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ABSTRACT
People Republic of China (PRC) is one of the largest car manufacturers in the
world. Chinese brand car has been gradually accepted by Chinese across country
including the Shanghai City. Therefore, the researcher is interested in exploring factors
affecting purchasing intention of Chinese customers in Shanghai, PRC. This study used
questionnaire to collect data from 102 Shanghai Chinese customers. Data was analyzed
by using descriptive statistics. Hypotheses were tested by using Chi-square (X2-test)
and Correlation analysis.
The findings revealed that customers in Shanghai from different demographic
profiles (e.g. gender, age and monthly income) are likely to be differed in their
purchasing intention towards Chinese brand cars. The result also showed there are
effects of trust (e.g. trust in sellers, brand trust and emotional trust) and service
marketing mix strategy (7Ps) (product, price, place, promotion, process, people and
physical evidence) on the intention to buy Chinese brand car of customers in Shanghai
at significant level of 0.05. The findings could be used as guidelines to improve the
marketing strategies of Chinese car companies that can better capture the purchase
intention of their customers.
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Introduction
Nowadays, car becomes the most common transportation in the China. More
and more families buy private cars for works and travel. There are many brands around
the world but the mainstream brands are from two countries. One of them is German
brand because of high performance and safety, another is Japanese brand because of
economy and low fuel consumption. Moreover, there are some famous brands from
America, France, Korea and China (CAAM, 2020).
Joint venture brands have Beijing Benz, Beijing Hyundai, Changan ford, FAW
Audi and so on. Self-owned brands are Hongqi, Zhonghuacar, Great Wall Motor and so
on. According to China Association of Automobile Manufacturers, by 2019 of Chinese
brand market share, SAIC Motor is 25.82%, FAW is 11.49%, Dongfeng Group is
13.58%, BAIC is 10.60%, CCAG is 7.29%. In 2019, sales volume of Chinese brand
cars were 8.407 million, decrease 15.8% year-on-year, accounting for 39.2% of total
car sales volume, decrease 3% year-on-year. (CAAM, 2020).
Because of the fluctuation of Chinese brand car’s sales volume in recent years,
the researcher wants to explore factors that might affect the intention to buy Chinese
brand car of Chinese customers in Shanghai. The results will help car producers to
develop or improve their marketing strategies that meet the needs of their customers.
This study aims to test whether there are relationship between demographic
profile, trust, service marketing mix 7P’s and intention to buy Chinese brand car of
customers in Shanghai, PRC. Therefore, this study proposed three hypotheses as
follows:
H1: Customers in Shanghai from different demographic profiles are likely to
be differed in term of their intention to buy Chinese brand car.
H2: There is an effect of trust on the intention to buy Chinese brand car of
customers in Shanghai, PRC.
H3: There is an effect of marketing mix strategy (7Ps) on the intention to buy
Chinese brand car of customers in Shanghai, PRC.

Investigating constructs
This study addresses the intention to buy Chinese brand car of customers in
Shanghai, PRC. The proposed factors of demographic profile, trust and service
marketing mix 7P’s were used to examine the relationship with intention of consumers
to buy Chinese brand car in Shanghai, PRC. The definitions of key terms in this study
are described as follows:
Chinese brand car – The cars were designed and manufactured by Chinese,
and cars have independent intellectual property rights. i.e. Hong Qi, Brilliance Auto,
Great Wall Motors
Customers – Chinese customers in BaoShan district, Shanghai who are
interested to buy a Chinese brand car
Trust – It consists of brand trust and from trust in sellers, brand trust,
emotional trust (Jing-Di Zhao, Jin-Song Huang and Song Su, 2019)
Service marketing mix strategy - In services marketing, an extended
marketing mix is used, typically comprising 7Ps, made up of the original 4Ps extended.
They are product, price, promotion, place, process, people, and physical evidence.
(Booms and Bitner, 1981)
To future understand the relationship between demographic profile, trust and
service marketing mix 7P’s and purchase intention, the following relevant studies have
been reviewed.
Oldroyd (1999) notes demography is an important demand condition, helping
the marketer to predict both size and change in target markets. Trust is a central issue
in most economic and social transactions, especially in an online context where there
may be lots of uncertainty (Pavlou, 2003). Kotler (2003) also said that Marketing mix
is variable that control the market. Variable factor that supply the consumer need and
make them satisfy. Many factors affect the consumer’s intention while selecting the
product and the ultimate decision depends on consumers’ intention with large external
factors (Keller, 2001)

