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ABSTRACT

The aim of this study was to examine the factoed thfluence consumer buying
behaviour on household products in Dar es Salad&®. Ftudy specifically sought to
answer research questions related to the influeatesocial and cultural,

psychological/personal class, demographic and epandactors on consumer
buying behaviour on household products. The strdployed a Descriptive design.
A total of 70 questionnaires were distributed te tbspondents. However, only 57
(81.4%) respondents participated in this study.s€hparticipants were selected
using purposive sampling methods to ensure paaiit§o meet the criteria for the
study. Data were collected using mainly questiomsaiand interviews but also
methods of observation and documentary reviews weee to supplement collected
data as required. Theories and literatures relatngonsumers’ buying behaviour
were reviewed and summarized and used to develogneeptual framework, the
questionnaire and interviews for studying consumdnsying behaviour on

household products on supermarkets. The findinghisefstudy did not show wide
variations to studies conducted in other places liedatures. The majority of

respondents agreed that social cultural factong;hmdogical/personal class factors,
demographic factors and economic factors influecamesumers buying behaviour
on household products on supermarkets. The studymaends attention should put
on social cultural, psychological/personal, dempgia and economic factors while

developing, pricing, distributing and communicatprgducts.
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CHAPTER ONE

INTRODUCTION AND BACKGROUND TO THE STUDY

11 Introduction
This is an introductory chapter. It provides thekzaound of the study, statement of
the problem, research objectives, research questsignificance of the study, scope

and limitation of the study and organization of sedy.

1.2 Background to the Study

Understanding and predicting the nature of consumsponses is vital to the
evaluation of the resulting costs and benefits. dsonderstanding of the consumer
choice behaviour for an innovative product alsovjgles an insight for the proper
development of product or service design, pricitigtegy, distribution-channel and

communication-strategy selection (Louviere, Henstmel Swait, 2000).

Consumer behaviour focuses on how individuals ma&eisions to spend their
available resources (time, money, effort) on consion-related items (Schiffman
and Kanuk, 2007). In addition, consumer behavioay be defined as the process
and activity when the consumers use to evaluateshpge or dispose goods and

services to satisfy their needs (Solomon, 2002).

Aaker (1997) asserts that there are many reasteted to consumer behaviour and
why people buy or do not buy a product. Accordiadhim, such reasons could be
related to quality of the product, shelf positiamd advertising. If consumers have

not created an attitude towards certain productsrands and are not motivated or



able to create their positions, they derive besdfitm the decision-making strategy
based on the attributes of products or brands)(iBidese heuristic strategies are not
compensatory because a high score of one attrdaneot compensate a low score
on other characteristics. It means that everyhbattei is compared separately and
compromises among the single attributes not touiarpconsideration (Schiffman

and Kanuk, 2007).

A company may think that if it can provide the getfproduct to the customers, they
will buy it. Many customers portray brand loyaltyetefore sometimes the good
products cannot be competing with the good bramuwvever, factors influencing
consumer behaviour are not only the product itsetfalso advertising, which can be
one of the most important factors affecting purai@asiecision. Typically, every
company realizes an essential of advertising as #ghown in the profit and loss
statement. Moreover it is noticeable that budgetftvertising is always high. It is a
well-known fact that advertising plays an importante in people's daily lives

(Solomon, 2002).

1.3  Statement of the Problem

Consumers buying process is complicated. It dependseveral factors basing on an
individual or the community. Good understandingcohsumers choice behaviour
on products provide an insight for producers ankrsefor the proper development
of products, pricing strategy, distribution chanreid communication strategy
selection and hence satisfying their consumersiacr@¢ase sales (Louviere, 2000;

Salomon, 2002 and Schiffman and Kanuk, 2007).



Business trends in Dar es Salaam shows an incres®mpeting companies
offering household products at competitive pricdse establishment of large
supermarkets like TSN, Imalaseko, Shoprite, Uchudakumatt and Game sheers
light on the seriousness of competition. These soakets do not meet their
performance expectations (Mugacha, 2013). Supeetsrére facing formidable
challenge of reaching out to the mass market maielsted to shortcomings in
infrastructure but also their ability for providirggpods that are required by the mass
need to be considered. Poor performances of supleeinstores on the market can
lead them to encounter losses, closed and heneet dffie national economy

(Mkanda, 2009).

Strategies implemented by businesses, includingersugrkets, to improve their
performance and influence sales in Tanzania, heesly on marketing campaigns to
cope with the existing competition and performahaethese marketing campaigns
are still futile due to lack of knowledge and urslanding of their consumers and

their buying behaviour.

Many businesses, including supermarkets, nowadeysaianed at satisfying their
customers, not knowing consumers buying behaviour fail to satisfy their
consumers needs, hence affect their profitabitgl¢mon, 2002). There are limited
studies available that clearly identify the facttirat influence the consumers' buying
behaviour on household products in Dar es Salaaost df these studies available
are focused on brand choices, and non - consunwalsdauying behaviour (Sanga,

2007; Barakaeli, 2008 and Mkanda, 2009).



The aim of this study was to bridge the gap by erarg the factors that influence
consumers' buying behaviour in Tanzania particylan household products since it
is equally important to understand what compel ¢besumer to actually make a

purchase, as opposed to just generating interest.

1.4  Objectives of the Study
1.4.1 General Objectives
The general objective of this study was to examtine factors that influence

consumer buying behaviour on household produdBaines Salaam.

1.4.2 Specific Objectives

Specifically, the study had the following objecsve

() To examine the extent to which social and cultfaators influence consumer
buying behaviour on household products.

(i) To determine the extent to which psychological/pe&s class factors influence
consumer buying behaviour on household products.

(i) To determine the extent to which demographic faciafluence consumer
buying behaviour on household products.

(iv) To examine the extent to which economic factofié@mce consumer buying

behaviour on household products.

15 Research Questions
This study was guided by the following questions:
() To what extent do social and cultural factors ieflae consumerbuying

behaviour on household products?



(i)  To what extent do psychological/personal classofacinfluence consumer
buying behaviour on household products?

(i) To what extent do demographic factors influencesoamer buying behaviour
on household products?

(iv) To what extent do economic factors influence coresubuying behaviour on

household products?

1.6  Significance of the Study

The findings of this research are of interest tdicgoanalysts, decision makers
marketing managers in their efforts to formulatdigges and make decisions that
impact positively on consumers' behaviours motoral approaches and retain more
loyal employees. It is expected that the findings te study will enable
academicians and researchers to better understahdosecast not only of the
subject of purchases but also of purchasing motiwes purchasing frequency. It is
further expected that the findings of this studyl welp the household products
sellers to recognize consumer behavioural attrdoued needs, lifestyles, and
consumers' motives behind purchase and then makempmarketing-mix decisions.
This study is also for the accomplishment of MastarBusiness Administration of

the Open University of Tanzania (OUT).

1.7  Scope and Limitations of the Study
Geographically, the scope of this study was dedichito three Municipalities of
Kinondoni, llala and Temeke in Dar es Salaam. Thesaicipalities were selected

because they are on the major port city of Tanzama centre of Government



administration, industry, commerce, banking adbegit shopping malls and
supermarkets. The study was limited at examining fifictors that influencing

consumer buying behaviour on household produdBaines Salaam.

The major limitation for this study is that it wasnfined to the city of Dar es
Salaam. The city was therefore considered as a geesentation of the whole
population. Furthermore this study only researctimedconsumer buying behaviour
of household consumers goods, since the consumjpdittarn between products may
differ. Consumers show a unique buying behaviouevery single product. For

instance, the buying behaviour toward appliancH#erdifrom foods and beverages.

Also, this study was limited to Dar es Salaam carexs, since it was considered that
consumers of different parts of the country behdifferently because of the cultural
factors. Although the household consumers' good&eh#s countywide and global,
generalization of the findings of this researchdrel/Dar es Salaam is therefore not
recommended. Finally, only some social - cultuedpnomic, demographic and
psychological (personal) factors were selectedtlids study. Although there are
more types of factors which influence the consulmgying behaviour, only four
types were investigated in this study. This wasabee of time and administrative

restrictions.

1.8  Organization of the Study
This study is organized into five chapters. Chamiee introduces the study. It
presents the background of the study, statememheofproblem, objectives of the

study, research questions, significance of theystscbpe and limitation of the study



as well as organization of the study. Chapter twovipes the literature review
related to the topic under study. It defines tbg koncepts used in the study. The
chapter further presents the theoretical perspestithe empirical studies, the
research gap and the conceptual framework of tatystChapter three presents the
design and methodology used in the study. It erpldhe area of the study, the
population of the study, sampling design, dataectibn methods, data collection
instruments, data analysis procedures and valatity reliability test. Chapter four
presents the findings of the study. It also anayaed discusses the findings of the
study. Chapter five concludes the study. It pres#m conclusion and the summary.

It further offers the recommendations and areasufbher studies.



CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter provides the literature review rela@dhe topic under study. It first
defines the key concepts used in the study. It tpessents the theoretical
perspectives, empirical studies, the research gdphee conceptual framework of the

study.

2.2 Definition of Key Concepts
This section defines the key concepts used in theys These concepts are
consumers, consumer products, household, housetmidumer products and

consumers buying behaviour.

2.2.1 Consumers

Consumers (or the customers) are valuable assetsyoorganization. Consumer is
an individual or group of individuals who selectirghase, use, or dispose of
products, services, ideas, or experiences to gatestds and desires (Schiffman and
Kanuk, 2007). In other words, consumers are thentea destination of any
products or services. Organizations are strivingsdtisfy these consumers to be
profitable (ibid). The term consumer refers to ttypes of consuming units; final
consumer and organizational consumer. The finawoer (an individual, a family
or a household) differs from the organizationalszoner (a business organization, a
government agency and a non-profit-making orgaiumain terms of behaviour and

the factors affecting it. The final consumer is amjividual that purchases goods or



services for either his/her own personal use (lthes and dental treatment) or for
his/her family use (food items and carpets or a¢oustéor the house). In other words,
the goal of his/her purchases is to satisfy hisfieesonal or his/her family members
needs or wants. For the case of organizationalurnas they mostly purchase goods
such as machinery, parts, stationery, furniture arerchandise. The purpose of
purchase is to enable them to perform their funstiand to achieve their

organizational objectives such as to produce prisdand deliver services to final

consumers (Aaker, 1997 and Solomon, 2002). Thidysiacused on consumers who

bought household products.

