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Abstract 

This study is carried out in Mexico with the objective to analyze empirically the role of 

education in a transforming services marketing strategies of the firms. The study is carried on in 

Mexico through pragmatic investigation among the consumers subscribing to the communication 

and entertainment services. The analysis of primary data is developed around the theory of action 

that demonstrates the skills and confidence of individuals or groups towards making decision in 

acquiring or hiring services to improve their quality of life. The results of the study reveal 

that knowledge acquired on the services and value perceived by the consumers play a key role in 

determining the intentions to purchase services. This study meticulously shows several 

arguments on how consumers with a high level of education scrutinize the benefits offered by the 

firms, marketing their communication and entertainment services, and building their value 

propositions on the services bought or contracted. 
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Introduction 

Most firms are shifting their marketing philosophy to customer orientation by offering 

quality services in order to acquire and retain customers in increasing global 

competition.  Through building personal relationships with the existing and potential customers, 

firms look towards inculcating the customer loyalty. However, developing relations appears to be 

challenging with educated customers as they are inquisitive, explorative, and meticulous in 

seeking information and solutions through services offered by the firms. Customer centric firms 

focus on providing the customer services across the table giving access to comprehensive 

information that can satisfy the emerging issues of the customers. In services marketing firms, 

loyalty is influenced by the existing knowledge of consumers and was found to be positively and 

significantly related to quality of information, right to information, and organizational 

competencies. Customer education was found to be positively associated with customer 

knowledge or expertise on the products or services. The customer’s education significantly 

affects customer loyalty and service quality delivered by the firms (Bell and Eisingerich, 2007).  

Service quality has attracted considerable attention among the global firms, and marketing 
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services to consumers with a high education profile has been considered as a value driven 

strategy by the firms to serve the premium and middle level consumer segments. It is argued that 

consumer education is a powerful quality that enables marketing strategy in a variety of service 

contexts to stay competitive and derive higher customer values (Burton, 2002).  

This study analyses empirically the role of education in transforming services marketing 

strategies of the firms. The basic argument laid in this paper is that the level of education among 

consumers empowers the consumers’ behaviour of acceptance or rejection to the services offered 

by the firms based on the knowledge, peer experience, brand value, competitive advantage, and 

operational efficiency of the services. This study meticulously shows several arguments on how 

consumers with high level of education scrutinize the benefits offered by the firms marketing 

their communication and entertainment services, and build their value propositions on the 

services bought or contracted. This paper explores the moderating effects of the increasing levels 

of customer expertise, which is seen as the outcome of customer education on the relative 

importance of service quality delivered in determining the customer value. The article 

contributes to the existing literature as no substantial research has been contributed so far 

towards measuring the relationship between the level of education and effectiveness of 

marketing of services in Mexico.  

Review of Literature and Framework of Hypotheses 

In marketing of services, the fairness that includes distributive fairness, procedural 

fairness and informational fairness is positively related to customer satisfaction. These factors 

are more critical to in-depth analysis by customers having a high level of education as well as 

product specific knowledge. In the process of services delivery to adaptation, trust is identified as 

the key mediator of fairness, leading to customer satisfaction and generating long-term value 

(Zhu and Chen, 2012). In a competitive marketplace firms tend to develop customer oriented 

strategies and stay compatible to the customers’ knowledge. Service-driven market orientation 

strategy consists of six components comprised of customer orientation, competitor orientation, 

inter-functional orientation, performance orientation, long-term orientation, and employee 

orientation that have a significantly strong and positive relationship with service quality (Voon, 

2006). Consumer education programs can provide significant benefits, including identification of 

market information, complaint and consumer redress procedures, and understanding a more 

technology-based consumer environment (Oumlil and Williams, 2000). Hence, in view of the 

above discussion, the hypothesis can be structured as: 

 

H1: Consumers intend to acquire comprehensive knowledge on the contracted services 

to monitor the efficiency of services delivery  

 

