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ABSTRACT	

This	study	 involves	the	Theory	of	Planned	Behavior	(TPB)	and	the	 influence	of	Brand	Trust	
among	Micro,	Small,	and	Medium	Enterprises	(MSME’s)	towards	the	use	of	Information	and	
Communication	 Technology	 (ICT)	 services	 offered	 by	 an	 established	 telecommunications	
company.	The	study	measured	two	kinds	of	brand	trust	-	cognitive	trust,	which	responds	to	
the	utilitarian	value	of	a	brand,	and	affective	trust,	which	responds	to	the	hedonic	value	of	
a	brand.	The	 review	of	 related	 literature	 reveals	 that	although	attitudes	are	 related,	 they	
are	still	distinct	and	it	 is	possible	that	one	attitude	could	be	more	relevant	than	the	other.	
The	 researchers	 operationalize	 the	 Theory	 of	 Planned	 Behavior	 by	 Icek	 Ajzen	 with	 the	
addition	of	brand	trust	as	a	moderating	variable.	Moreover,	instead	of	only	considering	the	
intention	 of	 the	 respondents	 to	 incorporate	 and	 retain	 or	 upgrade	 ICT	 services,	 the	
researchers	 also	 test	 the	 intention	 of	 incorporating	 and	 retaining	 or	 upgrading	 Business	
Tools	 in	 general.	 Through	 this	 framework,	 the	 study	 will	 identify	 how	 MSME’s	 make	
decisions	towards	the	use	of	business	tools	and	measure	the	kind	and	 level	of	brand	trust	
that	they	have	with	the	service	provider.	The	research	is	quantitative	in	design	and	involved	
the	 use	 of	 a	 structured	 questionnaire	 distributed	 to	 256	 respondents	 reached	 through	
purposive	 and	 convenience	 sampling	 techniques.	 Through	 the	 use	 of	 Structural	 Equation	
Modeling	with	Partial	Least	Squares	Path	Modeling,	it	was	found	that	perceived	behavioral	
control	 moderated	 by	 hedonic	 brand	 trust	 is	 the	 variable	 that	 significantly	 affects	 the	
intention	 of	 potential	 clients	 for	 availing	 the	 ICT	 services.	 Meanwhile,	 attitude	 towards	
behavior	moderated	by	utilitarian	brand	 trust	 is	 the	 variable	 that	 significantly	affects	 the	
intention	of	existing	clients	 for	 retaining	or	upgrading	 ICT	services.	 In	 the	case	of	hedonic	
and	utilitarian	brand	trust	moderating	the	relationships	between	the	independent	variables	
and	their	 intention	to	use	business	tools	 in	general,	 the	researchers	agree	that	the	results	
are	spurious	correlations	based	on	past	literatures.	Therefore,	the	researchers	recommend	
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future	campaigns	targeting	potential	clients	to	focus	on	their	control	beliefs	by	showing	the	
ease	 of	 incorporating	 said	 tools	 and	 associating	 this	 with	 experiential	 values	 such	 as	
feelings	of	confidence.	 	On	the	other	hand,	campaigns	 for	existing	clients	should	 focus	on	
their	 positive	 evaluations	 towards	 retaining	 or	 upgrading	 ICT	 services	 and	 associate	 this	
with	 functional	 values	 such	 as	 feelings	 of	 the	 brand	 being	 reliable	 and	 effective.	Overall,	
future	campaigns	for	the	brand	should	focus	and	allocate	resources	based	on	the	outcomes	
of	this	study.		
	
Keywords:	Theory	of	Planned	Behavior;	cognitive	trust;	affective	trust;	utilitarian	
value;	hedonic	value	
	

INTRODUCTION	
This	 study	 involves	 the	 Theory	 of	 Planned	 Behavior	 applied	 with	 the	 influence	 of	

Brand	 Trust	 among	Micro,	 Small,	 and	Medium	 Enterprises	 (MSME’s)	 towards	 the	 use	 of	
towards	 the	use	of	 Information	and	Communication	Technology	 (ICT)	 services	offered	by	
an	 established	 telecommunications	 company.	 The	 Theory	 of	 Planned	 Behavior	 is	 a	
recognized	 intention	 model	 that	 can	 predict	 intention	 and	 behavior.	 The	 three	
independent	variables	that	predict	one’s	intention	towards	a	behavior	are	attitude	towards	
the	behavior,	subjective	norm,	and	perceived	behavioral	control.	In	the	case	of	our	study,	all	
variables	were	put	in	the	context	of	MSME’s	using	business	tools.	Moreover,	this	study	also	
puts	 into	 consideration	 the	 inclination	 of	 MSME’s	 to	 choose	 the	 service	 provider	 by	
measuring	 their	 brand	 trust.	 For	 this	 study,	 we	 measured	 two	 kinds	 of	 brand	 trust.	
Cognitive	trust	responds	to	the	utilitarian	value	of	a	brand,	while	affective	trust	responds	to	
the	hedonic	value	of	a	brand.	Through	this	framework,	the	study	will	identify	how	MSME’s	
make	decisions	towards	the	use	of	business	tools	and	measure	the	kind	and	level	of	brand	
trust	that	they	have	with	the	service	provider.	

As	 mentioned	 above,	 the	 services	 are	 focused	 on	 micro,	 small,	 and	 medium	
enterprises	in	the	Philippines	with	business	tools	that	range	from	business-enabling	voice,	
broadband,	and	mobility	solutions	to	more	sophisticated	enterprise-level	 information	and	
communication	 technologies,	 as	 well	 as	 Cloud	 services	 that	 are	 suited	 to	 help	 Filipino	
entrepreneurs	in	their	business	needs.	Since	its	founding	in	2008,		the	service	provider	has	
been	committed	to	support	Filipino	MSME’s	 in	 the	pursuit	of	new	business	opportunities	
and	 developing	 new	 business	 ventures	 by	 providing	 them	 with	 mobility,	 connectivity,	
support,	and	hardware.	

Furthermore,	he	service	provider	recently	launched	the	‘Make	It	Big’	campaign,	which	
drives	 Filipino	 entrepreneurs	 to	 pursue	 their	 dreams	 and	make	 it	 big	 in	 their	 respective	
industries.	Several	Filipino	entrepreneurs	who	started	small,	but	have	now	progressed	into	
big	 and	 booming	 businesses	 were	 made	 ambassadors	 for	 the	 brand.	 The	 ‘Make	 It	 Big’	
campaign	 made	 use	 of	 social	 media	 accounts,	 out-of-home	 advertisements,	 and	 print	
media.	Furthermore,	The	service	provider	holds	community	partnerships	by	tying	up	with	
associations	 for	MSME’s	 and	 by	 organizing	 small	 events	 in	 different	 locations	 across	 the	
country.	

MSME’s	in	the	Philippines	are	a	relatively	new	target	market	for	telecommunications	
companies.	Although	they	are	business	owners,	they	are	approached	as	consumers	rather	
than	in	a	business-to-business	approach.	The	service	provider	has	had	a	bit	of	difficulty	in	
communicating	 with	 these	 entrepreneurs.	 According	 to	 the	 service	 provider,	 one	 of	 the	
reasons	 that	 hinder	 them	 from	 communicating	 with	 their	 target	 market	 is	 the	 use	 of	
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business	tools	between	MSME’s,	which	is	not	yet	widely	spread.	Most	business	owners	rely	
on	technologies	 that	are	more	suited	 for	home	or	office	applications,	 instead	of	business	
operations.	Another	reason	is	that	a	lot	of	MSME’s	are	not	aware	that	the	service	provider	
offers	business	tools	that	can	aid	them	in	their	businesses.		

	
Conceptual	Framework	

The	Theory	of	Planned	Behavior	is	guided	by	three	kinds	of	considerations,	which	can	
be	 seen	 in	 Figure	1.	 These	are:	 	behavioral	 beliefs,	 normative	beliefs,	 and	control	 beliefs.	
Behavioral	beliefs	are	about	the	probable	consequences	of	the	behavior,	normative	beliefs	
are	 about	 the	 expectations	 of	 others,	 and	 control	 beliefs	 are	 about	 the	 presence	 of	
elements	that	may	enable	or	hinder	performance	of	the	behavior	(Ajzen,	2006).	

In	 their	 respective	aggregates,	behavioral	beliefs	produce	a	 favorable	or	unfavorable	
attitude	 toward	 the	 behavior;	 normative	 beliefs	 result	 in	 perceived	 social	 pressure	 or	
subjective	 norm;	 and	 control	 beliefs	 give	 rise	 to	 perceived	 behavioral	 control.	 In	
combination,	attitude	toward	the	behavior,	 subjective	norm,	and	perception	of	behavioral	
control	 lead	 to	 the	 formation	 of	 a	 behavioral	 intention.	 As	 a	 general	 rule,	 the	 more	
favorable	 the	 attitude	 and	 subjective	 norm,	 and	 the	 greater	 the	 perceived	 control,	 the	
stronger	should	be	the	person’s	intention	to	perform	the	behavior	in	question.	Finally,	given	
a	 sufficient	 degree	 of	 actual	 control	 over	 the	 behavior,	 people	 are	 expected	 to	 carry	 out	
their	 intentions	 when	 the	 opportunity	 arises.	 Intention	 is	 thus	 assumed	 to	 be	 the	
immediate	antecedent	of	behavior	(Ajzen,	2006).	

Figure	1.	The	Theory	of	Planned	Behavior	taken	from	Ajzen	(2006).	
	

