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ABSTRACT
It is very essential for companies in truck industry to have clear understanding of the factors that
influence the purchase decision of locally assemble trucks. The main objective of this research is

to investigate factors that can influence purchase decision towards locally assembled Sinotruk.

This research used Mixed methods research. Mixed methods research collects and combines
quantitative and qualitative data into a single study, which may lead to a more thorough knowledge
of the topic being studied. This research used independent variables (reference group, price factor,
quality, aftersales service and perceived risk) and dependent variable which is purchase decision.
To answer research question and to meet the objective of the research both quantitative and
qualitative was used. Quantitative research was done first, and then to answer some of unexpected
research findings in quantitative result, qualitative research was used. A total of 200 questionnaires
were distributed for quantitative research, and only 170 were returned. From 170 only 154 were

usable for statistical analysis. 10 interviews were done for qualitative analysis.

The research findings showed that reference group had positive and significant effect (with effect
of p=0.573) on variation of dependent variable (purchase decision). Availability of after sales
service had positive and significant effect on purchase decision (with effect of $=0.253). Quality
attitude toward locally assembled Sinotruk affect purchase decision positively and significantly
(with effect of p=0.167). while independent variables (price factor and perceived risk) had
insignificant effect on purchase decision.

Keywords: Reference Group, Price Factor, Quality, Aftersales Service and Perceived Risk

Purchase Decision
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CHAPTER ONE
1. Introduction
The First Chapter of this research includes background of the study, problem statement, research
question, objective of the study, scope, and significance of the study. Major points of
organizational buying behavior and overview of Ethiopian automotive industry will be discussed
based on researcher’s knowledge and different literature available. The existing gap in
understanding buyer of locally assembled trucks in Ethiopia and the solution this research will

bring is also discussed.

1.1 Background of the study

“Business buyer behavior is defined as organizations that buy goods and services for use in the
production of other products and services that are sold, rented, or supplied to others” (Kotler,
2004). To understand organizational buying behavior, it is very essential to explore both
organizational and individual decision making (Webster, 1965). According to Webster and Wind
(1972), individual behavior is the milestone of all organizational buying behavior. Since what

create group is collection of individual.

Organizational purchase decision is rationally influenced by political, Cultural, social, individual
behavior and perception, just like consumer behavior is affected (Foxall, 1993). Most of concept
in both organization and consumers buying behavior are the same, as the study of individual result

in group behavior understanding.

Walters (1974) defines consumer behavior as "The process whereby individuals decide whether,

what, when, where, how, and from whom to purchase goods and services." Understanding



consumer behavior is critical to interacting with consumers and marketing success. Therefore, for
one business to be successful, it is very important to understand its consumer behavior. Consumer
purchasing behavior is distinguished from organizational purchasing behavior by the actions

involved in acquiring and consuming goods and services for household and personal use purpose.

It is not possible to anticipate and react to customers’ needs and desires without a complete
understanding of consumer behavior. Discovering customers’ needs is a complex process, but it
can often be accomplished by marketing research.”(Hawkins & Mothersbaugh, 2010).

Marketers used to be able to have a good understanding of their customers by selling to them on a
regular basis. However, as businesses and marketplaces have evolved, many marketing decision-
makers have lost direct contact with their customers and the only way they can understand their

customer is by doing customer research (Kotler et al., 2005).

Motives, attitudes, and expectancies are mediating variables that mediate between stimuli and
reactions, and they are learned by previous experience (Katona, 2017). The final measure of
whether a marketing plan will work is frequently the response of consumers. As a result, consumer
information is incorporated into nearly every aspect of a successful marketing strategy. Consumers
respond to diverse product features, pricing, and advertising appeal in different ways, and the firm

that truly understands this has a significant edge over its competitors (Kotler et al., 2005).

Customer undergo complex buying behavior when the product is expensive, high perceived risk,
purchased infrequently and highly self-expressive (Kotler et al., 2005). Thus, truck purchase is
categorized under complex buying behavior. In complex buying behavior, buying decision has
five process listed as follow: Need recognition, information search, evaluation of alternatives,

purchase decision and post purchase evaluation.



Automotive industry is one of the most important drivers of economic growth in developing
countries like Ethiopia. According to Sisay, et.al, (2021) automotive industries give developing
countries an excellent economic advantage over the world's leading economies. The automotive

manufacturing industry in Ethiopia is mostly dominated by truck and trailer body assembly work.

Legese (2018) mentioned that Ethiopia's automobile manufacturing industry comprises only a few
companies that assemble sedan cars, buses, and trucks. Ethiopia is a developing country in Africa,
that doesn’t have any port after it got separated with Eritrea, recently it uses port of Djibouti
(892Km driving distance via Semera), port of Sudan (1822Km driving distance), Kenya-port of
Mombasa (1835Km driving distance) and Somalia-port of Berbera (921Km driving distance) from
Addis Ababa for both import and export of goods mostly using trucks and trains. The imported
goods are distributed though-out the country using different types of trucks. As well the exported
goods which are mainly agriculture products are collected from different corners of the country to
Addis Ababa using trucks and then to its respective port. Putting into consideration the above-
mentioned points, it is very clear how essential is trucks availability for the economic growth of

Ethiopia.

It is understandable that the truck is an important mode of transportation for a landlocked country.
To satisfy, the demand for trucks, Ethiopian truck market has two options, either importing in form
of complete built-up Units (CBU) or locally assembling trucks. The locally assembled truck has
various advantages especially nowadays Ethiopia is phasing dollar shortage, so using of locally
assembled truck reduce the amount of foreign currency needed. According to observation done
by researcher, in Ethiopia, most buyers reject buying of locally assembled trucks at the information
search stage as soon as they find out that the truck is locally assembled without even trying to take

it as an alternative option. For such reason, this study is conducted to understand the buyers’ buying
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behavior of locally assembled trucks in Ethiopia. The result of the study can be used to improve
the Automotive industry of the country and is helpful for local assembler to come up with best

marketing strategy

1.1. Problem statement

The development of organizational buying behavior theory is back to date in 1950s and 1960s.
Goncalves and Vaquer (2006) stated that organizational buying behavior theory is dominated by
large manufacturing paradigm. Different variables influence people's buying intentions, and
customer behavior is a complicated and dynamic phenomenon. Thus, organizational/industrial
buying behavior needs continuous research to understand the very dynamic buying behavior in

both consumer and organizational context to come up with the best marketing strategy.

Some of relevant research done by Mohammed (2020), Desta (2007), Yilma (2018) and Tesafa
(2018) tries to study Automobile assembly and consumer behavior of locally assembled cars which
doesn’t cover trucks, which is an industrial product. In the best knowledge of researcher, there is
no previous empirical research done on factors influencing buyers’ buying behavior of locally
assembled trucks in Ethiopia. From theoretical aspect the emphasis given to reference group
(specially to brokers) is undermined. Almost all the market in Ethiopia, brokers play large role in
buying behavior. This research tries to provide empirical evidence that may bridge the information

gap that is available on customer buying behavior of locally assembled trucks in Ethiopia.

In Ethiopia, Sinotruk is assembled by NA Metal Industry & Engineering and Bishofitu Automotive
Engineering Industries, likewise the same brand and model are being imported by different sub-
dealers in form of Complete Build-Up Units (CBU). From observation done by researcher,
customers who are on information search stage had bad impression towards locally assembled

4



trucks which are of the same brand, model and manufacturing year. All the features of truck being
the same, most of truck buyers quit their information search stage as soon as they discover the
truck they are visiting is locally assembled, in this occasion the buyer is not even ready to listen to

what special offers is available.

Due to serious foreign currency shortage and problem with incentive policy structure towards
vehicle assembly in Ethiopia, there is very limited number of vehicle assembled in market
currently (Ohno, 2019). Thus, local assembler will be able to sell their limited number of product
but with struggle. The unraveled factors that influencing the buying of Sinotruk is what suspected

to discourage truck assembly in Ethiopia.

On project work that is trying to study Ethiopia’s Automotive Industry which is been done by
Ministry of industry in collaboration with Grips Development Forum (GDF) and Japanese
International Cooperation Agency (JICA), are requesting the improvement of Automotive
assembly policy by implementing incentive policy structure to make vehicles assembly lucrative
business in Ethiopia( (Ohno, 2022). The implementation of this policy will increase largely the
number of production of assembly plants in Ethiopia (Ohno, 2022). Thus, knowing the customer
behavior toward locally assembled truck will be of great opportunity and unavoidable compulsory

action to be taken for any firm to be successful.

An increased practice of vehicle assembly in Ethiopia has four major advantage for the country.
One, currently Ethiopia has very serious problem of foreign currency shortage, thus increasing the
amount of locally assembled vehicle will decrease cost of importing. Two, job opportunity creation
for many Ethiopians. Three, there will be technology transfer. Four, vehicle assembly is one step

to elevate to vehicle manufacturing.



According to Ohno (2020) newly implemented policy that puts restriction on second hand vehicles
use in Ethiopia and reduction of tax as an incentive for local assemblers, highly enlightens the
future prospect of local assemblers. With fast economic growth and growing demand of
commercial vehicles, it is very essential to study customer buying behavior on locally assembled
trucks to capitalize all the available opportunity so that to provide valuable information to investors

working or interested in automotive industry, particularly trucks assembly.

This research tries to investigate factors affecting/influencing customer buying behavior of locally
assembled trucks in Ethiopia, specifically Sinotruk. And then tries to analyze relationship between
independent variables (Reference group, price, quality, aftersales service and perceived risk.) and

dependent variable (consumer buying behavior).

1.2. Research question

The researcher will try to address the following major question to understand consumer behavior

on locally assembled trucks.

1. What is the impact of reference group on customers' buying behavior of locally
assembled trucks?

2. What is the impact of price on customers' buying behavior of locally assembled trucks?

3. What is the impact of quality on customers' buying behavior of locally assembled trucks?

4. What is the impact of after-sales service on customers' buying behavior of locally
assembled trucks?

5. What is the impact of perceived risk on customers' buying behavior of locally assembled

trucks?



1.3. The objective of the study

1.3.1. General objective of study
The general objective of the study is to investigate factor that can influence customers’ purchase

decision towards locally assembled Sinotruk.

1.3.2. Specific objective of the study

1. To analyze how reference group affects customers' buying behavior of locally assembled
trucks?

2. To analyze how price affects customers' buying behavior of locally assembled trucks?

3. To analyze how quality affects customers' ' buying behavior of locally assembled trucks?

4. To analyze how after-sales service affects customers' buying behavior of locally
assembled trucks?

5. To analyze how perceived risk affects customers' buying behavior of locally assembled
trucks?

1.5 Significance of the study

Deep Understanding of customer behaviors on locally assembled trucks has great contribution for
both theoretical and practical implications in automotive sector.

From theoretical point of view, there is no empirical research done previously on customer
behavior towards locally assembled trucks. Thus, this study tries to narrow the gap in the literature

concerning customer behavior of locally assembled trucks.