Methodology
This research is a survey research design using a self-administrative
questionnaire for data collection. The research adopted convenience sampling method
by distributing questionnaire to customers who are interested to buy Chinese brand car
in Baoshan District at car dealers ( i.e. Chinese brand car dealers and repair shop) and
people who live in Baoshan District online at link address (https://www.wjx.cn/).
Convenience sampling was used for this study because the respondents are selected to
be in the right place at the right time and least time consuming compared to other
sampling techniques (Malhotra, 2007). According to National Bureau of Statistics in
China, there are 1.9 million people in the BaoShan district, Shanghai. However, the

number of people who are interested to buy a car is unknown. So researcher will use
the Cochran formula to calculate the estimated sample size at 95% of confidence level
and, 0.05% sampling error.
Data has performed normal distribution with -1<Skewness<1 and 2<Kurtosis<2 (Tabachnick & Fidell, 2007). Data was analyzed using descriptive
statistic to describe variables by mean, frequency standard deviation and percentage.
Chi-Square was used to test the relationships between demographic profile and
purchasing intention of Chinese brand cars’ customers Correlation analysis used to test
the relationship between trust and service marketing mix (7ps) on the purchasing
intention of Chinese brand cars’ customers at the confidence level of 95% or α< 0.05.

Results and Discussion
Questionnaires were distributed 150 respondents and 117 sets were received.
Therefore, the response rate of 78% were achieved.
The majority of respondents are female (54.5%) and male are 45.5% of the
total. The largest groups are aged 26-35 years old (35.6%) and 36-45 years old (29.7%),
they graduated with bachelor’s degree. Most of them are work as staffs with average
monthly income are less than 3,500 yuan per month (20.8%) followed 9,001-12,000
yuan per month (15.8%).
Most respondents agreed that trust in sellers, brand trust and emotional trust
have an impact on their intention to buy Chinese brand car in Shanghai, PRC. The study
revealed that the most important factors of the trust focused by the customers are quality
of products and service, reputation and emotional support of domestic products. This
result implied that trust (e.g. trust in sellers, brand trust, emotional trust) factors
effecting the customers intention when purchasing Chinese brand cars. This result was
in line with the study of Wang, Yang and Liu (2009) which reveal that product, brand
reputation and patriotism had relationship with customers intention. And it was related
to Zhao, Huang, Su (2010) whose study on trust affecting purchasing intention of
parents on selecting the English language institute for their children in in C2C social
commerce.
In terms of service marketing mix 7Ps, the respondents agree to the importance
of product, price and promotion. The study revealed that the most important factors of
the marketing mix focused by the customers are variety choice, car loan and test drive
service. The result showed that product, price and promotion factor effecting the
customers intention when purchasing Chinese brand cars. This result was in line with
the study of Mahmoud, Ibrahim, Ali and Bleady (2017) which reveal that product, price
and promotion had relationship with customers intention. But Ulfah, Sumarwan and
Nurrochmat found that only price and physical evidence factors influence consumers
to buy. But the result was different from Ulfah, Sumarwan, and Nurrochmat (2016) who
research the marketing mix factors that influence the desire to purchase fruit beverages
in the city of Bogor. Their study revealed that only price and physical evidence factors

influenced consumers intention.
This leads to development of conceptual framework of the study and the
following hypothesis:
H1*: Customers in Shanghai from different demographic profiles are likely to
be differed in term of their intention to buy Chinese brand car.
H2*: There is an effect of trust on the intention to buy Chinese brand car of
customers in Shanghai, PRC.
H3*: There is an effect of marketing mix strategy (7Ps) on the intention to buy
Chinese brand car of customers in Shanghai, PRC.
Note: *Partial support at significant level of 0.05
Table 1 Effect of Demographic profiles on purchasing intention
Items
Value
Df
a
Age/Probably buy
9.887
4
a
Gender/Definitely will buy
35.389
16
Status/Purchasing Intention
40.59
36
Education level
31.911a
20
/Definitely will not buy
Occupation/Will buy
Income/Purchasing Intention
*Level of significant α = 0.05