In	other	words,	to	predict	whether	a	person	intends	to	do	something,	the	variables	of	
Attitude	 towards	 Behavior,	 Subjective	 Norm	 and	 Perceived	 Behavioral	 Control	 must	 be	
taken	 into	consideration.	Attitude	towards	Behavior	 is	a	person’s	overall	evaluation	of	 the	
behavior,	which	includes	the	personal	beliefs	about	the	consequences	of	the	behavior	and	
its	 corresponding	 positive	 or	 negative	 judgments.	 Subjective	 Norm	 is	 a	 person’s	 own	
estimate	 of	 the	 social	 pressure	 to	 perform	 or	 not	 perform	 the	 target	 behavior,	 which	
includes	beliefs	about	how	other	people	would	 like	them	to	behave.	Perceived	Behavioral	
Control	is	the	extent	of	control	a	person	has	over	the	behavior	and	how	confident	he	or	she	
may	feel	about	performing	or	not	performing	the	behavior	(Francis	et	al.,	2006).	
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Operational	Framework	
	 The	new	research	model	is	grounded	on	the	Theory	of	Planned	Behavior	(TBP)	by	Icek	
Ajzen.	 However,	 the	 present	 researchers	 have	 added	 the	 moderating	 variable	 of	 Brand	
Trust.	 Moreover,	 instead	 of	 only	 considering	 the	 intention	 of	 the	 respondents	 to	
incorporate	 and	 retain/upgrade	 ICT	 services,	 the	 researchers	 also	 test	 the	 intention	 of	
incorporating	and	retaining/upgrading	business	tools	in	general.	

	
Figure	2.	Operational	Model	
	

The	moderating	variable,	Brand	Trust,	has	two	classifications:	Hedonic	and	Utilitarian.	
“Utilitarian	 attitudes	 are	 more	 instrumental	 and	 concerned	 with	 the	 expectation	 of	
consequences	 of	 product	 usage,	 are	 based	 on	 assessment	 of	 functional	 brand/product	
attributes,	 and	 are	more	 concerned	with	 practical	 usefulness	 or	 benefits	 derived	 from	 a	
brand/product.	 Hedonic	 attitudes	 are	 based	more	 on	 affective	 gratification	 derived	 from	
sensory	product/brand	attributes.	Hedonic	attitudes	are	more	experiential	 and	 related	 to	
how	much	 pleasure	 a	 consumer	 derives	 from	 a	 brand/product,”	 (Batra	 &	 Ahtola,	 1991).	
Moreover,	it	was	mentioned	that	although	both	attitudes	are	related,	they	are	still	distinct	
and	it	is	possible	that	one	attitude	could	be	more	relevant	than	the	other.		
	
Statement	of	the	Problem/Hypothesis	 	
Given	the	framework	and	in	line	with	the	research	questions,	the	following	hypotheses	are	
made:	
	

• H1:		Attitude	towards	behavior	positively	influences	the	intention	to	use	business	
tools.	

• H2:		Subjective	norm	positively	influences	intention	to	use	business	tools.	
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• H3:	Perceived	behavioral	control	positively	influences	the	intention	to	use	business	
tools.	

• H4:	 Hedonic	 brand	 trust	 positively	 moderates	 attitude	 towards	 behavior	 and	
intention	to	use	the	ICT	services.	

• H5:	 	Hedonic	 brand	 trust	 positively	moderates	 subjective	 norm	 and	 intention	 to	
use	the	ICT	services.	

• H6:	 Hedonic	 brand	 trust	 positively	moderates	 perceived	 behavioral	 control	 over	
and	intention	to	use	the	ICT	services.	

• H7:	 Utilitarian	 brand	 trust	 positively	 moderates	 attitude	 towards	 behavior	 and	
intention	to	use	the	ICT	services.	

• H8:		Utilitarian	brand	trust	positively	moderates	subjective	norm	and	intention	to	
use	the	ICT	services.	

• H9:	Utilitarian	brand	trust	positively	moderates	perceived	behavioral	control	over	
and	intention	to	use	the	ICT	services.	

	
Significance	of	the	Study		

This	 study	made	use	of	 the	Theory	of	Planned	Behavior,	which	gives	 light	 to	 several	
factors	that	are	considered	before	making	a	decision	towards	a	brand.	Examining	the	roles	
of	these	factors	along	with	other	influences	and	how	they	affect	decision-making	towards	a	
brand	will	be	beneficial	in	several	applications	in	Marketing.	The	type	of	influence	focused	
in	the	study	is	Brand	Trust.	The	results	of	the	study	concerning	how	brand	trust	influences	
the	 decision	 of	 a	 consumer	 in	 choosing	 or	 committing	 to	 a	 brand	 will	 be	 useful	 in	
developing	new	strategies	in	the	marketing	field.	Furthermore,	the	results	of	this	study	will	
show	how	MSME’s	value	the	use	of	business	tools	in	their	respective	businesses,	providing	
valuable	information	for	brands	that	offer	these	tools.	

By	 studying	 MSME’s	 in	 the	 Philippines,	 it	 is	 expected	 to	 contribute	 to	 the	
understanding	of	specific	 factors	 that	may	 influence	the	adoption	of	business	 tools	 in	 the	
Philippine	context.	Also,	 since	 the	study	 focuses	on	an	 interesting	 target	market,	which	 is	
MSME’s,	and	how	they	are	approached	as	consumers	rather	than	in	a	business-to-business	
approach,	 it	can	provide	 insights	as	 to	how	to	communicate	and	build	a	relationship	with	
these	 businesses.	 Additionally,	 the	 results	 of	 this	 will	 provide	 an	 understanding	 of	 what	
MSME’s	give	 importance	 to	when	 it	 comes	 to	 their	 intention	of	 incorporating,	upgrading,	
and	 retaining	 businesses	 tools,	which	 can	 be	 beneficial	 to	 other	 businesses	 that	have	 an	
interest	in	the	industry	and	are	specifically	targeting	MSME’s.		
	

REVIEW	OF	RELATED	LITERATURE	
There	are	studies	that	have	been	conducted	on	the	adoption	of	technology.	However,	

most	of	these	studies	were	based	solely	on	Information	Technology	(IT);	the	researchers	did	
not	 focus	 on	 SME’s	 and	 the	 role	 of	 Brand	 Trust	 was	 not	 taken	 into	 consideration.	 In	
addition,	 the	 studies	 concerning	 SME’s	 and	 IT	 adoption	 lack	 strong	 theoretical	 basis	
(Farhoomand,	 Tuunainen	 &	 Yee,	 2000;	 Simpson	 &	 Swatman,	 1999;	 Stylianou,	 Robbins	 &	
Jackson,	 2003;	 Wresch,	 2003).	 In	 order	 to	 gain	 more	 understanding	 on	 the	 adoption	 of	
SME’s,	the	following	literature	review	concentrates	on	the	study	regarding	the	adoption	of	
e-commerce	 in	SME’s	with	the	application	of	the	Theory	of	Planned	Behavior	 (TPB),	since	
this	research	relied	on	the	TPB.	With	the	addition	of	Brand	Trust	as	a	moderating	variable	in	
the	 new	 model,	 this	 chapter	 will	 present	 literature	 on	 the	 significant	 elements	 of	 this	
research.		
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Business	Tools	and	MSMEs	
	
Business	Tools	Defined	

Business	 tools	 have	 been	 instrumental	 in	 providing	means	 of	 communication	 using	
various	 technologies	 throughout	 the	 past	 few	 decades.	 It	 continues	 to	 bring	 significant	
impact	in	the	way	of	business	as	it	facilitates	how	information	is	learned	and	shared.	

In	 this	 study,	 business	 tools	 are	 defined	 as	 information	 and	 communication	
technologies	 (ICT’s)	 that	 play	 the	 role	 of	 unifying	 communications	 and	 integrating	
telecommunications,	computers,	middleware,	software,	storage	systems,	as	well	as	audio-
visual	 systems.	 Such	 tools	 enable	 businesses	 to	 create,	 access,	 store,	 transmit,	 and	
manipulate	 information	 (Tamilselvan,	 Sivakumar	 &	 Sevukan,	 2012).	 Based	 on	 the	 given	
definition,	 business	 tools	 are	 considered	 high-involvement	 products.	 High-involvement	
products	 are	 characterized	 to	 have	 high	 prices,	 technical	 features,	 major	 differences	
between	brands,	 and	 risk-evaluation	 compared	 to	 low-involvement	products	 that	 are	 the	
opposite.	They	carry	a	high	risk	to	consumers	when	they	fail,	but	these	type	of	products	are	
relevant	 and	 important	 (Tanner	 &	 Raymond,	 2012),	 similar	 to	 how	 business	 tools	 are	 to	
entrepreneurs.	Because	of	this,	it	is	important	that	brands	offer	a	lot	of	information	about	
their	business	 tools	because	their	consumers	engage	 in	extended	problem	solving,	where	
they	 spend	 time	 gathering	 a	 significant	 amount	 of	 information	 and	 compare	 different	
aspects	 of	 the	 product	 (Tanner	 &	 Raymond,	 2012),	 as	 in	 the	 case	 of	 high-involvement	
products.	 Consumers	 of	 business	 tools	 are	 highly	 involved	 in	 the	 purchase	 and	must	 be	
assisted	by	the	brand	when	processing	information	(Grayson,	2016).	

To	further	understand	business	tools,	Tamilselvan,	Sivakumar,	and	Sevukan	defined	ICT	
using	 its	 components.	 Technology	 was	 explained	 as	 the	 process	 of	 utilizing	 scientific	
material	and	human	resources	as	a	way	to	satisfy	a	human	need	or	purpose.	 Information	
was	indicated	as	that	is	to	be	communicated.	Combined,	information	technology	is	defined	
as	the	use	of	information	to	satisfy	a	human	need	and	purpose	(Tamilselvan,	Sivakumar	&	
Sevukan,	2012).	

