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Abstract
An understanding of why a person makes purchasingery important in the marketing process of those
consumers located at Kumasi metropolis. The papestigated into consumer choice analysis of ingzbend
locally produced chicken in Kumasi metropolis. Gfigh convenience sampling was used to select timplsa
size of three hundred and fifty (350) respondemiarntswer the questionnaires. The study revealadntiaence
of price on purchasing decision was high. Alsoéssaf quality had poor influence in the purchgsiecision
of chicken products thus accounting for the higrae of neutrality of respondents view in that relgdn
addition, the study showed that participants redpdnto all the elements on the influence of quaditythe
demand for chicken products in the Kumasi metrgpas well as influence of quantity on the demand a
purchase for chicken products. The recommendatiombased on the weaknesses identified in the :steffgct
of price, quality and quantity. It is believed ttithe recommendations such as ensuring effectivepettive
price for locally produced chicken by providing gdate and readily funding for farmers. Also, impnavthe
packaging of the locally produce chicken to beaatwith an international standard. These will helpmprove
the bottlenecks associated with the productiomcdlly produced chicken.
Key words: Consumer; Purchasing; Behaviour; Decision making

1.0 Introduction

Globalization has widened the choice set of pomratin economies with emerging markets who hithert
depended solely on locally produced chicken praduRising incomes, increased urbanization, andkehic
production deficits have spurned ever increasingoirts of chicken products (Kotler and Getner, 2008)
addition globalization has hastened the blendind) @nadoption of western tastes and preferencesvéstern
style foods. While these trends offer increasedodpipities for international chicken marketers tpgly the
increased demand by these emerging markets, thgatimely impact the emerging markets in regardh® t
growing chicken import bills, as well as the sualiof the affected local poultry industries.

In Ghana, local poultry farmers supply around 1€ceet of poultry demand in the country. The pouhmgat
import bill, especially from the America and Eurokeep soaring, bringing into question consumetualtis
towards local and imported products and the effécbuntry of origin (COOQ) on this demand. Countifyorigin
is considered as extrinsic cues that can assissucoers inferring product quality and forming qualit
expectations (Grunert, 2005). These cues alsoenfie a whole range of attitudes and behaviorseclad
chicken purchasing, satisfaction and future purehEsisions.

Ghana has a population of approximately 24 millii@ople who need a daily protein requirement of &b
according to the World Health Organization stand&tbwing populations and purchasing power are repyr
demand for chicken products in Ghana’s urban arkashana, like anywhere in West Africa demand for
chicken and poultry meat increases at holiday tirpesticularly Christmas, Easter, Tamkharit and Bdam.
Live chickens are also commonly given as gifts ima@a. Two decades ago, the major source of prédein
Ghanaians was fish; it contributed 60% of animaitgin (FCWC, 2011). In recent times, poultry mese in
many households has increased due to rapid rismported poultry products which come as cut posgion
facilitating quick and easy use by consumers. Igpare estimated to be 30 to 40 per cent cheaparltitally
produced chicken. By 2010, commercial domestic tppglroduction was only able to meet 10 per cenbiil
demand. Most poultry producers shifted from prodgdiroilers for meat to the production of eggs.

Prospects for increased poultry consumption ardigttainable, and so all efforts are being mage b

government and all stakeholders to remove the l@steaints. The key constraint is a very high cofst
production (feed, drugs and high energy prices)rt8lity rates are very high due to a combinationngbroper
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feeding practices, ignorance of management needspeaar distribution of vaccines. In today's comped
marketplace, production strategies are crucial e success of poultry production and require such a
professional approach to the business.

Poultry products in Ghana include live birds, whdtessed chicken, eggs, gizzard and sausage. Tthetng
channel for live broilers or spent layer birds ssially short in that 60 percent of consumers ugualy directly
from poultry houses. The rest buy from retailersowdell on road sides or in open markets. A recent
phenomenon of supermarket chains has added whedsett, cuts and partially cooked chicken to thesliiThe
latter is patronized by a few upper class urbarsaorers. Cold stores in open markets prefer meatthat can

be retailed in small volumes to a wide range oft@uers. Hence, they do not patronize the purchédiseo
chicken. They sell imported cut products from th®AJ) EU and Brazil. Pricing of local poultry prodsidh the
market is determined by demand and supply.

