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Abstract 

As in the theory of Darwinian on survival of the fittest, the strongest always survive. This 
also implies to the current competitive market that the most outstanding firms always 
endure longer than those don’t. The existing of the customers are, at the same time, 
considering as the important factor leads to the success of most of the business. Purpose: 
the aim of this research is to analyze the impact of consumer relationship quality and 
brand trust on brand purchases intention on cash express industry in Cambodia’s 
regional. The study focuses on the relationship between consumer relationship quality 
on brand trust and brand purchases intention. Methodology: This paper will be based on 
quantitative research method by conducted questionnaire in order to obtain the results. 
The sample size consists of 120 participants who are the existing customers of cash 
express providers in Phnom Penh, Cambodia. Pearson’s correlation and linear 
regression analysis were utilized in this study. Finding and result: the result suggested 
that there were positive relationships between all variables, particularly pointed to 
brand trust, which has the strongest relationship with brand purchase intention. This 
could have implied that the more consumers trust in one brand, the more likely they 
tend to purchases based on that brand. Therefore, it suggested that in order to generate 
positive brand purchases intention, businesses should focus more on building their 
brand strong and trustful. This could be from the quality of their relationship with 
customers or the quality of service they performed.. 

Keywords  

Consumer relationship quality, Brand trust, Brand purchases intention. 

1. Introduction 

After a long run economic, political and military depression, Cambodia has boosted its economy 
with a significant notice (EuroCham, 2014). This remarkable notice has foster investors 
wiliness to invest in this country. This landmark represents competitive marketing where all 
products and services are competing each other in the market. For the law of fittest, the 
strongest are always survive. This is not in the meaning of civil war, but business war. For those 
who has more strategies always win and enjoy the long run benefit. However, these strategies 
require more attention on improving customer relationship and building strong brand. 

Additionally, the existing of customers are, at the same time, considering as the main antidote 
for the success of business. However, as a complex characteristic of individuals, consumers’ 
buying behaviour have been changed all the time. Nowadays consumers have more choice to 
purchase products and services they like, however most of them are more favour on recognized 
brand. Therefore, brand purchases intention tends to be the more effective  factors for business 
strategy. Businesses are implementing unique strategies to get their customer intention by 
trying to make them buy their products and services. 
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All strategies are creating for their own purpose, however, not all strategies are always the best. 
These call for more skills and techniques. Keller (2013) in his book mentioned that, the four 
steps in building strong brand are brand salience, brand performance & brand imagery, brand 
judgment & brand feeling and brand resonance. These mean that, first, customers try to identify 
who you are, then define what you are meaning to them, after that, they will response their 
judgment and feeling toward your brand, and finally, develop a relationship with your brand. 
Alternatively, this involves more attention to maintaining good relationship with customers, for 
example, by providing good customer relationship and service quality will make customer 
perceives good image with your brand. Most firms, particularly in financial services, by 
increasing the numbers of channel options generate more comparative advantage along with 
high opportunities in building customer long-term relationships (Verhoef, Kannan, & Inman, 
2015) and keeping good relationship with customer is a must and is the most important practice 
for all businesses (Evans, 2001). 

Therefore, the aim of this research is to analyze the impact of consumer relationship quality 
and brand trust on brand purchases intention on cash express industry in Cambodia’s regional. 
The study focuses on the relationship between consumer relationship quality on brand trust and 
brand purchases intention. 

2. Literature review and hypotheses: 

2.1. Relationship between consumer relationship quality and brand trust and 
brand purchased intention 

Consumer relationship refers to the way companies react to their potential customers. This 
could be the better or worst interaction between each other; however, most of the companies 
are trying their hard to maintain or improve only better relationship with their potential 
existing and future customers. These practices are believing to generate customer satisfaction 
and loyalty among each other. On a research of Lai Man So & Speece (2000), most of service 
industries especially in a financial form, are developing a closer relationship with customers 
through the practice of relationship marketing. For instants, the commitment and the best 
performance done by service firm are considering the most effective business add-on to pull 
customer and later develop into trust. 

