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ABSTRACT

The purpose of this research is to understand consumers' purchasing behaviors

and purchase intentions when buying Agarwood beads and also the effects of

psychological factors on purchase intentions of Agarwood beads. Data were collected

from August 15th to 28th, 2015 in Nanning city, China. A total of 420 questionnaires

were distributed but only 400 questionnaires were fit for analysis. Multiple regression

is used to examine the hypotheses.

The findings indicate that the psychological factors (perception, motivation,

learning and attitude) have direct and positive effects on consumers’ purchase

intentions of Agarwood beads. These findings will be useful for the Agarwood

enterprises to be conscious of the importance of psychological factors on consumers’

purchase intentions. In addition, the findings of this research could provide effective

information for the Agarwood enterprises to enhance consumers’ intentions of

purchasing Agarwood beads.
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Chapter 1

Introduction

1.1 Introduction and Problem Statement

Agarwood is a kind of commercial natural product, which can be made into

Agarwood beads, Agarwood oil, Agarwood incense, Agarwood medicine and so on.

Agarwood is produced by a specific tree, whose scientific name is Aquilaria. When

this kind of tree is injured, it will secrete a lot of resin. Once the resin is infected by

insects and fungus, it will produce a fragrant substance which is called Agarwood

(Anak, Mulliken & Song, 2000).

It is very hard to produce Agarwood because its formation is complex and the process

takes a very long time. Agarwood is so rare that it is listed as an endangered species

by the Convention on International Trade in Endangered Species of Wild Fauna and

Flora (CITES) (Anak, Mulliken & Song, 2000). CITES is an international official

organization which protects wild species.

Nowadays, because of the rarity of Agarwood, its price has been rising steadily. Since

a lot of people illegally harvest Agarwood, it has almost died out. Even though people

have planted a lot of Aquilaria trees now, they still need many years before Agarwod

can be produced (Kan, 2013). The formation of Agarwood only occurs occasionally.
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Agarwood has been mainly used for medicine and religious purposes by many

countries over 100 years. It can treat a lot of diseases, like pleurisy, vomiting, asthma,

cardiopathy, stomach aches, and cancers (Anak, Mulliken & Song, 2000). In terms of

religious rites, for example, in the Middle East, people take Agarwood as a symbol of

wealth (Ismail, Azah, Jamil, Rahiman, Tajuddin & 2013). And people having faith in

Buddhism make use of raw Agarwood because they insist its fragrance will bring

peace to their hearts and souls (Asia-Taipei & Asia, 2005).

In recent years, Agarwood has become a popular product around the world. A lot of

countries, like China, Singapore, Indonesia, Malaysia, India, Vietnam, Japan, and

Thailand, have traded and made use ofAgarwood (Anak, Mulliken & Song, 2000).

For instance, POLY Auction Company sold an Agarwood carving work at a hammer

price of USD 3.45 million at Beijing International Auction Exhibition 2012. In the

markets of Taiwan and China, a piece of high grade Agarwood was sold at a price of

about USD 30,000 (Asia-Taipei & Asia, 2005). Agarwood of high quality can be sold

at a price of more than 11,500 USD per kilogram (Anak, Mulliken & Song, 2000). In

China, Agarwood gets more and more attention from Chinese. Since 2009, the price

of Agarwood has been increasing year by year. In the year of 2011, the trading value

of Agarwood products in the world has reached more than 3.2 billion USD, where the

value of trade related to China is over 1.2 billion USD (Lv & Gao, 2013). The trade

value of Agarwood in China achieves one-third of the total value in the world. In the

past 5 years, the total trading value of Agarwood in China increased yearly (Lv & Gao,
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2013).

Agarwood trees can only be found in southern provinces of China, such as Guangxi

Zhuang Autonomous Region, Guangdong and Hainan (Huang, Nguyen, Liu, Jiang,

Tan, Liu & Huang, 2015). Guangxi is one of the most important Agarwood trade zone

whose capital city is Nanning(Lv & Gao, 2013). Besides, Nanning has the largest

population in Guangxi, which takes up 22.2 percent (around 6.66 million) of the total

population of Guangxi (National Bureau of Statistics of China, 2012). Therefore,

Nanning is the most representative city for this research.

There are a lot of different kinds of Agarwood products in the Chinese market, such as

Agarwood beads, Agarwood incense, Agarwood oil, Agarwood medicine and

Agarwood tea (Asia-Taipei & Asia, 2005). This research only focuses on Agarwood

beads because it is the most popular Agarwood product and has the largest sales in the

Chinese market (Jiang, 2014).

Chinese buy Agarwood beads for different reasons and for different purposes. Some

people use Agarwood beads for healing their health problems, such as treating cancer

and high blood pressure (Chen, 2014). Some people use Agarwood beads to show

their social status and wealth (Xiao, 2014). And many others use Agarwood beads

because the aromatic smell of Agarwood beads can bring peace to their hearts and

souls (Xiao, 2014). Besides, consumers believe that Agarwood beads can avoid evil
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spirits and bring good fortune (Chen, 2014). And there are a lot of people who buy

Agarwood beads for collection (Chen, 2014).

Agarwood has become a very popular consumer product in China nowadays, but there

is a lack of research on purchase behaviors and purchase intentions when buying

Agarwood beads and on factors that affect consumers’ purchase behaviors and

purchase intentions. It is essential and necessary for Agarwood bead entrepreneurs to

know the consumers’ purchase behaviors and psychological factors that affect

purchase intentions.

1.2 Objectives

To understand consumer purchase behavior when buying Agarwood beads

To understand consumer purchase intentions when buying Agarwood beads.

To investigate psychological factors affecting consumer purchase intentions when

buying Agarwood beads.
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1.3 Research Questions

What is the purchase behavior of buyers of Agarwood beads?

What are the consumers' purchase intentions towards buying Agarwood beads?

How psychological factors affect the purchase intentions of consumers buying

Agarwood beads?

1.4 Scope of Study

In order to understand the purchase behavior of Agarwood beads in Nanning city, this

research focuses on the study of psychological factors affecting the purchase

intentions. The respondents of this study are consumers of Agarwood beads in

Nanning, Guangxi, whose ages range from 18 to 60 years old. The period of data

collection was from 15 August to 28 August, 2015.

1.5 Expected Benefits

These findings will be useful for Agarwood enterprises to be aware of the

importance of psychological factors on consumers’ purchase intentions.

These findings will be effective guidelines for Agarwood enterprises to enhance

the consumers’ intentions of purchase Agarwood beads.
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These findings could be useful for further studies to research consumers’ purchase

behaviors and factors affecting their purchase intentions of Agarwood beads.

1.6 Operationalization Definition

The related variables are defined as following:

Purchase behavior is the process of the consumer selecting, evaluating and buying

the Agarwood beads.

Consumers’ purchase intentions comprise the consumers’ willingness to purchase

Agarwood beads.

Perception is the process of the consumer transferring the senses of Agarwood beads

into meaning according to the thought and opinion of the consumer.

Motivation comprises the motives that drive the consumer to buy Agarwood beads.

Learning is defined as consumers’ cognitions about Agarwood beads and consumers’

changes of behavior derived from the buying experience.

Attitude is defined as how people think and feel about Agarwood beads.



7

Chapter 2

Literature Review

This chapter will explain concepts of physiological factors (perception, motivation,

learning, and attitude), consumers’ purchase intentions and consumers’ purchase

behaviors. Also the relationship between psychological factors and consumers’

purchase intentions will be discussed, and the conceptual framework will be shown

and explained in this chapter. The topics are explained as follows:

2.1 Consumers’ purchase behaviors

2.2 Consumers’ purchase intentions

2.3 Psychological factors

2.4 The relationship between psychological factors and consumers’ purchase

intentions

2.4.1 Consumers’ perception and purchase intentions

2.4.2 Consumers’ motivation and purchase intentions

2.4.3 Consumers’ learning and purchase intentions

2.4.4 Consumers’ attitude and purchase intentions

2.5 Conceptual framework
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2.1 Consumers’ Purchase Behaviors

Purchase behaviors have been examined by researchers since 1970s (Sheth, 1996).

Regarding the conception of purchase behaviors, Kotler and Keller (2006; p173)

defined it as “a process which enables an organization to understand how consumers

select, buy, and dispose of goods, services, ideas, or experiences in order to satisfy

their needs and wants”. It means that purchase behaviors refer to how the consumer

selects, buys, and uses the products or services. Besides, Wani (2013; p10) defined

purchase behaviors as “a decision-making process and physical activities that

involved acquiring, evaluating, using, and disposing of goods and services”. It means

that purchase behavior is the process in which consumer thinks, gets and uses the

product. Both definitions aim at emphasizing the process of selecting, buying, and

using the products or services.

According to Mohammadian (2013) as well as Sarker, Bose, Palit and Haque (2014),

purchase behaviors of consumers refer to five elements: (1) where to buy (2) what to

buy (3) when to buy (4) how often to buy and (5) how to buy.
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Where to buy refers to “Place of purchase”. It means that consumers have a lot of

choices in buying the same products in different stores (Mohammadian, 2013). What

to buy refers to “Items of purchase”. It includes not only what product to buy, but also

the amount of product to buy. The amount of product to buy depends on a lot of

factors, such as consumers’ desires and types of product (Applebaum, 1951). When to

buy refers to “Time of purchase”. The time of buying includes time and the season, or

festival of buying. How often to buy refers to “Frequency of purchase” (Sarker et al,

2014). How to buy relates to “Method of purchase”, such as the way the consumers

pay the money (with cash or card), and if consumers go alone or go with friends.

