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Abstract-With respect to traditional models
projecting positive relationship between customer
satisfaction and customer repurchase behavior,
there have been a gigantic number of empirical
studies supporting this conceptual relationship.
There, however, have been a lot of investigations
postulating the weaken relationship and
insignificant associations. Some research presents
the mediating roles of customer loyalty in the
rapport. Meanwhile, some research suspects the
mediating roles of the customer loyalty.
Furthermore, recent literature specifically
displays the effect of the preference of
communication channel on customer satisfaction
and result in the customer purchase retention.
Unfair exchange induces non-satisfaction of
customer. Interestingly, previous research finds
the variety-seeking trait of customers negatively
affecting on customer repurchases. Conclusively,
the previous research shows various effects of the
various independent, mediating, and moderating
variables deviated from the conventional
relationship.

This research, therefore, aims to examine what
and why the new significant and modified
independent variables, mediating constructs, and
the moderating conditions support and reject the
traditional models. Original contributions are the
findings of the aforementioned constructs
predicting and developing the nontraditional
models by exploration research approach
conducted through observation and face-to-face
interview in the Thailand’s automobile context.
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I. INTRODUCTION

Customer repurchase is an important aspect in
marketing and business management. A number of
studies find the positive relationships between
customer repurchase and firm’s competitive
advantage [2, 9]. Previous research generally
examines the determinant factors of repurchase
behavior and finds the major roles of customer
satisfaction and loyalty [18]. In particular, prior
studies indicate the impact of satisfaction and loyalty
on increasing repurchase rate [19].

However, academics and practitioners have found
diverse results in terms of the explanation and
prediction power of satisfactions and loyalty on
repurchase response [19,17]. Specifically, the current
research has exhaustedly reviewed and found various
degree of the association between customer
satisfactions and repurchase from strong to zero
effects [19]. For example, Reichheld [8] postulates
that from 85-90% of satisfied customers with the
selected brand in automobile market, only 40%
purchase the same brand again. That is, it can be
inferred that when customer is satisfied with the
product, he/she will come back to buy the same
product again. However, some cases show that the
satisfied customer does not buy the product with
respect to his/her previous purchasing and satisfying
experiences. In other words, a high satisfaction of
customer does mnot automatically guarantee a
customer response.

Moreover, Szymanski and Henard [5] confirm the
hypothesis of the mediating roles for customer



loyalty in the relationship between customer
satisfaction and customer repurchase. Yet, Agustin
and Singh [2], argue and prove that loyalty cannot
completely predict the customer response, especially
for the condition of satisfied customer’s loyalty to
multiple brands. Furthermore, Olsen [17] indicates
that these relationships vary by industries, and
various factors. That is, the traditional association of
customer satisfaction, loyalty, and repurchases still
needs concentrated and specific examination for
obtaining a high explaining and predicting power

models [4].

This research, therefore, aims to fill the
aforementioned gaps by reviewing literature and
conducting exploratory research by in-depth
interview. In particular, with respect to the
preliminary review of literature, the current study
finds three relevant constructs; brand trust,

communication channel preference, and variety
seeking that may affect the relationships of
satisfaction, loyalty and repurchase. Thus, these
constructs are investigated in details for the context
of automobile product in Thailand. Specifically, the
research question of this study is what factor (s)
enhances the efficacy of customer satisfaction and
loyalty on repurchase behavior. With this research
problem, it can be expected for the benefit of this
study that there is a development of the traditional
model. According to this advanced model, the current
research expects to have higher power of explanation
and prediction model. Specifically, this study, by the
exploratory research, finds other variables involved
in the conventional association such as product
design, perceived brand position, word of mouth,
worthiness, switching barriers, product involvement,
customer characteristics and perceived added value.
Furthermore, practitioners in automobile business
particularly in Thailand may use the information
from this research preliminarily to make decision
what should do to improve the customer satisfaction,
loyalty and result in high repurchase.

Literature Review

II. CUSTOMER REPURCHASE

Customer retention behavior, especially for
repurchase, boosts a firm’s profitability and long-
term performance [11]. Practically, for example,
Reichheld and Sasser [7] find banks which can
reduce defections just 5% can generate 85% higher
profits. Previous research defines the repurchase’s
definition as a behavior of customer in buying the
same product or service at least one more time [10].
Similarly, Cronin, Brandy and Hult [12] indicate that
repurchase is the likelihood of using a service
provider again in the future. With respect to the
above definitions, this research accounts the customer
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repurchase as the buying one more time in the future
for both product or service and retailer.

III. CUSTOMER SATISFACTION

Satisfaction is defined as an overall post-purchase
consumption evaluation resulted from a comparison
between prior expectations and actual product and
service performance in terms of cognitive and
affective product/service components [16]. The
traditional conceptual framework indicates that
customer satisfaction can positively increase firm’s
customer loyalty, business reputation, customer
repurchase, and marketing cost reduction [18].

Satisfaction can be both a transaction-specific and
cumulative types [18]. The former is concerned the
customer response to the most recent transactional
experienced with an organization. The latter is
satisfaction with multiple components such as
product, quality, price, brand name, salesperson
trustworthiness, knowledge, after sales service [19].
This current research scopes the satisfaction
components as the two aforementioned aspects.

