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ABSTRACT 

 

The main objective of the study was to explore factors that influence consumer 

purchasing decision for consumer electronics brands: case of computers, laptops, 

tablets and mobile phones. The study was driven by the inadequacy of reputable 

researches concerning consumer behaviour of electronic items especially computers, 

laptops, tablets and mobile phones. Specific objectives of the study were to examine 

how one’s personal characteristics influence his/her buying decision; to determine 

how one’s economic factors influence his/her buying decision; to explore the 

influence of social factors on consumer buying decision and to find out how 

marketing factors influence consumer buying decision. 

The methodology used was survey research design whereby the target population 

was university students and office employees, a sample of 200 respondents was 

selected through purposive sampling technique. Data was collected from both 

primary and secondary sources whereby questionnaire tool was used to collect 

primary data. Quantitative analysis was done using SPSS 20, STATA 12 and MS 

Excel 2010. 

Findings of the study reveal that respondents were profiled according to age, gender, 

level of education, occupation and monthly income and social status. Majority of the 

respondents were aged between 21 to 30 years and there was equal representation of 

gender because sample was selected through purposive sampling technique. 

Furthermore, majority of respondents have a bachelor’s degree and are either 

engaged in business activities or have a salaried job and are in the middle social 

status group. 

 

The most owned product is mobile phones followed by laptops. 195 respondents own 

mobile phones and 162 respondents own laptops. Computers (Desktop) and tablets 

are the least owned products. 46 respondents own computers and 35 own tablets. The 

most used laptop and mobile phone brands are HP and TECNO respectively. 
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CHAPTER ONE 

INTRODUCTION 

 

1.1 Introduction 

This chapter covers the background of the research, statement of the problem, the 

objectives of the study, research questions, significance, scope and organization of 

the research. 

1.2 Background of the research 

Customers nowadays have access to information than ever because they have the 

means to access valuable product information, make evaluation of alternatives and 

choose the one they see best. Within the constraints of search costs and limited 

knowledge, mobility, and income, they aim to maximize value. Consumers evaluate 

which deal will bring the best perceived value and pursue it. The outcome of how the 

deal performs has an impact on customer fulfilment and the likelihood of him or her 

buying the same product again (Kotler & Keller, 2006). 

Customer purchasing choices result from observed difficulties and prospects. These 

difficulties arise in particular circumstances and the resulting customer behaviour is 

influenced by the nature of the situation. Customers’ needs and desires might activate 

more than one stage of the consumer decision process. The purchaser decision 

procedure occurs between the market policy as applied in the marketing mix and the 

results. The organisation can prosper only if customers get a need that its offering 

can solve, develop awareness of the offerings and its abilities, agree that it is the best 

accessible solution, go on to purchase it, then become pleased with the outcome of 

the purchase (Hawkins, Best, & Coney, 2001). 

Branding in the marketing world started with the industrial revolution of the 19
th

 

century. As factories increased production, companies needed a way to differentiate 

their products from competitor’s products. Companies started with simple branding 

like product logos and packaging, to other marketing promotion approaches like 

advertisements, sales promotion, public relations and personal selling. 
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Branding in the consumer electronics industry is vital so as to facilitate competition 

between various manufacturers. Examples of consumer electronics brands include 

Apple, Sony, Samsung, Toshiba, HTC, HP, DELL, TECNO and Huawei to name a 

few. Competition is very stiff in the consumer electronics industry therefore 

companies must make efforts to position themselves in the industry and acquire a 

larger market share than rivals. It is a common feature nowadays for electronics 

producers to invest heavily in market research, product development and also 

promotion all with the goal of creating a superior brand than their rivals, for 

example, the use of celebrity endorsement deals whereby world-renowned athletes 

like Lionel Messi and Cristiano Ronaldo are being used to advertise or launch new 

products. 

In Tanzania, global consumer electronics manufacturers and sellers have made 

various initiatives towards branding their products. For a business to thrive, 

advertising is very important. The main forms of advertising in Tanzanian market are 

through electronic media like radio and television, also through billboards and the 

relatively new method of social media marketing. Furthermore, these companies 

have adopted a regional marketing approach whereby they use strategies that suit the 

local market. Example is Samsung Mobile who used a local rap musician to market 

their recently launched Samsung J3 mobile phone. 

 

1.3 Statement of the problem 

The study by Kaushal and Kumar (2016) explored the factors affecting consumers’ 

purchase intension of smartphone specifically looking at the differences between 

male and female responses. The study found out that purchase intention is influenced 

by compatibility, dependency and social factors. However, the study used a small 

sample size. Sujata, Yatin, Abhijit, Noopur, and Ruchi (2016) made a study about 

factors affecting smartphone purchase among Indian youth. 306 respondents were 

observed and after regression and factor analysis, findings revealed that youth’s 

choice of smartphone is influenced by five factors which are; Technology, hardware, 

brand factors, financial factors and basic factors. The study however is inconclusive 

because it focused on a specific age group of 18-25 years. 
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Furthermore, Mesay (2013) wrote on the factors affecting consumer buying 

behaviour of mobile phone devices in Hawassa town, Ethiopia. The study findings 

revealed that consumers perceive price as the most significant factor when making a 

purchase. The study however did not assess personal characteristics and their 

influence on buying behaviour. A study done in Tanzania is by Masame (2016) who 

made a research on the factors influencing buying decision of smartphones by 

university students in Mwanza, Tanzania. Findings revealed that consumer buying 

decision of smart phones is influenced by factors such as age, occupation, lifestyle, 

personality, economic situations, price, brand name, warranty policy, design and 

social factors (family, groups, roles and status). Despite assessing many variables, 

this study is limited because it used only descriptive analysis. Farzana (2012) made a 

research about consumers’ buying behaviour on laptops in Dhaka city but it used a 

relatively small sample size of 100 respondents only. 

 

Although there exist many studies on consumer purchasing decision of electronic 

brands (i.e. computers, laptops, tablets and mobile phones) they are lacking in a 

number of areas; either the variables assessed or the methodology used. A knowledge 

gap exists so this study is justified because its findings will reveal the factors 

influencing consumer behaviour of electronic brands in Tanzanian market. Whereas 

most studies have made assessment on a single product, the uniqueness of this study 

is that it includes various independent variables and the dependent variable is product 

ownership of computers, laptops, tablets and mobile phone. 

 

1.4 Research objectives 

1.4.1 Main research objective 

To explore factors that influence consumer purchasing decision for consumer 

electronics brands. 

  



 

 

4 

 

1.4.2 Specific research objectives 

This study was guided by the following specific objectives. 

1. To examine how one’s personal characteristics influence his/her buying 

decision. 

2. To determine how one’s economic factors influence his/her buying decision. 

3.  To explore the influence of social factors on consumer buying decision. 

4. To find out how marketing factors influence consumer buying decision. 

1.5 Research questions 

1.5.1 Main research question 

What are the factors that influence consumer purchasing decision for consumer 

electronics brands? 

 

1.5.2 Specific research questions 

In the course of this research, the following are the specific questions that were 

answered. 

1. How does one’s personal characteristics influence his/her buying decision? 

2. What is the influence of one’s economic factors on his/her buying decision? 

3. How is consumer purchasing decision influenced by social factors? 

4. How do marketing factors influence consumer buying decision? 

1.6 Significance of the research 

The research is a source of marketing information for producers and sellers regarding 

market demand of electronics. It also facilitates expansion of knowledge on the 

consumer electronics market in Tanzania and helps consumers to make informed 

decisions during purchase process. 



 

 

5 

 

Furthermore, the research has enhanced the researcher’s skills and is submitted as 

partial fulfilment of the requirements for Master of Business Administration in 

Corporate Management of Mzumbe University. 

1.7 Scope of the research 

The study was conducted in Dar es Salaam; the reason for doing so was limited time 

allowed to undertake research and accessibility for the researcher in terms of data 

collection. Therefore, the researcher focused on Mzumbe University Dar es Salaam 

Campus College and various offices and agencies in the city. 

1.8 Organization of the dissertation 

This dissertation consists of five chapters. The first chapter introduction shows the 

background of the study, problem statement, objectives, research questions, 

significance and scope of the study. Second chapter on literature review is about 

relevant theories, previous studies by different authors and the conceptual diagram. 

Third chapter on research methodology shows the research design, sampling issues 

and data collection techniques used. While the fourth chapter is on presentation and 

discussion of findings and chapter five is about summary, conclusions, and 

recommendations. There is also a references list of all literature cited and appendix 

which is the questionnaire used in data collection. 
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CHAPTER TWO 

LITERATURE REVIEW 

 

2.1 Introduction 

This chapter shows a variety of literature sources about consumer purchasing 

decision and its key elements. Key terms are defined and literature by other writers 

which is of relevance to this study is also explained in the empirical framework and a 

conceptual framework showing the link between the variables of the study and the 

hypotheses to be tested. 

 

2.2 Theoretical literature 

2.2.1 Definitions of concepts 

Desktop 

A desktop computer is a personal computer designed for regular use at a single 

location on or near a desk or table due to its size and power requirements. It comes 

with several units that are connected together during installation. These are; the 

processor, the display monitor and input devices usually a keyboard and a mouse 

(Farzana, 2012). 

 

Laptop 

A laptop, commonly referred to as a notebook is a small, portable personal computer 

with a keyboard and a screen which when opened to be used looks like a book. 

Laptops unlike desktop computers are most suitable for mobile use because they are 

easily carried by the user. Laptops today are used in many environments such as at 

work, in universities and for entertainment purposes. A laptop encompasses all the 

individual elements of a desktop computer into a single unit (Kulkarni, 2013). 

Tablet 

A tablet is a short term referring to a tablet computer which is a small, handheld 

computer with a touchscreen colour display powered by an inbuilt rechargeable 

battery. Tablets are also equipped with cameras, microphones and multiple sensors. 
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The touchscreen display also doubles up as a keyboard which replaces the 

conventional mouse and keyboard in normal computers (Masame, 2016). 

Mobile phone 

A mobile phone is a hand held telephone designed to function through a radio 

frequency carrier while the user is mobile within a specified network area. A mobile 

phone is also known as cell phone because it uses cellular network architecture. In 

addition to performing the basic functions of making phone calls, modern cell phones 

mostly those made in the 2000s era perform multiple services such as text 

messaging, emailing, internet access, gaming and digital photography. Cell phones 

that have multiple functions and their abilities are likened to computers are known as 

smartphones (Ayodele & Ifeanyichukwu, 2016). 

Price 

Price is the medium of exchange which allows one to get a product or a service. Price 

is an important factor in consumers’ purchases. Perceived price is essentially a 

qualitative estimate by the consumer regarding the competitive price for same 

product or service (Chen, Gupta, & Rom, 1994). 

According to Butt & Murtaza (2011) price is one of those features that can attract or 

repulse consumers. Yoo, Donthu, & Lee (2000) stated that perceived price is the 

expense compared to benefits of a product and it affects consumer’s attitude and 

purchasing intention. According to Levis and Shoe maker (1997) Price is the means 

of exchange from which we get worth that can be in the form of tangibles (products), 

or intangibles (service) and price is an indicator of quality. 