The importance of consumers’ purchase behaviors has been studied by many

researchers. For example, Edu, Negricea & Ionescu (2013) pointed out that purchase

behaviors play an important role in letting organizations know more about consumers’

needs and wants. Besides, Webster and Wind (1996) pointed out that understanding

the consumers’ purchase behaviors can help marketers obtain useful information

about consumers and to identify their needs.

Researchers mentioned that there are four main factors influencing the purchase

behaviors of consumers. These factors are psychological factors, social factors,

cultural factors, and personal factors (Durmaz, 2014; Sarker et al., 2014). The

psychological factors play an important role in explaining and predicting the behavior

of the consumer, which is linked to the study (Underwood, 2002).
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2.2 Purchase Intentions

According to Thokchom (2012), purchase intentions are the willingness to buy and

the tendency of purchase. Purchase intention is defined as the time when the customer

is willing to buy the product (Thokchom,2012). Similarly, Putro and Haryanto (2015)

also stated that purchase intention is a situation when a consumer is willing and

intends to purchase. So, purchase intention refers to the willingness to purchase

products (LIU, 2013; Thokchom, 2012; Putro and Haryanto, 2015; Linh, 2014).

Thokchom (2012) mentioned that purchase intention, or willingness to buy, is also

described as the likelihood of purchase of products. The positive purchase intention

can be considered as the forecast of the actual buying behavior (Wang, 2012). It

means that the higher the purchase intention the consumer has, the higher the

likelihood the customer will make a purchase.

According to the literature of purchase intention, the operational definition of

purchase intention is adapted to fit Agarwood for this research. The purchase intention

is defined as consumers’ willingness to purchase Agarwood beads. This definition

comes from the definition of Wang (2012), because the concepts of definition are

relevant and suitable for this research.
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Purchase intention is a part of purchase behaviors. If a consumer intends to purchase a

product, he/she will pay money to buy it (Grewal, Krishnan, Baker & Borin, 1998).

However, Xie (2012) noted that purchase intention can affect the decision making of

the consumer in the future. Purchase intention can not only help marketers to evaluate

the purchasing power of consumers, but also present a degree of willingness of

buying.

2.3 Psychological Factors

Psychological factors play a very important role in influencing consumers’ decision of

making choices (Durmaz, 2014). The psychological factors are divided into four parts,

which are perception, motivation, learning and attitude. The literature of the

psychological factors will be explained in the next section.

2.3.1 Consumers’ Perceptions

Perception is an important elements to the marketer because they can determine

whether consumers buy the products or not (Hanna 2013). Johns and Saks (1983)

defined the Perception as “the process of interpreting the messages of our senses to

provide order and meaning for the environment”. It refers to the process that people

transfer out their thought and opinion about the environment. Strydom (2005) defined

the perception as “the entire process in which an individual becomes aware of
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environment and interprets it so that it will fit into his/her own frame of reference”. It

means that people interpret the environment into different meanings according to their

opinions. People perceive things though the individuals’ five senses, which are sight,

hearing, touch, taste and smell (Thanyamon, 2012). Consumer perception will be

influenced by the knowledge and experience of different people (Lantos, 2010). The

way of perceiving things depends on what people know about things (Strydom, 2005).

Hanna (2013) and Lantos (2010) mentioned that Perception is very subjective.

Different people have different perceptions toward the same thing, and also perceive

the same thing differently in different times (Hanna, 2013).

According to Strydom (2005) and Lantos (2010), the process of perception consists of

three stages. They are: exposure, attention, and interpretation and memory.

1. Exposure. People receive message at this stage. This is the process where the

consumer comes into contact with stimuli by hearing, tasting, smelling, touching and

seeing (Strydom, 2005).

2. Attention. This is a stage of processing the message. When people are interested in

the stimuli, they will focus on the relevant information (Strydom, 2005).
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3. Interpretation. This is a stage of decoding the message. In this stage, people will

translate the stimuli differently depending on attitudes, beliefs and experiences

(Lantos, 2010).

2.3.2 Consumers’Motivations

Motivation is an important part of psychological research (Deci & Ryan 1985).

Motivation refers to the reason why people behave (Deci & Ryan 1985; Chang, 2011).

Chen (2012) defined motivation as “the basic driving force behind all the actions of

the consumer.” It refers to the reason that drives consumer to act. Similarly, Solomon,

Polegato, and Zaichkowsky (2009) defined the motivation as “the process that leads

people to behave as they do”. It means that motivation is what leads people to behave.

Therefore, in this research, motivation is defined as inducements that drive consumer

to buy Agarwood beads. This definition is concluded by both Chen (2012) also

Solomon, Polegato and Zaichkowsky (2009). And the concept of definition is relevant

to and suitable for this research.

Different people act with different kinds of motivations (Ryan & Deci, 2000). Based

on different reasons of actions, motivation can be divided into two types. They are

intrinsic motivation and extrinsic motivation (Ryan & Deci, 2000). Intrinsic

motivation is a kind of “non-drive based” motivation (Deci & Ryan, 1985). It means

that people interest in the activities and enjoy the process of taking part in activities.
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While extrinsic motivation refers to the motivation that people take part in the

activities in order to get other kinds of rewards, such as money and praise (Deci &

Ryan 1985).

Motivation occurs when a consumer has his/her need, desire, or wants something

(Solomon, Polegato & Zaichkowsky, 2009). According to Maslow hierarchy needs

theory, needs can be divided into five groups: physiological needs, safety needs, love

and belonging needs, esteem needs and self-actualization needs (Maslow, 1943).

Physiological Needs

This is the most basic need of human. Human have to eat, drink and breathe in order

to survive (Maslow, 1943). If this basic need is unable to be satisfied, humans cannot

exist in the world. So Physiological Need is considered to be the most important need.

This need should be satisfied first (Reid-Cunningham, 2008).

Safety Needs

After satisfying the most basic need, humans need a safe environment, in which they

can enjoy a stable life (Maslow, 1943). Safe environment suggests job security, living

in a safe environment and being healthy. Safety needs come after the physiological

needs (Ondabu, 2014). This is people’s premium motivation when the most basic

needs are satisfied (Reid-Cunningham, 2008).
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Love and Belonging Needs

After Physiological needs and Safety needs are both satisfied, love and belonging

needs become the motivation (Ondabu, 2014). This kind of need is a basic social need

of human. It refers to love from family, friends and society (Maslow, 1943). In this

step, people want to be a member of a group and want to be accepted and loved by the

group members (Reid-Cunningham, 2008).

Esteem Needs

The esteem needs come after physiological needs, safety needs and love needs

(Reid-Cunningham, 2008). This level represents not only self-confidence and

self-respect existing inside, but also respect and appreciation coming from outside

(Maslow, 1943). This step directs people’s behavior to achieve higher goals (Ondabu,

2014).

Self-actualization Needs

This is the highest need in the Maslow theory. Self-actualization need is based on the

physiological needs, safety needs, love needs and esteem needs (Ondabu, 2014). It

refers to the need that people attempt to be the one they want to be (Maslow, 1943).

Self-actualization is the highest level of need that people want to achieve everything

they can (Maslow, 1943).
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2.3.3 Consumers’ Learnings

People's learning can form their experiences and can change their behaviors (Durmaz,

2014). Learning is defined as “changes in an individual’s behavior arising from

experience” (Olufisayo, 2011). Similarly, Lamb, Hair and McDaniel (2011) defined

learning as “the process that makes changes in behavior through experience and

practice”. In other words, learning is the process of behavior changing from

experience.

According to the literature on learning, the operational definition of learning is

adapted to fit Agarwood for this research. The learning is defined as consumers’

changes of behavior stem from the experience about Agarwood beads. This definition

is given by Olufisayo (2011) and also Lamb, Hair and McDaniel (2011). The concept

of definition is relevant to and suitable for this research.

There are two types of learning: experiential learning and conceptual learning (Lamb,

Hair & McDaniel, 2011). Experiential learning occurs through experience. People get

this experience by using product and service directly. On the contrary, conceptual

learning refers to learning from others’ experience (Lamb, Hair & McDaniel, 2011).

For example, consumers may get a recommendation from friends’. Once consumers

learn the experience from other people instead of from themselves, then conceptual

learning will occur.

http://www.entrepreneurshipsecret.com/author/fizanos/
http://www.entrepreneurshipsecret.com/author/fizanos/
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2.3.4 Consumers’Attitudes

Lamb, Hair and McDaniel (2011) mentioned that attitude is similar to value. Attitude

is defined as “something pertaining to a person’s tendency toward an object or an idea

and his/her value evaluations and feelings about something” (Chang, 2011). Similarly,

attitude is also defined as “a settled way of thinking or feeling about something”

(Palani & Sohrabi, 2013). Both these two definitions refer to people’s feeling toward

the object and its value in their heart.

According to the literature on attitude, the operational definition of attitude is adapted

to fit Agarwood product for this research. Attitude is defined as people’s true thinking

and feeling about Agarwood beads. This definition comes from the definition of

Chang (2011) and also Palani and Sohrabi (2013). The concept of definition is

relevant to and suitable for this research.