For practical implication, this study will provide major insight to investors and different company
that are directly or indirectly related to automotive industry. The insight will help them to come

up with best marketing strategy and to have clear view of available opportunities.



1.6 Scope of the study

The research focused narrowly on factors influencing consumer buying behavior specifically

locally assembled trucks.

This research study consumer behavior in purchasing locally assembled trucks in Addis Ababa
and its’ outskirt. The research focused on consumers that is available in Addis Ababa, consumer
who buys from Addis Ababa and Bishofitu Automotive Engineering Industries. Other markets

beside the one mentioned above is not included in this study.

1.7 Limitation of the study

This research is focused on investigating the effects of independent variables such as; references
group, price factor, quality, aftersales service and perceived risk as a major determinant factor in
purchasing locally assembled Sinotruk. In theoretical aspect customers’ buying behavior is
influenced by two major factors, one is external factors which is composed of; culture, sub-culture,
demographics, social status, reference group, family, marketing activities. The second one is
internal factors which is composed of; perception, learning, memory, motives, personality,

emotion and attitude. Therefore, this research is limited to few expletory variables mention above.

1.6 Organization of research report

Chapter one: This Chapter of this research includes background of the study, problem statement,
research question, objective of the study, scope, and significance of the study. Major points of
customer buying behavior and overview of Ethiopian automotive industry will be discussed based

on researcher’s knowledge and different literature available. The existing gap in understanding



buyers of locally assembled trucks in Ethiopia and the solution this research will bring is also

discussed.

Chapter two: This chapter tries to review different literature related with the topic of this research.
The literature in this research is organized into three parts, that are: theoretical review, empirical
review with Hypothesis development and finally conceptual frame work is developed. In
theoretical review section, the researcher tries to discuss how purchase of product is initiated, the
purchase process goes through different stage and arrive to purchase decision. When we come to
empirical review, the researcher tries to study and discuss empirical finding of different researches
to come up with hypothesis and on conceptual frame work section tries to show the relationship
between dependent variable and independent variable

Chapter three: This chapter covers the research methodology used to investigate factors affecting
customer behavior on locally assembled trucks in Ethiopia. In this section research design, sample
design, source of data collection, research instrument, method of data collection and procedure of
data collection will be discussed in details. At end, data analysis method that is going to be used
in chapter four will be elaborated.

Chapter four: In this chapter research results and discussion are done. The data analysis and
findings are interpreted in relevant way to literature review.

Chapter five: summary, conclusion and recommendation of the research is presented on this

chapter



CHAPTER TWO

LITERATURE REVIEW

2. Introduction
This chapter tries to review different literature related with the topic of this research. The literature
in this research is organized into three parts, that are: theoretical review, empirical review with
Hypothesis development and finally conceptual frame work is developed. In theoretical review
section, the researcher tries to discuss how purchase of product is initiated, the purchase process
goes through different stage and arrive to purchase decision. When we come to empirical review,
the researcher tries to study and discuss empirical finding of different researches to come up with
hypothesis and conceptual frame work section contain the relationship between dependent variable
and independent variable.

2.1 Theoretical review

2.1.1 A model of organizational buying behavior

The core tenet of this model is that individuals make decisions about organizational buying in
relation to other people and within the framework of a formal organization (Webster et al, 1972).
Organization is influenced by different forces in the environment. There are four major class of
variables determining organizational buying behavior, these are: individuals, social, organizational
and environmental (Webster et al, 1972).

Within each class there are two main categories, which is classified as those variables that directly
related with the buying problem, called task variables and those that extend beyond buying
problem are called non-task variables. A purchasing situation is generated when someone in the

company recognizes a problem, a discrepancy between a desired outcome and the current state
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that may be resolved via buying action. The organizational buying process is an instance of

problem solving (Webster et al, 1972).

Organizations purchase in order to be able to offer products and services that eventually benefit

end users. Consumer purchasing behavior refers to people (or families) purchasing products and

services for their personal consumption. Organizational and consumer purchasing patterns

includes individuals and groups of people who are impacted by both environmental and

psychological variables.

'Decision making unit' (DMU) or the purchasing center, as Webster and Wind (1965) called it, is

the term for the collective decision-making that often occurs in organizational buying. Individuals

in this group play a variety of functions in the purchase process, which may be classified into:

1.

2.

Initiators: those who request or recommend acquiring a good or service;

Users: those who use the product within the company. They may occasionally participate
in creating product specifications;

Influencers: Influencers can take a variety of forms, such as technical staff who have
produced product requirements;

Deciders: Deciders make the purchasing choice (typically, the buyer);

Buyers: Buyers are legally permitted to make the goods purchase;

Approvers: those who consent to the decisions or purchases made by others;
Gatekeepers: A buyer's assistant or a telephonist are examples of gatekeepers who

manage the information flow to and from DMU or buying center members.

As buying behavior towards Locally assembled Sintruk is organizational behavior. The model

presented below is used to study this research, to understand theoretical aspect that are available

to find out factors that can influence buying decision toward locally assembled Sinotruk.
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Figure 2. 1: A model of organizational buying behavior (Webster et al, 1972)
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2.1.2 Theory of reasoned action

Goodwin (2000) mentions that the individual's purpose to undertake a certain activity is a key
aspect in the notion of planned behavior. Intentions are thought to capture the motivating variables
that impact an action; they are indicators of how hard someone are willing to try, and how much
work they intend to put in to complete the activity. According to Weinstein (2021) One of the basic
premises of consumer behavior is that consumers buy items for what they mean rather than what
they do. This notion does not indicate that a product's core purpose is irrelevant, but rather that
products' functions and importance in our lives extend well beyond the activities they do. In
general, the stronger the desire to participate in an action, the more likely should be its
performance. However, it should be apparent that a behavioral purpose may only be expressed in
conduct if the action is under voluntary control. The theory of planned behavior integrates the idea
of self-efficacy belief or perceived behavioral control into a broader framework of the relationships

between beliefs, attitudes, intentions, and behavior.

2.1.2 Engel Kollat Blackwell model

Burdon (1975) The Engel-Kollat-Blackwell model of consumer behavior is essentially a conscious
problem-solving and learning model. Consumers' active information seeking and assessment
processes are well described by this Model. This model depicts decision-making components as
well as their relationships and interactions. “This model assumes that product choice and purchase
decisions are a direct (and logical) consequence of the consumer’s passage through the five stages

of this process:” (Maison,2018).

1. Problem recognition/Need recognition- The customer will notice a distinction between
his or her current condition and the ideal state. The customer will notice a distinction
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between his or her current condition and the ideal state. “This can happen as a result of
exogenous stressors.”

Information search- Initially, the information supplied to the customer may be congruent
with his or her existing ideas and attitudes. The customer will attempt to obtain more
information from numerous sources while in the information seeking or search stage. The
individual is exposed to stimuli that may stimulate his or her interest, which are then
received and stored or preserved in memory. This information delivery mechanism is
selective in nature, and the customer will accept material that is conclusive to their
perceptions.

Evaluation of alternatives- In this stage the individual will compare and contrast the
various brands. The methods used to assess different items will be determined by the
consumer's underlying objectives, reasons, and personality. In terms of the features
connected with the various brands, the customer also has some predefined opinions about
them.

Choice- The goal and attitude of the consumer will determine the consumer's choice. The
decision will be based on expected conditions and normative conformity. Normative
compliance refers to how much other individuals, such as friends and family members,
affect the customer.

Outcome/ post purchase behavior- Following the purchase, the customer may suffer
dissonance as a result of observing some unsettling qualities or hearing positive things
about rival companies, and will be on the lookout for information that supports his or her

decision.
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People’s views and choices, according to the model, have an impact on every stage of the decision-
making process. Decision-making is significantly influenced by culture, emotional state, and
environmental forces. Attitude, learning styles (introversion vs. extroversion), curvilinear
decision-making models, and dual-process models are some of the elements that may be influenced

solely through thinking.

2.1.3 Howard Sheth Model of Consumer Behavior

One of the most impartially designed modern models of customer behavior is the Howard Sheth
Model. Within the limitations of constrained human capacities and inadequate knowledge, it is an
effort to explain rational brand choice behavior. The simulation tries to address both external and
internal behavior that cannot be directly addressed or observed. The approach makes three
distinctions between learning levels.

a) Extensive Problem Solving: When a consumer lacks precise brand preferences, his brand
knowledge is either very restricted or nonexistent, which leads to extensive problem
solving. Here, the buyer is actively looking for information on a variety of alternative
brands.

b) Limited Problem Solving: When a consumer's knowledge and opinions about brands are
only poorly formed and he/she is only partially able to access brand distinctions in order to
form a preference, limited problem solving occurs. Further comparison information is
needed to make purchase.

¢) Routinized Response Behavior: When a customer has a well-established knowledge and
ideas about a brand and its alternatives, routine response behavior results. Thus, the

consumer will have tendency to purchases one particular brand.
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According Howard and Sheth (1969) buyer reduce brand alternatives because of the following
reason: time pressure, financial status, personality traits, social and organizational setting, social
class, and culture. The most desired truck brand in Ethiopia is European brand truck which is also
very expensive. Thus, due to financial status most of consumer in Ethiopia reduce these trucks

from brand alternatives.

2.1.4. Types of buying decision behavior
Based on the level of involvement and the degree of the differences between brands, customer
purchasing behavior varies significantly. Buying decision behavior is divided into four major
behavior listed as follow:

a) Complex buying behavior: Consumers engage in complicated buying behavior when
they are deeply invested in a purchase and recognize major brand distinctions, or when the
product is expensive, risky, rarely used, and highly reflective of their individuality.
According to Assael (1995), customers are more likely to be interested in a product and
make a purchasing choice with high personal involvement if one or more of the following
factors hold true.

» Product purchase is very essential for consumer.
» Consumer is highly interested in the product

» There is high risk involved in product choice

» Product has emotional appeal to consumer

b) Dissonance-reducing buying behavior: When buyers are heavily invested in a costly,
unusual, or dangerous purchase yet there is minimal differentiation between brands,

dissonance-reducing purchasing behavior develops.
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¢) Habitual buying behavior: Habitual purchasing happens when there is little real brand
distinction and minimal customer interaction. The majority of inexpensive, commonly
bought items seem to have little consumer participation. Consumers do not do in-depth
brand research, assess brand attributes, or make thoughtful choices about which brands to
purchase. As they read periodicals or watch television, they instead take in information
passively.

d) Variety-seeking buying behavior: When there is limited competition, consumers engage
in variety-seeking purchasing behavior. Low engagement of the consumer is because of
considerable perceived brand distinctions. When this occurs, customers frequently switch
between brands. Brand switching occur for variety seeking other than dissatisfaction with

product.

