase Intention 
 

 

From the results (Table 4.16), it was found that trust explain 41.10% (R2 = .41) of the 

variance in purchase intention. The dimension of attitude towards brand (ß= .64**, p< .01) 

are positively and significantly associated with purchase intention. Therefore, it could be 

concluded that H4 is accepted. The results of hypotheses testing are summarized in Table 

4.18. 

 
 
 
Table 4.17 
Multiple Regression Analysis: Trust and Purchase Intention 
  
Dependent Variable Independent Variables Beta 

   

Purchase Intention Trust  .64*** 

  
R2 

 
.41 

 Adjusted R2 .41 

 F  367.57*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
 
 
Table 4.18 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis  
 

Hypotheses testing Results  
 

H5 

 

 

There is a positive and significant relationship between trust and 

purchase intention.  

 

 

Supported 

 

 

Trust 

 

Purchase Intention 
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4.6  Test of Mediation 

 

The hierarchical regression analyses were carried out to examine the relationship between 

independent variables and dependent variable in the model. To test the mediating effect, 

Baron & Kenny’s (1986) approach was implemented as shown in Figure 4.6. Specifically, 

hypothesis 4 posits that attitude towards brand mediates the relationship between product 

cues and purchase intention.  

 

 

 

 

         

  ß2      ß3 

      

     ß1 
     ß4 
 

 

 
 
Figure 4.6 
Mediation Model: Baron & Kenny (1986) 
 
Equation 1 : ß1 must be significant 
(IV must influence DV significantly) 
Equation 2 : ß2 must be significant 
(IV must influence MV significantly) 
Equation 3 : ß3 must be significant  
(MV must influence DV significantly) 
 Equation 4 : If ß4 is not significant, Y is fully mediated. If ß4 is significant, Y is 
partially mediated 
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4.6.1 The Mediating Effect of Attitude Towards Brand On The Relationship 

Between Product Cues And Purchase Intention 

 
Multiple regression analysis was carried out to test the mediating effect of attitude towards 

brand on the relationship between product cues (reliability, perceived risks and warranty) 

and purchase intention. Based on the conditions above, country image is excluded because 

it does not have a significant relationship with the mediating variables (Figure 4.7).  

 

 

Hypotheses H6 are hypothesized that attitude towards brand mediates the relationship 

between reliability, country image, perceived risks and warranty  and purchase intention as 

presented in Table 4.19. To test the hypotheses, hierarchical regression analysis were 

carried out to determine the mediation effect of attitude towards brand.  

 

 
 
 
 
 
 
Figure 4.7   
Attitude Towards Brand Mediating The Relationship Between Product Cues And Purchase 
Intention 
 

 

As shown in Table 4.19, attitude towards brand has partially mediated the relationship 

between the three dimensions of product cues (reliability, perceived risks and warranty) 

and purchase intention. The inclusion of attitude towards brand has resulted in significant 

standard beta coefficient in step 2 for the independent variables. Therefore, it could be 
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concluded that H6 is supported. The results of hypotheses testing are summarized in Table 

4.20.  

 

 
Table 4.19 
Hierarchical Regression Results Using Attitude Towards Brand As A Mediator In The 
Relationship Between Product Cues And Purchase Intention 
 

Dependent Variable Independent Variable Std Beta Step 
1 

Std Beta Step 
2 

 
Purchase Intention 

 
Reliability   

 
.226*** 

 
.226*** 

 Country image .198** -.089 

 Perceived risks -.429*** .064 

 warranty .084 .162** 

  

Mediating  
  

 Attitude Towards Brand  .681*** 

  
R2 

 
.732 

 
.770 

 Adjusted R2 .729 .765 

 R2 Change .732 .038 

 F  185.504*** 180.452*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
 
Table 4.20 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis 
  

Hypotheses testing Results  
 

H6 

 

Attitude towards brand mediates the relationship between product cues 

and purchase intention. 

 

 

Partial 

mediation 

 H6a Attitudes towards brand mediates the relationship between 
reliability and purchase intention. 

 Partial 
mediation 

 H6b Attitudes towards brand mediates the relationship between country 
image and purchase intention. 

 Full 
mediation 

 H6c Attitudes towards brand mediates the relationship between 
perceived risks and purchase intention. 

 Full 
mediation 

 H6d Attitudes towards brand mediates the relationship between 
warranty and purchase intention. 

 No mediation 
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4.6.2 The Mediating Effect of Trust On The Relationship Between Product Cues 

And Purchase Intention 

 

 

Multiple regression analysis was carried out to test the mediating effect of trustd on the 

relationship between product cues (reliability, country image, perceived risks and 

warranty) and purchase intention. However, based on the conditions above, reliability, 

country image, perceived risks and warranty are included to test the mediation effect 

(Figure 4.8).  

 

 

Hypotheses H7 are hypothesized that attitude towards brand mediates the relationship 

between reliability, country image, perceived risks and warranty  and purchase intention as 

presented in Table 4.16. To test the hypotheses, hierarchical regression analysis were 

carried out to determine the mediation effect of attitude towards brand.  

 

 
 
 
 
 
 
Figure 4.8  
Attitude Towards Brand Mediating The Relationship Between Product Cues And Purchase 
Intention 
 

 

As shown in Table 4.21, attitude towards brand has partially mediated the relationship 

between the three dimensions of product cues (reliability, country image, perceived risks 

and warranty) and purchase intention. The inclusion of attitude towards brand has resulted 
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in significant standard beta coefficient in step 2 for the independent variables. Therefore, 

it could be concluded that H4 are accepted. The results of hypotheses testing are 

summarized in Table 4.22.  

 

 
Table 4.21 
Hierarchical Regression Results Using Attitude Towards Brand As A Mediator In The 
Relationship Between Product Cues And Purchase Intention 
 

Dependent Variable Independent Variable Std Beta Step 
1 

Std Beta Step 
2 

 
Purchase Intention 

 
Reliability   

 
.194* 

 
.293*** 

 Country image .112 -.004 

 Perceived risks -.315*** -.087 

 warranty .282*** .092 

  

Mediating  
  

 Attitude Towards Brand  .448*** 

  
R2 

 
.677 

 
.711 

 Adjusted R2 .672 .705 

 R2 Change .672 .034 

 F  142.001*** 132.571*** 

Note. Significant levels *p < .05, **p < .01, ***p < .001 
 
 
Table 4.22 
Summary of the Hypotheses Testing Results from Multiple Regression Analysis 
  

Hypotheses testing Results  
 

H6 

 

Attitude towards brand mediates the relationship between product cues 

and purchase intention. 

 

 

Partial 

mediation 

 H7a Trust mediates the relationship between reliability and purchase 
intention. 

 Partial 
mediation 

 H7b Trust mediates the relationship between country image and 
purchase intention. 

 No mediation 

 H6c Trust the relationship between perceived risks and purchase 
intention. 

 Full 
mediation 

 H7d Trust mediates the relationship between warranty and purchase 
intention. 

 Full 
mediation 
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4.7 Summary of Findings 

The data used in this study was generated from 276 respondents which represents a 

response rate of 35.84%. Different tests were carried to analyze the data. The results of the 

factor analysis have indicated that there are 4 factors for product cues dimensions and 

maintaining one factor for attitude towards brand, trust and purchase intention dimension. 

The Cronbach alpha has shown that the constructs used in this study were reliable as all of 

the factors were higher than .80. To determine the interrelationships of the variables, 

Bivariate correlation analysis were conducted. Multiple regressions were conducted to test 

the relationship between intrinsic cues, extrinsic cues, service cues, attitude towards brand, 

and purchase intention and intrinsic cues, extrinsic cues, service cues, trust and purchase 

intention. Hierarchical regressions were conducted to test the mediating effect of attitude 

towards brand and trust in the relationship between product cues and purchase intention. 

Hierarchical regression analyses was also carried out to test the mediating effect of attitude 

towards brand and trust in the relationship between product cues and purchase intention. 

The results of the hypotheses testing revealed mixed results on dimensions of product cues 

as reliability, perceived risks and warranty significantly influenced purchase intention. 

Reliability, country image, and perceived risks significantly influenced attitude towards 

brand, meanwhile reliability, perceived risks and warranty influenced trust towards 

product. The results of the hierarchical regression analysis have established that attitude 

towards brand and trust significantly influenced purchase intention. In addition, attitude 

towards brand and trust mediate the relationship between product cues (reliability, country 

image, perceived risks and warranty) and purchase intention. The full results of the 

hypotheses testing of the study are summarized in Table 4.23. 
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Table 4.23 
Summary of Restated Hypotheses  
 

 Statements of Hypotheses Remarks 

 

H1 

 

There is a positive and significant relationship between product cues and 

purchase intention 

 

 

Partially 

supported 

 H1a There is a positive and significant relationship between reliability and 
purchase intention. 

Supported 

 H1b There is a positive and significant relationship between country image 
and purchase intention. 

