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Introduction 

 family that wants to achieve good peace and 

satisfaction must involve all categories of 

persons in the household purchase decision. 

Here, the husband, the wife, the children, and other 

family members within the household have some 

significant role to play to arrive at acceptable or good 

purchase behavior for consumer goods. The decision 

of the family members helps to enhance patronage. 

Household purchase behaviour is influenced by such 

factors which include high level of income, 

demography, family size, family occupation, 

culture/religion and family educational status. 

Directly or indirectly, the above factors determine the 

household purchase behavior of consumer goods 

(Samadi, Hosseinzadeh and Noorani, 2010).  Income 

is the level of earning somebody receives from his 

endevour – occupation or engagement (Agu, 2016). A 

family with high income may constantly purchase 

household consumer goods that are of high nutrition,  
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high diet and probably good for health. This may not also apply to 

household within average income level to some extent. However, if the 

income level in the family is low or poor as the case may be, there may be 

no decision on what to buy as it concerns household consumer goods 

(Daniel, 2008 
Occupation also influences household purchase decision. Occupation 

according to Davis (2008) entails the job, endeavour and engagement 

through which someone earns a living. Also, gender influences choice of 

purchase within the family. Here, a family that has more of female gender 

may likely pay attention in providing household products that are preferred 

instrument for data collection. The data collected were presented in tables 

and analyzed using simple percentage, bar chat and mean statistics. The 

hypotheses were tested using Mann Whitney Test at 0.05 level of 

significance. It was discovered that there is significant relationship 

between family occupation and patronage of consumer goods, culture 

influences patronage of consumer goods, there is significant difference 

between income and patronage of consumer goods and there is significant 

relationship between gender and patronage of consumer goods. It was 

recommended that business organizations that want to achieve high level 

of customer repeat purchase, must always recognize, promote and 

effectively pay attention to income, family occupation, culture, and gender 

variables which determines and influences their level of patronage of 

household products. More so, couples in the family should have diverse 

occupation which will enable them to earn income from both sides so as to 

always perform their responsibilities in purchase decision. This study 

therefore concludes that the achievement of patronage of household 

consumer goods depends on many factors which include income, family 

occupation, culture and gender.  

 

Keywords: Determinants, Household Purchase, Consumer Goods, Family, 

Culture, Household Income, Patronage 
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by women. This means that gender is a very big issue in buying behaviour of 

the family. Apart from that, another issue is religion and culture. The roles 

of all stakeholders in determining the household purchase behavior and 

patronage cannot be overemphasized. It’s a fact that household purchase 

decision has been a problem to some households. Here, in some household 

husband or wife dominate decision making and that sometimes leads to 

conflict. Not only that, some men find it difficult to adhere to the decision 

of their wife, even when the wife is bread   winner of the family. Some 

women on the other hand play domineering role and that sometimes may 

not go well to other members of the family. In this direction, children and 

other household members are most times left out on purchase behaviour.  

 

OBJECTIVES OF THE STUDY 

The general objective of this study focused on determinants of household 

purchase and its effects on patronage of consumer goods in Ibadan Oyo 

State, Nigeria. The specific objectives include to: 

1. examine the relationship between family occupation and patronage 

of consumer goods. 

2. evaluate out the influence of culture on patronage of consumer 

goods. 

3. determine if income can influence patronage of consumer goods. 

 

RESEARCH QUESTIONS 
Based on the objectives of the study, the following research questions were 
posed for the study. 

1. What is the relationship between family and patronage of consumer 
goods? 

2. What is the influence of culture on patronage of consumer goods? 
3. What is the relationship between household income and patronage 

of consumer goods?  
 

RESEARCH HYPOTHESES 

Based on the research objectives and research questions, the following 

research hypotheses guided the study: 
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Ho1: There is no significant relationship between family occupation and 

patronage of consumer goods. 

Ho2: Culture does not influence patronage of consumer goods. 

Ho3: There is no significant relationship between household income and 

patronage of consumer goods. 