Attitude is subjective because it is based on people’s knowledge and faith (Palani &

Sohrabi, 2013; Lamb, Hair & McDaniel, 2011). People’s Attitude may not be based

on the facts (Palani & Sohrabi, 2013),and their attitude links with people’s perception

because attitude is formed from the perception (Chang, 2011). Every consumer has

her/his own attitude toward certain products and service (Lamb, Hair & McDaniel,

2011).
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According to Palani and Sohrabi (2013), attitude of people is hard to observe, because

it only appears when people behave. Lamb, Hair and McDaniel (2011) mentioned that

people’s attitude can reflect the people’s value about what a true or false, good or bad

is. Also, attitude is hard to change after it is formed in people’s mind (Olufisayo,

2011).

There are three components of attitude: cognition, affection, and conation (Chang,

2011; Palani & Sohrabi (2013). Cognition refers to the process of the formation of

people’s perception and belief according to their knowledge and experience. Palani

and Sohrabi (2013) called this component as learning component. Affection refers to

people’s emotion from the experience, which is the feeling component (Palani &

Sohrabi, 2013). And conation is the probability of people to behave, which is a doing

component (Palani & Sohrabi, 2013).

In this research, the subject is Agarwood beads. People firstly will get information and

knowledge from advertising or others’ words. Then people will have their own idea of

Agarwood beads according to their previous experience and knowledge. Finally,

people will form different attitudes towards Agarwood beads.

http://www.entrepreneurshipsecret.com/author/fizanos/
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2.4 Relationship between Psychological Factors and Purchase Intentions

2.4.1 Consumers’ Perceptions and Purchase Intentions

Consumers often behave differently based on different perceptions (Šarčević, Lilić,

Đorđević, Milićević,Vranić, Lakićević & Milijašević, 2011). There is a lot of research

concerning the relationship among consumers’ perception, purchase intention and

they received positive results. For example, in the study conducted by Onozaka,

Nurse and McFadden (2010), it is found that people have different perceptions toward

local food. The more consumers have positive perceptions with local food, the more

consumers intend to buy it (Onozaka, Nurse & McFadden, 2010).

Similarly, the research of Huong (2012) found that consumers’ perceptions play a

significant and positive impact on the purchase intentions of vegetables. The more

positive the perceptions of the consumers are, the more likely they will increase their

purchase intentions for vegetables.

In addition, findings of the research of Šarčević, et al (2011) also showed that

consumers have different perceptions toward quality, price, convenience and weight

of meat product. If the consumers perceive a high quality of the meat product, they

intend to buy it.



20

2.4.2 Consumers’Motivations and Purchase Intentions

The research on motivation and purchase behavior has a very long history (Büttner,

Florack & Göritz, 2013; Chen, 2012). There are a lot of studies focusing on

motivation in the consumer behavior context. Chen (2012) studied the consumers’

motivations in purchasing the products via online, and found that there were four

kinds of motivations affecting consumers’ purchases these products. These were price,

value, emotion, and achievement (Chen, 2012).

Additionally, the study conducted by Onozaka, Nurse and McFadden (2010) found

that there were some motivational factors influencing consumers’ purchases of local

foods. These were providing health benefits, supporting the local economy, and

maintaining local farmland. Hence, it seems that the motivation plays an important

role in the consumer’s purchase intentions.

2.4.3 Consumers’ Learnings and Purchase Intentions

Learning refers to the process of stimulating responses (Chang, 2011). In other words,

people’s behaviors come from learning. What people learn from the experience will

drive different behaviors in the future (Palani & Sohrabi, 2013). If people have a good

experience with a product, they probably purchase the product again. On the contrary,

people will not be willing to buy a product if they have a flawed experience with it
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(Olufisayo, 2011).

2.4.4 Consumers’Attitudes and Purchase Intentions

The positive relationship between consumer attitude and purchase intention is well

established. For example, the research by Chang (2011), showed that there are

positive correlations between Chinese teenagers’ attitudes and buying intentions of

celebrity-endorsed apparel.

Similarly, Putro and Haryanto (2015) who researched the purchase intention of online

shopping on the website Zalora, they proved that consumers’ attitudes have a

significant and positive relationship with the purchase intentions of shopping on

Zalora. The higher the consumers’ positive attitude is, the higher probability of

consumption they will have.

http://www.entrepreneurshipsecret.com/author/fizanos/
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2.5 Conceptual Framework

Figure 1 Conceptual Framework

Perception
Sight
Touch
Smell

Motivation
Physiological needs
Love and belonging
Esteem
-

Purchase intentions
of Agarwood beads

H2

H4

Attitude
Cognition (learning)
Affective (feeling)
Conation (doing)

Learning
Experiential learning
Conceptual learning

H3
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Chapter 3

Research Methodology

This chapter will discuss research design, research population, sample size, sampling,

measurement and data analysis. Firstly, the overall design of this research will be

explained, where the quantitative method is used. Secondly, the research population

will be discussed. Thirdly, the sample size and sampling design with quantitative

method will be explained. Next, the measurement item of each research variable will

be proved. Finally, the data analysis of this research will be explained. The topics of

this chapter are as following:

3.1 Research design

3.2 Population and sampling

3.2.1 Population

3.2.2 Sample size

3.2.3 Sampling

3.3 Research hypothesis

3.4 Questionnaire design

3.5 Data analysis

3.5.1 Descriptive statistics

3.5.2 Inferential statistics



24

3.1 Research Design

This research uses quantitative method. The quantitative method is used to test the

hypotheses which are related to the independent variables and dependent variables.

The questionnaire is used as a main research method in order to study the

psychological factors and consumers’ purchase intentions toward Agarwood beads.

The questionnaire includes four parts. The first part is about the demographic

information of the respondents. The second part is purchase intention. The third part

are psychological factors. The fourth part deals with the questions relating to purchase

behaviors of Agrawood beads and the collection of information.

3.2 Population and Sampling

3.2.1 Population

This research will focus on Nanning city. The target subjects of this research are

Agarwood consumers in Nanning, aged between 18 and 60 years. Due to the

researcher’s inability to find the exact number of the population of the consumer of

Agarwood beads, the researcher uses the formula of Ott and Longnecker (2008, p505)

to calculate the number of population for this study.
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3.2.2 Sample Size

According to Ott and Longnecker (2008, p505), the sample size can be calculated by

the equation when the population is unknown:

2

2

e
p)-p(1 Z  =n 

(1)

Where: Z = confident value

p = the proportion of population

e = Acceptable error percentage as a decimal

Set confident value as 95%, Z is equal to 1.96, therefor

2

2

0.05
0.5)-0.5(1 1.96  n 

= 384.1

≈ 400 (Lasorn, 2012)

Based on the above calculation, the sample size is 400 respondents.

3.2.3 Sampling

In order to select representative samples, this paper selected Nanning as the target city.

Nanning is the capital city of Guangxi and has the largest population in Guangxi.

(National Bureau of Statistics of China, 2012). What has been introduced above,

made Nanning the most representative city for this research.
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Convenience sampling strategy is a non-probability sampling technique, which

advocates samples’ data should be collected from people who are easily accessible to

(Lunsford & Lunsford, 1995). This thesis used convenience sampling strategy to

target the sample. By searching the word “Agarwood” in Chinese with Google map of

Nanning area, it come out with a total of 14 Agarwood shops in Nanning city. So this

thesis took all the 14 Agarwood shops as the data collection destination. The author

stood in front of those shops and distributed questionnaires only when consumers

came out from the shops. And 30 questionnaires were distributed in front of each shop.

At the end it obtained a total 420 questionnaires. The data was collected from August

15th to 28th. The collection time is from 13:00 to 18:00 and with some rest periods.

The collected data is presented in Table 3.1:

Table 3.1 Table of sampling

Name of Agarwood Shop Data Collection Time Number of Questionnaire

Chenxiang guan 15th 13:00-18:00 30

Guyun chenxiang 16th 13:00-18:00 30

Zhongguo chenxiang guan 17th 13:00-18:00 30

Fugui chenxiang bao 18th 13:00-18:00 30

Xingqingtang guwan chenxiang 19th 13:00-18:00 30

Guangxi zhubao chenxiang 20th 13:00-18:00 30

Jinjiantang chenxiang huiguan 21th 13:00-18:00 30

Guizhixiang chenxiangcha 22th 13:00-18:00 30

Jingping chendxiang ting 23th 13:00-18:00 30

Zhihechun chenxiang jinping 24th 13:00-18:00 30

Mingyanju chenxiangguan 25th 13:00-18:00 30

Jinjiangtang chenxiang huiguan 26th 13:00-18:00 30

Juxiangge chenxiang gongyipin 27th 13:00-18:00 30

Yupin chenxiang 28th 13:00-18:00 30
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3.3 Research Hypotheses

As mentioned in the above literature review, there is a positive correlation between

psychological factors and purchase behaviors. Firstly, consumers’ perceptions are

positively related to consumers’ purchase intentions. Onozaka, Nurse and McFadden

(2010) found that the higher the positive perception consumers have toward local food,

the higher their intention to purchase will be. Huong (2012) also stated that

consumers’ perception has a significant and positive impact on the purchase intention

of vegetable. The more positive the perception of the consumer is, the more likely

they will increase their purchase intentions for vegetable. Therefore, the H1 is

premised as follows:

Hypothesis 1 Consumers’ perceptions will positively affect consumers’ purchase

intentions toward the Agarwood beads.