Not 
supported 

 H1c There is a negative and significant relationship between perceived 
risks and purchase intention. 

Supported 

 H1d There is a positive and significant relationship between warranty and 
purchase intention. 

Supported 

 

H2 

 

There is a positive and significant relationship between product cues and 

attitude towards brand. 

 

 

Partially 

supported 

 H2a There is a positive and significant relationship between reliability and 
attitude towards brand. 

Supported 

 H2b There is a positive and significant relationship between country image 
and attitude towards brand. 

Supported 

 H2c There is a negative and significant relationship between perceived 
risks and attitude towards brand. 

Supported 

 H2d There is a positive and significant relationship between warranty and 
attitude towards brand. 

Not 
supported 

 

H3 

 

There is a positive and significant relationship between product cues and 

trust. 

 

 

Partially 

supported 

 H3a There is a positive and significant relationship between reliability and 
trust. 

Supported 

 H3b There is a positive and significant relationship between country image 
and trust. 

Not 
supported 

 H3c There is a negative and significant relationship between perceived 
risks and trust. 

Supported 

 H3d There is a positive and significant relationship between warranty and 
trust. 

Supported 

 

H4 

 

There is a positive and significant relationship between attitude towards 

brand and purchase intention.  

 

 
Supported 

H5 There is a positive and significant relationship between trust and 

purchase intention.  

 

Supported 
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Table 4.20 continued… 
 

 Statements of Hypotheses Remarks 

 

H6 

 

Attitude towards brand mediates the relationship between product cues 

and purchase intention. 

 

 

Partial 

mediation 

 H6a Attitudes towards brand mediates the relationship between reliability 
and purchase intention. 

Partial 
mediation 

 H6b Attitudes towards brand mediates the relationship between country 
image and purchase intention. 

Full 
mediation 

 H6c Attitudes towards brand mediates the relationship between perceived 
risks and purchase intention. 

Full 
mediation 

 H6d Attitudes towards brand mediates the relationship between warranty 
and purchase intention. 

No mediation 

 

H7 

 

Trust mediates the relationship between product cues and purchase 

intention. 

 

 

Partial 

mediation 

 H7a Trust mediates the relationship between reliability and purchase 
intention. 

Partial 
mediation 

 H7b Trust mediates the relationship between country image and purchase 
intention. 

No  
mediation 

 H6c Trust the relationship between perceived risks and purchase intention. Full 
mediation 

 H7d Trust mediates the relationship between warranty and purchase 
intention. 

Full 
mediation 
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CHAPTER FIVE  

DISCUSSION AND CONCLUSION 

 

This chapter summarizes and integrates the results from the data analyses of this study to 

answer the research questions posited in chapter 1. It includes discussion on the 

implications, limitations and suggestions for future research. Finally, conclusion of the 

study is forwarded. 

 

 

5.0  Recapitulation of Study 

This study investigates the determinants of purchase intention of Chinese automobiles. 

Specifically, this study examined the relationship between perceptions of product cues 

(intrinsic, extrinsic and service cues), attitude towards brand, trust and purchase intention. 

It also investigates the mediation effects of attitude towards brand and trust on the 

relationship between product cues and purchase intention. 

 

 

The study was cross-sectional in nature and stratified random sampling method was 

utilized to select individual respondents comprising of working adults in public 

universities. Data were gathered from public universities working adults located in Kuala 

Lumpur and Selangor. A total of 770 questionnaires were distributed and 300 (38.96%) 

were returned. However, only 276 (35.84%) were usable, coded and analyzed. To examine 

the factorial validity of the measures, exploratory principal components factor analyses 

were utilized. The internal consistency of the measures was tested by computing the 
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Cronbach’s alpha. Finally, the hypotheses were analyzed using hierarchical regression 

analysis.  

 

 

Results from the factor analysis showed that product cues had four dimensions. The 

dimensions were reliability, country image, perceived risks and warranty. Dimensions with 

reliability coefficients that are below the acceptable value were excluded from the 

subsequent hypotheses testing. They were design, quality, country of origin, price, 

serviceability and aftersales service. Attitude towards brand, trust and purchase intention 

were found to be multi-dimensional. The findings have indicated that seven of the major 

hypotheses were either supported or partially supported and few hypothesis was rejected. 

Hierarchical multiple regression analysis results have shown that Hypothesis 1 was 

partially supported. From the four dimensions of product cues only reliability, perceived 

risks and warranty were significantly and positively related to consumers’ purchase 

intention of Chinese automobiles. 

 

 

Hypothesis 2 was also partially supported.  Three out of four of the product cues were 

found to be significantly and positively related to attitude towards brand. The product cues 

were reliability, perceived risks and warranty.  
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Hypothesis 3 was supported as trust was found to have a significant and positive 

relationship with purchase intention. The product cues were reliability, perceived risks and 

warranty.  

 

Hypothesis 4 was also supported.  This is because attitude towards brand has a positive and 

significant relationship between attitude towards brand and purchase intention. 

Hypothesis 5 was also supported.  This is because trust has a positive and significant 

relationship between attitude towards brand and purchase intention. 

 

Hypothesis 6 has a partial mediation of attitude towards brand on the relationship between 

product cues and purchase intention. This is because attitude towards brand has full 

mediation (perceived risks and warranty), partial mediation (reliability) and there is no 

mediation on country image. 

 

Hypothesis 7 has a partial mediation of trust on the relationship between product cues and 

purchase intention. This is because trust has full mediation (perceived risks and warranty), 

partial mediation (reliability) and there is no mediation on country image. 

 

 

5.0.1 Product Cues 
The independent variable for this study is product cues. The dimensions for product cues 

were reliability, county image, perceived risks and warranty. Results based on the 
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descriptive statistical analysis have found that the mean values for the four dimensions of 

product cues are greater than the median score based on a 5 likert scale. Since the mean 

score is higher than the median score, indicate that product cues are important for 

Malaysian consumers when they evaluate a product. 

 

From the four product cues, country image dimension have the highest score (3.47). This 

is followed by warranty (3.42), country image (3.08) and reliability (3.08). The descriptive 

statistical analysis results imply that, for Malaysian consumers, product cues play an 

important role in purchase decision process. Product cues are marketers’ tools in 

persuading consumers to buy their products.  

 

 

5.0.2 Attitude towards Brand 

The mean value for attitude towards brand (3.24), based on the descriptive statistical 

analysis is greater than the median score on a 5-likert scale. The implication is that 

Malaysian consumer’s attitude towards Chinese brand is relatively higher than the median 

scored. It appears that Malaysian consumers have a positive attitude towards Chinese 

brand.  
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5.0.3 Trust 

The mean value for trust (3.24), based on the descriptive statistical analysis is greater than 

the median score on a 5-likert scale. The implication is that Malaysian consumer’s attitude 

towards Chinese brand automobile is relatively higher than the median scored. It appears 

that Malaysian consumers have a positive attitude towards Chinese brand.  

 

 

5.0.4 Purchase Intention 

Results based on the descriptive statistical analysis, the mean value for purchase intention 

(3.39) is greater than the median score on a 5-likert scale. The implication is that Malaysian 

consumer’s purchase intention is relatively higher than the median score. It appears that 

Malaysian consumers have moderate purchase intention towards Chinese’s automobile. 

 

5.1  Discussion 

Purchase intention has received attention from many scholars in the past decade because 

purchase intention as verified by Fishbein and Ajzen (1967) theory of reasoned action, that 

buying intention could be an important index to predict consumer behavior. In addition, 

later studies have confirmed that purchase intentions as the most accurate predictor of 

purchase behavior (Morwitz & Schmittlein, 1992; Newberry et al., 2003; Pecotich et al., 

1996). In other word, firms’ that could predict purchase intention will achieve higher sales 

rate than their competitors. Also, the firm could understand the needs and wants in order 

to provide a superior value for customers.   
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The discussion will specifically focus on the research questions posited in this study. 

Specifically the research questions were:  

i. Does product cues (intrinsic cues, extrinsic cues, and service cues) will have 

any influence on their attitude towards brand?. 

ii. Does product cues (intrinsic cues, extrinsic cues, and service cues) will have 

any influence on trust? 

iii. Does attitude towards brand influence consumers purchase intention? 

iv. Does Trust influence consumers purchase intention? 

v. Does attitude towards brand mediates between product cues (intrinsic cues, 

extrinsic cues, and service cues) and purchase intention? 

vi. Does trust mediates the relationship between product cues (intrinsic cues, 

extrinsic cues, and service cues) and purchase intention? 

 

 

5.1.1  Product Cues and Purchase Intentions  

The first research question deals with the perceptions of the relationship of product cues 

on purchase intention. Hypothesis 1 posits that product cues will have a positive effect on 

purchase intention. This study found that three product cues, namely reliability, perceived 

risks and warranty are significantly and positively related to purchase intention. Reliability 

( = .32, p < .01) was found to be the strongest predictor of consumers’ behavioral 

intention, followed by perceived risks ( = .16, p < .01) and warranty ( = .16, p < .01).  