 

CONCEPTUAL REVIEW 

Household Purchase Behavior   

According to Nazanin and Zahra (2014) people in household numbered from 

2 persons and above who make up of the family. In most cases, 

husband/father, wife/mother (the parents), the children and other family 

members within made up of the household. For that, purchase decision in 

the household is not left for one person since there are many people within 

the family household. In this direction, household purchase behaviour is the 

process of determining what to buy, when to buy, how to buy, where to buy 

and from whom to buy within the family cycle (Cuccaro, 2016).  

A member of the household is someone who belongs to a particular family, 

an individual or group of individuals who select, purchase, use, or dispose of 

products, services, ideas, or experiences to satisfy needs and desires 

(Gottman, 2014). Household purchase behavior is the sum total of a 

consumer's attitudes, preferences, intentions, and decisions regarding the 

family behavior in the marketplace when purchasing a product or service 

(Punj and Srinivasan, 2012). Household purchase behavior is the study of 

when, why, how and where people do or do not buy a product. It is a branch 

which deals with the various stages a consumer goes through before 

purchasing products or services for his end use.  

 

Household Consumer Goods 

To start with, consumers are people or other entities that buy goods or 

services. A person who uses a good or services that he or she buys is a 

consumer. Consumers do not sell what they bought – they ‘consume’ them; 

hence, the name (consumer). For that, Consumer goods are products 

bought for consumption by the average consumer. Alternatively called final 

https://marketbusinessnews.com/financial-glossary/consumers-definition-meaning/
https://marketbusinessnews.com/financial-glossary/consumers-definition-meaning/
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goods, consumer goods are the end result of production and manufacturing 

and are what a consumer will see on the store shelf. Clothing, food, and 

jewelry are all examples of consumer goods (Kim and Lee, 2016). 

Consumer goods are goods sold to consumers for use in the home or school 

or for recreational or personal use. There are three main types of consumer 

goods: durable goods, nondurable goods, and services. Durable goods are 

consumer goods that have a long-life span (e.g. 3+ years) and are used over 

time (Kirchler, 2019). Examples include bicycles and refrigerators. 

Nondurable goods are consumed in less than three years and have short life 

spans. Examples of nondurable goods include food and drinks. Services 

include auto repairs and haircuts. Consumer goods are also called finals 

good, or end product, because they are the ultimate output of a productive 

process that occurs over time.  

 

Patronage 

According to Berg and Teigen (2019), Patronage is the act of buying product 

or receiving service from a firm. In this case, customer patronage occur 

when people, organizations and even government show high interest in a 

particular (or some) business, product of a firm, service of a firm, etc.  Such 

positive interest motivates the customers to always   buy products, receive 

services, and even engage in indirect business promotion for the firms. 

According to Igwe and Nwitambu (2018) the word consumer patronage 

mean a person or thing that eats or uses something or a person who buys 

goods and services for personal consumption or use. People patronize 

organizations products/services at one time or the other.  

Customer Patronage is the support, encouragement, privilege, or aid that 

an organization or individual bestows to another (Assael, 2018). Patronage 

is burn out of a desire to be committed to an organization either based on 

its service quality or perceived service qualities. Hence, the extent to which 

a customer will patronize the services of a bank depends on how the 

customer perceives the banks services (Scanzoni, 2019).   
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Household Purchase Behaviour determinants and Patronage 

There are many factors determining the level of household purchase 

decision and patronage. Some of the factors are discussed here thus: 

1. Family occupation and patronage 

Occupation is the endeavour or profession which someone engaged in 

through which he or she ends a living (Kirchler, 2019).  Not only that, Cooper 

(2014) observed that occupation is the actual occupation which people 

engage in, work on regular basis and from where they make money or earn 

money to take care of themselves. That is why people are engaged in 

numerous occupations like trading, civil/public service, business, service 

providers and many others. The occupation of husband, wife and other 

people within the family determines the buying behaviour. According to 

Mbah (2010), some family that are of civil occupation (especially those in 

civil service, organized private sector etc. who are relatively salary earners) 

are likely to have purchase behavior for consumer goods and appliances 

than those who are mainly in private sector activities.  

