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BENEFITS OF PRODUCT PROMOTION TO MARKETING CONSUMER GOODS IN ILORIN, KWARA STATE
(A CASE STUDY OF FEMTECH ELECTRONIC STORE ILORIN)
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CHAPTER ONE
1.0	INTRODUCTION
Consumption makes little meaning without consumers, who are users of goods and services or final takers of specified goods, even when the goods are to be converted or combined with some kind of service and resold. Consumer groups believe consumers have several basic rights that they are entitled to. The rights include products whose quality is consistent with their prices and the claims of manufacturers’ protection against unsafe goods, adequate and accurate information about goods or services and of course a choice among a variety of products. On the other hand, consumers as buyers have some responsibilities such as making sure that a product is used for the purpose intended by the manufacturer, and following the instructions provided with the product. Consumer behaviors involve the study of when, how, what and where people do or do not buy products. 
1.1	BACKGROUND OF THE STUDY
As a discipline of study, it attempts to understand the buyer decision making process, both individually and in groups. It studies characteristics of individual consumers such as demographics and behavioral variables in an attempt to understand people’s want. It also tries to assess influences on the consumers from groups such as family, friends, reference groups and society in general. Consumer behaviors study is based on buying with the customer playing the three distinct roles of user, payer and buyer. 
Duplessis and Rousseau (1999) state, that consumer behaviors is influenced by such internal influences as demographics, psychographics (lifestyles), personality, motivation, knowledge, attitude, beliefs and feelings. External influences include culture, sub-culture, locality, ethnicity, family, social class, reference groups, and market mix factors. (En Wikipedia.org/wiki/consumer behaviors, 2009).



1.2	STATEMENT OF THE PROBLEM 
Consumer behaviors is very crucial to the acquisition of household electronics.
The purchase of such equipment is dictated by varying factors influencing the behaviors of consumers. These behaviors if not well guided could become a serious concern to the general welfare of the immediate other dependants of the consumers. In the recent past consumer acquisition of goods has been threatened by various problems such as high inflation, economic downturn, high cost of goods, and priority concerns among others. These problems appear to have directly or indirectly shaped consumer behaviors. 
Adewuyi, (1998) affirmed that major problems of many families are the amount of income available in relation to the needs and wants of the family members. 
1.3	RESEARCH QUESTIONS
· What is the influence of consumer personality and knowledge on the acquisition of household consumables in Ilorin in Kwara State?
· To what extend does consumer’s financial status affect the acquisition of household consumables in Ilorin in Kwara State.
· What is the influence of consumer family pressure and environment on the acquisition of household consumables in Ilorin in Kwara State?
1.4	OBJECTIVES OF THE STUDY
The general objective of this study is to establish the factors affecting consumer behaviors and the acquisition of household electronics in Kwara State. The specific objectives of the study are to:
1. Determine the influence of consumer personality and knowledge and the acquisition of household electronics.
2. To identify the influence of financial status of consumers on the acquisition of household electronics.
3. To assess the relationship between consumer family pressure and environment on the acquisition of household electronics.
1.5	HYPOTHESES FORMULATION
H1: There is no significant relationship between acquisition of household electronics and personality and knowledge of consumer in Kwara state.
H2: There is no significant relationship between acquisition of household consumables in Ilorin and influence of financial status of consumers in Kwara state.
H3: There is no significant relationship between acquisition of household consumables in Ilorin and consumer family pressure and environment in Kwara state.
1.6	SCOPE OF THE STUDY
	The study focused on effect of family influence on fast moving consumer goods performance. The development of family influence focused around the need for organizations to offer more than just standard advertising to its consumers. It focuses on medium of dissemination information about its product to the target audience.
	This research study covers all areas through which an organization communicates to the target market about the existing of the product and building cooperate image to the entire populace of perspective customers.
	They concentrate majorly on the need for family influence in ELEKOYANGAN COMMUNITY plc about most effective family influence tool accomplishes set objectives.
	It will also cover environmental factor affecting communication variables employed by the organizations has its customers and staff in Ilorin. Since the organization has its customers and staff all over the states and it will be tedious to use total population for the study. 
	Therefore, the areas covered in this research work are; the theoretical scope which will base on the effect of effective family influence on fast moving consumer goods performance.
1.7	SIGNIFICANCE OF THE STUDY 
Consumer behaviors has been an area of study for quite some time-indeed since consumption has come to be regarded as important as other branches of economics such as production and distribution. The focus on it has made human beings to view from a broader perspective their own habit that they seem to have been taking for granted that is, consumer behaviors. This study uses a particular aspect of acquisition of household consumables in Ilorin as a microcosm to illustrate the broad nature and pattern of consumer behaviors which itself is a multifaceted characteristic. The study findings will be beneficial to householders who are civil servants, it will help them adjust and stick to their budget and avoid wasting their money on equipment that are not needed in the home. It is also hoped that this study findings will serve as an eye opener to the consumers of household electronics, with regards to what an individual needs at a given time. It will point out to consumers the possible errors that are always committed in the cause of acquiring household electronics. Hence it will serve as a guide towards acquisition of household electronics.
[bookmark: _Toc8938692]1.8	OPERATIONALISATION 
The independent variable in this study is family influence by X. while the dependent variable is organizational success denoted by Y and the construct and variables are stated below.
Y = f(x)
Where X = family influence 
Where Y = buying decisions 
Regression Model Specifications 
 y1i = α + βx1i + βx2i + ε 
y2i = α + βx1i + βx2i + ε 
Where:
x1 = satisfaction (st) 
x2 = house consumable (hc)
y1 = Profitability (pr)
x2 = Customer Base (cb)
α = Constant term
ε = error terms
1.9	OUTLINE OF STUDY
	The project has been divided in five chapters or easy, understanding.
	Chapter one comprises the introduction of the project topic, Introduction of the study, Background to the study, Statement of the problem, Research questions, Research hypotheses, Significance of the study, Scope of the study, Plan of the study.
	Chapter two takes a look at the Literature review, Introduction, review, Conceptual review, Theoretical review, Empirical review, Gap in literatures.
	Chapter three comprises research introduction, Research design, population, sample size determination, sampling techniques, Method of data collection, Method of data analysis, validity and reliability, Ethical consideration.
	Chapter four Data analysis, Introduction response rate, Data screening and cleaning, Detection of missing data, Assessment of outliers, Demographic profile of the respondents, Questionnaire response rate.
	Chapter five Summary of findings, Conclusion and recommendations, Introduction, Summary of the study, Conclusion, Recommendation, Limitation of the study, Contribution to knowledge, Suggestions for future studies, References.
1.10	DEFINITION OF TERMS
MARKETING: Stanton (1981) defines marketing as “the total system of interacting business activities designed to plan, price, promote and distribute want satisfaction products and services to present and potential customers”.
ADVERTISING: is any paid form of impersonal presentation of products or ideas of commercial significance to prospective buyers or audience by an identified sponsor.
SALES PROMOTION: It can be defined as all the promotional activities other than personal selling, family influence, advertising and publicity that stimulate consumer buying decision which enhance dealer’s effectiveness.
PROMOTION: It is an effort of manufacturer of products to create awareness of other marketing mix to the attention of consumer and its benefits identified.
PUBLICITY: It is a form of impersonal communication about a company or its products appearing in the media as news.
FAMILY INFLUENCE: This is a planned effort by a company to influence people’s attitude or opinion towards that organization.
PERSONAL SELLING: It involves the two-way flow of communication between a buyer and seller, often in a face-to-face encounter