2.2.2 Consumer Products

Consumers products are the goods and services t@isumer buys him/herself or
through others in order to use (consume) them tisfggpersonal own needs and
wants as well as his/her family's, but not to fé-$em (Lambet al, 2001). This

study adopted the same definition.

2.2.3 Household

A household consists of one or more people whoihlivihe same dwelling and also
share a meal or living accommodation. This groupeaiple may be members of the
same family or may include others nonrelatives saglservants (Haviland, 2003).

The same context was used in this study.

2.2.4 Household Consumer Products
Household consumer products are products producsalé to a consumer for use in

the household or for the personal use, consumpticanjoyment of a consumer in a
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household. These household consumer products madiudable and non-durable
products. Durable goods have a significant lifespsumally more than one year such
as kitchen utensils, air conditioners, and sofas. te other hand, non-durable
products are those purchased for either immedis¢eon to keep it for every short
span of life. Examples of non-durable goods are fb@verages, clothing, shoes and

gas (Schiffman and Kanuk, 2007).

2.2.5 Consumers' Buying Behaviour

One of the present fundamental presumptions focémsumer behaviour is the fact
that people often buy products not because of thmgin functions but for their
subjectively perceived value. It does not mean gratlucts' basic function is not
important, but that the today's role of productemds its service limits (Salomon,
2002). Consumer behaviour is the study of whery, Wbw, and where people do or
do not buy a product. It blends elements from pshady, sociology, social
anthropology and economics. It attempts to undedsthe buyer's decision making
process, both individually and in groups. It stedi&haracteristics of individual
consumers such as demographics and behaviourahbiesi in an attempt to
understand people's wants. Such understandingpisriemt to companies, especially
in the eve of the competition. Factors affectingnstomer buying behaviour are

varied and not standardized (ibid).

Consumer buying behaviour is mostly limited by betdgy constraints and
especially when buying seems to have a small impacthe daily life and one's
lifestyle. During the sellers marketing situati@monsumers had a smaller level of

influence on the availability of household produersd for the most part had to
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contend with what was on offer (Mbura, 2014). Witbreased disposable income,
access to information and competition has empoweocegumers to demand more
and to have higher expectations, especially dutimg era of buyers marketing
situation (ibid). Consumers are no longer driverthmir needs for a product but are
instead driven by their wants which is a typicahmcteristic of the household

products market.

2.3  Theoretical Perspectives

This section presents the theoretical perspectigkged to the study. Consumer
behaviour theorists generally believe that consubehaviour theories can be
applied globally but consumer preferences and samte influenced by their cultural
background (Schutte and Ciarlante, 1998). Thergfonarketers and business
practitioners have to recognize that consumerguddts and beliefs, preferences,
needs and tastes towards certain products or serai® greatly influenced by their
culture and the society they belong to. For insagonsumers in other parts of the
globe may consider price as the most importantroétant in their decision to buy
food items, whereas, in others, they may considelity as the most important
factor that may affect their choices. The psychilalg situational and personal
factors influencing consumers' decision making esscand buying behaviour are

hereby discussed.

2.3.1 Bases for Consumer Decision-Making
According to Kotler (1998), all consumer buying déms generally fall along the
continuum of three broad categories. These areineutesponse behaviour or

habitual decision making; limited-decision makiragid extensive decision-making



12

(Lamb et al, 2001). The common notion is, consumer tends tbigkly involved
when they purchase expensive items, and less iaegolhen they purchase low
involvement products that they purchase frequeatigt the price is less expensive

(Blackwell et al, 2001).

Prior to choice decision or repurchase intentioonscmers place a number of
attributes in his or her choice sets, in ordermpartance and relevance. Among
these attributes are price and quality. Consunerd to use price as a proxy to
quality (Lichtensteiret al, 2004). However, studies also reveal that, besmee
and quality, other cues that are also considerech@® important to assess the
products worth, are attributes such as brand, stamee, past experience, attitude and
product information (Doddst al, 1991). Brand name, for example, often signals as
a cue or as a surrogate of product quality usedmgsumers in their evaluation of
goods or services before they decide to purchaseeScholars argue that the effect
of price tends to be stronger when it is presemlede as compared to when it is

combined together with brand name (ibid).

On the other hand, Bristoet al., (2002) suggest that if consumers believed that
there are differences among brands, then the bramd becomes the centre piece of
information in the purchase decision or repurchagention and the dependence on
the usage of brand name in the search informatidinlikely increase. Another
branch of consumer behaviour research relatedatedbis that, consumers use brands
to create or communicate their self-image or stdirscalas and Betman, 2003).
Consumers, sometimes, associate themselves tem lgieand when they make brand

choice, and also make their brand choice basedssocmtions with manufacturer's
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brand name (Aaker, 1997). Besides, brand namdsilmaie value to the consumers
image, as well as the economic success of the émsas, and it also can affect

preference, purchase intention and consequentgs éataman and Ulengin, 2003).

2.3.2 Psychological Factors

According to Brown (2006), Hasslinget al, (2007); Kotler and Armstrong, (2007)
and Stavkovéet al, (2008), psychological factors include motivatigrerception,

skills and knowledge, personality, positions andesiof life. These factors are
commonly used in marketing field when describingplaining and predicting

consumers' behaviour.

The first factor used in marketing field is pergéept Perception means the adaption
of reality. The process of selection, processing iaterpretation of input data from
the environment to make them purposeful.Persondithe second factor used in
marketing field. Personality is created by inneareleteristics and by behaviour. This
makes a person unique. Personal characteristitsende the way how people
behave. It is, however, difficult to find a reli@btonnection between the individual

personality and the behaviour type.

Skills and Knowledge are yet other factor used iarkating field. Skills and

knowledge are connected to learning and predestichanges of Consumers'
behaviour. Therefore, to cause changes of conswebaviour concerning the
concrete product, it is necessary to give the aakeguformation. Learning process
can come through a simple association betweemipalse and the reaction to it, or

through the complicated set of rational activifiée other important factor used in
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marketing field are motives. Motive means the indening force that orients
human/consumers' activities towards meeting thedsy\emr achievement of the

definite aim.

In every decision-making process several motivagstole, not only one. In case of
need of measuring or analyzing, there is one quesile thing that motives often
work only on the subconscious level.Positions ayte ©f life are also among the
factors used in marketing field. Positions andestyf life means knowledge and
positive or negative feelings which influence husigserception and consequently
decision making and behaviour. People learn thedribgs through experience and
interaction with other people. The eventual charmgfgsositions are conditioned by
consumers' personality and his or her style of. l@®nsumer generally refuses
information that is in conflict with his or her ptisns; eventually he or she modifies

them to reach correspondence.

2.3.3 Situational Factors
Situational factors can notably influence purchadecision which social
environment, physical environment of the purchaseq time influences and the

previous states fall into this group (Vysekalova)2).

2.3.4 Personal Factors
Personal factors are referred to ones unique fon eansumer. Above all data like
age, sex, and place of domicile, occupational armh@mic conditions, personality

and self - consciousness can be found here (Troni&D02).
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2.3.5 Economic Theory of Information

An economic theory of information was first propdséy Stigler (1961).

Accordingly, this theory assumes that the markets eharacterized by price
dispersions and both seller and buyer have litlermation about this dispersion of
prices. As such, consumer has to engage in seativitya in order to obtain

information about the products and price at cost.

According to Avery (1996), rational consumers assuaned to search for product
information/price information to a point where thearginal benefits of search are
equal to the marginal costs of search. The seancprbduct information varies in
accordance to price and quality perception on prtsdor services to be purchased. If
consumers perceive that there is a high level ickmnd higher quality variability in
the market then they should be more willing to gega search activities for price

and quality information (Avery, 1996).

Consumers purchase/repurchase intention or puratession for a product and/or
service is driven by various reasons, which calriggered by rational or emotional
arousal (Schffmann and Kanuk, 2007). For examptssemers use brands to
communicate their self-image or status, and thendremages chosen must be
congruent to their own and match to groups theyradp establish an association

with (Encalas and Bettmann, 2003).

Similarly, consumers will seek for others who agndicant to them for information
or wish to associate or bond with, that is, theugrsocial norms with whom

consumers aspire to establish a psychological edsntor bonding, such as friends,
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neighbours, and the like (Mouradt al, 2005). Besides, other factors, such as price,
income, education, and other attributes also dmmii to purchase

decision/repurchase intention (Andaleeb and Con2@§6).

2.3.6 Stochastic Models

Jones and Zufrydens (1980) model used demograptniables (household income
and the number of children in a household) and etarg mix (price dimension) as

explanatory variables to predict brand choice aclpase (criterion variable). Jones
and Zufrydens model was tested using logit modémasion. The explanatory

variables were categorical data and the criteriariable was metric data. Their

modified model was adapted due to its flexibility.

It was suggested by the authors who developed tuehthat, in terms of its use, the
model involves relatively straightforward paramegstimation procedure and one
that is adaptable to exploratory model buildingdjbln other words, their intention
was to develop a general model which can be usealdian marketing decision
process. Hence, it was also suggested that thelnsdery flexible in which the
explanatory variables can be added and droppedqgasred by the researchers who

wish to replicate or adapt the model.

However, in the current research framework, besidesehold income, number of
children and price, additional explanatory varigbdé product attributes importance
such as quality, brand name, product informatiom amerpersonal influence

variables were added to the model.
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2.3.7 The Buying Decision Process
The consumer buying process for household consgoeds is often regarded as
similar to that for other products and servicese Hssumption is that a consumer

moves through a number of stages leading up tochpse.

The process begins with awareness, a stage thatbmagitiated by promotional
efforts or by word of mouth which makes the buyecdmes aware of existence of a
product that can reduce his/her drive. The nexdesiavolves the buyer obtaining
more information, and as suggested previously etlaee likely to be various levels
of commitment depending on the nature of the puseh@éhis information search will
result in the formation of an attitude, perhapsfaeicing an existing attitude or

bringing about a change on the part of the buyer.

At the evaluation stage, the buyer will make moedaded comparisons. For
example, a consumer may consider a number of a¢isins and will choose based
on criteria such as price, recommendation, conweeieor convention. Subject to
time and financial constraints, the consumer wirt make the purchase of most

preferred product.

The purchase is followed by the final stage of liging process, post-purchase
behaviour , where a consumer is either satisfiedisgatisfied. A satisfied consumer
will most probably repeat the purchase and say gbodys about the product to
others. While, dissatisfied consumer will reducgsdnance by abandon the product
or seek more confirmation information about thedoici (Zeithamlet al, 2009 and

Mbura, 2014).
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2.4  Empirical Studies

This section presents the empirical studies relaigtiis topic. These include

world and Tanzania related studies.