Additionally, Keller (2012) mentioned that the corporate credibility feasibly satisfies 
customer’s demand through expertise, trustworthiness and likeability. Sweeney & Swait (2008) 
in their research also implied that the well interaction between firm and customers could 
possibly ensure long-term investment partnership and trust. Added by Kim, Kim & An (2003), 
potential loyal customers will more likely repeat their purchasing along with the well 
relationship with their respective organizations. Therefore, this study proposes the following 
hypotheses: 

H1: consumer relationship quality is positively correlated with brand trust. 

H2: consumer relationship quality is positively correlated with brand purchase intention. 

2.2. Relationship between brand trust and brand purchase intention 

Credibility is commonly viewed as important tools for business these days. Most organizations 
are critically building this credibility by which they believed that this device is the key leads to 
trust. According to Baek & King (2011), consumers, from the first perception, may viewed their 
credibility as a source of information for the purchasing, and this assumption could possibly 
create alternatively option which is so-called brand purchases intention or consumer purchases 
intention. For instant, from the varieties of products and services available on the market, 
consumers, at first sight, will more likely to purchase or consume the brand that they trust. 
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Additionally, brand trust can refer to the belief that one party feel uncertainty or hesitate in 
consuming other party products or services. As stated by Erdem et al. (2002), when there is 
little knowledge on the intended product, brand trust will play an important role to reduce 
consumers’ uncertainty. Held by Delgoda-Ballester & Munuera-Aleman (2005), brand, in 
another function, transmits trust to the market though there is little interaction between 
consumers and firms. In another word, brand trust represents the information, resource and 
knowledge that link consumers to the firms. Furthermore, Baek and King (2011) also supported 
the relationship between brand trust and purchase intention by implied that the credibility of 
brand is the special key contributor which enhances consumer perception toward the brand 
attribute. In constant, loyal customers will more promptly repeat their purchase intention 
toward brand and this practice will surplus to the company’s financial performance (Kim et al., 
2003). 

H3: brand trust is positively correlated with brand purchase intention. 

3. Methodology: 

3.1. Research Model 

Figure 1 visually illustrates the research model guiding in this research. The proposed model in 
Figure 1 suggests consumer relationship quality build brand purchase intention through brand 
trust. 

 

 
 

3.2. Sample Size and Data Collection 

This study was designed in order to test hypotheses proposed in literature parts. The proposed 
hypotheses, CRQ, BT and BPI, are significantly important in business nowadays, especially 
service-oriented industry pointed to cash express providers in Cambodia. This research study 
selected 120 respondents to represent the study. Nevertheless, the sample size was small and 
didn’t intend to be a perfect representation in total population, these sample characteristics 
advocated various demographic groups. Due to time and budget constraint, non- probability 
sampling method was applied. Besides, a seven point likert-scale was used to measure 
respondents attitude toward brand purchase intention. Seven point likert-scale will give 
participants more choice on their decision. 

3.3. Research Design 

The research items were adopted using 7-likert scales (1=strongly disagree to 7=strongly 
agree). There are four question items for consumer relationship quality, another four for brand 
trust and another five for brand purchases intention as shown in the Table 1 below. 
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Table 1: question items for each variable in questionnaire design 
Variables  Questions 

Consumer 
Relationship 

Quality, 
Yoganathan et al. 

(2015) 

1. I care about relationship with my organization 
2. I will maintain the relationship with my organization 

3. 
Relationship with my organization is very important for my 

organization future development. 

4. Using this organization has been a good experience for me. 

Brand Trust, Leong, 
Hew, Lee, & Ooi, 

(2015) and 
Yoganathan et al. 

(2015) 

1. My organization ensure customer’s privacy. 

2. 
Every transaction with the organization is secured compared to 

other organization 
3. The organization never makes false claim. 
4. In general, I trust my organization. 

Brand Purchasing 
intention, Delgado-

Ballester E., 
Munuera-Aleman 
J.L.,Yagüe-Guillen 

M.J., (2003) 

1. 
This brand is really interested in the things that I have been 

interested in. 

2. 
If I have any problems with this brand, I think I would overcome 

this problem. 
3. This brand will spare no effort to satisfy me. 