The result implies that consumers’ who have higher perceptions on reliability, perceived 

risks and warranty would be more likely to have higher levels of purchase intention.  
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In relation to reliability, this study finding has showed that consumers perceived that the 

reliability of Chinese automobile as reliable, very comfortable, handle well and safe.  

Consumer considered that reliability as an important product cue and they tend to have a 

higher purchase intention on automobile that are reliable. 

 

 

The importance of reliability could be explained from the pricing strategy employed by the 

automobile companies. Hence, the reliability needs to represent the product quality 

perception (Aqueveque, 2006; Dosen, Skare, & Krupka, 2006; Roth & Romeo, 1992). 

Thus, the need for reliability is perceived by this group of consumers’ as an essential part 

of the product cues as well as for their purchase intention. Similarly, consumers also have 

higher perceptions on Chinese’s design. They indeed perceived that Chinese automobile as 

having the current design and having a wide range of models to cater to segments of buyers 

targeted by Chinese automobile companies.  Higher perception on the design of the interior 

and exterior would also influence the purchase intention of the consumers. 

 

 

The findings of this study support previous researches on the relationship between product 

cues and purchase intention (Aqueveque, 2006; Ervelles, 1993; Forsythe et al., 1999; Page 

& Yuding, 2003).  The results from this study corresponds with Ervelles (1993) study of 

consumers’ perceptions on price as an indicator of quality that have a positive relationship 

with purchase intention. In tandem with Aqueveque (2006) findings that design enhanced 

the purchase intention of consumers. On the student sample, this finding is similar with 
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Aqueveque (2006) study that found that perceptions about extrinsic cues among students 

at a Chilean university were important predictors of students’ attitudes and purchase 

intention. 

 

 

Quality, country of origin, price, serviceability and aftersales service have significant 

relationship with purchase intention. One probable explanation could be that long lasting 

automobile is an important criteria when forming purchase intention. In addition, 

consumers indicate that serviceability and aftersales service is important to them because 

they might assume that it is an added value thrown in by the seller.  

 

 

Generally, the results of this study supported Huang, Lee and Ho (2006) argument that 

consumers who belief and having the knowledge about intrinsic cues (reliability), extrinsic 

cues (country image and perceived risks) and service cues (warranty) will have a significant 

and positive attitude towards purchase intention. Consumers will have a higher intention 

when their belief and expectation are met. This is in line with the theory of reasoned action 

(Fishbein & Ajzen, 1967).  

 

 

5.1.2  Product Cues and Attitude towards Brand  

The second research question deals with the influence of consumers’ perceptions of 

product cues on their attitudes towards the Chinese’s brand. Hypothesis 2 posits that 

product cues will have a positive effect on consumers’ attitudes towards the Chinese 
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automobile. This study found that four product cues, namely reliability, country image, 

perceived risks and warranty were significantly and positively related to attitude towards 

brand. Reliability ( = .32, p < .01) was found to be the strongest predictor of consumers’ 

attitude towards brand, followed by country image ( = .17, p < .01), perceived risks ( = 

.15, p < .01) and warranty ( = .15, p < .01). The result implies that consumers’ who have 

higher perceptions on reliability, country image, perceived risks and warranty would be 

more likely to have higher levels of attitude towards Chinese’s automobile. 

 

 

On perceived risks, the findings from this study showed that if the consumers’ perceived 

that the perceived risks of Chinese automobile  not lead to financial loss, performance loss, 

physical loss, psychological loss and social loss they tend to have greater attitude towards 

the Chinese’s brand.  Similarly, design of an automobile also would lead them to form a 

higher attitude towards Chinese automobile. Warranty, which include covering all kinds of 

malfunctions, repairing without any charges during warranty period and having a 

reasonable average warranty period are the factors perceived by these consumers’ as 

important in determining as a good warranty for an automobile. Reliability and country 

image of an automobile would also influence these consumers to exhibit greater attitude 

towards the brand. 

 

The results from this study concur with Haubl (1996) study that concluded that 

respondent’s perception towards product cues that signal reliability, country image, 

perceived risks and warranty of an automobile to have a positive relationship with their 
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attitude towards the brand.  This finding is also in tandem with previous findings that 

manufacturers which provide these product cues will enhance the respondent’s attitude 

towards the brand (Erickson & Johansson, 1985; Haubl, 1996; Monroe & Krishnan, 1985).  

 

On country image, the result of this study concurs with Roth & Romeo (1992) study on 

graduate students in Ireland, Mexico and the USA.  They found that country image of an 

automobile was positively and significantly related to the student’s attitude towards a 

particular brand of Chinese’s made automobile.  

 

Although some previous studies indicated that intrinsic cues which comprise of reliability, 

design and quality are important predictors of formation of attitudes (Liefeld, 2004; Roth 

& Romeo, 1992), this study found that these product cues were not significant predictors 

for these consumers attitude towards brand. The lack of a significant relationship between 

reliability, design and quality and attitude towards brand may be explained by the lack of 

information from the Chinese automobile manufacturer. This is in line with the theory of 

reasoned action (Fishbein & Ajzen, 1967). In other words, these consumers tend to 

reciprocate with positive attitudes such as having a higher attitude towards brand when 

their expectations and needs have been met. 
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5.1.3  Product Cues and Trust  

Hypothesis 3 posits that there is a positive and significant relationship between product 

cues and trust. This study found that four product cues, namely reliability, country image, 

perceived risks and warranty were significantly and positively related to trust. Reliability 

( = .42, p < .01) was found to be the strongest predictor, followed by country image, ( = 

.23, p < .01), perceived risks ( = .14, p < .01) and warranty ( = .14, p < .01) respectively.  

The result implies that students who have higher perceptions on reliability, country image, 

perceived risks and warranty would be more likely to express higher levels of trust on 

Chinese automobiles. 

  

 

The findings of this study support previous researches on the relationship between product 

cues (Mayer & Davis, 1999; Robinson & Rousseau, 1994; Uen & Chien, 2004; Whitener, 

2001).  The results from this study concur with Mayer and Davis’s (1999) study that 

concluded that product cues (reliability, country image, perceived risks and warranty) have 

a positive relationship with trust. This finding is also in tandem with Robinson and 

Rousseau’s (1994) findings that automobiles companies that market good products 

increase the level of trust on the automobiles. Thus, the is a need for automobile companies 

to fulfill the needs and wants of the consumers to ensure that it will increase their trust 

towards the automobile.   

 

In general, the results of this study supported Wayne et al.’s (1997) contention that 

reliability, country image, perceived risks and warranty would have significant positive 
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attitudes such as trust on the product.  This is in line with the theory of reasoned action 

(1967).  In other words, students tend to reciprocate with positive attitudes such as having 

a higher trust of Chinese’s automobile when their expectations and needs have been met. 

 

5.1.4 Attitude towards Brand and Purchase Intention 

The fourth research question posits that attitude towards brand has a significant direct effect 

on purchase intention. This result is consistent with previous research (Erickson & 

Johansson, 1995; Field, 2000; Haubl, 1996) that looks at the attitudinal – behavioral 

patterns. Similarly, findings on attitudinal research, have suggested that attitudes will have 

a strong, direct and positive effects on intentions (Bobbit & Dabholkar, 2001; Fishbein & 

Ajzen, 1975).  The linkage between attitudes and intention is essential in attitudinal 

research and has been supported in a wide variety of settings (Bagozzi, 1981; Dabholkar 

& Bagozzi, 2002; Shimp and Kavas, 1984). Therefore, the present study reinforced the role 

of consumer attitudes to predict purchase behavior. Bearing in mind, attitudes are 

moderately stable predispositions to behavior and individual attitude towards brand plays 

an important role in predicting consumer intention of a product or service (Fishbein & 

Ajzen, 1975). 

 

 

This study found that attitude towards brand was significantly and positively related to 

purchase intention. Attitude towards brand ( = .64, p < .01) was found to be a strong 

predictor on purchase intention. The result implies that consumers, who have higher 

attitude towards brand, would be more likely to perform the behavior.   
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5.1.5 Trust and Purchase Intention 

Hypothesis 5 posits that students trust on Chinese automobile will have a positive and 

significant relationship with purchase intentions.  Results of this study found that trust had 

a significant and positive relationship with purchase intentions ( = -.23, p < .01).  This 

finding is consistent with the findings of previous studies that found that consumers attitude 

towards the products produce in a certain country is an important predictor of their 

purchase intentions (Connell et al., 2003; Dirks & Ferrin, 2001; Schnake & Dumler, 2000).  

Schnake and Dumler’s (2000). The findings in this study also concur with Connell et al.’s 

(2003) findings whereby consumers purchase intentions were significantly increased when 

consumers had more trust towards the products.   