2.4.1 World Related Studies

Kim (2009) conducted a study on factors which ieflce Chinese consumer
behaviour when buying innovative food productse Btudy conceptualizes a model
of Chinese consumers' purchase decision for thef@aldis by empirically testing the
interrelationship among the GM food purchase decisleterminants with a multi-
attribute model. The purpose of this study wasXplare the lying factors which
affect the Chinese consumer choice behaviour ®iGN food. The assumption was
that a clear understanding of the determinantsoasemers' GM food choice may
enable policy makers and marketers to build effectpolicies and marketing
strategies and to establish market position of3Nefood. The findings revealed that
consumers' perceived concern toward the subjeath s limited information
availability and environmental issues. This studgsweonducted in China a place
where differ with Tanzanian culture. The study vaés concerned with consumers
choice behaviour to GM food. These findings canhet directly applicable in
Tanzania. This study based on consumers buyingvimhiaon household products

in Tanzania.

Young et al. (2008) conducted a study on sustainable consumptie case being
green consumer behaviour when purchasing prodiitis. study investigated the

purchasing process for green consumers in rel&i@onsumer technology products
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in the UK. Data was collected from 81 self-declaggden consumers through in
depth interviews on recent purchases of technofwggucts. The study found out
that a green consumer purchasing model is develapeduccess criteria for closing

the gap between green consumer's values and ttearviour.

The study concluded that incentives and singleeidabels (like the current energy
rating label) would help consumers concentrate rtHenited efforts. More
fundamentally the study revealed that "being grew@ds time and space in peoples’
lives that is not available in increasingly budedtyles. The implications for policy
and business were proposed. This study concentostegteen consumer behaviour
only in the UK which is very different to Tanzani@hus, there was a need to
conduct a study in Tanzania to determine factofii@gncing consumers buying

behaviour in Tanzania.

A Strategic Household Purchase: Consumer Housengugehaviour was a study
conducted by Koklic and Vida (2009) in Slovenia.eTaim of the study was to
examine consumer house-buying behaviour from thewoers' perspective. In view
of the existing literature exploring consumer decismaking, the purpose of this
research was threefold to propose a conceptual Inebd®nsumer decision making
within the frame of consumer behaviour; to gainwlealge of factors impacting this
process from the empirical standpoint with the ®aoon prefabricated house

purchases; and to offer implications for benefipiatchases of prefabricated houses.

The findings from their in-depth interviews withcemt owners and potential buyers

of a custom-made prefabricated house suggesteddlgaitive and rational factors
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do not offer sufficient explanation of consumer d&abur in the case of a high-
involvement product such as a house. In additioth¢oidiosyncratic characteristics
of the customer, his/her personal situation andirenmental factors, the study
suggested that the role of feelings, experiendes@scious factors, needs and goals

should to be taken into account to better undedstiais kind of decision making.

The study offers knowledge of consumers' behavighite buying houses which

high involvement products and are very differenhtasehold products which are
low involvement products. Consumers may indicatieint behaviour s on each of
these products. Thus, it was thought that, there waneed to study consumers'

buying behaviour to household products in Tanzania.

Stavkovaet al. (2008) conducted a study on the factors whicluémfce consumer
behaviour. The main aim of the study was to undadstthe influence of factors
biasing purchase decisions connected with measutesheonsumers' involvement.
Consumption expenditures were purposefully subdividaccording to the
classification made by the Statistical Office ok tEuropean Communities. The
performed survey showed that the most importartofachiasing purchases of all

commodity groups are products' characteristicsthagberceived quality.

Together with these goes the factor of price, nbedrss for example for the
commodity group health price did not appear indtae of the perceived importance
at all. In the study, factor necessity of need prb¥o be significant for decision
making about the purchase of all commodities wathéxception of alcoholic drinks,

tobacco and recreation. The study further revetilay former experience compared
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to that is not crucial for clothing and footweadamousing equipment and contents.
For alcoholic drinks and tobacco, there has notaplyroved also the factor brand.
These analysis enable disclosure of rules of coresutecision making and thereby
definition which factors for individual commoditiesould be targeted by the help of
the marketing doyens or where the gradual changasld be achieved. This study
was conducted outside. It was therefore thoughéssary to conducted a study in

Tanzania.

Prameela and Husain (2007) conducted a survey @ sbmmunication consumer
choice of branded agro-processed products in Kamuunicipality of Kerala state. A
survey was conducted among 150 household consurhétannur municipality in
northern Kerala to identify the factors which irdghce purchase decision/consumer
choice of Branded Agro-processed Products (BAPS)ufaatured by private and

cooperative sector organizations.

The findings revealed that product features (taBtshness, and shelf life) and
advertisement determine the consumer choice of BAIEB as sambar powder, meat
masala, rasam powder, pickle, and jam. There wasyever, no significant
difference between the brands made by the coopesatand private sector
organizations in this regard. This study does nqilaen the effects of consumer
personal factors on their buying behaviour esplcfal household products, a gap

which this study intended to fill.

Haqueet al (2009) conducted a study on factors which infleebaying behaviour

of piracy products and its impact to Malaysian neard he primary attempt in this
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study was to explore the influencing factors of h&aysian consumers toward the
pirated products. To explore these factors, thidystonducted a survey among the
Malaysian consumers. The findings of the study aack that there is significant
relationship between the consumers' perceptiontlaadocial influence, personality
or believe, pricing and the economy toward theqyiral'he findings also revealed
that society has strong influence on the consunpensonality and believes, that

leads to grow consumers' perception.

On the other hand, it revealed that most of thpardents are willing to buy pirated
product because of cost effective. Since, pricgpakey role to convey individuals
toward price sensitive, therefore it is importamt the marketers or producers to be
attentive of pricing. More importantly marketer adecrease the production cost and
secondly, they show intention to reduce their profargin. To perform all those
necessary steps need to set up the price by coingjdbe all income groups. This
will help to reduce the consumers' consumptionii@ted goods. Though, there is no
doubt about the quality of original products bugyttshould look at the price. This
study does not explain how consumers' personabr@dnfluence their buying

behaviour on pirated goods, a gap which this sioiynded to fill.

2.4.2 Tanzania Related Studies

Barakaeli (2008) conducted a study on factors whindluence consumer buying
decisions in mobile phones market in Tanzania. diheof the study was to find out
how do different markets strategies e.g. pricinggnpotion, presence of reliable
supplier (distribution) and product attributes ugfhce the consumer buying decision

in the mobile phones markets. In this study thesjoenaire survey was used as the
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method of data collection where by a total of 9§pmndents were surveyed in the
three municipals of Dar es Salaam city; Kinondoremeke, and llala. The data
obtained were analyzed using Statistical PackagesSécial Science (SPSS) and
both descriptive and hypothesis testing throughdai obtained was carried out.
From the data analysis, the findings revealed piiging, some product attributes,
price and presence of reliable supplier influertoe ¢consumer buying decision in
mobile phone markets. From the findings of thisdgtypromotion/advertisement
contributes less to consumer buying decision dupdar techniques used during

promotion that discourage customers.

The study recommended to manufacturers and maskttat the product attributes
like quality and size as well as price and presavfceeliable supplier influenced
consumer buying decision. Therefore, they neednfmrave and put more efforts on
them by introducing mobile phones of higher qualitifjered at low price and
increase availability of the phones. They also nieethke into consideration other
factors which can influence consumer buying denislike the nature of the
customers, buying classes, social class and otheiroemental and economic

factors.

The policy implication of this study is that; thewgrnment and other stakeholders
like Fair Competition Commission should ensure thatmanufactures or importers
of mobile phones from abroad offer/import phonesgobd quality so as to meet
customers' satisfaction and enhance their buyicgsidas. However, the study does
not explain the effects of consumers' personabfaabn buying behaviour of mobile

phones.
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Sanga (2007) conducted a study on the factors wimfthence consumer brand
choice and purchasing decision making process,cése being bottled drinking
water in Tanzania. The overall objective of thisdst was to assess the attributes that

influence the customers in buying bottled drinkingter in Tanzania.

Rather than trying to understand all the varioussien-making criteria involved in
brand choice and the buying decision process, tindy sfocused solely on seven
attributes and examined what percentage of eacihu# contributed to the final
decision. These included, price, brand, corporatage and packaging elements
(package colour, package shape, further usage packad package size). The study
findings suggest that price as well brand havesgjong influence towards customers
brand choice and purchasing decision process maKihg implies that bottled
water manufacturer and marketer should put moreghwedn these factors when

designing their brands product.

The findings also revealed that price and brandbates do not stand alone on
influencing customer of bottled water in their buyidecision process. Packaging
elements (i.e. package colour, package shape,efuttbage package and package
size) and corporate image attribute go hand on lamafluencing customer brand
choice and purchasing decision-making process. Jtndy found that, bottled
companies should understand consumer needs and \aadt all market efforts
toward bottled water consumer by considering thevakattributes. The study also
revealed that customer characteristics in termseaf education level, occupation,
and location develop different consumer attitudmsards brand choice. Thus, all

marketing programs should address its customer hgerbnsidering of the above
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customer characteristics. This study was confinedcansumers' behaviour on
drinking waters only thus, the findings cannot peleed for other products such as

household consumer goods.

Mkanda (2009) assessed some products, price, yuaickage, label and
promotional factors that affect consumer choicédrmind the case being carbonated
soft drink brands in Tanzanian market. This studglyzed the consumer buying
behaviours of carbonated soft drinks in the Taremamnarket. It investigated critical
product attributes that influence consumer prefegefor a particular brand of
carbonated soft drink. It examined consumer buyiefaviour and assessed some
product, price, quality, packages, label and proonel issues that affect the choice

of brand by consumers.

The aim of the study was to contribute to theoattimowledge and at the same time
guide market practitioners in deciding on whichtlod best market tactics to adopt.
The research methodology consisted of a survey6df darbonated soft drinks
consumers from five regions, through the use @gdadard questionnaire. Chi-square
statistical method and technique was used to medherindicators while multiple

regression method was used for testing the hypeshes

Five hypotheses were empirically tested and thdirfigs revealed that there is a
significant negative relationship between the préethe pack and the choice of
brand of carbonated soft drinks. Regarding quality findings revealed that the
perceived quality of the product negatively influed the decision to purchase a

carbonated soft drinks brand. The negative coroglahight result from the fact that
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consumers often judge the quality of the produatstlee basis of variety of
information cues that they associate with produ@snerally, the study found out
that the explanatory variables greatly influence decision to purchase carbonated

soft drink brands on the Tanzanian market.