CHAPTER TWO
LITERATURE REVIEW
2.0	PREAMBLE 
Consumers are individuals and households that buy products for personal consumption. Consumer behaviors is the study of how people buy, what they buy, when they buy, and why they buy. It blends elements from psychology, sociology, socio-psychology, anthropology and economics. It attempts to understand the buyer decision making process, both individually and in groups, (Haward, 1994).
Five categories are commonly used to differentiate consumer. They include;
The Upper- uppers (less than 9 percent): These are the social elites who have inherited wealth and have well known family backgrounds. They tend to be conservative and often serve as reference groups for others. They live in large homes in exclusive neighborhood and buy expensive products.
Lower-Uppers (about 2 percent): These groups are the new rich, having earned their wealth; most often have more money than the upper-uppers and want to be accepted by the upper-uppers.
Upper-middles (12 percent): are primarily “Career” oriented business and professional people. They are well educated, have a strong desire for success, and encourage their children to do well. They are joiners and civic minded. They buy products that signify status and belong to private clubs.
Middle class (32 percent): This class is made up of average-pay-white-collar and blue-collar workers who live on the “better side of town” and try to do the proper things. Their homes are well cared-for and they buy popular products. 
Working Class (38 percent): Consists of those persons who lead a “working class lifestyle”. They are tied closely to family for support and have a local orientation. The working class maintains sharper sex role divisions and stereotyping. They are concerned about security, live in smaller homes, drive larger cars and watch bigger television sets than the middle class. 
Upper-lowers (9 percent) or working poor: They work and are not on welfare. 
However, exhibit standards slightly above poverty line. They are poorly educated and perform unskilled labor for low pay, but strive for a high class.
Lower-lowers (7 percent) or “welfare poor”: These groups are on welfare, visibly poverty stricken and usually out of work and have the dirtiest jobs.
CONSUMER BUYING DECISION PROCESS 
Consumers often go through a five-stage buying decision processes and this includes; need recognition, information search, and evaluation of alternatives, purchase decision, and post-purchase behaviors. A consumer selects an involvement level or how much effort to exert in satisfying a need. The more the effort exerted the higher the involvement. For some purchase, consumers may go through these stages very quickly or may actually even skip or reverse some of the steps. Most buying decisions for products sold in family influence s, drugs stores and discount stores are of low involvement because, these products have close substitutes and are relatively low- priced. The consumer will be more involved when he or she lacks information about the purchase, views the product as important, thinks the product has considerable social importance and sees the product as having a potential for providing significant benefits. The consumer buying decision processes are as follows; (Lewis, 1990).
Need Recognition: This occurs when buyers perceive a significant difference between their actual state and their desired state. Needs, can be categorized in a number of ways. These are: physiological needs, security or safety needs, love and acceptance or social needs, (Shin, 2001) Lewis further explained that the micro-environment of the homes, helps fill the needs of the family as these needs help to express what the family values. Family needs and values are the first concern in housing choice. Needs are placed in order of importance but the family’s basic or primary needs that must be satisfied are food, shelter, clothing, air and water. 
According to Tichenor, (1990; 1999) the primary needs of the family must be satisfied before consideration is given to anything else in terms of other decisions and that need is a gap or difference between where we are, what we have and where we want to be, or what we want. For example, a hungry or sick man is in a state of need; he wants food or good health. 
Security or safety needs: The family should feel safe in their environment and should know what to expect. A family needs protection from physical harm and economic deprivation. These needs include: freedom from fear, threat, danger or deprivation. 
Social Needs: these are social interactions like acceptance, love and a sense of belonging. A family need’s to be praised and accepted by the community in which it lives. A family needs supports, assurance and warmth. 
Esteem needs: A family needs self- respect, recognition and enhanced status. 
Self-Actualization: This is the highest need, which is not easy to achieve. For a family to reach this level, all other needs must be fulfilled. Individuals in the family learn to develop their full potential and have self respect and can say that they are self actualized (Bray, 1995). Modern women increased occupational involvement and their consequential ability to contribute financially to purchases that were formerly regarded as luxury items have since become important time and energy saving devices. 
Dhar (1992) also expressed the view that there is no doubt that despite consumers find new ranges of appliances exciting, they generally experience more pressure when there are so many alternatives to choose from. 
According to Wagner and Klein (1993), consumers exhibit some form of insensitivity to missing information as long as they are unaware of what they are missing. When they are alerted about the importance of attributes or when they realize that some information they mentioned however, they become concerned. In addition, they mentioned that consumers’ reactions in the market place will thus be determined by general knowledge and experiences about products rather than explicit available information. Wagner and Klein (1993) also found that consumers actually use simple agendas to decide even for complex products.
During focus group discussions, it became clear that consumers do not really experience an evaluation stage; the process should perhaps rather be described as a search for the suitable appliance that includes evaluation along the way during in-store activities or shopping, instead of experiencing a separate stage of evaluation where options/alternatives are compared and eliminated. 
Jobber (1998) discussed the roles of spouses during decision making processes using scripts. He explained that the initiator of the two instigates the processes and takes the lead by gathering information; and attempts to persuade the other by imposing choice criteria to direct the outcome of the decision. The decider has the power and or financial authority to make the ultimate choice. The buyer conducts the transaction while the user who is the actual consumer of the product could be one, both or none of the spouses. 
According to Shin (2001), it was found that the intention to use the internet to search for information on prices of general household goods was not only the strongest predictor of internet purchase intention but also mediated relationships between purchasing intention amongst others including attitude, perceived behavioral control and previous purchase experience. Purchase decision; they further explained is a series of related decisions a consumer makes before making a purchase. These include such things as specific features of the product or product attributes, where and when to make the actual purchase, how to take possession and the method of payment. Patronage motives are determined by such factors as location, convenience, speed of service, merchandise accessibility, prices, merchandise assortment services offered, and sales personnel. 
Buying situations include: new task buying in which a buyer buys a product for the first time; straight re-buying which is characterized by the routine purchase of familiar products and modified re-buying for which the buyer requires information or a change to the original product Cherian and Harris (1990) emphasized that traditional decision models tend to portray the process of proceeding through major purchase decision as a logical problem-solving matter. They added that in these models, the decision-making process is depicted as multi-staged and complex and the consumer decision making process generally consists of three major components, namely input, process and output. When described in terms of the traditional five-step classification: problems-recognition (pre-search stage), information search and alternative evaluation form part of the so-called process while choice and outcome evaluation are components of the output. 
Such a description is typical of the rational approach to consumer decision- making and reflects the cognitive (problem solving) consumer and to a certain extent emotional consumer decision making. According to (Marno and Davis, 1990) consumers who were more familiar and knowledgeable about products were expected to have developed more established criteria to cope with product judgements and are expected to apply decision-making criteria more consistently because, the relative long expected services life (ten to twenty-five years) for household appliances complicates the decision-making process. Also, any purchase with high personal relevance or what is perceived to be a high-risk decision, will probably result in detailed processing and a more extensive decision-making process. The conclusion that major household appliances are generally purchased over a long period of time to allow for more intensive information seeking and processing and the evaluation of potentially suitable alternatives as is the case with other products such as housing seems valid.
Similarly, Bristor (1992) explained using a pragmatic standpoint as yardstick that men as well as women should be included in research so as to get a balanced view of the actual state of affairs because modern women have big spending and decision-making power that has to be acknowledged while men have increasingly become involved in household decision making. He explained further that fear of bad decision that might reflect negatively on the decision-makers ability to handle the situation, enhances pre-purchase tension. The greater the uniqueness, cost, social visibility, complexity and rate of stylistic changes (all of which could be associated with household appliances), the more likely it would be that people will draw inferences from product characteristics about the image of the owners. This increases the pressure to purchase products with specific characteristics, such as specific brand names and impressive product features. In such instances, social- as well as psychological risk perception affects product evaluation and determine the outcome of the decision-making process. 
The purchase of an expensive product usually is characterized by a lengthy decision-making process because consumers go through intensive cognitive effort while processing external information and all the influences imposed on them. Cooper (1994) also explained that household appliances have become a cultural convenience and a natural necessity in modern homes. Many household decisions evolve around household technology or at least the availability thereof. Its multi-dimensional profile addresses a combination of consumer needs such as efficient task performance (functional aspects), cost savings, efficient use of time to communication emotions, to explain family related values and to alter lifestyle. Danes (1994) focused on parental perceptions of children financial socialization and explained that consumer socialization is the process by which young people acquire skills, knowledge and attitudes relevant to their effective functioning as consumers in the market place and further pronounced that financial socialization is much more inclusive than just learning to function in the market place. 
Investigation on how social and household circumstances affect expenditure patterns across age groups highlighted a number of points, including higher expenditure one eating out side for households containing junior and middle school children, no difference in education expenditure due to a household’s male/female child balance with reading and education expenditure rising in proportion to the number of children. 
Hite and Hite (1994) stressed the importance of age in the prediction of the criteria used in the evaluation and purchase decisions made and influenced by young people when they become adults in relation to the brand name of a product. 
AL Habeeb (1996) showed that teens’ income and age, separately had negative effects on food expenditures and positive effects on both clothing and entertainment expenditures. Family income also had positive effects on teens’ clothing and entertainment expenditures and comparing male with female teens being given allowance, males saved less and spent less on clothing and personal care items including food expenditures. However, differences in price, design, functional aspects and performance characteristics, create confusion and therefore complicate a decision- making process (Du Plessis and Rousseau, 1999).
Howell (1994) explained that in contrast to repetitive household purchase such as buying groceries, the purchasing of major household appliances is far more complex and far reaching in terms of financial implications, performance characteristics and long-term consumer satisfaction. It is therefore in terms of other household purchases regarded as complex and involves high-risk consumer decisions. 
Ahluwalia and Shackford (1998) stated that the contributing fact that major household appliances are supposed to be functional for ten to twenty years increases functional risk perception depending on the type of household, type of appliances and frequency of use. They went further to explain that household or consumers have to be satisfied with their purchases during this time irrespective of changing circumstances and product developments and this complicated even further by lack of knowledge of product developments. 
As a result of the risk involved during the purchasing of major household appliances, consumers very seldom make purchase without experiencing cognitive dissonance (confusing evidence regarding consumers coping with the decision-making process). From what has been reported, there is no doubt that the purchasing process is generally addressed, are however, ambiguous and conflicting. Consumers expenditure pattern is influenced by the state of the family life cycle within a given time. Life cycle concept determines family buying behaviors and is a guide to marketers in planning marketing programmed. Green (1993) buying decision are most items influenced by buying habits, if one has a habit of always buying name brand items, one may think that other brands are inferior. One should try to evaluate his or her habits to make sure one is learning to be a careful shopper. Plate (1994).
Level of Income 
Economic level of income determines the amount of money an individual or a family has to spend. Economic level of an adult, his or her family background, occupation and level of education influences the social class of an individual. Lewis (1990). 
Three categories of economic level are: 
a. Low income 
b. Middle income 
c. High income 
Low Income: These people have an income which is not more than 80 percent of the median income in geographic area. 
Examples of medians incomes of the geographic areas: 
Area A, Media Incomes 
4,000, 7, 000, 10,000, 12,500, 15000, 17,000, 20,000 
Area B Media Incomes 
30,000,32,000,36,000,41,000,42,000,43,000,45,000 
A very low-income family is one with an income of 50 percent of median income or less (Median means mid-point) see above for examples of median incomes Dewis (1990) in his study, low-income group have difficulty in finding adequate housing, reason, many of them live on fixed incomes. For example, social security or welfare benefits. Their income remains the same regardless of economic changes such as inflation especially in Untied States of America. 
Middle Income family: this is the largest in developed countries of the world. For example, in Untied State such families receive the most attention. The mass media focus on the middle class. Most occupations fit the middle class. Most dewing is designed for middle income families. Most families are made for middle-class homes (Tichenor 1999). 
According to Tichenor (1999) the stereotype middle class family lived in a comfortable house and in a good neighborhood and not all middle-income families of today fit that description. Today housing patterns are changing. As life changes today average families have difficulty in buying a house. Tichenor went further to say the income of families is growing but not as quickly as the prices of houses. Lewis (1990) economic formula indicates that a family should spend 3% of her annual income for a house. Today in Nigeria the prices of dwellings are rising faster than incomes. The middle-income class family may face major changes in their housing and way of life. 
High Income Group: These are well to do personalities in the society. They have reached the higher ladder and belong to the high class. Money is not their problem; they are able to live in the most desirable locations of their choice. These include elephant, downtown apartments, water front by acres of grass and trees. The high-income earners live in mansions. Upper income families have more than one home, the homes may be located in various cities where people work or meet with business associates. They have homes used as vacation sites Degenova (1999) your occupation and income affect your purchase decision a great deal. Rogers (1996) stated that one’s occupation would determine one’s level of satisfaction. 
Family satisfaction is dependent on the feelings that income is adequate. The level of income, education or occupation determines family satisfaction and life style. 
Clark and Gray (1991) High income enables families purchase whatever they feel like purchasing because the money is there to satisfy their desire. Rogers (1996) commented that high income increase security, provide the necessary means for healthy life style. 
Level of Education influences the purchase choice of equipments. A family level of education is their source of power, the family is acknowledged as generally superior in intelligence. Degenova (2001) Lewis (1997) family level of education determines their socio status and the type of decision they will make in their household electronics. 
Family Roles and Decision Making 
The assignment of roles to specific members of family has an impact in its social development and on its buying behaviors. The duty of providing funds for the welfare of the family is customarily assumed by the husband (especially in Indian traditional and rural households) the wife tends to be the custodian with responsibilities particularly related to purchasing food, and household goods. But these traditional roles assigned to family members have undergone changes as a result of socio-economic and political development. There is greater economic, political, professional and social freedom of movement. This has undoubtedly changed the traditional views on dual income or working couple families and the dominant role of the husband as sole income earner has been challenged. Greater participation in an ever-widening area of buying may be expected and marketers keep this information in their selling strategies. 