4. 
If I have faced with any problem regarding the product that is 

produced by this brand name, this brand with definitely covers 
the problem. 

5. I will buy this brand only. 

 

3.4. Methods of spreading the questionnaires 

This study used self-administered form to conduct a survey questionnaire in both online and 
offline forms. In order to make sure that all respondents were completely understood the 
questions being asked, the questionnaires were designed using both Khmer (Cambodian 
languages) and English languages. The questionnaire will be distributed through various kinds 
of social media such as Facebook, LinkedIn, Skype, e-mail, Wechat and so on. Additionally, 
respondents were chosen when they used to or use cash express service in Cambodia only. 

Moreover, for the research ethical, all the data obtained were kept as confidential and used 
for academic purpose only. 

3.5. Reliability: Pre-testing of the questionnaire 

In order to perform reliability in statistics field, Cronbach’s α (alpha) is used as a lower bound 
estimator to test reliability among variables conducted in research. The outcomes reflect 
whether there is an internal consistency in the group of data within that concept which are 
really related as a group. In many social science research fields, the evaluation of reliability 
coefficient was tested considering that a coefficient of 0.70 or higher is acceptable. Table as 
below provides the results. 

All independent and dependent variables conducted in this research has α value greater than 
0.70. This implied that both dependent and independent are satisfying in terms of their 
reliability. Higher score indicated favorable perspective. 

 

Table 2: Cronbach’s Alpha reliability testing 

Constructs Cronbach’s Alpha 

Consumer Relationship Quality 0.880 

Brand Trust 0.832 

Consumer-Based Brand Equity 0.907 
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4. Result and Discussion: 

4.1. Correlation Analysis 

In order to determine the existence of the relationship between all variables ranging from 
consumer relationship quality (CRQ), brand trust (BT) and brand purchase intention (BPI), 
Pearson’s correlation test was the best option for this analysis. Table below provided a crystal-
clear data about mean, standard deviation, reliabilities and correlations value among all factors. 
Furthermore, these values shown a positive correlation in the confidential level of 99% or 
P<0.01. These implied that all variables had a strong relationship between each other; however, 
in order to test the strength of variables, regression analysis was applied in the next analysis. 

 

Table 3: Correlation analysis 
Variable(s) Mean SD Alpha CRQ BT BPI 

Consumer Relationship Quality 4.8798 .92695 .880 1   
Brand Trust 4.8312 .85032 .832 .810** 1  

Brand Purchase Intention 4.8885 .85745 .907 .714** .834** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.2. Regression Analysis 

After determining the correlational analysis, the strength of influence is tested using regression 
analysis. For all of the three relationships show correlational relationship. After applying 
regression analysis via SPSS application, the authors separately analyze the model into two parts. 
The first part required service quality and consumer relationship quality as independent 
variable and brand trust as dependent variable and the second part, the authors put brand trust 
as independent variable while customer-based brand equity as a dependent variable. 

First regression analysis is implemented to examine influence of two variables - service quality 
and brand trust. The second regressions analysis is also determined to measure the strength of 
the relationship between two variables – consumer relationship quality and brand trust. Last 
but not least, the third regression analysis seeks to measure the influence of brand trust and 
customer-based brand equity. 

 

Table 4: consumer relationship quality, brand trust and brand purchase intention regression 
analysis 

H Statement β T Sig Final 

Decision Relationship between CRQ and BT 

H1 
H1: Consumer relationship quality is positively 

correlated with brand trust. 
0.743 27.226 0.000** Accepted 

Relationship between CRQ and BPI 

H2 
H2: Consumer relationship quality is positively 

correlated with brand purchase intention 
0.660 20.092 0.000** Accepted 

Relationship between BT and BPI 

H3 
H3: Brand trust is positively correlated with brand 

purchase intention. 
0.842 29.870 0.000** Accepted 

 

H1: Consumer relationship quality is positively correlated with brand trust. 