The study recommended that carbonated soft driokgoanies should redirect their
resources to fund projects that will address margetssues that are relevant to
consumer so as to sustain loyalty. Also, the sgidyngly advised the government to
create a sustainable business environment by ngvits taxation, import and export
polices to safeguard the local soft drinks industityis study failed to determine the

factors which affect consumer behaviour as it fedusn products critical attributes.

2.4.3 Research Gap

All the above studies examined the factors rel&beproduct purchasing behaviours.
The studies based on factors such as productduddts, consumer involvement,
specifically on non- consumer products or consumauging behaviour for none

consumers goods at other places some time agof &lem provided the gap of time
and place hence they were not relevant to Tanzesecially Dar es Salaam. Thus,
this study minimized the gap in the study literatury studying the factors

influencing consumer buying behaviours on houselpotitiucts in Dar es Salaam,

Tanzania.

2.5  Conceptual Framework of the Study

Figure 2.1 provides the conceptual framework of gtudy.
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Independent Variables Dependent Variable

Social and Cultural

factors

Psychological/Personal Consumer Buying

Behaviour on
Household
Product

A\ A 4

class factors

!

Demographic factors

Economic factor:

Figure 2.1: Conceptual Framework for the Study
Source: Own Developed Model (2013)

As indicated in Figure 2.1 the conceptual framewanklependent and dependent
variables were interrelated and there was no way tiould be separated.Dependent
variables are variables that researchers measuredér to establish the change or
effect created on them. A dependent variable waitshe effect of an independent

variable. For example, In this study social andtuwal factors, psychological/

personal class factors, demographic factors andogciw factors were independent
variables resulting to consumer buying behaviouhousehold products which was

dependent because they relied on the effects dbtire
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CHAPTER THREE

RESEARCH DESIGN AND METHODOLOGY

3.1 Introduction

This chapter presents a comprehensive view of tethodology adopted for the

present investigation undertaken to know the factofluencing consumer buying

behaviour on household products in the study arks. chapter is mainly about the

discussion and justification of the various methadd techniques used in the study.
Henceforth this chapter represents the researdégrjesea of the study, sample and
sampling procedures. It is also presents data atmlle methods, data collection

instruments, data analysis procedures as welleagatldity and reliability test.

3.2 Research Design

This study adopted a descriptive design. Hartléd043 contends that, descriptive
studies tend to be inductive as they piece togedwalence to support theory
development. According to him, depth of understagds important to the author.
Morris and Wood (1991) and Fisher (2004) also ssgteat descriptive studies are
more appropriate for an in depth understanding qdadicular situation. Punch
(1998) argues that while there may be a varietypwcific purposes or research
guestions, the general objective of the study deteelop as full an understanding of

that study as possible.

3.3  Area of the Study
Dar es Salaam is the economic capital of Tanzaitlaaver four million inhabitants

(Census, 2012). The relatively high population gtovate is due to increased birth
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rates, immigration rates, and more significantly tognsient population. Dar es
Salaam has a unique status, being the major Cityaoizania and the center of
government administration, industry, commerce, banlactivities shopping malls
and supermarkets. Dar es Salaam is also the majbCty of Tanzania. Thus, the
research area was selected due to business opfieguavailable and many
shopping malls and supermarkets where by people havide choice of household

products.

3.4 Target Population

The study was conducted in Dar es Salaam regiouns,Tthe target population was
males and females' household products consumerss@mermarket dealers. The
population for this study was 70 respondents. These categorized as follows; 45
household products consumers from Kinondoni, lEta Temeke Municipalities.
Also consisted of 25 supermarket dealers from G&heprite,Imalaseko,Shoppers

Plaza and Uchumi.

3.5 Sampling Design
It was important to select the most appropriate @ieng technique to obtain the
required data to answer the proposed researchiguesThe design in this study

included sampling unit, sample size and samplingguiures.

3.5.1 Sampling Unit
Sampling unit was reflected in the focus of factmuencing consumers buying

behaviour on household products in Dar es Saladime individual opinion was
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collected in several supermarkets and shoppingsnralDar es Salaam. The unit of

analysis included consumers and supermarkets dealer

3.5.2 Sample Size

The study drew the required number of elementstiady from a larger population.
Analysis was carried normally on the sample whecsaxlusions were referred to
the whole population. The sample was required te lsgmilar characteristics of the
population since it was picked in a manner that esak has an appropriate

representative of the whole population as alsochbyeMbeche (2004).

The objective of this study was to obtain a santipd¢ is representative of household
products consumers and to describe the factorshwimituence their purchasing
decision. A total of 70 respondents were selectb@reby 15 respondents were
selected from each municipal namely Kinondoni,allahd Temeke and 5 from each
supermarket dealers namely Game, Shoprite, Imajas&koppers Plaza and
Uchumi. Out of 70 selected participants, 57 (81.4%gponded to the research

questionnaires.

3.5.3 Sampling Procedures

According to Kothari (2006), sampling procedura iechnique used in selecting the
items for the sample. He adds that the procedumedstfor the sample itself. In
addition, Saunderst al. (2007) assert that the sampling procedures aveailzdn be
divided into two types. The first is probability ogpresentative sampling which is

the one where the chance of each case being sklects the population is known
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and is usually equal for all cases. The second iyp®n-probability or judgmental
sampling which is the one where the chance of easle being selected from the

total population is not known.

During the study, a non-probability or judgmentaimgling was used. In particular,
the study used purposive sampling in order to abgaisample which was a true
representative of the population and usually ttednsure that a range from one
extreme to the other was included. This is bec#usenain purpose of the study was
to examine the factors which influence consumeriruyehaviour on household

products in Dar es Salaam.

In addition, non-probability sampling was used @ast of probability or
representative sampling because the former wagpehemd easier as the sampling
frame was available which provided different rangegleas that respondents had in

their minds.

3.6 Data Collection Methods

Primary data was collected by means of structutesstipnnaire and semi-structured
interview. Secondary data was collected througleveéew of relevant information,
published documents on factors influencing consurbaging behaviour on
household products in Tanzania and globally. Othirmation was gathered from
key institutions involved in the design, in an atf# to demonstrate for those themes
and hypotheses that they were supported data totleand conditions under which

they hold the truth.
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3.7 Data Collection Instrument
This study used four instruments to collect datheSE were questionnaire,

observation, documentary sources and interviews.

3.7.1 Questionnaire

A questionnaire is a method of collecting data Wwhised a set of question for
collecting data (Kothari, 2006). A structured qumstaire was used to collect data.
This served as primary data to answer the reseguebtions and objectives. The
questionnaires consisted of 5 distinct sectionsh ez which contained question

pertaining to different parts of the study.

3.7.2 Observation

Observation method allowed the researcher to obseow respondents conducted
their day-to-day shopping behaviour. Due to thd fhat the researcher conducted
the study through direct participation, hence theses a possibility to see and

accumulate data from the events associated tcetheted topic.

3.7.3 Documentary Sources
Documentary review involved the review of existiliigratures that provided key
concepts currently in use in any area of inteMéatious material records documents,

books, journals and websites were reviewed.

This method data of collection was suitable becausst of employees and their
manager failed to respond to all imposed questituesto lack of correct memories

and shortage of time.
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3.7.4 Interviews
Semi structured Interviews were conducted. Inteveies included household

product consumers and supermarket dealers in tyddéirthe information gaps.

3.8 Data Analysis and Procedures

Qualitative and quantitative data were analyzedubing the computer program
(excel) so as to safeguard the drawing of conchssmmncerning this study. During
analysis however, the non-standardized and compéure of data, which were
collected, were classified into categories befdreytwere meaningfully analyzed.
Moreover, the data collected were presented intgh&ables, and word-reporting
systems. The process of analysis aimed at detargwwhether the data collected
support or reject the objectives and the reseanelstepns formulated before going to

the field to collect the information.

3.9  Validity and Reliability Test

The issue of validity was addressed by ensuring g@stion content in the data
collection instruments (interviews, observation,darocus groups) directly

concentrated on the research objectives. The saditiressed external validity
through various means. A sample was selected wdliclved for a subject to be

viewed from all relevant perspectives. Furthermthis study was able to ensure the
validity of the findings through a quantitative sely of the semi-structured

interviews, where the categories counted was derirem the theoretically defined

concepts. According to Silverman (2006), simplentmg techniques, theoretically

derived and ideally based on participants’ owngmates offer a means to survey the
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whole groups of data, test and to revise their ggizations, and remove doubts

about the accuracy of their impressions about data.

Reliability was improved in the data analysis pssceThe availability of similar

information from different sources was ensuredodmiation that appeared to be
consistent and non-controversial was considererklggble. The instruments were
always administered in a consistent fashion. Funtbee, when subjective judgments
were required, specific criteria was establisheat thctated the kinds of judgments
the researcher made. In addition, thick descrigtiohthe qualitative study findings
was provided to maximize the transferability of gtedy findings and inferences to

other people and settings which were similar incivetext of this study.
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CHAPTER FOUR

FINDINGS, ANALYSIS AND DISCUSSION OF THE FINDINGS

4.1  Introduction

This chapter presents the study findings. It aresyend discusses the findings as per
the objectives of the study stated in chapter dinBrst explains the demographic
characteristics of the respondents. It then presemtalyses and discusses the

findings of the study.

4.2  Characteristics of the Respondents
This section presents the characteristics of tepamdents in terms of status, age,

education level and gender of the respondents.

4.2.1 Status Distribution of the Respondents

Questionnaires were distributed to household prisdoonsumers and supermarket
dealers asking respondents to indicate whetherlikyng to household consumers'
or supermarket dealers. 57 (81.4%) respondent®mdsp to questionnaires out of
which 41 (71.9 %) were household product consumdide 16 (28.1%) were

supermarket dealers. Table 4.1 and Figure 4.1 geavie findings.