The focus of consumer education in the global market environment has significant impact 

on the services industry. Firms involved in managing resources or designing options, from which 

consumers make choices, are in a much better position to influence how social, cultural and 

environmental resources are used. In order to actualize this potential, the firms position their 

services in congruence to the consumer education and develop self-efficacy, capacity for 

effective advocacy, and interdisciplinary collaboration. Firms also help in raising consumer 

awareness and the services quality of firms, and social and moral responsibilities associated with 

professional practice (Sibbel, 2009). Firms delivering services influence the degree of quality of 

services in references to the education of consumers, skills, and cognitive abilities toward 
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reviewing the efficiency of services. Thus, services marketing firms try to build co-shopping and 

co-reviewing with customers of different levels of education (Sabrina, 2005). It has been 

observed that often consumers with a high level of education develop negative perceptions on 

services marketing firms. These consumers resist the services firm’s deceptive practices 

(perceived deception) on consumer's relational variables (satisfaction and loyalty intentions to 

the online retailer). Also, the level of education in consumers plays moderating role in 

determining consumer attitude toward the Internet (Sergio, 2010). Therefore, the following 

hypothesis is posited: 

 

H2 (a): Higher knowledge on the contracted services drives consumers to demand a better 

quality of services  

 

Consistent with prior research, this study shows that self-assessed knowledge is strongly 

linked to the consumer’s use of personal sources of information including internal memory 

searches and word-of-mouth communication. Conversely, objective knowledge seems to have a 

positive impact on the consumer’s motivation to seek external information (e.g. newspaper 

articles, mass media sources) about the service provider (Mattila and Wirtz, 2002). High power 

consumers feel more positive emotions, less negative emotions and greater satisfaction than low 

power consumers, but there was no difference in the expressivity of emotions. Emotion-

expression mediated the relationship between emotions and satisfaction for high power 

consumers but not for low power consumers (Menon and Bansal, 2007). Therefore, based on the 

foregoing review of the literature and previous research, the following hypothesis is advanced: 

 

H2 (b): Consumers tend to acquire information on services to empower consumers for 

assessing the quality of services to enhance satisfaction on services 

delivered. 

 

The pricing of services is a sensitive determinant in buying decisions among consumers.  

Services should be priced in a way that reflects the customers' price sensitivity, the nature of the 

transaction and its cost, and the value of information. The pricing should also reflect the four 

characteristics of services: intangibility, perishability, lack of standardization, and inseparability 

of production and consumption. By analyzing the value of information, consumers' price 

sensitivity, and transaction costs other than search costs against the attributes of services offered, 

firms could make more profitable pricing decisions (Taher and Basha, 2006). It is very difficult 

for large-scale retailers to price thousands of items dynamically reflecting all constraints and 

policies. To solve this problem, a combined model approach may be adapted that contingently 

selects appropriate pricing models and integrates them. Consumers acquire knowledge through 

the competitor-referenced pricing and demand-driven pricing dynamics in the market. In 

reference to the above discussion, a hypothesis may be framed as: 

 

H3: Consumers are sensitive to the price of services and express their perceptions 

among peers on purchase intentions 

 

Consumers with a good level of knowledge and education perceive that quality is the key 

to assessing whether or not the industry provides the desired service. Consumers hold the key to 

business survival and success. However, there is a gap between managers’ perceptions of 
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consumers’ expectations and actual consumers’ expectations. The main implication for the 

digital entertainment and communication industry is for managers to develop strategies which 

will meet consumers’ expectations of service quality. The knowledge-based service automation 

system incorporates various artificial intelligence technologies such as case-based reasoning, 

which is used for achieving four perspectives of knowledge acquisition, service logistics, and 

service automation and performance measurement, respectively (Cheung et al, 2006). 