Sig.
0.042*
0.004*
0.275
0.044*

40.347a

24

0.020*

56.763

72

0.906

Table 1 showed that gender was found to have a partial effect on purchasing
intention (probably buy). Age was found to have a partial effect on purchasing
intention/Definitely will buy. Education level was found to have effects on purchasing
intention (definitely will not buy). Occupation was found to have effects on purchasing
intention (will buy). Status and income was found to have no effects on purchasing
intention.
Table 2 Effect of trust on an average purchasing intention
Trust
Purchasing intention
Trust in sellers
Reliable quality products
0.002
Reliable services
0.028
Reliable sellers
0.001
Brand trust
Trusting in this brand
0.009
Recognizing because of reputation
0.001
Good reputation brand
0.000
Emotional trust

Buying Chinese car if price was same
The quality of Chinese car was better
than
From home country
*Level of significant α = 0.05

0.000
0.001
0.002

Table 2 trust in sellers showed the significant positive relationships between
reliable quality products (R = 0.308, P < 0.05), reliable services (R = 0.219, P < 0.05);
reliable sellers (R = 0.322, P < 0.05) and an average purchasing intention.
Brand trust showed the significant positive relationships between trusting in
this brand (R = 0.260, P < 0.05), recognizing the quality because of the brand reputation
(R = 0.314, P < 0.05) and good reputation brand (R = 0.367, P < 0.05) and an average
purchasing intention.
Emotional trust showed the significant positive relationships between buying
Chinese car if price was same (R = 0.426, P < 0.05), the quality of Chinese car was
better than Western-make car (R = 0.329, P < 0.05) and from their home country (R =
0.303, P < 0.05) and an average purchasing intention.

Table 3 Effect of marketing mix strategy on an average purchasing intention
Service Marketing mix 7Ps
Purchasing intention
Product strategy
Variety choice of car models
0.033
The quality of car
The after-sales service
Price strategy
Lower price
Warrant of Chinese car brand
Car loan
0.02
Place strategy
Number of car dealers
Car maintenance service
Promotion strategy
Discount Promotion
Out-of-home advertisement
Banner on websites
Advertisements on social media
Get information from promotion
brochure
Receive promotion e-mail
Test drive service
0.022
People strategy
Professional staff
Polite staff
Staff’s feedback
Test drive staff
Process strategy
Online consultant
Quick payment process
Quick service
Physical evidence strategy
Dealer shop’s environment
Large choice of car
Good test drive of car and road
Comfortable loungue or seat
Free drink and Internet
*Level of significant α = 0.05

Table 3 product strategy showed the significant positive relationships between
variety choice of car models and an average purchasing intention (R = 0.212, P < 0.05).
Price strategy showed the significant positive relationships between car loan and an
average purchasing intention (R = 0.230, P < 0.05). Promotion strategy showed the
significant positive relationships between test drive service and an average purchasing
intention (R = 0.228, P < 0.05). Place, People, Process and Physical evidence strategy
showed there is no significant relationship between physical evidence strategy and an
average purchasing intention (P > 0.05).

Implication of the study
1. The result is the 2.0 litres of SUV and small family cars will be the popular
products and the function of the car is more focused on travel safety and daily use such
as fuel consumption, easy to maintain.
2. The result from the study also revealed that most of customers didn’t think
domestic car brands were good as western brands even exceeded because they thought
Chinese brands were not reliable enough. But depends on supporting to domestic brands,
it’s positive for customers to buy Chinese brand cars. Chinese car companies should
focus on brand reputation.
3. The research findings showed that there are relationship between variety
choice of car models, car loan, test drive service and customers purchasing intention.
They can launch some new car models to make up for the luxury and middle Chinese
brand car market. And car dealers should consider the effects of test drive service and
discount of car loan.
4. Car dealers can keep the number of shops and staffs and should not focus
on counsel and payment method, luxurious environment and entertainment.

Limitations and Recommendations for Future Study
In this study, researcher met some limitations. So the limitations of the study
still leave room for future study in the following areas:
1. The future study can extend sampling frame to other developed city, such
as Beijing and Guangdong. The larger sample size may help to get better and more
reliable result.
2. Another avenue for future study is to do a comparative study, comparing the
factor affecting purchasing intention of customers in different country of origin, such
as American car, German car, Japanese car and Chinese car. It will be good for dealers
to develop their competitive marketing strategies.
3. Future study could explore the effect of an individual Chinese brand on
customers purchasing intention in Shanghai, PRC. It would yield a deep insight about
proper marketing strategies for a particular Chinese brand.