Although chicken productions are important in pdivg meat and income, their monetary contribution t
economy of Ghana is viewed as low (Pedersen, 2@&pre year 2000, the poultry industry was a wibra
agricultural sector; supplying about 95 percentli€ken meat and eggs in the country. This growdls due to
the Government of Ghana’s (GOG) initiative in th@6Qs to promote commercial poultry production as th
greatest potential for addressing the acute sliartfthe supply of animal protein.

Today, Ghana imports more than 30 percent of tabpean Union frozen chicken exports to West Afric
With reduced tariffs under WAEMU, West Africa asvaole has seen an eightfold increase in Europeaonun
chicken imports. Between 1999 and 2009, there wad4apercent rise in the already high level of kéic
imports into Ghana. Now the question is could lad@tken producers survive in the mix of inflow thiese
frozen chicken in the country. This has triggefeel interest of the researchers to investigate hiwe pguality
and quantity influence consumer’s choice analygi$ocally produced chicken and imported chickendpiat in
Ghana.

2.0 Literature Review

2.1 Consumer purchasing behavior

According to Kotler and Armstrong (2001), consurparchasing behavior refers to the purchasing behafi
the individuals and households who buy goods amdcss for personal consumption. Consumers arobhed t
world are different in various factors such as ageome, education level and preferences which affect the
way they avail of goods and services. This behavien impacts how products and services are prdé¢ntthe
different consumer markets. There are many comgsnehich influence consumer behavior namely; caltur
social, personal, and psychological (kotler and gtrong, 2001). Consumer behavior is the study afrwhvhy,
how and where people do or do not buy productsd®asen, Richard L; 2000). Kundi et al (2008) statext
consumer behavior refers to the mental and emdtimogess and the observable behavior of consucheisg
searching, purchasing and post consumption of dugatoor services. Consumer behavior blends the exlesn
from psychology, sociology, sociopsychology, angmiogy and economics. McGraw-Hill (2005) define
consumer buying behavior as the behavior in thestgte satisfy needs which products and services wer
acquired to satisfy these personal consumption saé@dnsumer behavior involves the psychologicatese
that consumers go through in recognizing needdjrgs ways to solve these needs, making purchassiafes,
interpret information, make plans and implemensghplans (Perner, 2008).

An understanding of why a person makes purchasingry important in the marketing process.

Exploring consumer buying behavior and consumedsiege part study of the consumer value needs asech
Consumption behavior is an important to understaedstructure and society functioning (Assad, 20GMail
and Panni (2008) pointed out that consumer buyéttabior as crucial part of consumer behavioral pemtve.
Besides, McKenzie (2000) has shown that customechpsing behavior is significant behavioral aspafct
consumer behavior (Ismail and Panni, 2008).

There are four types of buying behavior namely dempuying behavior, dissonance-reducing buyingavéir,
variety-seeking buying behavior, and habitual bgylmehavior (Kotler, Ang, Leong, and Tan, 2003). The
complex buying behavior refers to when consumesshaghly motivated in a purchase and perceive Sagmit
differences among the brands. The buyers are agsdcwith expensive, risky, self-impressive prodaatd
purchased infrequently (Kolter and Tan, 2003). &issce-reducing buying behavior occurred when theits
are highly involved with expensive, risky purchaseal little difference among brands (Kolter et 2003).
Variety-seeking buying behaviors are characteribgdiow involvement and significant brands differeac
(Kolter et al., 2003). Habitual buying behavior oxxwhen the purchasers have low involvement vaith ¢ost
and frequently purchased products (Kolter et 8i03).
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2.2 Consumers’ price perception and price attitude

The effect of price on consumers’ buying behavibas been frequently researched for several decadds,
price has been considered an information cue coimgeproducts (Monroe and Lee, 1999). Howevergliis
known how and in what form consumers restore, caieg, evaluate and retrieve price information ariht
can be predicted based on this knowledge. Pricalsasbeen widely studied as an extrinsic cue aufohoice
experiments carried out by sensory, consumer aod $tientists (Kdster, 2009). However, results eomoag
the role of price in food choice are somewhat logfeneous.