Brand 

A brand is a unique name, symbol, mark or logo or a combination of these items that 

trading companies use to distinguish their products from competitors in the market. 

A brand, if legally protected is called a trademark. 

A name, term, design, symbol, or any other feature that identifies one seller's good or 

service as distinct from those of other sellers. The legal term for brand is trademark. 
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A brand may identify one item, a family of items, or all items of that seller. If used 

for the firm as a whole, the preferred term is trade name (American Marketing 

Association, 2011). 

Brand name 

Is a word that identifies a product and also its manufacturer, it is the name of the 

distinctive product or service. Example; BMW, Coca Cola 

 

Name used to distinguish one product from its competitors. It can apply to a single 

product, an entire product line, or even a company. (American Marketing 

Association) 

In the context of this research, brand names include Samsung, iPhone, Nokia, HP, 

Dell, Huawei. 

 

Product 

A product is anything a consumer acquires or might acquire to meet a perceived 

need. Consumers are generally buying need satisfaction, not physical product 

attributes (Hawkins, Best, & Coney, 2001). In this research report, product refers to 

computers, laptops, tablets and mobile phones. 

 

Consumer Purchasing Decision 

Consumer purchasing decisions refers to the decisions a consumer makes about 

purchasing electronic products. Consumer purchasing decision procedure intercedes 

between the market policy and the results. For company to flourish, consumers must 

perceive a need that can be solved by its product, have knowledge about the product 

and what it can do and then reach a decision that it is the most suitable option in the 

market and finally progress to purchase it, and in the end, achieve utility (Hawkins, 

Best, & Coney, 2001). For the purpose of this research, consumer purchasing 

decision refers to purchasing of computers, laptops, tablets and mobile phones. 
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2.2.2 Meaning of consumer buyer behaviour 

Consumer buyer behaviour refers to the study of individuals, groups or organizations 

and the processes they undertake in purchasing, usage and disposal of products and 

or services to satisfy needs. It is also concerned with the social and economic impacts 

that purchasing and consumption behaviour has on both the consumer and wider 

society (Kuester, 2012). 

Consumer buyer behaviour is the buying behaviour of product end users, individuals 

and households who purchase products for individual usage (Armstrong & Kotler, 

2003). The consumer market is comprised of all combinations of final consumers. 

These consumers come from different parts of the world and have different 

demographic characteristics such as their gender, age, levels of education and 

incomes. Furthermore, they have different tastes and preferences in purchasing 

products. 

Consumer behaviour refers to the selection, purchase and consumption of goods and 

services that offer utility. Understanding consumer behaviour allows the pro-active 

companies to increase their market share by anticipating the shift in consumer wants. 

2.3 Theories of consumer behaviour 

Theories of consumer behaviour are hypothetical explanation of certain reserved 

facts. They contain only those variables and relationships that the theory developer 

believes to be very important to determine that behavior. Hence theories of consumer 

behaviour are the means through which marketers try to understand the behaviour. 

 

2.3.1 Economic theories 

The classic micro-economic theory of consumer behaviour is also known as 

Marshallian Economic Model. This model believes that the consumer will acquire 

the items having the most utility, relative to their cost and consumer’s financial 

position. The theory presents a picture of an efficient and rational problem solver 

who attempts to get the most out of the money which will maximize utility. It is 

guided by two basic assumptions. 

i. Individual is a rational being 
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ii. Individual is fully aware of his desires and needs and is able to determine the 

best ways to satisfy them. 

A consumer would have to be aware of all options available to him and be capable of 

analysing alternatives before taking the best course of action (Schiffman & Kanuk, 

2004). However, in modern times these steps are no longer a realistic account of 

consumer decision making, as consumers rarely have adequate information, 

motivation or time to make such a ‘perfect’ decision and purchases are often 

influenced by less rational factors such as social relationships like reference groups 

and family. (Simon, 1997) 

 

2.3.2 Psychological theories 

There are two psychological theories explaining consumer behaviour 

 

i. Pavlovian theory 

Also known as Response learning theory, it explains that a buyer is a result of 

learning experience. This means learning is based on an initial drive such as hunger, 

thirst, exhaustion that demands satisfaction. The cure for these drives can be food, 

water and a bed to sleep respectively. When there is a drive, it leads to responses 

intended to satisfy those drives (Pavlov, 1960). 

 

ii. Freudian Psychonalystic theory 

Also known as Psychonalystic theories of personality, it was developed by Sigmund 

Freud. The essence of this theory is based on three parts that form the mind: Id, Ego 

and Super-Ego (Freud, 1949). Consumer buying behaviour is subject to biological 

influence through instinctive forces or drives which act outside of conscious thought. 

 

Freud contended that the Id houses the basic instinctive drives many of which are 

anti-social, the super-ego is a conscious that accepts moral standards and directs the 

instinctive drives into the acceptable channels therefore avoiding things of guilt and 

shame. The Id and super-Ego are sometimes in conflict. The Ego is the conscious 
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rational control centre which maintains a balance between inhibited instincts of the 

Id and the socially controlling super-Ego (Freud, 1949). 

 

2.3.2.1 Criticism of psychological theories 

The psychonalistic theories of personality by Sigmund Freud failed to include 

evidence of the impact of the environment on the individual. Furthermore, the theory 

does not consider culture and its influence on personality and it also lacks empirical 

data and is focused on pathology (Mahmood & Sawssan, 2012). 

2.3.3 Motivation theories 

Motivation theories of consumer behaviour are best explained through Maslow's 

hierarchy of needs as suggested by Abraham Maslow in his 1943 research "A Theory 

of Human Motivation". Maslow grouped human motivational factors into five 

categories which are physiological, safety, belongingness, esteem and self-

actualization (Maslow, 1954). 

 

The hierarchy is portrayed in the shape of a pyramid with the most pressing common 

needs at the bottom. The most basic needs must be met before moving up the 

pyramid, meaning an individual cannot aim for self-actualization before fulfilling 

their physiological needs. The human being can feel different motivations from 

various levels of the hierarchy at the same time. 

 

Physiological needs 

These refer to the basic needs for human survival. The human body fails to function 

properly when it does not get these needs. According to Maslow, the physiological 

needs include air, water, food, clothing, shelter and sex (Maslow, 1954). 

 

Safety needs 

After ensuring availability of physiological or basic needs, a need for safety becomes 

dominant. Safety means the presence of peace from family level to national level, 

meaning there is no family violence or wars. Furthermore, according to Maslow 
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safety includes even economic or financial safety through job security, savings 

accounts and social security schemes (Maslow, 1954). 

 

Belonging 

After physiological and safety needs are fulfilled, humans want to feel a sense of 

belonging which means to feel loved. According to Maslow, humans need to feel 

loved and accepted in their social groups starting from the family, to friendships and 

also personal intimate relationships (Maslow, 1954). 

 

Any normal human being needs to love and be loved. Absence of such emotional 

attachments results to loneliness and depression. Depending on situations, the need 

for belonging may overcome physiological and security needs, example is when a 

woman who is madly in love feels no need to eat just because she is in conflict with 

her lover (Maslow, 1954). 

 

Esteem 

Esteem refers to the need to feel respected. Every human desires to be valued by 

others and therefore engage in professional activities or hobbies so as to gain 

recognition (Maslow, 1954). 

 

Self-actualization 

Self-actualization is the final level of needs as explained by Maslow. It is governed 

by the saying “What a man can be, he must be”. Once a human has achieved all other 

needs, he or she seeks to realize his full potential. Self-actualization is the desire to 

accomplish everything possible to achieve (Maslow, 1954). 

 

2.3.3.1 Criticism of Maslow’s motivation theory 

Various scholars have criticised the work by Maslow. The major criticisms are on the 

ranking of sex, global ranking and changes to the hierarchy by circumstance. 

 

The order of the hierarchy has been deemed ethnocentric in the sense that it fails to 

show the different intellectual and social needs of people raised in either socialist or 
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individualistic societies (Hofstede, 1984). In socialist societies, the needs of 

acceptance in the community are important than in individualistic societies whereby 

needs and drives are self-centred hence self-actualization is most important (Cianci 

& Gambrel, 2003). In addition, needs other than those identified by Maslow also 

motivate people for example, spiritual needs. 

 

Ranking of sex in the pyramid has been criticised as being individualistic. Maslow 

saw sex as one of the physiological needs along with food. Such ranking neglects the 

emotional, familial and evolutionary implications of sex within the community 

(Kenrick, Griskevicius, Neuberg, & Schaller, 2010). 

 

Changes to the hierarchy by circumstance means that the needs classification is not 

universal and may vary across cultures due to individual differences and the 

availability of resources in a certain area. People can also through more than one 

needs level at a time or may move inversely across the pyramid if their life 

circumstances change. For example, is during recession period whereby when many 

jobs were cut, unexpectedly lower order needs became dominant over higher order 

needs. 

 

Furthermore, it was argued that the hierarchy might vary across age groups. It is 

limited as a theory for developmental sequence since the sequence of love needs and 

self-esteem needs should be reversed according to age (Goebel & Brown, 1981). 

 

2.4 Buyer Decision Process 

A buyer normally searches his or her memory first before looking at external sources 

of information concerning a certain consumption related need. Previous experience is 

considered an internal source of the consumer when making decision. 

The buyer decision process involves five stages; need recognition, information 

search, evaluation of alternatives and post purchase behaviour. Undoubtedly, the 

buying process starts earlier than when the actual purchase is done and goes on even 

afterwards. Marketers need to look at the entire buying process rather than on just the 
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purchase decision. During every purchase, consumers pass through all five stages. 

Nevertheless, in more routine purchases, buyers frequently skip or reverse some of 

these stages (Armstrong & Kotler, 2003). 

 

Figure 2.1 Buyer decision process 

  neN 

 

Source: Armstrong and Kotler, 2003 

2.4.1 Need recognition 

The buying process begins with need recognition. The buyer recognizes a problem or 

need and it is activated either by internal stimuli from one of the basic needs, 

example hunger, thirst or clothing; or by external stimuli (Armstrong & Kotler, 

2003). It is the task of marketers to determine the needs and wants of people and to 

ensure their products can satisfy these needs and wants of consumers. A familiar 

classification of needs was established long time ago by Abraham Maslow, 

comprising of physical needs, safety needs, belonging needs, esteem needs, and self-

actualization needs (Peter & Donnelly, 2001). 

When a consumer sees a difference between their current state and their desired 

situation, it means they have a problem (Bruner, 1987). Example, a consumer is 

feeling very hungry after doing some wok. Everyone wishes to have their stomach 

full as hunger is not a pleasant experience. The actual situation is hunger, whereas 

the desired situation is to be satisfied. 

2.4.2 Information search 

Once a problem has been recognized, information on how to solve it is needed. A 

hungry man will seek information concerning food which is the core item that will 

solve the problem. 

 

An attracted consumer may or may not search for more information. If the buyer’s 

ambition is strong and a satisfying product is close at hand, the buyer is likely to buy 

it then. If not, the buyer will make an information search related to the need 
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(Armstrong & Kotler, 2003). Information provided by marketers is mostly 

favourable to the product or brand. Buyers are expected to notice the adverse 

information and to avoid products or brands that have negative evaluation 

(Schiffman & Kanuk, 2004). 

