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Lesson in Life 085 M & Avex

A Firstyear students at the Auburn University Vet School were attending th

first anatomy class with a real dead cow. They all gathered around the

surgery table with the body covered with a white sheet. The professor st:

the class be telling them:

Nl n Veterinary medicine It I S ne
as a doctor. The first Is that you do not be disgusted by anything

l nvol ving the animal 0s bodyo



Lesson in Life 085 M = Aoex

A For an example, the Professor pulled back the sheet, stuck his finger Ir

butt of the cow, withdrew it, and stuck his finger in his mouth.

nGo ahead and do the same thing, o he

A The students freaked out, hesitated for several minutes, but eventually
took turn sticking a finger in the butt of the dead cow and sucking on it.

When everyone finished, the Prof



Lesson in Life 085 M & Avex

NThe second most | mportant

stuck in my middle finger and sucked on my index

finger.

Now | earn to pay attenti on.

tougher when you are stupil (



Learning Objectives 085 M & Avex

Understand . ..

A The terminology used by professional researchers employing
scientific thinking.
A What you need to formulate a solid research hypothesis.

A The need for sound reasoning to enhance research results.



Research and Intuition %@%U"M | APE)(

3-7

Af we ignore supernatural inspiration, intuition is based on two things:
experience and intelligence. The more experience | have with you, the more
likely | am to encounter repetition of activities and situations that help me
learn about you. The smarter | am, the more | can abstract from those

experiences to find connections an

JeffreyBradshowcreator of the

software that searches databases
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Curiosity Is the Ally of a Researcher

The Wheel.
The Laightbulb.
The Microchip.

Sliced bread.

Where would the
world be without

_

CUuriosityr

Cardesite It tn cosr natore. It's 2 past of ous dxily lbves. It's sae «of the toost
Sehind ali cirilsasem

Andl a1 Sypsevane, s wihal rexalies as tiak As one of e world s 3op sescar<h
companies, curicodity is a8 @he hoeart off all @xer we o Orur global netwoslk was
crexted by brimging tegother liko-mmindeod mntelligens peopdec all of whom haxwe
[P F

relonsdess decire %o seak amvowers, and find better wags «f dolmg things.

B yosr we Cumbous te sce sur globral masket intelligcoyce in acoten oo pyoarsell
ceersail wus Al o BN owRLE Lo

Advesr 22, hhstesy has proven == saghsa
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Thinking Style
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S UTTE bt

Idealism

Rationalism

Postulate -

Self evident truth i}

Authority

Scientific Method -

Literary [}

Untested opinion

Empiricism

Existentialism




Four Sourcesof Information

Intuition

l

Authority

Decision
Making

nf UNWERSITI
% SAINS
Aakn MALAYSIA

_

Experience

1

Research




Challengefor the researcher %@% 87 Apex

A The researchenust be abléo identify sourceof quality
Information withthe highestvaluewhich will bringthe
highest benefit and outcomefor thedecision beindaced by

themanagement



ResearchParadigms % [ Apex

A Beforearesearcher starts developan experimenthey musfirst make

adeclarationandindicate what their philosophical views are on the

nature, purposeand research

A Differentresearchers evemithin thesame disciplinehave very distinct
views what the point of doingsearch isand how to interpret theesults

of anexperiment, stheyhaveto be clearup front about theiviews.



ResearchParadigms 085 M & Avex

A There are various terms describehese differences in views, iIncluding;

A fiParadi gmo

A iWorl dvi ewbo

A AEpi st emod mtgd lesg iaen0

A iBroadly conceived research

11



ResearchParadigms gi 150k Ape(
A The 3main paradigms we wiltonsiderare
A Positivism/Postpositivism

A Interpretivism/SociaConstructivism

A PragmatisiCritical Realism



Pragmatism UM Apex

A The researcher does not have to focus on an absolute unity, there are

many ways ta@ollect data and analysk.

A Thefi t r ustwhabworksat the time, not based on the duality between

Independenteality and whatis in themind.

A So researchers should stop wondering atfmitnature or reality arget

on with whatworks.



Categories ofResearch 190 (M APB(

A By objective:
A Qualitative research understandingf human behaviousndthe

reasonshatgovernsuchbehaviour

A Quantitative research systematic empirical investigation of

guantitative properties and phenomandtheirrelationships

A Mixed methods researchusesacombination of quantitative and

gualitative methodfor data collection andnalysis.