Table 4. 1: Status Distribution of the Respondents

Status Frequency Percentage (%)
Household products consumers 41 71.9
Supermarket dealers 16 28.1
Total 57 100

Source:Field Data (2013)
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B Household
products consumers

B Supermarket
dealers

Figure 4.1: Status of the Fespondents
Source: Field Data (201

As shown in Table (4.1) and Figure (4.1), houselmwilalucts consumers were
(71.9%) while supermarket dealers were 16 (28.1#4he total respondents. Tt

implies that the majority of respondents who pg#tted in this study wer

household productsonsumers due to the requirements of the samps

4.2.2 Age Distribution of the Respondent
The respondents were asked tcicate their age. Table 4.2 anigure 4.2 illustrate

the age of the respondel

Table 4.2: AgeDistribution of the Respondent:

Age Range (in years Frequency Percentage (%
Below 26 3 5.3
26 - 35 26 45.6
36 — 45 17 29.8
46 — 55 7 12.3
Above 55 4 7.0
Total 57 100

Source:Field Data (2013
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E Below 26
m26-—35
m36-45
m46-55
m Above 55

Figure 4.2: AgeDistribution of the Respondent:
Source:Field @ta (2013

Table 4.2 andigure 4.2 indicate the distribution of the respartdevho participate
in this study according to their ages, from thaufegand the table, 3 (5.3%) of t
respondents aged below 26 years, 26 (45.6%) of thera within the ages of 26
35, while 17 (28B%) of the respondents fell within the ages oft@&5 years,

(12.3) were in the age group of 46 to 55 and 4%J.@ere aged above 55 yee

The presented age distribution of the respondesudsitnplication in the study as
indicate that the larc number of respondents were betweerb36years old whicl
were 87.7% of the entire sample. This implies ttta, people of that particular a
group are more active in shopping activities th&eirt younger and seni

counterparts because they belong orking group with high income earnin

4.2.3 Gender Distribution of the Respondent
The respondents were asked to indicate their geardtetheir responses are as shi

in Table 4.3 andrigure 4.2
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Table 4.3:Gender Cistribution of the Respondents

Gender Frequency Percentage (%
Male 34 59.¢
Female 23 40.£
Total 57 100

Source:Field Data (2013

m Males
®m Female

Figure 4. 3 Gender Distribution of the Respondent
Source: Field Data (201

Table 4.3 and igure 4.3 reveal the gender distribution of thepoeglents
participated in this study. Out of 57 of respondeB? (59.6%) of them were mal
while 23 (40.4%) of the respondents were femalesth® samples were randon
selected, it might be coruded that gender nainfluence consumer behavioin
terms of the roles males and females are expeotgday. In Dar es Salaam t
number of males with higher earnings and those asoa tendency to shop has b
growing steadily compared to females.s implies that, gender has an influe in

consumer buying behavioof household products.
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4.2.4 Level of Education of the Responden
The respondents were asked to indicate their eduachtvel from primary schoo
secondary school, college or uninity. Their responses are as shovn Table 4.4

and Figure 4.4.

Table 4.4 Level of Education of the Responden

Level of Educatior Frequency Percentage (%
Primary Education 4 7.0
Secondary Educatit 9 15.8
College 16 28.1
University 28 49.1
Total 57 100

SourceField data (201«

® Primary Education
B Secondary Education
= College

B University

Figure 4.4 Level of Education of the Responden
Source:Field Data (201

The findings reveal that out of 57 respondentsy/ %) of the respondents h
primarylevel education, 9 (15.8%) respondents had secgneael of education, ]
(28.1%) respondents had college education and 281%) respondents hi

university degrees. This entails that most of tkepbe in Dar esSalaam beco
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more objective in their judgment about productsh@ market because of their level

of education.

The educated elites represented by 44 (77.2%) negpmds who had university and
college level of education, belong to a class tatnot accept anything without
critical analysis of need and satisfaction thegmated to get from the product. The
education level of respondents was very necesaatyg study in order to get views

and opinions from different levels of education.

4.3  Findings, Analysis and Discussion of the Findgs

This section presents the findings of the studyal$b analyses and discusses the
findings. The objectives of the study were to exarthe extent to which social and
cultural factors influence consumer buying behavion household products, to
determine the extent to which psychological/persartass factors influence

consumer buying behaviour on household productdetermine the extent to which

demograplt factors influence consumer buying behaviour onskbold products

and to examine the extent to which economic factoflsence consumer buying

behaviour on household products.

4.3.1 Social and Cultural Factors on Consumer Buyigp Behaviour on

Household Products
The first objective of this study was to determthe extent to which social and
cultural factors influence consumer buying behaviam household products.

Culture, Subculture, social class, roles and stateference groups, family and



41

education facte were identified as social ancultural attributes wherek
respondents were askedd responded on how these tfars influence thei

behaviouron buying household produc

4.3.2Culture
Respondents were asked about the influence of re on consumer buyir

behaviouron household products. Figure 4.5 illustrates neses of the respoents;

0 Culture
0.0%

B Agree

m Strongly Agree
Disagree

B Strongly Disagree

m Uncertain

Figure 4.5 Influence of Culture on Consumers Buying Behaviot on Household
Products

Source:Field data (201

Figure 4.5 indicates that, almost all respondegteed that culture h influence on
buying behaviourof the consumers on household products althougdiftdrent
levels. It shows that 24 (42.1%) respondents agsteshgly while 23 (40.0%
respondents agreed. So overall, 47 (82.1%) resptmdsther agreed or strong
agreed with the statement that cre has influence on consumer buybehaviour
of household products. Moreover, none of the respdadgésagreed, while 1 (1.89

respondent strongly disagreed and 9(15.8%) resptsideere uncertain that cultt
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hasan influence on their behavic towardsbuying various products. Thus, major
of the respondents agreed that culture influendesr tbehaviour on buyin
household products. The study by Vijayalakshmi &tmhalakshmi (2013) als
found culture to have influencen consumers' buying behavio@ellers, in this case
supermarkets are required to pay attention on thture of their customers

deciding what to se

4.3.2.2 Subculture
Respondents were asked whether subculture haserice on consumer buyir

behaviourfor household products or not. Their responsesahown in Figure 4.

Subculture

M Agree

M Strongly Agree

i Disagree

H Strongly Disagree

M Uncertain

Figure 4.6. Influence of Subculture on Consumers Buyng Behaviouron
Household Product:

Source:Field @ta (2013

Figure 4.6 illustrates that, 2(47.4%) respondents agreed and 3 (5.3%) respon
strongly agreed. In total, 30 (52.7%) respondeittseee agreed or strongly agre
that subculture inflences consumer behavi on purchasing household produc

On the other hand, 4 (7%) respondentagreed while 23 (40.4%) respondents w
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uncertan and none of the respondeistrongly disagreed. From the above figure
can be revealed that majority of the respondentsegigthat subculture influenc

their behaviour on purchasing household proc.

These findings are also at par to the findings gayélakshmi and Mahalakshr
(2013) concerning subculture's influence on conssmduying behavioul
According to them,subculture includes factors swsh religions, nationalitie
geographic regionsacial groups and the like. Supermarkets can ussetroups b
segmenting the market into various small portidfa. example, supermarkets ¢

design products according to the needs of a péaticacial groug

4.3.2.3 Social Class
The respondents we asked whether or not thesocial class factothemfluene on
consumer buying behavioon household products. Their responsre as shown in

Figure 4.7.

0 0
O.D%TD.D%

14
24.6% m Agree
M Strongly Agree

Disagree
M Strongly Disagree

m Uncertain

Figure 4.7 Social Class as a Factor Influencing Consumers'Bing Behaviour
on Household Product:

SourceField data (201«
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Figure 4.7 indicates that, 28 (49.1%) of the resleots strongly agreed and 15
(26.3%) respondents agreed.Therefore, 43 (75.48t@restrongly agreed or agreed
that social class has an influence on consumerngufiehaviour on household
products. However, 14 (24.6%) respondents disagrédd none of the respondents
neither strongly disagreed nor was uncertain. Ftioenfindings, it can be revealed
that majority of the respondents agreed that satéss has influence on consumer

buying behaviour on household products.

The findings of this study are in line with thoseHalson and Baron (1994). They
identified that higher-class individuals have dpito pay for goods and services and
this determines the material affluence of one'sstifle in comparatively lower
socioeconomic class that has to mainly purchasedugtoon the basis of utility and

resources.

4.3.2.4 Roles and Status
Respondents were asked to express their views l@s @nd status as factors
influencing consumer buying behaviour on househgpldducts. Figure 4.8.

illustrates the findings;



0
0.0%

]
0.0%
B Agree
B Strongly Agree

Disagree

m Strongly Disagree

m Uncertain

Figure 4.8 Roles and Status Influenceon Consumers' Buying Behaviouton
Household Product:
Source:Field daté2013

Figure 4.8 provides that, 20 (35.1%) of the respotsl agreed and 28 (49.1
respondents strongly agreOverall 48 (84.2%) of the respondents either agie
strongly agreed that roles and status have inflr@mcconsumer buying behavio
On the other hand, none of them neither disagreedtnongly disagreed. Howev«
9 (15.8%) respondents were uncen about it. Therefore, majority of tl
respondents agreed that their behaviour towardsnguyousehold products ha
been influenced by roles and status. This findmgupported by that of Uzosi
(2011) who also found roles and status to haveueémitt on corsumers buying

behaviour.

4.3.2.5Reference Group:

Respondents were asked to express their views @thethor not reference grou
influence buying behaviour on household productse Teference groups includ
buyerreference groups such as fammembers, friends, social organizatic

professional institutions and trade. Their resies are shown in Figure 4
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B Agree

W Strongly Agree

® Disagree

m Strongly Disagree

B Uncertain

Figure 4.9: Influence of Reference Groups on Consuens' Buying Behaviour on
Household Products

Source: Field Data (2013)
Figure 4.9 shows that, 26 (45.6%) of the resporsemgreed while 9 (15.8%)

respondents strongly agreed. Therefore, a total beanof 35 (61.4%) of the
respondents either agreed or strongly agreed #farence groups have a big
influence on buying behaviour of the consumer, gigatly on household products.
6 (10.5%) respondents disagreed and 5 (8.8%) respts strongly disagreed, while

11 (19.3%) were uncertain about it.

Thus, from the findings it revealed that majorifyespondents agreed that reference
groups have influence on consumer buying behawbimousehold products. These
findings are supported by Nesaee (2009). He ndtatl reference groups heavily
influence the selection and specific brand. Acawgdio him, reference groups
somehow affect the value and behaviour of othems. ddds that most of the

purchases affect ideas and opinions of the refergrmup.
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4.3.2.6 Family
Respondents were further asked if family factor Haes influence on consumer
buying behaviour on household products. Their resps are as shown in Figure

4.10.