Here, the private sector households to some extent may not always have 

organized list of what to purchase at the household level especially for 

consumer goods. They will like to go for current appliances and use such 

within their home; hence this may not be the case with the civil household 

background. Occupation or profession of a person influences his buying 

behaviour. The life styles and buying considerations and decisions differ 

widely according to the nature of the occupation (Jolibert and 

Baumgartner, 2017). For instance, the buying behaviour of a doctor can be 

easily differentiated from that of a lawyer, teacher, clerk businessman, 

landlord, etc. So, the marketing managers have to design different 

marketing strategies suit the buying motives of different occupational 

groups.  

2. Culture and patronage 

Culture comprises the totality of life and way of behaiour of the people in 

the society including their language, food, religion, norms, believe system, 

like and dislike and issues relating to marriage (Tong, 2017). That why is 

many people consider cultural background before patronizing any product 
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or services; hence culture is one of the determinants of household purchase 

behaiour. According to Mbah (2010) culture is a socially transmitted system 

of idealized ways in knowledge, practice and belief along with the artifacts 

that knowledge and practice produce and maintain as they change in time. 

It is “an accumulation of thought, value and objective is the social heritage 

acquired by us from proceeding generations through learning, as 

distinguished from biological heritage which is passed on to us 

automatically through the genes (Assael, 2018). 

 Many researcher have this phenomenon various definitions as in all, there 

is no much difference.  Culture is passed on from one group member to 

another, and in particular is usually passed down from one generation to the 

next; it is learned, and is therefore both subjective and arbitrary. For 

example, food is strongly linked to culture (Ekerete, 2011). The culture of the 

people within a particular environment influences their buying behaviour. 

Not only that, the religious background of the religious people determines 

the kind of products /services they buy. Here, culture is the most 

fundamental determinant of a person’s want and behaviour.  

3. Income and patronage 

Another basic factor which influence purchase behaviour is income. Income 

is all about the earnings which someone gets from his 

endeavour/occupation (Valdivia, 2010). Income covers issues relating to 

profit, gain, wage, salary and other financial and non-financial benefits 

accruing to an individual (organizational worker or business operator) in the 

system (Mano and Davis, 2010). The level of income of the family determines 

the buying behaviour. Husband and wife that are of high income group in 

most cases try as much as possible to buy expensive household goods and 

appliances.  

The people of middle income group and low income group buy products 

and services which are within their earnings. This is one of the reasons why 

rich people will always have very comfortable home; hence they buy and 

use household goods and appliances which may include washing machine, 

DSTV, expensive sound system, expensive clothes, shoes and consumable 

products (Madill and Bailey, 2019). The personal income of a person is 
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determinant of his buying behaviour. The gross personal income of a person 

consists of disposable income and discretionary income.  

 

THEORETICAL REVIEW 

The researcher use Couple conflict and family decisions theories to analyze 

the subject matter. 

 

Couple Conflict Theory 

This theory was developed by Scanzoni in 1979. The theory state that the 

democratization of society and family has led to changes in the way that 

both society and household members understand genders. Whenever a 

conflict arises during the purchase decision-making process, each spouse is 

likely to consider the other’s preferences and adapt their viewpoints to their 

own, thus attempting to modify their position (Szinovacz, 2017).  

 

Family Decisions Theory  

This theory was popularized by Plate in 1994. Plate (1994) stated that 

decision making is the act of making a choice. It might involve on deciding 

what to purchase on the type of equipment to be purchased in the market. 

A family that values comfort shows this by purchasing household 

equipments that are stress less and durable. Eubank (1994) in his write up 

article on choice and decision focus on buying process, marketers 

determine the consumers’ patronage purchasing motives. Individual 

patronized a shop for certain reasons for example, Items are not too high 

and calibre of sales personnel is up to date. Smith and Beaujot (2019) 

conducted a research on gender role norms on purchasing decision making 

among one hundred (100) families under different conditions of female role 

perception. Husbands of women that are liberal, made little decisions than 

husbands of moderate women.  