2.1.5 Summary of theoretical literature review
The organizational buying behavior model is unable to quantify a given buying situation and does
not provide the depth of information necessary to make a model practical. However, in general the
model has a set of advantages that make up for it. The model provides a thorough understanding
of organizational buying that makes it possible to assess the significance of particular factors and,
as a result, allows for a deeper understanding of the fundamentals of industrial buying behavior
(Webster.et.al, 1972). This is the model used in this study, since this model cannot give detail
information other supporting models from consumer behaviors are use understand the individuals’

influence in buying decision.
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2.2. Empirical review and Hypothesis of the study

This section contains empirical research review. The result collected from different research are

collected together to develop hypothesis.

2.2.1. Reference group

The buyer typically thinks that the decision is their own, yet the ultimate decision may include
consulting friends or relatives (Green, Deschamps, & Paez, 2005). The findings by Nayeem (2012)
showed that friends and family are the most significant information sources for Asian-born
consumers. Beside family and friends, brokers in Ethiopia have high power of influence by word
of mouth. “Consumers interrelationship serves as conduits for Word of mouth processes”(\Voyer
& Ranaweera, 2015). There is high influence of electronic word of mouth on consumers

purchasing high-involvement product (Chen et al., 2015).

Hi: Reference group has positive and significant impact on customer purchase decision
toward locally assembled Sinotruk.
2.2.2. Price

Price refers to a component of exchange, or a contract that occurs between two parties often
represented by a buyer and a seller. It indicates what the buyer must sacrifice to the seller in order
to obtain something that is being offered (Ejye, 1997). From empirical research done by Addisu
(2017); Mohammed (2020); Tesafa (2018) ; Yilma (2018); Jima (2018) on consumer behavior on
locally assembled automobile in Ethiopia revealed that there is inverse and significant relationship

between price and purchase decision.

H:: Price has inverse and significant influence on customer purchase decision toward locally

assembled Sinotruk.
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2.2.3. Quality

Product quality describes how effectively a product fulfills industry standards, satisfies client
demands, and accomplishes its intended function. Businesses examine a number of important
elements when assessing the quality of a product, including whether it solves a problem, functions
well, or serves the needs of customers. Consumers feel that price and product quality are related,
according to research (Wong and Zeng, 2015). As price of product decrease the consumer assume
the product is of low quality. But in our case, we are comparing locally assembled truck with
complete built up (CBU), thus quality and price are not inter-related. Quality in our case is whether
the product is assembled as per manufacturer design, with no mistake being done by workmanship.
Research done by Addisu (2017); Mohammed (2020); Tesafa (2018) ; Yilma (2018) approve that

quality is one of factor that affect consumer behavior in purchasing locally assembled vehicles.

Hs: Perceived quality toward locally assembled Sinotruk affect customer purchase decision
positively and significantly.
2.2.4. After sale service

After sales service is the service or support given to consumer to increase customer satisfaction.
In automotive industry, after sale service is very essential specially for new product that need
technical knowledge on how to maintain. Availability of after sales service build customer
confidence on product, thus reduce risk. After-sale service is crucial for businesses to keep
consumers for a long time and create highly profitable relationships with them (Choudhary et al.,
2009). Research revealed a significant, untapped business opportunity in the Basque Country's

after-sale services market for capital goods and industrial producers (Pagalday et al., 2018).
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According to study conducted by Ahmed and Sanatullah (2011), the ease of access to experts,
spare parts, and customization services has a favorable, significant influence on consumer

purchasing decisions.

“A warranty is a manufacturer’s assurance to a buyer that a product or service is or shall be as
represented,” (Murthy and Djamaludin, 2002). For new product warranty play great role in
reducing perceived risk. Many customers assume that a product's reliability and durability are
higher and longer, respectively, if its guarantee duration is significantly longer (Murthy and

Djamaludin, 2002).

Ha: Availability of after sales service positively and significantly affect customer purchase

decision toward local assembled Sinotruk.

2.2.5. Perceived Risk

“Perceived risk, or the belief that the product has potentially negative consequences”(Solomon et
al., 2006). When customers anticipate uncertainty in their buying decision(s), they will develop
risk perceptions that will influence their purchase intention for that specific product or brand
(Prabha et al. 2014). Consumer are subjected to different types of risk such as affordability,

maintenance frequency/cost and product functionality(Wun, 2021).

Hs: perceived risk affects consumer purchase decision of locally assembled Sinotruk

negatively.

2.3. Conceptual frame work

Conceptual framework of this study is developed based on a literature review, from different

literature reviewed. Some of relevant research done by Mohammed (2020), Desta (2007), Yilma
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(2018), Cheru (2018) and Tesafa (2018) most commonly researched on the following independent
variables : Reference group, price, quality, after sale service and perceived risk. Thus the above
mentioned independent variables and dependent variable (customer buying decision) are related

as illustrated on the conceptual frame work below.

Figure 2. 2 Conceptual frame work of the study

Reference group H,
+\V/
Price \Hz»
o, VE Customer
Quality e buying
+V behavior
Hs
After sale
service *VE
Hs
-VE

Perceived risk
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CHAPTER THREE

RESEARCH METHODOLOGY

3. Introduction

This chapter covers the research methodology used to investigate factors affecting organizational
buying behavior on locally assembled trucks in Ethiopia. In this section research design, sample
design, source of data collection, research instrument, method of data collection and procedure of
data collection is discussed in details. At end, data analysis method is elaborated.

3.1. Research approach

This research study uses Mixed research methods. Mixed methods research (MMR) collects and
combines gquantitative and qualitative data into a single study, which may lead to a more thorough
knowledge of the topic being studied (Leavy, 2017). When a researcher tends to have additional
understanding that is worthwhile studying, qualitative and quantitative research methods are
combined (Morgan, 1998). Since the objective of this study is to understand customer buying

behavior, which is complex term that need detailed information gathering.

In addition to assisting with the need to describe, qualitative research also helps in directing
research into deeper explanations (Sofaer, 1999). Qualitative research is excellent because it can
easily adjust to many circumstances. It is not only useful for examining the respondent's
subconscious, but it is also frequently used in brainstorming sessions, which open the door for
addressing marketing challenges. The customer's involvement during the brainstorming sessions

may significantly affect the research's objectivity.

Quantitative research methods are fundamentally concerned with collecting and analyzing

structured data that may be represented quantitatively, the major objectives is to build precise and
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reliable measurements that enable statistical analysis (Goertzen et al, 2017). Quantitative
techniques are deductive in nature and use deductive reasoning to support or disprove particular

ideas and hypotheses (Leavy, 2017).

3.2. Research design

There are three type of research type; exploratory, descriptive and explanatory research.
“Exploratory research is used to develop a better understanding of a business problem or
opportunity, Descriptive research describes a situation by providing measures of an event or
activity using descriptive statistics and explanatory research are the most complex research type
that is used to test whether one event causes another”’(Hair & Brunsveld, 2019).

According to Swedberg (2020) exploratory research was used because there was a general lack of
knowledge about a subject that needed to be studied. The Other two use of exploratory research
that are stated by Coleman (1958) available information was sometimes contradictory and
incomplete. And Merton et al. (1973) also mentioned that, even if certain social phenomena may
have already been extensively investigated, there is always a need for new and interesting

hypotheses.

The goal of descriptive research is to collect information that describes the characteristics of the
research topic (Hair & Brunsveld, 2019). In this research, the major information gathered through
questionnaires concerning respondents’ demographic profile and correlation of the variables was
characterized by descriptive analysis. Thus, this study uses both explanatory and descriptive

research type to get enough answer to research questions.
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3.3. Sampling Design
The fundamental steps of doing business research include sampling design. The following
inquiries are addressed throughout the sample design process:

1 What should be used: a sample or a census?

2 If asample, which sampling technique is the most effective?

3 How much of a sample is required?
The researcher must always think about strategies to reduce error that might happen during the
sampling procedure while responding to these questions(Hair & Brunsveld, 2019).

3.3.1 Population of the study

A population is a collection of potential participants to whom researcher wishes to extrapolate
study findings. In our case, this research studies customer buying behavior toward locally
assembled Sinotruk, the objective of this research is to understand what influence buying behavior
of Sinotruk, it tries to understand why some buy locally assembled Sinotruk, it also tries to
understand why some refuse to locally assembled Sinotruk. All walking customers, experts and

brokers at different Sinotruk sales company are taken as target population for this study.

3.3.2 Sampling techniques

Sampling techniques is a technique used by researchers to select the most suitable sample that can
represent the population correctly. Probability and nonprobability are the two basic categories into
which traditional sampling techniques may be separated. The foundation of probability techniques
is the idea that each component of the target population has a known, although not always equal,

probability of being chosen in a sample. In probability sampling, sampling components are chosen
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at random with an established probability of selection by the researcher. Probability sampling,
when done correctly, guarantees that the sample is representative.
In nonprobability sampling, the researcher has the final decision on whether components should
be included or excluded from the sample. To put it another way, not all members of the target
population have an equal probability of being included in the sample.
For the purpose of this research we select nonprobability sampling. The sample only consider
target population which are: walking customers, experts and brokers at different Sinotruk sales
companies.

3.3.3 Sample size
The major requirement of this research is to investigate customer buying behavior toward locally
assembled truck. Convenience non-probability sampling will be used to address walking customer,
experts and brokers at any of truck seller located in Addis Ababa. For purpose of validity and
reliability of data this research uses two sample, one for quantitative research which is carried out
at beginning and then qualitative research is done to fill the gap.
According to Fischer & Castilhos (2014) the sufficient sample size for interviews is determined
after some interviews are being conducted and analyzed. In the section of qualitative research, the
principle of theoretical saturation is used to determine sufficient sample size. While it is generally
safe to estimate that 8 to 10 interviews will be necessary at least (McCracken, 1988).
In determining the sample size for quantitative analysis, two point was considered in this research.
The first one is the acceptable minimum number of sample size for regression analysis. The second
one is the rate of respondents responding to pilot survey. To determine the willingness of
respondents to respond to questionnaire and their understanding of the questions. Pilot survey was

carried on 25 participants. Out of 25 distributed questionnaire only 11 respond was received.
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According to VanVooris et al. (2007) using rule of thumb they presented the minimum sample

size for regression analysis in the following formula.

N >50 + 8M
N > 50 + 8x5 =90
N >90
Where N = Sample size
M= Number of independent variables.
Considering respondent’s willingness, if out of 25 distributed questionnaire 11 responded, how
big shall be the number of distributed questionnaires to at least receive 90 respondents? Using
integration as follow.

If 25 = 11
N = 90
N = (90 x 25) /11= 204

So, the number of questionnaires distributed should be = 204

3.4 Source of data collection

Both primary and second source of data are used in this research. Primary data are used by
interviewing and distributing questioner. Secondary data is used from previous literature
concerning the topic.

3.5 Research instrument

This research is an explanatory and descriptive research which is carried out through qualitative

and quantitative approach. Therefore, this research has two section.
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The first one is quantitative research approach that used both explanatory and descriptive research.