Using	this	definition,	ICT	is	the	use	of	information	as	a	way	to	satisfy	a	human	need	or	
purpose	with	reference	to	contemporary	devices.	In	the	business	context,	ICT	is	categorized	
in	 two	 types	 of	 products:	 traditional	 computer-based	 technologies	 and	 digital	
communication	 technologies.	 Traditional	 computer-based	 technologies	 include	 the	use	of	
applications,	databases,	and	softwares.	Digital	communication	technologies	include	internal	
and	external	networks	that	transmit	data	electronically.		

According	 to	 Giovanni	 and	Mario	 (2003),	 such	 business	 tools	 offer	 enterprises	with	
ways	 to	 improve	 their	 competitive	 position	 in	 their	 respective	 industries.	 The	 study	
indicated	 that	 business	 tools	 are	 able	 to	 improve	 the	 management	 of	 information	 and	
knowledge,	internally	and	externally.	This	enables	growing	businesses,	such	as	micro,	small,	
and	medium	 enterprises	 (MSME’s)	 to	 enhance	 the	 reliability	 of	 business-to-business	 and	
business-to-consumer	transactions.		

In	 addition,	 the	 business	 tools	 are	 able	 to	 improve	 the	 relationships	 between	
suppliers,	partners,	customers,	and	other	stakeholders	of	the	business.	Indicated	in	a	study	
by	Pohjola	(1998),	business	tools	can	bring	various	advantages	specifically	for	MSME’s	as	it	
allows	 them	 to	 generate	 sustainable	 profit,	 locally	 and	 globally,	 which	 can	 lead	 to	 their	
overall	growth	in	the	long	run.		
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Lymer	 (1997)	 explained	 the	 hindrances	 that	MSME’s	 face	 regarding	 the	 decision	 to	
implement	 business	 tools	 into	 their	 daily	 operations.	 Though	 business	 tools	 can	 reduce	
costs	 while	 increasing	 productivity,	 small	 firms	 are	 commonly	 discouraged	 due	 to	 the	
amount	of	investment	needed	to	implement	business	tools.	

	
MSMEs	Defined	

According	 to	 the	 Philippine	Magna	 Carta	 for	Micro,	 Small,	 and	Medium	 Enterprises	
(MSME’s)	 of	 2009,	 MSME’s	 are	 defined	 as	 any	 business	 enterprise	 or	 activity	 that	 is	
involved	 in	 industry,	 agribusiness	 or	 services,	whether	 single	 proprietorship,	 cooperative,	
partnership,	or	corporation	whose	total	assets,	which	includes	those	arising	from	loans,	but	
excludes	the	land	which	the	business'	office,	plant,	and	equipment	are	situated,	fall	under	
the	following	categories:			

Micro:	not	more	than	Php	3,000,000		
Small:	Php	3,000,001	-	P	15,000,000		
Medium:	Php	15,000,001	-	P100,000,000	
	

Alternatively,	 the	 number	 of	 employees	 could	 determine	 the	 measure	 of	 which	
category	businesses	fall	into.	According	to	the	2012	study	“Small	and	Medium	Enterprises'	
(SMEs)	 Access	 to	 Finance:	 Philippines,”	 by	 Rafaelita	 Albada	 of	 the	 Philippine	 Institute	 for	
Development	 Studies,	 SME’s	 in	 the	 Philippines	 are	 commonly	 categorized	 under	 the	
following:	

Micro:	1-99	employees	
Small:	10-99	employees		
Medium:	100-199	employees		

	
MSMEs	in	the	Philippines	

Albada	 stated	 that	 as	 of	 2008,	 MSME’s	 make	 up	 99.6	 %	 of	 the	 businesses	 in	 the	
Philippines,	which	gives	them	a	vital	role	in	the	development	of	the	economy.	92%	of	this	
figure	represents	micro	enterprises,	while	small	and	medium	enterprises	only	make	up	8%	
(Albada,	2012).	

Despite	 the	 initiatives	 created	 to	 propel	 Philippine	 MSME’s	 forward,	 businesses	
belonging	 in	the	sector	failed	to	maximize	their	growth	due	to	several	constraints	such	as	
issues	in	technology	and	information	gaps,	as	well	as	skills	(FINEX	&	ACERD;	Tecson,	2004;	
Fukumoto,	2004).	Such	hindrances	are	due	to	the	lack	of	financial	support	of	formal	lending	
bodies	as	MSME’s	have	high-perceived	risks.	

After	several	years,	MSME’s	then	experienced	an	increase	in	competition,	which	urged	
the	government	 to	develop	 strategies	 that	will	 expand	 the	market	access	 for	MSME’s.	As	
the	nineties	 rolled	 in,	Albada	 (2012)	 indicated	 that	MSME’s	were	 faced	with	policies	 that	
centered	on	market	access	and	export	expansion.	

	
Filipino	MSME’s	and	Adapting	Business	Tools	

According	 to	 the	 2013	 National	 Statistics	 from	 the	 Department	 of	 Science	 and	
Technology,	the	Philippine	ICT	Industry	consists	of	industries	participating	in	producing	and	
distributing	 goods	 and	 services	 that	 satisfy	 the	need	 to	 inform,	educate	 and/or	 entertain	
humans	through	mass	communication	media.		In	addition,	it	includes	industries	engaged	in	
the	 production,	 publishing	 and/or	 the	 distribution	 of	 content	 that	 conveys	 an	 organized	
message	intended	for	human	beings	(Abejo,	2013).	The	ICT	Industry	segments	include:	
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• Broadcast		Media		
• Computer		Hardware		
• Semiconductors		and		Electronics		
• ICT	Enabled		Creative		Services		
• IT	Services		
• IT	and		Business		Process		Management		(IT-BPM)		
• Software		and	Applications		
• Telecommunications	

	
Theory	of	Planned	Behavior	

The	 Theory	 of	 Planned	 Behavior	 (TPB)	 is	 a	 recognized	 intention	 model	 that	 is	
successful	in	explaining	and	predicting	behavior	(Grandon,	2005).		It	is	an	improved	model	
of	the	Theory	of	Reasoned	Action	(TRA)	wherein	perceived	behavioral	control	was	added	as	
an	element	to	predict	 intention	and	behavior	(Mattingly,	2012).	Both	models	assume	that	
the	 intention	 to	 perform	 the	 behavior	 in	 question	 influences	 the	 person’s	 behavior	
(Grandon,	 2005).	 	 However,	 in	 the	 TRA	 model,	 only	 attitude	 towards	 the	 behavior	 and	
subjective	norm	were	taken	into	consideration.		

According	 to	 Ajzen	 (1991),	 “Intentions	 are	 assumed	 to	 capture	 the	 motivational	
factors	that	influence	a	behavior;	they	are	indications	of	how	hard	people	are	willing	to	try,	
of	how	much	of	an	effort	they	are	planning	to	exert,	in	order	to	perform	the	behavior.	As	a	
general	rule,	the	stronger	the	intention	to	engage	in	a	behavior,	the	more	likely	should	be	
its	performance”.	With	this	said,	intention	is	a	precursor	of	behavior	and	it	can	be	predicted	
from	three	variables	namely	attitude	toward	the	behavior,	subjective	norm,	and	perceived	
behavioral	control	(Handbook	of	Theories	of	Social	Psychology,	2012).		

The	 first	 factor,	attitude	towards	 the	behavior,	 refers	 to	 the	beliefs	an	 individual	has	
with	respect	to	the	consequences	associated	with	performing	a	particular	behavior	(Casper,	
2007).	Also,	 it	 can	have	a	 corresponding	negative	or	positive	 judgment	associated	with	 it	
(Francis	 et	 al.,	 2006).	 The	 second	 factor,	 subjective	 norm,	 refers	 to	 an	 individual's	 own	
evaluation	of	the	perceived	social	pressure	to	perform	or	not	perform	the	behavior	(Ajzen,	
1991).	It	incorporates	views	about	how	other	individuals	would	like	them	to	behave	and	the	
negative	 or	 positive	 judgments	 about	 each	 belief.	 It	 is	 presumed	 that	 these	 components	
work	in	interaction	(Francis	et	al.,	2006).	The	third	factor,	perceived	behavioral	control,	is	a	
person’s	perception	of	the	struggle	or	easiness	associated	with	accomplishing	the	behavior	
(Ajzen,	1991).	It	has	two	aspects	that	comprise	mainly	of	whether	or	not	an	individual	feels	
confident	 about	performing	 the	behavior	 and	how	much	 control	 the	person	 thinks	he	or	
she	has	over	the	said	behavior	(Francis	et	al.,	2006).			

The	 more	 positive	 the	 three	 factors	 are	 towards	 the	 behavior	 then	 the	 person’s	
intention	 to	 execute	 the	 behavior	 under	 consideration	 should	 be	 stronger	 (Ajzen,	 1991).	
Subsequently,	if	the	three	factors	seem	to	have	negative	results	towards	the	behavior	then	
the	 intention	 of	 an	 individual	 to	 perform	 the	 behavior	 under	 consideration	 will	 become	
weaker	as	well.	It	is	important	to	note	that	the	weight	of	the	three	predictors	of	intention	
varies	in	different	situations.		

The	 application	 of	 the	 Theory	 of	 Planned	Behavior	 has	 been	proven	 to	 be	 useful	 in	
providing	 information	 among	 many	 researchers	 in	 various	 studies	 when	 it	 comes	 to	
understanding	 behavior.	 Studies	 have	 shown	 that	 it	 has	 contributed	 in	 the	 prediction	 of	
behaviors	that	require	cognitive	task	performance	(Locke,	Fredrick,	Lee,	&	Bobko,	1984)	and	
even	 using	 interventions	 that	 will	 be	 applicable	 in	 changing	 them	 (Van	 Ryn	 &	 Vinokur,	
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1990).	 	 Although	 it	 has	 been	 proven	 to	 be	 remarkable	 in	 predicting	 behavior,	 it	 has	 had	
even	more	 success	with	 the	 addition	 of	 other	 variables	 (Mattingly,	 2012).	 	 Ajzen	 himself	
suggests	that	it	is	important	to	consider	having	additional	variables.		