Customers’ knowledge and expectations on services quality are interrelated. Consumer 

expectations are positive predictors of perceived service quality (i.e. higher expectations lead to 

higher perceptions of quality) while the relationship between expectations and perceived service 

quality is stronger in the competitive marketplace than in niche markets (Hamer, 2006). In view 

of the discussion in the pre-text, the hypothesis advanced is: 

 

H4:  As consumers acquire a higher knowledge on the services contracted, they become 

more conscious of the quality of the services 

Study Design 

In order to measure the interrelationship between the knowledge of consumers and 

services quality in the telecommunication and entertainment firms, respondents including both 

men and women between the age group of 25-60 years were selected.   The study was conducted 

among the customers of 2 major firms in each telecommunication and satellite entertainment 

service provider firms. The selected firms for the study were catering to consumers of the A/B, 

C+ and C demographic segments. The data was collected on 31 variables that were closely 

related towards influencing the information and knowledge building, services efficiency, and 

cognitive attributes of consumers. These variables include various perspectives of consumer 

knowledge, empowerment, brand value, services delivery, services efficiency, and consumer 

satisfaction in marketing of services to consumers for gaining optimal market share of firms.  

Data was collected from 247 respondents purposively selected, who were the customers of the 

selected services companies in Mexico City, administering a semi-structured questionnaire.  Men 

constituted 46.16 percent and women represented 53.84 percent of the total sample respondents.  

The data of 22 respondents (8.90 percent of total sample size) were omitted from the data 

analysis due to paucity of information. The respondents were involved in buying products and 

services from the telecommunication and satellite entertainment service provider firms in 

Mexico. In all, the data of 225 observations were analyzed in the study. It has been found that the 

overall response rate in the survey was 91.03 percent. The data collected from respondents were 

tested for its reliability applying the Cronbach Alfa test. Variables derived from test instruments 

are declared to be reliable only when they provide stable and reliable responses over a repeated 

administration of the test. The test results showed high reliability  81.0  on an average for all 

observations included for analysis in reference to all variables pooled under different segments. 

All reflective constructs for all variable segments of the study were analyzed through the 

factor analysis model as a single confirmatory test. The goodness-of-fit statistics1 comprising 

                                                 
1 The goodness-of-fit statistics that the Tucker-Lewis index (TLI) also known as the Bentler-Bonett non-normed fit 

index (NNFI), comparative fit index (CFI) and incremental fit index (IFI) tend to range between 0 and 1, with values 

close to 1 indicating a good fit.  The TLI (NNFI) has the advantage of reflecting the model fit very well for all sample 

sizes. It is observed in past empirical studies these indices need to have values above 0.9 before the corresponding 

model can even be considered moderately adequate. 
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chi-square statistics (6.31), root mean square error of approximation (0.158), Tucker-Lewis fit 

index (0.725), comparative fit index (0.831) and incremental fit index (0.714) indicate that the 

model used for analysis in the study fits the data adequately. All variables were loaded 

significantly on their corresponding segments which revealed significant p-value at 0.01 to 0.05 

levels. The data collected from respondents was tested for its reliability applying the Cronbach 

Alfa test. Variables derived from test instruments are declared to be reliable only when they 

provide stable and reliable responses over a repeated administration of the test. The test results 

showed acceptable reliability level  722.0  on average for all observations included for 

analysis in reference to all variables pooled under different segments. 

Ordinary Least Square (OLS) method to measure the customer value for buying in 

shopping malls (dependent variable) in reference to the above discussed physical, cognitive and 

economic variable (independent variables) has been computed using the construct as below: 

 
𝑆𝑒𝑓𝑓

𝑗𝑡𝑖
=  𝛼 + 𝛽1(𝐶𝑘𝑛𝑜

𝑖 ) + 𝛽2(𝑄𝑠𝑒𝑟
𝑖 ) + 𝛽3(𝑆𝑑𝑒𝑙

𝑖  ) + 𝛽4( 𝐵𝑠𝑝) + 𝛽5(𝑅𝑏𝑠) + 𝛽6(𝐶𝑏𝑖) + 𝛽7(𝐶𝑠𝑎𝑡) + 𝛽8(𝐶𝑠𝑤𝑡) + 𝜀          

  

The error term is denoted by   in the above equation. The model explains that the service 

efficiency stimulates purchase intentions of consumers in reference to consumer knowledge, 

services attraction, and the value for money. However, services efficiency generates brand 

reputation and consumer loyalty in the competition marketplace.  