Reasoning

{ Typesof Discourse J
{ Argument }
{ Deduction } { Ind uction }




Sound Reasoning 3;_ 151k Ape(

A Exposition consists of statements that describe without attempting to

explain.

A Argument allows us to explain, interpret, defend, challenge, and explore

meaning. There are two types of argument: deduction and induction.

A Deductionis a form of reasoning in which the conclusion must necessarily

follow from the premises given.

A Induction is a form of reasoning that draws a conclusion from one or more

particular facts or pieces of evidence.
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Deductive Reasoning

This survey involves
substantial innecity
household interviewing

The interviewing in this
survey will be especially
difficult and expensive




Inductive Reasoning % M s, M

Apply inductive reasoning to
this image.

What will happen next?




Inductive/Deductive Process i | e Apg(

Laws andlheories

NDUCTV/\ \\[/)EDUCTIVE

Factsfrom Explanationand
Observation Prediction




Induction and Deduction 3;, 151 %ﬂﬁﬁf:.'fﬁpe(

RN

Obsenaton/
Description

C
Explanadion/

Hypothesis/Theory

Analysis




Deductive

Theory

&

Develop
hypothesis

&

Col
Ana

ect and
yzedata

&

i84 I
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Accept/reject
hypothesis

Moex



Inductive

O

i
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=

Develop
Theory

Formulate
Relationship

nd

Analyzepatterns
& themes

Observe
phenanenon

IMHI(



Language ofResearch &% 15 ApB(

( ) 4 \ r ~
Concepts Constucts Conceptual
schemes
~ / \- J A Y
4 )
Models Ope.faypnal
definitions
~ Terms used )
N INn research - N
Theory — Variables
\_ y . |

Propostions/
Hypotheses




Language of ResearcliConcept) é@% EM e Apa(

/ \ Clear conceptualization
of concepts
Success of
Resarch | |
Sharedunderstanding

\\ / of concepts

A A Concept is a generally accepted collectiomefiningsr characteristics
associateavith certain objects cgvents.

A Concepts have evolved ouwéme throughsharedisage.

A A Construct is an image or abstract idea specifically invented for a given
research and/or theory building purpose



Operational Definitions ‘2@% M i hl(

How can we define thevariablein c | lavelefst udent s 0 ?

A Year1l A < 36 credithours
A Year? A 36- 70credithours
A Year3 A 71- 105credithours

A Year4 A > 105credithours



Operationalization

Construct

1l

Opeational
Definition

i

Dimensions

i

Elements

AR UNVERST .
i
vy WUITH maash VY

A generalized idea aboatclas®f objectsattributes,

occurrences, oprocesses.g.satisfactionloyalty

Gives meaning to a concapt specifyingheactivities

or operationsiecessary to measute

Broadcharacteristico ensure coveragw scopeof

theconcept

Specificitemsabout thadentified measurement,

which areeasily measured



Operationalizing Learning
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Learning

O

Understanding [ Retention J

/\ ,

(e) () )
Answer Give appromate Recall material  Solve problems

guestions examples aftersome lapse applying concepts
correctly understood and

recalled

Application ]

al

Integrate with other
relevant material
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Example 8 UM Apex
Concept Definition Operationalization

Organizational
Commitment

A situation where the individual feels
satisfied with the organization and its goal
and would like to remain affiliated to
achieve that goal

Questionnaire Score
Organizational Commitment
(Mowday, Steers & Porter,
1979)

Job Satisfaction

The attitude of a person towards work, as
a result oh his/her perception about the fit
between him/her and the organization

Questionnaire Score Job
Diagnostic Survey (JDS)
(Hackman & Oldham, 1975)

Perceived
Usefulness

Apersonods subjecthe ve
extent of using a system would enhance the
| ndi v ijod peafdrndasce

Quegtionoaaet ScooerPU (Omvis
et al., 1989)




A Variable Is the Property Being Studied

Event
Pricelncrease
Characteistic
Obese

Trait
Personaity

Attribute
Communication
skills
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Types of Variables

Independent




Independent and Dependent

IndependenYariable(IV)
A Predictor
A Presumedause
A Stimulus
A Predicted r o mé
A Antecedent
A Manipulated

Dependent Variable (DV)
A Criterion
A Presumed effect
A Response
A Predictedt o é .
A Consequence