According	 to	Ajzen	 (1991),	“The	Theory	of	Planned	Behavior	 is,	 in	principle,	open	to	
the	 inclusion	 of	 additional	 predictors	 if	 it	 can	 be	 shown	 that	 they	 capture	 a	 significant	
proportion	of	the	variance	in	intention	or	behavior	after	the	theory’s	current	variables	have	
been	 taken	 into	 account.	 The	 Theory	 of	 Planned	 Behavior	 in	 fact	 expanded	 the	 original	
Theory	of	Reasoned	Action	by	adding	the	concept	of	perceived	behavioral	control.”	

Furthermore,	 aside	 from	 having	 supplementary	 predictors	 as	 variables,	 studies	 can	
include	the	addition	of	moderators.	Moderating	variables	are	 included	to	determine	their	
effect	 among	 the	 variables	 in	 the	 Theory	 of	 Planned	 Behavior	 (Mattingly,	 2012).	 	 The	
Theory	 of	 Planned	 Behavior	 is	 useful	 in	 providing	 insights	 with	 regards	 to	 behavior	
modification	 and	 revealing	 information	 that	 may	 be	 applied	 to	 create	 communication	
strategies	 (Casper,	 2007).	 Each	 predictor	 of	 intention	 also	 uncovers	 distinguishing	
characteristics	of	behavior	that	can	aid	in	changing	it	(Ajzen,	1991).	

Grandon	 (2005)	 examined	 the	 applicability	of	 the	Theory	of	 Planned	Behavior	 (TPB)	
and	 competing	 models	 to	 the	 prediction	 of	 the	 intention	 to	 adopt	 e-commerce	 among	
managers/owners	of	SME’s	in	Chile.	The	outcome	of	the	study	showed	that	TPB	explained	
80	 percent	 of	 the	 variance	 in	 behavioral	 intention.	 Also,	 it	 was	 found	 that	 attitude	 and	
subjective	norm	were	significant	predictors	of	 the	 intention	 to	adopt	e-commerce	among	
Chilean	managers,	while	perceived	behavioral	 control	was	not	a	 significant	predictor.	 The	
researchers	support	the	existing	 literature	 in	terms	of	the	method	and	analysis	of	results.	
However,	 given	 that	 the	 scope	 of	 the	 study	 is	 wider,	 which	 includes	 two	 sets	 of	
respondents,	 two	outcomes	 for	 intention,	and	 the	addition	of	a	moderating	variable,	 it	 is	
expected	that	 the	 independent	variables	 found	to	be	significant	 in	Grandon’s	study	might	
not	be	significant	in	this	research.	

	
Brand	Trust	

One	of	the	important	aspects	of	marketing	research	is	brand	trust.	It	has	been	found	
to	be	 related	 to	other	 topics	 such	as	brand	 loyalty	and	brand	preference,	which	makes	 it	
significant	 for	brands	who	want	 to	build	 relationships	with	 their	 consumers.	According	 to	
Hiscock	(2001),	“the	ultimate	goal	of	marketing	is	to	generate	an	intense	bond	between	the	
consumer	 and	 the	 brand,	 and	 the	 main	 ingredient	 of	 this	 bond	 is	 trust”.	 Brand	 trust	 is	
defined	by	Chaudhuri	and	Holbrook	(2001)	as	“the	willingness	of	the	average	consumer	to	
rely	on	the	ability	of	the	brand	to	perform	its	stated	function”.	 It	 influences	a	consumer’s	
choice	of	brand,	especially	when	it	comes	to	choosing	among	a	variety	of	brands	or	trying	
out	a	new	product.	According	to	Bidmon,	Grabner-Krauter,	and	Matzler	 (2006),	 trust	only	
plays	a	role	whenever	the	outcomes	of	a	certain	decision	are	important	and	uncertain	for	
the	decision-maker.	Brand	trust	is	also	defined	as	“the	confident	expectations	of	the	brand’s	
reliability	 and	 intentions	 in	 situations	 entailing	 risk	 to	 the	 consumer”	 (Delgado-Ballester,	
2002).	It	is	often	developed	when	brands	make	promises	to	consumers	and	these	promises	
are	 fulfilled,	 meeting	 the	 expectations	 of	 the	 consumers	 (Chandio,	 Qureshi,	 &	 Ahmed,	
2015).		

The	concept	of	brand	trust	is	based	on	consumers	forming	a	relationship	with	brands.	
Consumers	 can	 easily	 assign	 personalities	 to	 brands,	 creating	 brand	 personalities	 in	 the	
field	of	marketing.	Since	brands	can	be	personified,	it	means	that	consumers	can	also	have	
relationships	 with	 them	 as	 well.	 Consumers	 develop	 a	 relationship	 with	 brands	 through	
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their	 execution	 of	 marketing	 plans	 and	 tactics,	 which	 can	 be	 viewed	 as	 behaviors	
performed	 by	 the	 brand	 in	 the	 consumer-brand	 relationship	 (Srull	 &	 Wyer,	 1989).	 In	 a	
brand-consumer	relationship,	trust	is	considered	to	be	one	of	the	most	desirable	qualities	
(Bidmon,	Grabner-Krauter	&	Matzler,	2006).		

In	a	study	conducted	by	Deari	and	Balla	(2013),	brand	trust	was	highly	correlated	with	
brand	preference	and	brand	loyalty.	

Based	on	previous	studies,	brand	trust	is	a	driver	for	brand	preference.	Brand	trust	has	
a	positive	impact	on	the	consumer	preference”	(Deari	&	Balla,	2013).	Thus,	a	brand	that	is	
trusted	by	a	consumer	is	more	preferred	than	brands	that	are	not.	This	is	important	for	new	
brands	 that	want	 to	penetrate	a	market	or	a	brand	 that	wants	 to	penetrate	a	new	target	
market.	 Based	 on	 the	 research	 of	 Aakar	 (1991)	 and	 Keller	 (1993),	 brand	 preference	 is	
defined	 as	 “a	 set	 of	 brand	 assets	 and	 liabilities	 linked	 to	 a	 brand	 and	 a	 customer’s	
subjective	 and	 intangible	 assessment	 of	 the	 brand,	 above	 and	 beyond	 its	 objectively	
perceived	value”	(Chinomona,	Mahlangu,	&	Pooe,	2013).	Brand	preference	positively	drives	
the	 brand’s	 value	 in	 the	 marketplace	 (Azar	 &	 Fuller,	 2008).	 Through	 brand	 trust,	 a	 high	
brand	value	can	be	achieved	by	developing	brand	preference.	

Brand	 trust	 often	 leads	 to	 consumers	 becoming	 loyal	 to	 a	 brand.	 According	 to	
Delgado-Ballester	and	Munuera-Aleman	(1999),	the	better	the	image	of	trust	attributed	to	
a	brand	 results	 in	a	higher	 level	of	 commitment	 towards	 the	brand.	When	consumers	do	
not	 trust	 a	 brand	 in	 a	 competitive	marketplace,	 they	 are	 less	 inclined	 to	 be	 loyal	 to	 that	
brand	 (Liao,	 2015).	 Brand	 trust	 can	 be	 developed	 to	 brand	 attachment	 (Vlachos	 et	 al.,	
2010),	which	 is	an	 important	 factor	 for	brand	 loyalty	and	equity	 (Malar	et	al.,	2011).	The	
more	the	consumers	trust	a	brand,	the	more	they	will	be	loyal	to	that	brand.	It	is	important	
for	brands	to	attain	brand	loyalty	because	it	is	often	related	to	repeat	purchase,	preference,	
commitment,	and	allegiance	(Azize,	Cemal,	&	Hakan,	2011).	

Based	on	social	psychology	literature,	there	are	two	types	of	trust	that	can	be	applied	
to	brands	or	products,	which	are	cognitive	trust	and	affective	trust.	Cognitive	trust	depends	
on	 “good	 rational	 reasons	why	 the	object	 of	 trust	merits	 trust”	 (Lewis	&	Weigert,	 1985).	
This	 type	 of	 trust	 focuses	 on	 evaluating	 the	 reliability	 and	 competence	 of	 the	 brand	 or	
product,	leading	the	individual	to	arrive	at	a	rational	choice.	According	to	Delgado-Ballester	
(2002),	 “brand	 reliability	 is,	 at	 best,	 a	 starting	 point	 for	 describing	 brand	 trust”.	 On	 the	
other	 hand,	 affective	 trust	depends	 on	 the	 emotions	 of	 an	 individual	 resulting	 from	 the	
attractiveness,	 goodwill,	 and	 aesthetics	 of	 the	 brand	 or	 product.	 This	 is	 similar	 to	 brand	
intention	 (Delgado-Ballester,	 2002),	 which	 reflects	 the	 individual’s	 emotional	 security	
towards	the	brand.		It	is	often	that	a	trust-based	behavior	is	the	result	of	a	combination	of	
the	 cognitive	 trust	and	affective	 trust	 (Riegelsberger	 et	 al.,	 2005;	 Corritore	 et.	 al.,	 2003).	
These	two	types	of	trust	can	be	related	to	the	two	values	of	products	that	are	suggested	to	
be	drivers	of	brand	trust.	Based	on	consumer	research	literature,	the	consumer	evaluation	
of	 a	 product	 depends	 on	 the	 utilitarian	 dimension	 of	 instrumentality	 and	 the	 hedonic	
dimension	 of	 the	 experiential	 effect	 from	 the	 product	 (Batra	 &	 Ahtola,	 1990;	 Mano	 &	
Oliver,	1993).	

