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ABSTRACT

The study investigates the purchasing intentions of retailers towards cement
blenders in Gauteng. The study made use of a quantitative research design,
utilizing Slovin’s formula to determine the sample size. The gathering of data was
conducted via a self-administered online survey which yielded 203 valid
responses. The data from the survey was evaluated using various descriptive
statistics, hypothesis testing and structural equation modelling. The research
objectives were achieved through a quantitative analysis of the survey responses
from retail store managers and owners. The major constructs measured were
price, brand image, product quality and their influence on purchase intention as

the dependent variable.

Hypothesis testing was subsequently conducted to explore the relationship
between the key variables. The outcomes of the study revealed that brand image
and product quality had significantly positive effects on purchase intention,
supporting their respective hypotheses along with academic literature. Contrary
to scholarly findings, price demonstrated a weak relationship with purchase
intention. The hypothesis testing for resulted in a high p-value, suggesting that
price was not a significant factor shaping purchase intentions. This suggests that
other factors may overshadow price when retail store owners and managers
purchase blended cement. These outcomes provide insights on the factors
propelling consumer behaviour and the importance of product quality and brand

image driving purchase intention in the context of blended cement.

Keywords: Cement blenders, purchase intention, price, product quality,
brand image.
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CHAPTER 1. INTRODUCTION

1.1 Purpose Statement

To investigate and assess the factors influencing the purchase intentions of
retailers in the cement industry, specifically focusing on cement blenders in the

Gauteng region.

1.2 Study Background

The cement industry in South Africa is under pressure as it faces challenges on
multiple fronts due to a decline in economic growth, the cyclical nature of the
construction industry, lower priced imports and environmental issues
(Infrastructure News, 2022). With an installed capacity of 22Mt per annum,
capacity utilization has fallen to 59% (Global Cement, 2023) signaling excess
supply relative to demand. A downward trend had been observed preceding the
pandemic as domestic cementitious sales declined by 7% in 2019 from 13.8Mt to
12.7Mt, prior to a 15% to 20% decline in 2020 due to the covid-19 induced
lockdowns (Industry Insight, 2021). The trend in the cement sector reflects the
malaise in the general construction sector which shed 118k jobs and recorded a
7% decline in revenue between 2017 and 2020 (Stats SA, 2022).

There are two types of cement manufacturers in South Africa, integrated cement
manufacturers and non-integrated cement manufacturers or blenders (Shoko,
2020). Cement manufacturing is a capital-intensive business (El-Sayed, Faheim,
Salman, & Saleh, 2021) which requires a kiln to produce clinker and a grinding
unit to produce the cement from the clinker. In contrast to integrated cement
manufacturers, cement blenders do not produce clinker nor require a grinding
unit to manufacture cement. Their manufacturing process requires a blending
unit, which mixes a higher strength cement with various supplementary

cementitious materials to produce cement.



1.3 Research problem

In recent years, the influx of cheap blended cements in the Gauteng retalil
segment has increased (Shoko, 2020) . However, concerns have been raised
since 2020 about the adherence to building standards and the product quality of
cement blenders (Shoko, 2020). A recent announcement by the National
Regulator of Compulsory Specifications, resulted in a complete recall of a brand
of blended cements from the market, having concluded that the cement failed to
meet the minimum requirements for building standards (Ebrahim, 2023). Cement
and Concrete SA has lamented the collapse of a house in the Western Area,
stating that many secondary blenders are selling non-compliant cement and that

such occurrences are not isolated incidents (Cement and Concrete SA, 2023).

Various studies have contributed knowledge to this area of research. A study in
Indonesia tested the effect that service quality, customer loyalty programs and
product quality had on the attitude of retail customers towards cement brands
(Putra, Hartoyo, & Simanjuntak, 2017). Another study added brand image and
years of establishment in addition to product quality as variables that sought to
explain factors that influenced the purchase of cement (Mishra & Sharestha,
2019). Ramadhan et al.; (2022) focused on one cement brand and measured

purchase decision as an outcome of brand image and price changes.

Similar studies in Africa have also investigated consumer preference for cement
products. One study in Ethiopia considered a mixture of various product
attributes, socio-demographic and economic factors to comprehend consumer
preferences for cement (Tadesse & Tessema, 2020). Bonney, Song, Jingwei
and Zhang (2022) in Ghana, focusing on consumer preference for cement in
concrete manufacturing, extended these factors to incorporate workability,
durability and trusted brand name. A study in South Africa investigated the factors
influencing and the resulting effects of brand preference, to forecast the purchase
intentions of consumers regarding cement products (Pitso, Ligaraba, & Chuchu,
2023).



While previous studies measured brand preference as an outcome variable or as
a mediator of purchase intention, this research will measure the immediate impact
of the explanatory variables on purchase intention. Although previous studies
have been conducted regarding cement products in general, there have been
limited studies that differentiate between integrated and non-integrated cement
products. Most studies focused on the perspective from business to consumer,
this study’s focus will be on the business (manufacturer) to business (retailer)
viewpoint, where the purchase intention is to be evaluated at the retailer level.
The Gauteng region will form the geographic scope of the study as this market
has a high prevalence of cement blenders. This research will be of particular
interest given the recent concerns raised about the quality of some cement

blenders.

1.4 Research objectives
The research objective given the identified research problem:

e To establish the key factors that influence the purchase intentions of
retailers towards blenders

e To evaluate the influence of price on retailers purchase intentions

e To evaluate the influence of product quality on retailers purchase

intentions

e To evaluate the influence of brand image on retailers purchase intentions

1.5 Research questions

¢ What factors influence the purchase intentions of retailers towards
cement blenders?

e To what degree does price influence purchase intention?

e To what degree does product quality influence purchase intention?

e To what degree does brand image influence purchase intention?

10



1.6 Rationale

The conceptual framework incorporates price, product quality, brand image and
how these constructs directly relate to purchase intention for cement blenders.
By understanding the relationship among these variables, purchasers of cement
blenders may make informed decisions taking these factors into consideration.
Furthermore, cement blenders may focus on those elements with the highest

influence on purchase intention to advance their brands within the retail segment.

1.7 Study Limitations

The study centers on retail stores in Gauteng to refine the focus of the research.
The limitation while having its advantages, may exclude other regions which may
exhibit different purchase considerations. Furthermore, by not considering the

end user, other consumer behaviour motivations may be unaccounted for.
1.8 Key Definitions

Cement Blenders: Non-integrated cement manufacturers that do not utilize a

kiln and cement mill in their production process (Shoko, 2020).

Purchase Intention: A buyer’s propensity to procure a good or service with the
passage of time and may serve as a positive predictor of consumer purchase

behaviour (Martins, Costa, Oliviera, Goncalves, & Branco, 2019).

Price: Money spent by a consumer in exchange for a product or service (Kung,
Wang, & Liang, 2021).