A Measured outcome

A UNVERSIT
W SANS
ANES UV e Ay

33



Independent and Dependent

s

\

Independent

~

—

A UNVERSIT
W SANS
AN UV e AvY

/

~

Advertisement
Budget

~

/

\
Dependent
/
\
Sales

34



Independent and Dependent i IME Aeex

Sales ———— Profit

35



Model of a Moderator (Condition)

-~

-

Independent

~

/

1. Whodid it workfor?
2. When doe#t work?

JZON >

o ™
Moderator

_ 4/

L ¥7
%&Q{? U-']'l

~
Dependent

/

UNIVERSITI
SAINS
MALAYSIA

™
\
' i



Model of a Moderator (Condition)

-~

-

Satisfaction

~

/

1. Whodid it workfor?
2. When doe#t work?

2\ >

- ™
Gender

& /

0.
oy
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Model of a Moderator (Condition)

-~

-

Satisfaction

~

/

1. Whodid it workfor?
2. When doe#t work?

ZON >
- ™
Switching
Cost
_ /

0.
oy
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A A moderator specifies the conditiomsmderwhich a given

Moderator Variable

effect occurs, as well dlseconditionsunderwhichthe

direction (nature) or strength of an effectvary. Baromanc

Kenny (1986, pp.1174, 11/8Ylescribe anoderator variable

asthefollowing:



Mediation

i84 I
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Mediator Variable 085 M & Avex

A Thegenerativanechanism througWhich thefocalindependent
variableis ableto influencethedependenvariableof interest
. .(and)Mediation . . Is best done In theaseof a strong

relationbetweerthe predictor anariterionvariable.

A How did it work?

A Why did it work?
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What is a Control Variable?

A Purification principle

A Generahotion behindcontrol variableusage ighatresearchers
can remove predictor-criterion contamination by including
confounding variablesin their analysegSpector& Brannick,

2011)
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Control Variables @d
r b = 0.80** p N

Job Satisfaction J——y C%sznig%int
. g )

Control Variables

A Age

A Gender
A Tenure
A Marital

43



Control Variables

Control Variables

A Gender
A Tenure
A Age

¥

4

UNIVERSITI
UM E Apex
MALASA VY

r

L

B =0.15 -
Job Satisfaction}_b

Gender

Tenure

Age

Commitment
R2 =0.64
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A manager believes that good supervision and training will

Exercise 1

iIncrease the production level of the workers.



VA UNVERSIT .
% SAlS
Wt W MALASA AYY

A manager finds that othejob training has a great impact on

Exercise 2

the productivity of the employees in his department. However,

he also observes that employees above 50 years do not seem
to derive much benefit and do not improve from such a

training.



Exercise3

emp

conc

S UNVERSTT .
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Themanager othe ABCCompany observdhat themoraleof

oyees In haompanys low. Shethinksthatif the working

itions,payscalesand t

are

hettereahemorale wil

ne vacation benefid the employees

Improve She doubts, thoug

thatthe

payscalesare goingo raise morale of all employees. Her guess is

the increased pay and themoralewill improve.

thatthosewho donot have goodsideincomes will be happy with
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Theoretical Foundation
and hypothesis
development



Propositions andHypotheses

-

ConceptA

(Reinforcement)

/

=

.

ConceptB
(Habits)

/

Hypotheses at the Empirichével

Bonus RM for
Salesexceeding
guota

\

—

-

Make more than
4 salescalls
a day

)
o s
£.7a )
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Wh a t élyotreesis?

A A belief abouta population

parameter

A Parameteis population mean,

proportionyariance
A Hypothesesnustbestated

before analysis

N believethe averagework efficiencyof

my employees at least9p er c e n t|.

/
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HypothesisTesting Process

NTheaverageavork
efficliencyof employees
Is at leasB0
percent . o

(Hypothesis)
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HypothesisTesting Process

N T laweragavork
efficliencyof employees
Is at leasB0
percent . o

(Hypothesis)



HypothesisTesting Process % FM . M

Population

N T laweragavork
efficiencyof employees
Is at leasB0
percent . o

(Hypothesis)

The sample

IS x =46 percentficlose
meanls 46 percent

e n o uty 80percent?