The	utilitarian	value	of	a	product	 is	defined	by	 its	ability	to	perform	functions	 in	the	
day-to-day	 life	of	a	consumer	 (Chaudhuri	&	Holbrook,	2001).	 It	also	evaluates	how	useful	
and	beneficial	the	product	is.	Meanwhile,	the	hedonic	value	of	a	product	is	defined	by	the	
pleasure	 potential	 that	 it	 carries	 on	 to	 the	 consumer.	 It	 reflects	 a	 more	 subjective,	
emotional,	and	aesthetic	aspect	of	consumption	 (Holbrook	&	Hirschmann,	1982;	Mano	&	
Oliver,	 1993;	 Chaudhuri	 &	 Holbrook,	 2001).	 Therefore,	 a	 product	 with	 a	 high	 utilitarian	
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value	suggests	that	it	will	result	in	a	high	cognitive	trust	towards	the	brand,	while	a	product	
with	a	high	hedonic	value	 suggests	 that	 it	will	 result	 in	a	high	affective	 trust	 towards	 the	
brand	as	well	(Bidmon,	Grabner-Krauter	&	Matzler,	2006).	

	
METHODOLOGY	

	 The	 researchers	 of	 this	 study	 employed	 the	 use	 of	 Correlational	 Statistics.	 A	
correlational	 research	 involves	 the	 assessment	 of	 the	 relationship	 between	 two	 or	more	
variables	 that	 can	 be	 studied	with	more	 than	 two	measures	 at	 the	 same	 time	 (Stangor).	
This	type	of	analysis	describes	sets	of	data	and	the	extent	to	which	two	or	more	variables	
are	related.	
	
Research	Design		

The	 type	 of	 research	 in	 this	 study	 is	 quantitative,	 which	 involved	 the	 use	 of	 a	
structured	questionnaire	distributed	to	256	respondents.	Primary	data	from	the	study	was	
obtained	from	an	online	and	offline	survey.	On	the	other	hand,	secondary	data	was	derived	
from	 similar	 studies	 and	 scholarly	 articles	 to	 further	 explain	 the	 findings	 from	 the	
questionnaire.		

Table	1.	Constructs	Measured	by	Questionnaire	Items	

Construct	 Question	Number	

Attitude	Towards	Behavior	(ATB)	 1,	2,	3	

Subjective	Norm	(SN)	 4,	5,	6	

Perceived	Behavioral	Control	(PBC)	 7,	8,	9	

Hedonic	Brand	Trust	(HBT)	 13,	14,	15	

Utilitarian	Brand	Trust	(UBT)	 16,	17,	18	

Intention	 to	 Incorporate	 or	 Retain/Upgrade	 Business	 Tools	 in	
General	

10,	11,	12	

Intention	to	Incorporate	or	Retain/Upgrade	the	ICT	services	 19,	20,	21	

	
Before	 the	 researchers	 began	 distributing	 surveys,	 they	 first	 tested	 the	 validity	 and	

reliability	 of	 the	 constructs.	 Since	 the	 study	 applied	 Structural	 Equation	 Modeling,	 the	
researchers	 used	 both	 convergent	 validity	 and	 discriminant	 validity	 in	 assessing	 the	
constructs	in	the	questionnaire.	
	
Convergent	Validity	

Convergent	Validity	is	measured	by	establishing	a	set	of	indicators	that	represents	the	
same	construct	(Henseler	et	al.,	2009).	It	measures	the	quality	of	the	question-statements,	
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which	should	share	a	high	proportion	of	variance	in	common,	that	serve	as	an	instrument	
of	a	specific	construct.	According	to	Kock	(2015),	the	instrument	of	a	specific	construct	has	
high	convergent	validity	if	the	respondents	understand	each	of	the	question-statements	in	
the	 same	 way	 the	 designers	 of	 the	 instrument	 planned	 them	 to	 be.	 There	 are	 three	
measures	of	convergent	validity:	

• Item	 loading	 –	 It	 is	 the	 relationship	 between	 the	 item	 (question-
statement)	 and	 the	 construct.	 The	p-values	 that	 are	 related	 to	 the	 item	
loadings	 should	be	equal	 to	or	 lower	 than	0.05,	while	 the	values	of	 the	
item	loadings	should	be	equal	to	or	greater	than	0.50	(Hair	et	al.,	1987	&	
2009	 cited	 in	 Kock,	 2015).	 Since	 the	 p-values	 result	 from	 a	 test	 of	 the	
model	where	the	relationship	of	the	item	and	the	construct	were	defined	
previously,	 it	 serves	 as	 validation	 parameters	 of	 a	 confirmatory	 factor	
analysis	(Kock,	2015).	

• Average	 Variance	 Extracted	 (AVE)	 –	 It	 represents	 the	 proportion	 of	
variance	 in	 the	 items	 that	 is	 explained	 by	 the	 construct.	 According	 to	
Fornell	and	Larker	(1981),	the	recommended	AVE	threshold	for	validity	is	
0.50	 (Kock,	 2015).	 An	 AVE	 of	 0.50	 signifies	 that	 a	 construct	 is	 able	 to	
explain	about	50%	of	the	variance	of	its	indicators	on	average.	

• Composite	Reliability	and	Cronbach’s	Alpha	–	These	are	both	measures	of	
internal	 consistency.	 As	 discussed	 in	 Kock	 (2015),	 conservatively,	 “both	
the	composite	reliability	and	the	Cronbach’s	alpha	should	be	equal	to	or	
greater	 than	 0.7”	 (Fornell	 &	 Larcker,	 1981;	 Nunnaly,	 1978;	 Nunnally	 &	
Bernstein,	1994).	But	these	measures	are	more	commonly	used	when	at	
least	one	of	the	two	is	equal	to	or	greater	than	0.7.	This	rule	often	applies	
to	 the	 composite	 reliability	 because	 it	 is	 more	 common	 to	 result	 in	 a	
higher	value	than	the	Cronbach’s	alpha	(Fornell	&	Larcker,	1981).	In	some	
cases,	both	measures	are	still	accepted	as	valid	as	 long	as	they	reach	or	
exceed	 a	 value	 of	 0.6	 (Nunnally	 &	 Bernstein,	 1994).	 If	 any	 of	 the	
constructs	do	not	meet	 these	 criteria,	 it	 indicates	 that	one	of	 the	 items	
loaded	weakly	on	the	construct	and	should	be	considered	removed	from	
the	instrument.	
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Table	2.	Convergent	Validity	of	the	Constructs	from	the	Questionnaire	

	 ATB	 SN	 PBC	 Intent1	 Intent2	 HBT	 UBT	 Pvalue	

ATB1	 0.95	 -0.02	 0.12	 -0.06	 0.00	 -0.02	 -0.01	 0.00	

ATB2	 0.95	 -0.05	 0.08	 -0.03	 0.05	 -0.03	 -0.05	 0.00	

ATB3	 0.91	 0.08	 -0.20	 0.10	 -0.05	 0.04	 0.06	 0.00	

SN1	 0.26	 0.81	 -0.25	 0.01	 -0.03	 0.27	 -0.08	 0.00	

SN2	 -0.09	 0.87	 -0.09	 -0.05	 0.12	 0.03	 -0.22	 0.00	

SN3	 -0.15	 0.85	 0.34	 0.04	 -0.09	 -0.29	 0.31	 0.00	

PBC1	 -0.05	 0.21	 0.88	 -0.11	 0.08	 -0.13	 0.07	 0.00	

PBC2	 0.08	 -0.12	 0.91	 -0.07	 -0.18	 -0.13	 0.32	 0.00	

PBC3	 -0.04	 -0.09	 0.83	 0.19	 0.11	 0.27	 -0.41	 0.00	

IA1	 -0.03	 -0.01	 0.10	 0.88	 0.12	 -0.07	 -0.05	 0.00	

IA2	 0.02	 0.03	 -0.08	 0.93	 0.06	 0.10	 -0.18	 0.00	

IA3	 0.01	 -0.02	 -0.02	 0.90	 -0.18	 -0.04	 0.23	 0.00	

IA1_2	 0.16	 -0.14	 -0.02	 0.04	 0.89	 0.14	 0.04	 0.00	

IA2_2	 -0.14	 0.15	 0.03	 -0.04	 0.94	 -0.12	 -0.08	 0.00	

IA3_2	 -0.01	 -0.01	 -0.01	 0.00	 0.94	 -0.01	 0.04	 0.00	

HBT1	 -0.19	 -0.03	 0.14	 0.09	 -0.03	 0.84	 -0.15	 0.00	

HBT2	 0.11	 0.01	 -0.03	 -0.05	 -0.04	 0.92	 -0.04	 0.00	

HBT3	 0.06	 0.02	 -0.11	 -0.04	 0.07	 0.90	 0.18	 0.00	

UBT1	 -0.03	 -0.08	 0.04	 -0.04	 -0.06	 0.40	 0.85	 0.00	

UBT2	 0.08	 0.00	 -0.05	 -0.04	 0.05	 -0.05	 0.95	 0.00	

UBT3	 -0.06	 0.08	 0.02	 0.08	 -0.01	 -0.34	 0.87	 0.00	

Cronbach's	Alpha	 0.93	 0.80	 0.85	 0.89	 0.91	 0.86	 0.87	 	

Composite	Reliability	 0.95	 0.88	 0.91	 0.93	 0.95	 0.92	 0.92	 	

Average	Variance	Extracted	 0.87	 0.71	 0.77	 0.82	 0.85	 0.79	 0.80	 	

	
Values	in	Table	2	that	are	in	red	are	the	values	of	the	item	loadings.		The	p-values	at	

the	rightmost	column	are	for	the	item	loadings.	As	mentioned	earlier,	a	p-value	of	less	than	
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0.05	 indicates	 that	 an	 item	 is	 statistically	 a	 significant	 indicator	 of	 the	 corresponding	
construct.	Values	in	black	are	cross-loadings.	The	significant	values	in	the	table	all	meet	the	
criteria	 for	 item	 loadings,	 AVE,	 composite	 reliability,	 and	 Cronbach’s	 alpha.	 These	 results	
show	that	there	is	convergent	validity.	
	