Buying a product is a complex situation with a gnesxiety of different stimuli to be taken into aemt before a
decision is made. Quite often price is operaticealias a given component in order to get someiitogiroe
2003). Moreover, price perception has been regamledrlier studies as a one-dimensional consifRatula
and Busacca, 2005) according to which low pricw®rably and high price unfavorably interpretedisTis in
accordance with the principle of the economic raliy of the consumer.

However, several studies have shown that consucemrsmake irrational choices in buying higher priced
products instead of lower priced ones and price lmm multi-dimensional construct including, fomample,
fairness assumptions (Padula and Busacca, 200Bsu@wrs’ responses to price information can baewlto
quality information and information uncertainty @any and Bearden 1997).

Consumers are individual in their perception otesi and price-quality relations, and several prbdttabutes
are used to explain these differences. Moreovarswmers make different price judgments with diffeér®od
items. Money spent on bread is valued differenttignt money spent on meat. Socio-demographic faet@rs
widely used to explain the differences between goress and their behaviour. Rosa-Diaz (2004) shotvat
consumers tended to underestimate the actual fdrigeonly a little of the variance was explained dmcio-
demographic variables or attitudinal variables,hsas a self-reported price importance or a pricewtedge
certainty. In the previous price research, indiaidprice perceptions are related to the interngbfpprices in
the minds of consumers) and external (other prjpeiceived around the observed price) referencee pric
information (Kumar et al. 1998). However, little explained what affects the reference price andepri
estimations. The role of price in product choice baen related to emotions (O’Neill and Lambertljpand,
other affective evaluations may be involved.

Consumers may have attitudes towards both the tge¢visual observation of the actual price) ahe t
perceived price (subjective evaluation of the dgbue) but how these attitudes affect buying bédar is not
well known despite numerous investigations fromlf8#0s to the present day. Consumers create swugecti
perceptions of the observed price; one can judgeptite as cheap, expensive or be neutral toward3uite
often the attitudes towards price have been rel&tethe upper and lower limits of prices beyond ahhi
consumers find the price unacceptable. These ukifiraits are referred as “too cheap” and “too exgiee” and
consumers usually reject a product priced outsidease reference points. At the same time, theeens to be a
range of tolerance (called an acceptable price eramylatitude of acceptance by Helson (2004) incWhi
consumers may perceive the product as acceptable.

According to previous studies quality assessmemtsrevitably connected to price information to soextent
(Padula and Busacca, 2005). Consumers’ price judtgrere relative, and further, both the use-valu¢he
product and the value of the money spent on thadymt are largely subjective in nature (Padula Basacca,
2005). According to Steenkamp and van Trijp (20Mlity consciousness (the subject’s ability antingness
to perceive quality differences) is a product-sfi@cioncept and is perceived differently in foodsl aon-foods.

If a person is quality conscious, he or she isimgllto pay a higher price for higher quality, thasssessing
favorable attitudes towards high meat prices. Faber attitudes towards expensiveness in meat magnee
consumers’ willingness to buy value-added meatrampum price, and, for this reason, these attitudasht
play a role in developing and marketing new foatbivations.

During the recent years, meat products with a hidiealth-related value have caught public and schol
attention. Functional meat products are a relativedw innovative category of meat, and these prisdace
considered to have increased in importance (Versch2001).

The meat industry is looking for better profits &ese the demand for functional meat products i€e®g to
increase in volume, and compared to the price giilee meat products, that of corresponding funetioneat is
higher (Consumer Agency, 2004).

However, developing a new functional meat produighinbe time-consuming and expensive, and consumers
should be willing to pay a premium price for medthvhealth effects in order for these productsitddyprofits.
Additionally, in order to improve consumers’ heattiese products should be regularly consumed. Regul
consumption increases the total costs of meat sdtieis making them unattractive to some consug@iia
et al.,, 2004). Even if some consumers were williagpay a little more for functional meat productse
acceptable price level might fail to meet the rexeeaxpectations and the product could be unsuadg8sfwer
et al., 2003).