 

2.4.3 Evaluation of alternatives 

Buyer makes assessment of competing options in terms of his or her main beliefs 

about related consequences and uses this information to make a choice (Peter & 

Olson, 1999). It is important for the marketer to know about evaluation of 

alternatives. A buyer must always process information to arrive at product choices. 

Unfortunately, buyers use several complex processes when making evaluation of 

alternatives before making the purchase decision. Individual characteristics of the 

buyer and the specific buying situation have a say in how the buyer evaluates 

purchase alternatives (Armstrong & Kotler, 2003). 

 

2.4.4 Purchase decision 

If there are no other intervening factors after the buyer has decided on the brand he 

or she intends to purchase, the actual purchase should be done. A purchase involves 

various decisions including the type of product, model, brand, selection of a dealer 

and mode of payment. In addition to making the purchase, the buyer may decide to 

adjust, reschedule or avoid buying because of a certain inhibiting factor or perceived 

risk. Buyers normally try to reduce risk in their decision making by either reducing 

the possible undesirable outcomes or by reducing the uncertainty (Peter & Donnelly, 

2001). 

2.4.5 Post purchase behaviour 

A marketer’s function does not end when the product is purchased. After buying the 

product, the user will be satisfied or dissatisfied and will engage in post purchase 

behaviour of interest to the marketer. If the product does not meet expectations, the 

consumer is disappointed; if it meets expectations, the consumer is satisfied; if it 

exceeds expectations, the consumer is delighted. If there is a big difference between 

expectations and performance, disappointment increases. Therefore, sellers should be 
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faithful in stating product features that represent the product’s performance levels. 

Most major purchases lead to cognitive dissonance, or discomfort caused by post 

purchase conflict. Buyers are content with the benefits of their choice and willing to 

evade drawbacks of products not bought. Therefore, for every purchase made, buyers 

must at least feel some sort of post purchase dissonance (Armstrong & Kotler, 2003). 

 

At this stage is where the consumer evaluates if the product he or she bought is 

actually worth the price paid. Does it meet expectations in terms of functionality, 

quality? From the marketers’ perspective, Post purchase evaluation helps them know 

if their product is a good one or not because it influences the consumer’s next 

purchase decision. (Foxall, 2005) Also explains that post-purchase evaluation 

provides key feedback because it influences future purchase patterns and 

consumption activities. If a product meets expectations, then it is likely that the 

consumer will make a repeat purchase of the same product or others from the same 

brand. Example, if a consumer buys a new smartphone and his post purchase 

evaluation is positive, he is likely to make a repurchase some other time when the 

need arises. 

 

2.5 Buyer Decision Process for New Products 

According to Armstrong and Kotler (2003), consumer behaviour is also influenced 

by the individual characteristics of the buyer, the product being bought and the 

purchasing situation. A new product is a good, service or idea that is perceived by a 

potential consumer when he or she learns about that product for the first time and 

makes assessment on whether to accept it or not. 

 

The acceptance process refers to the mental process through which individuals pass 

from first learning about an invention to final acceptance, and acceptance is the 

decision by a consumer to become a frequent user of the product (Armstrong & 

Kotler, 2003). A consumer goes through five stages in the process of accepting a new 

product. 
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1. Awareness: Consumer becomes aware of the new product, but lacks 

information about it. 

2. Interest: Consumer seeks information about the new product. 

3. Evaluation: Consumer considers whether trying the new product makes 

sense. 

4. Trial: Consumer tries the new product on a small scale to improve his or her 

estimate of its value. 

5. Acceptance: Consumer decides to make full and regular use of the new 

product. 

2.6 Importance of consumer behaviour 

1. To understand Buying behaviour of consumers 

Studying consumer behaviour is important for marketers to identify and predict the 

purchase behaviour of consumers while they make purchases. The study of consumer 

behaviour gives marketers understanding of what is purchased and the reasons for 

purchase. (Tyagi & Kumar, 2004) 

 

Through consumer behaviour, marketers learn about post purchase behaviour of the 

consumers which gives valuable input about market demand. According to Solomon 

(2014) consumers portray different purchase behaviour for each product. This means 

they buy for different reasons, pay different prices, use the products differently and 

have different emotional attachments. 

 

2. To create and retain customers 

Consumer behaviour is important for business organizations because it helps 

attainment of a very key objective which is to create and maintain clients. This is 

made possible through understanding the factors that drive consumers to make 

purchases. When consumers are satisfied with a product or service, they make repeat 

purchases which help companies make profits. Thus, creating customers and 

retaining them is very important (Tyagi & Kumar, 2004). 
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3. To understand the factors influencing Consumer buying behaviour 

There are various factors that influence purchasing decision of customers such as 

personal factors, economic factors, social factors, psychological factors and 

marketing mix factors. Understanding these factors helps marketers from the stage of 

designing a product up to ensuring it reaches final consumer (Tyagi & Kumar, 2004). 

 

Marketers can make market segmentation based on these factors and therefore use 

different strategies towards reaching their target market. Failure to learn the factors 

that influence purchase decisions mean a company will fail to convince customers 

that their product is the best compared to rival products (Solomon, 2009). 

 

4. To increase brand reputation 

By understanding consumer behaviour, producers and marketers can be certain of 

offering best products that give utility because they understand the needs and wants 

of customers. Consumers tend to be loyal to a brand when it always matches their 

demands so its reputation is enhanced (Solomon, 2014). 

 

Furthermore, sales people who are the ones directly engaged with clients need to 

know their products in and out so as to be able to close a deal with a customer. If 

customers are more knowledgeable about a product than the seller, the seller will not 

achieve their target. A company must be well informed about consumers’ behaviour 

in various situations so that they assist them to meet their demands and achieve 

satisfaction (Solomon, 2014). 

 

5. To understand the consumer's decision to discard a product or service 

Discarding of product means throwing away of a product by the consumer. 

(Solomon, 2009) Producers must learn about how and when products are disposed so 

that they limit this behaviour by enhancing their product or controlling other factors 

such as after sale servicing and availability of spare parts (Raghavan, 2010). 
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Consumers dispose products when it fails to deliver expected satisfaction by the 

consumers. Marketers therefore need to find out the reasons behind product failures 

from the consumers. In addition, to keep customers, some marketers or firms offer 

customers with services like exchange of product or money back. Example is the 

recent problem experienced by purchasers of the new Samsung galaxy note 7 which 

became a safety hazard because it exploded into flames. Consumers behave 

differently due to influencing factors so the reasons for disposal of products also 

differ. 

 

6. To help marketers make focused market strategies 

Theories and concepts of consumer behaviour help marketers to develop efficient 

marketing strategies that will help them reach their objectives (Foxall, 2005). 

Studying different consumer behaviour theories helps to understand the different 

choices that consumers make to buy a product. There are some factors that need to be 

carefully analysed by the marketers which help them to plan their sales efforts. 

 

Information such as consumers’ taste and preferences help in product development 

and also the mode to use in market entry because these factors change from time to 

time. By breaking down target markets into demographics, like age, occupation and 

geographical location, marketers can better understand the market demand. 

 

2.7 Factors influencing consumer behaviour 

2.7.1 Psychological Factors 

Consumers are affected by many issues that are unique to their thought process. 

Psychological factors include perception of a need or situation, a person's ability to 

learn and their attitude. 

 

Motivation 

Motivation refers to internal and external factors that stimulate desire and energy in 

people to be continually interested and committed to something. A person’s 

motivation affects their buying behaviour. Every person is motivated differently. 



 

 

20 

 

Some needs are pressing while others can wait. A motive is the need that is highest 

on the priority list. Marketers need to know which motives lead to purchasing 

decisions so as to offer the most suitable product (Maslow, 1954). 

 

The hierarchy of needs, developed by Abraham Maslow helps us to understand more 

about motivation generally. It is based on five levels organized according to the level 

of importance. 

 

Physiological: basic needs such as food water and sleep. 

Safety: the need for physical safety, shelter and security 

Belonging: the need for love, friendship and acceptance 

Esteem: the need for status, recognition and self-respect 

Self-actualization: the desire for self-fulfilment 

 

Perception 

Perception refers to how one selects and interprets information to produce a 

meaningful experience. For marketers, it is very important when forming their 

marketing strategy, to ascertain how consumers acquire information. 

 

The perception process involves how a person receives and interprets information in 

order for it to have meaning. This process is unique for every individual depending 

on various internal and external factors, that is why two people may be faced with a 

similar problem and have same resources but solve it differently. 

 

Beliefs and Attitudes 

Consumers possess unique beliefs and attitude towards various products. It is these 

beliefs and attitudes that make up brand image and influence consumer buying 

behaviour. 
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2.7.2 Personal Factors 

Personal factors are characteristics that are specific to a person and have no relation 

to other people. These include how a person makes decisions, their unique habits, 

interests, and opinions. Decisions are influenced by age, gender, economic situation 

and lifestyle. 

 

Age 

Age and life-cycle have a significant role on the buying behaviour. Young adults 

purchase differently from teenagers and older people. Teenagers would likely buy 

bright coloured clothes as opposed to the elderly who prefer subtle colours. 

 

A bachelor because of his lifecycle does not have many commitments so he can 

spend lavish on partying, beer, bikes, music and designer clothing. A married man 

with a family does not make purchases without considering his family so he is likely 

to spend on a house or land that will ensure the family security years later. 
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Occupation 

A person’s occupation affects the consumption of goods and services. “A person 

normally buys goods that suit his occupation. The nature of job of a buyer has direct 

influence on the products and brands that he or she chooses for him or herself (Jain, 

2010). A person’s occupation impacts their buying behaviour. A person who works 

in a marketing firm will obviously need to purchase high end smart phones, laptops 

or tablets that will aid in their work; unlike a person working as a machine operator 

in a factory. 

 

Economic Situation 

A consumer’s economic status influences their buying behaviour. The higher the 

income and savings, chances are likely that they will purchase more expensive 

products. People with low income and saving capacity are always cost conscious, 

they cannot buy expensive products but rather they will target cheaper options that 

offer same utility (Kotler, Armstrong, Wong, & Saunders, 2008). 

 

Marketers target consumers who have lots of money and resources, charging them 

premium prices. For example, Rolex positions its luxury watches to high income 

individuals as ‘a tribute to elegance, an object of passion, a symbol for all time’. On 

the other hand, some marketers target consumers with more modest means. Casio 

makes more affordable watches targeting price sensitive consumers (Kotler et al., 

2008). 

 

Lifestyle 

Kotler et al., (2008) define Lifestyle as a person’s pattern of living as expressed in 

his or her activities, interests and opinions. Lifestyle captures a person’s whole 

pattern of acting or interacting in the world more than profiling a person’s social 

class or personality. Lifestyle is the way a person lives in a society. Lifestyle of 

consumers affects the consumer buying behaviour. 

  



 

 

23 

 

Personality 

Personality is the totality of behaviour of a person in different circumstances. 