In this section closed-end questionnaire is used, Likert-scale is used for quantitative analysis.

The second one is a qualitative research approach which is carried out through depth interview
using structured interview for sample size of 10 individuals that are selected randomly from
walking -in costumer and marketing manager from different truck selling companies. A qualitative
research is conducted after quantitative research so that the response from quantitative research
approach is used to include most relevant idea in the questionnaire for qualitative research
approach.

Table 3. 1 Summary of Key Measurement Scale from previous study.

Measure Author I}lo of Scale Type
tem
Bizu Tesafa (2018) 4
Reference Cheru Jima (2018) 2 5- point Likert
Group Prasad, S., Gupta, I. C., & Totala, N. K. 1 scale
(2017)
Daniel Yilma (2018) 1
Price Factor | Daniel Yilma (2018) 3 5- point Likert
scale
_ Amir, A., & Asad, M. (2017). 2 5- point Likert
Quality
1 scale
Tung, B., & Carlson, J. (2015).
After-sales Daniel Yilma (2018) 3 5- point Likert
Service Amir, A, & Asad, M. (2017). 1 scale
Bizu Tesafa (2018) 2 [
Perceived Risk 5 pomtIleert
Daniel Yilma (2018) 1 scale
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3.6 Method of data collection.
Telephone and face to face are the two-option used for collecting data for qualitative research. And
closed-end questioner is distributed through personal, mail and online questioner for quantitative
research.

3.7 Data analysis method
Techniques of qualitative and quantitative data analysis are the two main approaches to data
analysis. Business executives and decision-makers can use these data analysis approaches

individually or in combination to get business insights from various data.

In qualitative data analysis, this research used narrative method. While in quantitative method,
researcher used deductive and inferential statistics. Deductive is used to understand the
characteristic of the data. While inferential statistics use a software of Statistical Package for Social
Sciences (SPSS) to analyze the data to come up with an answer to research question provided in

chapter one.

3.8 Validity and Reliability
3.8.1 Validity
The ability of research surveys to yield results that are relevant to the research is referred to as
validity. The degree to which a concept is precisely quantified in a quantitative investigation is
the definition of validity (Heale & Twycross, 2015). To assure the validity of this research, the
following precaution is taken
» Questionnaire are design according to previous literature and find from qualitative

research should also be relevant.
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3.8.2 Reliability

Reliability is the issue of whether one's discoveries will be discovered again(Merriam, 1995).
“Reliability is the accuracy or precision of a measuring instrument”(Hammersley, 1987). The
major issue cover in this section is that the research is free from biasness and the measurement is
accurate. To make sure that the data is reliable, the reliability and internal consistency of the data
are measured by the Cronbach Alpha coefficient.

3.9 Ethical consideration

The researcher will consider high level of ethical responsibility while conducting this research.
The right to choose, the right to safety, the right to be informed, the right to privacy and
confidentiality of respondent will be given great attention in this research. The information that
will be provided on this research will be strictly restricted to ethical responsibility of the field of

study. Even to the researcher, the participant will stay confidential during the whole study.
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATION

4 Introduction

This research used both online survey and questionnaire distribution to respondents for
quantitative analysis purpose. A total of 200 questionnaires were distributed and only 170 were
returned. From 170 only 154 were usable for statistical analysis. This chapter presents the findings
of research analysis based on the research objectives. The contents of this chapter include,
descriptive analysis to interpret demographic of respondents, reliability test, and regression
analysis to answer how independents variables such as reference group, price factor, quality,
aftersales service and perceived risk affect dependent variable which is customer purchase decision
towards locally assembled truck in Ethiopia. Qualitative analysis is also presented at end of this

chapter.

4.1 Demographic of respondents
In order to analyze demographic of respondent’s questions such as age, gender, education
background, income, weather one owns a truck or not, duration and source of information, and
weather one prefers locally assembled or imported truck, are added to survey. The result of

demographic analysis was presented in table below.
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Table 4. 1 Demographic chara

cteristics of respondents.

Demographic of respondents Frequency | Percent %
20-29 23 14.9%
30-39 36 23.4%
Age
40-49 46 29.9%
More than 49 49 31.8%
Total 154 100%
Gender Male 94 61.0%
Female 60 39.0%
Total 154 100%
Educational background or |Related to Automotive 49 31.8%
experience Not Related to Automotive 105 68.2%
Total 154 100%
0-30,000 56 36.4%
Average current monthly |30,001-100,000 66 42.8%
income in birr 100,001-200,000 27 17.5%
More than 200,000 5 3.2%
Total 154 100%
No 121 78.6%
Own a Truck?
wna i Yes 33 21.4%
Total 154 100%
0-14 days 36 23.4%
Pre-purchase information 15-30 days 77 50.0%
search duration. 31-60 days 28 18.2%
More than 60 13 8.4%
Total 154 100%
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Demographic of respondents Frequency | Percent %
Social Media (Facebook,
Tiktok, Telegram, Instagram, 21 13.6%
and others).
Main source of Information |Friend and family. 21 13.6%
Brokers. 15 9.7%
Professional experts 89 57.8%
Others. 8 5.2%
Total 154 100%
General Preference of .
Locally Assembled Sinotruk 37 24%
respondent between locally
assembled and Imported 4Si " .
truck Imported Sinotru 117 76%
Total 154 100%

remain 68.2% (105) had no automotive related back ground.
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Out of 154 respondents 14.9% of them were of age 20-29, 23.4% of them were of age 30-39,
29.9% of them were age 40-49, while the rest 31.8% of the were of age more than 49 years. This
means 61.9 % of the respondents is age of more than 40 years old. In gender context out of 154
respondents 61% (94) of the were male while the remaining 39% (60) were female. Based on

educational background 31.8% (49) of the respondents had automotive related back while the

In economic level, 36.4% (56) of the 154 respondents had monthly income of 0-30,000 ETB,
42.8% (66) of the respondents had monthly income of 30,001-100,000ETB, 17.5% (27) had
monthly income of 100,001-200,000 ETB and the rest 3.2% (5) had monthly income more than
200,000 ETB. From 154 respondents 121 (78.6%) of them doesn’t own truck while the remaining
33 (21.4%) own truck. The number of days preferred by customer as pre-purchase information
duration for 36 (23.4%) of respondents was 0- 14 days, 77(50%) of them preferred 15-30 days,

while 28 (18%) of them preferred 31-60 days, and 13 (8.4) of them preferred days more than 60.




Main source of information preferred by respondents are as follow, 21 (13.6%) of them preferred

social media, other 21 (13.6%) of them preferred Friends and family, 15 (9.7%) Of them preferred

broker, 89 (57.8%) of them preferred professional experts, the remaining 8(5.2%) of them

preferred other source of information. From 154 respondents 37 (24%) preferred to purchase

locally assembled Sinotruk while the remaining

Sinotruk.

4.2 Reliability test

117 (76%) preferred to purchase imported

The Cronbach’s alpha coefficients method is used to test internal consistency in this research

paper. Using SPSS 20 software, the Cronbach’s alpha coefficients results is presented in table

below.

Table 4. 2 Cronbach’s alpha coefficients result and Interpretation.

Cronbach’s alpha coefficients result Classification of C_r_onbach s Alpha
Coefficient
Cronbach’s |\ Cr OII'bE'Ch’S Interpretation of
No | Constructs alpha of Item aﬁE 2 i Cronbach’s Alpha
coefficients coetricien Coefficient
The internal consistency
1 | Reference Group (RG) 0.663 8 > 0.9 of the scale is high.
. The scale has internal
2 | Price Factor (PF) 0.744 3 0.7<a <09 consistency.
The internal consistency
3 | Quality(Q) 0.869 4 0.6<a<0.7 of the scale is
acceptable.
Aftersales Service The internal consistency
4 (ASS) 0.797 4 055 a <06 of the scale is weak.
5 | Perceived Risk (PR) 0.772 3 @ <05 _ The scale has no
internal consistency.
6 | Buying Behavior (BB) 0.535 5
Overall scale reliability 0.764 27

Source: Source: Surucu and Maslaki (2020)
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Table 4. 3 The Overall Cronbach’s alpha coefficients

Cronbach's Alpha

Number of Items

764

27

Generally accepted technique for interpreting Cronbach’s alpha coefficients is presented in table
4.2 according to (Surucu and Maslaki ,2020). From table 4.2 the result for Cronbach alpha
coefficients for the six variables is more than 0.5 and the overall scale reliability has resulted 0.764
which is greater than 0.7, thus the scale has internal consistency. Since this research topic is not
researched previously by anyone, and sample size for this research is very small. Having small
sample size weakens the internal consistency of the research and a study in its earlier stage may

result in weak internal consistency because most of the terms are unexplored points.

A low Cronbach’s alpha coefficient simply indicates that the factor is less likely to present itself
if the study is to be repeated when subjected in a different application setting. According to

Churchill (1979), at early stage of research, Cronbach’s alpha confidents of 0.5 or 0.6 is accepted.

4.3. Descriptive analysis of variables

By uniformly weighing the mean scores of all the items under each variable, the mean scores for
all five variables have been calculated. For each variable (Reference group, price, quality, after-
sales service, perceived risk, and purchase decision), respondents were asked to score their view

on a five-point Likert type scale, with 1 being strongly disagree and 5 strongly agree. The result

is present the below tables.
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Table 4. 4 Descriptive statistics of reference group

Std.
Reference group N | Mean Deviation

| seek information from those who work in the truck Industry when | 154 | 403 699
am about to purchase locally assembled truck.
I search mforma_tlon about various locally assembled truck from a 154 | 415 730
professional and independent group of experts.
My choice of truck is influenced by other's word of mouth. 154 | 3.58 .876
I collect information about locally assembled truck from friends,
neighbors, relatives or colleagues (such as how locally assembled and | 154 | 4.14 736
imported truck of the same brand differs).
| tend to choose truck that enhance my image in other's eyes. 154 | 3.40 .932
I oft_en read_onllne product reviews to know what type of truck make 154 | 3.89 367
bad impression on customer.
Buy.lng locally assembled truck, make me accepted by my friends and 154 | 2.99 924
family
I buy_locally assembled truck if it is recommended by family and friends 154 | 421 955
(previously experienced person)

Average Mean 3.80 0.81

The above table shows that reference group contains 8 statements. From finding, the researcher

understood that the most influential reference group are: family and friends (previously owning

Sinotruk) with mean value of 4.21 and experts with mean value of 4.15. As indicated in table

above, the average mean score for reference group is 3.8, this means that the respondents highly

agreed that reference group has influence on buying of locally assembled Sinotruk.
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Table 4. 5 Descriptive statistics of price factor

Price Factor N Mean S.t d'.
Deviation
| prefer to buy Iocfally assembled trucks because its price is relatively 154 2 80 1,093
low compared to imported truck.
I prefer to buy Icha'IIy assembled trucks because its resale value has 154 3.04 362
no difference with imported one.
_I prefer to bu;_/ locally assembled trucks because its spare parts price 154 2 66 972
Is lower than imported one.
Average Mean 2.83 0.98

The above table shows that price factor contains 3 statements. From the 3 statements respondents

agreed on that, they may consider to buy locally Sinotruk in aspect of resale value. As indicated

in table above, the average mean score for price factor is 2.83, this means that the respondents

moderately agreed that price factor influence buying of locally assembled Sinotruk.