Hypothesis




Stepsin HypothesisTesting 085 M = Aoex

Statethe hypotheses
State criteriorio decide wherno accept/rejecthe null hypothesis
Collect sample data

Produce samplstatistic

a H W D=

Make statistical conclusiobasedn sample data and criteriohosen



Accepting or Rejecting Hypotheses z§; 150k Apg(

A Cannot accept or rejeahypothesis basesblelyonintuition

A Decide objectively, based on sample informattoaccept or
rejectthe hypothesis



Hypothesis Formats
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DescriptiveHypothesis Researcluestion

A In Penang, our potato chip market A What isthemarket share for

share stands &8.7%. our potato chips iPenang?
A Malaysiancitiesare A Are Malaysiarcities
experiencing budget difficulties. experiencing budget

difficulties?

56



Relational Hypotheses

Correlational
A Young womer(under35) purchaséewer
units of our produdhanwomen who

are oldethan35.

A Thenumber of suitsold varieslirectly

with the level ofthebusinesscycle.

A UAVERSTT .
SAlS _
net wse vy

Causal
A An increase in family income
leadsto an Increase ithe

percentage ahcome saved.
A Loyalty to agrocerystore increases
the probability ofpurchasinghat

s t o prevaiesbrangroducts.

57



The Role ofHypotheses

Guide the direction of the study
Identify relevant facts

Suggest most appropriate research design

\ & 3-17/9

Vel UNIVERSITI ru
9 SAINS
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Provide framework for organizing resulting conclusions



Role of Hypotheses U Aeex

Husbands and wives agredeir perception about each
p er s o n Otekedecisionmakingproacess of

householduying



Characteristics of StrongHypotheses

/

-

A Strong

\

Hypothesis Is

/

Adeqguate

Testable

It

Better
than rivals

\O/
:‘ l 4" W
W
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SAINS
MALAYSIA

M
A



Hypothesis

Adequate for Its Purpose

Testable

Better Than Its Rivals

C COC

O ODIESNEaEEN O O

Does the hypothesis reveal the original problem condition?
Does the hypothesis clearly identify facts that are relevant and those that are not?

Does the hypothesis clearly state the condition, size, or distribution of some vari-
able in terms of values meaningful to the research problem (descriptive)?

Does the hypothesis explain facts that gave rise to the need for explanation
(explanatory)?

Does the hypothesis suggest which form of research design is likely to be most
appropriate?

Does the hypothesis provide a framework for organizing the conclusions that
result?

Does the hypothesis use acceptable techniques?

Does the hypothesis require an explanation that is plausible given known physi-
cal or psychological laws?

Does the hypothesis reveal consequences or derivatives that can be deduced for
lesting purposes?

Is the hypothesis simple. requiring few conditions or assumptions?

Does the hypothesis explain more facts than its rivals?

Does the hypothesis explain a greater variety or scope of facts than its rivals?

Is the hypothesis one that informed judges would accept as being the most
likely?




Writing the Hypothesis M 1tEs ME{

62



Hypothesis- Direct

i

H1: Satisfaction is positively related to Commitment

H2: Satisfaction has a positive effect on Commitment

-~

=

Satisfaction

~

/

)

-~

Loyalty

~

UNIVERSITI
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Hypothesis- Moderation

H1: The positiverelationship betweesatisfactiorandloyalty

i

will be stronger whenswitching cost is higher

-

-

Satisfaction

~

/

ZON >
- ™
Switching
Cost
_ /

-~

Loyalty

~
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Hypothesis- Moderation

i
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H2: Thepositive relationship betweesatisfactiorandloyalty

would bestronger for male comparedio female

-

-

Satisfaction

~

)

/

AN

Gender

-~

Loyalty

~




Hypothesis- Moderation

i
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H3: Body Mass Index (BMI) moderatestherelationship betweeexerciseand

weight loss such that for thoseith alow BMI, the effect is negative (i.e/pu
gain weight muscle masspand for those witl high BMI, the effect is positive
(l.e., exercising leads weightloss)

-~

Exercise

~
N >
J
- ™
Body Mass
Index
_ /

-~

=

Weight Loss

~

/




Hypothesis- Mediation S% 15 M

H,: Organizational agilityvill mediate the relationship between IS

capabillities and firm performance

H,. Organizational agilityositively mediatesthe relationship

between IS capabilities and firm performance

4 N 4 N 4 2
Information Eirmn
Syste_r_n.s — Organ!;atlonal ——>  berformance
Capabilities Agility

N / o J o y







What is a Theory? M= Aex

nA t hseaeetof interrelated constructs (concepts), definitions, and propositions
that present a systematic view of phenomena by specifying relations among

variables, with the purpose adxplaining and predicting the phenomena ( Ker | i r

Lee, 2000, p. 11)

1. A setof propositions consisting of defined and interrelated constructs,
2. It establishes the interrelations between two or more variables/constructs,

3. It explains which variables are related to which variables and how they are related.

Kerlinger,F,, & Lee,H. B. (2000. Foundation®f behavioraresearchNew York: Harcourt
69



Theory

A A set of concepts, definition and propositions that are interrelated systematically whi

IS forwarded taexplain or predict a phenomenon.