Product Quality: A product’s capacity to fulfill its intended functions which
encompasses durability, ease of operation, precision, product repair and other
features (Kotler & Armstrong, 2013).

11



Brand Image: A consumer’s perception formed in their mind reflected by brand
association (Keller, 1993).
1.9 Assumptions

Price is assumed to be the biggest driver of purchase intention. Given that cement
blenders have relatively lower production costs, the retailers will gravitate towards
them due to price, with lower yet positive consideration for product quality and

brand image.

1.10 Synopsis

The chapter presented the research background, research problem, questions,

rationale, limitations, definition of terms and assumptions.

12



CHAPTER 2. LITERATURE REVIEW AND
THEORETICAL FRAMEWORK:

2.1 Introduction

The section centers on the constructs that influence purchase intention, reviewing
related literature and findings of previous studies to formulate the hypothesis
development. The theoretical underpinning of the study explores a number of
theoretical frameworks including the Theory of Planned Behaviour, Marketing
Mix, Theory of Brand Equity and Business-to-Business decision making. A
conceptual model is then introduced, depicting the relationship between the key

variables to be studied.

2.2 THEORY OF PLANNED BEHAVIOUR

The Theory of Planned Behaviour is among the pioneering theories aimed at
understanding and predicting human behaviour in the realm of decision making
(Ajzen, 1991). It posits that if individuals are inclined to engage in a specific
behaviour may do so, but they can also desist from pursuing that course of action.
The theory’s use to account for and predict in various behavioural domains has
been widely documented, including for consumer behaviour (Ajzen, 2020). The
theory represents the progression in the Theory of Reasoned Action, which
propounds that the actions of individuals are governed by their behavioural
intentions, which are presumed to be influenced by their subjective norms and
attitudes (Ajzen, 2011). The theory of planned behaviour goes further to introduce
a third element: perceived behavioural control, which acts as an indicator of

intentions. The figure below depicts and summarizes the two theories:
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Figure 2.1: From Theory of Reasoned Action to Theory of Planned
Behaviour, modified from Ajzen (1991).

THEORY OF PLANNED BEHAVIOR

THEORY OF REASONED ACTION
Attitude

toward the
behavior

Subjective
’ Behavior
norm

Perceived
behavioral
control

Source: Tommasetti et al., (2018).

2.2.1 Attitudes

The attitude of an individual toward a behaviour can have positive or negative
connotations, it considers the individual beliefs about performing a specific
behaviour and that the individual has evaluated the consequences of that
behaviour (Ajzen, 2020). Amoako, Dzogbenuki and Abubakari (2020)
demonstrated that a significantly positive association existed between attitudes
on green consumption and purchasing behaviour among youth in Ghana. Dorce
et al., (2021) ascertained that attitude had the strongest influence on a

consumer's purchase intention for organic vegetables.

2.2.2 Subjective norms

Normative beliefs are classified into two categories, descriptive and injunctive
(Ajzen, 2020). Descriptive beliefs refer to beliefs of whether the reference
individual or group actually implement the said behaviour themselves (Ajzen,
2020). The injunctive normative beliefs deal with any reference individual or group

(family, friends, societal norms) influencing the performance of a certain

14



behaviour by its approval or disapproval of it (Ajzen, 2020). In both instances, the
perceived social pressure or expectations influences the individual’s behaviour
or subjective norm. Daxini et al., (2019) argued that individuals are prone to

conform to certain behaviours to avoid being ostracized.

Liobikiene et al., (2021) utilizing the same theory to analyze factors affecting the
intention to utilize renewable energy, concluded that norms that are subjective
had a notable and meaningful effect on the intention to utilize renewable energy.
In Damit et al., (2019) which looked into factors that encourage individuals not of
the Muslim persuasion to buy halal food, discovered that subjective norms,
positively influenced purchase intention of non-Muslim patrons for food that is
considered to be halal.

2.2.3 Perceived behavioural control

Refers to the belief of a person and the extent to which they exhibit control over
the performance of a certain behaviour (Ajzen, 2020). It involves perceptions on
the presence or absence of certain factors, both internal (skills, abilities) and
external (time, money, resources), that could facilitate or hinder the carrying out
of the behaviour (Ajzen, 2020). Moon (2021) investigated the underlying thought
process that results in consumers supporting green restaurants, and found that
perceived behavioural control emerged as the most significant factor influencing
green restaurant patronage. In a study measuring the tendency to underestimate
risk perception for motorists displaying aggressive driving behaviours, found that
perceived behavioural control was the biggest contributing factor explaining the
variance in risk underestimation (Chen, Liu, Xu, & Liu, 2022).

2.2.4 Intentions

Intentions are the precursor to behaviour and are preceded by attitudes, norms
that are subjective and perceived behavioural control (Ajzen, 2020). While an
optimistic attitude in conjunction with a favourable subjective norm are necessary

to motivate behaviour, without a belief that the individual exercises a high degree

15



of their perception over their ability to regulate behaviour, the disposition to
perform it will be weak (Ajzen, 2020). A stronger intention results in a greater
likelihood of the resultant behaviour materializing. Though intention may be
present and strong, there may be mitigating circumstances that may impede the

performance of the behaviour (Ajzen, 2020).

2.3 MARKETING MIX

The marketing mix refers to the set of controllable marketing elements that a
company strategically utilizes to achieve its intended sales objectives within a
specific target market (Wichmann, Uppal, Sharma, & Dekimpe, 2022). The
marketing mix serves as a strategic framework that enables marketers to gain a
clearer understanding of a product’s value proposition and to effectively plan for
a successful market offering (Lim, 2023). The concept of the marketing mix
initially incorporated 12 marketing elements which included: product, pricing,
branding, channels of distribution, personal selling, advertising, promotions,
packaging, display, servicing, physical handling, fact finding and analysis
(Borden, 1964). This list was truncated to a simplified version called the 4 P’s of

Marketing: product, price, promotions and place (Lim, 2023).

Products play a vital role for any company, serving not only as the foundation for
marketing strategy but also as a reflection of the brand in consumers' eyes (Yusuf
& Matiin, 2022). A product refers to a company’s large-scale offering, whether a
physical good or service, designed to satisfy customer requirements (Al-Fadly,
2020). Improved product quality leads to greater customer satisfaction, which
fosters repeat purchases in the future (Diputra & Yasa, 2021). Retail businesses
have found that product quality is key element for competitiveness (Widyastuti,
Pujiharto, Tubastuvi, & Santoso, 2020)

Price refers to the amount of money or other value that must be exchanged to
acquire ownership or access to goods and services (Havidz & Mahaputra, 2020).
The price is one of the most important components of the marketing mix, it

incorporates the development of a pricing strategy that not only prevents pricing
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failure but also leads to organizations generating profits (Al-Fadly, 2020). As an
indispensable feature of the marketing mix, pricing activities can be conducted
with the intention of achieving profit maximization, market penetration, value
extraction, generating the greatest amount of sales receipts within a specific time
period and for promoting the product (Yusuf & Matiin, 2022). Price is essential in
that it becomes a benchmark for consumers to purchase products and the failure
to implement pricing has the potential to affect the consumer and the market
(Baidun, Prananta, Harap, & Yusuf, 2022). Therefore, pricing must fully capture
value through segmentation, adapt to shifting life-cycle conditions, and leverage
predictive models to anticipate purchasing behaviour or intention (Al-Fadly,
2020).