Results and Discussion 

The data analysis has been carried on using AMOS 19 version. It has been observed 

during the study that the firms offering entertainment and telecommunication services in the 

study region do not educate the consumers prior to selling the services. On the contrary, 

inquisitive consumers get themselves educated on the services offered by the firms in acquiring 

knowledge from the available resources, such as information available on the internet, social 

media, and through peer interactions on buying experiences. The estimation of the constructs has 

been carried out using the OLS equation and the results of estimations are exhibited in Table 1. 

A large number of consumers contract the entertainment services through telemarketing. 

Consumers are attracted towards the entertainment(𝛾1 = 0.731, 𝑝 < 0.01) and 

telecommunication (𝛾1 = 0.742, 𝑝 < 0.01)services contracted as customer services offered 

through telemarketing are trustworthy.  The innovation and technology associated with the 

services stimulate purchase intentions of consumers and drive buying decisions on entertainment 

(𝛾2 = 0.834, 𝑝 < 0.01)  and telecommunication (𝛾2 = 0.851, 𝑝 < 0.01) services offered 

through telemarketing. It has been observed that the marketing of entertainment services through 

virtual shops is less preferred by the customers as time taken for delivering entertainment 

services (𝜇𝑏´ = 0.439, 𝑝 < 0.05) through the virtual platform is longer and faulty while 

consumers do not prefer to stand on long queues  (𝜇𝑏´ = 0.280, 𝑝 < 0.10) in the customer 

service centers to contract telecommunication services. However, analyzing information 

available on the internet about the services in order to build purchase intention by the consumers 

for entertainment  (𝜇𝑘 = 0.535, 𝑝 < 0.05) and from the customer service centers for 

telecommunication services  (𝜇𝑘 = 0.591, 𝑝 < 0.05) has a significant impact on gaining 

knowledge on the services offered. The behavior of consumers towards buying entertainment 

(𝛾3 = 0.633, 𝑝 < 0.01) and telecommunication (𝛾3 = 0.737,   𝑝 < 0.01) services is highly 

influenced by the operational efficiency of services when contracted through telemarketing as 
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compared to the other marketing outlets. It has been observed during the study that consumers 

under low-involvement conditions tend to reach deeper levels of information processing that 

develop lower levels of buying arousal among consumers. Involvement is a complex construct 

which encompasses many different dimensions such as value for money, competitive advantage, 

perceived risk and customer service. Each of these dimensions lead to different effects, and 

comprehension of the advertising message also determines the extent of information processing. 

 

Table 1 Estimations of Structural Equations ((n=225) 

Services Segments 
Parameters 

𝑪𝒔𝒂𝒕
𝒊𝒕   1   2   3      b  (𝝁𝒌) SE 

Chi-

Squar

e 
Shopping 

Clusters 

Respondent

s 

ENT-TM 186 0.669* 0.731* 0.834* 0.633* 0.633* 0.724* 0.622* 2.914 84.06 

ENT-VS 21 
0.481*

* 0.249 0.392** 0.422*

* 0.522** 0.439*

* 0.535* 4.618 11.72 

TELCO-TM 165 0.751* 0.742* 0.851* 0.737* 0.737* 0.712* 0.521*

* 2..487 76.20 

TELCO-CSC 74 0.314+ 0.331** 0.472** 0.191 0.391** 0.280+ 0.591* 1.466 97.44 

ENT-TM= Entertainment services purchased through telemarketing  

ENT-VS= Entertainment services contracted through virtual shops 

TELCO-TM = Telecommunication services purchased through telemarketing 

TELCO-CSC= Telecommunication services contracted through customer services center 

    

 *p < 0.01, ** p <0.05, +p <0.10, SE= Standard Error  

The sum of number of respondents in column 2 exceeds the total respondents as same respondents have contracted 

for more than one service  

 

  

The results presented in Table 1 indicate that consumers with acquired knowledge on 

services intending to purchase, measure the level of satisfaction (𝐶𝑠𝑎𝑡
𝑖𝑡 ) by analyzing the trust in 

service provider, innovation and technology inputs in the services offered, and the degree of 

operational efficiency. The results indicate that the level of customer satisfaction of the services 

procured is higher in telemarketing channel for entertainment (𝐶𝑆𝑎𝑡
𝑖𝑡 = 0.669, 𝑝 < 0.01) and 

telecommunication (𝐶𝑆𝑎𝑡
𝑖𝑡 = 0.751, 𝑝 < 0.01) services as compared to other marketing outlets.  