Table 4. 6 Descriptive statistics of quality

: Std.

Quality N Mean Deviation
Locally assembled SINOTRUK are not of acceptable quality. 154 | 2.71 876
Locally assembled SINOTRUK are not as reliable as imported one. 154 | 2.72 939
Locally assembled SINOTRUK are not durable. 154 | 2.54 901
There is workman-ship quality problem on locally assembled trucks. | 154 | 3.14 825
Average Mean 2.78 0.89

The above table shows that quality factor contains 4 statements. From the 4 statements respondents

agreed on that, the major quality problem of locally assembled Sinotruk is its’ workmanship

quality problem. As indicated in table above, the average mean score for quality is 2.78, this means
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that the respondents moderately agreed that quality of locally assembled Sinotruk had an influence

buying of locally assembled Sinotruk.

Table 4. 7 Descriptive statistics of aftersales service

Aftersales service N | Mean S.t d'.
Deviation
| prefer to buy a certain truck because of the best maintenance service |
. . . 154 | 4.04 (57
get from the seller (convenient and quick after sales service).
| prefer to buy truck because of the availability of warranty. 154 | 4.28 728
Technical support of locally assembled SINOTRUK is not sufficient. 154 | 3.94 673
Availability of spare parts is an important factor. 154 | 4.40 .662
Average Mean 4.16 0.705

The above table shows that aftersales service contains 4 statements. From the 4 statements,

respondents strongly agreed that availability of spare part and warranty are the major factors that

influence buying decision of locally assembled Sinotruk. As indicated in table above, the average

mean score for aftersales service is 4.16, this means that the respondents highly agreed that

aftersales service influence buying of locally assembled Sinotruk.

Table 4. 8 Descriptive statistics of perceived risk

Perceived Risk N [ Mean S.td'.
Deviation
I.Would bgy a locally assemble.d tru?k n’: there is a credit facility 154 | 378 539
since credit payment reduces financial risk.
The financial risk attributed to locally assembled truck is high. 154 | 3.60 553
The performance risk attributed to locally assembled truck is high. 154 | 3.60 554
Average Mean 3.66 0.549
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The above table shows that perceived risk contains 3 statements. From the 3 statements,

respondents agreed that the availability of any system that reduce financial risk, like credit facility

can help them purchase locally assembled Sinotruk. As indicated in table above, the average mean

score for perceived risk is 3.66, this means that the respondents highly agreed that perceived risk

influence buying of locally assembled Sinotruk.

Table 4. 9 Descriptive statistics of buying behavior

: . Std.
Buying Behavior N Mean Deviation

My decision t.o buy locally assembled SINOTRUK is determined by 154 | 3.90 349
recommendations | get from others.
M}/ decision to buy locally assembled SINOTRUK is determined by 154 | 371 635
price factor.
My (_1eC|S|on to buy locally assembled SINOTRUK is determined by 154 | 233 584
quality factor.
My decision to.buy locally assembled SINOTRUK is determined by 154 | 4.05 699
after sales service offered.
My d(_éClSloh to buy locally assembled SINOTRUK is determined by 154 | 416 671
perceived risk.

Average Mean 4.03 0.872

The summary of mean factors: reference group, price, quality, aftersales service and perceived risk

were calculated and presented in the table above. From the table above the highest mean value was

4.33 which is quality, followed by perceived risk with mean value of 4.16, then followed by

aftersales service with mean value of 4.05 and then followed by reference group with mean value

of 3.90. The lowest mean value was 3.71 which is for price.

4.4 Correlation Analysis

Statistical Package for Social Science (SPSS) version 20 was used to investigate the correlation

between independent and dependent variables. The correlation matrix below employs a Pearson
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correlation coefficient to display the relationship between the variables. The relationship between

the variables taken into account by the questionnaire is shown in Table 4.9.

Table 4. 10 Pearson Correlation matrix

LNBB LNRG | LNPF LNQ LNAS | LNPR
S
Pearson Correlation 1| .741™ 151 194" .655™ -.095
LnBB | Sig. (2-tailed) .000 061 016 .000 242
N 154 154 154 154 154 154
Pearson Correlation 1| .229™ -.018| .655™ -.045
LNRG | Sig. (2-tailed) .004 824 .000 578
N 154 154 154 154 154
Pearson Correlation 1 -.102 .070 -.078
LNPF | Sig. (2-tailed) 207 .386 .333
N 154 154 154 154
Pearson Correlation 1 145 -.150
LNQ Sig. (2-tailed) .072 .063
N 154 154 154
Pearson Correlation 1 -.097
LNASS | Sig. (2-tailed) 230
N 154 154
Pearson Correlation 1
LNPR | Sig. (2-tailed)
N 154

A correlation matrix employing the Pearson Product-Moment correlation coefficient for all
variables was shown in Table 4.10 above. The value of Pearson's correlation is divided into three
categories, according to Cohen (1988). A low correlation is defined as a correlation coefficient
between 0.10 and 0.29, a medium correlation is defined as a correlation coefficient between 0.30
and 0.49, and a big correlation is defined as a correlation coefficient between 0.50 and 1.0. The

correlation between dependent variable (buying behavior) with each independent variable
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(reference group, price factor, quality, aftersales service and perceived risk) is present in table

below as summary.

Table 4. 11 Summary of correlation analysis

Pearson P Strength of
Variables Direction | Correlation | value Significance 9th d
S . relationship
coefficients | (sig.)
Reference Group +Ve 0.741 0.000 Significant High
Price Factor +Ve 0.151 0.061 Insignificant Low
Quality +Ve 194 0.016 Significant Low
Aftersales service +Ve 0.655 0.000 Significant High
Perceived Risk -Ve -0.095 0.242 Insignificant Very low

4.5 Classical linear regression model assumptions test.

Regression is an attempt to interpret changes in one or more variables in relation to changes in
another variable or variables (Brook,2014). In this section the five result of CLRM assumption is
presented. Normality, Linearity, Multi-collinearity, Heteroscedastic and Auto-correlation

assumption and diagnostic test are present step by step in the following section.

4.5.1 Normality assumption test

Normality assumption state that the error term is normally distributed. Both Histogram and
Shapiro-Wilk or Kolmogorov-Smirnov normality test method are used in this paper to test

normality.
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The shape of the histogram chart shown below on figure 4.1 has the shape of normal curve
distribution thus the error is normal distributed. For sample size greater than 50 we use to
Kolmogorov-Smirnov and for sample size less than 50 we use Shapiro-Wilk, since our sample size
is greater than 50 we use Kolmogorov-Smirnov test. According to Kolmogorov-Smirnov test the

following hypothesis is stated

Ho: The error distribution is normally distributed.

H.. The error distribution is not normally distributed.

Null hypothesis is accepted if Sig > 0.05. From the result in table 4.5 Sig =0.2, since Sig=0.2>0.05,
we accept Null hypothesis therefore our error term is normally distributed.

Table 4. 12 Test of Normality

Kolmogorov-Smirnov? Shapiro-Wilk

Statistic df Sig. Statistic df Sig.

Unstandardized
.058 154 200" .990 154 .369
Residual

Standardized Residual .058 154 .200" .990 154 .369

*. This is a lower bound of the true significance.

a. Lilliefors Significance Correction
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Figure 4. 1 Histogram of regression standardized residual
Histogram

Dependent Variable: LNBB
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4.5.2 Linearity assumption test

Linearity assumption is accepted when point in probability graph are disseminated around diagonal
line, therefore from our result in shown below in P-P plot, standardized residual of dependent

variable satisfies the above-mentioned criteria thus linearity assumption is accepted.
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Figure 4. 2 Normal P-P plot

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: LNBB

1.0

0.3

0.4

Expected Cum Prob

0.2

0.0 I T |
0.0 0.2 0.4 0.6 08 10

Observed Cum Prob
4.5.3 Multicollinearity assumption test
An implicit assumption that is made when using the OLS estimation method is that the independent
variables are not correlated with one another. Multicollinearity was tested using correlation matrix
and Variance Inflation Factor (VIF).
Correlation matrix method
When computing a matrix of Pearson’s correlations in appendix 3, among all independent
variables, the magnitude of the correlation coefficients should be less than r=0.80. This condition
is satisfied since the maximum correlation magnitude is r=0.655 according to table 4,13 which is

adapted from own source of SPSS result of Appendix 3.
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Table 4. 13 Matrix of Pearson Correlation

LNRG LNPF LNQ LNASS LNPR
LNRG 1.000
LNPF 229 1.000
LNQ -.018 -.102 1.000
LNASS 655 070 145 1.000
LNPR -.045 -.078 -.150 -.097 1.000

Variance Inflation Factor (VIF) method

The VIFs of the linear regression indicate the degree that the variances in the regression estimates

are increased due to multicollinearity. Multicollinearity does not exist if VIF values lies between

1-10, otherwise if VIF is less one or greater than 10 Multicollinearity exist (Oke, 2019). This

condition is also satisfied from Appendix 4, since VIF result ranges from 1.038 up to 1.892 which

lies between 1-10.

Table 4. 14 Multicollinearity table

Model Unstandardize | Standardized| t Sig. 95.0% Collinearity
d Coefficients | Coefficients Confidence Statistics
Interval for B
B Std. Beta Lower | Upper | Tolerance | VIF
Error Bound | Bound
(Constant) 403 .099 4.049| .000 .206 599
LNRG AT7 .057 .573(8.303| .000 .364 591 529( 1.892
LNPF .008 .022 .018| .340| .735 -.037 .052 .922| 1.084
1
LNQ .071 .022 .16713.210| .002 .027 115 931| 1.074
LNASS .209 .057 .253(3.697| .000 .097 321 .540( 1.852
LNPR -.018 .050 -.018( -.350| .727 =117 .082 963 1.038

a. Dependent Variable: LNBB
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4.5.4 Heteroscedastic assumption test

Assumption state that the mean of the disturbance is zero, if the errors do not have a constant
variance the model violet the assumption. Using Scatter plot in figure 4.3 errors are linearly
distributed. Thus, the assumption is accepted.

Figure 4. 3 Scatter plot
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4.5.5 Autocorrelation assumption test
This assumption assume that the errors are uncorrelated with one another. Durbin-Watson test is
used in this research to test Presence of Autocorrelation. DW for this study was =1.756(Table 4.6).
From table of critical values for Durbin-Watson Statics we obtain diand dy for-sample size of 154

and where number of independent variables is equal to 5.
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do=1.44

du=1.65

For assumption to be accepted

DW should be found in range of (du, 4- du) = (1.65, 4-1.65) = (1.65,2.35)

Since DW=1.756 is found in range of (1.65, 2.35), the assumption that state there is no

autocorrelation is accepted for this model.