Personality differs between people based on a given time and the place they are at 

that time. 

According to Kotler et al., (2008) Personality refers to the unique psychological 

characteristics that lead to relatively consistent and lasting responses to one’s own 

environment. Consumers like to purchase products or brands that match with their 

personalities as they tend to identify themselves with certain brands as a means of 

self-expression (Kim, 2000). 

 

2.7.3 Social Factors 

Social factors also impact consumer behaviour. Reference groups, status and family 

influence the choices a consumer makes when purchasing products. 

Reference Groups 

Reference groups are those groups that have a direct and indirect influence upon a 

person’s attitudes, aspirations or behaviour. Within the reference groups, people who 

exert influence on others because of special skills, knowledge, personality and other 

characteristics are known as opinion leaders, Kotler et al., (2008). 

A person’s attitude and behaviour are greatly influenced by their reference groups. 

Example, if your friends all drive Mercedes Benz, then it is highly likely that you 

will follow suit and buy Mercedes as well. Reference groups usually have some 

leader others look up to because of his or her unique skill, knowledge or other 

characteristics. 

 

Family 

According to Commuri and Gentry (2000), Family as a consuming and decision-

making unit is a central phenomenon in marketing and consumer behaviour. Family 

members strongly influence an individual’s buying behaviour. A husband or wife 

and children play a role in the purchase decision of a particular product. An 

individual always makes the closest contact with family; therefore, family members 
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can strongly influence their purchasing behaviour. For many consumers, family is the 

most important social institution. 

 

Roles and Status 

Status is a key factor that consumers care about before buying something. Each 

person plays a different role and status in the society depending on the groups, family 

and organization they are affiliated with (Kotler et al, 2008). A woman working as a 

lecturer in a university and at the same time is a wife and mother at home makes 

purchase decisions based on her role and status. There are times she will purchase 

with her household in mind and other times she will make purchase for her work 

needs. As a lecturer, she has more status in the society than her role of a wife or 

mother. Therefore, she should purchase a product that shows her status in society. 

 

2.7.4 Cultural Factors 

Culture 

Culture refers to the characteristics of a particular group of people, defined by 

language, religion, social habits, cuisine, music and arts. Culture is an important 

determinant of a person’s needs and wants therefore it influences buying behaviour 

(Foxall, 2005). The buying behaviour of the Chinese market differs with that of 

Europe; example is seen in the luxury car sales. A buyer from Europe can wait 

months for their unique customised car but a buyer in China wants the car right away 

from the showroom. It is very important for marketers to understand the cultural 

differences and adapt accordingly. 

 

Subculture 

Each culture has different subcultures such as religions, nationalities and racial 

groups. Subculture is vital from a business and marketing perspective because it is a 

basis for market segmentation and manufacturers design products to meet the unique 

needs of each group. In modern marketing, we learn about consumption 

subculture which is basically a shared commitment to a common product or brand 

(Schiffman & Kanuk, 2004). 
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Social Class 

Social class refers to divisions in a certain society according to social and economic 

status. Classes are grouped mainly through economic success and accumulation of 

wealth. The four common social classes are; Upper class, Middle class, Working 

class and the Lower class (Schiffman & Kanuk, 2004). 

Social class is a tool in making market segmentation and customers can be grouped 

in different groups according to their education, occupation and income levels. In 

order to satisfy the needs of consumers from different classes, producers of electronic 

products offer variety of products to cater for each class. (Schiffman & Kanuk, 

2004). 

 

2.8 Empirical literature 

Kaushal and Kumar (2016) explored the factors affecting consumers’ purchase 

intension of smartphone. The study attempts to find out if there is any significant 

difference between the responses of male and female with respect to the independent 

factors (Dependency, Compatibility, Relative Advantage, Product Features, Price, 

Convenience, Brand name and Social Influence) which influence consumer's 

purchase of smartphone. Research methodology used; a sample of 159 respondents 

was selected from students and young professionals living in the city of Lucknow 

using non-probability sampling technique. Data was collected through a structured 

questionnaire containing Likert scale. Analysis was done using multiple regressions 

to determine the relationship between the independent variables and purchase 

intension. Mann-Whitney U-test was applied to compare the responses of male and 

female consumers on the above factors. Findings reveal that only Compatibility, 

Dependency and Social Influence were the factors which significantly influence the 

purchase intension of the smartphone consumers. The significant difference was 

found in the responses of male and female only for the convenience factor. The study 

is limited by a sample size. It used a sample of 159 respondents which although is 

sufficient, a large sample could produce better results. 
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Ayodele and Ifeanyichukwu (2016) conducted a study to empirically investigate the 

determinants of smartphone purchase behaviour among young adults in Anambra 

State, Nigeria. A survey research design was used and a sample size of 437 

respondents was selected using quota technique. Data was collected by using a 

questionnaire. Results of the data analysis had serious implications for retail 

management among others. It is recommended that smartphone marketers should 

adopt a customized marketing mix strategy and the products should have attractive 

features to better appeal to the young adults and the pricing strategy should be 

reviewed. The study is limited by the following factors; it has a regional bias since it 

was done in Anambra state only. This study used only five variables to make analysis 

neglecting other variables that could affect purchase behaviour thus further studies 

could focus on more variables. 

 

Sujata, Yatin, Abhijit, Noopur and Ruchi (2016), conducted a study about factors 

affecting smartphone purchase among Indian youth. The objective of the study is to 

understand the technology and hardware factors affecting the purchase of 

smartphones among Indian youth. Primary data was collected by means of survey 

and about 306 responses were observed whereby analysis was done using regression 

and factor analysis so as to produce a more accurate analysis of youth consumer 

behaviour. Findings reveal that youth’s choice of smartphone is influenced by five 

factors which are; Technology, hardware, brand factors, financial factors and basic 

factors with technology the most influential. This study will be of help to smartphone 

manufacturers and cellular service providers by revealing the factors that trigger 

purchases so that they consequently align their product design, sales and marketing 

strategies. The main limitation of this study is that it focused on a specific age group 

of 18-25 years so further research can broaden the scope. 

 

Furthermore, Mesay (2013) wrote on the factors affecting consumer buying 

behaviour of mobile phone devices. The purpose of this study is to investigate the 

factors affecting the decision of buying mobile phone devices in Hawassa town, 

Ethiopia.  A sample of 246 consumers was taken through simple random sampling 
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technique. Both primary and secondary data were used. The study identified six 

factors that affect consumer behaviour; social group, price of product, brand name, 

product features, durability and after sales services. Analysis was done through the 

correlation and multiple regressions. Findings revealed that consumers see price as 

the most significant variable that influences them to go for a purchase decision. This 

study is limited because it failed to assess important variables such as personal 

characteristics. 

 

Masame (2016) did a research on the factors influencing buying decision of 

smartphones by university students in Mwanza, Tanzania. The purpose of this study 

was to examine the personal factors influencing consumer buying decision of smart 

phones in Tanzania: A case of SAUT students in Mwanza. Data was collected using 

questionnaire and in-depth interview. Methodology used to analyse data was simple 

descriptive statistics. The study revealed that consumer buying decision of smart 

phones is influenced by personal factors such as age, occupation, lifestyle, 

personality and economic situations. Other factors such as price, brand name, 

warranty policy, design and social factors (family, groups, roles and status) were also 

seen to influence purchasing behaviour. The study recommended implementation of 

strong government policy against fake phones and introduction of the warranty 

policy to protect consumers against counterfeit products. This study is limited by the 

analysis methods used whereby descriptive analysis fails to capture the differences 

between male and female responses. 

 

Kulkarni (2013) made a factorial analysis of consumer buying behaviour of post-

graduate students of laptops in the city of Pune, India. The study used exploratory 

research design and a sample of 152 respondents was selected using convenience 

sampling method. A questionnaire was used for data collection. Cronbach’s Alpha 

test was used to ensure reliability. Five variables were used in the factorial analysis; 

Brand and features, price, visibility and service centre, reliability and responsiveness, 

store atmospherics and assurance and warranty, guarantee and after sales service. 
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The study is limited by the fact that it has not looked at personal and social factors 

and their influence on purchasing behaviour. 

 

Farzana (2012) wrote a study on Consumers’ psychological factors association with 

brand equity of high-involvement product, laptop. To assess the relationship, four 

hypotheses were developed and a structured questionnaire was issued to 92 

respondents (47 professionals and 45 students) for collecting primary data. Statistical 

tools such as chi-square and paired sample t-test were used to test the data and 

findings shows that the needs that motivate people to use laptop most are associated 

with their day today purposes (office or class assignment, internet). They consider 

battery lifetime as important feature while satisfying those purposes. In addition, 

Family plays the most significant role in constructing their attitude. Respondents 

show a positive association between their attitudes with one of the highest-ranking 

laptop Apple. The study is limited because it focused only on psychological patterns 

of consumers omitting demographic characteristics and assessment was done on 

laptops only with a small sample size of 100 respondents from Dhaka city only. 

 

2.9 Research gap 

Majority of the studies about consumer behaviour of electronic devices were done 

outside Tanzania and they have various limitations. Kaushal and Kumar (2016) study 

was limited by using a small sample size of 159 respondents. Mesay (2013) study 

was limited by its failure to assess personal characteristics of the consumer. Kulkarni 

(2013) study was limited by overlooking personal and social factors and their 

influence on purchasing behaviour. Farzana (2012) study was limited because it 

focused only on psychological patterns of consumers omitting demographic 

characteristics and assessment was done on laptops only with a small sample size of 

100 respondents. A notable study done in Tanzania was by Masame (2016) but it was 

also limited by the analysis methods used whereby descriptive analysis failed to 

capture the differences between male and female responses. 
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Although there exist studies on consumer purchasing decision of electronic products, 

they are lacking in a number of areas; either the variables used or the methodology. 

This study aimed at covering the knowledge gap by assessing all important variables 

across a set of four different products (i.e. Computers, laptops, tablets and mobile 

phones). 

  



 

 

 

2.10 Conceptual framework

 

Figure 2.2 Conceptual framework
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ual framework and research model 

Figure 2.2 Conceptual framework 
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Based on the conceptual framework illustrated and different literatures reviewed, the 

purchase decision of a particular product (i.e. desktop, laptop, tablet and mobile 

phone) was determined by Multinomial Logistic Regression Analysis of buying 

decision and the independent variables (i.e. personal characteristics, economic, social 

and marketing factors). 

 

Non-parametric Mann Whitney U test was used to compare the male and female 

responses towards factors and purchase decision.  

 

In the multinomial logistic model one response is chosen to be a baseline category. 

Then, log-odds for all other categories relative to the baseline, and then let the log-

odds for all other categories relative to the baseline and then let the log-odds be a 

linear function of the predictors. 

 

In the multinomial logit we assume that the log-odds of each response follow a linear 

model 

n�� = log
π��

π�	
= α� + x�

β� ……………………………………………………………… . (1) 

Where �� is a constant and �� is a vector of regression coefficients, for j = 1, 2. . 