 

 

The result of this investigation implies that when consumers have high trust for the 

products, they are likely to express in higher purchase intentions.  This is in accordance 

with Brashear et al.’s (2005) suggestion that trust act as an intermediary between needs and 

expectations.  

 

5.1.6 The Mediating Role of Attitude towards Brand 

The sixth research question deals with the mediating role of attitude towards brand. 

Specifically, the objective was to determine the mediating influence of attitude towards 

brand on the relationship between product cues and purchase intention. Hypothesis 6 posits 

that attitude towards brand mediates the relationship between product cues and purchase 

intention. Based on the findings of this study, attitude towards brand fully mediated the 
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relationship between reliability, country image, perceived risks and warranty and purchase 

intention. This implies that reliability, country image, perceived risks and warranty have 

an indirect impact on respondents purchase intention via attitude towards brand.   

 

This finding is also consistent with Haubl (1996) that attitude towards brand is the essence 

of the formation of theory of reason action (Fishbein & Ajzen, 1967). For example, if Chine 

automobile reliability, country image, perceived risks and warranty is not to the 

respondents’ expectations, therefore, their purchase intention will be reduced and their 

attitude towards Chinese brand will also be reduced.  

 

It appears that respondents, who perceived that the Chinese automobile price is reasonable, 

will have a higher attitude towards Chinese’s brand. This will lead to greater purchase 

intention. Additionally, respondents want automobile that have reliability, country image, 

perceived risks and warranty. This will lead to having a higher attitude towards the brand 

and will lead to a higher purchase intention. 

 

Therefore, the result of this study suggests that efforts must be made to increase the 

respondents purchase intention and should focus on enhancing attitude towards brand. In 

addition, attitudes will have strong, direct and positive effects on intentions (Bobbit & 

Dabholkar, 2001; Dabholkar & Bagozzi, 2002; Fishbein & Ajzen, 1975). The link between 

attitude and intentions is fundamental in attitudinal research (Bagozzi, 1981; Shimp & 

Kavas, 1984). Special attention should be given on the reliability, country image, perceived 



162 
 

risks and warranty of the automobile, which were found to have a significant effect on 

respondents purchase intention.  

 

5.1.7 The Mediating Role of Trust 

The seven research questions deals with the mediating role of trust. Specifically, the 

objective was to determine the mediating influence of trust on the relationship between 

product cues and purchase intention.  

 

 

Hypothesis 7 posits that trust mediates the relationship between product cues and purchase 

intention. Based on the findings of this study, trust fully mediated the relationship between 

product cues and purchase intention. This implies that reliability, country image, perceived 

risks and warranty had an indirect impact on consumers via trust. This finding concurs with 

Guest and Conway’s (1999) study that reported that trust is an intervening variable 

explaining how product cues influenced consumer’s attitudes.  This finding is consistent 

with Robinson’s (1999) contention that trust is the essence of social exchange.  

 

Hypothesis 7 posits that trust in organization mediates the relationship between product 

cues and purchase intention. Results of this study found that trust fully mediated the 

relationship between reliability, country image, perceived risks and warranty and purchase 

intention. This implied that reliability, country image, perceived risks and warranty has an 

indirect impact on consumers purchase intention through trust. This finding shows that a 
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higher level of trust will be experienced only when consumers have trust on reliability, 

country image, perceived risks and warranty of Chinese’s automobile.  

 

The result of this study concurs with a recent finding by Brashear et al., (2005) on 

automobile purchase intention. Their study reported that trust was a key mediating variable 

between perceptions of trust and purchase intention.  Therefore, management of Chineses 

automobile should provide sufficient trust on Malaysian consumers in order to enhance 

sales of their automobile in Malaysia.  

 

5.2 Contributions of the Study 

The results of this study provide several theoretical and practical implications.   

 

5.2.1  Theoretical Contributions 

The theoretical relationships posited in the theoretical framework were empirically 

supported. Specifically, this study established the linkage between respondent’s 

perceptions on product cues (intrinsic, extrinsic cues and service cues), attitude towards 

brand, trust and purchase intention. In other words, this study adds further knowledge on 

the importance of product cues as the predictor of purchase intentions. This study also 

provides evidence to the importance of attitude towards brand and trust as the intervening 

variable and purchase intentions. By indicating the existence of significant direct and 

indirect effects of product cues, attitude towards brand, trust and purchase intentions and 

this study provides clear evidence that product cues are important in nurturing respondent’s 

positive attitudes. 
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This study also provides empirical support for the conceptual framework developed by 

Fishbein and Ajzen (1967) theory of reasoned action pertaining to the purchase intentions 

relationships. Their suggestion that a person’s beliefs about an object would influence the 

person’s attitudes toward that object and that the person’s attitudes toward the object would 

influence the person’s intentions toward the object were empirically substantiated. This 

study adds further knowledge on the behavioral intentions process. Specifically, this 

process is sequential as follows: cognitive attitude, affective attitude and behavioral 

intentions. Most importantly, this study gave evidence to the independent effects of 

cognitive attitude and affective attitude on behavioral intentions. 

 

Within the Malaysian context, this study enhances our understanding of the role attitude 

towards brand and trust on these consumers’. In particular, to the researcher’s knowledge, 

this is the few local study that examines the relationships among consumers’ perception of 

product cues, attitude towards brand, trust and purchase intentions. From the results of this 

study, marketers can understand more about psychological effects that affect the 

consumers’ attitudes, trust and behavioral intentions.   

 

5.2.2 Practical Contributions 

From the practical perspectives, the results of this study offer several suggestions to the 

Chinese’s automobile manufacturer, assemblers and distributors in Malaysia. Specifically, 

marketing managers should use the results from this study in order to enhance consumers’ 

purchase intention. Product cues pertaining to reliability, country image, perceived risks 

and warranty are found to have significant positive and direct effects on purchase intention. 
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Reliability, country image, perceived risks and warranty were also found to have 

significant indirect effects on purchase intentions via attitude towards brand and trust.  

Attitude towards brand and trust have significant positive and direct effects on purchase 

intention. These positive attitudes would lead to positive behavioral intention. Thus, the 

results from this study would provide guidance for Chinese manufacturer on how to 

increase sales and market share and also to reduce the consumers’ negative behavioral 

intentions.   

 

Chinese automobile manufacturer must make every effort to improve the consumers’ trust 

and attitude towards brand as an ongoing basis. They needs to introduce innovative and 

contemporary design from time to time. By introducing new models, consumers would 

have a better choice. Therefore, they needs to consider and introduce models that are 

reliable that can fulfill their target markets. Also, having wide range of models will cater 

to the different segment of Malaysian market. With the introduction of new automobile, 

respondents will have a better choice, thus their attitude towards brand will be higher, 

which in turn will have higher purchase intention. Results from this study have empirically 

shown that if Chinese manufacturer is committed to produce automobile that are reliabile, 

good country image, can overcome perceived risks and reasonable warranty can enhance 

the consumers’ attitude towards brand, trust and purchase intention. 

 

Besides that Chinese manufacturer also have to look at the warranty of their automobile. 

This study results have shown that perception on warranty have a direct influence on 

purchase intention and has as indirect influence on purchase intention via attitude towards 
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brand and trust. Results from this study have empirically shown that if warranty is 

committed to fulfill the consumers’ wants, it can enhance the latter’s attitude towards brand 

and purchase intention.   

 

The existence of country of image is also an important product cues in enhancing 

consumers’ attitude towards brand and trust. The statistical results obtained in this study 

showed that consumers’ perception of the country image of Chinese made automobile has 

a significant and positive effect on purchase intention via attitude towards brand and trust. 

The findings suggest that country image is an important attribute in product evaluation and 

it affect consumer evaluation on automobile produce in Chinese of their intention to 

purchase them. Besides Reliability, country image, perceived risks and warranty, 

consumers also look at perceived risks in making their purchase decision. Therefore, 

Chinese automobile manufacturer need to ensure that consumers perceived their 

automobile as: (1) purchase of chinese’s made automobile will not lead to financial loss, 

(2) purchase of chinese’s made automobile will not lead to a performance loss, (3) purchase 

of chinese’s made automobile will not lead to a physical loss, (4) purchase of chinese’s 

made automobile will not lead to a psychological loss, and (5) purchase of chinese’s made 

automobile will not lead to a social loss. Even though, consumers are exposed to other 

product cues, perceived risks can be used to simplify the evaluation process when 

consumers have too much information from other competing automobile companies. 

 

Reliability has a positive and significant influence on attitude towards brand and trust, will 

also provide practical implication for Chinese automobile. Therefore, to enhance consumer 
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attitude towards Chinese automobile brand, they needs to ensure that automobile produced 

are perceived as: (1) reliable, (2) very comfortable, (3) handle well and (4) safe. 