A A good paper departs from theory. Ideally, you start out with a conceptual framework
based on one (or two) core theory (theories) and derive all the constructs in your
conceptual model based on that thedtske sure that you are complete (i.e. you
cannot just ignore a construct that is an important part of that theory) and at the
same time stay focusedlo the reader, it should become crystal clear why you

Investigate precisely these constructs and their relation to one another, and not othe



Value of theory to research 6 UM = Apex

AReduces the rangd facts that need® beresearched
ASummarizes what Blreadyknownabout the objecbf the
research

Als usedto predict othefactsthatneeddo befound



Theory of PlannedBehavior (Ajzen, 1991)
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Attitude

Behavioral |
: Toward the Copyriacht ® 2002 Tcek Aizen
Beliefs Behavior PYTe

Normative Subijective

Beliefs orm Intention Behavior

4

ol Perceived L

: Behavioral } :
Beliefs tco?;'r%rla Actual |

Behavioral
Control

-~ —
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Theory of Planned Behavior (2006)

Attitude
Toward the
Behavior

Behavioral
Beliefs

Normative Subjective

. Iintention
Beliefs Norm

Perceived

Behavioral
Control Behavioral

Control

Control
Beliefs

Copyright © 2006 Icek Ajzen
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Behavior
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Copyright © 2019 Icek Ajzen

Theory of Planned Behavior (2019)

Attitude
toward the
behavior e

- Intention Behavior

I
/

Behavioral
beliefs

Normative Subjective
beliefs norm

V4
/7
_ 7
Perceived P
behavioral - Actt.lal
— m e e behavioral

control

control



Technology Organization Environment Framewor% IEM

(Tornatzky & Fleischer, 1990)

-

h

Environment
Industnal
Characteristics, Market
Structure
Technology support
Infrastructure
Government regulations

-h..-

&

—p

A\

T

echnological
Innovation
Decision

Orzanzation
Formal and Informal Linking
Simcture
Communication Process
Size

Iy

Technology
Availabihity
Charactenstics
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Resource Based View (Barney, 1991)

Resource-based view

-'r.
._I'.

L

relies on resources

Tangible

h
1
.'.

"-
|

Intangible

that must be

Heterogeneous

Immaobile

and have VRIO attributes to become

v .J_.*

VRIO resources

|
that provide

\

Competitive advantage

I= the Resource or Capability . .

WValuable?

Costly To
Ilmitate?

and isthe Firm...

COrganized To
Capture Value?

Sustained
Competitive
Advantage

S0E

Competitive

Disadvantage

Competitive
FParity

Tempoarary
Competitive
Advantage

Tempoarary
Competitive
Advantage
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Example 1

Intellectual
Capital

Organizational
Capabilides

Early
Internationalization

\ Human Capital ‘

I Structural Capital |

I Relational Capital I

Entreprencurship
Global vision
International
market
knowledge

v Learming
management

NS

YR

IT capabilitics
Technological
innovation

v Collaborative
work
Networks
Customer
oricntation

s

Engagingin
International
Markets at Early
years




Example 2

v

Learning Orientation
= Commitment to
learning
= Shared vision
= Open-mindedness
= Intra-organization
knowledge sharing

Strategic Resources
Management
= Structuring resource
portfolio
= Bundling resources to
form capabilities
= [Leveraging capabilities

Competitive Advantage

= Differentiated
products

= Market sensing

= Market responsiveness

I

'

Entreprencurial
Orientation
= Pro-activeness
= Risk taking
= Competitive
aggressiveness
= Autonomy
= Innovativeness

SMEs Performmance
= A ssets
= Sales

= Employment

78



C-TAM -TPB (Taylor & Todd, 1995)

Perceived

Usefulness -
T Attitude
Perceived Ease /
of Use Y
Subjective Norm Bchavnpral
[ntention