Table 4. 15 Durbin-Watson result

Adjusted R Std. Error of Durbin-
Model R R :
ode Square Square the Estimate Watson
1 7922 .627 .614 07714 1.756

a. Predictors: (Constant), LNPR, LNRG, LNQ, LNPF, LNASS
b. Dependent Variable: LNBB

4.5.6 Model summary

Using linear regression ANOVA test from table 4.16 p-value for this model (sig = 0.00) is less

than 0.05, thus the model is adequate. From table 4.15 Adjusted R square = 0.614, which means

independent variables in this model explains 61.4% of the model. In general, this model is

adequate.

Table 4. 16 Model Summary

Model Summary

Model R R Adjusted R Std. Error Change Statistics Durbin-
Square Square of the R E df1 df2 Sig. F Watson
Estimate | sSquare | Change Change
Change
1 .7922 .627 .614 .07714 .627 | 49.746 5 148 .000 1.756

a. Predictors: (Constant), LNPR, LNRG, LNQ, LNPF, LNASS
b. Dependent Variable: LNBB
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Table 4. 17 Model adequacy result

ANOVA?
Model Sum of df Mean Square F Sig.
Squares
Regression 1.480 5 .296 49.746 .000P
1 Residual .881 148 .006
Total 2.361 153
a. Dependent Variable: LNBB
b. Predictors: (Constant), LNPR, LNRG, LNQ, LNPF, LNASS
4.6 Regression Coefficients
Table 4. 18 Coefficient of variables of regression analysis
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 403 .099 4.049 .000
LN of Reference Group AT7 .057 573 8.303 .000
LN of Price Factor .008 .022 .018 .340 735
1 LN of Quality 071 .022 167 3.210 .002
LN of Aftersales Service 209 .057 253 3.697 .000
LN of Perceived Risk -018 050 -018 -350| 727

a. Dependent Variable: LN of Buying Behavior

Linear regression model is

LNBB= o+ B: LNRG + BoLNPF + BsLNQ + BaLNASS + BsLNPR + &

Where

LNBB= LN of Buying Behavior

Bo = Constant (Y- intercept)

B1 = Coefficient of LN of Reference Group
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B2 = Coefficient of LN of Price Factor

Bs = Coefficient of LN of Quality

B4 = Coefficient of LN of After Sales Service

Bs= Coefficient of LN of Perceived Risk

€ = Random error

Substituting values from table 4.8 the regression for this model is presented as follow.

LNBB=0.403+ 0.573LNRG + 0.018LNPF + 0.167LNQ + 0.253LNASS — 0.018LNPR + &
4.7 Hypothesis Testing

Hi: Reference group has positive impact on customer purchase decision toward locally

assembled truck.

The first hypothesis which state that reference group has positive impact on consumer purchase
decision is accepted because P value (P=0.00 < 0.05, p=0.573) is significant at 95% confidence
level. This implies that recommendation given by reference group increases the buyer’s chance of
buying locally assembled truck by 57.3% on average for each percent increase of recommendation
given by reference group while keeping other variables constant. Therefore, null hypothesis is

rejected.

H2: Price positively affect customer purchase decision toward locally assembled truck

The second hypothesis which state that price has positive affect consumer purchase decision is
rejected because P value (P=0.735 > 0.05, p=0.018) is not significant at 95% confidence level.
This implies that price has insignificant effect on buyer’s chance of buying locally assembled

truck. Therefore, the null hypothesis is accepted which assume 3 to be zero.
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Hs: Quality attitude toward locally assembled truck affect customer purchase decision

positively.

The third hypothesis which state that Quality attitude toward locally assembled truck affect
consumer purchase decision positively is accepted because P value (P=0.002 < 0.05, p=0.167) is
significant at 95% confidence level. This implies that quality increases the buyer’s chance of
buying locally assembled truck by 16.7 % on average for each percent of improvement on quality

keeping other variables constant. Therefore, null hypothesis is rejected.

Ha: Availability of after sales service positively affect customer purchase decision.

The fourth hypothesis which state that availability of after sales service positively affect consumer
purchase decision is accepted because P value (P=0.000 < 0.05, =0.253) is significant at 95%
confidence level. This implies that availability of after sales service increases the buyer’s chance
of buying locally assembled truck by 25.3 % on average for each percent of improvement on after

sales service keeping other variable constant. Therefore, null hypothesis is rejected.

Hs: perceived risk affects customer purchase decision of locally assembled truck negatively.

The fifth hypothesis which state that perceived risk affects consumer purchase decision of locally
assembled truck negatively is rejected because P value (P=0.727 > 0.05, = -0.018) is not
significant at 95% confidence level. This implies that Perceived risk has insignificant effect on
buyer’s chance of buying locally assembled truck. Therefore, the null hypothesis is accepted which

assume [ to be zero.
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Table 4. 19 Summary of hypothesis test result

Hypothesis

Standardized

Variable result Coefficients | P value Remark
Reference Group (H1) Accepted 573 0.000
Coefficient close to zero and p
Price Factor (Hy) Rejected .018 0.735 | value is greater than
0.05statically insignificant.
Quality (Hs) Accepted 167 0.002
After Sales Service Accepted 953 0.000
(Ha)
Coefficient close to zero and p
Perceived Risk (Hs) Rejected -.018 0.727 | value is greater than

0.05statically insignificant.

4.8. Qualitative Interpretation of results

In quantitative research section, the research result gave some opposite results to theoretical aspect

of consumer behavior. To answer the finding in quantitative section and fill the gap left in the

questionnaire, qualitative research was used. Under qualitative research unclear points and

confusing points are tried to be unrevealed.

The main focus of this section tries to explore what Sinotruk purchaser know, feel and how they

react to locally assembled Sinotruk. In this qualitative research, individual interview was

conducted on 10 people who are in truck industry. The sample was selected from experts, broker,

customer, Sinotruk owner and marketing manager at truck selling companies. Narrative method

was used to both describe the collected data and present data analysis.
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4.8.1 Topic discussed on interviews

1. Locally assembled Sinotruk Vs imported one, which one should be preferred? why is it

so?

From the 10 people interviewed, 7 of them doesn’t own Sinotruk while 3 of them own Sinotruk.
And from who own Sinotruk, 2 who own imported Sinotruk preferred to buy imported one while
1 who own both locally assembled and imported one preferred to buy locally assembled Sinotruk.
One who preferred to locally assembled gave an evidence that imported Sinotruk rust due to long
time parking at port, due to lack of proper storage and handling most of them need maintenance at
short millage.

The others 7 including the 2 who own imported Sinotruk gave the following reason for preferring
imported Sinotruk, they think that locally assembled are not of good quality, some failure will
happen to the truck as soon as truck got into road due to wrong assembly procedure.

2. In quantitative research findings, Price factor found to had insignificant effect on

purchasing locally assembled Sinotruk, what is the reason for this result? How does price

affect in purchase decision of locally assembled Sinotruk?

All of the interviewees agreed that price had significant effect on purchase decision provided that
there is big price difference, if the price of locally assembled Sinotruk is low they need to get good
recommendation from broker, family, friends and close person who had experience of owning
Sinotruk otherwise they still choose imported Sinotruk. Since the price difference is insignificant
relative total price, little price difference doesn’t affect purchase decision. All of the interview
agreed that price difference is insignificant factor in purchasing Sinotruk, they are ready to pay
price different to buy what they believe in good product. Price difference of less than 5% is

tolerated by Sinotruk purchaser.
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3. Opinion of customer when purchasing locally assembled Sinotruk

Before making purchase decision all of the interviewees suggest to collocate available
information on locally assembled Sinotruk. From some of information they try to collect, they try
to know what kind of possible risk exist, does locally assembly give special offer like warranty,
after sales service, technical support, what is the duration warranty provided. They try to evaluate
the special offer given by Sinotruk seller relative to recommendation they obtain from reference
group. Provided that the locally assembly offer after sales service, warranty, technical support.
Customer choose the one is that recommended by most people special close relatives and brokers.

4. Recommendation suggested to improve local Sinotruk assemblies.

Good customer handling, giving honest answer, giving prolonged warranty service to build trust,
being transparent, giving technical support, assembling Sinotruk using by high professionals.
Giving detail information about locally assembled Sinotruk helps consumer to consider purchase
of locally assembled Sinotruk. Quality of locally assembled Sinotruk is set by from information
collected from reference group, specially brokers. Most of brokers in Ethiopia are not from sector
of automotive sector, so the brokers provide biased information to keep they personal interest.
Creating awareness to reference group, by giving them technical training and inviting reference
group to visit locally Sinotruk assembly plant so that they can grasp the reality about local Sinotruk

assembly.

Giving driver training orientation on how to drive and operate Sinotruk are essential requirement

for most of customer.

4.8.2 Findings of overall qualitative results
e The tendency to repeat the purchase of locally assembled Sinotruk is high. This reveal that

information collected from reference group is biased, are not based on general truth.
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e The qualitative research findings also revealed that price factor is insignificant. The reason
price factor become insignificant is that price of Sinotruk is high, a difference of price of
less than 5% of Sinotruk doesn’t affect the decision of purchasing Sinotruk of interest. The
current market Sinotruk doesn’t have price difference of greater than 5%.

e The factor that highly affect purchase decision of locally assembled Sinotruk is the
information collected from reference. Other factor such as after sales service, technical
support, duration of warranty period affects purchase decision.

e Some of suggested improvement area in locally assembled Sinotruk are; good customer
handling, giving honest information, prolonged warranty services, being transparent about
locally assembly process, technical support, using high professionals to assembly Sinotruk,
giving drivers orientation on how to operate.

4.9 Discussion of results

This study was aimed at investigating how variables such as the reference group, price, quality,
after-sales support, and perceived risk influenced customers' decisions to purchase locally
assembled Sinotruk. As a result, this section discusses the research's major results and compares

them to those of similar previous research.

Reference Group

From the findings of this research, reference group has positive and significant impact on consumer
purchase decision toward locally assembled truck. Previous studies also support the influence of
reference group on variation of purchase decision. The findings by Nayeem (2012) showed that
friends and family are the most significant information sources for Asian-born consumers. But
research done by Tesafa (2018) on factors affecting consumer automobile preference of

international brand versus local brand: the case of Arada sub-city, she conclude that reference
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group has neutral influence towards consumer preference. The find from qualitative research also

support the impact of reference group to be significant and positive toward buying behavior.