 

In sum, if Chinese automobile manufacturer’s wants to increase consumers’ positive 

attitudes towards their brand, trust and to increase purchase intentions, they should make 

efforts to introduce reliable, good country image, perceived risks and better warranty 

automobile, so that their automobile are viewed by the consumers as having important 

product cues in influencing their attitudes, trust and behavioral intentions.  

 

 

5.2.3 Policy Implications 

The results has emphasized that knowledge on purchase intention will provide a 

contribution towards the policy maker in formulating a favorable policy for the automotive 

industry. There is a need to have a policy on automotive industry for the purpose of 

enhancing purchase intention.  

 

By and large, the finding has suggested that the antecedents are important in enhancing 

purchase intention. The findings of this study has revealed that attitude towards brand 

strengthened the relationship between the antecedents and purchase intention. Therefore, 

automobile industry players and the policy maker should promote or encourage purchase 

intention by implementing the following policy measures: 
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a. Policy makers can help to educate the public by informing consumers about the 

importance of the automobile trade, employment and the multiplying effect on the 

economy caused by the declining sales of automobiles. This can be effective, as this study 

has revealed that consumer’s attitude towards brand and trust has a positive effect on 

purchase intention.  

 

b. Our findings verified that reliability and country image, is not the sole determinant 

when consumer decides to purchase an automobile. Perceived risks and warranty of an 

automobile is the other variable that consumer take into account when they decide to 

purchase an automobile. Therefore, the implication for policy maker, automobile 

manufacturer and assembler is that marketing strategies are complex in order to enhance 

consumer purchase intention. 

 

c. For functional products like automobile, automobile manufacturer need to think 

seriously about the marketing mix strategy that they used. For example, they need to carry 

out differentiated marketing that involves targeting several market segments and designing 

different automobile for each market. 

 

Finally, for Chinese automobile manufacturer, they should emphasize on reliability, 

country image, perceived risks and warranty in their promotional and publicity campaign. 

The findings of this study have verified that the four product cues (reliability, country 



169 
 

image, perceived risks and warranty) are the determinants in the consumers’ decision in 

purchasing automobile.  

 

5.3  Limitations and Suggestions for Future Research  

Several limitations of the study were identified based on the findings on the relationship 

between product cues (intrinsic and extrinsic cues), attitude towards brand, and purchase 

intention. The population of this study is working adults who are pursuing their business 

post-graduate degree courses at public universities in Kuala Lumpur and Selangor. The 

researcher does not have direct access to the respondents due to rules and policy of the 

respective public universities. Therefore, the head of department of business school became 

the link between the researcher and the respondents. Due to this constraint several 

limitations have been identified: Firstly, the majority of the respondents are Malays 

(56.9%), followed by Chinese (31.9%) and Indians (11.2%). The ethnic characteristics may 

limit the generalizability of the findings (Abdullah, 2003). Therefore, the findings of this 

study suggest that future research should ensure that each ethnic group is evenly 

represented in order to ensure the generalizability with regards to purchase intention in 

Malaysia. Secondly, only the Chinese brand automobile was used to represent the 

automobile brand, thus limiting the generalizability of the findings of this study to other 

brand of automobile available in Malaysia. Finally, future research may include both high 

and low involvement products and investigate the role of product cues, attitude towards 

brand and trust with a product category on consumers’ purchase intention. Future 

replications of this research may also include different samples to examine the stability of 

the model in predicting purchase intention and with different population or products. 

Further research in this direction should considerably increase the understanding of 



170 
 

purchase intention. Despite these limitations, the findings of this study will create greater 

interest in this topic and hopefully engender future research activities which can contribute 

to the understanding of this aspect of consumer behavior. 

 

 

5.4  Conclusion 

This study has outlined a purchase intentions model based on the Fishbein and Ajzen’s 

(1975) theory of reasoned action. The objective of the study was to examine the 

relationships between product cues, attitude towards brand, trust and purchase intention. 

From the findings obtained, the proposed framework was substantially validated. The study 

variables were observed to have a significant predictive effect on one’s purchase intentions. 

Thus, it can be concluded that product cues with regard to the consumers’ perceptions and 

individual attitudes (attitude towards brand and trust) are compelling predictors of the 

consumers’ purchase intentions within the automobile industry.  
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School of Business Management                                                                                              
Universiti Utara Malaysia                                                                                                     
06010 Sintok, Kedah Darul Aman Malaysia                                                                             
Tel : (604) 928 4000, Fax : (604) 928 3053 

 

Dear Participant, 
 
My name is RUSLI HASNAN and a Doctor of Business Administration (DBA) 
candidate from University Utara Malaysia, Malaysia. My DBA specialization is 
marketing. The topic of the research is “THE INFLUENCE OF PRODUCT CUES 
ON MALAYSIAN CONSUMERS INTENTION TO PURCHASE CHINESE 
AUTOMOBILES”.  
 
For the accomplishment of my DBA research, your valuable opinion is necessary 
and you are the most suitable candidate for this survey. Therefore I am inviting you 
to complete the attached questionnaire.  
 
The attached questionnaire has been designed according to your convenience. In 
all questions, you have multiple options and you have to choose appropriate one. 
For your comfort the questionnaire is divided into ten sections including 
demographic profile. The questionnaire comprises of 69 questions.  
 
Due to the multiple options it will take approximately 20 minutes for the completion. 
If you find that my work and / or findings can assist you in your academic work I 
can provide a copy of my complete results on your request. You can send me 
request to: rhasnan@gmail.com.  
 
I need your voluntary participation. Your honest opinion is most decisive one. If 
you are interested to participate in this survey kindly complete the attached 
questionnaire and send me back as soon as possible at my postal address.  
 
Regards 
 
 
 
_________________________   
RUSLI HASNAN      
Doctor of Business Administration (DBA) candidate     
University Utara Malaysia       
Sintok, Kedah 
Malaysia        
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Instruction: 

 

Thank you for taking the time to answer the questions in this survey. I am studying THE 

INFLUENCE OF PRODUCT CUES ON MALAYSIAN CONSUMERS INTENTION TO 

PURCHASE CHINESE AUTOMOBILES. 

 
Please circle the number that best describes your thoughts or feelings. There is no right 
or wrong answers. Please do not write your name on the questionnaire.  

 

Your answer will be used only for statistical purposes and will remain strictly confidential. 

 

Please read the instructions and questions carefully. 
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SECTION A 

 
Listed below are a series of statements that represent your opinions towards China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement by 
circling ONE of the five alternatives after each statements.   

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
In term of Reliability, China’s made automobile is:  
 

     
     

1 reliable 1 2 3 4 5 
2 very comfortable  1 2 3 4 5 
3 handle well 1 2 3 4 5 
4 safe 

 
1 2 3 4 5 

In term of Design, China’s made automobile is:  
 

     
     

5 current design  1 2 3 4 5 
6 interior design attractive 1 2 3 4 5 
7 exterior design attractive 1 2 3 4 5 
8 wide range of models 

 
1 2 3 4 5 

In term of Quality, China’s made automobile is:  
 

     
     

9 high quality  1 2 3 4 5 
10 high technology 1 2 3 4 5 
11 good value for money 1 2 3 4 5 
12 little maintenance  1 2 3 4 5 

 
 
 
 

SECTION B 

 
Listed below are a series of statements that represent your opinions about China, the country of 
origin of China’s made automobile. Please indicate the degree of your agreement or disagreement 
with each statement by circling ONE of the five alternatives after each statements.    

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

 Statements  

 
China as a country: 
 

13 is prestigious 1 2 3 4 5 
14 is innovative in manufacturing 1 2 3 4 5 
15 is good in designing 1 2 3 4 5 
16 has high quality in its workmanship 1 2 3 4 5 
17 is creative in its workmanship 1 2 3 4 5 
18 has a high level of technological advance 1 2 3 4 5 
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SECTION C 

 
Listed below are a series of statements about the warranty of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.  
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Warranty of China’s made automobile: 
 

19 the warranty covers all kinds of malfunctions. 1 2 3 4 5 
20 is repaired without any charges during warranty period. 1 2 3 4 5 
21 China’s made automobile has a warranty card that provides all information 

on repair services. 
1 2 3 4 5 

22 China’s made automobile has a reasonable average warranty period. 1 2 3 4 5 
23 if China’s made automobile were to break down during the period of the 

warranty, the seller will be capable of repairing the automobile. 
1 2 3 4 5 

24 i am more likely to purchase China’s made automobile that have a warranty. 1 2 3 4 5 
 
 
 
 

SECTION D 

 
Listed below are a series of statements regarding the price of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.   

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
The price of China’s made automobile: 
 

25 Is reasonably price. 1 2 3 4 5 
26 price as an indicator of the quality. 1 2 3 4 5 
27 is an economical automobile. 1 2 3 4 5 
28 i consider a good buy. 1 2 3 4 5 
29 the price is acceptable. 1 2 3 4 5 
30 appears to be a bargain. 1 2 3 4 5 
31 is a value buy. 1 2 3 4 5 
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SECTION E 

 
Listed below are a series of statements pertaining to perceived risks of purchasing of China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement by 
circling ONE of the five alternatives after each statements.   