Roles and Status 
Each person possesses different roles and status in the society depending upon the groups, clubs, family organization e.t.c to which he or she belongs. For example, a woman is working for an organization as finance manager now she is playing two roles, one of finance manager and other of mother. Therefore, her buying decisions will be influenced by her role and status. 
2.2	THEORETICAL REVIEW
Personal Factors 
Personal factors can also affect the consumer behaviors. Some of the important personal factors that influence the buying behaviors are lifestyles, economic situation, occupation, age, personality and self concept. 
(a) Age 
Age and life-cycle have potential impact on the consumer buying behaviors. It is obvious that the consumers change the purchase of goods and services with the passage of time. Family life- cycle consists of different stages such young singles, married couple’s unmarried couples e.t.c. which help marketers to develop appropriate products for each stage (Cherlin, 2000). 
(b) Occupation. 
The occupation of a person has significant impact on his buying behaviors. 
For example, a marketing manager of an organization will try to purchase business suits where as a low-level worker in the same organization will purchase rugged work clothes.
(c) Economic Situation 
Consumer economic situation has great influence on his buying behaviors. If the income and savings of a consumer is high then he will purchase more expensive products. On the other hand, a person with low income and savings will purchase inexpensive products.
Lifestyles 
Lifestyle of consumer is another important factor affecting the consumer buying behaviors. Lifestyles refer to the way a person lives in the society and is expressed by the things in his/her surrounds. It is determined by consumer interests, opinions activities e.t.c. and shapes his whole pattern of acting and interacting in the world (Cooley,1999). 
(d) Personality 
Personality is defined by Sheth et.al (1999) as a person’s consistent ways of responding to the environment in which he or she lives. Personality is created through the combing of external influence or social environment and genetic on biological traits of the individual. The combination of social with the individual results to the creation or development customer personality. Consumer personality may be product or service oriented or both. Product oriented consumers tend to patronize a product or service based on the merchandise itself, while service-oriented consumers tend to seek relationships with the seller, producer often the service or manufacturer of the product. Personality changes from person to person, time to time and place to place. 
Therefore, it can greatly influence the buying behaviors of costumers. Actually, personality is not what one wears rather it is totality of behaviors of a man in different circumstances. It has different characteristic such as dominance aggressiveness self-confidence e.t.c which can be useful to determine the consumer behaviors for particular product on service.
Psychological Factors 
There are four important psychological factors affecting the consumer behaviors. These are perception, motivation, learning, beliefs and attitudes. 
(a) Motivation 
Motivation according to Brown (2003) is an inner drive that reflects goal-oriented arousal. Motivation is also linked to the social environment and individual traits of the individual, motives are identified into four, namely achievement, power, uniqueness/ novelty, affiliation and self-esteem-motive. These kinds of motives are present in one way or other within the consumer as she/he goes through the decision- making process of purchasing a product, goal, or service. 
Achievement Motive- The drive to experience emotion in connection with evaluated performance. 
Power Motive; The drive to have control or influence over another person group, or the world at large. 
Uniqueness/Novelty Motive: 
The drive to perceive our self as different from others. 
Affiliation Motive 
The drive to be with people, consumers sometimes express a strong motivation to reconnect and associate with groups. 
(b) Self-esteem Motive 
Credit for success, explain away failures, (consumers) see themselves as better than most others. 
The level of motivation affects buying behaviors of customers. Every person has different needs such as physiological needs, biological needs, and social needs e.t.c.
The nature of the needs is that some of them are most pressing while others are least pressing. Therefore, a need becomes a motive when it more pressing to direct the person to seek satisfaction. 
(c) Perception 
Selecting, organizing and interpreting information in a way to produce a meaningful experience of the world is called perception. There are three different exceptional processes which are selective attention, selective distortion and selective retention. In case of selective attention, marketers try to attract the customer attention. 
Whereas in case of selective distortion, customers try to interpreted the information in a way that will support what the customer already believe. 
Similarly in the case of selective retention marketers try to retain information that supports their levels. 
(d) Beliefs and Attitudes. 
Consumer possesses specific belief and attitude towards various products. 
Since each belief and attitude make up brand image and affect consumer buying behaviors therefore marketers are interested in them. Marketers can change the belief and attitudes of customers by launching special campaigns in this regard (Frost, 2006).
A Multicultural Model of Consumer Durable Acquisition Patterns 
In addition to technology, there are several macro environmental factors which affect the available set of consumer durables in a specific country. These include economic conditions, political philosophy, climate/geography, and type of economy, educational levels, and the status of the infrastructure. One measure of the economic condition in a country is per capita income. Since a consumer durable is purchased with disposable income, there have to be sufficient numbers of people who are willing and able to buy a specific consumer durable good before a market for it can be developed. Hence, a country’s distribution of disposable income across the population will influence the mix of consumer durables available in the country. A second macro environmental factor to be considered is the climate/geography of the country. For example, extremely hot and /or humid climates have an inherently greater need for refrigerators, air conditioners dehumidifiers, etc. Locations with opposite conditions (i.e cold or dry climates) would have greater need for room heaters, humidifiers, etc. 
The nature of the country’s infrastructure as reflected by the availability of power, water, gas and other utilities; the type of distribution channels and financial institutions; the incidence of service and repair facilities; transportation modes and communications channels; all influence the mix of consumer durable goods available to the population. Countries with well developed infrastructures are likely to be able to support a wider array of durables. Another macro environmental influence has to do with the political philosophy prevalent in the country. Attitudes toward private enterprise, imported goods, and the protection of domestic industry will have an effect on the availability of consumer durables in a country. 	
Educational levels, as measured by literacy rates and the number of average years of formal education, will also influence the mix of consumer durables available in a market. Educational levels influence standards of living which in turn require greater utilization of consumer durables. A final macro environmental factor which influences the availability of consumer durable goods in a market is the extent to which the economy is agricultural, industrial, or service based. Countries which are more developed and moving from industrial to service-based economies provide greater markets for consumer durables. 
The consideration set of consumer durables is a subset of the available set of consumer durables formed by taking into account universal needs, culture-specific values and individual differences. The model assumes the existence of a universal set of basic human needs such as those proposed by Maslow. Culture specific values, on the other hand are learned. They vary across cultures on dimensions such as attitudes toward time, work, wealth, consumption, achievement and change. For example, some subcultures have a taboo against the use of electrically powered appliances. This would significantly affect the type of consumer durables included in the consideration sets of consumers belonging to that subculture. In another instance, culture-specific values toward time could influence the consideration of labor-saving devices in a population. 
Individual and household level differences will affect the consideration set of consumer durable goods for households. These variables include the household’s stage in the family life cycle, income, occupation, education, social class, life style, and other similar influences on buyer behavior. 
What is a Family? 
A family is a group or more people related by blond, marriage, or adoption who reside together. The nuclear family the immediate group of father, mother, and children living together. The extended family is the nuclear family, plus other relatives, such as grandparents, uncle and aunts, cousins, and parents-in-law. The family into which one is born is called the family of orientation, whereas the one established by marriage is the family of procreation. In a more dynamic sense, the individuals who constitute a family might be described as members of the most basic social group who live together and interact to satisfy their personal and mutual needs (Arnould, 2004).
Family Environment 
The influence of a family on its members is pervasive. The effect of traditional, interests, motivations etc is appreciate not only in the formative years but is likely to extent throughout their life span of its members during their easy years, children often acquire consumption habits. Including learning brand names of certain types of products which became part of their way of life. 
The life style of a family largely sits its status in society. People’s aspirations professional opportunities, general behaviors and expectations are deeply affected by the traditional living style of their families. 
Through the family, individuals are introduced to society; they learn acceptable standards of behaviors. Within the family, cultural values are transmitted and specific roles are assumed in the household. Members of a family interact with one another, and this may lead to conflict on occasion, particularly when those in authority constrain the behaviors of dependents. A mother may decide that she knows best, that type of clothing to buy for her young children and refuse to purchases garments which she thinks are unsuitable. 
In Western societies, marriage generally leads to a new household being established. New housing, furniture, kitchen equipment’s e.t.c. is required. The impact on consumer needs is therefore considerable. If a new home is not immediately set up and the newly married couple continue to live with the joint family a different pattern spending will result. In nuclear households it has been seen that the wife’s mother or mother-in-law is the person to advice. 
What is a Household? 
The term household is used to describe all person, both related and unrelated, who occupy a housing unit. There are significant differences between the terms household and family even though they are sometimes used interchangeably. It is important to distinguish between these terms when examining data. The term household is becoming a more important unit of analysis for marketers because of the rapid growth in non- traditional families and non-family households. Among non-family households, the great majority consist of people living alone. The remaining non-family households include those consisting of elderly people living with non-family members. For example, persons of opposite sex sharing living quarters, friends living together, and same sex couples. 