While the traditional marketing mix includes product, price, place, and promotion,
this study focuses on product quality and price as key elements influencing
business customers’ purchase intentions. This is confirmed by Tadesse and
Tessema (2020) whose study investigating attributes that influence consumer
preferences, found that price and product quality were determinants of cement
brand purchases. The study of Ramadhan et al.; (2022) concluded that price has
is a determinant of purchasing decisions with respect to cement. In the studies of
Mishra and Sharestha (2019), Jha and Dahal (2020), findings indicated that

product quality significantly influences the assessment of cement brands.

2.4 BRAND EQUITY THEORY

In his seminal work, Keller (1993) conceptualizes customer-based brand equity
as the differential effect that brand knowledge has on consumer response to
marketing. He defines brand knowledge as the key building block of brand equity,
consisting of two key components: brand awareness and brand image. Brand
awareness relates to a consumer’s ability to recognize or recall a brand under
various conditions, thus serving as a foundation for brand consideration.
However, Keller emphasizes that while awareness is necessary, it is the brand
image, the set of brand associations held in consumer memory, that plays a

critical role in shaping consumer perceptions and behaviour.
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Brand image is defined as the consumer’s perception of a brand as reflected by
the associations linked to it in memory (Keller, 1993). These associations can
differ in type (attributes, benefits, and attitudes), and in their favourability,
strength, and uniqueness. Keller classifies brand associations into three main
types: attributes (what a product or service is), benefits (what it provides), and
attitudes (the overall evaluation). These brand associations form the basis of
consumer decision-making and contribute to brand equity when they are positive,
strongly held, and distinct from competing brands. A similar view is held by Aaker
(2009), who identifies brand associations, along with brand loyalty, perceived
quality, and brand awareness, as one of the core dimensions of brand equity.
Aaker emphasizes that brand image is shaped by a network of associations,
including brand personality and symbolic meanings, which can influence

consumer perceptions and behaviour.

Importantly, Keller (1993) notes that favourable, strong, and unique brand
associations are key to building positive brand equity. These associations must
not only meet consumer needs but also distinguish the brand from competitors.
When a brand’s image is high, the consumer’s intention to purchase will also
increase (Bernato, Berlianto, Meilani, Masman, & Suryawan, 2020). This makes
brand image especially relevant in high-involvement decision-making contexts,
where rational evaluations of quality, reliability, and company reputation often
guide purchasing decisions. Mishra (2019) found that brand image had an impact
on cement brand preference. For these reasons, this study incorporates brand
image as a core construct, grounded in Keller’'s (1993) and Aaker’s (2009)
theoretical frameworks, and other supplementary literature, to explore how brand

image influences purchase intention.

2.5 BUSINESS TO BUSINESS PURCHASE INTENTION

Understanding purchase intention within a business-to-business context requires
an examination of organizational decision-making process. The foundational
works of Webster and Wind (1972) and Sheth (1973) showcase the complexity
of business-to-business purchasing decisions, highlighting the influence of

18



individual, interpersonal, organizational and environmental factors. The concept
of the decision-making unit is introduced in these models, demonstrating how
multiple stakeholders influence purchasing decisions. Furthermore, the buying
centre framework defines roles such as initiators, influencers, gatekeepers,
buyers, users, and deciders, each having their unique input into the decision
process (Robinson, Faris, & Yoram, 1967). These theoretical frameworks provide
a robust foundation for analyzing the multifaceted nature of business-to-business

purchase intentions.

Research by Hakim et al. (2024) investigates the mediating role of brand image
on the relationship between product quality, price, and purchase intention. The
findings reveal that both product quality and price have significant positive effects
on purchase intention, with brand image serving as a crucial mediator. This
underscores the importance of enhancing brand image to effectively leverage
product quality and pricing strategies in competitive business-to-business
markets. Another study by Benhardy et al. (2020) examines the impact of brand
image and price perceptions on purchase intentions, with brand trust as a
mediating factor. The results demonstrate that both brand image and price
perception positively influence purchase intention, and brand trust significantly
mediates this relationship. These findings highlight the intertwined roles of brand
image, price perception, and trust in shaping business-to-business purchase

intentions.

2.6 To what degree does price influence purchase intention?

2.6.1 Price

The money spent by a consumer in exchange for a product or service (Kung,
Wang, & Liang, 2021). An influential contributor in how products are perceived in
the market and a very important characteristic in determining consumer choice is
its price (Levrini & dos Santos, 2021). A product or service that is seen to be
priced relatively low, can induce customers to purchase more of it (Maia, Lunardi,

Dolci, & D'Avila, 2020). Price is not only limited to a number that communicates
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the monetary value of a product but can represent psychological factors (Havidz
& Mahaputra, 2020) which can be associated to other conceptual elements
encompassing cost, benefit and value (Lai, Yuen, & Chong, 2020)

2.6.2 Price and Purchase Intention

Chrisnawan, Onibala, Octora, Setiawan and Anthony (2019) investigated the
impact regarding perceived quality and price on its motivation to procure tickets
for an airline, and discovered that price positively impacted purchase intention.
Bharat’s (2021) study to determine the factors impacting the consumer purchase
intentions of smartphones, discovered that price possessed a considerable

impact on purchase intention.

H1: There is a positive association between price and purchase intention

2.7 To what degree does product quality influence purchase

intention?

2.7.1 Product Quality

A product’s capacity to fulfill its intended functions which encompasses durability,
ease of operation, precision, product repair and other features (Kotler &
Armstrong, 2013). It represents the totality of a product or service’s
characteristics and features that satisfies a consumer’s needs or desires (Zhu,
Deng, & Chang, 2020).

2.7.2 Product quality and purchase intention

According to a study that measured brand image, years of service and product
guality as factors that influence the choice of cement brands, the most important
factor was found to be product quality (Mishra & Sharestha, 2019). Jha and Dahal

(2020) came to a similar conclusion in their study which considered six factors for
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evaluating purchase of cement. Another study found that the highest effect to

trigger a buyer’s intention to purchase was the quality of the product (MS, 2020).

H2: There is a positive association between product quality and purchase

intention

2.8 To what degree does brand image influence purchase

intention?

2.8.1 Brand image

Agmeka et al., (2019) in their description of brand image, described it as the
impression about a brand, which is reflective of the associations with the brand
that are retained within the consumer’s mind. These brand associations can be
represented by product features or other associations which are qualitative in
nature (Keller, 1993). For consumers to differentiate a brand from its rivals,
requires a sharp brand image (Dam & Dam, 2021). Consumers who perceive
brands highly due to the quality and value associated with the brand, may
gravitate towards purchasing more of that brand because of the more powerful

perception resonating with the brand (Sanny, Arina, Maulidya, & Pertiwi, 2020).