BIBLIOGRAPHY
Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human
decision processes, 50(2), 179-211.
Ali, F., & Amin, M. (2014). The influence of physical environment on emotions,
customer satisfaction and behavioural intentions in Chinese resort hotel
industry. Journal for Global Business Advancement, 7(3), 249-266.
Benz, K. (1886). Vehicle with gas engine operation. German Patent Number DRP37435.
Bitner, M. J., & Booms, B. H. (1981). Deregulation and the future of the US travel
agent industry. Journal of Travel Research, 20(2), 2-7.
Bitner, M. J. (1990). Evaluating service encounters: the effects of physical
surroundings and employee responses. Journal of marketing, 54(2), 69-82.
Blackston, M. (2000). Observations: Building brand equity by managing the brand's
relationships. Journal of Advertising Research, 40(6), 101-105.
Booms, B. H., & Bitner, M. (1981). J.(1981). Marketing Strategies and Organization
Structure for Service Firms. JH Donelly, WR George.
Chaudhuri, A., & Holbrook, M. B. (2001). The chain of effects from brand trust and
brand affect to brand performance: the role of brand loyalty. Journal of
marketing, 65(2), 81-93.
Chen, C. F., & Chang, Y. Y. (2008). Airline brand equity, brand preference, and
purchase intentions—The moderating effects of switching costs. Journal of
Air Transport Management, 14(1), 40-42.
Chen Guanglin (2008). The war of new energy vehicle. Times car.
China Association of Automobile Manufactures. (1987-2020). “Statistical data” from
http://www.caam.org.cn/
China First Automobile Group Co., Ltd. (1997-2018). http://www.faw.com.cn/
Chen, L. (2013). A study of green purchase intention comparing with collectivistic
(Chinese) and individualistic (American) consumers in Shanghai, China.
Information Management and Business Review, 5(7), 342-346.
Chung, J. E., & Pysarchik, D. T. (2000). A model of behavioral intention to buy
domestic versus imported products in a Confucian culture. Marketing
Intelligence & Planning.
Coaffee, J., & Coulson, A. (2005). A plague on all your partnerships: theory and
practice in regeneration. International Journal of Public Sector Management.
Cobb, S. (1976). Social support as a moderator of life stress. Psychosomatic medicine.
Creusen, M. E. H. (2010). The importance of product aspects in choice: the influence
of demographic characteristics. Journal of Consumer Marketing, 27(1), 26–
34.
Delgado‐Ballester, E., & Munuera‐Alemán, J. L. (2001). Brand trust in the context of
consumer loyalty. European Journal of marketing.
Delgado‐Ballester, E. (2004). Applicability of a brand trust scale across product

categories. European Journal of Marketing.
Eckermann, E. (2001). World history of the automobile (pp. i-x). SAE.
Fishbein, M. leek Ajzen (1975). Belief, attitude, intention and behavior: An
introduction to theory and research, 181-202.
Fitzsimons, G. J., & Morwitz, V. G. (1996). The effect of measuring intent on brandlevel purchase behavior. Journal of Consumer Research, 23(1), 1-11.
Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping:
An integrated model. MIS quarterly, 27(1), 51-90.
Gupta, P., Yadav, M. S., & Varadarajan, R. (2009). How task-facilitative interactive
tools foster buyers’ trust in online retailers: a process view of trust
development in the electronic marketplace. Journal of Retailing, 85(2), 159176.
Henry, P. (2002). Systematic variation in purchase orientations across social classes.
Journal of Consumer Marketing, 19(5), 424–438.
Holmes, J. G. (1991). Trust and the appraisal process in close relationships.
Howard, J. Y. S., & Sheth, J. (1969). JN (1969)" The Theory of Buyer Behavior. New
York.
Hu, Q. (1994). China's consumer market: Shanghai consumers' attitudes toward
foreign-brand and Chinese-brand apparel. Columbia.
Jayachandran, S., Hewett, K., & Kaufman, P. (2004). Customer response capability in
a sense-and-respond era: the role of customer knowledge process. Journal of
the Academy of Marketing Science, 32(3), 219-233.
Jin, B., & Kang, J. H. (2011). Purchase intention of Chinese consumers toward a US
apparel brand: a test of a composite behavior intention model. Journal of
consumer marketing.
Jobber, D., & Ellis-Chadwick, F. (2012). Principles and practice of marketing (No.
7th). McGraw-Hill Higher Education.
Jung, N. Y., Kim, S., & Kim, S. (2014). Influence of consumer attitude toward online
brand community on revisit intention and brand trust. Journal of Retailing
and Consumer Services, 21(4), 581-589.
Keller, K. L. (2001). Building customer-based brand equity: A blueprint for creating
strong brands (pp. 3-27). Cambridge, MA: Marketing Science Institute.
Khan, M. T. (2014). The concept of'marketing mix'and its elements (a conceptual
review paper). International journal of information, business and
management, 6(2), 95.
Komiak, S. X., & Benbasat, I. (2004). Understanding customer trust in agentmediated electronic commerce, web-mediated electronic commerce, and
traditional commerce. Information technology and management, 5(1-2), 181207.
Komiak, S. Y., & Benbasat, I. (2006). The effects of personalization and familiarity on
trust and adoption of recommendation agents. MIS quarterly, 941-960.
Kotler, P. (2003). The marketing mix element. Retrieved, from