Structural Variables Affecting Families and Households 
Structural variables include the age of the head of household or family, marital status, presence of children, and employment status. For example, consumer analysts have enormous interest in whether families have children and how many they have. Children increase family demand for clothing, food, furniture, homes, medical care, and education, while they decrease demand for many discretionary items, including travel higher-priced restaurants, and adult clothing. Other structural changes affect the types of products that are manufactured. For example, in Japan, high- affect companies have formed a consortium to standardize technology been developed to monitor and manage households. 
(a) Sociology Variables Affecting Families and Household 
Marketers can understand family and household decisions better by examining the sociological dimensions of how families make consumer decisions. Three sociological variables that help explain how family's function includes cohesion, adaptability, and communication. 
(b) Cohesion is the emotional bonding between family members It measures how close to each other family members feel on an emotional level. Cohesion reflects a sense of connectedness to or separateness from other family members. 
(c) Adaptability measures the ability of a family to change its power structure, role relationships, and relationship rules in response to situational and developmental stress. The degree of adaptability shows how well a family can meet the challenges presented by changing situations.
(d) Communication is a facilitating dimension, critical to movement on the other two dimensions. Positive communication skills (such as empathy, reflective listening, supportive comments) enable family members to share their changing needs as they relate to cohesion and adaptability Negative communication skills (such as double messages, double binds, criticism) minimize the ability to share feelings, thereby restricting movement in the dimensions of cohesion and adaptability. Understanding whether family members are satisfied with family purchase requires communication within the family. To determine how the family makes its purchase decisions and how the family affects the future purchase of its members, it is useful to understand the functions provided and the roles played by family members to fulfil their consumption needs. 
Functions of the Family 
Four basic functions provided by the family are particularly relevant to a discussion of consumer behaviors. These include (I) Economic well-being, (2) Emotional support. (3) Suitable family lifestyles, and (4) Family- member socialization. 