In the first regression analysis, it reveals that the H1 (β=0.743, p<0.01). So, the regression 
results show that it would be expected an increase of 0.743 brand trust in Cambodia Cash 
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Express if consumer relationship quality would increase by one unit (See Table 4). Therefore, 
H1 is accepted. 

H2: Consumer relationship quality is positively correlated with brand purchase intention. 

In the second regression analysis, it reveals that the H2 (β=0.660, p<0.01). So, the regression 
results show that it would be expected an increase of 0.660 brand purchase intention in 
Cambodia Cash Express if consumer relationship quality would increase by one unit (See Table 
4). Therefore, H2 is accepted. 

H3: Brand trust is positively correlated with brand purchase intention. 

In the third regression analysis, it reveals that the H3 (β=0.842, p<0.01). Therefore, the 
regression results show that it would be expended an increase of 0.842 of brand purchase 
intention if brand trust would increase by one unit (See Table 4). Therefore, H3 is accepted. 

5. Discussion and Conclusion 

This studied try to explore the relationship among the predictors such as consumer relationship 
quality and brand trust in a relational context in order to understand the linking role with brand 
purchase intention. The proposed three relationships in this study were CRQ & BT, CRQ & BPI 
and BT & BPI. Moreover, this study also determines the contribution of all important factors into 
the brand purchases intention. Data collection consisted of existence customers from cash 
express providers in Phnom Penh, Cambodia. The valid sample size for this paper were 120 
participants. This research study has discovered that the major respondents are employee 
whose aged are from 21-40 and most of them have completed bachelor and master degree. 
Additionally, the majority of respondents could have sufficient income (55.8%) to access to cash 
express service namely, money transferring, online payment, service payment and so on. This 
finding also shows that, greater numbers of populations were using cash express service more 
than one year (77%). This could imply that cash express is widely known in the country now. 

Pearson’s correlation test was performed in order to determine the existence of the 
relationship between variables. The relationship was assessed using Pearson's rank correlation 
coefficient. Research results for all of the three relationships show correlational relationship. 
Among all relationships, brand trust performed a strongest positive correlated with brand 
purchase intention (correlation coefficient = 0.834). For further clarification, regression 
analysis was chosen in order to find out the strength of influence between all variables. 
Amongst all, the strength of brand trust and brand purchase intention has the highest value with 
(β=0.842). This would have implied that the more customer trusts the organization brand, the 
more tendency they purchase that organization brand. 

Since the characteristic of customers are complicated and required more attention, this study 
provides more application on brand purchases intention by contributed to both management 
and consumer & marketing teams in planning ahead their strategies. This finding will provide 
more recommendation in improving customer relationship quality, and building trust in 
organization. Organization should focus on the factors like brand trust since there is a strong 
connection with brand purchases intention. In addition, organizations have to strengthen and 
improve their relationship with their potential customers which it is believed to generate 
consumer’s positive attitude toward brand. The more consumers feel about brand, the more 
brand purchases intention they are. Alternatively, brand trust could ensure the lowest 
possibility that customers switch to other brands. 

6. Limitation and Future Direction 

This study is only to test the relationship between three variables namely consumer 
relationship quality, brand trust and brand purchases intention. This study applies only Pearson 
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correlation and linear regression analysis to identify the relationship and strength of influence 
of all factors. What is more, the sample size was also small (n=120) compared to total 
population in Cambodia. The areas of conducting research was only in the capital city, Phnom 
Penh, and did not cover people in others areas in Cambodia; while the volume of question items 
was not enough to cover all aspects of all variables. 

Additionally, this research was conducted as a One-Shot Study, which took a short time to collect 
information and did not follow-up the respondents repeatedly. As the perception of consumers 
change all the time, it is required to perform a longitudinal study on this topic with bigger data 
and better question items. Also, there are still a lot of interesting variables in this field of study 
giving different results to the finding such as sub culture, service quality and so on. However, 
this study has not addressed how to deliver and implement strategy to achieve the better level 
on the influence on Cash Express Industry in Cambodia very clearly. Therefore, for the further 
research, it necessary to the researchers pay attention to how consumer relationship quality 
and brand trust implement the strategy to increase brand purchases intention. 
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