Figure 4.10 indicates that 11 (19.3%) of the redgpots agreed and 26 (45.6%)
respondents strongly agreed. However, 8 (14.0%)orefents disagreed, while 6
(10.5%) respondents strongly disagreed and 6 (1)0r&%pondents were uncertain
that the family has an influence on buying behaviouithe consumer. Therefore,
majority of the respondents agreed that family &rmsnfluence on consumer buying

behaviour on household products.

b B Agree
10.5%

B Strongly Agreoe
= Disagree
B Strongly Disagree

® Uncertain

Figure 4.10: Family's Influence on Buying Behaviouron Consumers' Household
Products
Source:Field data (2013)

Uzosike (2011) found similar findings. In her finds, she revealed that household
products are purchased because of the family meessu was noted that the
respondents were of the opinion that either callec¢ffort of the husband and wife
in the family or the request of the individual wittihe family could be a motive that

can leadto the purchase of most of household pteduc
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4.3.2.7 Education
Respondents were asked whether or noteducatioramasfluence on the buying

behaviour.Figure 4.11 provides the findings:

12.3 H Agree
1 12%

| Strangly Aproe
H Disagree
| Strongly Disagree

B Uncertain

Figure 4.11: Influence of Education on Consumers Buing Behaviour on
Household Products

Source:Field Data (2013)
Figure 4.11 indicates that 48 (84.2%) of all thepandents either agreed or strongly

agreed that education has an influence on conshuoyeng behaviour of household
products. 24 (42.1%) of the respondents agreecevi4il(42.1%) of the respondents
strongly agreed.On the other hand, 1 (1.8%) respuindisagreed and 1 (1.8%)
respondent strongly disagreed while 9(15.8%) of rdspondents were uncertain.
Thus, the findings revealed that vast majority bé trespondents agreed that

education has an influence on consumer buying betnagf household products.

Similar study was conducted by Mazlownal (2013). The study concluded that the
education level of consumers' affect their puralgdbehaviour, specifically on
persons who are highly educated.The findings oniakocultural factors are
summarized in Table 4.5 where; Agree = 1, Strorgglyee = 2, Disagree = 3,

Strongly disagree = 4 and Uncertain = 5.
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Table 4.5: Responses on Social and Cultural Factoisfluence on Consumers
Buying Behaviour on Household Products

. Freqzuency of gesponde:ts Average

Culture 23 24 0 1 2.11
Subculture 27 3 4 0 23 2.81
Social class 15 28 14 0 1.98
Roles and statug 20 28 0 0 2.12
Reference groups 26 9 6 5 11 2.4
Family 11 26 8 6 6 2.47
Education 24 24 1 1 9 2.18

Average 2.30

Source:Field Data (2013)

The mean score for these factors is 2.30 indicdtingespondents strongly agreed to
the influence of social and cultural factors on suoners' buying behaviours on

household products.

4.3.3 Psychological/Personal Class Factors on Comser Buying Behaviour on
Household Products

The second objective of the study was to examine tbxtent to

whichpsychological/personal class factors influenoasumer buying behaviour on

household products. The objective is presented h@a tontext ofmotivation,

perception, beliefs, attitudes, skills and knowkgdgelf-consciousness, personality

and lifestyle.
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4.3.3.1 Motivation
Respondents were asked to indicate the extent tohwhotivation is the factor,
which influence their behaviour on buying househmidducts. The responses are as

shown in Figure 4.12.

7 2
: 3.5% B Agree
359 3.5%
o

B Strongly Agree
® Disaprep
®| Strongly Disagree

B Uncertain

Figure 4.12: The Influence of Motivation on Consumis' Buying Behaviour on
Household Products

Source:Field Data (2013)

Figure 4.12 illustrates that 27 (47.4%) of the oesfents agreed and 24 (42.1%)

respondents strongly agreed. Overall, a total of8915%) of the respondents either

agreed or strongly agreed to the fact that motwvatias a big influence on their

behaviours towards buying household products.2 %3.%0f the respondents

disagreed and 2 (3.5%) of the respondents stratighgreed, while 2 (3.5%) of the

respondents were uncertain.From the findings,ntgjofithe respondents agreed that

motivation has influence on consumer behaviour tdeabuying household

products.

These findings are supported by study of Montgon{2608). His study found that

motivations are also important determinants of ¢basumer's characteristics and
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behaviour towards consumption hence buying behaviouhousehold consumer

goods.

4.3.3.2 Perception
The respondents were asked how perception inflgetiear behaviour on buying

household products. The findings are shown in [Egut3.

W Agree

mStrongly Agree

® Disagree

m Strongly Disagree

B Lincertain

Figure 4.13: Influence of Perception on Buying Behaour of Consumers on
Household Products

Source:Field Data (2013)

Figure 4.13 above indicatesthat 25 (43.9%) of &spondents agreed and 25 (43.9%)

respondents agreed strongly that perception hageirde on consumer behaviour to

buy household products. None of the responderdegly disagreed, while 5 (8.8%)

respondent disagreed and 2 (3.5%) respondents weoertain on whether

perception has any influence on their behaviouratol& buying various products or

not.

Therefore, majority of the respondents (87.8%) edjrihat they were influenced by
perception on making their decision whether to buyot to buy a certain product.A
comparative study on this factor was done by Yahkdgablonsk (2012). In their

study they also found that perception influencessamers' buying behaviour.
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4.3.3.3 Beliefs
The respondents were asked if beliefs could beobtige factors influencing them to

buy household products. The responses are as shdvigure 4.14.

0 E
| Agree
3.5% 0.0% 53%

'\ W Strongly Agree

® Disagree

m Strongly Disagree

¥ Uncertain

Figure 4.14: The Influence of Beliefs on Buying Bedviour of Consumers on
Household Products

Source:Field Data (2013)
Figure 4.14 indicates that 52 (91.3%) of the respots either agreed or strongly

agreed that beliefs had an impact on their decigdobuy household products. The
findings reveals that 27 (47.4%) of the respondexgseed, 25 (43.9%) of the
respondents strongly agreed. On the other har&d526) respondent disagreed and
none of the respondent disagreed strongly, whil€53%) respondents were
uncertain. Thus, vast majority of the respondeigi®ed that a belief has influence

on consumer behaviour on buying household products.

These findings are supported by YakupandJablon@k2(2 Their findings revealed
that the majority of their survey respondents’ ¢atid belief to be one of the most

important factors that determine their buying beban
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4.3.3.4 Attitudes
Respondents were further asked whether attitudeseice their buying behaviour

on household products or not.The findings aretilaied in Table 4.15.

B Agree

B Strongly Agree

i Disagree

B Strongly Disagree

B Uncertain

Figure 4.15: The Influence of Attitudes on Buying Bhaviour of Consumers on
Household Products

Source:Field Data (2013)

Figure 4.15 reveals that, 26 (45.6%) of the respatadagreed and 23 (40.4%) of the

respondents strongly agreed to the statement tiitaida influences their behaviours

towards buying a particular product. On the othend) 4(7.0%) respondents

disagreed and 2 (3.5%) respondents strongly diedgmehile 2 (3.5%) respondents

were uncertain. Therefore, majority of the responsi@greedthatattitude influences

consumers on buying household products.

These findings are similar to the findings obtairsdYakupand Jablonsk (2012).
They found out that the intention of consumers twcpase consumer goods is

determined by having a positive perception.
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4.3.35 Skills and Knowledg
The respondents were asked the extent to whicls skild knowledgenfluences
their behavioutowards purchasing household products. TIlsponses are shown

Figure 4.16.

2 2

35%  3.5%
3.5%
~

m Agree

H Strongly Agree
Disagree

m Strongly Disagree

B Uncertain

Figure 4.16 The Influence of Skills and Knowledgeon Buying Behaviour of
Consumers on Household Produc

Source:Field @ta (2013
Figure 4.16 indicates that, the majority of thepmwlents that is, 51 (89.5%) eitt

agreed or agreed strongly that skills and knowlduayee the influere on consumer
buying behaviouon household products. The findings reveal that4Z74%) of the
respondents agreed and 24 (42.1%) of the respandenngly agreed. However,
(3.5%) of the respondents disagreed, while 2 (3.8%d)he respondents strong
disagreed and 2 (&%) respondents were uncertain.Montegomery (2368hd

similar resultsconcerning the influence of skilhd knowledge on buying behauvic.
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4.3.3.6 Self-consciousness
Respondents were asked to express their views lbicosesciousness as a factor
influencing consumer buying behaviour on houselpotiiucts. Their responses are

shown in Figure 4.17.

| Agree

B Strongly Agree

W Disagree

B Strongly Disagree

B Uncertain

Figure 4.17: The Influence of Self-consciousness &uying Behaviour of
Consumers on Household Products
Source: Field Data (2013)

Figure 4.17 illustrates that, 19 (33.3%) of thepmslents were agreed and
19(33.3%) of the respondents strongly agreed tbiftcensciousness influence on
their behaviour to buy household products. 17 (#f).8f the respondents disagreed
and 2 (3.5%) respondents strongly disagreed. Nbtleeaespondents were uncertain
about it. Thus, the majority of the respondentseedr that self-consciousness

influences their behaviour towards buying houselpotaiucts.

This finding is in contrasts to that of Pepgeral (2009).In their study, they found

that self- consciousness effects consumers' blyeh@viour as it leads to consumers
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to make ethically conscious' choice, intentionafigponsive to social and ecological

conditions' of excessive and unfair consumption nodiuction.

4.3.3.7 Personality
The respondents were asked if the personality faoftuences their behaviour to

buy household products. The responses are as shdwgure 4.18.

= M Agree
o 0 88%

65 0.0% W Strongly Agree
H i]

m Disagree
W Strongly Disagree

B Uncertain

Figure 4.18: The Influence of Personality on BuyingBehaviour of Consumers
on Household Products

Source: Field Data (2013)

Figure 4.18 indicates that, 52 (91.2%) of the reslents either agreed or strongly

agreed that personality had an impact on theirst@tito buy household products. 13
(22.8%) of the respondents agreed while 39 (68.4%the respondents strongly
agreed. None of the respondents neither disagreedtrongly disagreed, while 5
(8.8%) of the respondents were uncertain. Thuspmigjof the respondents agreed
that personality has influence on consumersbehevitawards buying household

products.
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The findings above are in line to those of Montegom(2008). In her study, she
found out that personality is an essential factoridentifying and reflecting
consumer behaviour.According to her, personalitymarily determines the
consumer as a buyer, payer, and user of a proaietiding consumable household
products. Thus, it helps to determine the extertbuphich the consumer shall adopt

the roles enumerated earlier.