Percerved
Behavioral Control




Stimulus-Organism-Response (Mehrabian & Russell, 1974) éﬂg u.l'-M Gl M

Stimulus Organism Response

Process

80
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Stimulus-Organism-Response

Stimulus Organism Response
Social commerce > : : .
: . Customer value in Customer loyalty in
marketing mix > SC - SC

(SCMM)

Note: The surrogate measure is in parentheses

Erwironmental Stimuli {S) Internal State (O) Behavioral Response (R)

1
|

LALLL AL A LAA LA LA

L e L )
N

M
/a\
| |
;
/
ol

i
i
§
if

f
:
i
;
i
|
|
|
i
|
|
|
|
|
|
:



Stimulus-Organism-Response

Environmental Stimuli(S)

-------------------------

Interpersonal Interaction Factors

Gcivcd similarity
Qccwcd familiarity

Qrcciwd c.\pcrlD :

Cognitive State (0)

[nfluence of Reference Group

<Nom\ati\c inﬂucnc.> «

<Infomuuiorwl inﬂucnce>

Behavioral Outcomes (R)

Purchase mtention

AN
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Sources for Theories ‘Zﬁ M . API(

List of Theories:

A Communication:
https://www.utwente.nl/en/bms/communicatitheories/

A Managementheories:
http://www.valuebasedmanagement.net/

A MarketingTheories:
http://www.learnmarketing.net/theory.htm

A PsychologyTheories:
https://www.verywellmind.com/whas-a-theory2795970

A Strategic Management Theories:
https://pitt.libguides.com/c.php?9=12116&p=64795

83
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Sources for Theories 085 M & Avex

List of Theories:

A SociologyTheories:
https://www.thoughtco.com/sociologesearckandstatisticss2-3026650

A Grounded Theory:
http://www.qualres.org/HomeComfB821.html

A Information Systems Theories
https.//is.theorizeit.org/wiki/Main_Page

A Organizational Theories:

https://www.economicsdiscussion.net/organisatkstialcture/organizationdheories/31783

https://www.sciencedirect.com/topics/comptgerence/organisationdtheory

84


https://www.thoughtco.com/sociology-research-and-statistics-s2-3026650
http://www.qualres.org/HomeComm-3821.html
https://is.theorizeit.org/wiki/Main_Page
https://www.economicsdiscussion.net/organisational-structure/organizational-theories/31783
https://www.sciencedirect.com/topics/computer-science/organisational-theory
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A Thepresentationof a systemthat is developetb studypart

of the systenor the whole systemof relationship

A Thedifference between theory antdel is thatherole of

theory isfor explanation whereas theole of the modelis for

representation
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ConceptualSchemes B

A Conceptuaschemess howaresearcher formulatdiserelationship
betweerthe factors identified as important the studyof the

problemformulatedfrom:

A Paststudies
A Logic andbelief

A Helpsin thetestingand understandingf thevariables



ExampleT ConceptualScheme
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Developing Conceptual Schemes U#M | Apﬂ

|dentify the
Concepts
Operationalization Define the
of the concepts Concepts
Explore the

relationship betweer
concepts
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Characteristics ofa GoodConceptualScheme ig U.,'M - M
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A Important variables muskeidentified andabeled

A Explainthe relationshipetween 2 or more variables basadsome
theory

A If thereareprior researchtherelationship gither+ or i must beposited

A Must also be able to explaivhy such relationshigexists

A A schematiadiagram should be presentsalthatreaders can better

visualize theaelationship



What is Important in this Chapter?
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A Thinking Styles
A Inductive vs Deductive Thinking

A Language of Research
A Concept
A Construct
A Definition
A Variable
A Proposition and Hypothesis
A Theory
A Model

A Conceptual Schemes



End of Chapter Exercise i85 N Aoex

A A marketing manager would like to predict the factors that influence purchase
decision. He conducts a literature search and also interview with several clients.
After going through this process he forwards this suggestion:

A When the product is of high quality, the confidence towards the product will
iIncrease and this will lead to higher purchase intention. He also found that wher
price is low, the intention to purchase will also increase. If the brand of the prodt
IS more known, then the purchase intention will also increase. However he also
found that if the client has high brand loyalty for a different brand than the one
marketed by the company, then the brand knowledge does not play an importar
role in the intention to purchase.
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