http://www.icmrindia.org/courseware/Services%20Marketing/SMDS9.html
Kotler, P., & Armstrong, G. (2010). Principles of marketing. Pearson education.
Kotler, P., & Keller, K. (2012). Marketing Management (14th ed.). Naucalpan:
Pearson Education.
Kumar, S. P. (2013). Prediction of consumer purchase decision using demographic
variables: A study with reference to premium car. IOSR Journal of Business
and Management, 12(5), 117-120.
Laforet, S., & Chen, J. (2012). Chinese and British consumers’ evaluation of Chinese
and international brands and factors affecting their choice. Journal of World
Business, 47(1), 54-63.
LaLonde, B. (1977). Distribution logistics grows in importance for marketers, but
faculty acceptance lags. Marketing News, 29(4).
Lamb, C. W. , Hair, J. F. , & McDaniel, C. (1998). Marketing (4th ed. ). Cincinnati,
Ohio: South-Western College Publishing.
Lancaster, G., & Massingham, L. (2010). Essentials of marketing management.
Routledge.
Lee, C. (1990), “Modifying an American consumer behavior model for consumers in
Confucian culture: the case of Fishbein behavioral intention model”, Journal
of International Consumer Marketing, Vol. 3 No. 1, pp. 27‐50.
Lee, C. and Green, R.T. (1991), “Cross‐cultural examination of the Fishbein
behavioral intentions model”, Journal of International Business Studies, Vol.
22 No. 2, pp. 289‐305.
Lee, H. S., Sun, P. C., Chen, T. S., & Jhu, Y. J. (2015). The effects of avatar on trust
and purchase intention of female online consumer: consumer knowledge as a
moderator. " International Journal of Electronic Commerce Studies", 6(1),
99-118.
Lewis, J. D., & Weigert, A. (1985). Trust as a social reality. Social forces, 63(4), 967985.
Lilien, G. L., Kotler, P., & Moorthy, K. S. (1992). Marketing Models,“Prentice Hall,
International Editions.
Liu, L., Lee, M. K., Liu, R., & Chen, J. (2018). Trust transfer in social media brand
communities: The role of consumer engagement. International Journal of
Information Management, 41, 1-13.
Mahmoud, T. O., Ibrahim, S. B., Ali, A. H., & Bleady, A. (2017). The influence of
green marketing mix on purchase intention: the mediation role of
environmental knowledge. International Journal of Scientific and
Engineering Research, 8(9), 1040-1048.
Malhotra, N., K. (2007). Marketing Research: An Applied Orientation, Pearson
Education.
Nakhchian, A., Zeraatgar B., Ome K. & Gorji, N. (2012). Overall Profitability of
Companies Depending on Optimal Use of the Marketing Mix (4Ps)
(McDonald’s case study). Interdisciplinary Journal of Contemporary