Customer Loyalty

Previous studies indicate that loyal customers are
willing to (1) purchase more frequently; (2) spend
money on trying new products or services; (3)
recommend products and services to others; and (4)
give companies sincere suggestions [e.g.,19]. Thus,
customer loyalty enhances the firm’s success and
profitability, and repurchases.

IV. BRAND TRUST

Brand trust is referred to the customer’s want will
promisingly be served by that brand. Specifically,
this study defines brand trust as “a feeling of security
held by the consumer in his/her interaction with the
brand, based on the perceptions of the brand’s
reliability, and responsibility for the interests and
welfare of the consumer[6].

Zboja and Voorhees [13] indicate that brand trust
is superior to customer’s satisfaction through the
functional performance of the product and its
attributes. Moreover, brand trust is recognized as a
positive antecedent of repurchase behavior [13].
Therefore, the relationship between customer
satisfaction and repurchase in this research can be
explained through brand trust working as a mediating
variable in the conventional model.

V. COMMUNICATION CHANNEL PREFERENCE

People prefer receiving messages in different ways
[1]. A question happened is that “Which is the best
communication channel for inducing customers to
purchase and repurchase?” Moreover, previous
studies find the effect of communication channel



preferences on purchase decision process, and result
in an increasing repurchase [1]. That is, this research
proposes that communication channel preference is a
mediating factor of the association between customer
satisfactions and repurchase

VI. Variety-Seeking Behavior

Variety-seeking behavior is defined as one
switching from previous choice to new ones [3].
Specifically, variety-seeking tendency is the
propensity of individuals to seek diversity in their
choices of goods or services over time by which
customers’ repurchase behavior can be affected [15].
However, the motivation theory convinces that
variety-seeking behavior is a condition of customer
profile. Thus, this behavioral construct can be
moderating variable in the relationships between
satisfactions and repurchase, and also between
loyalty and repurchase.

In summary, this current research proposes to
modify the traditional associations of customer
satisfaction, loyalty, and repurchase by adding the
mediating variables; brand trust and communication
channel preference, and the moderating variable;
variety-seeking behavior.

VII. RESEARCH METHODOLOGY

This research conducts an exploratory research in
February 2012 by pursuing in-depth interview with
12 automobile users who are in the age range of 25-
55 years old and in the working group. These twelve
samples are enough for the exploratory study in terms
of providing a preliminary insight about the research
issues and relevant consumer behaviors [14].
Research population is set as 6 age groups: 25-30,
31-35, 36-40, 41-45, 46-50 and 51-55. The sampling
method is a systematic approach to choose the
sample of automobile users by random process [20]
with every 2 prospectus showing up at the sampling
location, coffee shop. The sampling data compose of
7 males and 5 females of automobile users. The male
group is distributed in the ages of 26, 28, 33, 36, 37,
53 and 55 years old. Meanwhile, the female group is
in the ages of 31, 43, 45, 49 and 50 years old.

The researchers occupy scanning questions of “Do
you use your personal car?”, “Have you ever used
other cars before the current one?”, and “Do you take
part in making decision to buy both cars?” If the
interviewee’s backgrounds are consistent with the
scanning profiles, the researchers will conduct the
specific in-depth interview with respect to the
research question. Each informant is interviewed with
the semi-structured questions in open-ended format
on average of 25 minutes. Content analysis, and
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preliminary validity and reliability of quality
approach are applied for this survey [14].

VIII. RESULTS

This research finds various emerging variables
modifying the conventional relationships between
customer satisfaction and repurchase behaviors and
between customer loyalty and customer repurchase.
For the former association, the current research finds
the mediating variables supporting the previous
research; brand trust and communication channel
preference. Furthermore, there are two more emerged
mediating variables from the in-depth interview
composing of worthiness and switching barriers. The
moderating variables consist of product involvement,
customer  characteristics, and  variety-seeking
behavior. For the relationship between loyalty and
repurchase, the perceived added value comes to play
as mediating variable. Furthermore, this research
finds four variables; product design, word of mouth,
perceived brand position, and perceived fairness
exchange by which these variables may affect the
customer satisfaction.

IX. CONCLUSIONS

With respect to the research findings, this current
research can modify the conventional model of
customer satisfaction, loyalty and repurchase. The
two conceptual constructs proposed by the
researchers from pervious research; brand trust and
communication channel preference, are supported by
the in-depth interviews. In addition, academics are
required to conduct empirical tests for the two more
emerged mediating variables, worthiness and
switching barriers. Moreover, hypothesis tests of the
moderating roles of variety-seeking behavior, product
involvement, and characteristics of customer in the
traditional model are necessary. Also, perceived
added value mediating between loyalty and
repurchase should be focused for the empirical
survey. Practitioners can use these exploratory
findings as the concerns of marketing strategy
development for increasing repurchase rate.
Furthermore, to increase customer satisfaction,
marketers should be aware of product design, word of
mouth, perceived brand position, and perceived
fairness exchange.
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