Product success or failure is difficult to forecasspecially if new innovative food products areveleped.
Thereby, in order to predict consumers’ responegsral consumer tests are conducted as a paré gfrtdduct
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development process. With these consumer testsfa@urers are trying to guarantee the successeobthduct
and attempting to predict the demand. Due to cesans, the scales and measurements used in éstsare
designed to be short and effective. Similarly, coner tests are often made using small consumerlgpane
collected by convenience sampling methods. In sasles, consumer differences may bias the resollsare
accuracy would be needed to describe the attituger@eptions among the panel lists.

2.3 Consumer Behavior

The researchers and marketers have presentedighes on consumer behavior in numerous ways, tclode,

all the researches made about consumer behaviwarrbaulted in common characteristics; dynamicstaortly
changing and evolving over the time. However, comsts’ behavior is limited to specific periods ofné,
products and individual or groups. Therefore fewducts get successful in particular period or intipalar
region. Consumer behavior means more than just fpenson buys products. Marketing efforts therefdse a
focus on consumers’ consumption of services, de#/iand ideas. The manner in which consumers bely a
extremely important to marketers. It involves umstiending the set of decisions (what, why, when, hawch
and how often) that consumer makes over the tinmy€FH2004). It is important to know how consumeacts
towards different product features, price, and dikgment, in order to ensure strong competitiveaathge.
The four P's, product, price, place and promotienadl part of consumer incentives. Other eventsfances in
the consumer environment, such as change in theoeng technology, politics, and culture will affettieir
buying incentives. All of these different stimulieaput together in “the buyers black box” (Kotléra¢ 2001)
and will result in observable buyer responses, saghchoice of product, purchase timing and amotint o
purchases.

The reason why consumers buy what they do is afeaply rooted in their minds, consequently conssrder
not truly know what affects their purchases as étyrfive percent of the thought, emotion, and leagrithat
drive our purchases] occur in the unconscious ntimat-is without our awareness” (Armstrong et 80%).

2.4 Culture Factors

Culture is the complex of values, ideas, attitudesl other meaningful symbols that allows human to
communicate, interpret and evaluate as memberscodty (Blackwell et al, 2001).

It is the primary reason behind a person’s wantstehavior. Although, different societal groups énélveir own
culture that affects consumers buying behavior,etktent to which it influences the behavior mighatywfrom
country to country. Each cultural group can be did into groups consisting of people with commda li
experiences and situations, also known as subeslt{i¢otler et al., 2005), such as nationality, abgroups,
religion, and geographical areas. The third cultfaetor is social class, which is constituted tier variables:
occupation, income, education, and wealth (Blacketedl., 2001).

The knowledge and belief are important parts ofural in Denmark it is common believe that persdih wuick
learning ability and sharp brain will do betterstudy, similarly hardworking and a skilled guy viok successful
while, in most of the Asian countries luck is be#id as important as hard work. The culture varigk wegion
and religion; people of Punjab (one region in Ihdigar turbans, in Middle East majority of womer Uread
scarp whenever they are at common place.

Every culture has smaller groups with shared vahres beliefs due to common life experience andasdns.
These groups are very important to marketers sinmeay of these subcultures make up important market
segment. (Kotler et al, 2001). Every society hameséorm of social class structure; this class systedifferent
for every country in point of distribution and katiincome point of view, every society is divideda three
classes; rich, poor and middle. Every class hasits values, interests and behavior.

2.5 Social Factors

The second classification of factors affecting eoner behavior is social grouping, which is composggmall
groups, social roles and status. Some of thesepgrbave a direct influence on a person, i.e. Mestijer
groups, groups that a person can belong to (Ketleal. 2005), and reference groups which “serveligect
(face-to-face) or indirect points of comparison r@ference in forming a person’s attitudes or bslief
(Armstrong et al. 2005).