However, consumers attempt to acquire information from alternate sources, most effectively 

through word of mouth for analyzing efficiency of services offered. Accordingly, consumers 

reach deeper levels of information processing under low involvement using their knowledge on 

sales promotions to determine the level of perceived risk. Mexican services firms operate in 

restrained market competition and cannot afford losing a customer. Hence, orders for services 

are randomly accepted in order to keep serving the customer. As a result, and as an effort to 

compensate for possible financial losses due to this volatility, the Mexican retail services 

segment, as a common practice, takes on more work orders than they can normally complete on 

time causing dissatisfaction among consumers and trigger switching behavior. In view of the 

above analysis, the results have been found consistent with hypotheses H1, H2(a) and H2(b).   
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Table 2:  Impact of Consumer Education on Services Purchase Intentions (n= 225) 

 

Analytical variables 
Services shopping clusters 

ENT-TM ENT-VS TELCO-TM TELCO-CSC 

Consumer knowledge on services (𝑪𝒌𝒏𝒐
𝒊 ) 0.619* 0.358** 0.611* 0.736* 

Perceived quality of services (𝑸𝒔𝒆𝒓
𝒊 ) 0.671* 0.229 0.717* 0.813* 

Delivery of  contracted services (𝑺𝒅𝒆𝒍
𝒊 ) 0.425** 0.342+ 0.756* 0.722* 

Knowledge on price advantages (𝑩𝒔𝒑) 0.623* 0.184 0.845* 0.616* 

Awareness on brand reputation of services  (𝑹𝒃𝒔) 0.615* 0.187 0.317+ 0.554* 

Purchase intention of consumers (𝑪𝒃𝒕) 0.630* 0.284+ 0.561** 0.417* 

Constant 0.1439 0.2215 0.3499 0.1079 

2R  0.573** 0.193* 0.796* 0.513** 

a =Variables are described in equation (5) 

*p < 0.01, ** p <0.05, +p <0.10 

 

The impact of consumer education on purchase intentions of services through different 

channels has been analyzed in reference to the data on various functional variables in Table 2. 

Consumers who have an updated knowledge on the services which they intend to contract, 

expect a higher quality of service. However, the perceived quality of service among consumers 

differs across the service channels. The results exhibited in Table 5 indicate that perceived 

services quality in all services marketing channels is statistically significant except on virtual 

channels for purchasing entertainment services (𝑄𝑠𝑒𝑟
𝑖 = 0.229).  However delivery of 

telecommunication services were found significant through the telemarketing (𝑆𝑑𝑒𝑙
𝑖 = 0.756, 𝑝 <

0.01) and customer services centers (𝑆𝑑𝑒𝑙
𝑖 = 0.722, 𝑝 < 0.01). Consumers acquire adequate 

knowledge on services pricing from all marketing channels to determine their purchase intention. 

The results presented in the above Table indicate that the higher the price advantages of 

services [ENT − TM(𝐵𝑠𝑝 = 0.623, 𝑝 < 0.01)] the stronger the purchase intentions [ENT −

TM(𝐵𝑠𝑝 = 0.630, 𝑝 < 0.01)] in entertainment service products. Similar inference can be drawn to 

measure the purchase intentions of consumers towards telecommunication services through the 

telemarketing [TELCO − CSC(𝐶𝑏𝑡 = 0.561, 𝑝 < 0.05)]channel and customer service 

center [TELCO − CSC(𝐶𝑏𝑡 = 0.617, 𝑝 < 0.01)] . Consumers also gain awareness about the brand 

reputation on services offered to determine their purchase intentions.  Hence, the results 

discussed above are consistent with the hypotheses H3(a), H3(b), and H4(b). 