Many researchers study the motivation in the field of consumer behavior, especially

its relationship with consumers’ purchase intentions. For example, the research by

Chen (2012) studied the consumer motivation with online group purchase intention,

and found that there are four kinds of motivations which drive the online group

purchase intention (Chen, 2012). These factors are profit, value, emotion, and

achievement. It seems that there is a the positive relationship between consumers’

motivations and their purchase intentions. Therefore, the H2 is premised as follows:
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Hypothesis 2 Consumers’ motivations will positively affect consumers’ purchase

intentions toward the Agarwood beads.

What people learn from the experience will drive different behaviors in the future

(Palani & Sohrabi, 2013). If people have a good experience with a product, they will

probably buy it. On the contrary, people will not be willing to buy a product if they

have a bad experience with it (Olufisayo, 2011). Therefore, the H3 is premised as

follows:

Hypothesis 3 Consumers’ learnings will positively affect consumers’ purchase

intentions toward the Agarwood beads.

In the research studies Chinese teenagers’ buying intention of celebrity-endorsed

apparel, Chang (2011) proved that there is a positive correlation between the attitude

and buying intention of celebrity-endorsed apparel. Similarly, in the study of Putro

and Haryanto (2015), they proved that consumers’ attitudes have the significant and

positive relationship with their purchase intentions of shopping on Zalora. The higher

consumers’ positive attitude toward the product is, the more possible they intend to

buy it. Therefore, the H4 is premised as follows:

Hypothesis 4 Consumers’ attitudes will positively affect consumers’ purchase

intentions toward the Agarwood beads.

http://www.entrepreneurshipsecret.com/author/fizanos/
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3.4 Questionnaire Design

The questionnaire in Chinese was used as a main research tool to test the hypotheses

which are related to the independent variables and dependent variable, because it is

appropriate for this research since this thesis wants to get the specific information

from a large number of people (Florenthal, 2004).The questionnaire contains four

parts. The first part is the demographic information, including gender, age, education,

occupation and monthly income. All the questions in this part are designed as multiple

choices except the question of age which is measured as an open question. The

purpose of this part is to clarify the demographic details of the samples (Leecharoen,

Butcher & Chomvilailuk, 2014).

The second part is about purchase intentions of consumers. All the questions are

measured as 5-point Liker Scale, which ranges answers from (1) strongly disagree to

(5) strongly agree.

The third part is consisted of the psychological factors which include consumers’

perceptions, motivations, learning, and attitudes about the Agarwood beads. All the

questions are measured as 5-point Liker Scale, which ranges answers from (1)

strongly disagree to (5) strongly agree.
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The fourth part is about information search and purchase behaviors of Agarwood

beads. The questions about information search are designed for asking respondents to

list the sources of information. These sources include salesperson, magazines, friends,

family members, newspaper, TV advertising and internet. The questions concerning

purchase behaviors are measured based on what, where, how, when and how often to

buy. All the questions are designed as multiple choices. The purpose of this part is to

know the consumers’ purchase behaviors of Agarwood beads and the sources of

information.

The questionnaire is measured according to the previous research which has relevant

definition and is consistent with this research. The measurements of each variable are

explained in Table 3.2:
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Table 3.2 Table of measurement scale

Contracts

Items
Variable Items Design Source

Consumers’

perceptions

Sight
Before purchase the Agarwood beads, I choose the

one which are smooth and have clean oil lines.
http://kylekeeton.com/product/

fan-xing-man-beads-bracelets-

hainan-Agarwood-15mm20-pr

ofessional-appraisal-quality-ass

urance-health-care-worth-colle

cting/

Touch Agarwood beads contain the rich oil.

Smell
Agarwood beads have a pure, refreshing and natural

smell.

Consumers’

motivations

Physiological

needs

If I use the Agarwood beads, I will have a good

health.

Maslow (1943)

Love and

belonging

I tend to buy the Agarwood beads because I want to

be a member of a wealthy group.

Esteem

I prefer to buy the Agarwood beads to get respect

from someone.

Agarwood beads can bring the good destiny luck to

me.

Self-actualization

Agarwood beads make bring me have the peace to

my heart and soul.

I believe that Agarwood beads helps people to avoid

the evil spirits.

Consumers’

learnings

Experiential

learning
I have the knowledge about Agarwood beads.

Durmaz (2014)
Conceptual

learning

I learn about the Agarwood beads from many

information sources

Consumers’

attitudes

Cognitive I like the Agarwood beads. Thanyamon (2012);

Durga (2010);

Morel and Kwakye (2012)

Affective I feel that the Agarwood beads are useful to me.

Conative I feel proud when I use the Agarwood beads.

Purchase

intentions

Purchase

intentions

I am willing to buy the Agarwood beads.

I am willing to recommend the Agarwood beads to

my friend or family

Raza, Ahad, Shafqat,

Aurangzaib & Rizwan (2014);

Rizwan, Khan, Saeed,

Muzaffar, Arshad & Hussain

(2012)

Purchase

behaviors

What What type of Agarwood beads do you prefer to buy?

Thanyamon (2012)

Where Where will you intend to buy the Agarwood beads?

How How will you pay the Agarwood beads?

When When will you prefer to buy the Agarwood beads?

How often
How many times will you intend to purchase

Agarwood beads per year?
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3.5 Data Analysis

In order to achieve the research objectives, the research uses descriptive statistics and

inferential statistics:

3.5.1 Descriptive Statistics

The descriptive statistics will use frequency, percentage, mean, and standard deviation.

Firstly, frequency and percentage are used to analyze the customers’ demographic

profiles, information source and purchase behaviors. Secondly, standard deviation and

the mean will be used to analyze the four psychological factors and purchase

intention.

This research uses Five-Point Liker Scales which ranges answers from strongly

disagree to strongly agree to measure the psychological factors and purchase intention.

The level of agreement will be explained based on the range with the following

formula:

= (highest point - lowest point) / scale point

= (5 - 1) / 5 = 0.8
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So, the scale range is:

4.21 - 5.00 Strongly agree

3.41 - 4.20 Agree

2.61 - 3.40 Neural

1.81 - 2.06 Disagree

1.00 - 1.80 Strongly disagree

3.5.2 Inferential Statistics

The inferential statistics will be used by multiple regressions to analyze the data. The

multiple regression method is used to explore the relationship between psychological

factors (perception, motivation, learning and attitude) and purchase intention of

Agarwood beads.
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Chapter 4

Data Analysis

This chapter presents the results of questionnaire which is designed based on the

conceptual framework of this study. The descriptive statistics, specifically frequency

and percentage, are used to analyze the demographic information. The multiple

regression method is applied to analyze the relationship between psychological factors

(perception, motivation, learning and attitude) and purchase intention. The result

consists of 9 parts:

Part 4.1: Validity test and Reliability test

Part 4.2: Demographic information

Part 4.3: Analysis of level of agreement

Part 4.4: The descriptive analysis of consumers’ purchase behaviors

Part 4.5: The relationship between consumers’ perceptions and purchase

intentions

Part 4.6: The relationship between consumers’ motivations and purchase

intentions

Part 4.7: The relationship between consumers’ learnings and purchase

intentions

Part 4.8: The relationship between consumers’ attitudes and purchase

Intentions

Part 4.9: Summary of hypothesis testing
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Part 4.1 Validity test and Reliability test

4.1.1 Validity test

Validity refers to the degree in which the test or other measuring device is truly

measuring what we intended it to measure (Messick,1993；Goldstein, Beers, Herse,

2004). Messick (1993) defines validity as “an integrated evaluative judgment of the

degree to which empirical evidence and theoretical rationale support the adequacy and

appropriateness of inferences and actions based on test scores and other modes of

assessment”. Validity is a matter of degree, not absolutely valid or absolutely invalid.

Validity evidence will continue to enhancing previous findings (Messick,1993). The

experience with the validity test helped to optimize the questionnaire for future

surveys (Becker, Blume,Kayser, Isselstein, Pol-van Dasselaar, Aarts & Verloop,

2015). There are two main types of validity, including content validity, and construct

validity (Carmines & Zeller, 1979).

Content validity is the degree to which a measure which cover the entire range of

meanings within the concept (Goldstein, Beers, Herse, 2004). Content validity is

established on the basis of judgments, that is, researchers or other experts make

judgments about whether the measure covers the all of facets that make up the

concept (Gambrill, 1991). In other words, content validity need to ensure that all of

the target content is covered. The variables and measurement items in this thesis were
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developed covering the concept of psychological factors and consumers’ purchase

intentions. The measurement items were already proved by three marketing experts.

Construct validity is defined as “the degree to which a measure related to other

variables as expected within a system of theoretical relationships and as reflected by

the degree of its convergent and discriminant validity” (Gambrill, 1991). In other

words, construct validity refers to testing whether a measure related to other variables

according to theory of expectation. Constructs can not been observed directly, so

thesis need to develop operational definition for each items and then develop

measurement for them (Goodwin, 2009). This study developed the measurement

items based on operational definitions of individual variables (perceptions,

motivations, learnings, attitudes, and purchase intentions) which were applied from

the relating theory.