Research in Business, 4 (7): 876-889.
Nguyen, N. (2020). The Distribution Process (Case: Thanh Dung Balloon Production
and Trading Company).
Oldroyd, Mike (1999), CIM Work Book – Marketing Environment, 4th ed.,
Butterworth – Heinemann: UK, pp. 185-200
Palmer, A. (2012). Introduction to marketing: theory and practice. Oxford University
Press.
Pavlou, P. A. (2003). Consumer acceptance of electronic commerce: Integrating trust
and risk with the technology acceptance model. International journal of
electronic commerce, 7(3), 101-134.
Phau, I., Chao, P., Wang, X., & Yang, Z. (2008). Does country‐of‐origin matter in the
relationship between brand personality and purchase intention in emerging
economies?. International Marketing Review.
Piron, F. (2006). China's changing culture: rural and urban consumers' favorite things.
Journal of Consumer Marketing.
Porter, C. E., & Donthu, N. (2008). Cultivating trust and harvesting value in virtual
communities. Management Science, 54(1), 113-128.
Rafiq, M., & Ahmed, P. K. (1995). Using the 7Ps as a generic marketing mix.
marketing intelligence & planning.
Rao, A. R., & Monroe, K. B. (1988). The moderating effect of prior knowledge on cue
utilization in product evaluations. Journal of consumer research, 15(2), 253264.
Rathmell, J. M. (1974). Marketing in the service sector. Winthrop.
Rempel, J. K., Holmes, J. G., & Zanna, M. P. (1985). Trust in close relationships.
Journal of personality and social psychology, 49(1), 95.
Rust, R. T., Zahorik, A. J., & Keiningham, T. L. (1996). Service marketing.
HarperCollins.
SAM, A. F. (2017). The Effects of Marketing Mix (4P) on Companies’ Profitability: A
Case Study of Automotive Industry in France. Journal of Research in
Marketing, 8(1), 636-640.
Schifter, D. E., & Ajzen, I. (1985). Intention, perceived control, and weight loss: an
application of the theory of planned behavior. Journal of personality and
social psychology, 49(3), 843
Setiawati, C. I., Protopan, S., & Yuliati, A. L. (2019, May). Problematic of
Secondhand Car Products in Palembang: Analysis of marketing mix towards
purchase decision. In 1st International Conference on Economics, Business,
Entrepreneurship, and Finance (ICEBEF 2018). Atlantis Press.
Shostack, G. L. (1977). Breaking free from product marketing. Journal of marketing,
41(2), 73-80.
Singh, M. (2012). Marketing mix of 4P’s for competitive advantage. IOSR Journal of
Business and Management, 3(6), 40-45.
Sirirat, S. (2005). Marketing Research Standard Version, Bangkok: Thammasarn.

Swan, J. E., Bowers, M. R., & Richardson, L. D. (1999). Customer trust in the
salesperson: An integrative review and meta-analysis of the empirical
literature. Journal of business research, 44(2), 93-107
Ulfah, I., Sumarwan, U., & Nurrochmat, D. R. (2016). Marketing mix factors that
influence the desire to purchase fruit beverages in the City of Bogor.
Indonesian Journal of Business and Entrepreneurship (IJBE), 2(1), 33.
Wang, Y. H., & Tsai, C. F. (2014). The relationship between brand image and
purchase intention: Evidence from award winning mutual funds. The
international journal of business and finance research, 8(2), 27-40.
Wang, X., Yang, Z., & Liu, N. R. (2009). The impacts of brand personality and
congruity on purchase intention: Evidence from the Chinese mainland's
automobile market. Journal of Global Marketing, 22(3), 199-215.
Williams, W. G. (2002). Social class influences on purchase evaluation criteria.
Journal of Consumer Marketing, 19(3), 249–276.
Wu, J., Zeng, M., & Xie, K. L. (2017). Chinese travelers’ behavioral intentions toward
room-sharing platforms. International Journal of Contemporary Hospitality
Management.
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: a meansend model and synthesis of evidence. Journal of marketing, 52(3), 2-22.
Zhao, J. D., Huang, J. S., & Su, S. (2019). The effects of trust on consumers’
continuous purchase intentions in C2C social commerce: A trust transfer
perspective. Journal of Retailing and Consumer Services, 50, 42-49.
Zheng, J., Roehrich, J. K., & Lewis, M. A. (2008). The dynamics of contractual and
relational governance: evidence from long-term public–private procurement
arrangements. Journal of purchasing and supply management, 14(1), 43-54.