Discriminant	Validity	

Similar	 to	 convergent	 validity,	 discriminant	 validity	 measures	 the	 quality	 of	 a	
measurement	 instrument.	According	 to	Kock	 (2013),	 there	 is	 good	discriminant	 validity	 if	
the	question-statements	from	an	instrument	used	to	measure	a	construct	are	not	confused	
by	the	respondents	with	other	question-statements,	in	terms	of	meaning,	that	are	used	to	
measure	a	different	construct.	Based	on	the	Fornell-Larcker	Criterion	(Henseler,	2009),	the	
AVE	 of	 each	 construct	 should	 be	 higher	 than	 the	 construct’s	 highest	 squared	 correlation	
with	any	other	construct.	Another	measures	for	discriminant	validity	is	to	have	the	square	
root	of	the	AVE	of	each	construct	higher	than	the	correlations	with	all	the	other	constructs	
(Mora	et	al.,	2012).	

Table	3.	Discriminant	Validity	of	the	Constructs	from	the	Questionnaire	

	 ATB	 SN	 PBC	 Intent1	 Intent2	 HBT	 UBT	

ATB	 0.93	 	 	 	 	 	 	

SN	 0.50	 0.84	 	 	 	 	 	

PBC	 0.34	 0.57	 0.88	 	 	 	 	

Intent1	 0.37	 0.46	 0.48	 0.91	 	 	 	

Intent2	 0.18	 0.29	 0.38	 0.31	 0.92	 	 	

HBT	 0.10	 0.25	 0.33	 0.28	 0.64	 0.89	 	

UBT	 0.25	 0.18	 0.21	 0.12	 0.66	 0.71	 0.89	

	
	 The	diagonal	values	in	red	that	can	be	seen	above	in	Table	3	are	the	square	roots	of	
the	 AVE	 of	 constructs,	 while	 the	 off-diagonal	 elements	 are	 the	 correlation	 between	
constructs.		As	mentioned	earlier,	for	an	instrument	to	have	good	discriminant	validity,	the	
square	 roots	 of	 the	 AVE	 of	 each	 construct	 should	 be	 larger	 than	 the	 values	 of	 the	
correlations	 between	 constructs.	 The	 results	 from	 the	 table	 above	 show	 discriminant	
validity	for	the	questionnaire.	
	 Since	 the	 questionnaire	 was	 proven	 to	 be	 valid	 and	 reliable,	 the	 researchers	
proceeded	to	data	gathering	to	be	able	to	test	the	correlations	between	constructs	and	the	
corresponding	hypotheses.	
	
Sampling	Method	

The	sampling	method	used	in	this	study	is	non-probability	sampling,	consisting	of	the	
combined	 methods	 of	 purposive	 (specifically	 homogenous	 sampling)	 and	 convenience	
sampling	 techniques.	 Homogenous	 sampling	 is	 a	 purposive	 sampling	 technique	 that	
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collects	 a	 sample	 size	 that	 shares	 the	 same	 characteristics.	 The	 researchers	 sought	 out	
registered	businesses,	 specifically	micro,	 small,	 and	medium	enterprises,	 and	approached	
the	owners	or	the	top	management	employees	as	respondents	of	the	study.		

The	researchers	also	relied	on	convenience	sampling	because	of	the	limited	access	to	
respondents	 during	 data	 gathering.	 Convenience	 sampling	 is	 a	 sampling	 method	 that	
gathers	 units	 of	 a	 sample	 that	 are	 the	 easiest	 to	 access.	 The	 researchers	went	 to	 events	
hosted	 by	 the	 service	 provider	 for	 MSME’s	 to	 be	 able	 to	 approach	 owners	 and	 top	
management	 of	 businesses.	 They	 also	 approached	 peers	 who	 are	 business	 owners	 and	
went	to	nearby	business	establishments	around	their	residential	areas.		

The	surveys	were	distributed	in	two	forms,	either	through	an	online	survey	form	or	a	
printed	survey	form	depending	on	the	appropriateness	of	either	form	in	each	circumstance.	
The	criterion	 for	MSME’s	 that	 the	 researchers	used	was	 taken	 from	the	data	provided	by	
the	National	 Statistics	Office	and	 the	Small	 and	Medium	Enterprise	Development	Council	
Resolution	No.	1	(2003).	
	
Statistical	Treatment	of	Data	

The	 researchers	 were	 able	 to	 gather	 256	 surveys,	 which	 were	 used	 to	 test	 the	
hypotheses	 in	 this	 study.	 The	 questionnaire	 made	 use	 of	 21	 7-point	 Likert-type	 scale	
questions	 to	 gather	 data	 that	 measured	 the	 following	 variables:	 1)	 attitude	 towards	
behavior,	 2)	 subjective	 norm,	 3)	 perceived	 behavioral	 control,	 4)	 hedonic	 brand	 trust,	 5)	
utilitarian	 brand	 trust,	 6)	 intention	 towards	 business	 tools,	 and	 7)	 intention	 towards	
subscription	of	the	 ICT	services.	 Inferential	statistics	that	focus	on	the	correlations	among	
these	variables,	leading	to	the	outcome	of	intention	towards	ICT	services	in	general	and	ICT	
services	offered	by	the	company	were	used	in	the	study.	

Structural	Equation	Modeling	with	Partial	Least	Squares	Path	Modeling	
PLS	 Path	Modeling	 intends	 to	 estimate	 relationships	 among	 blocks	 of	 variables	 that	

are	 expressions	 of	 unobservable	 constructs.	 It	 can	 be	 based	 on	 simple	 or	 multiple	
regressions	made	of	a	system	of	interdependent	equations.	Such	system	estimates	the	links	
between	 manifest	 variables	 and	 their	 own	 latent	 variables,	 as	 well	 as	 the	 network	 of	
relations	 among	 the	 latent	 variables	 (Vinzi,	 Trinchera	 &	 Amato,	 2010).	 Moreover,	 it	 is	 a	
component-based	estimation	method	 (Tenenhaus,	 2008a)	 and	an	 iterative	algorithm	 that	
separately	 solves	 out	 the	 blocks	 of	 the	 measurement	 model	 and	 estimates	 the	 path	
coefficients	in	the	structural	model	(Vinzi,	Trinchera	&	Amato,	2010).	It	can	explain	at	best	
the	 residual	 variance	 of	 the	 latent	 variables	 and	 also	 of	 the	 manifest	 variables	 in	 any	
regression	run	in	the	model	(Fornell	&	Bookstein,	1982).		
	

PRESENTATION	AND	DATA	ANALYSIS	
	
Respondent	Profile	

Profile	 of	 All	 Respondents	 -	out	 of	 the	 256	 respondents	 in	 this	 study,	 55.8%	 of	 the	
respondents	are	male,	50.78%	are	represented	by	the	age	bracket	of	22-39,	and	62.5%	have	
an	 annual	 income	 of	 more	 than	 Php	 250,000.	 For	 the	 companies	 represented	 by	 the	
respondents,	 49.2%	are	 Sole	 Proprietorship,	while	 44.5%	are	Corporations.	 	 The	majority	
are	small	businesses,	making	up	55.8%	of	the	respondents.	
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Respondent	Profile	of	Potential	Clients		
	 The	profile	of	potential	clients	of	the	service	provider	equaled	to	143	respondents,	out	
of	which	57.34%	of	the	respondents	are	male,	47.55%	are	represented	by	the	age	bracket	
of	22-39,	and	63.34%	have	an	annual	income	of	more	than	Php	250,000.	For	the	companies	
represented	 by	 the	 respondents,	 51.75%	 are	 Sole	 Proprietorship,	 while	 42.66%	 are	
Corporations.	The	majority	are	small	businesses,	making	up	57.34%	of	the	respondents.	
	
Respondent	Profile	of	Existing	Clients	

The	profile	of	existing	clients	of	the	service	provider	equaled	to	113	respondents,	out	
of	which	53.98%	of	the	respondents	are	male,	54.87%	are	represented	by	the	age	bracket	
of	22-39,	and	60.18%	have	an	annual	income	of	more	than	Php	250,000.	For	the	companies	
represented	 by	 the	 respondents,	 46.01%	 are	 Sole	 Proprietorship,	 while	 46.90%	 are	
Corporations.	The	majority	are	small	businesses,	making	up	54.87%	of	the	respondents.	

To	delve	further	into	the	study,	the	means	and	standard	deviations	were	computed	to	
describe	the	level	of	perception	that	respondents	have	among	the	variables.	After	that,	the	
path	coefficients,	p-values	and	effect	size	are	presented.		
	
Potential	Clients	Data	Analysis		
	

Table	4.	Main	and	Moderating	Effects	of	the	Variables	(Potential	Clients)	
	 Path	Coefficient	 P-values	 Effect	Size	(f2)	

ATB	→ Intent	1		 0.127	 0.059	 0.047	
ATB	→ Intent	2	 0.110	 0.090	 0.022	
SN	→ Intent	1	 0.134	 0.098	 0.062	
SN	→ Intent	2	 0.098	 0.117	 0.030	
PBC	→ Intent	1	 0.384	 0.000	 0.204	
PBC	→ Intent	2	 0.259	 0.000	 0.009	
HBT*ATB	→ Intent	1		 0.024	 0.387	 0.005	
HBT*ATB	→ Intent	2	 -0.068	 0.207	 0.012	
HBT*SN	→ Intent	1	 -0.25	 0.382	 0.004	
HBT*SN	→ Intent	2	 0.226	 0.000	 0.057	
HBT*PBC	→ Intent	1	 -0.127	 0.060	 0.027	
HBT*PBC	→ Intent	2	 0.150	 0.032	 0.027	
UBT*ATB	→ Intent	1		 0.064	 0.218	 0.012	
UBT*ATB	→ Intent	2	 0.063	 0.222	 0.014	
UBT*SN	→ Intent	1	 -0.108	 0.094	 0.026	
UBT*SN	→ Intent	2	 -0.247	 0.000	 0.057	
UBT*PBC	→ Intent	1	 -0.018	 0.416	 0.001	
UBT*PBC	→ Intent	2	 0.063	 0.221	 0.006	

	 	
Table	4	shows	the	results	of	the	main	and	moderating	effects	of	the	variables	present	

in	 the	 data	 collected	 from	 potential	 clients.	 Note:	 f2	 is	 the	 Cohen’s	 (1988)	 effect	 size	
coefficient:	0.02	=	small,	0.15	=	medium,	0.35	=	large.	The	p-value	reveals	the	effect	of	one	
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variable	on	another.	Effect	is	statistically	significant	if	p-value	is	less	than	0.05.	Values	in	red	
are	significant.	