However, some people are affected by groups inlwthey do not belong to; these reference groupsidec
aspiration groups, groups that a person desirbsltmg to and a fan’s admiration for an idol, &6fe, husband
or a child have strong influences on a consumer thongd the family is the most vital consumer buying
organization in the society.

2.5.1 Groups

Membership groups are group of people that havecatdhffect on a person’s behavior.

Reference groups are groups that have a direchdirect influence on a person’s attitude and bedravi
Aspirational groups are groups that a person wisbdselong to. It is important for the marketerttg and
identify the different reference groups of theirget market since they affect the consumer in dhfie ways.
The influence from groups tend to be higher whertlpasing an expensive product that stands for juand is
going to be seen by a lot of friends and other fedgotler et al, 2001). eg when a consumer buysNhoes
then s/he uses reference to Nike sport icon, likemv s/he want to be, female would like to visit@pkshops
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which represent new style and fashion and whichamatlistinctive separation from old fashion. Religio
people wear the symbol of religion outside houseafship because group they belong to is theirtitien

2.5.2 Family

The industry has considerable interest in the fatmilying behavior. It is one of the most importaahsumer
buying segments of society and it has been reaektetsively.

Involvement of family person varies from productptmduct. Foods, household products and clotheshasing
decisions are mostly made by ladies. Purchasewfcae or house is complete family decision to futfurrent
demands of all family members. Individual membetrdamilies often serve different roles in decisiahsit
ultimately draw on shared family resources. Sont#viduals are information gatherers/holders, whekseut
information about products. These individuals oftetve a great deal of power because they may sellgct
pass on information that favors their chosen adivas. Influencers do not have ultimate power écide
between alternatives, but they may make their vgiskkown by asking for specific products or causing
embarrassing situations if their demands are ndt e decision maker has power to decide aboufitiad
product. In case of clothing, most of the time ¢sdhave influences on men's buying as well as hlase fully
control over kids clothing. The family purchasingcision is not the major area of research for pihggect so
above discussion will not be continued further.

2.5.3 Role and status:

Every person plays multiple roles in their dailfeJiprofessional role, family or social role, aratle of these
roles have a certain effect on consumers buying\iehr,, for instance if someone is a marketing aggn in an
organisation and at the same time he or she hagiaytar role in the family. Each role has a pafr status in
society, and consumer behavior is considerably mi#ge on this status factor, and will choose praslwdtich
can be part of their status. For example a femaleketing manager will buy clothes which reflect hele and
status.

2.5.4 Personal Factors

Buyer's decision is also influenced by personalrabieristics such as buyers age, occupation, edgnom
situation, lifestyle, personality and self concg@ftler 2001).

A person’s demand for products shifts is dependimgccupation and financial situation, as welltesgtage in
the life. A person’s lifestyle affects his/her aites, interests, and opinions and also affects ¢hoice of
products (Armstrong et al. 2005). Moreover, all pleoare individual, hence have a unique personalfty
different characteristics, which is often portrayeith traits, such as self-confidence, dominanoejability,
autonomy, defensiveness, adaptability, and aggyessss (Blackwell et al. 2001).

Consumers change goods and services they buy leiedifetimes. The product like food, clothes dnchiture
are age related and consumers’ choice varies tweetiine. Person lives in particular society and ksoin
particular class. S/he prefers the product as perosnding. Even a person’s economic situation has
considerable impact on buying behavior.

The discussion covers personal factors and itgisifstant to discuss about personal values, as aadhevery
consumer possesses life goal and they purchasegirtrdachieve value related goals. According tohdison,
values are belief that describe preference andestgmhoice between appropriate and inapproprigtavier.
Gutman (1982) has developed list of values whialsish of total nine internal and external valuessessed by
consumers; External values: - sense of belongigiggbwell respected, security,

Internal values: - self fulfilment, excitement, serof accomplishment, self-respect, fun and enjoymearm
relationships.

2.5.5 Lifestyle

Lifestyle is pattern of living as expressed in disher activities, interests, and opinions.