2.8.2 Brand image and purchase intention

Ihzaturrahma and Kusumawati (2021) for their study on integrated marketing and
its resulting effect on brand image, furthermore, of brand image on intention to
procure local fashion items, found that items that were regarded as having a high
guality, influenced purchase intention positively and brand image has been a key
factor. Mao et al., (2020) in a separate study aimed at investigating the driving
forces behind consumers’ purchase behaviour when selecting a specific
smartphone among several competing brands, amongst their several findings,

found brand image had a positive and direct impact on purchase intention.
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H3: There is a positive association between brand image and purchase

intention

2.8.3 Conceptual Framework

This research seeks to ascertain the purchase intentions of retailers toward
cement blenders. To achieve the stated objective, a conceptual model has been
developed utilizing price, brand image and product quality to measure purchase
intention based on the hypothesis development previously discussed. Figure 2.2

portrays the conceptual framework:

Figure 2.2: Conceptual Framework

Purchase

Product
Quality

Intention

Brand Image

ot

2.9 Synopsis

The section reviewed empirical literature, developed hypothesis statements,
discussed the theoretical anchoring of the research and introduced a conceptual

framework.
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CHAPTER 3. RESEARCH METHODOLOGY

3.1 Introduction

This section outlines the methodology of the research. Covering topics such as
sampling framework, research instrument, procedure for collecting data,

strategies to analyze the data, quality assurance and ethics.

3.2 Research approach and research design

The approach undertaken by this study is a positivism approach, that is utilized
to determine the association between explanatory and outcome variables (Park,
Konge, & Artino Jr, 2020). A quantitative study was utilized to assess the
association between price, brand image and product quality, regarding their
influence on purchase intention. Quantitative studies measure the relationship
between variables, test and verify their hypotheses, the findings of which can be
predictive (Mohajan, 2020).

3.3 Population and sample

3.3.1 Population

For Putra, Hartoyo and Simanjuntak (2017), the target population comprised of
building material stores in Jabodetabek. The population of the current study
comprises of approximately 1654 hardware retail stores in Gauteng (Rentech
Digital, 2024). It's assumed that 50% of the stores sell cement, reducing the
population to 827 due to limited storage capacity of cement.

3.3.2 Sampling procedure

Mishra and Sharestha (2019) utilized Slovin’s formula to ascertain the sample

size for simple random sampling:
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n = N/(1+N*(e”2))
Where n = Sample size
N = Population
e = Marginal error. Where e = 0.05.
827 hardware stores selling cement in Gauteng.

The determined sample size for the research is 270.

3.4 Research instrument

Purchase intention will be measured by price, product quality and brand image,
utilizing a penta-point Likert scale spanning from 1, which stipulated that the
respondent strongly disagrees, to 5 which stipulated that the respondent strongly
agrees. The scales of measurement were appropriated and modified drawing on

established research as outlined below:

Table 3.1: Variables

Variable Supporting Literature

Price (Mainardes, Soares Junior, & Andrade,
2019)
(Chan & Mansori, 2016)

Product Quality (Azzari & Pelissari, 2020)
(Mainardes, Soares Junior, & Andrade,
2019)

Brand Image (Hien, Phuong, Tran, & Thang, 2020)

Purchase intention (Hien, Phuong, Tran, & Thang, 2020)
(Azzari & Pelissari, 2020)

3.5 Strategy for data collection

A questionnaire was sent to willing retail store owners and managers via
WhatsApp, email, with a hyperlink to access the survey online. The survey is self-

administered and can be completed at the respondent’s leisure. The surveys
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were also administered through in-person visits to retail stores in order to facilitate

data collection. The data collection process yielded a total of 203 valid responses.

3.6 Approaches to data analysis and interpretation

Descriptive statistics were utilized to summarize and interpret biographical data.
Hypothesis testing was carried out to evaluate the associations between the
explanatory and outcome variable to determine their significance. SPSS 30 and
AMOS 30 statistical packages were utilized to perform statistical analysis.
Additionally, confirmatory factor analysis together with structural equation
modelling are utilized to assess the measurement model together with the

theoretical relationships.

3.7 Quality Assurance

3.7.1 Validity

Tested utilizing average variance extracted (Hair, Howard, & Nitzl, 2020) and
confirmatory factor analysis (McNeish & Wolf, 2023). Various indices were

utilized to evaluate model fitness (Yasloglu & Yasloglu, 2020).

3.7.2 Reliability

To examine for credibility, Cronbach’s alpha (Schrepp, 2020) in conjunction with

composite reliability (Purwanto & Sudargini, 2021) were made use of.

3.8 Ethics Principles

The survey will ensure confidentiality and anonymity by not requesting sensitive
information in the biographical section and by processing all information in

adherence with the Protection of Personal Information Act.
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CHAPTER 4. RESULTS PRESENTATION AND
ANALYSIS

4.1 Introduction

The section outlines the outcomes from the research study, offering an extensive
examination and interpretation of the outcomes in line with the research
objectives. The discussion starts by examining biographical data of the survey
takers, encompassing age, gender, educational background, along with the
profile retail outlets. These demographic insights provide a contextual foundation
for interpreting the preferences for blended cements identified through the online

guestionnaire.

Following this, the chapter assesses how reliable the research instrument
employed is. The assessment then progresses to the hypothesis testing phase,
where the associations between the variables are examined. The outcomes are
evaluated against theoretical frameworks to derive implications for both academic
discourse and pragmatic applications in the cement industry.

4.2 Biographical Profile

42.1 Gender

Table 4.1: Gender Profile

Percentage
Male 90%
Female 10%
Total 100%

The survey indicates that 90% of respondents are male, with females constituting
10%. The dominance of male respondents in the survey suggests a gendered

trend in decision making within retail hardware stores which aligns with a
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traditionally dominated construction and building materials sector. General male
dominance in roles that bear the responsibility for making decisions is prevalent
in diverse sectors in the South African market (Businesstech, 2023).

4.2.2 Age Group

Table 4.2: Age Group Profile

Percentage
18 -34 28%
35-44 46%
45 - 54 19%
55-64 5%
65 and above 2%
Total 100%

Respondents between the ages of 35-44 and 18—-34 accounted for 74% of the
survey respondents. The concentration of participants in these brackets suggests
that early to mid-career employees in the hardware retail sector are primarily

responsible for purchasing decisions.