…J−1 

Multinomial logit models can also be fit by maximum likelihood working with an 

equivalent log-linear model and the Poisson likelihood. Specifically, we treat the 

random counts Yij as Poisson random variables with means µij satisfying the 

following log-linear model 

logμ�� = η + θ� + α�
∗ + x�

′β�
∗………………………………………………………… . (2) 

Where:  

θ�	is	a	separate	parameter	for	each	multinomial	observation 

α�
∗	is	a	separate	parameter	for	each	response	category 
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x�
β�

∗	is	the	interaction	terms 

 

The log-odds that observation i will fall in response category j relative to the last 

response category J can be calculated from Equation 2 as  

,-./01� 012⁄ 4 = (��
∗ − �2

∗) + 61
(��

∗ − �2
∗)…………………………………………… (3) 

Therefore, the mathematical model that was be used for this will be estimated using 

this form of equation. 

Y	 = 	f	(X1, X2, X3, X4)……………………………………… .……………… . . (4) 

 

Where: 

Y = Purchasing choices (Different Laptop and mobile brands) 

X1 = Personal Characteristics 

X2 = Economic factors 

X3 = Social factors 

X4 = Marketing factors 

 

The economic model that was used for the study is shown in the equation  

Y	 = 	α	 + 	β1X1	 + 	β2X2	 + 	β3X3	 + 	β4X4	 + 	ҽ	………………………… . (5) 

 

Where: 

Y = Purchasing choices (Different Laptop and mobile brands) α = Constant 

β = coefficients of independent variables 

X1 = Personal Characteristics 

X2 = Economic factors 

X3 = Social factors 

X4 = Marketing factors 

Ҽ = Error 
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Note the purchasing decision is on the four electronics products (i.e. desktop, laptop, 

tablet and mobile phone). Each item will be regressed against the dependent variable 

to find out which is the contributing factor for someone to decide to purchase these 

electronics. 

 

1. Age is expected to be negatively related to purchasing decision because as an 

individual becomes older, the need to own electronic products like laptops 

and tablets diminishes. 

 

2. Gender is expected to be negatively related to purchasing decision because 

males and females possess different characteristics that drive them towards 

making different purchase decisions. 

 

3. Level of education is expected to be positively related to purchasing decision 

because highly educated individuals are more demanding users of electronics 

than the less educated. 

 

4. Income is expected to be positively related to purchasing decision because 

increase in income leads to increased purchasing power. 

 

5. Occupation is expected to be positively related to purchasing decision 

because individuals with different occupations purchase differently. 

 

6. Status is expected to be positively related to purchasing decision because 

when an individual’s status changes so does the buying behaviour. High 

status individuals have more purchasing power in contrast to low status 

individuals. 

 

7. Reference group is expected to be positively related to purchasing decision 

because individuals make decisions by looking at their closest family and 

friends. 
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8. Brand name is expected to be positively related to purchasing decision. 

Strong brands spell quality so customers will seek to purchase high end 

brands. 

9. Price is expected to be negatively related to purchasing decision because 

customers are rational beings with many needs to carter to at once so they 

reduce purchases when price of products increases. 

 

10. Product quality is expected to be positively related to purchasing decision 

because consumers like to purchase high quality products, so increase in 

quality leads to increased purchases of electronics. 

 

11. After sale services are expected to be positively related to purchasing 

decision because customers want to buy products that offer after sale services 

such as warranties. 

 

12. Promotion is expected to be positively related to purchasing decision because 

when customers are made aware about certain products they make more 

purchases. 

 

2.11 Hypotheses 

H
1
: There is no relationship between consumer purchasing decision for electronics 

and one’s personal attributes. 

H
2
: There is no relationship between consumer buying decision for electronics and 

one’s economic factors. 

H
3
: There is no relationship between consumer buying decision for electronics and 

one’s social factors. 

H
4
: There is no relationship between consumer buying decision for electronics and 

the marketing efforts by sellers. 
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2.12 Measurement of variables 

Before analysis, measurement of variables of the study is imperative. 

 

Table 2.1 Measurement of variables 

 MEASUREMENT 

DEPENDENT VARIABLE Consumer purchasing decision Nominal scale 

INDEPENDENT 

VARIABLES 

Age Interval scale 

Gender Nominal scale 

Level of education Ordinal scale 

Income Interval scale 

Occupation Nominal scale 

Status Ordinal scale 

Reference group Nominal scale 

Brand name Nominal scale 

Price Interval scale 

Product quality Ordinal scale (Likert) 

After sale services Ordinal scale (Likert) 

Promotion Ordinal scale (Likert) 

 



 

 

36 

 

CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

According to Kothari (2004), Research methodology is a systematic way of solving 

the research problem. This section shows the research design, area of study, target 

population, sample and sampling techniques, sources of data and the instruments 

used in data collection. 

 

3.2 Research design 

Survey research design was employed in this study, due to the fact that information 

was obtained from more than one group of people. Survey design is the most suitable 

research design to be used when collecting data about personal characteristics, 

reference groups and consumer behaviour of individuals. There are different ways of 

conducting a survey and this research used questionnaire to enable wide coverage at 

low cost and flexibility of asking questions (Beam, 2012). 

 

3.3 Area of study and justification to its selection 

The study was carried out in Dar es Salaam. Dar es Salaam is the largest city in 

Tanzania. Dar es Salaam is not only the principal commercial city of Tanzania but 

also an important regional economic centre. It is also the major sea port for the 

country and its landlocked neighbours. Dar es Salaam is an administrative province 

within Tanzania, and consists of five administrative districts: Kinondoni, Ilala, 

Temeke, Ubungo and Kigamboni. Dar es Salaam being a commercial capital is 

highly populated and urbanized, so there are many users of electronics (URT, 2013). 

 

3.4 Targeted population 

Population is the unit of enquiry the study focused on. The targeted population in this 

study was university students from Mzumbe University Dar es Salaam Campus 

College and employees from National Malaria Control Programme offices in Dar es 

Salaam. 
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3.5 Sample and sampling techniques 

A sample is a group of respondents drawn from a population under study (Kothari, 

2008). According to the nature of the research, the sample was obtained through 

convenience sampling. Convenience sampling also known as accidental sampling is 

a type of non-probability sampling whereby the sample is drawn from the part of the 

population that is easily accessible (Saunders, Lewis, & Thornhill, 2012). 

 

Convenience sampling was used to select users of the specified electronic products. 

The sample size was 200 people with the distribution shown in table 3.1. 

 

Table 3.1 Sample distribution 

No Category of population No. of respondents Percentage 

1 University students  

(Mzumbe University) 

100 50% 

2 Office employees 

(Commercial banks, NGO’s Agencies, 

Pension funds) 

100 50% 

 Total 200 100% 

Source: Researcher, 2017 

 

3.6 Sources of data 

The researcher collected data from both primary and secondary data sources; 

1. Primary data sources 

Primary data are those data which are collected afresh and for the first time and 

hence happen to be original in nature (Kothari, 2008). Primary data was collected 

directly from respondents through questionnaires. Primary data includes age of 

respondents, their level of education, income and reference groups. 

2. Secondary data sources 

Secondary data was obtained through various relevant literatures. The researcher 

reviewed previous journals, reports and books that relate to the subject. Secondary 

data includes quantitative and qualitative analysis of consumer behaviour, different 

theories about motives for buying and steps undertaken in buying. 
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3.7 Data collection instruments 

The researcher used the following instruments in collecting data. 

Questionnaire; the researcher used questionnaire to get answers (Primary data) from 

the sample size with questions that reflect the study objectives which assisted the 

researcher to obtain answers for the research questions. This tool allowed 

respondents enough time to answer the questions personally. 

Documentary review; Secondary data was collected by reading various reports and 

books at the library and only relevant literature was used with proper 

acknowledgement of the original authors. 

 

3.8 Data validity and reliability 

3.8.1 Data validity 

Validity means that measurements are correct. The data collection instrument used 

measures what it was supposed to measure. Tests were done to prove validity. 

Winterstein and Kimberlin (2008) defined validity in research as the extent to which 

an instrument measures what it purports to measure. 

 

Through the use of a properly designed questionnaire, the researcher was able to 

measure what was intended through the research objectives. The main objective of 

this research is to “Explore the factors that influence customer purchasing decision 

for electronic brands” and the questions set in the questionnaire ensure that the data 

collected is a genuine reflection of the objectives. 

 

3.8.2 Data reliability 

Reliability is the extent to which results are consistent over time and an accurate 

representation of the total population under study. When the results of the study can 

be reproduced using a similar methodology, then research instrument is said to be 

reliable. Researcher performed several tests to ensure that reliability of instruments 

and methodology to be used to collect data provided reliable results. 
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3.9 Data Analysis 

Collected data was analyzed by using the statistical package for social science 

(SPSS) 20, STATA 12 and MS Excel 2010. Data was analyzed in descriptive and 

frequencies distribution, means, medians, standard deviations were presented. The 

findings were organized and presented in frequency tables, histograms, and charts. 

Quantitative analysis was presented in terms of computer printout and supported with 

interpretations. 

 

3.10 Ethical consideration 

In the course of writing this dissertation, researcher ensured ethical practice was 

upheld by following the Mzumbe University Guideline for writing thesis or 

dissertation. Furthermore, the data collected was used for the intended purpose only 

and the respondents remain anonymous. Any material cited from other authors was 

acknowledged and referenced accordingly. Lastly, the discussions and analysis of 

findings was highly objective. 
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CHAPTER FOUR 

PRESENTATION AND DISCUSSION OF FINDINGS 

 

4.1 Introduction 

This chapter presents the research findings that aim to answer the main research 

question which is to explore the factors that influence consumer purchasing decision 

for electronic brands. Findings obtained from the field are presented in frequency 

tables, histograms, and charts. The first part shows the profile of the respondents then 

analysis was done on each specific objective. Analysis was done using SPSS 20, 

STATA 12 and MS Excel 2010. 

 

4.2 Profile of the respondents 

For any research, it is important to make proper selection of respondents as it 

determines the accuracy of the collected data. The study involved 200 respondents 

which were university students and office employees. Information from these 

respondents was collected using questionnaires. According to the purpose of the 

study, the profile of the respondents was categorised into age, gender, level of 

education, occupation and monthly income and social status. 

 

4.2.1 Age of respondents 

The findings reveal that age of respondents range from 21 to a maximum of 62 years. 

As presented in figure 4.1, 68.5 % of the respondents were aged between 21 to 30 

years, 22.5 % were aged between 31 to 40 years, 5.5 % were aged between 41 to 50 

years and 2.5 % were aged between 51 to 60 years. Only 1 % of the respondents 

were aged above 60 years. This coincides with the fact that more than half of the 

respondents are university students still in their youth who juggle their time between 

school and work. According to the Tanzanian education structure it takes a person an 

average of 16 years from grade 1 to completing their first degree whereby they will 

be in their early twenties. Furthermore, there are very few respondents aged above 60 

years which means that employers follow the constitution whereby the retirement age 

for an employee is 60 years. 
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Figure 4.1 Age of the respondents 

 

Source: Field data (2017) 

 

4.2.2 Gender of respondents 

The descriptive data presented in figure 4.2 show that female respondents were 51 % 

whereas 49 % were male. The sample size was selected through purposive sampling 

technique so equal representation of both male and female was possible. The findings 

are also consistent with national census findings of 2012 which found that there are 

48.7 % male population and 51.3 % female population (URT, 2014). Research also 

shows that female enrolment in higher learning institutions has increased 

significantly. 