Managerial Implications  

Consumer education can be used by the service delivery firms as an effective and viable 

tool to implement marketing strategies. However, some corporations use consumer education to 

motivate self-promotion, advertising and build self-reference criteria to help consumers in 

strengthening their purchase intentions. The consumer education programs have the potential to 
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benefit consumers and enhance social and brand value of the services. Consumer education and 

counseling should be introduced by the services firms for specific services like health, education, 

telecommunication, finance etc. Such support on consumer education would enhance 

information analysis and decision making abilities. Most of the services firms are of the view 

that there exists a high demand for services like entertainment, telecommunication, transport, 

education, health, banking, and insurance and believe that services can be sold easily to the 

stressed consumer, which is not a correct notion in the growing market competition. However, 

marketing professionals have often oversimplified the problem of building successful services 

brands by educating the consumers on the services offered by the firm, customer relations can 

play an important strategic role. Strong service brands can be built by co-creating with 

consumers and this process demands enormous awareness of services offered, corporate 

reputation, and competitive advantage.  

Conclusion 

The results of the study reveal that consumers intend to acquire comprehensive 

knowledge on the contracted services to monitor efficiency of services delivery and as 

consumers acquire higher knowledge on the contracted services they intend to demand better 

quality of services. The study observed that consumers are sensitive to the price of services and 

express their perceptions among peers on purchase intentions. However, consumers who are 

dissatisfied with the services offered are induced to switch the services from the present service 

provider. The study reveals that most services marketing firms do not give priority to the 

consumer education on services and refrain from complying with the pre-sales promises that 

prompts switching behavior among the consumers.  The study suggests that services firms should 

develop sustainable services packages by integrating public information on services, competitive 

advantages, and social values of services offered by the firm, co-creating with consumers for 

delivering higher satisfaction to consumers. The discussions in the study also divulge that 

purchase intentions on services are largely driven by services attractions, inter-personal 

influences, consumer-employee relations and comparative gains. Major factors that affect 

shopping purchase intentions include services innovation and technology, services upgrades, 

virtual support, brand value, and price. Like many other empirical studies this research might 

also have some limitations in reference to sampling, data collection and generalization of the 

findings. The samples drawn for the study may not be enough to generalize the study results.  
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education in a transforming services marketing strategies of the firms. The study is carried on in 
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Résumé 

 

Cette étude est réalisée au Mexique avec pour objectif d'analyser empiriquement le rôle de 

l'éducation dans les stratégies transformationnelles du marketing des services des entreprises. 

L'étude se déroule au Mexique grâce à une enquête pragmatique parmi les consommateurs qui 

s'abonnent aux services de communication et de divertissement. L'analyse des données primaires 

est développée autour de la théorie de l'action qui démontre les compétences et la confiance des 

individus ou des groupes pour prendre des décisions en matière d'acquisition ou de recours aux 

services pour améliorer leur qualité de vie. Les résultats de l'étude révèlent que les connaissances 

acquises sur les services et la valeur perçue par les consommateurs jouent un rôle clé dans la 

détermination des intentions d'achat des services. Cette étude regroupe méticuleusement 

plusieurs arguments sur la façon dont les consommateurs ayant un niveau élevé d'éducation 

scrutent les avantages offerts par les entreprises qui commercialisent leurs services de 

communication et de divertissement et développent leurs propositions de valeur sur les services 

achetés ou contractés. 

 

Keywords: Connaissances des consommateurs, intention d'achat, comportement du 

consommateur, efficacité opérationnelle, marketing des services, Mexique 
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Resumen 

 

Este estudio se realiza en México con el objetivo de analizar empíricamente el rol de la 

educación en las estrategias de comercialización de servicios transformadores de las empresas. El 

estudio se realiza en México a través de la investigación pragmática entre los consumidores que 

suscriben los servicios de comunicación y entretenimiento. El análisis de los datos primarios se 

desarrolla alrededor de la teoría de la acción que demuestra las habilidades y la confianza de los 

individuos o grupos hacia la toma de decisiones en la adquisición o contratación de servicios para 

mejorar su calidad de vida. Los resultados del estudio revelan que el conocimiento adquirido sobre 

los servicios y el valor percibido por los consumidores juegan un papel clave en la determinación 

de las intenciones de compra de servicios. Este estudio enumera meticulosamente varios 

argumentos sobre cómo los consumidores con alto nivel de educación analizan los beneficios que 

ofrecen las empresas que comercializan sus servicios de comunicación y entretenimiento, y 

construyen sus propuestas de valor sobre los servicios comprados o contratados. 