4.2.3 Education

Table 4.3: Education Profile

Percentage
Matric 77%
National
» 1%
Certificate
Diploma 11%
BTech 0%
Bachelors
5%
Degree
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Postgraduate

_ 0%
Diploma
Honours Degree 2%
Masters Degree 1%
PhD 0%
Other 3%
Total 100%

The high prevalence of Matric-level (77%) education among respondents is
indicative of higher educational qualifications not necessarily being a requirement
for managerial positions in the retail hardware sector. While only 5% hold
Bachelor's degrees, it can function as a differentiator and a competitive
advantage within the retail sector even though it may not always be a prerequisite
(Regent Business School, 2023).

4.2.4 Retail Store

Table 4.4: Retail Store Profile

Percentage

Cashbuild 2%
Builders

1%
Warehouse
Buco 7%
Build It 14%
Leroy Merlin 6%
Essential

1%
Hardware
Other 69%
Total 100%

Major chains like Cashbuild and Builders Warehouse had minimal representation,
while other more recognized chains like Build It (14%), Leroy Merlin (6%) and

Buco (7%) had more representation. A significant portion of respondents (69%)
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fall under the "Other" category, indicating representation from various smaller or
independent retailers. This suggests that independent retails are more likely to
stock blended cement, while the opposite is true for major chains like Cashbuild

and Builders warehouse, who may prefer to stock cement manufacturers.

425 Blended Cement Brand

Table 4.5: Cement Brand Profile

Percentage

ITE Cement 11%
KBC Cement 34%
Icon Cement 12%
APC Cement 4%
BB Cement 15%
Hard Rock

Cement %
MPC Cement 1%
Econo Cement 3%
Other 12%
Total 100%

KBC Cement is the most selected brand (34%), followed by BB Cement (15%),
Icon Cement (12%), and ITE Cement (11%).

In summary, the biographical data reflects a predominantly male, mid-aged, and
Matric-qualified demographic in managerial roles within Gauteng's retail

hardware sector.

4.3 Reliability and validity testing

An evaluation of validity and reliability was carried out, to authenticate the
dependability and robustness of the researches’ findings. Reliability which

measures how consistent the research instrument is, was determined utilizing
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Cronbach’s alpha, to gauge the internal constancy with reference to the survey
items. Validity measures how accurately the research instrument measures the
intended constructs. The test employed to measure validity used confirmatory
factor analysis as a means of examining the fittingness of the data, compared to
the hypothesized measurement model. Finally, to measure the associations
between latent models, and to examine the causal pathways underpinning the

study, structural equation modelling was utilized.

A commonly reported metric for evaluating the internal consistency reliability is
the Cronbach’s Alpha. (Kalkbrenner, 2023). An alpha figure must be no less than
0.7 as a widely recognized rule of thumb that demonstrates good reliability (Hair,
Howard, & Nitzl, 2020). The Composite Reliability evaluates the reliability of
internal constancy, with higher values taken to indicate higher levels of reliability
(Purwanto & Sudargini, 2021). A composite reliability value exceeding 0.6 is
taken to be acceptable (Purwanto & Sudargini, 2021). Average Variance
Extracted is utilized to determine convergent validity, criteria for acceptable
figures must equal or exceed 0.5 (Hair, Howard, & Nitzl, 2020). Values for the

above measures are conveyed in the Table below:

Table 4.6: Measures of Reliability
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Study Constructs (Price: PR ; Product Quality : PQ ; Brand Image : Bl ; Purchase Intention : PI) L';zzti%; Cronbach's Alpha %%Tg;ﬁi&e Averggt?a\éta;jance
PR 1 | will compare the price of each cement product before buying 0.591
PR 2 For me to stop purchasing this cement brand, its price would have to increase a little more 0.624
0.811 0.859 0.614
PR3 | am willing to pay a higher price for this cement brand than other cement brands in this category 0.927
PR 4 | am willing to pay for my favourite cement brand even if the price increases over time 0.927
PQ1 This cement brand is of high quality 0.835
PQ 2 The likelihood that this cement brand will fit my needs is very high 0.657
PQ 3 The likelihood that this cement brand is reliable is very high 0.752
0.926 0.894 0.585
PQ 4 Compared to other brands of cement, this cement brand is good quality 0.783
PQ5 Compared to other brands of cement, this cement brand offers me consistent quality 0.777
PQ6 Compared to other brands of cement, this cement brand is trustworthy 0.775
Bl 1 This cement brand’s quality is high 0.867
BI 2 This cement brand’s features are better than its competitor’s ones 0.487
BI 3 This cement brand’s characteristics can be distinguished from competitors 0.6
0.824 0.778 0.421
Bl 4 This cement brand does not disappoint its customers 0.555
BI 5 This cement brand is one of the best in the industry 0.53
Bl 6 This cement brand is stable in the market 0.636
PI1 | will purchase this cement brand’s product immediately 0.865
P12 | will purchase this cement brand’s product in the near future 0.892
P13 I am likely to buy from this cement brand more often 0.856 0.924 0.89 0.624
Pl 4 I'm confident of purchasing this cement brand’s product regardless of time 0.591
PI5 | will introduce this cement brand’s product to my friends 0.703
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4.3.1 Price

The validity and reliability measures for the Price variable indicate strong validity
of the construct and internal constancy:

Cronbach's Alpha (0.811): The value surpasses a generally accepted threshold
of 0.7, implying that the items used to assess the price construct are consistent

and reliable. It indicates a high level of congruence among the items.

Composite Reliability (0.859): This measure, also exceeds the acceptable
threshold of 0.6. It confirms that the construct is reliable and that the items

collectively represent the underlying concept of price.

Average Variance Extracted (AVE) (0.614): The value exceeds the acceptable
0.5 benchmark, indicating adequate convergent validity. This means that the
items explain a sufficient portion of the variation in the construct, and the

construct captures the intended concept well.

The Price variable demonstrates strong reliability and validity, making it a robust
construct for inclusion in the study. These measures indicate that the items used

effectively capture the essence of price as perceived by respondents.

4.3.2 Product Quality

The validity and reliability measures for the Product Quality strong validity of the

construct and internal constancy:

Cronbach's Alpha (0.926): The value surpasses a generally accepted benchmark
of 0.7, indicating excellent internal constancy among the items measuring the

product quality construct.

Composite Reliability (CR) (0.894): This value exceeds the threshold of 0.6,
confirming strong construct reliability and that the items consistently represent

the concept of product quality.
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Average Variance Extracted (AVE) (0.585): The value exceeds the primary
benchmark of 0.5, demonstrating good convergent validity. This means that the
items explain a sufficient portion of the variation in the construct, and the

construct captures the intended concept well.

The Product Quality variable meets all criteria for reliability and validity based on
the standard thresholds. These measures confirm that the construct is robust,
reliable, and effectively captures the intended concept, making it a strong and

valid component of the study.

4.3.3 Brand Image

The validity and reliability measures for the Brand Image variable indicate
acceptable validity of the construct and internal constancy:

Cronbach's Alpha (0.824): This value exceeds the suggested benchmark of 0.7,
demonstrating strong internal consistency among the items measuring brand

image.