4.3.3.8 Lifestyle
Respondents were asked to indicate what they thoalgbut lifestyle as a factor
which influence their behaviour on buying househpidducts. Responses are as

shown in Figure 4.19.

Figure 4.19 provides that, 42 (73.7%) of the resleoits agreed and 9 (15.8%)
respondents strongly agreed to the statementitéstiyle has a big influence on their
behaviours towards buying household products. G: dkther hand, 3 (5.3%)

respondents disagreed while none of the respondentygly disagreed and 3 (5.3%)
of the respondents were uncertain. Therefore, ntyjof the respondents agreed to

the fact that lifestyle has an influence on theih&viour to buy household products.
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m Uncertain

Figure 4.19: The Influence of Lifestyle on Buying Bhaviour of Consumers on
Household Products

Source:Field Data (2013)

Koklic and Vida (2009) in their study posited thigtstyle exerts a certain influence
upon buyers' needs and desires as well as uporeahdexternal and internal

determinants of the buying process leading themputchase household products to
reflect their lifestyles. Hence, according to theopermarkets need to position a
product by fitting it into an existing pattern asresumption reflecting on the ongoing

changes in the lifestyle patterns of their conssmer

The findings on psychological/personal class factmfluence consumer buying
behaviour on household products are summarizedalieT4.6 where; Agree = 1,
Strongly agree = 2, Disagree = 3, Strongly disagréeand Uncertain = 5

Table 4.6: Responses on Psychological/Personal Gadsactors Influence
Consumer Buying Behaviour on Household Products

Frequency of Respondents Average
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1 2 3 4 5
Motivation 27 24 2 2 2 1.74
Perception 25 25 5 0 2 1.75
Beliefs 27 25 2 0 3 1.72
Attitudes 26 23 4 2 2 1.79
Skills and Knowledge 27 24 2 2 2 1.74
Self consciousness 19 19 17 2 0 2.04
Personality 13 39 0 0 5 2.04
Lifestyle 42 9 3 0 3 1.47
Average 1.79

Source: Field Data (2013)

The findings on psychological/personal class factmfluence consumer buying
behaviour on household products indicate that md@ots mean score is 1.79
corresponding to strongly agreeing that psychokd{personal class factors have

influence consumer buying behaviour on househaldymwts.

4.3.4 Demographic Factors on Consumer Buying Behauir on Household
Products

The aim of the third objective was to determinedRk&ent to which sex, age, place of

domicile and physical environment of purchase plase demographic factors

influence consumer behaviour on buying househaldymwts.

4.3.4.1 Sex
The respondents were asked if sex has an influenctheir buying behaviour of

household products. The responses are as showgureM.20.
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B Uncertain

Figure 4.20: The Influence of Sex on Buying Behaww of Consumers on

Household Products

Source:Field Data (2013)

Figure 4.20 illustrates that, 12 (21.1%) of thepm=lents and 28 (49.1%) of the
respondents agreed and strongly agreed respecthaglgex has influence consumer
behaviour on purchasing household products. Orother hand, 12 (21.1%) of the
respondents disagreed while none of the respond#entygly disagreed and 5 (8.8%)
respondents were uncertain. From the findingsrntlze revealed that majority of the
respondents (70.2%) agreed that sex influences uowers behaviour to buy

household products.

Bakshi (2012) conducted a study with this variadflenfluence of sex on consumers'
buying behaviour. According to the study, huge edéhces lie in the attitudinal,

behavioural, focus, information gathering, emotiaspects of men and women due
to psychological and physiological differences. Bhgdy concludedthe same as per

the findings of this study.
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4.3.4.2 Age
Respondents were asked to express their views gongeage as a factor which
influence consumer buying behaviour on househabdiycts. Their responses are as

shown in Figure 4.21.

0 H Agree
0.0%

= Strongly Agree
Disagree
B Strongly Disagree

B Uncertain

Figure 4.21: The Influence of Age on Buying Behavig of Consumers on
Household Products
Source:Field Data (2013)

Figure 4.21 provides that, 12 (21.1%) responderdscesl and 31 (54.4%)
respondents strongly agreed that age is a factahwhfluences behaviour towards
buying household products. 43 (75.5%) respondetitereagreed or strongly agreed
to the statement. 10 (17.5%) of the respondentagcked while none of the
respondents strongly disagreed and 4 (7.0%) regpdsidvere uncertain. Thus,
majority of the respondents agreed that age infleentheir behaviour towards

buying household products.

These findings are also supported by a study cdaduasy Mazloungt al (2013).
This study concluded that the consumers' age afféwtir purchasing behaviour

although they were not clear if this finding is hgpgble to all types of products.



62

4.3.4.3 Place of Domicile
The respondents were asked if place of domicile inflsence on their buying

behaviour of household products. The responseasasbown in Figure 4.22.

B Agree

B Strongly Agree
Disagree

m Strongly Disagree

m Uncertain

Figure 4.22: Whether or not Place of Domicile's Infience on Buying Behaviour
of Consumers on Household Products
Source:Field Data (2013)

Figure 4.22 illustrates that, 13 (22.8%) of thepmslents were agreed and 13
(22.8%) respondents strongly agreed. 23 (40.4%poretents disagreed and 4
(7.0%) respondents strongly disagreed. Thereforg(4274%) respondents either
disagreed or strongly disagreed that place of diberti@s an influence on purchasing
household products. 4 (7.0%) respondents were tamcerThus, the findings it

cannot be concluded whether respondents agreedagrded to statement that place

of domicile has influence on consumer behaviourup household products.

While my study could not come to conclusion on fiaistor, other studies such as
that of Yakugt al. (2012) found that place of domicile has an infllenan
consumers' buying behaviour. They found out thpesunarkets consumers' products

are favourite on suburbs and not on townships.
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4.3.4.4 Physical Environment of Purchase Place
The respondents were asked if physical environmokptirchase place has influence
on their behaviour to buy household products. Hsponses are as shown in Figure

4.23.

0 Aoree
0 Qoo O W Agree
O_O‘,’/{)\'I'/_( ) 0% ® Strongly Agree

Disagree
m Strongly Disagree

m Uncertain

Figure 4.23: Influence of Physical Environment of Brchase Place on Buying
Behaviour of Consumers on Household Products
Source:Field Data (2013)

Figure 4.23 indicates that, 57 (100%) of the resots either agreed or strongly
agreed that physical environment of purchase glasean impact on their decision to
buy household products. The findings reveal that(2416%) of the respondents
agreed while the majority of them that is, 43 (¥b)4espondents strongly agreed.
None of the respondents disagreed, strongly disdgoe was uncertain. Thus, the
findings showed that all the respondents agreed pingsical environment of

purchase place influences consumer behaviour omdpinpusehold products.

These findings are in line with those of Yaktal (2012). They also identified that
the place factor has a strong association with woes behaviour as today's

consumers prefer the places which satisfy thenvemyeaspect.
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The findings on demographic factors influencing ssoner buying behaviour on
household products are summarized in Table 4.7reyiAgree = 1, Strongly agree =

2, Disagree = 3, Strongly disagree = 4 and Unaerd

Table 4.7: Responses on Demographic Factors Influee Consumer Buying
Behaviour on Household Products

Frequency of Respondents
Average
1 2 3 4 5
Sex 12 28 12 0 5 2.26
Age 12 31 10 0 4 2.18
Place of Domicile 13 13 23 4 4 2.53
Physical Environment 14 43 0 0 0 1.75
Average 2.18

Source: Field Data (2013)

The findings on demographic factors which influenoasumer buying behaviour on
household products indicate that respondents meare $s 2.18 corresponding to
strongly agreeing that demographic factors havéuente on consumer buying

behaviour on household products.

4.3.5 Economic Factors and Consumer Buying Behavioon Household
Products

The fourth objective of this study was to determihe extent to which economic

factors influence consumer buying behaviour on &bakl products. The

respondents were asked and responded on how puedity of product, product

branding, economic situation and occupation infagsntheir behaviour on buying

household products.
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4.3.5.1 Price
Respondents were asked to give their opinions veneaih not,they were influenced

by price in making their purchasing decisions. Fégdi.24 illustrates the findings:

0 B Agree
0 apos .0
0.0% 1‘\1}0.0% W Strongly Agree
® Disagree

m Strongly Disagree

® Uncertain

Figure 4.24: Influence of Price on Buying Behaviouof Consumers on

Household Products

Source:Field Data (2013)

Figure 4.24 reveals that, 100% of all the 57 redpats either agreed or strongly
agreed that price plays a vital role on their denigo buy household products.The
findings also reveals that, 15 (26.3%) of the resigmts agreed while 42 (73.7%)
respondents strongly agreed. None of the respondiesagreed, strongly disagreed
or was uncertain. From the findings, it can be aée@ that all the respondents agreed
that their decision to buy household products haeen influenced by price of the

household products.

This finding is related to the study done by UzegR011). The findings of her study
revealed that price of products have an influemceansumers' buying behaviour.

This is due to the fact that consumers put moresidenations on cost in their
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decisions to purchase household products, althougén related with financial
status of the customers, it was observed that ¢iahstatuses of the customers also

affect the effect of price on consumers buying beha.

4.3.5.2 Quality of Product
The respondents were asked if quality of produd imfluence on their buying

behaviour of household products. The responseasasbown in Figure 4.25.

W Agree

W Strongly Agree

m Disagree

W Strongly Disagree

M Uncertain

Figure 4.25: The Influence of Quality of Product onBuying Behaviour of
Consumers on Household Products

Source: Field Data (2013)

Figure 4.25 provides that, 19 (33.3%) of the resigoits agreed and 31 (54.4%)
respondents strongly agreed that quality of protiastinfluences on their behaviour
on purchasing household products. Overall 50 (8Y GRall respondents agreed and
strongly agreedthat quality of the product hasuerfices on their behaviour to buy
household products. On the other hand,2 (3.5%)refgnts disagreed and none of

respondents strongly disagreed while 5 (8.8%) med@ots were uncertain. Thus, the
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findings revealed that majority of the respondexgeeed that quality of the product

has influences on their behaviour to buy housepodducts.

This finding is similar to that of the study by A&nd Othman (2010). In their study,
quality of the product factor was also studiedvdis observed that the quality of the
product has influence on consumers' buying decisittough according to them,

this is more observable on expensive and involpirglucts while on cheap and less

involving products, quality is not a most importéattor.

