Open Science Index, Economics and Management Engineering Vol:9, No:10, 2015 publications.waset.org/abstracts/36321.pdf

World Academy of Science, Engineering and Technology
International Journal of Economics and Management Engineering
Vol:9, No:10, 2015

An Empirical Enquiry on Cultural Influence and Purchase Decision for
Durable Goods in Nigeria

Authors : Bright C. Opara, Gideon C. Uboegbulam

Abstract : This study can be appreciated from the significant role culture exert in purchase decision of durable goods the
world over. This study is motivated by cultural diversity in Nigeria and socio-economic changes that have taken place in the
recent times. These call for the validation of similarly studies in order to formulate informed marketing strategies that will
enhance purchase behaviour. This study therefore, is set out to examine the cultural influence in family purchase decision-
making for durable goods in the three major ethnic groups in Nigeria (Hausa, Ibo, and Yoruba). The primary data was sourced
using structured and semi-structured research questionnaire, while the secondary information was generated from existing /
available relevant literature journals / periodicals. A judgmental sampling technique was used to determine the sample size of
300 households. The Analysis of Variance (ANOVA) statistical tool was used to test the hypotheses, with the aid of Statistical
Packages for Social Sciences (SPSS) version 17.0. The finding showed that cultural influence on the family Purchase Decision
of Durable Goods does not significantly differ in three ethnic groups, and that family Purchase Decision Making for Durable
Goods does not significantly differ in the three ethnic groups. We therefore, conclude that culture do not really impact
significantly on the purchase behaviour of the three ethnic groups in the Nigeria as it does in some others. However, there is
need for marketers and marketing decision makers not to generalise the findings of this study. This is because of the significant
role culture play in purchase behaviour which differs from one culture or country to another.
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