 

EMPIRICAL REVIEW 
Some related studies on this topic were summarized thus; 
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Emmanuel (2019) researched on family participation and household 
decision on purchase in Accra Ghana. The study was carried out to identify 
the extent members of the family (father, mother, and children) are 
involved in purchase decision. Participative theory was adopted as the 
researcher employed descriptive survey design, using a population/sample 
of 2000 families from Accra Metropolis Ghana. Interview system was used 
as the major instrument from were data were analyze using descriptive 
statistics. It was discovered that the mother in the house and female 
children participate actively in taking decision on issues relating to food 
items and some household matters. However, the father takes active part 
in other decisions of the family while male children take lower parts in all 
decisions within the family. 
Joseph (2019) researched on household decision and purchase behaviour of 
couple in Zimbabwe. The study developed and used three research 
objectives, three research questions and three hypotheses. Data were 
collected from 220 families in the study areas. The study collected data 
through questionnaire method since survey study was used. The analyses 
of data were based on mean statistics. It was discovered that purchase 
behaviour of the family depends on the family needs, interest, and income. 
Bamidele (2018) focused on factors to be considered in household and 
family purchase decisions in Benin City Edo State. Three objectives, three 
research questions were used for the study. Theory of family conflict was 
used for the study. The researcher used a sample size of 75 which covers 50 
families from Benin City. Data were collected using questionnaire as survey 
research method was used. The analyses of data were based on T-Test 
statistics. It was discovered that the nature of household decision depends 
on many factors including family size, family education, and understanding 
of the couple are the factors influencing household and family purchase 
decisions in Benin city Edo State. 
Nazanin and Zahra (2014) studied factors influencing consumer family 
purchase behaviour of Kalleh food products in Iran. The method of research 
is descriptive – modular research method (sectional type). In order to 
achieving to this aim, based on theoretical principles of research, a 
questionnaires designed and distributed, and according to the infinity of 
society 320 questionnaires completed by final consumer. Firstly, descriptive 
survey operated on obtained information and then by using chi – square 
test, obtained results shows that: packaging of goods, quality of goods, 
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price of goods, reputation of goods, advertisement, reference group and 
seasonal allowance effective to decision marketing.  
 
RESEARCH GAP 
Many studies have been done on related areas of this work. However, most 
of the above studies did not cover the Nigeria environment as they paid 
attention to other countries. Most of the above studies focused on 
household family purchase, family purchase, buying behaviour of couples 
and many others without any emphasis on the determinants of consumer 
purchase behaviour and patronage as it concerns household goods. None 
of the above studies were carried out in Oyo state. Not only that, none of 
the above studies used all the variables which this study has used in the 
objectives, research questions and research hypotheses. Though some of 
the studies used related variables but did not employ them the exact way it 
was done in this study. For that, research gap exist and there is need for this 
study so as to fill the lacuna.  
 
RESEARCH METHODOLOGY 

a) Research design: In this study, survey research design was used. 
Survey research design was adopted by the researcher to accomplish 
the study.  

b) Population of the study: This is the entire number of elements in the 
area of the study (Asika, 2008). The population of this study is made 
up of the entire number of 200, 000 households (families) in Ibadan, 
the capital city of Oyo State. According to Oyo State Town 
Development Authority (2021), there are 200,000 households in 
Ibadan, Oyo State as at December, 2020. 