 
1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
Perceived risks of purchasing of China’s made automobile: 
 

32 What is the probability that a purchase of China’s made automobile will lead 
to FINANCIAL LOSS for you because it would function poorly or would not 
meet your expectations based on the amount of money required to pay for 
it? 
 

1 2 3 4 5 

33 What is the probability that a purchase of China’s made automobile will lead 
to a PERFORMANCE LOSS for you because it would function poorly or 
would not meet your needs, desires or expectations very well? 

1 2 3 4 5 

 
34 

 
What is the probability that a purchase of China’s made automobile will lead 
to a PHYSICAL LOSS for you because it would not be very safe, would 
become unsafe or would be dangerous or harmful? 
 

1 2 3 4 5 

35 What is the probability that a purchase of China’s made automobile will lead 
to a PSYCHOLOGICAL LOSS for you because it would not fit well with your 
self image or self concept? 
 

1 2 3 4 5 

36 What is the probability that a purchase of China’s made automobile will lead 
to a SOCIAL LOSS for you because others would think less highly of you? 

1 2 3 4 5 
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SECTION F 

 
Listed below are a series of statements regarding the country image of China. Please indicate the 
degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements) 

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Country image of China: 
 

37 people are well educated 1 2 3 4 5 
38 technical skills of the work force are high 1 2 3 4 5 
39 products are unreasonably expensive 1 2 3 4 5 
40 country produces highly technical products 1 2 3 4 5 
41 products are made with meticulous workmanship 1 2 3 4 5 
42 products are imitations, not innovations 1 2 3 4 5 
43 products are distributed world wide 1 2 3 4 5 
44 products need frequent repairs 1 2 3 4 5 
45 advertising of products is informative 1 2 3 4 5 
46 friendly toward other countries in international affairs 1 2 3 4 5 

 

SECTION G 

 
Listed below are a series of statements regarding your attitude toward the China’s made automobile. 
Please indicate the degree of your agreement or disagreement with each statement by circling ONE 
of the five alternatives after each statement.  

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Attitude toward the China’s made automobile: 
 

47 Considering value for money, I prefer China’s made automobile 
compared to other brands. 

1 2 3 4 5 

48 For automobile categories, the best buy is usually the China’s made 
automobile. 

1 2 3 4 5 

49 I love it when China’s made automobile are available for the automobile 
categories if I have the intention to purchase. 

1 2 3 4 5 

50 In general, China’s made automobile are poor quality automobile. 1 2 3 4 5 
51 If I buy a China’s made automobile, I always feel that I am getting a good 

deal. 
1 2 3 4 5 

52 Buying China’s made automobile make me feel good. 1 2 3 4 5 
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SECTION H 
 
Listed are a series of statements pertaining to trust of China’s made automobile. Please indicate 
the degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Trust of China’s made automobile: 
 

53 Made in China automobile is trustworthy. 1 2 3 4 5 
54 Made in China automobile is known as one who keeps promises and 

commitments. 
1 2 3 4 5 

55 I trust Made in China automobile keeps my best interests in mind. 1 2 3 4 5 
56 Made in China automobile has more to gain by delivering on their 

promises. 
1 2 3 4 5 

57 Made in China automobile meets my expectations. 1 2 3 4 5 
 
 
 

SECTION I 

 
Listed are a series of statements pertaining to purchase intention of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor 
disagree  

Agree  Strongly agree 

 
Statements 

 
Purchase intention of China’s made automobile: 
 

58 I would buy automobile made in China automobile rather than any other 
automobiles available. 

1 2 3 4 5 

59 I am willing to recommend others to buy made in China automobiles. 1 2 3 4 5 
60 I am willing to purchase made in China automobiles in the future. 1 2 3 4 5 
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The following question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
61 If I were to buy an automobile, the probability of buying China’s made 

automobile is 
1 2 3 4 5 

 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly unlikely Unlikely  Neither likely nor unlikely  Likely  Highly likely 
 

Statements  

 
 

62 The likelihood that I would purchase a China’s made automobile is 
 

1 2 3 4 5 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement) 

 
1 2 3 4 5 

Very little 
knowledge 

Unknowledgeable  Neither knowledgeable  
nor unknowledgeable  

knowledgeable  
 

Very 
knowledgeable 

 
 Statements  

 
63 In term of automobiles, i consider myself to be….. 1 2 3 4 5 
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SECTION J 

 
Please give your personal data by ticking ‘X’ in the appropriate box:  Official 

use 

 
64 Your age?    
    

< 25   1 

26 - 35   2 

36 - 45   3 

46 - 55   4 

> 56   5 

 
 

65 Your gender? 
 

Male   1 

Female   2 

 
 

66 Your ethnic group?  
 

Malay     1 

Chinese    2 

Indian    3 

Others (please specify)   4 

 
 

67 Your marital status? 
 

Single   1 

Married   2 

Divorced or separated   3 

 
 

   

68 Your work? 
 

Public sector   1 

Private sector   2 

Business   3 

Unemployed    4 

 
 

69 Your monthly income?  
 

≤ RM 1000     1 

 RM 1001  - RM 2000   2 

 RM 2001 - RM 3000   3 

 RM 3001 - RM 4000   4 

≥ RM 4001     5 
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Other comments you would like to highlight concerning this research. 
 

 

 
 

 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE 
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School of Business Management                                                                                              
Universiti Utara Malaysia                                                                                                     
06010 Sintok, Kedah Darul Aman Malaysia                                                                             
Tel : (604) 928 4000, Fax : (604) 928 3053 

 

Dear Participant, 
 
My name is RUSLI HASNAN and a Doctor of Business Administration (DBA) 
candidate from University Utara Malaysia, Malaysia. My DBA specialization is 
marketing. The topic of the research is “THE INFLUENCE OF PRODUCT CUES ON 
MALAYSIAN CONSUMERS INTENTION TO PURCHASE CHINESE 
AUTOMOBILES”.  
 
For the accomplishment of my DBA research, your valuable opinion is necessary 
and you are the most suitable candidate for this survey. Therefore I am inviting you 
to complete the attached questionnaire.  
 
The attached questionnaire has been designed according to your convenience. In all 
questions, you have multiple options and you have to choose appropriate one. For 
your comfort the questionnaire is divided into ten sections including demographic 
profile. The questionnaire comprises of 69 questions.  
 
Due to the multiple options it will take approximately 20 minutes for the completion. If 
you find that my work and / or findings can assist you in your academic work I can 
provide a copy of my complete results on your request. You can send me request to: 
rhasnan@gmail.com.  
 
I need your voluntary participation. Your honest opinion is most decisive one. If you 
are interested to participate in this survey kindly complete the attached questionnaire 
and send me back as soon as possible at my postal address.  
 
Regards 
 
 
 
_________________________   
RUSLI HASNAN      
Doctor of Business Administration (DBA) candidate     
University Utara Malaysia       
Sintok, Kedah 
Malaysia        
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Instruction: 

 
Thank you for taking the time to answer the questions in this survey. I am 
studying the purchase intention of China’s made automobile among post-
graduate students in Klang valley, Malaysia. 
 
Please circle the number that best describes your thoughts or feelings. There is 
no right or wrong answers. Please do not write your name on the questionnaire.  
 
Your answer will be used only for statistical purposes and will remain strictly 
confidential. 
 

Please read the instructions and questions carefully. 
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SECTION A 

 
Listed below are a series of statements that represent your opinions towards China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement 
by circling ONE of the five alternatives after each statements.   
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
In term of Reliability, China’s made automobile is:  
 

     
     

1 reliable 1 2 3 4 5 
2 very comfortable  1 2 3 4 5 
3 handle well 1 2 3 4 5 
4 safe 

 
1 2 3 4 5 

In term of Design, China’s made automobile is:  
 

     
     

5 current design  1 2 3 4 5 
6 interior design attractive 1 2 3 4 5 
7 exterior design attractive 1 2 3 4 5 
8 wide range of models 

 
1 2 3 4 5 

In term of Quality, China’s made automobile is:  
 

     
     

9 high quality  1 2 3 4 5 
10 high technology 1 2 3 4 5 
11 good value for money 1 2 3 4 5 
12 little maintenance  1 2 3 4 5 
 
 
 
 

SECTION B 

 
Listed below are a series of statements that represent your opinions about China, the country of 
origin of China’s made automobile. Please indicate the degree of your agreement or disagreement 
with each statement by circling ONE of the five alternatives after each statements.    
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

 Statements  

 
China as a country: 
 
13 is prestigious 1 2 3 4 5 
14 is innovative in manufacturing 1 2 3 4 5 
15 is good in designing 1 2 3 4 5 
16 has high quality in its workmanship 1 2 3 4 5 
17 is creative in its workmanship 1 2 3 4 5 
18 has a high level of technological advance 1 2 3 4 5 
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SECTION C 

 
Listed below are a series of statements about the warranty of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.  
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Warranty of China’s made automobile: 
 
19 the warranty covers all kinds of malfunctions. 1 2 3 4 5 
20 is repaired without any charges during warranty period. 1 2 3 4 5 
21 China’s made automobile has a warranty card that provides all information 

on repair services. 
1 2 3 4 5 

22 China’s made automobile has a reasonable average warranty period. 1 2 3 4 5 
23 if China’s made automobile were to break down during the period of the 

warranty, the seller will be capable of repairing the automobile. 
1 2 3 4 5 

24 i am more likely to purchase China’s made automobile that have a warranty. 1 2 3 4 5 
 
 
 
 

SECTION D 

 
Listed below are a series of statements regarding the price of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.   