Composite Reliability (CR) (0.778): This value is above the minimum criterion of
0.6, confirming the construct's reliability and that the items collectively represent

the concept of brand image effectively.

Average Variance Extracted (AVE) (0.421): Although this value is below the
suggested threshold of 0.5, according to Maruf, Manaf, Haque and Maulan
(2021), an Average Variance Extracted above 0.4 may still be acceptable
provided the Composite Reliability is adequate. Therefore, this construct can still
be regarded as valid as its Composite Reliability exceeds 0.6. While the Average
Variance Extracted results generally support the constructs' validity, Brand Image
may benefit from refining or adding items to improve its explanatory power and

convergent validity.

The Brand Image variable meets the requirements for reliability and validity.
While there is room to enhance the average variance extracted, the construct is

sufficiently robust for inclusion in the study.
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4.3.4 Purchase Intention

The validity and reliability measures for the Purchase Intention variable indicate
strong validity of the construct and internal constancy:

Cronbach's Alpha (0.924): The value surpasses a generally accepted benchmark
of 0.7, indicating excellent internal constancy among the items measuring the

product quality construct.

Composite Reliability (CR) (0.89): This value significantly exceeds the minimum
threshold of 0.6, confirming the construct's reliability. It indicates that the items

are consistent in representing the purchase intention concept.

Average Variance Extracted (AVE) (0.624): The measure demonstrating strong
convergent validity as the value exceeds the primary benchmark of 0.5. This
means that the items explain a sufficient portion of the variation in the construct,

and the construct captures the intended concept well.

Purchase Intention demonstrates strong reliability and validity. The measures
confirm that this construct is robust and effectively captures the intended concept,

making it a key and reliable component of the study.

4.4 Structural Equation Modelling

Is a quantitative method utilized to measure the associations among constructs
that are proposed and analysed from theory (Santo & Marques, 2022). The
purpose of confirmatory factor analysis together with structural equation
modelling, aims to uncover unobserved variables through a collection of
observable indicators and assess hypotheses about the associations between
these unobserved variables (Pitso, Ligaraba, & Chuchu, 2023). Table 4.8 below
illustrates the various model fit indices, acceptable thresholds and outcomes

based on this study.
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Table 4.7: Model Fit Indices

Benchmark Result Supporting Literature
CMIN/DF <3 1.615 (Yashoglu & Yaslioglu, 2020)
GFlI >0.9 0.924 (Yashoglu & Yaslioglu, 2020)
NFI >0.9 0.981 (Yaslioglu & Yaslioglu, 2020)
RFI >0.9 0.923 (Yashoglu & Yaslioglu, 2020)
IFI >0.9 0.963 (Yashoglu & Yaslioglu, 2020)
TLI >0.9 0.928 (Yaslioglu & Yaslioglu, 2020)
CFI >0.9 0.961 (Yashoglu & Yaslioglu, 2020)
RMSEA <0.08 0.061 (Yashoglu & Yaslioglu, 2020)

441 CMIN/DF

A statistical measure that assesses how similar the sample covariance compares

to the approximated variance matrices (Li, Huang, & Feng, 2020). The study has

a figure of 1.615 which is below the benchmark of 3, indicating acceptable fit.

4.42 GFl

Evaluates the extent to which the structural equation model aligns with the data
observed (Kang & Ahn, 2021). The study has a value of 0.924 which is above the

0.9 threshold, indicating acceptable fit.

4.4.3 NFI

The normed fit index is obtained by using the CMIN of the default model with the

CMIN of the independent model, with outcomes ranging from 0 to 1 (Yasloglu &
Yashoglu, 2020). The study has a value of 0.981 which is above the 0.9 threshold,

indicating acceptable fit.
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444 RFI

The relative fit index assesses the model's comparative alignment in relation to
the baseline model, while accounting for the degrees of freedom
(Sathyanarayana & Mohanasundaram, 2024). The study has a value of 0.923

which is above the 0.9 threshold, indicating acceptable fit.

445 |FI

Compares the level to which the model more fittingly adapts the data in
comparison to the baseline model, while adjusting for complexity
(Sathyanarayana & Mohanasundaram, 2024). The study has a value of 0.963
which is above the 0.9 threshold, indicating acceptable fit.

4.4.6 TLI

The Tucker-Lewis index measures the relative decrease in misfit and adjusted
for the degrees of freedom (Shi, Lee, & Maydeu-Olivares, 2019). The study has
a value of 0.928 which is above the 0.9 threshold, indicating acceptable fit.

4.4.7 CFl

The comparative fit index compares the refinement in the fit of the baseline
model, relative with the postulated model (Shi, Lee, & Maydeu-Olivares, 2019).
The study has a value of 0.961 which is above the 0.9 benchmark, suggesting

acceptable fit.

448 RMSE

Assesses how effectively the model approximates the data while accounting for
the degrees of freedom (Shi, Lee, & Maydeu-Olivares, 2019). A value of 0.061
which is below the benchmark of 0.08, indicating acceptable fit.
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4.5 Hypothesis Tests

The hypothesis testing section is intended to assess the proposed associations
between the variables in the study, using regression technigues to determine their
outputs and significance. This is an essential process for testing the strength of
the relationships put forth in the study. Each hypothesis was constructed based
on prior research and contextual insights, seeking to assess the effect the
explanatory variables (price, brand image, product quality) on the outcome
variable (purchase intention). The outcomes provide empirical evidence to
support or reject the proposed relationships.

45.1 Price

Table 4.8: H1 — Price and Purchase Intention

Hypothesis Hypothesis Coefficient P-Value Result

Association

PR ---> PI H1 0.052 0.493 Positive and
Insignificant

The first hypothesis, H1 (There is a positive association between price and
purchase intention). A positive correlation coefficient of 0.052 signifies a very
weak positive association between price and purchase intention, suggesting that
price has minimal influence on purchase intention. The 0.493 p-value is
significantly above the conventional level (5% significance level), meaning
statistically the result is insignificant. It implies that any observed relationship
between the two constructs is fortuitous rather than having any genuine effect.
The outcomes of this research are at variance with prior literature reviewed, which
concluded that price positively effects purchase intention (Chrisnawan, Onibala,
Octora, Setiawan, & Anthony, 2019). Another study came to a similar conclusion,

that price significantly effects the intention to purchase (Bharat, 2021).

Santo and Marques (2022) in their study, where the effects of price were analyzed

with respect to purchase intention, the observed data did not support the
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hypothesis of price having a significant association on purchase intention. In that
study, the researchers suggest that due to great competition, it tends to cause a
general decrease in prices, which tend to be very similar. As prices among
competitors then are the same, the influence on purchase intention may be due
to other factors rather than price. These conclusions could provide insight into the
current study given the prevalence of the numerous brands of blended cement in
the market, the prices may gravitate towards a point that drives consumers to
become indifferent towards a specific brand based on price alone, which may

result in other factors having a greater influence on purchase intention than price.

