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Abstract

The purpose of the study is to investigate the effect of product quality, perceived price and social factors on buying
decision in the buying of Television set in Nepalese market. Primary data were collected through structured
questionnaire in the five point Likert scale. Convenient sampling was used and Kathmandu was the sampling
location. 500 questionnaires were distributed to television users among them 394 questionnaires were collected.
SPSS software has been used to processing and analyzes the data. Mean, Standard Deviation, Correlation and
Regression techniques have been used to analyze the data. The research paper found that there is significant
relationship between independent variables and dependent variable consumer behavior. There is significant and
positive influence of product quality and perceived price and social factors on consumer behavior in television
buying in Nepalese market.
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Background of the study

The TV set was historically considered luxury items. Nowadays television is becoming a must. Today Television
has become an integral part of nearly every household and person. Television or television has emerged as a
significant source of news, facts, and entertainment.

The consumer behavior refers to the behavior that consumer displayed in searching for, purchasing, using,
evaluating and disposing of products and service that they expect will satisfy their needs. Consumer behavior is
an individual's psychological factors which make the difference in the purchase of any goods, services and
everything else. The consumer's behavior depends upon several factors that are very important to any marketing
strategy team of any company or organization that targets customers directly. Consumer behavior study involves
the assessment, search, purchase, consumption, and post-purchase behavior of consumers, and the disposal of
purchased products that take into account environment and personal characteristics. This is the body of information
that examines different aspects of the individual's purchasing and consumption of goods and services. The
American Marketing Association ( AMA) defines consumer behavior as the dynamic interaction of cognition ,
behavior & environmental events through which humans exchange aspects of their lives with different social and
psychological variables at play.

Customer behavior requires an analysis of the spectrum of consumer desires, behaviors, and purchasing
motivation (Borden, 1964).

Consumer behavior is the study of the process involved in selecting, buying, using or disposing of products,
services, ideas or experiences for satisfying needs and desires by individuals or groups (Solomon et al, 2006).

Consumer behavior is the study of how individuals, groups and organizations select, puerchase, use and
dispose of goods, services, ideas or experiences in order to satisfy their needs and wishes (Kotler & Keller, 2006).
Market research offers information to enhance or implement products and services, pricing, channel design,
branding, and other marketing practices (Kotler, et al., 2008).

Purchasing intention can be described as a forward-looking plan to buy certain goods or services in the future;
this plan does not always lead to action because it is influenced by performance capacity (Warshaw & Davis 1985).
Purchase intention is personal action tendencies relating to the product (Bagozzi et al. 1988).

Buying intentions means buying actions of the customer after he / she has considered and measured the
product. The conduct can be used as a crucial point to predict consumer purchasing habits and their subjective
intentions (Keller 2001). Researcher combined some studies on buying behaviors with decision-making processes
for consumers. The outcome was that when consumers choose one good, their goal depended on the final decision.

Hence, most advertisers think purchasing intention of customers is a successful method of predicting
purchasing. The intention to purchase shows customers preference to buy the product, the image of which is very
close to customer. Moreover customers are well aware of certain brand name through advertising, publicity, from
their past experience or information received from their friends and relatives (Teng, 2008).

Purchase intentions are personal action tendencies relating to the product (Bagozzi et al. 1979). Intentions are
different from attitudes where attitudes are summary evaluations; intentions represent the person’s motivation in
the sense of his or her conscious plan to exert effort to carry out a behavior (Eagly & Chaiken 1993). In Fishbein
& Ajzen’s (1975) formulation, attitudes influence behavior through behavioral intentions. Past studies indicate
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that the link between attitude toward the object and behavior is not always clear. In some cases, attitudes have a
direct effect on behaviors (Bagozzi & Warshaw 1992) but no effect in Bagozzi (1992).

Ghosh (1990) tried to combine some studies about purchasing behaviors with consumers’ decision-making
processes. The result was that when consumers choose one goods, the final decision depended on their intention.
Therefore, most marketers think consumers’ purchasing intention is an effectively method of predicting purchasing.

The intention of a consumer to purchase a particular brand can be defined as his willingness to buy that brand.
After being exposed to a TV commercial, a consumer might be interested about the product but being just interested
in a product does not mean that the consumer has the intention to buy the product.