Price Factor

Research done by Yilma (2018), Ayele (2019), Tefesa (2018) on consumer buying behavior
towards locally assembled automobile in Ethiopia. All concluded that price has negative and
significant impact on purchase decision. But the form descriptive analysis, correlation analysis,
regression analysis and qualitative findings of this research all resulted that price had insignificant
influence on buying decision towards locally assembled Sinotruk. According to qualitative finding
price become insignificant factor since small price difference of not greater than 5% doesn’t have

enough power to make customer change their mind in purchasing locally assembled Sinotruk.

Quality

From regression analysis and qualitative findings resulted that perceived quality toward locally
assembled truck affect customer purchase decision positively. The same way research done by
Yilma (2018), Ayele (2019), Tefesa (2018) on consumer buying behavior towards locally
assembled automobile in Ethiopia supported that quality has positive and significant influence

towards purchase decision of locally assembled automobile.

Aftersales Service

According to study conducted by Ahmed and Sanatullah (2011), the ease of access to experts,
spare parts, and customization services has a favorable, significant influence on consumer
purchasing decisions. The same way the result of this research also support that aftersales service

has positive and significant influence toward purchase decision of locally assembled Sinotruk.
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Perceived risk

Accroding to Tesafa (2018) research done on factors affecting consumer automobile preference of
international brand versus local brand: the case of Arada sub-city, she conclude that the perceived
risk for international brand is low compared to local brand, that perceived risk has negative and
significant impact on purchase decision. Likewise, the find finding of descriptive analysis resulted
that perceived risk had second largest mean value of 4.16 that means perceived risk the second

factor that influence purchase decision.

But the find from correlation analysis and regression analysis presented that perceived risk had
negative but insignificant influence on purchase decision of locally assemble Sinotruk. The same
way from qualitative analysis it was found that there is no concert reason any type perceived risk
is available. Only biased word of mouth is available because the tendency to repeat purchase is

high.
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CHAPTER FIVE

Summary, conclusion and recommendation
Introduction
In this chapter, summary of research finding is presented. Conclusion and recommendation of are
also presented. The main purpose of this research was to explore the effect of reference group,
price factor, quality, aftersales service and perceived risk on customer purchase decision on locally
assembled Sinotruk. In recommendation section, recommendation given by experts, broker,

customers and marketing manager in truck industry is presented additionally to research findings.

5.1 Summary

This research study used both qualitative and quantitative methods. Mixed methods research
(MMR) collects and combines quantitative and qualitative data into a single study, which may lead
to a more thorough knowledge of the topic being studied (Leavy, 2017). To understand the
complex customer behavior, this research come up with independent variables; reference group,
price factor, quality, aftersales service and perceived risk on consumer purchase decision on locally
assembled Sinotruk. To answer research question and to meet the objective of the research both
quantitative and qualitative was used. Quantitative research was done first, and then to answer

some of unexpected research findings in quantitative result, qualitative research was used.

In quantitative research section both descriptive and inferential analysis was used. This research
used both online survey and questionnaire distribution to respondents for quantitative analysis
purpose. A total of 200 questionnaires were distributed for quantitative research, and only 170

were returned. From 170 only 154 were usable for statistical analysis.
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The maximum percentage of these respondents are of age more than 49 years (31.8%), and 61%
of them were male with educational background of not related to automotive (68.2%) that earn
average income of 30,001-100,000 birr per month (42.8%) and where 78.6% of them have never

owned a truck.

The most desired pre-purchase information search duration was 15-30 days (50%) where the most
preferred information source was from professional experts which are 57.8 % of the five-option
provided. Generally, 24% of respondents preferred to purchase locally assembled Sinotruk and

76% of them preferred to purchase imported Sinotruk.

The regression result revealed that from independent variables; reference group, price factor,
quality, aftersales service and perceived risk only reference group, quality and aftersales service
had positive and significant effects on dependent variable (Purchase decision) at confidence level
of 95%. Adjusted R square = 0.614, which means independent variables in this model explains
61.4% of the model. The other variables which are not included in this study contribute 38.6% in

variation of dependent variable (purchase decision). model of regression model is presented as

LNBB=0.403 + 0.573LNRG + 0.018LNPF + 0.167LNQ + 0.253LNASS — 0.018LNPR + &.

According to standard beta coefficients, the highest influence for variation of purchase decision is
contributed by reference group (57.3%) and the second is by aftersales service (25.3%) and the

last by quality (16.7%).

In qualitative research, narrative method is used to present data and result. The major concern for
this section was to understand why price factor become insignificant. The qualitative research

findings also revealed that price factor is insignificant. The reason price factor become
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insignificant is that price of Sinotruk is high, a difference of price of less than 5% of Sinotruk
doesn’t affect the decision of purchasing Sinotruk of interest. The current market Sinotruk doesn’t

have price difference of greater than 5%.

5.2 Conclusion

The main goal of this research was to explore effects of independent variable; reference group,
price factor, quality, aftersales service and perceived risk on purchase decision of locally

assembled Sinotruk. The following conclusion was drawn.

The research findings showed that reference group (P=0.00 < 0.05, p=0.573) had positive and
significant effect at 95% confidence level on variation of dependent variable (purchase decision).
This implies that recommendation given by reference group increases the buyer’s chance of buying
locally assembled truck by 57.3% on average for each percent increase of recommendation given
by reference group while keeping other variables constant. Previous studies also support the
influence of reference group on variation of purchase decision. The findings by Nayeem (2012)
showed that friends and family are the most significant information sources for Asian-born

consumers.

Price factor had insignificant effect on purchase decision of locally assembled Sinotruk (P=0.735
>0.05, B=0.018) at 95% confidence level. This implies that price has insignificant effect on buyer’s
chance of buying locally assembled truck as price difference in Sinotruk is not more than 5%,

Sinotruk purchaser does not change their purchase decision due this price difference.

Quiality attitude toward locally assembled Sinotruk affect customer purchase decision positively

and significantly (P=0.002 < 0.05, =0.167) at 95% confidence level. This implies that quality
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increases the buyer’s chance of buying locally assembled truck by 16.7 % on average for each
percent of improvement on quality keeping other variables constant. According to research done
by Addisu (2017); Mohammed (2020); Tesafa (2018) ; Yilma (2018) approve that quality is one

of factor that affect consumer behavior in purchasing locally assembled vehicles.

Availability of after sales service positively and significantly affect consumer purchase decision
(P=0.000 < 0.05, p=0.253) at 95% confidence level. This implies that availability of after sales
service increases the buyer’s chance of buying locally assembled truck by 25.3 % on average for
each percent of improvement on after sales service keeping other variable constant. According to
study conducted by Ahmed and Sanatullah (2011), the ease of access to experts, spare parts, and

customization services has a favorable, significant influence on consumer purchasing decisions.

Perceived risk had insignificant effects on consumer purchase decision of locally assembled
Sintruk (P=0.727 > 0.05, p=-0.018) at 95% confidence level. This implies that Perceived risk has

insignificant effect on buyer’s chance of buying locally assembled truck.

5.3 Recommendation and future research suggestion

Both regression and qualitative result revealed that from 5 independent variables; reference group,
price factor, quality, aftersales service and perceived risk only 3 factors (reference group, quality
and aftersales service) had positive and significant effects on dependent variable (Purchase
decision) at confidence level of 95%. Adjusted R square = 0.614, which means independent
variables in this model explains 61.4% of the model. Based on analysis and conclusion made the
following recommendation is suggested. Recommendation of qualitative research given by
experts, broker, customers and marketing manager in truck industry is presented additionally to
research findings.
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e Good customer handling, treating customer with respect and showing them how much you
care about them will improve purchase decision of locally assembled Sinotruk.

e Giving honest information, being honest about product, if there is an uncertainty about the
product telling the customer the reality will enable them to make good decision.

e Prolonged warranty services, giving long time warranty service show how local assemblers
are confident about their products and that will build confidence for buyers also.

e Being transparent about locally assembly process, most of local assembler are not willing
to show their assembly plants. Letting customer observe how Sinotruk is assembled from
start to final stage will enable customer to understand reality about Local assembly, by
doing this biased information from brokers will be reduced.

e Technical support, giving drivers orientation on how to operate before delivering the truck
and also following the status sold trucks periodically. Giving technical advice whenever
it is found necessary.

e using high professionals to assembly Sinotruk, giving continuous training for truck

assembly workers and continuous assessment on the capacity of workers.

The regression result revealed that from 5 independent variables; reference group, price factor,
quality, aftersales service and perceived risk only 3 factors (reference group, quality and aftersales
service) had positive and significant effects on dependent variable (Purchase decision) at
confidence level of 95%. Adjusted R square = 0.614, which means independent variables in this
model explains 61.4% of the model. The other variables which are not included in this study
contribute 38.6% in variation of dependent variable (purchase decision). Therefore, variables like

brand image, advertisement, creating awareness are addition area to be researched for future.
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Appendix 1 English Questionnaire
Survey Questionnaire

Consumer behavior towards locally assembled truck

Dear respondents

I would like to thank you for sacrificing your precious time to respond to my questionnaire. This
survey is a component of the study to examine consumer behavior toward locally assembled SINO-

TRUK. In order for me to fully comprehend this current problem, your replies are crucial.

To fill this questionnaire, it may take you about ten minutes. Your reply will remain confidential
throughout the study, your response will only be used as the main data set for my research for
partial fulfillment of master of degree in Masters of Business Administration at Addis Ababa
University, Faculty of Business and Economics. Please return the completed questionnaire to me

within one week, | would like to express gratitude for your kind cooperation in advance!

Part one: General information

1. Age

0 20- 29. 0O 30-39. 0 40-49 O More than 50.
2. Gender

O Male. O Female.

3. Your Educational background or experience.

O Related to Automotive. O Not related to Automotive
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4. Your average current monthly income in birr?

O 0- 15,000. 0O 15,001-30,000. 0 30,001-60,000

0 60,001- 100,000 0 100,001-200,000 O More than 200,000.
5. Do you own a Truck?

O Yes. O No.

6. How long do you collect pre-purchase information when you want to purchase truck?

O 0-14 days O 15-30 days O 31-60 day

O 61-120 days O 121-365 days O More than 365 days

7.  What is the main source from which you get to know about trucks for purchase?
O Social Media (Facebook, Tiktok, Telegram, Instagram, and others).

O Friend and family.

O Truck Brokers.

O Professional expert.

O Others, specify

8. Which one do you prefer purchasing, the same model and year of manufacturing with the

same price?

O Locally assembled SINOTRUK.

O Imported SINOTRUK.
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Part Two: please tick in the box you choose.

Strongly | ~. Neutral | Agree | strongly
SN Factors Disagree Disagree Agree
Reference Group 1 2 3 4 5
I seek information from those who
RG1 work in the truck Industry when |

am about to purchase locally
assembled truck.

RG2

| search information about various
locally assembled truck from a
professional and independent
group of experts.

RG3

My choice of truck is influenced
by other's word of mouth.

RG4

I collect information about locally
assembled truck from friends,
neighbors, relatives or colleagues
(such as how locally assembled
and imported truck of the same
brand differs).