c) Sample size determination: Sample is the total number of elements 
actually studied from the entire population. In all, the sample size is 
mathematically derived using the Taro Yamane’s formula as thus: 

n  = N  
     1+N(e)2 

Where 
n  =  sample size 
N  =  population  
1 = constant 
e2  = error of significance using: 
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n  =  200000   
  1+200000(0.05)2 

 
n  =  200000   
  1+200000(0.0025) 
n  =  200000   
      501 
n  = 399 

d) Sampling techniques: The researcher used the simple random 
sampling technique (the shuffling card method). Bierene-Nnabugwu 
(2010) stated that the shuffling card method which is under the 
Simple Random Sampling (SRS) techniques is a simple but very 
practical technique, involving the numbering or naming of cards or 
slips so that each one represents a unit of the population. This 
method was used to give the entire population an equal chance of 
being selected in the sample. 

e) Sources of data: The data used in this study was generated from two 
major sources namely;  

a. Primary sources  
b. Secondary sources  

Primary Data: The primary sources include questionnaire. In carrying 
out this research, the use of questionnaire was employed to 
gather necessary and relevant data from the respondents.  

Secondary Data: The secondary sources are journals, articles, 
internet, textbooks, and the records and publications from the 
organizations.  

f) Method of Data Analysis: The data collected in this study were 
analyzed using simple percentage, bar chat, mean statistics and 
Mann Whitney Test. Simple percentage was used to analyze the 
demographic variables of the respondents. Also, the mean statistics 
was used to answer each research questions. The hypotheses were 
tested using   the Mann Whitney Test (U) using the 20.0 version of 
statistical package for social sciences (SPSS).  

g) Decision rule: The decision rule is to reject H0 if p-value (Asymp sig) < 
0.05, otherwise we accept H0.  
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DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
It should be noted that out of 399 copies of questionnaire distributed, only 
370 were returned and used. 
Analysis of the Profile of the Respondents  
Section A: The Biographic Data of the Respondents 
 
Table 1: Gender distribution of the respondents  

Question Response Respondents 

Sex Male No % 

200 54.1 

Female 170 45.9 

Total   370 100 

Source: field survey, 2021 

 

 
From the table above, it can be seen that 200 or (54.1%) of the respondents 

are male while 170 or (45.9%) of the respondents are female.  

 

Table 2: Distribution of respondents by academic qualification  

Question Response Respondents 

No                    % 

Academic qualification 

possessed by respondents 

FLSC 70 19.9 

O’ level 100 27.0 

100 

0 

200 

300 

400 

   Male Female 
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OND or its equivalent 80 21.6 

BSC/HND 90 24.3 

Post graduate 

qualifications 

21 5.7 

Others  9 2.4 

Total   370 100 

Source: field survey, 2021 

 

 
The table above shows that 70 or (19.9%) of the respondents holds a first 

school leaving certificate, 100 or (27.0%) has an O’ level certificate, 33 or 

(21.71%) holds either an OND or its equivalent, 80 or (21.6%) holds either a 

BSC or HND certificate, 90 or (24.3%) holds post graduate qualifications 

while 9 or (2.4%) of the respondents has other certifications  

 

Section B: The Subject Matter 

Research question one: What is the relationship between family and 

patronage of consumer goods? 

 

100 

0 

200 

300 

400 

FLSC BSC/

HND 

 

O’L OND

/Eqi. 
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Others  
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Table 3: Family occupation and patronage 

S/N Family Occupation 

and patronage 

SD D A SA N X X DEC 

1 There is significant 

relationship 

between family 

occupation and 

customer retention 

200 143 14 13 370 1270 3.4 Positive 

2 The occupation of 

husband or wife 

determines the 

purchase decision in 

the family 

137 113 70 50 370 1077 2.9 Positive 

3 Occupation of the 

family can 

determine how they 

are retained in 

household business 

firms 

205 122 20 23 370 1249 3.4 Positive 

4 When husband and 

wife are in civil 

occupation, it helps 

them to pay 

attention and 

purchase/use the 

right consumer 

goods/diet 

106 184 30 50 370 1086 2.9 Positive 

Source: field survey, 2021 

 

It was discovered in table 4.3 that all the items 1 – 4 were all positive. This is 

because item 1 has a mean of 3.4, item 2 has a mean of 2.9, item 3 has a mean 

of 3.4, and item 4 has a mean of 2.9;  hence all the items have mean scores 
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more than 2.5 and above. It is therefore concluded that there is significant 

relationship between family occupation and customer retention, the 

occupation of husband or wife determines the purchase decision in the 

family, occupation of the family can determine how they are retained in 

household business firms and when husband and wife are in civil 

occupation, it helps them to pay attention and purchase/use the right 

consumer goods/diet are the relationship between family and patronage of 

consumer goods. 