Literature of the study

Literature review refers to the study of previous studies of others. In the paper there are many factors which
influence on purchase intention and among them perceived price, product quality and brand image has been taken
as independent variables to examine the impact on purchase intention.

Product Quality

A consumer's opinion about overall product excellence or superiority is determined by perceived quality (Zeithaml,
1988). Quality is considered higher for durable products according to Lutz (1986), if the product can be checked
before purchase. In other words, the greater the proportion of attributes that can be measured before purchase
(search attributes) than those that can be measured only during use (experience attributes), the higher the perceived
price for durable, industrial products.

A perceived price is one factor which can influence the willingness to purchase. The higher the perceived
price the greater the chance it will lead to the desire to purchase and the decision to buy. Perceived quality is the
consumer's perception of a product or service's overall quality or superiority with respect to the intended intent, in
relation to alternatives (Aaker 1991). Consistency was seen as one of the brand-value dimensions (Aaker 1996).

Perceived quality is not the objective standard of the product but rather the subjective interpretation of the
demand for the product (Zeithaml , 1988). It is a business imperative and today a lot of companies have turned
quality into a powerful strategic asset driven by the customer. We build loyalty and trust for our customers by
ensuring that consumers' needs and quality standards are met consistently and profitably. Zeithaml (1988 ) argued
that the desire of the consumers to buy would be influenced by fair demand, price perception and value perception.

The perceived quality on the label impacts the decision-making process for a customer's purchase. That also
has a big impact on brand loyalty for customers. Perceived consistency has a greater effect on the procurement
process and brand loyalty of a company. When consumers are in a position that makes them unable to carry out a
review of the product, the impact is very significant.

Perceived Price

Price is the worth or amount of money lost to receive a particular good or service. Price is the interest which is
traded for what. Perceived price can be explained as the monetary amount above the average price received by
multiple firms that sell a perfectly duplicated product over a finite time period (Ba & Pavlou, 2002).

Perceived price can be defined as the perceptual representation of the consumer, or subjective perception of
the product's objective price (Jacoby & Olson, 1977). Although objective price is often factor support for this
finding, its association with quality value and purchasing intention, perceived price has been established as a
important intermediate variable in the relationship between market quality and value (Zeithaml 1988).

Intention to purchase tends to decrease when the actual price of products is higher than the acceptable price
range and vice versa (Dodds, 1991). If the price range is below reasonable price range consumers are thought to
lose trust in the quality of the product (Peter, 1969).

Economically sound shoppers typically regard prices as an essential component of financial costs (Zeithaml
1988). The perceived price, therefore, is the degree to which customers assume he has to pay in money to purchase
the commodity.

Researchers have found, according to Chang & Wildt (2006), that perceived quality and perceived price is
significantly associated in the expected direction, and perceived quality is significantly associated with the
intention to buy. Other authors support this finding, and found that perceived price influences the purchase
intention (Moroe & Chapman, 1987; Zeithaml , 1988).

Social influence

Increasing the social impact may come from peers, coworkers, family members and spouse when purchasing a
Young Generation Smartphone. According to a study, buying behavior from consumers is influenced by others,
particularly family members when buying highly involved goods (Farzana, 2012). A study has also found that
there is a substantial relationship between social influence and dependence on a Smartphone for students (Ding et
al., 2011).
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Another study of young adults in Malaysia between the ages of 19 and 25 shows that both direct and vicarious
role models influence the consumer's intention to purchase, in which direct role model refers to parents and
vicarious role model refers to celebrities. Prominent individuals therefore show greater control than parents (Ernest
et al., 2010). Social influence indeed plays an important role and is the most influential part of the smartphone
dependence of the student (Suki & Suki, 2013).

According to Rashotte (2007), social influence is about the other person, emotions, attitudes, thoughts and
actions shifting, deliberately or unintentionally affected. It's because of contact with other people who know each
other, including parents and peers. Media, parent, and peers would influence consumers to buy the Smartphone
(Nelson & McLeod, 2005). Online experiences have an immense influence on customer behaviours. Everybody
has someone else, who affects their buying decisions. Key social factors include benchmarks, family, location, and
status (Perreau, 2014). Family members may influence individual customer purchasing behaviour. A family shapes
the environment for an individual to learn creeds, to form and shape personality. This climate enables attitudes
and viewpoints to be established on various topics such as social affairs, culture , and politics. A family creates
first impressions of brands or products, and consumer preferences (Kotler & Armstrong 2010; Khan 2006).