4.3.5.3 Product Branding
The respondents were asked if product branding ihtkisence on the buying

behaviour of household products. The responsefiustated in Figure 4.26.

m Agree

B Strongly
Agree
m Disagree

B Strongly
Disagree
® Uncertain

Figure 4.26: The Influence of Product Branding on Bying Behaviour of
Consumers on Household Products

Source: Field Data (2013)

Figure 4.26 shows that, 23 (40.4%) of the respotsdamd 19 (33.3%) of the

respondents agreed and strongly agreed respectifialy product branding has
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influences consumer behaviour on purchasing holgelpooducts. 5 (8.8%)
respondents disagreed and none of the respondentgyly disagreed while 10
(17.5%) respondents were uncertain. From the fggjimajority of the respondents
agreed that products branding has an influenceonmisumer buying behaviour on

household products.

The study conducted by Akirand Othman (2010) sugptire findings. The study
reveals that brand name influences consumers' gyataviour. According to this
study consumers believe that some brands are bfduglity as compared to other
brands. In addition, these products carry estaddidirand names and are reasonably

priced.

4.3.5.4 Economic Situation
Respondents were asked to express their views omoptc situation as a factor
whichinfluence consumer buying behaviour on hoakeproducts. Their responses

are shown in Figure 4.27.

5 0 0 B Agree

e 0.0%__0.0%
8'8%___-_*-5 = S m Strongly Agree

W Disagree

m Strongly Disagree

m Uncertain

Figure 4.27: The Influence of Economic Situation oBuying Behaviour of
Consumers on Household Products
Source: Field data (2013)
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Figure 4.27 reveals that, 23 (40.4%) of the respotsd agreed and 29 (50.9%)
respondents strongly agreed that economic situdies an influence on buying
household products. On the other hand, 5 (8.8%hefrespondents disagreed and
none of respondents neither strongly disagreedwas uncertain about it. Thus,
majority of the respondents agreed that econontiatson has an influence on

buying household products.

This finding concurs with the findings of Uzosikg0(1).The study found out that
the economic capability determines purchasing povegrsumers. This factor was

observed to have positive effect on the acquisibbnousehold products.

4.3.5.5 Occupation
Respondents were asked to express their views mongeo occupation as a factor
which influence consumer buying behaviour on hoakklproducts. Theresponses

are shown in Figure 4.28.

W Agree

m Strongly Agree

I Disagree

M Strongly Disagree

m Uncertain

Figure 4.28: The Influence of Occupation on BuyingBehaviour of Consumers
on Household Products
Source:Field Data (2013)
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Figure 4.28 illustrates that, 19 (33.3%) of thepmewlents agreed and 23 (40.4%)
respondents strongly agreed on the statement tt@ipation has influence on
behaviours towards buying household products. 105€b) of the respondents
disagreed and none of the respondents stronglyraied, while 5 (8.8%) of the
respondents were uncertain. Thus, majority of @spondents agreed that occupation

has influence on consumer behaviours towards buyigehold products.

This finding is contrary to that of the study byddike (2011). This study found that
a person's occupation affects the goods and serbimeght. According to the study
occupation influence is applicable to products @rat used at work and people buy
what are related to their works. The findings oonreenic factors which influence
consumer behaviour on buying household productssamemarized on Table 4.8,
where; Agree = 1, Strongly agree = 2, Disagree StBpngly disagree = 4 and

Uncertain =5

Table 4.8: Responses on Economic Factors Influen€onsumer Behaviour on
Buying Household Products

Frequency of Respondents
1 5 3 2 : Average
Price 15 42 0 0 0 1.74
Quality of Product 19 31 2 0 5 1.96
Product Branding 23 19 5 0 10 2.21
Economic Situation 23 29 5 0 0 1.68
Occupation 19 23 10 0 5 2.11
Average 1.94

Source: Field Data (2013)
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The findings on economic factors which influencexsuamer buying behaviour on
household products indicate that respondents meare $s 1.94 corresponding to
strongly agreeing that economic factors have imib@e on consumer buying

behaviour on household products.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction
This is a concluding chapter. It summaries theifigd of the study. It concludes and

offers recommendations and areas for further ssudie

5.2 Summary

The aimed of the study was to examine factors thitience consumer buying

behaviour on household products in Dar es Saladm.objectives of the study were
accomplished and attained because numerous datagatirered and analyzed which
gave the blueprint of the factors that influencenszomer buying behaviour on

household products in Dar es Salaam targeting holgg@roduct consumers at main

supermarkets and supermarkets dealers in Dar aar8al

The study used a descriptive research design. Sthidy involved 57 respondents
whereby 41 were household product consumers analeté supermarkets dealers.
These participants were selected using purposiveplsag methods to ensure
participants meet criteria for the study. Data weotlected using several data
collection methods. The main methods used weretignesires and interviews also
methods of observation and documentary reviews wsee to supplement collected

data as required.

Theories and literatures relating to consumersrgiyiehaviour were reviewed and

summarized in this study and were used to developceptual framework,
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questionnaire and interviews for studying consuiimrging behaviour on household
products on supermarkets.The findings of this suidynot show wide variations to

studies conducted in other places and literatdres.majority of respondents agreed
on the presence of factors that influence consutmeysig behaviour on household
products on supermarkets. These factors includelsand cultural factors which

are culture, subculture, social class, roles aatust reference groups, family and
education. Motivation, perception, beliefs, att#sd skills and knowledge, self -
consciousness, personality and lifestyle, were Rdggical/personal class factors

identified in this study.

Other factors were demographic factors which aterdened by sex, age, place of
domicile and physical environment of the purchakeg Also, economic factors
which are determined by price, quality of produstpduct branding, economic

situation and occupation were assessed.

5.3  Conclusion

From the findings of this study it can be conclutieat;

Consumer buying behaviour on household producitsflisenced by a unique set of
social and cultural factors, psychological/persariass factors, demographic factors
and economic factors. These factors are non-cdaittel by producers or marketers
but should be aware of these factors and take th&anaccount while formulating

their marketing strategies.

5.4 Recommendations

Based on the above findings and conclusions, th@vfimg recommended.
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It is recommended that in designing marketing sgatfor household products,
decision makers and marketers should take intoustcgocio-cultural factors
basing on the fact that the society's culture ie ofithe most fundamental
determinants of a person’'s want and behaviour., As@art of their effort to
convince customers to purchase the kinds of pradingy sell, they need to
use socio-cultural representations, especiallyromptional appeals that are
easily understood and often embraced by the consukis would make the
consumer feel more comfortable with or can relae to the product since it
corresponds with their cultural values.

In order to maximize relevance and effectivenesssiness and marketing
programs of any type, but particularly those tleddite directly to the products
buying behaviour of consumers, must take into aatouthe
psychological/personal class and economic fact®ysknowing the influence
of the factors such as personality, lifestyle amdn@emic positions to the
people they intend to serve, the marketing managérsffectively enhance
their target marketing.

It is also recommended that marketing managers Idhadopt market
segmentation strategies and segment their produoatkets on the bases of
demographic variables such as age and sex singemére all found to have
great degree of influences on household productswuer's buying decisions.
Marketing managers are recommended to stimulat@apleadership in some
key members of the society by encouraging favoeralrd-of-mouth about
their products since household consumers are famhdavily rely on them for

information. They should also ensure that theirdpods are adequately
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labelled with important features and attributesatisfy the educated ones who
are found to be problem solvers and would delile¢yageek for information in
that direction.

Finally, the study has found that, concessionshenform of price reduction,
discount sales and the like have become commonigegadn supermarkets.
The buyer or consumers of household products shivylto avail of these
benefits, whenever they are available. However, libigers of such goods
should not be lured merely by concessions withouasitlering the quality and

performance aspects of these household products.

Areas for Further Studies

The study was limited to 57 respondents of whomewesusehold consumers and

supermarket dealers from llala, Temeke and Kinonddanicipalities in Dar es

Salaam region only. The following are the recomnagiotis for areas to be studied

in future to supplement the findings of this study:

()

(ii)

There is a need therefore to include other regamusfind out about this topic
as Dar es Salaam is very different and specialdst of regions of Tanzania in
economy and infrastructures.

The influence and effect of advertising and prowmmton consumer buying
behaviour on household products has not been stuttidhoped that future
studies will investigate the influence and effettadvertising and promotion

on consumer buying behaviour on household products.
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APPENDIX

Appendix I: Questionnaires for Household Product @nsumers and
Supermarket Dealers

Introduction

The questionnaire is only for the purpose of coifecdata concerning factors that
influence consumer buying behaviour on househatdiyets in Tanzania, The Case
being Dar es Salaam Regiohhis research is purely for academic purposes. You
have been selected to participate in the intenbewause of your potential to give
the required information. The information which Mok collected will be treated as

confidential and will be used for this study only.

Part A: Personal Information

Please, circle the correct answer
1. Status
a. Household Products Consumer

b. Supermarket Dealer

2. Age (in Years)
a. Below 26
b. Between 26 and 35
c. Between 36 and 45
d. Between 46 and 55

e. Above 55
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3. Gender

a. Male

b. Female

4. Level of education

a. Primary education
b. Secondary education
c. College

d. University

KEY: Please, give your response by putting a tigkofy an appropriate space

Agree =1; Strongly agree = 2; Disagree = 3p18ily disagree = 4; Uncertain =5

Part B: The extent to whichsocial and cultural factorsuefice consumer buying

behaviour on household products.

Social and Cultural Factors 112|345

5. |Culture

0. Subculture

7. Social Class

8. Roles and Status

9. |Reference Groups

10. |Family

11. |Education
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Part C: The extent to whichpsychological/personal cfassors influence consumer

buying behaviour on household products.

Psychological/Personal class factors 1l 2 B 4 |5

12. |Motivation

13. |Perception

14. |Beliefs

15. |Attitudes

16. |Skills and knowledge

17. |Self - consciousness

18. |Personality

19. |Lifestyle

Part D: The extent to whichdemographic factors influenmensumer buying

behaviour on product household products.

Demographic Factors 1| 2| 3| 4 5
20. |Sex
21. |Age

22. |Place of domicile

23. |Physical environment of the purchase place
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Part E: The extent to which economic factors influence comsr buying behaviour

on household products.

Economic factors 1|1 2| 3| 4| 5

24. Price

25. |Quality of Product

26. |Product Branding

27. Economic Situation

28. |Occupation

29. Please, add any other comments you may have

THANK YOU FOR YOUR COOPERATION