 

Figure 4.2 Gender of the respondents 

 

Source: Field data (2017) 
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4.2.3 Level of education of respondents 

Findings as shown in figure 4.3 reveal that 63 % of the respondents have a first 

(bachelors) degree. Mzumbe University Dar es Salaam Campus College, one of the 

areas under study offers postgraduate degree programs only so it is significant that 

respondents have at least a first degree. Furthermore, there is a very low percentage 

(3.5 %) of respondents that have attained only secondary education, this means 

majority of offices and agencies employ staff with qualifications of at least a 

university diploma. In addition, a population whereby 89.5 % of respondents have at 

a least a degree is likely to be have many users of computers, laptops, tablets and 

mobile phones. An educated person always has a high desire to access information, 

exposure and network with his or her counterparts. 

 

Figure 4.3 Level of education of respondents 

 

Source: Field data (2017) 

 

4.2.4 Occupation of respondents 

Research findings as presented in figure 4.4 show that respondents were classified 

into six occupation groups namely; business, salaried employment, wage 

employment, contract employment, student and entrepreneur. 31.5 % of the 

respondents were engaged in business activities whereas 29.5 % had a salaried job. 
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This implies that more than half of the respondents had a stable source of income and 

in conjunction with their levels of education, they are frequent users of electronic 

products especially computers, laptops, tablets and mobile phones because they are 

important tools that help them in their daily duties. 20.5 % of the respondents were 

students that did not engage in any other economic activity but are users of the 

mentioned electronic devices in performing communication, networking and 

academic related activities like research writing. 

 

Figure 4.4 Occupation of the respondents 

 

Source: Field data (2017) 

 

4.2.5 Monthly income of respondents 

Findings as presented in figure 4.5 show that 38.5 % of the respondents have an 

average monthly income ranging from 100, 001 to 500, 000 Tshs. whereas 27.5 % of 

respondents have an average monthly income of 500, 0001 to 1,000,000 Tshs and 

only a few respondents, 2.5 % have an average monthly income exceeding 3, 000, 

000 Tshs. Considering that a high number of respondents are engaged in business or 

employed on a salary basis, they generate an average monthly income of not less 

than 100, 000 Tshs. which is the minimum average salary of an employed Tanzanian 

as stipulated in the employment and labour relations act, 2004. 
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Figure 4.5 Monthly incomes of respondents 

 

Source: Field data (2017) 

 

4.2.6 Social status of respondents 

Findings as presented in figure 4.6 show respondents were classified in three social 

status; low status, middle status and high status. 85.5 % of the respondents are of 

middle status. Middle status people have a stable income and are well educated 

therefore are users of electronic products in their daily activities such as 

communicating, office duties and entertainment. 

 

Figure 4.6 Social status of respondents 

 
Source: Field data (2017) 
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4.3 Product / brand ownership by respondents 

The main objective of the study is to explore the factors influencing consumer 

purchasing decision of electronics brands. The study focused on four products; 

Computers (desktop), laptops, tablets and mobile phones. 

 

4.3.1 Electronic products owned by respondents 

Findings as presented in figure 4.7 show that the most owned product is mobile 

phones followed by laptops. 195 respondents own mobile phones and 162 

respondents own laptops. Computers and tablets are used by very few respondents, 

46 and 35 respectively. 

 

Because of their advanced features and functionality, users globally have become 

more accustomed to laptops than desktop computers. Their ability to function 

without being plugged in (using a battery) and portability make it a must have 

product than desktop computers which normally require power to operate and are 

bulk in shape so not easy to carry. Mobile phones have become a must have device in 

the 21
st 

Century because they facilitate communication. Furthermore, smartphones 

have gained more importance because of their ability to perform multiple operations 

ranging from basic communication to browsing the internet and preparation of 

documents just as in computers. Adding to their enhanced portability and ability to 

stay on battery life for long, it explains why majority of respondents own a mobile 

phone. 

 

Figure 4.7 Products owned by respondents 

 
Source: Field data (2017) 
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4.3.2 Laptop brand owned by respondents 

Based on the findings as presented in figure 4.8, the most used laptop brand is HP 

with 34.03 % of the respondents answering that they own HP laptops. Among these 

owners, there were many male than female HP laptop owners (35.21 % and 32.88 % 

respectively). Users of MacBook laptops accounted for 11.11 % of the total 

respondents whereas there was a high number of female users (13.7 %) compared to 

male users (8.45 %). 

 

HP laptops attract many users due to their design, durability and user friendliness 

especially to students who are end users that normally use laptops for preparing 

academic documents (assignments, term papers and dissertations) surfing the web 

and entertainment purposes (movies and music). Furthermore, HP laptops are fairly 

priced making them an affordable option. On the other hand, there are few users of 

MacBook laptops because they are highly expensive and not so user friendly. They 

are owned more by female because products by Apple are considered to be a status 

symbol associated with wealthy, high status individuals. 

 

Figure 4.8 Laptop brand owned 

 

Source: Field data (2017) 
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4.3.3 Brand of mobile phone owned by respondents 

Research findings as presented in figure 4.9 show that Samsung (33.71 %) is the 

most owned brand followed by TECNO (32.57 %) and the least owned brand is 

Nokia (6.29 %). Out of the 33.71 % that own Samsung, 36.9 % are male and 30.77% 

are female; of the TECNO owners, 23.81 % are male and 40.66 % are female while 

11.9 % of respondents that own Nokia are male and only 1.1 % are female. 

 

Samsung is the world’s largest manufacturer of mobile phones and smartphones 

especially the popular Samsung galaxy line; this makes it a popular brand choice 

among middle status community. TECNO, a relatively new brand in the market has 

garnered many followers because of its unique products that possess latest 

technology, are durable and fairly priced which make it an affordable option. Nokia, 

once a leader in the mobile phone industry experienced a sharp decline during the 

smart phone era which explains why there are few respondents who own Nokia. 

 

Figure 4.9 Mobile phone brand owned 

 

Source: Field data (2017) 
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4.4 Quantitative analysis 

4.4.1 Mann-Whitney Test 

Non parametric Mann Whitney U test was used to compare male and female 

ownership of different electronics devices and results shows in most of these devices 

there was no significant difference in ownership of these devices except for tablets 

owned. This could be because most of devices that are available now days can be 

used by any person regardless of their gender. The significant differences at 5 

percent means male are less likely to own tablets as compared to female. 

 

Table 4.1 Mann-Whitney U test 

 rank sum    

Electronic Product Female Male Z Prob > |z| 

Laptop owned 5473 4967 0.741 0.4588 

Mobile Phone owned 8348 7052 1.058 0.2900 

Tablet owned 183 447 -2.423 0.0154 

Computer owned 339 742 -0.941 0.3469 

 

4.4.2 Multinomial logit Model Tests 

For the multinomial logit model to be estimated, several tests had to be done to 

ensure that estimates are valid and reliable to be used for statistical inferences. Tests 

that were done; First, Test for all independent variables are simultaneously equal to 

zero.  Second, test to determine if two outcomes can be combined. Third, test the 

assumption of Independence of Irrelevant Alternatives (IIA). 

 

4.4.2.1 Test of Independent Variables 

To test for independent variables we use likelihood ratio test. The null hypothesis for 

this is that all coefficients associated with a given variable(s) are zero. Results on 

table 4.2 shows that our independent variables are significantly different zero and 

therefore has impact on the choice of the brand they own for both mobile phones and 

laptops. Therefore with these results all independent variables will be used in 

estimating our Multinomial logit model. 
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Table 4.2 Test of independent variables 

Independent variable 

Mobile Laptop 

chi2 Df P>chi2 chi2 Df P>chi2 

Age 8.07 4 0.089 8.237 5 0.144 

Gender 18.416 4 0.001 16.842 5 0.005 

Education 9.751 4 0.045 9.745 5 0.083 

Occupation 9.728 4 0.045 9.301 5 0.054 

Income 22.599 4 0.000 24.092 5 0.000 

Your status 11.718 4 0.020 11.638 5 0.040 

Mobile phone price 37.703 4 0.000 24.07 5 0.000 

Mobile durability 19.987 4 0.001 13.4 5 0.02 

Mobile reliability 8.324 4 0.080 18.296 5 0.034 

Mobile performance 10.809 4 0.029 18.296 5 0.030 

Mobile portability 7.686 4 0.054 13.106 5 0.020 

 

4.4.2.2 Testing for combined outcome 

A Wald test was used to test if independent variables differentiate pairs of the 

outcome variables. Results for mobile phones owned on table 4.3 and for laptops 

owned on table 4.4 indicates that independent variables have not violated the test that 

is required and hence this justifies the use of multinomial logistic model. 

 

Table 4.3 Wald test if independent variables can be combined (Mobile phones) 

 Mobile phones 

 chi2 df P>chi2 

Samsung & iPhone 22.584 11 0.0200 

Samsung & Nokia 19.410 11 0.05422 

Samsung & TECNO 30.515 11 0.0010 

Samsung & Huawei 21.355 11 0.0300 

iPhone & Nokia 18.732 11 0.0679 

iPhone & TECNO 37.41 11 0.0000 

iPhone & Huawei 18.51 11 0.0700 

Nokia & TECNO 17.40 11 0.0964 

Nokia & Huawei 20.1 11 0.04400 

TECNO & Huawei 23.51 11 0.01520 
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Table 4.4 Wald test if independent variables can be combined (Laptops) 

 Laptops 

 chi2 Df P>chi2 

HP & Dell 18.231 11 0.080 

HP & Lenovo 20.453 11 0.043 

HP & Acer 22.454 11 0.023 

HP & Toshiba  19.151 11 0.062 

HP & MacBook  18.94 11 0.060 

Dell & Lenovo 17.455 11 0.095 

Dell & Acer  23.54 11 0.012 

Dell & Toshiba 24.179  11 0.010 

Dell & MacBook 26.484 11 0.005 

Lenovo & Acer 18.001 11 0.080 

Lenovo & Toshiba 24.412 11 0.010 

Lenovo & MacBook 17.15 11 0.924 

Acer & Toshiba 18.198 11 0.077 

Acer & MacBook 27.782 11 0.003 

Toshiba & MacBook 18.398 11 0.068 

 

4.4.2.3 Tests for independence of Irrelevant Alternative (IIA) 

The assumption is tested by using Hausman test.  Results on table 4.5 indicate that  

our independent variables does not violate that assumption of IIA as the results were 

insignificant and hence we failed to reject a null hypothesis of IIA. 