 

Palabras Clave:  conocimiento del consumidor, intención de compra, comportamiento 

del consumidor, eficiencia operativa, mercadeo de servicios, México. 
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 ملخص

  

في المكسيك للتحليل باستخدام التجربة دور التعليم في تحويل استراتيجيات تسويق الخدمات للشركات. وتم ريت هذه الدراسة أج

تنفيذها في المكسيك من خالل تحقيق براغماتي بين المستهلكين المشتركين في خدمات االتصاالت والترفيه. طورت البيانات 

ض المهارات وثقة األفراد والمجموعات تجاه إتخاذ القرار في توظيف األولية التي تم تحليلها حول نظرية العمل التي تستعر

 الخدمات او التعاقد معها لتحسين نوعية حياتهم.

نتائج الدراسة باحت بأن المعرفة المكتسبة عن الخدمات والقيمة التي يُنظر إليها من قبل المستهلكين تلعب دوراً هاماً في تحديد 

سة تَُصنِف بوضوح اآلراء المختلفة حول كيفية قيام المستهلكين ذوي التعليم العالي بفحص الفوائد نوايا شراء الخدمات. هذه الدرا

المقدمة من الشركات خالل تسويقهم لخدماتهم الترفيهية والتكنولوجية، وبناء مقترحاتهم القيمة على الخدمات التي تم شراؤها أو 

 التعاقد عليها.

 

 الكلمات المفتاحية: معرفة المستهلك، نوايا الشراء، سلوك المستهلك، كفاءة اإلنتاج، تسويق الخدمات، المكسيك. 
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Abstract 

 

Questo studio si è sviluppato in Messico con l’obiettivo di analizzare empiricamente il 

ruolo della formazione nel trasformare le strategie di marketing delle aziende. Lo studio è 

sviluppato in Messico attraverso ricerche pragmatiche fra i consumatori che si abbonano a 

servizi riguardanti la comunicazione o intrattenimento. L’analisi dei dati primari è sviluppata 

attorno alla teoria dell’azione che dimostra le capacità e la fiducia degli individui o gruppi di 

persone verso il prendere decisioni o l’acquisizione di servizi per migliorare la qualità della vita. 

I risultati dello studia rivelano che il sapere acquisito sui servizi ed il valore percepito dai 

consumatori hanno un ruolo chiave nell’inquadrare l’intenzione all’acquisto di servizi. Questo 

studio mette in linea in modo metodico vari temi a supporto di come consumatori con un alto 

livello di educazione analizzano i benefici offerti dalle aziende di marketing riguardanti la 

comunicazione e i servizi di intrattenimento, e generano una inquadratura del valore sui servizi 

acquistati o a cui ci è abbonati. 

 

Keywords: il sapere dei consumatori, intenzione di acquisto, comportamento dei 

consumatori, efficienza nelle operazioni, marketing nei servizi, Messico 
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摘要 

 

本研究以墨西哥为研究对象，目的在于实证分析教育在企业传递服务营销战略中的角

色。本研究在墨西哥展开，实地调研体验过通讯和娱乐服务的消费者。对原始数据的分析

是围绕着行动理论展开的，该理论阐述了个体或群体以提高生活质量为目的而获取或雇用

服务进行决策时的技能和信心。研究结果表明，消费者在服务中获取的知识和消费者感知

价值在消费者的购买服务意向中扮演关键角色。本研究详细阐述了高学历消费者如何审视

企业营销传播和娱乐服务所提供的利益，以及如何对购买或签约服务进行价值定位。] 
 

Keywords: [关键词，消费者知识，购买意向，消费者行为，运营效率，服务营

销，墨西哥] 
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