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
The price of China’s made automobile: 
 
25 Is reasonably price. 1 2 3 4 5 
26 price as an indicator of the quality. 1 2 3 4 5 
27 is an economical automobile. 1 2 3 4 5 
28 i consider a good buy. 1 2 3 4 5 
29 the price is acceptable. 1 2 3 4 5 
30 appears to be a bargain. 1 2 3 4 5 
31 is a value buy. 1 2 3 4 5 
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SECTION E 

 
Listed below are a series of statements pertaining to perceived risks of purchasing of China’s 
made automobile. Please indicate the degree of your agreement or disagreement with each 
statement by circling ONE of the five alternatives after each statements.   
 

1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
Perceived risks of purchasing of China’s made automobile: 
 
32 What is the probability that a purchase of China’s made automobile will 

lead to FINANCIAL LOSS for you because it would function poorly or 
would not meet your expectations based on the amount of money required 
to pay for it? 
 

1 2 3 4 5 

33 What is the probability that a purchase of China’s made automobile will 
lead to a PERFORMANCE LOSS for you because it would function poorly 
or would not meet your needs, desires or expectations very well? 

1 2 3 4 5 

 
34 

 
What is the probability that a purchase of China’s made automobile will 
lead to a PHYSICAL LOSS for you because it would not be very safe, 
would become unsafe or would be dangerous or harmful? 
 

1 2 3 4 5 

35 What is the probability that a purchase of China’s made automobile will 
lead to a PSYCHOLOGICAL LOSS for you because it would not fit well 
with your self image or self concept? 
 

1 2 3 4 5 

36 What is the probability that a purchase of China’s made automobile will 
lead to a SOCIAL LOSS for you because others would think less highly of 
you? 

1 2 3 4 5 

 
 
 

SECTION F 

 
Listed below are a series of statements regarding the country image of China. Please indicate the 
degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements) 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Country image of China: 
 
37 people are well educated 1 2 3 4 5 
38 technical skills of the work force are high 1 2 3 4 5 
39 products are unreasonably expensive 1 2 3 4 5 
40 country produces highly technical products 1 2 3 4 5 
41 products are made with meticulous workmanship 1 2 3 4 5 
42 products are imitations, not innovations 1 2 3 4 5 
43 products are distributed world wide 1 2 3 4 5 
44 products need frequent repairs 1 2 3 4 5 
45 advertising of products is informative 1 2 3 4 5 
46 friendly toward other countries in international affairs 1 2 3 4 5 
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SECTION G 

 
Listed below are a series of statements regarding your attitude toward the China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement 
by circling ONE of the five alternatives after each statement.  
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Attitude toward the China’s made automobile: 
 
47 Considering value for money, I prefer China’s made automobile 

compared to other brands. 
1 2 3 4 5 

48 For automobile categories, the best buy is usually the China’s made 
automobile. 

1 2 3 4 5 

49 I love it when China’s made automobile are available for the automobile 
categories if I have the intention to purchase. 

1 2 3 4 5 

50 In general, China’s made automobile are poor quality automobile. 1 2 3 4 5 
51 If I buy a China’s made automobile, I always feel that I am getting a good 

deal. 
1 2 3 4 5 

52 Buying China’s made automobile make me feel good. 1 2 3 4 5 
 
 
 
 
 
SECTION H 
 
Listed are a series of statements pertaining to trust of China’s made automobile. Please indicate the 
degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Trust of China’s made automobile: 
 
53 Made in China automobile is trustworthy. 1 2 3 4 5 
54 Made in China automobile is known as one who keeps promises and 

commitments. 
1 2 3 4 5 

55 I trust Made in China automobile keeps my best interests in mind. 1 2 3 4 5 
56 Made in China automobile has more to gain by delivering on their 

promises. 
1 2 3 4 5 

57 Made in China automobile meets my expectations. 1 2 3 4 5 
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SECTION I 

 
Listed are a series of statements pertaining to purchase intention of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor 
disagree  

Agree  Strongly agree 

 
Statements 

 
Purchase intention of China’s made automobile: 
 

58 I would buy automobile made in China automobile rather than any other 
automobiles available. 

1 2 3 4 5 

59 I am willing to recommend others to buy made in China automobiles. 1 2 3 4 5 
60 I am willing to purchase made in China automobiles in the future. 1 2 3 4 5 

 

 
 
 
The following question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
61 If I were to buy an automobile, the probability of buying China’s made 

automobile is 
1 2 3 4 5 

 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly unlikely Unlikely  Neither likely nor unlikely  Likely  Highly likely 
 

Statements  

 
 
62 The likelihood that I would purchase a China’s made automobile is 

 
1 2 3 4 5 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement) 
 

1 2 3 4 5 
Very little 

knowledge 
Unknowledgeable  Neither knowledgeable  

nor unknowledgeable  
knowledgeable  

 
Very 

knowledgeable 

 
 Statements  

 
63 In term of automobiles, i consider myself to be….. 1 2 3 4 5 
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SECTION J 

 
Please give your personal data by ticking ‘X’ in the appropriate box:  Official use 

 
64 Your age?    
    

< 25   1 

26 - 35   2 

36 - 45   3 

46 - 55   4 

> 56   5 

 
 
65 Your gender? 

 
Male   1 

Female   2 

 
 
66 Your ethnic group?  

 

Malay     1 

Chinese    2 

Indian    3 

Others (please specify)   4 

 
 
67 Your marital status? 

 

Single   1 

Married   2 

Divorced or separated   3 

 
 

   

68 Your work? 
 

Public sector   1 

Private sector   2 

Business   3 

Unemployed    4 

 
 
69 Your monthly income?  

 

≤ RM 1000     1 

 RM 1001  - RM 2000   2 

 RM 2001 - RM 3000   3 

 RM 3001 - RM 4000   4 

≥ RM 4001     5 

 
 
Other comments you would like to highlight concerning this research. 

 
 

 
 

 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE 
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School of Business Management                                                                                              
Universiti Utara Malaysia                                                                                                     
06010 Sintok, Kedah Darul Aman Malaysia                                                                             
Tel : (604) 928 4000, Fax : (604) 928 3053 

 

Dear Participant, 
 
My name is RUSLI HASNAN and a Doctor of Business Administration (DBA) 
candidate from University Utara Malaysia, Malaysia. My DBA specialization is 
marketing. The topic of the research is “THE INFLUENCE OF PRODUCT CUES ON 
MALAYSIAN CONSUMERS INTENTION TO PURCHASE CHINESE 
AUTOMOBILES”.  
 
For the accomplishment of my DBA research, your valuable opinion is necessary 
and you are the most suitable candidate for this survey. Therefore I am inviting you 
to complete the attached questionnaire.  
 
The attached questionnaire has been designed according to your convenience. In all 
questions, you have multiple options and you have to choose appropriate one. For 
your comfort the questionnaire is divided into ten sections including demographic 
profile. The questionnaire comprises of 69 questions.  
 
Due to the multiple options it will take approximately 20 minutes for the completion. If 
you find that my work and / or findings can assist you in your academic work I can 
provide a copy of my complete results on your request. You can send me request to: 
rhasnan@gmail.com.  
 
I need your voluntary participation. Your honest opinion is most decisive one. If you 
are interested to participate in this survey kindly complete the attached questionnaire 
and send me back as soon as possible at my postal address.  
 
Regards 
 
 
 
_________________________   
RUSLI HASNAN      
Doctor of Business Administration (DBA) candidate     
University Utara Malaysia       
Sintok, Kedah 
Malaysia        
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Instruction: 

 
Thank you for taking the time to answer the questions in this survey. I am 
studying the purchase intention of China’s made automobile among post-
graduate students in Klang valley, Malaysia. 
 
Please circle the number that best describes your thoughts or feelings. There is 
no right or wrong answers. Please do not write your name on the questionnaire.  
 
Your answer will be used only for statistical purposes and will remain strictly 
confidential. 
 