4.5.2 Product Quality

Table 4.9: H2 — Product Quality and Purchase Intention

Hypothesis Hypothesis Coefficient P-Value Result

Association

PQ ---> PI H2 0.560 <0.001 Positive and
Significant

The second hypothesis, H2 (There is a positive association between product
quality and purchase intention). A correlation coefficient (0.560) signifies a
moderate to strong positive association between product quality and purchase
intention. A highly significant p-value (<0.001) indicates statistical significance
between these two constructs. The ramification is that purchase intention stems
from the respondents’ positive view of product quality. The implication is that the
higher a product’s quality is, the more customers would seek to purchase this
product. This is in line with findings from literature, where the most important
feature for selecting cement brands was found to be product quality (Mishra &
Sharestha, 2019). Another study supported the current findings by identifying
product quality as the pivotal determinant influencing a consumer's purchase
intention (MS, 2020). Jha and Dahal (2020) in their study of six factors for
evaluating the purchase of cement came to a similar conclusion on product

quality’s impact on purchase intention.
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This result aligns with additional supporting literature. For example, a study by
Meliawati, Gerald and Aruman (2023) discovered that product quality is a
significant determinant of the intention to purchase. Meliawati, Gerald and
Aruman (2023) noted that if customers tend to view high-quality products as those
capable of fulfilling their needs, it resulted in increased purchase intentions.
Similarly, another study discovered that product quality positively effects intention
to purchase (Sudaryanto, Courvisanos, Dewi, Rusdiyanto, & Yuaris, 2022). The
researchers noted that product quality should be considered an essential
component of market strategy and that improving product quality will build

consumer intent to purchase.

Since respondents identified product quality as the primary and significant factor
influencing purchase intention, it could be indicative of a deep awareness by the
respondents of the potential hazards associated with the use of poor-quality
cement. In building construction, the use of sub-standard cement has major
implications for the structural integrity of houses, buildings and infrastructure.
Reduced structural integrity due to substandard cement is not only costly but can
also lead to injury and loss of life. These risks may highlight why product quality

remains an important factor influencing purchase intention.

4.5.1 Brand Image

Table 4.10: H1 - Brand Image and Purchase Intention

Hypothesis Hypothesis Coefficient P-Value Result

Association

Bl ---> PI H3 0.482 <0.001 Positive and
Significant

The third hypothesis, H3 (There is a positive association between brand image
and purchase intention). The positive correlation coefficient (0.482) signifies a
moderate to strong association between brand image and purchase intention. It
suggests that as perceptions of brand image improve, intention to purchase

increases accordingly. A highly significant p-value (<0.001) indicates statistical
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significance between these two constructs. The findings are congruent with
existing research highlighting the influence of brand image in shaping consumer
behaviour. In another research conducted, it was noted that products perceived
to be of high quality positively influenced purchase intention, driven by the
strength of the brand image (Ihzaturrahma & Kusumawati, 2021). Mao et al
(2020) in their study investigating the factors influencing consumers’ purchasing
behaviour when choosing amongst competing brands, among other findings,

identified a directly positive effect between brand image and purchase intention.

This finding is congruent with additional supporting academic work. Harvina,
Ellitan and Lukito (2022) discovered that brand image positively impacts
purchase intention. Furthermore, the authors concluded that a stronger brand
image, leads to a stronger intention to purchase. Consumers who associate a
brand with high quality and value may have an increased proclivity to buy from
that brand, driven by the stronger perception they have of its image (Sanny, Arina,
Maulidya, & Pertiwi, 2020).

4.6 Synopsis

This section presented a comprehensive analysis of the researches’ data,
beginning with a review of the biographical data of the respondents to ascertain
the demographic context of the findings. Following which, the credibility and
dependability of the scales of measurement were examined to confirm the
strength and credibility of the constructs utilized in the study. Hypothesis testing
was subsequently conducted to explore the associations between the key
variables. Outcomes revealed that brand image and product quality had
significantly positive effects on purchase intention, supporting their respective
hypotheses along with academic literature. However, it was determined that price
did not have any significant effect on purchase intention. These outcomes shed
light on the factors propelling consumer behaviour in the view of blended cement.
The subsequent chapter introduces the implications and contributions of the

research, recommendations and concluding remarks.
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CHAPTER 5. CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction

This research sought to investigate the purchase intentions of retailers towards
cement blenders in Gauteng. The research sought to measure how price, brand
image and product quality influenced purchase intention within the cement retail
market, specifically blended cements. This chapter will convey the major
conclusions of the research, which will offer both theoretical and pragmatic
recommendations for future scholars and industry professionals. The theoretical
implications will address how the study’s findings align with or challenge existing
literature. Practical implications will be drawn for industry professionals seeking

to implement the insights of this study.

5.2 Research Conclusions

The study sought to assess the factors influencing retailers' purchase intentions
regarding cement blenders. The major constructs measured price, brand image,
product quality and their influence on purchase intention as the dependent
variable. The study made use of a quantitative research design, utilizing Slovin’s
formula for simple random sampling. The gathering of data was conducted via a
personally-administered online survey, which was evaluated using various
descriptive statistics, hypothesis testing and structural equation modelling. The
research objectives were achieved through a quantitative analysis of the survey

responses from retail store managers and owners.

Contrary to scholarly findings, price demonstrated a weak relationship with
purchase intention. The hypothesis testing resulted in a high p-value, suggesting
that price was not a significant factor shaping purchase intentions. This suggests
that other factors may overshadow price when retail store owners and managers

purchase blended cement. On the other hand, product quality was evidenced as
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a powerful forecaster of purchase intention. The respondents seem to prioritize
the quality and performance of the product as a determinant of purchase

intention. Brand image was also found to favourably influence purchase intention.

5.3 Theoretical Ramifications

The theoretical underpinning of this research was based on the Theory of
Planned Behaviour, which posits that behaviour is influenced by attitudes,
perceived behavioural control in conjunction with subjective norms. Responses
that were highlighted in this study align with this theory and provide evidence for
its application in the backdrop of blended cement purchase intention. A
fundamental tenet that underpins the theory is that if individuals are inclined
towards a certain behaviour, they are likely to persist in engaging in the behaviour
unless they are influenced to the contrary by other factors. The first four item
statements of the purchase intention construct displayed high levels of
agreement, ranging from 83% to 94%. This suggests that once the customer
expressed a willingness to purchase a specific cement brand, they are inclined
to repeat this purchase behaviour over time. This finding reinforces the
forecasting ability of the theory, by demonstrating that initial purchase decisions

can shape future consumption patterns.

Perceived behavioural control, described as the confidence or belief of a
individual's capability to implement a particular behaviour (Ajzen, 2020), emerged
as a notable determinant of purchase intention. The high agreement rate in the
statement that respondents were confident in purchasing the cement brand’s
product regardless of time (83%) highlights the role that autonomy and self-
efficacy plays in driving persistent consumer behaviour. This suggests that when
consumers perceive that they face less barriers to purchasing a product, their
probability of repeated purchases increases.