4.1.2 Reliability test

The purpose of a reliability test is to ensure the quality of the questionnaire and the

consistency of the result. In order to achieve a more accurate questionnaire, this thesis

used the Cronbach’s Alpha which is the most popular model measuring the reliability

of a questionnaire. When the reliability value equals or is higher than 0.7, the

questionnaire is reliable and can be used in data collection. 30 questionnaires were

selected to do the reliability test. All of the respondents completed the questionnaire

within 10 minutes. The result of the coefficients is calculated by using Cronbach’s
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alpha and the score is presented as follows:

Table 4.1 Reliability test using Cronbach’s Alpha
Items Amount of Items Cronbach’s Alpha

Psychological factors

Perception 4 0.708

Motivation 6 0.798

Learning 2 0.785

Attitude 3 0.808

Purchase intention 2 0.850

The values of Cronbach’s Alpha shows all the variables (perception, motivation,

learning, attitude, and purchase intention) are among 0.708 to 0.850 (see Table 4.1).

This suggests that the items in each variable are reliable.
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Part 4.2 Demographic Information

The details of 400 respondents are presented by using the frequency and percentage

method in table 4.2:

Table 4.2 Demographic information of respondents (n=400)
Item Characteristic Detail Frequency Percentage

1 Gender
Male 203 50.7
Female 197 49.3
Total 400 100.0

2 Age
18-30 years old 160 40.0
30-40 years old 144 36.0
40-50 years old 70 17.5
50-60 years old 26 6.5
Total 400 100.0

3 Education Level
Below than Secondary School 17 4.3
Secondary School 38 9.5
College 74 18.5
Bachelor’s Degree 239 59.8
Master’s Degree 29 7.2
Doctor Degree 3 0.8
Total 400 100.0

4 Occupation
Student 43 10.75
Educator 74 18.5
General employee 154 38.5
Business owner 89 22.25
Retired 4 1.0
Other 36 9.0
Total 400 100.0

5 Monthly Income
less than 2,000 CNY 41 10.3
2,000-4,000 CNY 105 26.3
4,000-6,000 CNY 107 26.8
6,000-8,000 CNY 59 14.8
8,000-10,000 CNY 39 9.8
more than 10,000 CNY 49 12.3
Total 400 100.0
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From the table 4.2, 420 questionnaires were distributed. Totally 400 questionnaires

were completely filled out and used in this research. The demographic characteristics

of respondents, which are gender, age, education, occupation and income are

analyzed.

Gender: 203 of the total respondents are male and 197 of them are female,

taking up a percentage of 50.7% and 49.3% respectively. The proportions of male and

female are almost at the same level.

Age: In the questionnaire, the question concerning age is designed as an open

question. In order to understand clearly, the age is classified into five groups. The first

and biggest age group is from 18 to 30 years old, which contains 160 respondents and

takes up 40% of total respondents. The second age group is from 30 to 40 years old,

which contains 144 respondents with a percentage equals to 36% of total respondents.

The third group is 41-50 years old, which has 70 respondents with a percentage of

17.5%. The last age group ranges from 51 to 60 years old, which has 26 respondents

and takes up only 6.5% of all respondents.

Education level: 59.8% of the respondents have a bachelor’s degree. The

college education level is the second biggest group, which has 74 respondents with

the percentage of 18.5%, followed by 9.5% graduated from secondary school, 7.2%

held the master’s degree, and 4.3% graduated lower than secondary school. There are
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only 3 respondents have the doctorate degree.

Occupation: For the occupation, there are 6 kinds of different occupations:

student, government offices, business employee, business owner, retired and other.

Most respondents are business employees (38.5%), followed by business owners

(22.25%). 74 of respondents (18.5%) are educators. 43 of the 400 respondents are

students. Only 1% of respondents are retired.

Income: Most respondents have a monthly income ranging from 4,000 to

6,000 CNY, which occupies 26.8%. 105 or 26.3% of respondents have a monthly

income from 2,000 to 4,000 CNY, which is the second biggest group. And the group

has the income from 6,000 to 8,000 CNY per month takes up 14.8% of total

respondents. 49 or 12.3% respondents make more than 10,000 CNY per month.

10.3% make less than 2,000 CNY and 9.8% make 8,000 to 10,000 CNY monthly.

Part 4.3: Analysis of Level of Agreement

The purpose of this part is to determine the level of agreement concerning the

psychological factors (perception, motivation, learning and attitude) and purchase

intentions. The results are analyzed and shown in table 4.3:
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Table 4.3 Level of agreement of psychological factors
Item Mean Std. Deviation Level of agreement

Perception 4.07 .570 Agree

Smooth 4.01 .818 Agree

Rich oil 4.13 .835 Agree

Natural smell 4.36 .777 Strong Agree

High price indicate high quality 3.79 1.026 Agree

Motivation 3.61 .729 Agree

Good health 4.10 .862 Agree

Wealth group 3.06 1.231 Neural

Respect from others 3.05 1.197 Neural

Good fortune 3.81 1.027 Agree

Peace for heart and soul 4.18 .822 Agree

Evil spirits 3.50 1.124 Agree

Learning 3.50 1.019 Agree

Learning from many sources 3.61 1.136 Agree

Have knowledge 3.40 1.096 Neural

Attitude 3.75 .797 Agree

Useful 3.71 1.017 Agree

Like 4.12 .847 Agree

Proud 3.43 1.081 Agree

Source: developed from survey data

With regard to the individual item of perception, respondents rated Agarwood beads

with “Natural smell” at the strongly agree level, while “Rich oil”, “Smooth”, and

“High price indicates high quality” at the agree level.
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With regard to the individual item of motivation, respondents rated Agarwood beads

with “Good health” , “Good fortune”, “Peace for heart and soul” and “Evil spirits” at

the neural level, while “Wealth group” and “Respect from others” at the agree level.

With regard to the individual item of learning, respondents rated Agarwood beads

with “Have knowledge” at the neural level, while “Learning from many source” rated

at the agree level.

With regard to the individual item of attitude, respondents rated Agarwood beads with

“Useful”, “Like” and “Proud” at the agree level.

Table 4.4 Level of agreement of purchase intention
Item Mean Std. Deviation Level of agreement

purchase intention 3.9488 .87459 Agree

Willing to buy 3.93 .932 Agree

Willing to recommend to others 3.97 .952 Agree

With regard to the individual item of purchase intention, respondents rated Agarwood

beads with “Willing to buy” and “Willing to recommend to others” as agree level. So

the purchase intention was rated as agree level.

Part 4.4: The Descriptive Analysis of Consumers’ Purchase Behaviors

The descriptive analysis of consumers’ purchase behaviors is presented in table 4.5:
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Table 4.5 Descriptive analysis of purchase behaviors

Item Characteristic detail Frequency Percentage

1 What type of Agarwood beads would you prefer to buy

Wrist band 355 88.8

Necklace 42 10.5

others 3 .8

Total 400 100.0

2 Where would you intend to buy Agarwood beads

Internet 90 22.5

Physical Agarwood shop 300 75.0

Other 10 2.5

Total 400 100.0

3 When would you prefer to buy the Agarwood beads

Festival period 267 66.8

Non-festival period 133 33.3

Total 400 100.0

4 How would you pay for the Agarwood beads

By cash 176 44.0

By credit card 188 47.0

By money transfer 36 9.0

Total 400 100.0

5
How many times will you intend to purchase Agarwood beads per

year

One time 212 53.0

two times 138 34.5

three times 36 9.0

More than three times 14 3.5

Total 400 100.0

6 Have you ever bought Agarwood beads before

Bought 243 60.8

Never bought 157 39.3

Total 400 100.0

7
Which information sources can most influence your purchase of

Agarwood beads

Salesperson 41 10.3

Magazines 13 3.3

Friends 167 41.8

Family members 78 19.5

newspaper 3 .8

TV advertising 14 3.5

Internet 84 21.0

Total 400 100.0
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From table 4.5, there are 5 items of buying behavior (what to buy, where to buy, when

to buy, how to buy, how often to buy) and the analysis of previous purchases of

bought Agarwood beads.

What to buy: 355 respondents (88.8%) want to buy Wrist band. 42

respondents (10.5%) want to buy Necklace, while only 3 respondents (0.08%) want to

buy other kinds of Agarwood products.

Where to buy: Most of respondents, 75% or 300 of total will buy in Physical

Agarwood shops. 2.5% or 10 respondents will buy at other places. 90 respondents

depending on their interest will buy products either at shops or at other places.

When to buy: Most respondents will buy it during festive periods which

takes up 66.8%. 133 or 33.3% of respondents will buy it in Non-festival period.

How to buy: There are 176 respondents will pay in cash with the percentage

of 44%. The number of respondents who prefer to pay with a credit card is 188, taking

up 47% of total number of respondents. The proportion of cash and credit card are

almost at the same level. And there are 36, 9% of respondents, who prefer to use

money transfer to buy the Agarwood beads.
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How often to buy: Most of respondents purchase the Agarwood beads only

once per year which take up 53%. And the number of respondents, who buy twice

yearly, is 138 respondents or 34.5%, 36 or 9% of respondents purchase three times per

year. And there are only 14 or 3.5% respondents purchasing more than three times

every year.