 

Table 4.5 Test for independence of irrelevant alternative (IIA) 

  Laptop  Mobile phone 

 chi2 df P>chi2  chi2 df P>chi2 

HP 5.409 9 0.7970 Samsung 5.402 8 0.7970 

Dell 0.254 8 1.0000 iPhone 0.542 9 1.0000 

Lenovo 0.642 13 1.0000 Nokia 0.246 7 1.0000 

Acer 2.092 7 0.9550 TECNO 2.092 8 0.9550 

Toshiba 0.248 8 1.0000 Huawei 0.161 13 1.0000 

MacBook 0.116 10 1.0000 
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4.4.3 The Multinomial Logit Model results 

After doing tests for the Multinomial Logistic model we can now estimate our model 

using the independent variables that were found to be significant in influencing one’s 

choice for electronic brands. The Multinomial logit model results are as shown on 

the table 4.6 for mobile phones and table 4.7 for laptops. 

 

Table 4.6 Multinomial logit model results for mobile phones 

MOBILE PHONE OWNED Coef.  Z 

SAMSUNG (base outcome) 

iPhone 

  Age -0.6298743 -1.440 

Gender 1.367429 * 1.650 

Education -1.144391 ** -2.470 

Occupation 0.2646952 1.150 

Income 1.254047 *** 3.220 

Your status 2.762799 *** 2.850 

Mobile phone price 2.121806 *** 3.430 

Mobile phone durability 17.309 0.010 

Mobile phone reliability 15.38862 0.000 

Mobile phone performance -0.4155639 -0.550 

Mobile phone portability -0.4591625 -0.590 

_cons -31.06754 -0.010 

NOKIA 

  Age 3.140221 ** 2.450 

Gender 5.421105 ** 2.370 

Education -1.725262 * -1.810 

Occupation -0.0377194 -0.110 

Income -1.976476 ** -2.000 

Your status 2.18451 0.750 

Mobile phone price 4.308926 *** 3.040 

Mobile phone durability 19.79694 0.010 

Mobile phone reliability 16.42468 0.000 

Mobile phone performance -2.74127 * -1.800 

Mobile phone portability -1.65395 -1.350 

_cons -49.28224 -0.010 

TECNO 

Age 0.0642085 0.190 

Gender -1.00694 * -1.890 

Education -0.2682449 -0.880 
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Occupation 0.3747901 *** 2.610 

Income -0.1329052 -0.440 

Your status 1.608465 ** 2.150 

Mobile phone price 1.092684 *** 2.730 

Mobile phone durability 0.5310745 0.800 

Mobile phone reliability -3.152835 ** -2.220 

Mobile phone performance -0.8639472 -1.490 

Mobile phone portability -1.294323 ** -2.510 

_cons -3.047575 -1.110 

HUAWEI 

  Age -0.1874347 -0.320 

Gender 0.1019855 0.150 

Education -0.1388833 -0.300 

Occupation 0.4195849 ** 2.000 

Income -0.0865513 -0.190 

Your status 2.650122 *** 2.840 

Mobile phone price 0.239808 0.540 

Mobile phone durability -1.420159 * -1.830 

Mobile phone reliability -2.754031  * -1.820 

Mobile phone performance -2.217945 *** -2.900 

Mobile phone portability -1.180076 -1.610 

_cons -1.962138 -0.520 

Number of obs 175 

LR chi2(44) 219.42 

Prob > chi2 0.0000 

Pseudo R2 0.4339 

Log likelihood -143.12811   

Legend: *, ** and *** are 10%, 5% and 1% levels of significance respectively. 

 

4.4.3.1 Factors influencing consumer purchasing decision for mobile phones 

From table 4.6 it is clearly shown that age, gender, level of education, occupation, 

income and social status of the respondent; and other factors like price and product 

quality (reliability, portability, durability and performance) have statistical 

significance in influencing ownership of the phone brands. 

 

Age of the respondent 

Age of the respondent was found to be significant in influencing ownership of a 

mobile phone brand at 5 percent. Results as presented in table 4.6 show that the 
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higher the age, the more a person is likely to own Nokia as compared to Samsung. 

The study by Masame (2016) also found out that age is an influential factor in 

purchase decision of mobile phones. 

 

Gender of the respondent 

Gender of the respondent was one of the variables that were found significant in 

influencing ownership of the phone brands at 5 percent. Results on table 4.6 shows 

that male are more likely to own Nokia than Samsung compared to female. 

 

Education level of the respondent 

Level of education of the respondent was also found to be significant in influencing 

ownership of a mobile phone brand at 5 percent. Results as presented in table 4.6 

indicate that the higher the level of education, the less a person is likely to own 

iPhone compared to Samsung. 

 

Occupation of the respondent 

Occupation of the respondent was also a factor found to be significant in influencing 

product ownership at 1 percent. Results as presented in table 4.6, the more likely a 

person will own Huawei and TECNO as compared to Samsung. The study by 

Masame (2016) also found out that occupation is an influential factor in purchase 

decision of mobile phones. 

 

Income of respondent 

Income of the respondent is another variable that was found significant in 

influencing ownership of mobile phone brands at 1 percent for iPhone and at 5 

percent for Nokia. Results as presented in table 4.6 show that as income of a person 

increases, it is more likely they will own an iPhone and less likely to own Nokia as 

compared to Samsung. 

 

Status of the respondent 

Social status of the respondent was also found to be significant in influencing 

ownership of a mobile phone brand at 5 percent for iPhone and TECNO and at 1 
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percent for Huawei. Findings as shown in table 4.6 show that as a person’s social 

status improves; it is more likely they will own iPhone, TECNO and Huawei as 

compared to Samsung. The study by Masame (2016) also found out that social factor 

is an influential factor in purchase decision of mobile phones. 

 

Price of the mobile phone 

Price of the mobile phone is also a variable found to be significant in influencing 

ownership of a brand at 1 percent. Findings of the study as presented in table 4.6 

show that; the higher the price of the mobile phone, the more a person is likely to 

own iPhone, Nokia and TECNO as compared to Samsung. The study by Masame 

(2016) and Mesay (2013) also found out that price of the product is an influential 

factor in purchase decision of mobile phones. 

 

Reliability of the mobile phone 

Reliability of the mobile phone is another variable that was found to significantly 

influence ownership of a mobile phone brand at 5 percent. As results in table 4.6 

indicate; as products become more reliable, it is less likely a person will own 

TECNO as compared to Samsung. 

 

Performance of the mobile phone 

Performance of the mobile phone is also a significant factor that influences 

ownership of a mobile phone brand at 1 percent. As shown in table 4.6; the higher 

the performance of a product, it is less likely a person will own Huawei as compared 

to Samsung. 

 

Portability of the mobile phone 

Portability of the mobile phone was also seen to be significant in influencing 

ownership of a mobile phone brand at 5 percent. As portrayed in table 4.6; as a 

product becomes more portable, a person is less likely to own TECNO as compared 

to Samsung. The study by Masame (2016) also found out that design features are 

influential in purchase decision of mobile phones. 
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Table 4.7 Multinomial logit model results for laptops 

LAPTOP OWNED Coef. Z 

HP (base outcome) 

DELL 

  Age -0.7881339 -1.5 

Gender 0.9698597 1.54 

Education 0.1158499 0.24 

Occupation 0.3687431 * 1.86 

Income 0.282968 0.72 

Your status -0.5074915 -0.58 

Laptop price 1.050778 ** 2.12 

Laptop durability -0.7245123 -0.86 

Laptop reliability 1.825608 1.49 

Laptop performance -1.503056 ** -2.19 

Laptop portability 0.4123942 0.47 

_cons -4.40573 -1.13 

LENOVO 

Age -0.2323948 -0.52 

Gender -0.4664916 -0.6 

Education -1.008029 ** -1.99 

Occupation 0.1593933 0.56 

Income 0.7735407 * 1.83 

Your status 2.002863 ** 2.44 

Laptop price 0.4640064 0.77 

Laptop durability -0.8517259 -0.8 

Laptop reliability -0.8137272 -0.59 

Laptop performance -0.1318124 -0.18 

Laptop portability 0.8458854 0.56 

_cons -2.611331 -0.63 

ACER 

Age -0.4797116 -1.12 

Gender -1.398422 * -1.96 

Education 0.0666431 0.12 

Occupation 0.514186 ** 2.3 

Income 0.9187917 ** 2.13 

Your status 0.7630277 0.9 

Laptop price 1.118376 ** 2.02 

Laptop durability 0.7901751 0.64 

Laptop reliability 15.00486 0.01 

Laptop performance -0.4028193 -0.6 

Laptop portability -0.6654202 -0.7 



 

 

57 

 

_cons -22.28224 -0.02 

TOSHIBA 
  Age -0.0601947 -0.12 

Gender 1.671866 ** 2.24 

Education 0.5445896 0.92 

Occupation 0.1497863 0.67 

Income -0.0880459 -0.21 

Your status 0.0005678 0 

Laptop price rating 0.4345938 0.79 

Laptop durability 0.0940644 0.08 

Laptop reliability 16.3289 0.01 

Laptop performance -1.451798 * -1.89 

Laptop portability 0.3841273 0.39 

_cons -22.27769 -0.01 

MACBOOK 

Age -1.249338 ** -2.13 

Gender -1.873554 * -1.83 

Education -1.18045 ** -2.05 

Occupation 2.235545 * 1.93 

Income 2.333291 3.54 

Your status -1.317841 -1.13 

Laptop price -2.389732 *** -2.7 

Laptop durability 10.82856 0.01 

Laptop reliability 12.19032 0.01 

Laptop performance 1.686944 1.47 

Laptop portability -2.213091 -1.3 

_cons -14.44156 -0.01 

Number of obs 144 

LR chi2(55) 163.07 

Prob > chi2 0.0000 

Pseudo R2 0.3350 

Log likelihood -161.86209 

Legend: *, ** and *** are 10%, 5% and 1% levels of significance respectively 

 

4.4.3.2 Factors influencing consumer purchasing decision for laptops 

From table 4.7 it is clearly shown that age, gender, occupation, level of education, 

income and status of the respondent have a significant influence on ownership of 

laptop brands. Furthermore, price and performance of the product were also seen to 

have statistical significance in influencing ownership of the laptop brands. 
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Age of the respondent 

Age of the respondent was found significant in influencing ownership of a laptop 

brand at 5 percent. Findings as shown in table 4.7 indicate that as a person grows 

older people, the less likely they are to own a MacBook as compared to HP. 

 

Gender of the respondent 

Gender of the respondent was one of the variables that were found significant in 

influencing ownership of the laptop brands at 5 percent. Results as shown on table 

4.7 indicate that a male is more likely to own Toshiba than HP as compared to a 

female. 

 

Education level of the respondent 

Education of the respondent is also a significant factor that influences ownership of a 

laptop brand at 5 percent. As indicated in table 4.7; the higher the level of education, 

the less the person is likely to own Lenovo and MacBook as compared to HP. 

 

Occupation of the respondent 

Occupation of the respondent was also significant in influencing ownership of laptop 

brands at 5 percent. As presented in table 4.7; the , the more the person is likely to 

own Acer as compared to HP. 

 

Income of respondent 

Income of the respondent was also seen to be significant in influencing ownership of 

laptop brands at 5 percent. Results as presented in table 4.7 show that as income of a 

person increases, the more a person is likely to own Acer as compared to HP. 