These findings extend the theory by underlying the importance of a sustained
behavioural disposition to purchase intention. This study highlights how an initial

purchase decision can create a reinforcing cycle that solidifies future purchasing
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behaviours. Overall, the study contributes to literature by demonstrating that
purchase intention is not depicted as a one-time decision alone, but that it is a
dynamic process that is influenced by past purchasing behaviour and perceived

behavioural control.

5.4 Pragmatic Implications

The insights provided from the theoretical implications offer practical implications
for marketing managers seeking to enhance customer loyalty and retention. The
strong effect of perceived behavioural control implies that marketing strategies
should concentrate on building consumer confidence and reducing perceived
barriers to purchase which would then enhance sustained brand loyalty and

patronage.

To achieve a competitive edge in this market, marketing managers would need
to align their product offering with customer expectations of product quality and
brand image, while exploring novel ways to communicate their value beyond the
price. These can be achieved by blended cement manufacturers collaborating
with retailers to provide value-added services such as technical support to
differentiate their product offering and strengthen the product quality aspect.
Brand building initiatives such as in-store customer activations and investments
aimed at maintaining a strong presence and brand visibility in local markets, can
enhance brand perception and help to foster customer loyalty. Pricing strategies
should be developed in conjunction with such offerings that magnify the features
of the product along with the brand reputation, in order to develop a more

wholistic value proposition.

5.5 Research Limitations

Although this study may have offered some useful insights into the determinants
of purchase intentions for retailers toward cement blenders, it is subject to
limitations. The geographical scope of the study focused primarily on Gauteng,
which may limit its ability to generalize findings to other regions which may exhibit
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different market dynamics and therefore different purchasing behaviour. The
study target retail stores and did not account for the end users of blended cement,
which may not have fully captured the preferences and perspectives of the final
customer. The research design was quantitative in nature, which while robust for
evaluating the relationships between variables, it did not allow for anecdotal
evidence which may enrich the research. The study was conducted as a cross-
sectional analysis. Finally, the study was limited to three explanatory variables in
its conceptual framework, which may not account for additional factors that may

influence purchase intention.

5.6 Future Research Recommendations

Considering the limitations highlighted above, a few recommendations are
suggested for future research to advance understanding about the factors
affecting purchase intention in the cement industry. Further studies should extend
beyond Gauteng, to uncover variations in purchasing behaviour across different
markets. The study should incorporate end users of cement, these could include
the do-it-yourself (DIY) market, contractors etc to provide a broader view of
purchase intention while incorporating additional perspectives which are not
captured at the retail level. A qualitative or mixed method approach can be
employed to provide rich and deep insights that quantitative studies may not be
able to capture. A longitudinal study could reveal trends and the evolving
influence of various factors in response to changing market dynamics and their
impact on purchase intention. Additional variables could be integrated into the
existing conceptual framework to evaluate their impact on purchase intention.
These could include customer service, advertising, promotions or distribution
networks. Finally, a comparative study between cement manufacturers and
cement blenders could uncover quality perceptions between the two and why
consumers may opt for one or the other. Such a study would identify competitive
advantages for each group and how businesses could solidify themselves based

on the outcomes.
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APPENDIX C — Consent Form

Title of project:

Evaluating the purchasing intentions of retailers towards cement blenders in Gauteng
Name of researcher:

Neo Koopedi

Ly , agree to participate in this research project.
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The research study was explained to me. | understand what this YES NO

study is about.

| understand that | can volunteer to take part in the study YES NO
| agree that the questionnaire may be audio recorded YES NO
| agree that direct quotations from my questionnaire may be YES NO

used by the researcher in their research report

| agree that my participation will remain anonymous (my name YES NO
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their research report)
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APPENDIX D — Research Instrument

Screening Question

Have you purchased blended cement in the past 12 months?

Yes 1
No 2

If no, please close
Interview

Section A: Biographical

Al - Please indicate your gender

Male 1
Female 2
Prefer not to say 3

A2 - Please indicate your age group

18 — 34 years old
35 — 44 years old
45 — 54 years old
55 — 64 years old

65 years old and above

gl | W N|

A3 - Please indicate your highest qualification

Matric

National Certificate

Diploma
BTech

Bachelor’'s Degree

Postgraduate Diploma

N O O A W NP

Honours Degree
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Masters Degree 8
PhD
Other 10

If Other, please specify

A4 —Which store do you currently manage or own

Cashbuild

Builders Warehouse

Buco
Build It

Leroy Merlin

Essential Hardware
Other

If other, please specify

N O g A W NP

A5 — Please indicate which province your store is located in

Gauteng
North West

Mpumalanga

Limpopo

Free State

Northern Cape

Western Cape

KwaZulu—Natal

O 0| N| O g1 | Wl N|

Eastern Cape

A6 — Which brand of blended cement are you most likely to purchase

ITE Cement
KBC Cement

Icon Cement
APC Cement

Al W N| P
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BB Cement

Hard Rock Cement
MPC Cement
Econo Cement
Other

O 0| N| O O

If other, please specify

Section B

In this section, please indicate the extent to which you disagree or agree with
each of the following statements. You can indicate the extent to which you
agree or disagree with the statement by clicking the corresponding number in
the 5-point scale ranging from: (1) = Strongly disagree; (2) = Disagree; (3) =
Neutral; (4) = Agree; (5) = Strongly agree

The questions below are based on the brand of cement which you

selected in A6

Price

PR1 | Iwill compare the price of each cement
product before buying

PR2 | For me to stop purchasing this
cement brand, its price would have to
increase a little more

PR3 | I am willing to pay a higher price for this

cement brand than other cement brands
in this category

PR 4 | I am willing to pay for my favourite
cement brand even if the price
increases over time

Product Quality
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PQ1 | This cement brand is of high quality
PQ 2 | The likelihood that this cement brand
will fit my needs is very high
PQ 3 | The likelihood that this cement brand is
reliable is very high

PQ4 | Compared to other brands of cement,
this cement brand is good quality

PQS5 | Compared to other brands of cement,
this cement brand offers me consistent
quality

PQ6 | Compared to other brands of cement,
this cement brand is trustworthy

Brand Image

Bl 1 This cement brand’s quality is high

Bl 2 This cement brand’s features are
better than its competitor's ones

BI 3 This cement brand’s characteristics can
be distinguished from competitors

Bl 4 This cement brand does not disappoint
its customers

BI 5 This cement brand is one of the best in
the industry

Bl 6 This cement brand is stable in the
market

Purchase Intention

PI1

| will purchase this cement brand’s
product immediately
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Pl 2

| will purchase this cement brand’s
product in the near future

PI3 | am likely to buy from this cement brand
more often

Pl 4 I’'m confident of purchasing this cement
brand’s product regardless of time

Pl 5 | will introduce this cement brand’s

product to my friends

Thank You For Your Participation!
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