RG5

| tend to choose truck that
enhance my image in other's eyes.

RG6

| often read online product
reviews to know what type of
truck make bad impression on
customer.

RG7

Buying locally assembled truck,
make me accepted by my friends
and family

RG8

I buy locally assembled truck if it
is recommended by family and
friends (previously experienced
person)
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Price Factor

PF1

| prefer to buy locally assembled
trucks because its price is
relatively low compared to
imported truck.

PF2

| prefer to buy locally assembled
trucks because its resale value has
no difference with imported one.

PF3

| prefer to buy locally assembled
trucks because its spare parts price
is lower than imported one.

Quality

Q1

Locally assembled SINOTRUK are
not of acceptable quality.

Q2

Locally assembled SINOTRUK are
not as reliable as imported one.

Q3

Locally assembled SINOTRUK are
not durable.

Q4

There is workman-ship quality
problem on locally assembled trucks.

After sales service

ASS1

| prefer to buy a certain truck
because of the best maintenance
service | get from the seller
(convenient and quick after sales
service).

ASS2

| prefer to buy truck because of
the availability of warranty.

ASS3

Technical support of locally
assembled SINOTRUK is not
sufficient.
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Availability of spare parts is an

ASS4 | important factor.
Perceived risk
I would buy a locally assembled
PR1 | truck if there is a credit facility

since credit payment reduces
financial risk.

PR2

The financial risk attributed to
locally assembled truck is high.

PR3

The performance risk attributed to
locally assembled truck is high.

Buying Behavior

BB1

My decision to buy locally
assembled SINOTRUK is
determined by recommendations |
get from others.

BB2

My decision to buy locally
assembled SINOTRUK is
determined by price factor.

BB3

My decision to buy locally
assembled SINOTRUK is
determined by quality factor.

BB4

My decision to buy locally
assembled SINOTRUK is
determined by after sales service
offered.

BBS

My decision to buy locally
assembled SINOTRUK is
determined by perceived risk.
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Appendix 2 Amharic Questionnaire
POU-& AL P

LINF@ UIC - NATQ,TIMMI® Pe1F AP T PAMD- NUL
O£ PAPMLE +AFLPT
BUTY B4R OMES AMRA™A% PHNNZ THPT NAAMT AN ATPACITAL: BU CPMELd
PHHIED ARSA ANN RIACNE PALHING AhFMNN 4t ANLHIN AR INTSAT TN+HCH
TCLI® FIRUCHR PARaRlb P mTH & ATHIET APTT AR6-9° APALF PRLIM- PPN G
MNP AN UIC @A AATLIMMI® AT 4N (SINOTRUK) oG PAM-Y NUZL ATRADHY
P+HOE 1@ APMEET ACRA™AT AAN 10 B PMUT 1H PARONE ALY PACNP JPAR
ARG FPM KU, NMI° MPT, 10 NAPML R PAYTTM ABLE ATIPUCHP DGR e & NF
A1 M-A APLITMN (BMERT A+D NATE AT NANAM 1H @AM ATLMAMNAT NA
NtU+e AML LA

AMPAL a8
1. hegm
0. 20- 29. 0. 30-39. 0. 40-49 O .h49 NAL
2. P
0. 0VE 0. "%

3. PHRUCT hRYTH
0. haeng JC e+0PH 0. ha®ng IC PA+PPH)

4,  ATMNY @CUP 1N, NNC
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0. 0- 15,000. 0. 15,001-30,000. 0. 30,001-60,000

0. 60,001- 100,000 0. 100,001-200,000 0. 200,000 NAL
5. Peeyt AT NANE 1PH?

O AP 0 .h2

6. Peyt ARG MHF: ALAT ATRY PUA 1H CRLZEPTFT LANANA?

0 .0-14 5%+ 0 .15-30 5%+ 0 .31-60 5%+

O .61-120 5%+ 0.121-365 5%+ 0. Nn365 $5+F NAL

7. Pepit APRG dRHF ALAT ARNTD- PHARAN+ AR/E NPT PITA?

O . NTUNLR £UL 19F (FPAA &N AT EAFAT BALIRT AINEL9R AT AdT
O . N1L25T N+AN

0. haeng BANT

0. h aen § NAG™-p)

0. AT NN

8. PF&mY o g anoHt £ARCMA N+ARAAL PLAT N+ARANEL PIRLCT HARY AT P
NPCNAPT?

0. A1C @-N P+IMMAR A% F¢-h P g O . ha-sp U7C P70 AT &0 ang
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Part Two: please tick in the box you choose.

SN

5L

hAhTT9™

n&'r

hAhM ™

ahhAT

ANMMAU-

nmo™
ANMMAU-

P mebA L7

1

5

RG1

U7C &-nm PAR7MMI PepeyF AN T PF anepq+
ANN PeeyF OPNG ARIMMAR, P &CEF M-
NM.A% APTF NAGENGTM- A28 AML AU =

RG2

AATALL PUIC @A PHTIMMA™ Pepbyt ARG
a/EPFY NIAA+TE NAT>-PPF (&7 ao/B
AMLPAL =

RG3

PIDIHM- Pepe 1t APN.G 9oL, NAPT AN+ PPF
LMNATA =

RG4

U7C @AM AATLIMMA™ Pepyt ADNGPTF ao/E
NNAANE! NILEET NHARES NN NALLNE /B
ANNANAL (AFRAA UTC &AM PH7MmMmae aoh g
N@-6p P NPT ARTTT ATL T F::

RG5

NAAT APT ALY 910 9270 P AMTY Pepst
ang ALYF AORCMAU::

RG6

PTEMm ALYT Pebeyt ODNG AOANE M- ML TP M4
1@~ PAAM-T AARARF NATRCE NAAT RINET
P+94 PARNARLC AL PIOCTF AITPIMPFTY (ATALT
SALOR) ATNAU:
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RG7

NATC @AM P+7MMADR Pspeyt dDN G dDoH+
N3LEF AT NNHAN +PNLITF AT8FPLT hECTA:

RG8

U7C @A PAR7MMI® a2ngy N1LEEST N+ANTE
MmL9° NHU NET AR NAD A@ AL 7H h+aPnChr
ATHAU::

PPo 5L

PF1

N6k U7C NTQ7NE- Pebe1t AT AT9C UTC =N
PR IMMIR Pepeit A®NGT NPJI ATN+E DALY UTC
@AM PARIMMIR Pepe it ARNTT ACRCMPAU::

PF2

NATC @AM P+HTMMAD> Pyt PN TP T dDepH+
AORCMAU 92N P+RID ADAN PADAGH, PIM NO-6bo
hayaemm- JC 9790 ARTF PAM-gP::

PF3

U1C &-Nm PR 7MMYIP Pepeyt ADNG PARAPMER, AP
aey PJ R1A+g DALY U7C -0 PaR7MMmoIe
aon gy oo+ AARCMPAU::

APAL

Q1

U7C &AM PR IMMIR AF F¢-h APNTPTF Mt
AINHE 1@ =
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U7C N P IMMIR AT té-h aPNTPF hd-6be

Q2 ATRMINTF AF TN NTPT AN+TIMY AL LATD

U7C @AM PR IMMI AP Fé-h aPNTPTF ALETR
Q3 [ 1M APIAIAGE =

NATC @AM P+IMMAP Pepoyt AN G AL NWi+E
Q4 | AAG-C PaaPM Pt FOIC hAs

LU TP D15 h1AIAT

Naen.g Agke NTITTD- M4 PpoIg (PR THTTN)
ASS1 | A149 A% DAL Pepett ARG ADOHF AADCMAL

(9o AT &M PEUL NPEB DT ATAVNT )

PPNTT (PLTt) ATAIAT PAD- Popeyt ADN G
ASS2 | anejHF AanmA b

NAIC @-NDH PARIMMIR PAS F4-n thihd &I& Ne
ASS3 AR LAgD::

PhLI NJT

U7C @A A+IMMa™> Pepeyt AN §PF PN EC

pr1 | A74°1F NA P4LEIALA NIFT (RRIT) NATLSHN

PUIC @-Nm aPN ST ATHAU- =
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NAIC @ND P+HIMMA™ Pyt N TPF P4.L57M

PRZ | ho#% (h20) NE+E 10

NATC @AM PHTIMMA™ Pyt APNTPT PATA AT
PR3 | Ne% paqaoyem. No% (h2I) N&E+E 10

eI NUL

NATC @A PHTIMMAPM-Y AP F4-N AdPoIHF PAY
BBl | m-A% emmAIm NAAT NTTUF 9RNC Ym-=

NATC @D A IMMIR AP TN ATRoHT PAYL
BB2 | m-A% pemmAym- NP sy

NATC @-ND PTY,IMMI® AP F4-N ATPoIHT PAY
BB3 | ™A% panmAI®m Nt 228 hm-::

NATC @D A IMMIR AP T4 ATRoHT PAYL
BB4 | oAy Py maia- NbZNa- PRUC FiPo MG

A0 et YO i
8BS NATC A P+HIMMAR AP F4-0T AGRHT PAYL

@A P DA PADT ALI MEIR N ITT
NaeaL ANt Y-
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Appendix 3. Pearson Correlation Matrix

Correlations

LNBB | LNRG | LNPF LNQ [ LNASS | LNPR
LNBB 1.000 741 151 194 .655 -.095
LNRG 741 1.000 229 -.018 .655 -.045
Pearson LNPF 151 229 1.000 -.102 .070 -.078
Correlation LNQ 194 -.018 -.102 1.000 145 -.150
LNASS .655 .655 .070 145 1.000 -.097
LNPR -.095 -.045 -.078 -.150 -.097 1.000
LNBB : .000 .030 .008 .000 121
LNRG .000 . .002 412 .000 .289
Sig. (1- LNPF .030 .002 . 103 193 167
tailed) LNQ .008 412 .103 . .036 .032
LNASS .000 .000 193 .036 : 115
LNPR 121 289 167 .032 115 :
LNBB 154 154 154 154 154 154
LNRG 154 154 154 154 154 154
N LNPF 154 154 154 154 154 154
LNQ 154 154 154 154 154 154
LNASS 154 154 154 154 154 154
LNPR 154 154 154 154 154 154
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Appendix 4 Regression model result

Coefficients?

Model Unstandardized |Standardized t Sig. 95.0% Confidence Collinearity
Coefficients Coefficients Interval for B Statistics
B Std. Beta Lower | Upper |Tolerance| VIF
Error Bound | Bound
(Constant) 403 .099 4.049 .000 .206 599
LNRG AT7 .057 573 8.303 .000 .364 591 529 1.892
1 LNPF .008 022 .018 .340 735 -.037 .052 922 1.084
LNQ 071 022 167 3.210 .002 027 115 931 1.074
LNASS .209 .057 .253 3.697 .000 097 321 540 1.852
LNPR -.018 .050 -.018 -.350 727 -117 .082 .963 1.038

a. Dependent Variable: LNBB
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