 

Research question two: What is the influence of culture on patronage of 

consumer goods? 

Table 4: Culture and patronage 

S/N Culture and 

patronage 

SD D A SA N X X DEC 

5 There is significant 

influence of culture 

on customer 

acquisition 

121 204 25 20 370 1166 3.2 Positive 

6 The cultural 

background of the 

family in most cases 

influenced their 

buying behavior 

200 162 5 3 370 972 2.6 Positive 

7 The culture at the 

community and 

family level 

determines 

products and 

household 

goods/appliances 

they buy 

210 133 7 20 370 1273 3.4 Positive 
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8 The culture of 

consumers and 

business people 

determines their 

level of 

understanding and 

business relation 

204 117 18 31 370 1594 4.3 Positive 

Source: field survey, 2021 

 

It was discovered in table 4.4 that all the items 5 – 8 were all positive. This is 

because item 5 has a mean of 3.2, item 6 has a mean of 2.6, item 7 has a 

mean of 3.4, and item 8 has a mean of 4.3;  hence all the items have mean 

scores more than 2.5 and above. It is therefore concluded that there is 

significant influence of culture on customer acquisition, the cultural 

background of the family in most cases influenced their buying behavior, 

the culture at the community and family level determines products and 

household goods/appliances they buy and the culture of consumers and 

business people determines their level of understanding and business 

relation are influence of culture on patronage of consumer goods. 

 

Research question three: What is the difference between income and 

patronage of consumer goods?  

Table 5: Income and patronage 

S/N Income and 

patronage 

SD D A SA N X X DEC 

9 The income within 

the family influence 

purchase decision 

150 100 40 80 370 1060 2.9 Positive 

10 Low income 

families may not 

buy all their needs 

on consumer goods 

200 151 8 11 370 1280 3.5 Positive 
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11 Purchasing of 

appliances at the 

family level is based 

on the income of 

husband or wife 

140 195 20 15 370 1200 3.2 Positive 

12 There is significant 

influence of income 

on the purchase 

behaviour of 

consumer goods 

and appliances in 

Rivers State 

170 112 38 30 370 1122 3.0 Positive 

Source: field survey, 2021 

 

It was discovered in table 4.5 that all the items 9 – 12 were all positive. This 

is because item 9 has a mean of 2.9, item 10 has a mean of 3.5, item 11 has a 

mean of 3.2, and item 12 has a mean of 3.0;  hence all the items have mean 

scores more than 2.5 and above. It is therefore concluded that the income 

within the family influence purchase decision, low income families may not 

buy all their needs on consumer goods, purchasing of appliances at the 

family level is based on the income of husband or wife and there is 

significant influence of income on the purchase behaviour of consumer 

goods and appliances in Rivers State are the difference between income 

and patronage of consumer goods. 

 

TEST OF HYPOTHESES  

Restatement of Hypothesis One  

Ho1: There is no significant relationship between family occupation and 

patronage of consumer goods. 

This hypothesis was tested with responses from question items 1-4 in the 

table 4.3.  
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SPSS Output for Hypothesis One  

NPAR TESTS  

/M - W = HRIS and P BY RANKS (5 1)  

/STATISTICS = DESCRI PTIVES  

/MISSING ANALYSIS 

 
From the SPSS output, the p-value (Asymp sig) is 0.028 which is less than 

the level of significance (0.05); therefore we reject the null hypothesis (H0) 

and conclude that there is significant relationship between family 

occupation and patronage of consumer goods. 