Ever bought Agarwood beads or not: There are 243 respondents ever

bought Agarwood beads before which get 60.8 percent of 400 respondents. And there

are 157 respondents who never bought Agarwood beads before which get 39.3 percent

of 400 respondents

Information source: Most of respondents which take up 167 respondents

(41.8%) think that friends have the most influence on their purchase of Agarwood

beads. While 78 respondents (19.5%) said that family member mostly influence their

purchase of Agarwood beads. There are 21% of respondents said that internet is a key

factor on deciding to purchase Agarwood beads. 41 or 10.3% respondents said that

salespeople can mainly influence their purchase. 14 or 3.5% think TV advertising will

influence the purchase of Agarwood beads. And the percentage of respondents who

think magazines mainly impact on their purchase of Agarwood beads is only 3.3%.

There are only 3 respondents who think information from newspaper can mainly

influence their purchase of Agarwood beads.
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Part 4.5: The Relationship Between Consumers’ Perceptions and Purchase

intentions

Hypothesis 1 Consumers’ perceptions will positively affect consumers’ purchase

intentions toward the Agarwood beads.

Table 4.6 Regression of perception toward purchase intention

a. Dependent Variable: purchase intention

From table 4.6, the multiple regression analysis identifies two of three dimensions of

consumers’ perception influence purchase intentions, and with a positive direction.

Especially, sight (t=5.018, p＜0.01) and touch (t=6.182, p＜0.01), contribute to the

purchase intention. Moreover, the relationships are all positive. The more consumers

perceived the Agarwood beads by sighting and touching, the more they intend to

purchase them. However, consumers’ perceptions by smelling does not statistical

significantly affect the purchase intention Agarwood beads. Therefore, hypothesis 1 is

partially supported, in that two out of three dimensions of consumers’ perception are

related to their purchase intentions.

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 1.347 .265 5.078 .000

Sight .259 .052 .243 5.018 .000

Touch .325 .053 .310 6.182 .000

Smell .050 .056 .044 .887 .375
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The variance that can predict the constant is perception. Thus, the reasonable multiple

regression equation for purchase intention is:

Purchase intention = 1.347 + 0.259 (Sight) + 0.325 (Touch) + 0.050 (Smell)

Table 4.7 Summary of model regression of perception toward purchase intention

Model R R Square Adjusted R Square Std. Error of the Estimate F Sig.

1 .457a .209 .207 .77885 105.120 .000a

a. Predictors: (Constant), perception (sight, touch and smell)

b. Dependent Variable: purchase intention

With regard to the regression analysis from table 4.7, the relationship between

perception and purchase intention is considered with 0.209 for R square. It means that

the independent variable (perception) can explain about one fifth of the dependent

variable (purchase intention). Considered Adjusted R square value, it shows the value

at 0.207. According to the F-test whose value was 105.120, the result of significant

level is 0.000 which is below the level of significant or the alpha level (α=0.05) for

the hypothesis test. It means that perception has an influence on purchase intention.
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Part 4.6: The Relationship Between Consumers’ Motivations and Purchase

Intentions

Hypothesis 2 Consumers’ motivations will positively affect consumers’ purchase

intentions toward the Agarwood beads.

Table 4.8 Regression of motivation toward purchase intention

a. Dependent Variable: purchase intention

From table 4.8, the multiple regression analysis identifies three of four dimensions of

motivations influence purchase intention, and with a positive direction. Especially,

physiological needs (t=4.494, p ＜ 0.01), esteem need (t=4.264, p ＜ 0.01) and

self-actualization (t=4.515, p＜0.01) contribute to the purchase intention. Moreover,

the relationships are all positive. This implies that the more consumers have positive

motivations, especially, physiological needs, esteem needs, and self-actualization

needs , the more they intend to buy Agarwood beads. However, love and belonging

have no effect on the purchase intention at a significant level. Therefore, hypothesis 2

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 1.172 .201 5.823 .000

Physiological needs .214 .048 .211 4.494 .000

Love and belonging .036 .036 .050 .976 .330

Esteem need .230 .054 .252 4.264 .000

Self-actualization .261 .058 .239 4.515 .000
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is partially supported, in that three out of four dimensions of motivation are positively

related to purchase intention.

The variance that can predict the constant is motivation. Thus, the reasonable multiple

regression equation for purchase intention is:

Purchase intention = 1.172 + 0.214 (Physiological needs) + 0.036 (Love and

belonging) + 0.230 (Esteem need) + 0.261 (Self-actualization)

Table 4.9 Summary of model regression of motivation toward purchase intention
Model R R Square Adjusted R Square Std. Error of the Estimate F Sig.

1 .577a .333 .331 .71543 198.285 .000a

a. Predictors: (Constant), motivation (physiological needs, love and belonging,

esteem need and self-actualization)

b. Dependent Variable: purchase intention

With regard to the regression analysis from table 4.9, the relationship between

motivation and purchase intention is considered with 0.333 for R square. It means that

the independent variable (motivation) can explain about one third of the dependent

variable (purchase intention). Considered Adjusted R square value, it shows the value

at 0.331. According to the F-test whose value was 198.285, the result of significant

level is 0.000 which is below the level of significant or the alpha level (α=0.05) for

the hypothesis test. It means that motivation has influence on purchase intention.
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Part 4.7: The Relationship Between Consumers’ Learning and Purchase

Intentions

Hypothesis 3 Consumers’ learning will positively affect consumers’ purchase

intentions toward the Agarwood beads.

Table 4.10 Regression of learning toward purchase intention

a. Dependent Variable: purchase intention

From table 4.10, the multiple regression analysis indicates that both two dimensions

of consumers’ learning influence their purchase intentions, and with a positive

direction. Conceptual learning (t=4.622, p＜0.01) and Experiential learning (t=6.770,

p＜0.01) contribute to the purchase intention. Moreover, relationships are all positive

among them, and imply that the more consumers positively learned about Agarwood

beads, the greater they intended to purchase them. Therefore, hypothesis 3 is fully

supported, in that both two dimensions of learning are positively related to purchase

intention.

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 2.228 .128 17.348 .000

Conceptual learning .196 .042 .255 4.622 .000

Experiential learning .298 .044 .373 6.770 .000
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The variance that can predict the constant is learning. Thus, the reasonable multiple

regression equation for purchase intention is:

Purchase intention = 2.228 + 0.196 (Conceptual learning) + 0.298 (Experiential

learning)

Table 4.11 Summary of model regression of learning toward purchase intention
Model R R Square Adjusted R Square Std. Error of the Estimate F Sig.

1 .574a .329 .327 .71731 195.163 .000a

a. Predictors: (Constant), learning (Conceptual learning and Experiential learning)

b. Dependent Variable: purchase intention

With regard to the regression analysis from table 4.11, the relationship between

learning and purchase intention is considered with 0.329 for R square. It means that

the independent variable (learning) can explain about one third of the dependent

variable (purchase intention). Considered Adjusted R square value, it shows the value

at 0.327. According to the F-test whose value was 195.163, the result of significant

level is 0.000 which is below the level of significant or the alpha level (α=0.05) for

the hypothesis test. It means that learning has influence on purchase intention.
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Part 4.8: The Relationship between Consumers’Attitudes and Purchase

Intentions

Hypothesis 4 Consumers’ attitudes will positively affect consumers’ purchase

intentions toward the Agarwood beads.

Table 4.12 Regression of attitude toward purchase intention

a. Dependent Variable: purchase intention

From table 4.12, the multiple regression analysis indicates all three dimensions of

consumers’ attitudes influence their purchase intentions, and with a positive direction.

Cognitive (learning) (t=11.974, p＜0.01), Affective (felling) (t=7.253, p＜0.01) and

Conative (doing) (t=4.275, p＜0.01) contribute to the purchase intentions. Moreover,

relationships are all positive, it implies the more consumers have positive attitudes

toward the Agarwood beads, the greater they are likely to purchase them. Therefore,

hypothesis 4 is fully supported, in that all of three dimensions of attitudes are

positively related to purchase intention.

Model
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) .560 .144 3.888 .000

Cognitive (learning) .482 .040 .467 11.974 .000

Affective (felling) .258 .036 .300 7.253 .000

Conative (doing) .129 .030 .159 4.275 .000



53

The variance that can predict the constant is attitude. Thus, the reasonable multiple

regression equation for purchase intention is:

Purchase intention = 0.560 + .482 (Cognitive (learning)) + 0.258 (Affective (felling))

+ 0.129 (Conative (doing))

Table 4.13 Summary of model regression of attitude toward purchase intention
Model R R Square Adjusted R Square Std. Error of the Estimate F Sig.

1 .746a .556 .555 .58331 498.971 .000a

a. Predictors: (Constant), attitude (Cognitive (learning), Affective (felling) and

Affective (felling))

b. Dependent Variable: purchase intention

With regard to the regression analysis from table 4.13, the relationship between

attitude and purchase intention is considered with 0.556 for R square. It means that

the independent variable (attitude) can explain about half of the dependent variable

(purchase intention). Considered Adjusted R square value, it shows the value at 0.555.

According to the F-test whose value was 498.971, the result of significant level is

0.000 which is below level of significant or the alpha level (α=0.05) for the

hypothesis test. It means that attitude has influence on purchase intention.
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Part 4.9 Summary of Hypothesis Testing

This summary shows the result of hypothesis testing which is analyzed from

psychological factors (perception, motivation, learning and attitude) and purchase

intention. The result shows that all the four psychological factors have significant

positive effect on the purchase intention of Agarwood beads. The summary of results

is presented in table 4.14:

Table 4.14 Summary for all hypothesis

Item Description Result

H1
Consumers’ perceptions will positively affect
consumers’ purchase intentions toward the Agarwood
beads.