 

Status of the respondent 

Social status of the respondent was also seen to have a significant influence in 

ownership of a laptop brand. As depicted in table 4.7; the higher the social status, the 

more the person is likely to own Lenovo as compared to HP. 
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Price of the laptop 

Price of the laptop was also a factor found to have significant influence in ownership 

of laptop brands. As presented in table 4.7; as the level of income increases, the more 

a person is likely to own Dell and Acer and the less a person is likely to own 

MacBook as compared to HP. 

 

Performance of the laptop 

Performance of the laptop was also one of the factors found to significantly influence 

ownership of laptop brands at 5 per cent. Findings presented in table 4.7 show that as 

the performance of a product increases, the more a person is likely to own Dell as 

compared to HP. 

 

4.5 Results of hypotheses test 

Based on the research findings, hypothesis was tested to find out if they are accepted 

or rejected. The study used four hypotheses and the multinomial logit model was 

used to test the relationship of a set of independent factors and purchasing decision 

of an electronic product. The results from each hypothesis are as follows; 

 

Hypotheses one stated that there is no relationship between consumer purchasing 

decision and one’s personal attributes. Findings attained through multinomial logit 

model as shown in tables 4.6 and 4.7 show that there is a significant relationship 

between one’s personal attributes and purchasing decision. Consequently, by this 

results null hypothesis is rejected. 

 

Hypotheses two stated there is no relationship between consumer buying decision 

and one’s economic factors. Findings attained through multinomial logit model as 

presented in tables 4.6 and 4.7 show that there is a relationship between one’s 

economic factors and purchasing decision. Therefore, by this results null hypothesis 

is rejected. 
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Hypotheses three stated there is no relationship between consumer buying decision 

for electronics and one’s social factors. Findings attained through multinomial logit 

model as shown in tables 4.6 and 4.7 show that there is a relationship between one’s 

social factors and purchasing decision. Hence, by this results null hypothesis is 

rejected. 

 

Hypotheses four stated there is no relationship between consumer buying decision 

for electronics and the marketing efforts by sellers. Findings attained through 

multinomial logit model as shown in tables 4.6 and 4.7 show that there is a 

relationship between sellers’ marketing efforts and consumer buying decision. As a 

result, null hypothesis is rejected. 
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CHAPTER FIVE 

SUMMARY, CONCLUSIONS AND POLICY IMPLICATIONS 

 

5.1 Introduction 

This chapter is about summary of the findings, conclusions and policy implications 

of the study. Summary is done according to the objectives of the study. Furthermore, 

limitations of the study and areas for further studies are also discussed. 

 

5.2 Summary 

The main objective of the study was to explore factors that influence consumer 

purchasing decision for consumer electronics brands: case of computers, laptops, 

tablets and mobile phones. The study was driven by the inadequacy of reputable 

researches concerning consumer behaviour of electronic items especially computers, 

laptops, tablets and mobile phones. 

 

The methodology used was survey research design whereby the target population 

was university students and office employees, a sample of 200 respondents was 

selected through purposive sampling technique. Data was collected from both 

primary and secondary sources whereby questionnaire tool was used to collect 

primary data. Quantitative analysis was done using SPSS 20, STATA 12 and MS 

Excel 2010. 

 

Findings of the study reveal that respondents were profiled according to age, gender, 

level of education, occupation and monthly income and social status. Majority of the 

respondents were aged between 21 to 30 years and there was equal representation of 

gender because sample was selected through purposive sampling technique. 

Furthermore, majority of respondents have a bachelor’s degree and are either 

engaged in business activities or have a salaried job and are in the middle social 

status group. 
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Additionally, the most owned product is mobile phones followed by laptops. 195 

respondents own mobile phones and 162 respondents own laptops. Computers 

(Desktop) and tablets are the least owned products. 46 respondents own computers 

and 35 own tablets. The most used laptop and mobile phone brands are HP and 

TECNO respectively. 

 

5.3 Conclusions 

Conclusion is made based on the objectives of the study. 

The first objective was to examine how one’s personal characteristics influence their 

buying decision. According to the findings, it can be concluded that age and level of 

education of the respondent have a significant influence on the purchasing decision 

whereas age was insignificant meaning male and female showed similar purchasing 

behaviour. 

 

The second objective was to determine how one’s economic factors influence 

consumer buying decision. Based on the findings, it is concluded that income of the 

respondent is a significant factor in influencing ownership of laptop and mobile 

phone brands. 

 

Third objective was to explore the influence of social factors on consumer buying 

decision. Social status of the respondent was a significant factor in influencing 

ownership of a product. Reference groups however were found to have no bearing 

the consumer behaviour. 

Fourth objective of the study was to find out how marketing factors influence 

consumer buying decision. Price and quality of the product were seen to be 

influential factors in brand ownership. Product quality attributes such as reliability, 

portability, durability and performance were found to have statistical significance in 

influencing ownership of the brands. Furthermore, other respondents cited brand 

name as the strongest influence on their buying decision. This is seen in the fact that 
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the most used brands are HP and Samsung which are renowned brands that produce 

high quality products. 

 

5.4 Policy implications 

Based on the findings and conclusions drawn from the study, the following are the 

implications. 

Producers of consumer electronics should make careful market research so as to 

know the consumer demographics so as to be able to meet market demand. Age was 

noted as a significant variable that influences consumer purchasing decision so 

producers can make products that suit different age groups. 

 

Marketers should revise their marketing plans and devise strategies to convince 

buyers that their product offering is better than the competitors buy understanding 

the factors that influence consumers to make purchase decision. Price is one of the 

influential factors considered when making a purchase decision so pricing of 

products should be done with consideration. 

 

From a consumer’s side, the purchasing decision is a complex process that combines 

multiple factors and stages hence precaution should be taken so as to avoid post 

purchase dissonance. 

 

5.5 Area for further studies 

The purpose of this study is to explore factors influencing consumer purchasing 

decision for electronic brands; with the focus being on computers, laptops, tablets 

and mobile phones. However, findings revealed a very small number of computer 

and tablet owners as compared to laptops and mobile phones. This observation gives 

room for further studies on why there are a declining number of computer users. 

 

Moreover, the population was comprised of university students and office employees 

only. Other studies can look at consumer behaviour of other groups. 
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APPENDIX 

 

Questionnaire 

 

Dear Sir/Madam 

My name is Alfred J Mgondah, a student of Mzumbe University Dar es Salaam 

Campus College, Pursuing Master of Business Administration in Corporate 

Management. As a partial fulfilment of the requirement for the award of the degree, a 

student is required to do research and thereafter submit a dissertation. This 

questionnaire serves the purpose of data collection. 

  

The study is about “Exploring factors that influence consumer purchasing decision 

for electronic brands”. 

 

This questionnaire aims to acquire data and the responses obtained will only serve 

the stated purpose and confidentiality is guaranteed. Answering the questionnaire is 

not time consuming and due to limited time to conduct the research a timely response 

will be appreciated. 

Please answer the following questions as honestly and openly as you can. 

 

1. Age  Below 20 years 

  21 – 30 years 

  31 – 40 years 

  41 – 50 years 

  51 – 60 years 

  70 years and above 

 

2. Gender Male 

  Female 
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3. Level of education  Primary level 

    Ordinary level 

    Advanced level 

    Diploma 

    First Degree 

    Master’s Degree 

    PhD 

 

4. Occupation   Business 

    Salaried Employment 

    Wage employment 

    Contract employment 

    Other       

 

5. Average monthly Income less than 100,000 

    100,001 – 500,000 

    500,001 – 1,000,000 

    1,000,001 – 2,000,000 

    2,000,001 – 3,000,000 

    Above 3,000,000 

 

6. What brand of the following do you own? 

 Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 
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7. How did you learn about this brand? 

 Parents Brother/

Sister 

Friends Office mates Adverts Sales promotion 

Computer       

Laptop       

Tablet       

Mobile 

phone 

      

 

8. Who bought you the product? 

 Myself 

 Mother 

 Father 

 Friend 

 My Office 

 

9. What is the price of your product? 

Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 

 

10. How do you rate its price compared to others. 

 Very high 

price 

High 

price 

Ordinary price Low price Very low price 

Computer      

Laptop      

Tablet      

Mobile phone      

 

11. Which brand does your closest office mate own? 

Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 
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12. Which brand does your closest friend/boyfriend/girlfriend own? 

Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 

 

13. Which brand does your father/mother own? 

Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 

 

14. Which brand does your brother/sister own? 

 Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 

 

15. For how long are you using electronics? 

 0 – 5 years 6 – 10 years 11 – 15 years More than 15 

years 

Computer     

Laptop     

Tablet     

Mobile phone     

 

 

16. Are you having this product for the first time? 

 Yes 

 No 
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17. If yes, who advised you to buy it rather than others? 

 Mother 

 Father 

 Friend 

 My Office mate 

 Not advised by anybody 

 

18. If it is not for the first time, what brand did you own earlier? 

Computer _______________________ 

 Laptop  _______________________ 

 Tablet  _______________________ 

 Mobile Phone _______________________ 

 

19. Which do you think is your status in the community? 

 Low status 

 Middle status 

 High status 

 

20. How do you rate the durability of your product? 

 Very 

durable 

Durable I do not know Not durable Not durable at all 

Computer      

Laptop      

Tablet      

Mobile phone      

 

21. How reliable is your product? 

  Very 

reliable 

Reliable I do not know Not reliable Not reliable at all 

Computer      

Laptop      

Tablet      

Mobile phone      
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22. How performing is your product? 

 Quite 

performing 

Performing I do not know Not 

performing 

Completely not 

performing 

Computer      

Laptop      

Tablet      

Mobile phone      

 

23. How portable is your product? 

 Quite portable Portable I do not know Not 

portable 

Completely not 

portable 

Computer      

Laptop      

Tablet      

Mobile phone      

 

24. How user-friendly is your product? 

 Very user-

friendly 

User-

friendly 

I do not know Not 

user-

friendly 

Completely not 

user-friendly 

Computer      

Laptop      

Tablet      

Mobile phone      

 

25. You liked this brand because it offers guarantees 

 Strongly agree Agree I do not know Disagree Strongly Disagree 

Computer      

Laptop      

Tablet      

Mobile phone      

 

26. You liked this brand because it handles complaints friendly 

 Strongly agree Agree I do not know Disagree Strongly Disagree 

Computer      

Laptop      

Tablet      

Mobile phone      
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27. You liked this brand because it provides services in case of non-performance 

freely 

 Strongly agree Agree I do not know Disagree Strongly Disagree 

Computer      

Laptop      

Tablet      

Mobile phone      

 

28. You liked this brand because it conducts promotions with rewards often 

 Strongly agree Agree I do not know Disagree Strongly Disagree 

Computer      

Laptop      

Tablet      

Mobile phone      

 

29. What made you decide to buy your electronic product? Tick the two most 

important 

 Quality Brand name Promotion Price After sale service 

Computer      

Laptop      

Tablet      

Mobile phone      

 

30. What social status do people who use your product command in the community? 

 Low level status 

 Middle level status  

 High level status 

 

 

 

 

 

 

Thank you for your cooperation. 