Figure	3.	Graphical	Summary	of	Results	from	Potential	Clients	

As	 seen	 in	 Figure	 3,	 the	 green	 line	 indicates	 that	 a	 path	 is	 statistically	 significant	
(p<0.05).	 The	 results	 present	 that	 Perceived	 Behavioral	 Control	 (PBC)	 is	 the	 independent	
variable	that	significantly	affects	the	intention	to	avail	of	business	tools	in	general	(Intent	1)	
and	the	intention	to	avail	of	the	ICT	services	offered	by	the	company	(Intent	2).	It	should	be	
noted	that	for	the	intention	to	avail	of	ICT	services	offered	by	the	company,	Hedonic	Brand	
Trust	 (HBT)	 is	 the	 only	 significant	 moderating	 factor	 that	 strengthens	 the	 relationship.	
Additionally,	 it	 can	 be	 noted	 that	Hedonic	 Brand	 Trust	 (HBT)	 also	 significantly	 affects	 the	
relationship	 between	 Subjective	 Norm	 (SN)	 and	 Intent	 2.	 On	 the	 other	 hand,	 Utilitarian	
Brand	Trust	(UBT)	significantly	affects	Attitude	towards	Behavior	(ATB)	and	Intent	2.	
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Existing	Clients	Data	Analysis	
	

Table	5.	Main	and	moderating	effects	of	the	Variables	(Existing	Clients)	
	 Path	Coefficient	 P-values	 Effect	Size	(f2)	

ATB	→ Intent	1		 -0.233	 0.005	 0.122	
ATB	→ Intent	2	 0.266	 0.002	 0.156	
SN	→ Intent	1	 0.203	 0.012	 0.110	
SN	→ Intent	2	 0.066	 0.238	 0.037	
PBC	→ Intent	1	 0.371	 0.000	 0.237	
PBC	→ Intent	2	 0.349	 0.000	 0.223	
HBT*ATB	→ Intent	1		 -0.185	 0.021	 0.056	
HBT*ATB	→ Intent	2	 -0.264	 0.002	 0.102	
HBT*SN	→ Intent	1	 -0.224	 0.007	 0.065	
HBT*SN	→ Intent	2	 0.103	 0.131	 0.029	
HBT*PBC	→ Intent	1	 -0.369	 0.000	 0.117	
HBT*PBC	→ Intent	2	 -0.117	 0.102	 0.026	
UBT*ATB	→ Intent	1		 -0.110	 0.115	 0.034	
UBT*ATB	→ Intent	2	 -0.141	 0.062	 0.041	
UBT*SN	→ Intent	1	 0.128	 0.002	 0.040	
UBT*SN	→ Intent	2	 0.253	 0.002	 0.087	
UBT*PBC	→ Intent	1	 0.101	 0.137	 0.036	
UBT*PBC	→ Intent	2	 -0.075	 0.210	 0.026	

	
Table	5	shows	the	results	of	the	main	and	moderating	effects	of	the	variables	present	

in	 the	 data	 collected	 from	 existing	 clients.	 Note:	 f2	 is	 the	 Cohen’s	 (1988)	 effect	 size	
coefficient:	0.02	=	small,	.015	=	medium,	0.35	=	large.	The	p-value	reveals	the	effect	of	one	
variable	on	another.	Effect	is	statistically	significant	if	p-value	is	less	than	0.05.	Values	in	red	
are	significant.	
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Figure	4.	Graphical	Summary	of	Results	from	Existing	Clients	
	

As	 seen	 in	 Figure	 4,	 the	 green	 line	 indicates	 that	 a	 path	 is	 statistically	 significant	
(p<0.05).	The	results	show	that	Attitude	towards	Behavior	(ATB)	and	Perceived	Behavioral	
Control	 (PBC)	are	the	 independent	variables	that	affect	the	 intention	of	existing	clients	to	
retain	 or	 upgrade	 ICT	 services	 offered	 by	 the	 company	 (Intent	 2).	 Moreover,	 both	
moderating	variables	must	be	taken	into	consideration	when	it	comes	to	the	relationship	of	
ATB	and	Intent	2,	since	Hedonic	Brand	Trust	(HBT)	and	Utilitarian	Brand	Trust	(UBT)	have	a	
significant	effect	on	this	relationship.	
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Comparative	Analysis	
	

Table	6.	Comparative	Analysis	(Path	Coefficients	and	p-value)	
	 Potential	Clients	 Existing	Clients	

	 Path		
Coefficient	

P-values	 Path	Coefficient	 P-values	

ATB	→ Intent	1		 0.127	 0.059	 -0.233	 0.005	
ATB	→ Intent	2	 0.110	 0.090	 0.266	 0.002	
SN	→ Intent	1	 0.134	 0.098	 0.203	 0.012	
SN	→ Intent	2	 0.098	 0.117	 0.066	 0.238	
PBC	→ Intent	1	 0.384	 0.000	 0.371	 0.000	
PBC	→ Intent	2	 0.259	 0.000	 0.349	 0.000	
HBT*ATB	→ Intent	1		 0.024	 0.387	 -0.185	 0.021	
HBT*ATB	→ Intent	2	 -0.068	 0.207	 -0.264	 0.002	
HBT*SN	→ Intent	1	 -0.25	 0.382	 -0.224	 0.007	
HBT*SN	→ Intent	2	 0.226	 0.000	 0.103	 0.131	
HBT*PBC	→ Intent	1	 -0.127	 0.060	 -0.369	 0.000	
HBT*PBC	→ Intent	2	 0.150	 0.032	 -0.117	 0.102	
UBT*ATB	→ Intent	1		 0.064	 0.218	 -0.110	 0.115	
UBT*ATB	→ Intent	2	 0.063	 0.222	 -0.141	 0.062	
UBT*SN	→ Intent	1	 -0.108	 0.094	 0.128	 0.002	
UBT*SN	→ Intent	2	 -0.247	 0.000	 0.253	 0.002	
UBT*PBC	→ Intent	1	 -0.018	 0.416	 0.101	 0.137	
UBT*PBC	→ Intent	2	 0.063	 0.221	 -0.075	 0.210	
	

As	 illustrated	 in	 Table	 6,	 the	 results	 present	 that	 for	 potential	 clients,	 Perceived	
Behavioral	 Control	 is	 the	 factor	 that	 significantly	 affects	 both	 intention	 to	 avail	 business	
tools	in	general	and	intention	to	avail	of	ICT	services.	It	must	be	noted	that	for	the	intention	
to	avail	of	ICT	services,	Hedonic	Brand	Trust	is	the	moderating	variable	that	strengthens	this	
relationship.	Additionally,	 the	 study	also	 shows	 that	Hedonic	Brand	Trust	 strengthens	 the	
relationship	 of	 the	 Subjective	 Norm	 and	 intention	 to	 avail	 of	 ICT	 services	 offered	 by	 the	
company,	while	Utilitarian	Brand	Trust	was	found	to	strengthen	the	relationship	of	Attitude	
towards	 Behavior	 and	 the	 intention	 to	 avail	 of	 ICT	 services	 offered	 by	 the	 company.	 For	
existing	clients,	all	 independent	variables	have	a	significant	effect	on	the	intention	to	avail	
of	business	tools	 in	general.	Moreover,	results	show	that	Hedonic	Brant	Trust	strengthens	
the	 relationship	 of	 all	 the	 independent	 variables	with	 the	 intention	 to	 upgrade	 or	 retain	
business	 tools	 in	 general	 together	 with	 Utilitarian	 Brand	 Trust	 strengthening	 the	
relationship	between	attitude	towards	behavior	and	this	intent.		For	the	intention	to	retain	
or	upgrade	ICT	services	offered	by	the	company,	the	only	significant	independent	variables	
are	 Attitude	 towards	 Behavior	 and	 Perceived	 Behavioral	 Control.	 However,	 the	 only	
moderating	 factor	 that	 the	 results	 found	 out	 to	 be	 significant	 is	 Utilitarian	 Brand	 Trust	
strengthening	 the	 relationship	 between	 Attitude	 towards	 Behavior	 and	 the	 intention	 to	
retain	or	upgrade	ICT	services	offered	by	the	company.	
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DISCUSSION	

	
Table	7.	Summary	of	Results	vis-a-vis	Hypotheses	

	 Relationship	 Result	
(Potential)		

Result	
(Existing)	

H1:	Attitude	towards	behavior	influences	the	
intention	to	use	business	tools.	

ATB	 ->	 Intent	
1	

Not	
supported	

Supported	

H2:		Subjective	norm	influences	the	intention	
to	use	business	tools	

SN	->	Intent	1	 Not	
supported	

Supported	

H3:	 Perceived	 behavioral	 control	 influences	
the	intention	to	use	business	tools.	

PBC->Intent	1	 Supported	 Supported	

H4:	Hedonic	brand	trust	positively	moderates	
attitude	 towards	 behavior	 and	 intention	 to	
use	ICT	services	offered	by	the	company.	