 

Restatement of Hypothesis Two  

Ho2: Culture does not influence patronage of consumer goods. 
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This hypothesis was tested with responses from question items 7-8 in the 

table 4.4.  

 

SPSS Output for Hypothesis Three  

NPAR TESTS 

/M-W = HRIS and MC BY RANKS (5 1) 

/STATISTICS=DESCRIPTIVES  

/MISSING ANALYSIS 

 
 

It can be seen from the SPSS output above that the p-value (Asymp sig) is 

0.009 which is less than the level of significance (0.05), therefore we reject 

the null hypothesis (I-b) and conclude that culture influences patronage of 

consumer goods. 
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Restatement of Hypothesis Three 

Ho3: There is no significant difference between income and patronage of 

consumer goods. 

This hypothesis was tested with responses from question items 9-12 in the 

table 4.5.  

 

SPSS Output for Hypothesis Four  

NPAR TESTS  

/M-W= HRIS and CG BY RANKS (5 1)  

/STATISTICS=DESCRIPTIVES  

/MISSING ANALYSIS  
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It can be seen from the SPSS output above that the p-value (Asymp sig) is 

0.035 which is less than the level of significance (0.05), therefore we reject 

the null hypothesis (H0) and conclude that there is significant difference 

between income and patronage of consumer goods. 

 

DISCUSSION OF FINDINGS 

Going by the information on our hypothesis one based on data analysis, it 

was discovered that there is significant relationship between family 

occupation and patronage of consumer goods. Here, Scot (2011) observed 

that the engagement and occupation of people in the family determines 

their like and dislike and therefore influence their purchase decision. Belch 

and Willis (2012) stated that the level of family occupation and engagement 

determines the attitude of the family people on buying some products and 

services. 

Analyzing the hypothesis two of this study, it was discovered that culture 

influences patronage of consumer goods. The issue of culture of the people 

in every society influences their buying behaviour (Kuester, 2012). Also, 

culture is one of the basic factors influencing attitude of the people. For that 

some people consider cultural affiliation before patronizing any products 

(Frikka, 2010).  

In line with our hypothesis three, this study discovered that there is 

significant difference between income and patronage of consumer goods. 

The above result could be confirmed in table 4.6. Based on that, Agu (2016) 

stated that income within the household determines purchase behaviour. 

Not only that, when the income base of the family is high, it will enable them 

to purchase products and services which they wants unlike low income 

people (Jobber, 2018). Scholars like Berg and Teigen (2019) believe that 

consumer can enhance repeat purchase and high patronage when they get 

what they wants from a particular organization and what it offers. 

According to Cooper (2014), the level of family income, family environment 

and other factors within the family can encourage or discourage patronage. 

The issue of consumer patronage is influence by numerous factors including 

family (Hansen, 2012). 
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CONCLUSION 

Everybody in the society and at the family level has some issues he/she 

consider before purchase decision. This is because what may be relevant for 

some family maybe irrelevant for some other families considering many 

factors like, income, family occupation, culture, tribe, gender and many 

others. In this direction, we conclude that many factors as listed above 

influence purchase decision of family and beyond. For that, the 

achievement of good purchase decision at the family is possible when both 

parents are considered in line with other members of family when making 

purchase decision. 

 

RECOMMENDATIONS 

Based on the findings, the following recommendations were made. 

1. Business organizations that wants to achieve high level of customer 

repeat purchase, customer acquisition, customer retention, 

customer loyalty and customer satisfaction must always recognize, 

promote and effectively pay attention to income, family occupation, 

culture, tribe and gender of varying households which determines 

and influences their level of purchase of household products and 

appliances. 

2. Couples in the family should have diverse occupation which will 

enable them to earn income from both sides so as to always perform 

their responsibilities in purchase decision. 

3. There is need for different household to have an identifiable family 

occupation where most of the household members will play 

significant role so as to have the needed funds to solve the challenges 

of household purchase of products and appliances. 
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