(a) Economic Well-Being 
Providing (financial means to its dependents is unquestionably a basic family function 
How the family divides its responsibilities for providing economic well-being has changed considerably during the past 25 years. The traditional roles of husband as economic provider and wife as homemaker and child reader are still valid. T he economic role of children has changed. Today, even if some teenage children work. 
They rarely assist the family financially. Their parents are still expected to provide for their needs. But some of them get enough pocket money to decide their consumption of discretionary items.
(b) Emotional Support 
The provision of emotional nourishment (including line, affection, and intimacy) to its member is an important basic function of the contemporary family. In fulfilling this function, the family provides support and encouragement and assists its members in coping with personal or social problems. To make it easier for working parents to show their love affection and support for their children, greeting-card companies have been marketing cards especially for parent to give to their children. For instance, in most communities, many educational and psychological centers are available that are designed to assist parents who want to help their children improve their learning and communication skills or generally, better adjust to their environments. 
Motives for Purchase
Family decisions 
Plate (1994) stated that decision making is the act of making a choice. It might involve on deciding what to purchase on the type of equipment to be purchased in the market. Anyakoha (1999) considered decision making as an action taken in selecting from alternatives course of action. For example, a home maker who has just one thousand naira (N1000.00) to spend on cutleries and drinking glasses is faced with decision making; she has to decide on which utensils are more important to the family. 
Degenova (1999) stated that in decision-making the family has to identify the problem. 
1. Obtaining information and searching for possible alternative. 
2. Considering the consequences of each alternative 
3. Selecting an alternative 
After due considerations in step there, the decision-maker finally makes a decision. As the choice is made one accept responsibility for the decision made. 
Lewis (1990) commented that as human resources are always scarce that is money; time, energy, abilities and skills of family members and human needs are many. Families have to learn how to use our limited resources wisely in order to satisfy ones needs. Decisions require mental work and the physical power of family members as to meet family needs and goals. According to Degenova (1999) a value is a measure of habits that people develop are related to family goals and values. Some individuals are never happy unless they reach high level of material prosperity. They want to live in a large house, wear fine clothes, by the best household electronics that are durable and drive the best cars. They are used to certain standard of living in their family of origin and seek to duplicate this life-style in their own marriage. They are willing to work to achieve what they want. The above value cannot be seen but are recognized in behaviors. For example, a father who values knowledge may spend money on his children’s education rather than other things. A family that values comfort shows this by purchasing household electronics that are stress less and durable. 
Individual patronized a shop for certain reasons for example, Items are not too high and caliber of sales personnel is up to date. Smith and Beaujot (1999) conducted a research on gender role norms on purchasing decision making among one hundred (100) families under different conditions of female role perception. Husbands of women that are liberal made little decisions than husbands of moderate women. But point decisions were most frequent and are better because no one will feel inferior or neglected. Decision on insurance, furniture, savings and household electronics are similar regardless of the wife’s role perception. 
2.4	GAP IN LITERATURE
The researcher reviewed related literature on the views or perception of people on the factors affecting consumer behaviors and the acquisition of household electronics. From the related reviews the researcher observed that these factors have both positive and negative influence on consumers. It is clear these factors enable consumers to make right acquisition and make use of their equipment properly while some do not. The review of the related literature also looks at some of the influences of these factors on consumers’ behaviors. 
The chapter started with reviewing of literatures under the following sub-headings:
 Consumer Category 
 Consumer Buying Decision Process 
 Factor Affecting Consumer Behaviors 
 Influence of personality and knowledge of consumers and the acquisition of household consumables in Ilorin 
 Influence of family financial status of consumers and the acquisition of household consumables in Ilorin 
 Influence of family pressure and environment of consumers and the acquisition of household consumables in Ilorin 
 The Diversification in Consumer Behaviors 
 Household consumables in Ilorin and Types 
Finally, an empirical study related to the study was carried out. The study put 
together showed the significance need for the present study as the related researches were also researches carried out in developed countries.




















CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	A research design is the step-by-step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of 	FEMTECH in Ilorin south that comprises of 200 customer and the work is from Jan – July 2021-
3.3	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size

		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.4	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.6	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorized into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self-administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition, the research variables were validated using factor analysis.
3.7	METHOD OF DATA ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest 
3.8 	ETHICAL CONSIDERATION 
This study conformed to the laid down procedures in carrying out researches. It was thoroughly checked by the Supervisor and other Lecturers in the department. All materials to be used in this study was duly sourced and analyzed before making recommendations. In respect of ethical consideration, the critical sources of information and data were protected and kept confidential. 
	Furthermore, all the authors consulted in this study were fully acknowledged in order not to run fowl of the ethics of plagiarism. Therefore, an ethical clearance to conduct the study shall be obtained from Kwara state Polytechnic., Ethical Review Committee. Finally, the findings of this study shall be disseminated to the public through publication in local and international journals.





















CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.0	PREMABLE
This chapter deals with the analysis of data obtained from the field of study. The simple percentage was used to analyze the personal data and evaluate the response from 200 questionnaire distributed but 180 questionnaires were retrieved
4.1 	DATA ANALYSIS
Certain demographic variable of the respondent such as educational qualification, social class, what influence buying habit measure based on the 180 questionnaires from the respondent
DATA PRESENTATION ANALYSIS
4.1.1 SEX
	SEX
	RESPONDENT
	PERCENTAGE

	Male
	80
	44.4%

	Female
	100
	55.6%

	TOTAL
	180
	100%


 	 Source Field Survey 2025
All respondent were 180, among these 80 were male which represent 44.4% and 100 females also returned their questionnaire and stand for 55.6% of the total respondent. In conclusion female represent majority of the respondent
4.1.2 AGE
	AGE
	RESPONDENT
	PERCENTAGE

	18-25years
	120
	66.7%

	26-45years
	40
	22.2%

	46-70years
	20
	11.1%

	TOTAL 
	180
	100%


 	Source field survey 2025
		 The respondent were 180 people, under age 18-25years 120 responded which represent 66.7%, those within the range of 26-45years were 40 which stand for 22.2%, under the range of 46-70years were 20 respondent which are 11.1%. 
In conclusion 18-25years represent majority of the respondent
EDUCATION STANDARD
	FREQUENCY 
	RESPONDENT
	PERCENTAGE

	Literate
	160
	88.9%

	Illiterates
	20
	11.1%

	TOTAL
	180
	100%


 Source Field Survey 2025
All respondent were 180 peoples, under literate 160 respondent represent 88.9% while the illiterate one was 20 which is 11.1%. in conclusion the educated people represent majority of the respondent
4.1.4 MARITAL STATUS
	MARITAL STATUS 
	RESPONDENT
	PERCENTAGE

	Married
	100
	55.6%

	Single
	80
	44.4%

	TOTAL
	180
	100%


Source Field Survey 2025
Out of 180 respondents, those that are married constitute the largest participator in the family influence which is 100 represent while those that were not married were 80 and stand for 44.4%. in conclusion, married people add valve than the single in the family influence 
4.1.5 RELIGION
	RELIGION 
	RESPONDENT
	PERCENTAGE

	Islam
	85
	47.2%

	Christianity
	95
	52.8%

	TOTAL
	180
	100%


 	Source Field Survey 2025
All the respondents were 180 people, Islam religion is 85 which is 47.2% while the Christians were 95 which is 52.8%. in conclusion, Christianity represents the majority of the respondents
4.1.6 OCCUPATION
	OCCUPATION
	RESPONDENT
	PERCENTAGE