HBT*ATB-
>Intent	2	

Not	
supported	

Not	
supported	

H5:	 	 Hedonic	 brand	 trust	 positively	
moderates	 subjective	norm	and	 intention	 to	
use	ICT	services	offered	by	the	company.	

HBT*SN-
>Intent	2	

Supported	 Not	
supported	

H6:	Hedonic	brand	trust	positively	moderates	
perceived	 behavioral	 control	 over	 and	
intention	 to	 use	 ICT	 services	 offered	 by	 the	
company.	

HBT*PBC-
>Intent	2	

Supported	 Not	
supported	

H7:	 Utilitarian	 brand	 trust	 positively	
moderates	 attitude	 towards	 behavior	 and	
intention	 to	 use	 ICT	 services	 offered	 by	 the	
company.	

UTB*ATB-
>Intent	2	

Not	
supported	

Supported	

H8:	 	 Utilitarian	 brand	 trust	 positively	
moderates	 subjective	norm	and	 intention	 to	
use	ICT	services	offered	by	the	company.	

UTB*SN-
>Intent	2	

Not	
supported	

Not	
supported	

H9:	 Utilitarian	 brand	 trust	 positively	
moderates	perceived	behavioral	control	over	
and	 intention	 to	 use	 ICT	 services	 offered	 by	
the	company.	

UTB*PBC-
>Intent	2	

Not	
supported	

Not	
supported	

	
The	 results	 of	 the	 data	 analysis	 supported	 only	 a	 few	of	 the	 presented	 hypotheses.	

Most	 of	 the	 hypotheses	 that	 were	 supported	 by	 the	 results	 are	 for	 existing	 clients.	 For	
potential	 clients,	 the	 variable	 that	 was	 significant	 in	 influencing	 their	 intention	 to	 use	
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business	tools	is	perceived	behavioral	control.	The	researchers	suggest	that	this	is	because	
the	 use	 of	 business	 tools	 brings	 them	 to	 unfamiliar	 ground,	 and	 it	 would	 increase	 their	
intention	to	use	business	tools	if	it	becomes	familiar	or	an	easy	direction	to	proceed	with.	
Also,	 it	 is	 supported	 that	 hedonic	 brand	 trust	 positively	 moderates	 the	 relationship	
between	 subjective	 norm	 and	 intention	 to	 use	 ICT	 services	 offered	 by	 the	 company.	
Hedonic	 brand	 trust	 refers	 to	 emotions	 of	 an	 individual	 regarding	 the	 attractiveness	 and	
goodwill	of	the	product	(Delgado-Ballester,	2002),	whose	qualities	can	often	be	defined	by	
peers	 or	 the	 community	 that	 one	 belongs	 to,	 where	 subjective	 norm	 plays	 a	 role.	 The	
researchers	 suggest	 that	 subjective	 norm	 is	 a	 significant	 variable	 for	 potential	 clients	
because	as	business	owners,	they	evaluate	what	other	companies	or	competitors	are	doing	
that	 can	 help	 them	 improve	 their	 business	 as	 well.	 Another	 supported	 hypotheses	 for	
potential	 clients	 is	 hedonic	 brand	 trust	 positively	 moderates	 the	 relationship	 between	
perceived	 behavioral	 control	 and	 intention	 to	 use	 ICT	 services	 offered	 by	 the	 company.	
Hedonic	brand	trust	is	also	associated	to	the	emotional	security	towards	a	brand	(Delgado-
Ballester,	2002),	which	can	be	 related	 to	a	consumer	having	confidence	or	 control	over	a	
certain	action,	or	perceived	behavioral	control	(Francis	et	al.,	2006),	in	relation	to	a	brand.	
Based	on	 the	study,	 the	 researchers	 suggest	 that	hedonic	brand	 trust	 stood	out	more	 for	
potential	 clients	 because	 they	 are	 not	 users	 of	 ICT	 services	 offered	 by	 the	 company	 yet,	
which	 gives	 them	 no	 experience	 of	 the	 reliability	 of	 the	 product	 and	 rely	more	 on	 their	
affective	trust	on	the	brand.		

For	existing	clients,	it	was	supported	that	attitude	towards	behavior,	subjective	norm,	
and	 perceived	 behavioral	 control	 all	 influence	 their	 intention	 to	 use	 business	 tools	 in	
general.	 Based	 on	 literature,	 the	 researchers	 suggest	 that	 all	 variables	 were	 significant	
because	 existing	 clients	 are	 already	 using	 and	have	 benefited	 from	business	 tools,	which	
makes	them	more	positive	in	considering	retaining	or	upgrading	their	business	tools.	In	the	
existing	clients’	intention	to	use	ICT	services	offered	by	the	company,	utilitarian	brand	trust	
positively	moderates	its	relationship	with	attitude	towards	behavior.	Utilitarian	brand	trust	
refers	 to	evaluating	 the	 reliability	and	competence	of	a	product	 (Lewis	&	Weigert,	1985),	
which	can	be	related	to	a	consumer’s	beliefs	with	respect	to	the	consequences	associated	
with	 performing	 a	 behavior	 related	 to	 the	 brand,	 or	 the	 attitude	 towards	 the	 behavior	
(Casper,	 2007).	 Based	on	 the	 study,	 the	 researchers	 suggest	 that	utilitarian	brand	 trust	 is	
significant	 for	 existing	 clients	 because	 they	 can	 appreciate	 the	 reliability	 of	 ICT	 services	
offered	 by	 the	 company	more	 based	 on	 their	 experiences	 and	 on-going	 relationship	 as	
clients.	

	
IMPLICATIONS	AND	RECOMMENDATIONS	

Based	 on	 our	 data	 analysis,	 for	 potential	 clients,	 it	 was	 found	 that	 perceived	
behavioral	 control	 moderated	 by	 hedonic	 brand	 trust	 is	 the	 variable	 that	 significantly	
affects	 the	 intention	 of	 potential	 clients	 for	 availing	 ICT	 services.	 	 Therefore,	 future	
campaigns	targeting	potential	clients	should	 focus	on	their	control	beliefs	by	showing	the	
ease	 of	 incorporating	 said	 tools	 and	 associating	 this	 with	 experiential	 values	 such	 as	
feelings	of	confidence.	Meanwhile,	 for	existing	clients,	 it	was	 found	that	attitude	 towards	
behavior	moderated	by	utilitarian	brand	 trust	 is	 the	 variable	 that	 significantly	 affects	 the	
intention	 of	 existing	 clients	 for	 retaining	 or	 upgrading	 ICT	 services.	 These	 indicate	 that	
campaigns	for	existing	clients	should	focus	on	their	positive	evaluations	towards	retaining	
or	upgrading	 ICT	services	and	associate	this	with	 functional	values	such	as	 feelings	of	 the	



Asia	Pacific	Business	&	Economics	Perspectives,	Summer	2017,	5(1).	
	

	
	
120	

brand	being	reliable	and	effective.	Overall,	future	campaigns	for	the	brand	should	focus	and	
allocate	resources	based	on	the	outcomes	of	the	study.		

In	 the	 case	 of	 hedonic	 and	 utilitarian	 brand	 trust	 moderating	 the	 relationships	
between	the	independent	variables	and	their	intention	to	use	business	tools	in	general,	the	
researchers	agree	that	these	results	can	be	defined	as	spurious	correlations	based	on	past	
literatures.	 According	 to	 Burns	 (1997),	 a	 spurious	 correlation	 is	 defined	 as	 the	 result	 of	
having	the	measures	of	two	or	more	variables	statistically	related,	but	not	causally	linked.	It	
is	described	by	Pearson	(1923)	as	an	outcome	of	a	certain	standard	way	of	processing	the	
statistical	data.	It	was	suggested	by	Yule	(1995)	that	a	spurious	correlation	is	caused	by	or	
dependent	on	a	third	variable,	which	is	often	referred	to	as	a	lurking	variable.	In	the	case	of	
this	 study,	 the	 lurking	 variable	 that	 influenced	 the	 independent	 variables	 and	 their	
intention	to	use	business	tools	in	general	is	brand	trust	in	PLDT.	A	lurking	variable	can	be	a	
number	of	different	things,	as	it	is	often	not	identified	because	the	spurious	relationship	it	
produced	 was	 not	 predicted	 based	 on	 the	 observation	 of	 data	 (Aldrich,	 1995).	 The	
researchers	 suggest	 based	 on	 the	 results	 of	 the	 data	 that	 brand	 trust	 in	 PLDT	 became	 a	
lurking	 variable	 because	 it	 is	 a	 household	 name	brand	 and	 it	was	 present	 all	 throughout	
data-gathering.	A	household	name	is	referred	to	as	a	brand	name	that	a	great	majority	of	
households	 are	 very	well	 accustomed	 to.	 Being	 a	 household	 name	 is	 strongly	 related	 to	
brand	awareness,	because	it	refers	to	how	well	a	brand	can	easily	be	identified	in	different	
conditions	 (Keller,	 1993)	 on	 a	 high	magnitude	 of	 household	 consumers.	Most	 successful	
brands	 focus	 on	 increasing	 their	 household	 penetration	 in	 the	 market	 (Brusselmans,	
Blasberg	&	Lannes,	2014),	which	leads	them	in	establishing	a	household	name	brand.	In	the	
case	of	PLDT,	it	has	long	established	itself	as	a	household	name	brand	because	it	is	one	of	
the	 first	 and	 biggest	 pioneers	 in	 the	 telephone	 communications	 industry	 and	 data	
technology	 in	the	Philippines.	Because	of	this,	 it	 is	speculated	by	the	researchers	that	the	
respondents	of	the	study	associated	business	tools	to	PLDT,	which	affected	their	 intention	
to	use	business	tools	in	general.	
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