Objectives of the Study
This study aims to explore the association between factors affecting on buying behavior taking the reference of
Television.
e To identify the factors influencing consumer behavior for buying of Television set in Nepalese market.
e To examine the relationship between the perceived price, product quality and social factors with consumer
buying behavior of consumers in buying Television set in Nepalese market.
e To examine the impact of independent variables on consumer behavior.

Conceptual Framework
Based on the review of available literature in the field of purchase intention, the following framework has been
developed to undertake the study in systematic manner.

Diagram of the Conceptual Framework

Perceived
Price
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= Buying
Perceived Behavior
Quality

~—__
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Social
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Research Hypothesis

H1: There is significant impact of perceived price on buying behavior in buying Television.
H2: There is significant impact of product quality on buying behavior in buying Television.
H3: There is significant impact of social factors on buying behavior in buying Television.

Benefits of study

It is expected that, the result of the study will increase the insight in theory and practice as well as reference and
ideas for similar type of studies. The result of the study can be as reference for the company to increase the sales
and formulate the marketing strategy with reference to the product quality, product price and social factors on
consumer buying behavior.

Research Methodology and Data Analysis
Research methodology covers the type of research design used for undertaking population and sample, sampling
process, source of data, data collection procedures and analytical tools used to analyze the data and develop the
relationship between factors influencing consumer buying behavior.

Research design is an overall framework or plan for the activities to be undertaken during the course of
research activities.
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The research design of the study has been used descriptive and causal based on primary data. Using survey
methodology, structured 5 point Likert scale questionnaires on each dependent variable and independent variables
has been administered to obtain responses from Television buyer Nepalese market.

Primary data has been collected from Television buyers in Nepalese market. The population of the study is
the consumers who purchase the Television in Nepalese market and who are resident in Kathmandu valley.

Convenient sampling method has been used in the study. The sampling location for the research has been
allocated at different show rooms, colleges and houses in Kathmandu valley. Five hundreds of questionnaire was
distributed to the respondents but among them only 394 usable responses were collected. According to Cochran
(1963) the sample must be at least 384 in the indefinite population. So, the sample size of the study is the 394.

Collected data has been analyzed by using mean, standard deviation to describe the consumers’ buying
behavior. Pearson Correlation Coefficient and Multiple Regression Analysis have been used to find out
relationships between antecedent's factors and consumer buying behavior and influence of these factors on
consumer buying behavior.

Cronbach’s alpha coefficients have been utilized to measure the reliabilities and internal consistencies of the
scales used.

Table no. 1: Reliability Test

Variables Cronbach Alpha Result
Perceived Price 0.809 Good scale
Product Quality 0.622 Good scale

Social Factors 0.860 Good scale
Buying Behavior 0.875 Good scale

From the reliability analysis all factors were found to be of good reliability with the Cronbach's alpha value of
above 0.6 for all the variables used under the study, which supports the reliability about the questionnaires which
the researcher has developed. According to George & Mallery (2010) the value of alpha is o > 0.9 = Excellent,
o> 0.8 = Very Good, a > 0.7 =Good, a > 0.6 = Acceptable, o > 0.5 =Poor and unacceptable.

Table 2: Descriptive Statistics and Correlation Analysis

Variables Mean S.D. BB PR PQ SF
BB 2.71 0.483 1
PP 2.67 0.699 0.476 1
PQ 2.6 0.537 0.719 0.324 1
SF 2.87 0.764 0.452 0.800 0.402 1

All the variables were rated on the behavior intention scale with a score of 1 indicating strongly disagree, 2
indicating disagree, midpoint 3 indicating unsure (neutral), 4 indicating agree and score of 5 indicating strongly
agree. The above table indicates that the mean score of social factors, product quality and perceived price are 2.87,
2.60, 2.67 and buying behavior is 2.71 respectively. All the value of variables is more than neutral value 2.5. So,
all the responses are inclined towards agree and strongly agree of consumer buying behavior. When analyzing
standard deviation, it is important to note that a significantly large value of standard deviation means that the data
being tested is far away from the mean whereas a smaller value means that the tested variable is closer to mean.
Likewise, the standard deviations have been recorded to be ranging from 0.483 to 0.764 which are consistent. It
shows that the variability of data collected is significant to be used for the purpose of study. So, it is concluded
that three independent variables effect on consumer buying behavior in the television buying in Nepalese market.