	Civil servant
	70
	38.9%

	Business man
	25
	13.9%

	Business women
	50
	27.8%

	Student
	35
	19.4%

	TOTAL 
	180
	100%


 Source Field Survey 2025
In occupation, out of 180 respondents 70 were civil servant which is 38.9%, 50 business women were which is 27.8%, 25 business men which is 13.9%, and 35 students which is 19.4% in conclusion civil servant were representing the majority of the respondents
	FAMILY INFLUENCE VISIT
	RESPONDENT
	PERCENTAGE

	Weekly
	90
	50%

	Daily
	60
	33.3%

	Monthly
	30
	16.7%

	TOTAL 
	180
	100%


 Source field survey 2025
All respondent returns their questionnaire and were total 180. 90 of them visit family influence weekly which is 50%, 60 tick daily which is represented by 33.3% and thirty tick monthly which is 16.7%in conclusion, those that tick weekly represent majority of the respondents
4.1.8 WHAT INFLUENCE YOUR HABIT?
	INFLUENCE BUYING HABIT
	RESPONDENT
	PERCENTAGE

	Male
	80
	44.4%

	Female
	100
	55.6%

	TOTAL
	180
	100%


 	 Source Field Survey 2025
			Out of 180 respondents, 60 were influence by individual factor which is 33.3%, 70 has group factor which is 38.9% while others is 50 which is 27.8% the above implies that group behaviors represent majority of the respondents.
4.1.9 DOES TRANSPORTATION COST AFFECT YOUR BUYING HABIT?
	TRANSPORTATION COST AFFECT BUYING HABIT
	RESPONDENT
	PERCENTAGE

	Male
	80
	44.4%

	Female
	100
	55.6%

	TOTAL
	180
	100%


 	Source field survey 2025
		All respondent were 180 and 60 ticked yes which has 33.3% and 120 ticked No which is 66.7%`those that tick no has the majority of the respondents. The means that transportation cost may has effect on the consumer buying habit.
4.1.10 IS THE GOODS IN A FAMILY INFLUENCE EXPENSIVE?
	Family influence good is expensive
	Respondent
	Percentage

	Yes
	95
	52.8%

	No
	85
	47.2%

	TOTAL
	180
	100%


 Source field survey 2025
All respondents are 180 and out of this, 95 of them tick Yes and is 52.8% while 85 tick No which is 47.2% in conclusion, yes respondent has the majority of respondent.




4.1.11 DO YOU THINK ONLY RICH PEOPLE VISIT THE FAMILY INFLUENCE?
	ONLY RICH PEOPLE VISIT FAMILY INFLUENCE 
	RESPONDENT
	PERCENTAGE

	Yes
	100
	55.6%

	No
	80
	44.4%

	TOTAL
	180
	100%


Source field survey 2025
There are 180 respondents of which 100 tick Yes by 55.6% while 80 tick No which is 44.4% in conclusion, those that tick Yes has majority of respondents.
4.1.12 ARE THE BUYING DECISION BETTER THAN FAMILY INFLUENCE?
	BUYING DECISION ARE BETTER THAN FAMILY INFLUENCE 
	RESPONDENT
	PERCENTAGE

	Yes
	88
	48.9%

	No
	92
	51.1%

	TOTAL
	180
	100%


 	Source field survey 2025
		However, in visiting family influence, 88 people go there because of others which is 48.9% while 92 does not go because of others which is 51.1, in conclusion, those that tick ‘No represent majority of respondents
4.1.14 DOES IT TAKE A LONG TIME TO PURCHASE GOODS IN A FAMILY INFLUENCE?
	LONG TIME TO PURCHASE IN FAMILY INFLUENCE 
	RESPONDENT
	PERCENTAGE

	Yes
	80
	44.4%

	No
	100
	55.6%

	TOTAL
	180
	100%


Source Field Survey 2025
There are 180 respondents of which 80 tick ‘Yes’ and has 44.4% while 100 tick ‘No’ and has 55.6%. in conclusion, those that tick; No’ represent majority of the respondents
4.2	DISCUSSIONS OF FINDINGS 
From the above analysis, several findings were deduced for the purpose of simplicity and clarity. The questions are well presented in a tabular form and finding deduced from the above data presented were as follows. The data presented and analyzed shows that female was the majority of customers that patronize the family influence. This is because male is breadwinner, they provide money to their wives for shopping. It also shows that there is difference in respect of age that patronize family influence. The age 18-25 were in majority compared to 26-45years and 46-70years. This is because these categories are very agile and have more leisure time to patronize the family influence. The education qualification shows that literate is majority compared to illustrate in respect to shopping ability. The family influence varieties of goods which involve imported goods are only purchase by literate. Marital status of the respondents shows that the Christians patronize the family influence more than the Muslims because Christians are often buying gifts in the family influence during their festival seasons such as Easter, Christmas, New Year e.t.c
The respondents on occupation shows that the civil servant is in majority among others. They patronize the family influence to buy goods for their colleague during ceremonies organized by them. The analyzed data shows that those whose patronize the family influence weekly are in majority among others. This is so because stock goods that are needed continuously such as detergent, can food, tooth paste e.t.c. the factors influencing buying habit shows that group Behaviors has the largest share of the population. It is so because people often buy goods because certain group of people also purchase those goods. On the effect of transportation cost, those that tick ‘No’ fall within the majority of the respondent.
On the cost of goods sold in the family influence, those who said ‘Yes’ to high cost of goods in the family influence are in majority to those who said ‘No’. The family influence incurred high overhead cost in their trading which is an indication to relatively high cost of their wares. The rich also are in majority of the respondent patronize the family influence. This is so because the wares sold in the family influence are sophisticated and costly. The findings also reveals that the buying decision are not better than the family influence. They have the majority in the response, the family influence is an organized form of business outlet which provide essential services like parking space, after sales service, security for their customers. On time frame used in purchase of goods, it shows that it does not take a long time to purchase a good in the family influence because goods are classified and arranged in different sections in the family influence.
4.3 HYPOTHESIS TESTING
Null (Ho): There is no significant relationship in the attitude and behaviors of consumer towards family influence (retail outlet) in respect to the transportation cost
Alternative (Hi): There is significant relationship in the attitude and behaviors to transportation cost. The response of the respondents in the stated hypothesis is represented in the table below
	Response
	0i
	Ei
	0i-Ei
	(0i-Ei)2
	(0i-Ei)2/Ei