Partially supported

H2
Consumers’ motivations will positively affect
consumers’ purchase intentions toward the Agarwood
beads.

Partially supported

H3
Consumers’ learnings will positively affect consumers’
purchase intentions toward the Agarwood beads.

Fully supported

H4
Consumers’ attitudes will positively affect consumers’
purchase intentions toward the Agarwood beads.

Fully supported
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Chapter 5

Conclusion Discussion and Recommendation

This chapter makes a summary of this research and further discusses the results from

chapter 4. This chapter includes 5 parts:

5.1 Conclusion

5.2 Discussion

5.3 Implication of the study

5.4 Limitation of the study

5.5 Recommendation for further research
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5.1 Conclusion

This research aims at investigating the psychological factors that affect Chinese

consumers’ purchase intentions. The self-administration questionnaires were collected

in front of 14 Agarwood shops in Nanning, Guangxi. The 400 completed

questionnaires were analyzed. The results are summarized as follows:

Demographic Information

The proportions of male and female respondents are nearly at equivalent level. Most

respondents are between 18 and 30 years old and have a Bachelor’s Degree in the

aspect of education level. As for the occupation, the majority respondents are general

employees which cover 38.5% of respondents. The second is business owners which

cover 22.25%. For the item of the monthly income, most respondents have a monthly

income from 4,000 to 6,000 CNY. The second biggest group is from 2,000-4,000

CNY.
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Psychological Factors

The psychological factors consist of four parts, which are perception, motivation,

learning and attitude. The respondents found that the level of agreement of perception

(Mean=4.0738), motivation (Mean=3.615), learning (Mean=3.5038) and attitude

(Mean=3.7525) are all shown at agree level.

Consumers’ purchase intentions and purchase behaviors

Based on the result of the research, the level of agreement of purchase intention

(Mean=3.9488) is shown at agree level. In terms of purchase behaviors, most of

consumers prefer to purchase Agarwood Wrist band at Physical Agarwood shop in

Festival period. As for the frequency of purchase, the majority respondents intend to

purchase only one time per year. Most respondents prefer to use the credit card for

purchase the Agarwood bead. The majority of respondents who bought Agarwood

beads previously cover 60.8% of total respondents.

Information search

Based on the result of this research, most respondents get the information from friends.

The second is internet and family members.
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The relationship between consumers’ perceptions and purchase intentions (H1)

Hypothesis 1 aims at investigating the relationship between perception and purchase

intention of Agarwood beads. The result of hypothesis shows that perception has a

positive effect on purchase intention. The more positive perception (sight and touch)

is, the greater the purchase intention will be in buying Agarwood beads. However, the

smell of perception will not affect the purchase intention of Agarwood beads.

The relationship between consumers’ motivations and purchase intentions (H2)

Hypothesis 2 aims at investigating the relationship between motivation and purchase

intention of Agarwood beads. The result of hypothesis shows that motivation has the

positive impact on purchase intention. The more positive the perception

(physiological needs, esteem need and self-actualization) is, the greater purchase

intention in buying Agarwood beads will be. However, the love and belonging have

no effect on purchase intention at a significant level.
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The relationship between consumers’ learnings and purchase intentions (H3)

Hypothesis 3 aims at investigating the relationship between learning and purchase

intention of Agarwood beads. The result of hypothesis shows that learning positively

affects purchase intention. The more positive the learning (conceptual learning and

experiential learning) is, the greater purchase intention in buying Agarwood beads

will be.

The relationship between consumers’ attitudes and purchase intentions (H4)

Hypothesis 4 aims at investigating the relationship between attitude and purchase

intention of Agarwood beads. The result of hypothesis shows that attitude has the

positive affect purchase intention. The more positive the attitude which includes

Cognitive (learning), Affective (felling) and Conative (doing) is, the greater purchase

intention in buying Agarwood beads will be.

5.2 Discussion

This section will discuss the result based on the 3 objectives in this study as follows: 1)

to understand the consumer purchase behavior for Agarwood beads, 2) to understand

the consumer purchase intention for Agarwood beads and 3) to investigate the

psychological factors affecting the consumer purchase intention of Agarwood beads.
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1. For the purchase intention of Agarwood beads, the respondents are willing to buy

the Agarwood beads and willing to recommend buying the beads to their friends and

family. For the purchase behaviors, most respondents intend to buy Agarwood wrist

bands at Agarwood shops during festival periods. The respondent intend to buy one

time per year by credit card.

2. From the study conducted by Onozaka, Nurse and McFadden (2010), indicating

that there was a positive relationship between consumers’ perceptions and purchase

intentions the local food. Similarly, the research of Huong (2012), found that

consumer’s perceptions play a significant positive role in the purchase intention of

vegetables. The more positive the perception of the consumer, the more likely they

will increase their purchase intention for vegetables is. The result in this current study

supports the result from this previous study. This research found that two of three

dimensions of perception influence purchase intention, in a positive direction. The

factors are sight (p=0.00) and touch (p=0.00), but not for smell. So, the more positive

the perceptions (sight and touch) consumers had, the more likely consumers would

purchase the Agarwood beads.
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3. There are various studies regarding to the motivation in the field of consumer

behavior which get positive results. The research showed that three dimensions of

motivation influence purchase intention in a positive direction. The three dimensions

are physiological needs (p=0.000), esteem need (p=0.000) and self-actualization

(p=0.000). Sothe more consumers had positive motivations, especially. physiological

needs, esteem needs, and self-actualization needs, the greater consumers tended to

purchase the Agarwood beads. However, the love and belonging do not affect the

purchase intention at a significant level. The results of this research is partially

consistent with the results from the study of Chen (2012). He found that the

motivations relating to profit, value, emotion, and achievement drove consumers

purchasing products from the online.

4. This research found that there was a positive relationship between consumers’

learning; including conceptual and experiential learning, and their purchase intentions

the Agarwood beads. Specially, the more positive learning which includes conceptual

learning and experiential learning, the greater purchase intention in buying Agarwood

beads is. The result in this study is supported by the statements from the previous

studies. What people learn from the experience will drive different behaviors in the

future (Palani & Sohrabi, 2013). If people have a good experience with the products,

they will repurchase themin the future (Olufisayo, 2011). Contrarily, people will not

be willing to buy a product if they have bad experiences with it.

http://www.entrepreneurshipsecret.com/author/fizanos/
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5. The research showed that there were three dimensions of attitude influencing

purchase intention in a positive direction. These factors are cognitive (learning),

affective (felling), and conative (doing). Similarly to the result of research by Chang

(2011), it showed that there was positive correlation between the attitude and buying

intention of celebrity endorsed apparel. So, the more positive the attitude, the greater

the purchase intention in buying Agarwood beads is.

5.3 Implication of the Study

This thesis focuses on the internal or psychological factors affecting consumers’

purchase behaviors and purchase intentions. The research found that consumers’

perceptions, motivations, learning and attitudes have the positive effect on their

purchase intentions.

Based on the finding of purchase behaviors, the Agarwood beads entrepreneurs should

pay more attention to the Agarwood beads product, especially the Agarwood Wrist

band. The entrepreneurs need to display beautiful and varied Agarwood Wrist bands

to consumers because most consumers prefer to purchase Agarwood Wrist band

instead of others Agarwood products. In addition, Agarwood beads entrepreneurs

should decorate the Agarwood shop to attract consumers because most respondents

intend to purchase the Agarwood beads at the physical Agarwood shop instead of

online shopping. Moreover, the enterprises can offer some discounts and sale
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promotions in the festive period to attract consumers, such as Mid-Autumn Festival or

Chinese New Year because consumers prefer to purchase Agarwood beads in festival

period.

In terms of information sources, the enterprises should give the information and

provide powerful advertising about the Agarwood beads on the internet. Moreover,

they have to offer good products to customers because customers can learn from their

experiences and purchase due to friends’ recommendations.

Regarding consumers’ psychological factors and their purchase intentions, the

Agarwood beads entrepreneurs should focus on consumers’ perceptions about

sighting and touching of the Agarwood beads. The smoother the Agarwood beads are

smooth and the more they contain rich oil, the more they are attractive to

consumers.

Based on the findings of the relationship between consumers’ motivations and

purchase intentions, the Agarwood beads enterprises need to pay attention to the

consumers’ motivation by providing information about physiological, esteem, and

self-actualization needs of purchasing the Agarwood beads. When selling the

Agarwood beads, the salespersons should tell consumers about the usefulness of

Agarwood beads. For example, it can help people to avoid evil spirit, to gain respect

from others, to bring good fortune, and to make people healthy. All these positive
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motivations will affect the intention to buy the Agarwood beads.

With regard to the relation between consumers’ learning and purchase intentions, the

Agarwood beads entrepreneurs should always offer good products to consumers in

order to attract them to buy the products. If consumers have high knowledge and good

experiences, they will be willing to purchase the Agarwood beads and recommend

them to others.