Please read the instructions and questions carefully. 
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SECTION A 

 
Listed below are a series of statements that represent your opinions towards China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement 
by circling ONE of the five alternatives after each statements.   
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
In term of Reliability, China’s made automobile is:  
 

     
     

1 reliable 1 2 3 4 5 
2 very comfortable  1 2 3 4 5 
3 handle well 1 2 3 4 5 
4 safe 

 
1 2 3 4 5 

In term of Design, China’s made automobile is:  
 

     
     

5 current design  1 2 3 4 5 
6 interior design attractive 1 2 3 4 5 
7 exterior design attractive 1 2 3 4 5 
8 wide range of models 

 
1 2 3 4 5 

In term of Quality, China’s made automobile is:  
 

     
     

9 high quality  1 2 3 4 5 
10 high technology 1 2 3 4 5 
11 good value for money 1 2 3 4 5 
12 little maintenance  1 2 3 4 5 
 
 
 
 

SECTION B 

 
Listed below are a series of statements that represent your opinions about China, the country of 
origin of China’s made automobile. Please indicate the degree of your agreement or disagreement 
with each statement by circling ONE of the five alternatives after each statements.    
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

 Statements  

 
China as a country: 
 
13 is prestigious 1 2 3 4 5 
14 is innovative in manufacturing 1 2 3 4 5 
15 is good in designing 1 2 3 4 5 
16 has high quality in its workmanship 1 2 3 4 5 
17 is creative in its workmanship 1 2 3 4 5 
18 has a high level of technological advance 1 2 3 4 5 
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SECTION C 

 
Listed below are a series of statements about the warranty of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.  
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Warranty of China’s made automobile: 
 
19 the warranty covers all kinds of malfunctions. 1 2 3 4 5 
20 is repaired without any charges during warranty period. 1 2 3 4 5 
21 China’s made automobile has a warranty card that provides all information 

on repair services. 
1 2 3 4 5 

22 China’s made automobile has a reasonable average warranty period. 1 2 3 4 5 
23 if China’s made automobile were to break down during the period of the 

warranty, the seller will be capable of repairing the automobile. 
1 2 3 4 5 

24 i am more likely to purchase China’s made automobile that have a warranty. 1 2 3 4 5 
 
 
 
 

SECTION D 

 
Listed below are a series of statements regarding the price of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the 
five alternatives after each statements.   

 
1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
The price of China’s made automobile: 
 
25 Is reasonably price. 1 2 3 4 5 
26 price as an indicator of the quality. 1 2 3 4 5 
27 is an economical automobile. 1 2 3 4 5 
28 i consider a good buy. 1 2 3 4 5 
29 the price is acceptable. 1 2 3 4 5 
30 appears to be a bargain. 1 2 3 4 5 
31 is a value buy. 1 2 3 4 5 
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SECTION E 

 
Listed below are a series of statements pertaining to perceived risks of purchasing of China’s 
made automobile. Please indicate the degree of your agreement or disagreement with each 
statement by circling ONE of the five alternatives after each statements.   
 

1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
Perceived risks of purchasing of China’s made automobile: 
 
32 What is the probability that a purchase of China’s made automobile will 

lead to FINANCIAL LOSS for you because it would function poorly or 
would not meet your expectations based on the amount of money required 
to pay for it? 
 

1 2 3 4 5 

33 What is the probability that a purchase of China’s made automobile will 
lead to a PERFORMANCE LOSS for you because it would function poorly 
or would not meet your needs, desires or expectations very well? 

1 2 3 4 5 

 
34 

 
What is the probability that a purchase of China’s made automobile will 
lead to a PHYSICAL LOSS for you because it would not be very safe, 
would become unsafe or would be dangerous or harmful? 
 

1 2 3 4 5 

35 What is the probability that a purchase of China’s made automobile will 
lead to a PSYCHOLOGICAL LOSS for you because it would not fit well 
with your self image or self concept? 
 

1 2 3 4 5 

36 What is the probability that a purchase of China’s made automobile will 
lead to a SOCIAL LOSS for you because others would think less highly of 
you? 

1 2 3 4 5 

 
 
 

SECTION F 

 
Listed below are a series of statements regarding the country image of China. Please indicate the 
degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements) 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Country image of China: 
 
37 people are well educated 1 2 3 4 5 
38 technical skills of the work force are high 1 2 3 4 5 
39 products are unreasonably expensive 1 2 3 4 5 
40 country produces highly technical products 1 2 3 4 5 
41 products are made with meticulous workmanship 1 2 3 4 5 
42 products are imitations, not innovations 1 2 3 4 5 
43 products are distributed world wide 1 2 3 4 5 
44 products need frequent repairs 1 2 3 4 5 
45 advertising of products is informative 1 2 3 4 5 
46 friendly toward other countries in international affairs 1 2 3 4 5 
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SECTION G 

 
Listed below are a series of statements regarding your attitude toward the China’s made 
automobile. Please indicate the degree of your agreement or disagreement with each statement 
by circling ONE of the five alternatives after each statement.  
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Attitude toward the China’s made automobile: 
 
47 Considering value for money, I prefer China’s made automobile 

compared to other brands. 
1 2 3 4 5 

48 For automobile categories, the best buy is usually the China’s made 
automobile. 

1 2 3 4 5 

49 I love it when China’s made automobile are available for the automobile 
categories if I have the intention to purchase. 

1 2 3 4 5 

50 In general, China’s made automobile are poor quality automobile. 1 2 3 4 5 
51 If I buy a China’s made automobile, I always feel that I am getting a good 

deal. 
1 2 3 4 5 

52 Buying China’s made automobile make me feel good. 1 2 3 4 5 
 
 
 
 
 
SECTION H 
 
Listed are a series of statements pertaining to trust of China’s made automobile. Please indicate the 
degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor disagree  Agree  Strongly agree 
 

Statements  

 
Trust of China’s made automobile: 
 
53 Made in China automobile is trustworthy. 1 2 3 4 5 
54 Made in China automobile is known as one who keeps promises and 

commitments. 
1 2 3 4 5 

55 I trust Made in China automobile keeps my best interests in mind. 1 2 3 4 5 
56 Made in China automobile has more to gain by delivering on their 

promises. 
1 2 3 4 5 

57 Made in China automobile meets my expectations. 1 2 3 4 5 
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SECTION I 

 
Listed are a series of statements pertaining to purchase intention of China’s made automobile. Please 
indicate the degree of your agreement or disagreement with each statement by circling ONE of the five 
alternatives after each statements 
 
 

1 2 3 4 5 

Strongly disagree Disagree Neither agree nor 
disagree  

Agree  Strongly agree 

 
Statements 

 
Purchase intention of China’s made automobile: 
 

58 I would buy automobile made in China automobile rather than any other 
automobiles available. 

1 2 3 4 5 

59 I am willing to recommend others to buy made in China automobiles. 1 2 3 4 5 
60 I am willing to purchase made in China automobiles in the future. 1 2 3 4 5 

 

 
 
 
The following question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly improbable Improbable  Neither probable nor improbable Probable  Highly probable 
 

Statements  

 
61 If I were to buy an automobile, the probability of buying China’s made 

automobile is 
1 2 3 4 5 

 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement 
 

1 2 3 4 5 

Highly unlikely Unlikely  Neither likely nor unlikely  Likely  Highly likely 
 

Statements  

 
 
62 The likelihood that I would purchase a China’s made automobile is 

 
1 2 3 4 5 

 
 
The next question uses the following scale. Please indicate the degree of your agreement or 
disagreement with each statement by circling ONE of the five alternatives after each statement) 
 

1 2 3 4 5 
Very little 

knowledge 
Unknowledgeable  Neither knowledgeable  

nor unknowledgeable  
knowledgeable  

 
Very 

knowledgeable 

 
 Statements  

 
63 In term of automobiles, i consider myself to be….. 1 2 3 4 5 

 



 241 

SECTION J 

 
Please give your personal data by ticking ‘X’ in the appropriate box:  Official use 

 
64 Your age?    
    

< 25   1 

26 - 35   2 

36 - 45   3 

46 - 55   4 

> 56   5 

 
 
65 Your gender? 

 
Male   1 

Female   2 

 
 
66 Your ethnic group?  

 

Malay     1 

Chinese    2 

Indian    3 

Others (please specify)   4 

 
 
67 Your marital status? 

 

Single   1 

Married   2 

Divorced or separated   3 

 
 

   

68 Your work? 
 

Public sector   1 

Private sector   2 

Business   3 

Unemployed    4 

 
 
69 Your monthly income?  

 

≤ RM 1000     1 

 RM 1001  - RM 2000   2 

 RM 2001 - RM 3000   3 

 RM 3001 - RM 4000   4 

≥ RM 4001     5 

 
 
Other comments you would like to highlight concerning this research. 

 
 

 
 

 
THANK YOU FOR COMPLETING THIS QUESTIONNAIRE 
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