The above table describes also about correlation matrix between variables under investigation. It shows that
there is significant positive relationship between perceived price and consumer buying behavior (r = 0.373, p <
0.000), product quality and consumer buying behavior (r = 0.815, p< 0.000), social factors and consumer buying
behavior (r = 0.422, p< 0.000) at five percent level, for buying television to Nepalese market. So, all the
independent variables have significant positive relationship with consumer buying behavior in the television
buying in Nepalese market.

Multiple regression analysis
Multiple regressions have been conducted to identify the impact of product quality, perceived price and social
factors on consumer buying behavior.

Table 3: R? test result

Test Result
R? 0.648
Table 4: ANOVA test result
Test F Significant
ANOVA 156.431 0.000
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Table 5: Result of Coefficients

Model Unstandardized Coefficients Standardized Coefficients Collinearity Statistics
B Std. Error Beta T Sig. Tolerance  VIF

(Constant) 124 .091 1.55 .121

Product Quality .656 .031 770 24.52 .000 .839 2.192

Perceived Price .394 .048 .094 1.960 .049 .360 2.28

Social Factors 431 .041 .037 756 .005 .337 2.628

a. Dependent Variable: Consumer buying behavior

The impact of all these three independent variables is tested together on dependent variable (consumer buying
behavior). From the model summary the value of R-square=0.648. It indicates that these three independent
variables can explain approximately 64.8% of the proportion of variance of dependent variable, consumer buying
behavior. However, it is still left 35.2 % unexplained by these independent variables in the study and remaining
unexplained percentage would be explained by others remaining variables . The value of R ranges from 0 to 1.
The larger value of R indicates stronger relationship between dependent and independent variables. In this model
R=0.823, it indicates that there is strong relationship between independent variables (social factors, product quality
and perceived price) and (dependent variable) consumer buying behavior.

From the ANOVA table, the estimated regression model is statistically significant (F = 156.431, p = .000, df
=390). Three independent variables (social factors, product quality and perceived price) have been good predictors
for (dependent variable) consumer buying behavior.

The coefficient table shows the VIF data. According to Hair et al. (1995) the maximum acceptable level of
VIF is 10. If the value of VIF value over 10 is a clear signal of multicolinearity and the VIF values of social factors,
product quality and perceived price are 2.628, 2.192 and 2.280 which are less than 10 which suggests that there is
no problem of multicollinearity between the independent variables.

The result shows that impact of perceived price, product quality and social factors seems significant impact
(p<0.05) on the consumer buying behavior because the p-values are less than 0.05.

From the regression equation, it is clear that every one unit change in social factors will improve by 0.431
units in consumer buying behavior, every one unit change in product quality will improve by 0.656 units in
consumer buying behavior and every one change in perceived price will improve by 0.354 units in consumer
buying behavior for buying television. It shows that all the independent variables are the highly influential factors
for consumer buying in the buying television because the p-values is greater than 0.05.

Conclusion

As a conclusion, this study is about the factors influencing the consumer buying behavior of television buying in
the Nepalese market. Nowadays, the demand of television is rapidly increasing. Television has been a common
need to the most of the people nowadays.

In this research, three important factors were chosen to investigate their effect on the consumer buying
behavior. Social factors, product quality and perceived price are taken as independent variables to explore the
relationship with consumer buying behavior. Correlation analysis showed that all the four independent variables
(social factors, product quality and perceived price) have significant relationship with the dependent variable
consumer buying behavior.

In this study, regression analysis was conducted to explore the impact of independent variables on consumer’s
buying behavior. The result showed that three independent variables (social factors, product quality and perceived
price) have the positive and significant impact on consumer buying behavior in the buying of television in
Kathmandu.

Implications

Certain limitations of this study provide opportunity for the further research. Based on the findings, there are few
recommendations for the researchers in the future. First, it is recommended that the additional factors affecting
variables which are not captured for this analysis must be used to know the real effect on consumer buying behavior.
Additional analytical tools should be used to analyze the collected data.

Furthermore, this research can also further be undertaken on the basis of additional demographic variables.
Future research could also be conducted by focusing on the similar study of consumer buying behavior with some
other products.

The study suggests that television producers should pay more attention to build product quality and
determination of price of the product they offer to the customers as well as social factors prospective television
buyers in Nepalese market.
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