Based on the findings of relationship between consumers’ attitudes and purchase

intentions, the Agarwood beads entrepreneurs should advertise positively that

Agarwood is useful and worth to be purchased. Thus consumer will develop a good

and positive attitude toward Agarwood beads and be willing to purchase them.

5.4 Limitations of the Study

This study researches the psychological factors affecting people’s purchase behaviors

of Agarwood beads in Nanning, China, and the limitations are as follows:

Firstly, the questionnaire was distributed in front of the Agarwood shops, some

respondents had not enough time to finish the questionnaire and they may not pay

enough attention to it. It also can affect their answers to some point.
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Secondly, although most of consumers prefer to purchase Agarwood beads at

Agarwood shops, around 20 percent of consumers purchase Agarwood beads on the

internet. This research collected data at the Agarwood shops, but did not collect the

data from consumers who purchased online. The opinions of respondents who bought

the Agarwood beads from the internet might differ from that of respondents who

bought the beads from the shop.

Lastly, this research was conducted in Nanning, China. The answers of respondents in

this city might differ from the answers of respondents in other cities, especially the

pattern of purchase behaviors and the rating of agreement level of motivation,

perception, attitude, learning, and purchase intention.

5.5 Recommendation for Further Research

1. This thesis only focuses on Nanning city and does not include other cities in China.

Therefore, future researchers should conduct such study in a wider range of cities,

especially in the big cities, which are the center of economic activities such as Beijing,

Shanghai, and Guangzhou, in order to reach more representative results. This can help

the Agarwood enterprises get a more comprehensive understanding of the Chinese

purchase intention toward Agarwood beads.
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2. This research only focuses on psychological factors that affect the purchase

behaviors and purchase intention. There may be other factors that affecting the

purchase intention such as marketing mix. Therefore, for further studies, researchers

should do more research on factors related to the purchase intention of buying

Agarwood beads in order to provide information about the antecedent factors

affecting consumers’ purchase intentions toward the Agarwood beads.
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APPENDIX A

Questionnaire (English version)

The purpose of this survey is to know about the purchase behaviors of Agarwood
beads and the psychological factors that affect this purchase behaviors. This research
is a part of the fulfillment the Master's degree program. I would like to invite you
participate in this survey. The questionnaire is anonymous and you will not be
individually identified as a respondent. It will take about ten minutes to answer the
questionnaire. I am very thankful for your cooperation.

Part 1 Demographic Information

Instruction: Please mark (X) for the answer that appropriately fits your personal
characteristics

1.1 What is your gender?

□ Male □ Female

1.2 What is your age ................ Years?

1.3 What is your level of education?

□ Less than Secondary School □ Secondary School

□ College □ Bachelor’s Degree

□ Master’s Degree □ Doctorate's Degree

1.4 What is your current occupation?

□ Student □ Government offices □ Business Employee

□ Business Owner □ Retire □ Other

1.5 How much is your monthly income?

□ Less than 2,000 CNY □ 2,000-4,000 CNY

□ 4,000-6,000 CNY □ 6,000-8,000 CNY

□ 8,001-10,000 CNY □ More than 10,000 CNY
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Part 2 Consumers’ purchase intentions of Agarwood beads

Instruction: With the following statements, please circle the number that best
represents your opinion, where:

1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

Consumers’ purchase intention of Agarwood beads

I am willing to buy Agarwood beads. 1 2 3 4 5

I am willing to recommend Agarwood beads to my friend and family 1 2 3 4 5

Part 3 Psychological factors that affect consumer’s purchase behaviors

Instruction: With the following statements, please circle the number that best
represents your opinion, where:

1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly agree

Consumers’ perceptions of Agarwood beads

Before purchase the Agarwood beads, I choose the one that are smooth 1 2 3 4 5

Agarwood beads contain rich oil 1 2 3 4 5
Agarwood beads have a pure, refreshing and natural smell 1 2 3 4 5
Consumers’ motivations of Agarwood beads
If I use the Agarwood beads, I will have a good health 1 2 3 4 5
I tend to buy the Agarwood beads because I want to be a member of a
wealthy group

1 2 3 4 5

I prefer to buy the Agarwood beads garner respect from others 1 2 3 4 5
Agarwood beads can bring me good fortune to me 1 2 3 4 5
Agarwood beads bring me peace of heart and soul 1 2 3 4 5
I believe that Agarwood beads help people avoid evil spirits 1 2 3 4 5
Consumers’ learnings of Agarwood beads

I learned about the Agarwood beads from many information sources 1 2 3 4 5

I have knowledge about Agarwood beads 1 2 3 4 5
Consumers’ attitudes of Agarwood beads
I feel that Agarwood beads are useful to me 1 2 3 4 5
I like Agarwood beads 1 2 3 4 5
I feel proud when I use Agarwood beads 1 2 3 4 5
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Part 4 Purchase behaviors of Agarwood beads

Instruction: These following questions, please mark (X) only one appropriate
answer which the most matches your opinion.

4.1 Have you ever bought Agarwood beads before?

□ Yes □ No

4.2 Which information sources can most influence your purchase of Agarwood
beads?

□ Salesperson □ Magazines □ Friends

□ Family members □ Newspaper □ TV advertising

□ Internet

4.3 What type of Agarwood beads would you prefer to buy?

□ Wrist band □ Necklace

□ Other(Please specify)..............................

4.4 Where would you intend to buy Agarwood beads?

□ Shop of Internet □ Physical Agarwood shop

□ Other (Please specify) ……………………

4.5 How would you pay for the Agarwood beads?

□ Cash □ Credit card □ Money transfer

4.6 When would you prefer to buy the Agarwood beads?

□ Festival period □ Non-festival period

4.7 How many times will you intend to purchase the Agarwood beads per year?

□ One times □ Two times

□ Three times □ More than three times
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APPENDIX B

Questionnaire ( Chinese version)

沉香手串购买行为调查

这是一份来自泰国商会大学用于学术研究的问卷，旨在探索沉香手串购买

行为和影响沉香手串购买行为的心理因素。本次调查采用匿名形式，我们将严格

保密您的信息。回答此问卷大约花费您 10 分钟。非常感谢您的合作。

第一部分 基本信息

说明：请选择最符合您的基本信息的选项

1.1 您的性别

☐ 男 ☐ 女

1.2 您的年龄_______________

1.3 您的学历

☐ 高中以下 ☐ 高中 ☐ 大专

☐ 本科 ☐ 硕士 ☐ 博士

1.4 您目前的职业

☐ 学生 ☐ 公务员 ☐ 商业职员

☐ 企业家 ☐ 退休 ☐ 其他 _____________

1.5 您的月收入

☐ 少于 2，000 元 ☐ 2，000-4，000 元 ☐ 4，000-6，000 元

☐ 6，000-8，000 元 ☐ 8，000-10，000 元 ☐ 多于 10,000 元

第二部分 沉香手串的购买意向

说明：请在以下选项中勾选最符合您观点的一项，其中：

1=非常不同意, 2=不同意, 3=中立, 4=同意, 5=非常同意

问题 同意程度

我很乐意购买沉香手串 1 2 3 4 5

我很乐意把沉香手串推荐给我周围的家人和朋友 1 2 3 4 5
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第三部分 影响沉香手串购买行为的心理因素

说明：请在以下选项中勾选最符合您观点的一项，其中：

1=非常不同意，2=不同意，3中立，4=同意，5=非常同意.

问题 同意程度

沉香手串表面光滑 1 2 3 4 5

质量好的沉香手串富含油脂. 1 2 3 4 5

沉香手串具有纯净，清新，自然的香味 1 2 3 4 5

我使用沉香手串，因为沉香手串对身体健康有益 1 2 3 4 5

我有意向购买沉香手串，因为我想成为有钱人的一员 1 2 3 4 5

我购买沉香手串因为我想被他人尊敬 1 2 3 4 5

沉香手串可以给我带来好运 1 2 3 4 5

沉香手串可以静心安神 1 2 3 4 5

我相信沉香手串可以辟邪 1 2 3 4 5

我曾通过多重渠道了解沉香手串 1 2 3 4 5

我认为我对沉香手串有所了解 1 2 3 4 5

我认为沉香手串对我很有用 1 2 3 4 5

我喜欢沉香手串 1 2 3 4 5

当我使用沉香手串时，我感到很有面子 1 2 3 4 5
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第四部分 沉香手串购买行为，请在以下选项中，选择与您观点最符合的一项

4.1 您之前是否购买过沉香手串？

☐ 购买过 ☐ 没有购买过

4.2 以下哪种信息来源会最大程度影响你购买沉香手串？ （单选）

☐ 销售人员 ☐ 杂志 ☐ 朋友

☐ 家人 ☐ 报纸 ☐ 电视广告

☐ 网络

4.3 您倾向于买那个类型的沉香手串？ （单选）

☐ 手链 ☐ 项链 ☐ 其他 ____________

4.4 您倾向于在哪里购买沉香手串？ （单选）

☐ 网上 ☐ 沉香实体店 ☐ 其他 ____________

4.5 购买沉香手串时您倾向于什么支付方式？ （单选）

☐ 现金 ☐ 刷卡 ☐ 转账

4.6 您喜欢什么时间购买沉香？ （单选）

☐ 节假日 ☐ 非节假日

4.7 您倾向于一年购买几次沉香？ （单选）

☐ 一次 ☐ 两次

☐ 三次 ☐ 三次以上