	Strongly agree
	50
	36
	14
	196
	5.4

	Agree
	45
	36
	9
	81
	2.3

	Undecided
	40
	36
	4
	16
	0.4

	Disagree
	25
	36
	-11
	121
	3.4

	Strongly disagree
	20
	36
	-16
	256
	7.1

	TOTAL
	180
	180
	
	
	18.6


 Sources; field survey 2025

Ei= 180/5= 36
X2 c = E (0i-Ei)2 /Ei= 18.6
Significant level= 0.05 i.e. 5%
Degree of freedom= (c-1)(r-1)
				(2-1)(5-1)
				1x4=4
Therefore; X2 t at (0.05,4)= 9.488
		X2c > X2t= 18.6> 9.488
Accept Hi and reject H0
DECISION 
From the above hypothesis, it shows that the calculated valve is greater than the table valve i.e (X2c > X2t). this implies that the alternative hypothesis should be accepted while the null hypothesis is rejected. This confirm that transportation cost has significance relationship in the attitude and behavior of consumer towards family influence (retail outlet)
HYPOTHESIS TWO
Null (H0); There is no significance relationship in the attitude and behaviors of consumer within the age of 18-45 and consumers within the stage of 46-70 towards family influence 
The response of the respondents on the stated hypothesis is represented in the table below
	Response
	0i
	Ei
	0i-Ei
	(0i-Ei)2
	(0i-Ei)2/Ei

	Strongly agree
	42
	36
	6
	36
	1

	Agree
	40
	36
	4
	16
	0.4

	Undecided
	36
	36
	-
	-
	-

	Disagree
	30
	36
	-6
	36
	1

	Strongly disagree
	32
	36
	-4
	16
	0.4

	TOTAL
	180
	180
	
	
	2.8



Ei= 180/5= 36
X2 c = E (0i-Ei)2 /Ei= 2.8
Significant level= 0.05 i.e. 5%
Degree of freedom= (c-1)(r-1)
				(2-1)(5-1)
				1x4=4
Therefore; X2 t at (0.05,4)= 9.488
		X2c > X2t= 18.6> 9.488
Accept Ho and reject Hi
DECISION
		It can be seen from the above illustration that X2c is less thanX2t/ . Therefore, null hypothesis (ho) should be accepted while alternative hypothesis is rejected (hi). It shows that respondents within the age of 46-70
HYPOTHESIS
Null (H0): There is no significant relationship between consumer income and buying habit
Alternative (Hi): There is significant relationship between consumer income and buying habit. The response of the respondent in the stated hypothesis is shown below
	RESPONSE
	0i
	Ei
	0i-Ei
	(0i-Ei)2
	(0i-Ei)2/Ei

	Strongly agree
	56
	36
	20
	400
	11.1

	Agree
	45
	36
	9
	81
	2.3

	Undecided
	39
	36
	3
	9
	0.3

	Disagree
	20
	36
	-16
	256
	7.1

	Strongly disagree
	20
	36
	-16
	256
	7.1

	TOTAL
	180
	180
	
	
	27.9


Sources; field survey 2025
Ei= 180/5= 36
X2 c = E (0i-Ei)2 /Ei= 27.9 
Significant level= 0.05 i.e. 5%
Degree of freedom= (c-1)(r-1)
				(2-1)(5-1)
				1x4=4
Therefore; X2 t at (0.05,4)= 9.488
			X2c > X2t= 18.6> 9.488
Accept Hi and reject H0
DECISION 
			From the above analysis, it shows that the calculated valve is greater than the table valve i.e X2c > X2t). this implies that the alternative hypothesis should be accepted while Null hypothesis is rejected. Remark: this confirm that individual income influences consumer buying habit

















CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1	SUMMARY 
This study investigated the relationship between consumers’ behaviors and the acquisition of household electronics in Kwara State. Components of the investigations were the influence of personality and knowledge of consumers on their acquisition of the household items, effect of the influence of family financial status, and the influence of family pressure and environment of the respondents on their acquisition of household electronics s. To effectively investigate the objectives, the study was divided into chapters. 
In chapter one, the introduction to the study was given. This was followed with the statement of the problem. The objectives, research questions and hypotheses are all given
in the chapter. They were followed with the significance of the study, basic assumptions and delimitation of the study. 
The related literatures to the study were reviewed in chapter two. These included the conceptual framework for the study, general review of literature on consumers’ behavior in relation to acquisition of household electronics, consumers’ categories and consumer buying decision process. Other literatures reviewed were those on diversification in consumers’ behaviors, factors affecting consumer behaviors, influence of personality and knowledge of consumers, influence family financial status, influence of family pressure and environment of consumers and the acquisition of household electronics, types of household electronics s and empirical review of some related studies. The chapter was concluded with a summary of the reviewed literatures.
Some of the major findings observed in the study are as follows: 
1. That the personality and knowledge of the respondents constituted a significant factor in the purchase of their household electronics. 
2. That the regard of family financial status plays a significant role in the acquisition of household electronics by the respondents. 
3. That family pressure and environment of the respondents had significant effect on the acquisition of household electronics by the respondents.
5.2	CONCLUSION 
This study investigated the relationship between consumers’ behavior and their acquisition of household electronics in Kwara state. The respondents were selected from 27 local government areas of the state through stratified random sampling procedure. Selected respondents were issued with a structured questionnaire. A total of 406 respondents made of male and female were selected for the study. The main variables of the study investigated were the influence of personality and knowledge of consumer as they relate to the acquisition of the household electronics, effect of family financial status on the acquisition of such equipment and effect of family pressure and environment on the acquisition of the household electronics. Apart from subjecting the data collected to summary statistics with the aid of the Statistical Package for the Social Sciences, the chi- square procedure was used for the test of the hypotheses. The result from the analysis of the data revealed that personality and knowledge of consumers had significant effect on their acquisition of household electronics in the state. 
Regard for Family financial status of consumers was another variable found to have significant effect on the acquisition of household electronics by the respondents. Along with personality and knowledge of consumers was family pressure and environment of the respondents. It was observed that family pressure and environment had significant effect on their acquisition of the household electronics in the state. These were revealed in the test of the study’s hypotheses in chapter four. 



5.3 	RECOMMENDATIONS 
Based on the findings in this study, the researcher would want to recommend as follows:
Consumers should work out their financial plan according to their family goals Consumers of household electronics who are married should carry each other along in decision making.
The researcher on her own part could create awareness for Kwara state consumers of 
household electronics by organizing seminars, workshops and talk shows to enlighten them on the components of consumer behavior.
Consumers of household electronics should make sure they stick to their family budget to avoid financial crises in their homes.
Consumers of household electronics should avoid unhealthy competition among themselves and be disciplined in their acquisition pattern.
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