Lifestyle varies from individual to individual. Pgle coming from the same subculture, social clasd, having
the same occupation may have different lifestyldse behavior and practices within lifestyles ammiature of
habits, conventional ways of doing things, and oead actions. A lifestyle typically also reflects @n
individual's attitude, values, or worldview. It files a person’s whole pattern of acting and irténg in the
world. Lifestyle also has a major impact on daityivties, eg a carrier woman has different rolesautine life,
how she blends these roles expresses her lifegtylthe same time, the buying behavior also getangbd in
relation to her lifestyle. In terms of clothing slweuld like to buy clothes which are more comfolta#nd takes
less time in selecting. Most of these customerd@y@ to particular brand or style. Values of aasomer also
get distinguished in two types; traditional valu@smphasizing hard work, thrift, religion, honesignd
obedience) and material values (concerned withgssésn and need for security). Studying the taggeup
lifestyle is very important as it emphasises pradigvelopment and advertising.

2.5.6 Psychological Factors

Four objects constitute this group of factors, nigmeotivation, perception, learning, and beliefdl aititudes.
When a person is motivated, s/he acts accordingiythe actions taken are affected by the persceregption
of the situation. Perception is an individual sttet organization and interpretation of the infation which
flows through person’s senses, and consequentheanimgful picture of the world is formed. When ers
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experience new things, changes take place in thaviiw. As a result, new beliefs and attitudesaaguired and
hence affect the buying behavior (Armstrong e2805).
2.5.7 Perception
Perception can be described as “How we see thelwaoolund us”. Two individuals may be subject toshme
stimuli under the same conditions, but the way peogcognize, organize and interpret stimuli isedtént.
Perception is an individual process based on eardop’s needs, values, expectations and likes ff8e,
1987). Motivated person is ready to act. How thesqe acts is influenced by his or her perceptiothef
situation. Perception occurs when information scpssed by one of our five senses: vision, heaaingd taste,
smell and touch e.g. someone may not like a paatigacket hanging in shop due to colour combimabat
when they try it, their perception about that jdaiteanges and they might be purchase it. The psouesf
visual stimuli is influenced by size and colourtelmsity and music are important aspects of auiraudit Test
perceptions are critical for some products, alttotagte perception can vary across cultures. (H29@4) e.g.
in Iran, people prefer to use maximum black colmuat least small piece of black fabric on bodyle/im Saudi
Arabia, Arab prefers to use maximum white clothing.
Individuals act and react more on the basis of theliceptions and less on the basis of objectiaktye Thus for
marketers, consumers perceptions are more impotti@am their knowledge of objective reality. Indivals
make decisions and take actions based on whatmegive to be reality, thus marketers should wstedad the
whole notion of perception and its related concegisthey can more readily determine what influences
consumers to buy (Kelley, 1950). Consumers’ sadeciof stimuli from the environment is based on the
interaction of their expectations and motives. Beaqgsually perceive things they need or want, aodkdithe
perception of unneeded or unfavourable stimuli (tqr1980). The interpretation of stimuli is higrdybjective
and is based on what the consumer expects to deghirof its previous experience, its motives amgrests at
the time of perception. The clarity and originaliof the stimuli itself plays an important role ihat
interpretation. The distortion of an objective mptetation is mainly due to the physical appearatiee first
impression and stereotypes (Kelley, 1950).
3.0 METHODOLOGY
Data for the study was gathered from both primany secondary sources. Convenience sampling wastased
select the sample size of 350 to involve in thewt€rouch and McKenzie (2006) recommended thisufation
size for such population. Selected participantsevggven questionnaire to answer in relation tortparchasing
behavior on imported chicken and locally produchitlen product. The data collected were analyzedhby
use of frequency tables. The values correspondinfrelquencies were later converted into percentdges
facilitate comparison between the responses.
4.0 Result/ Discussion
The sample size of this study was 364 participaritshe total population and questionnaires werdydul
distributed to them. However, out of the sampleytaton of 364, fourteen (14) participants indichthat they
have never purchased chicken products thus redtissngumber of usable questionnaires to three lkahdnd
fifty (350). Out of the sample population, 82 resgents representing 23% were between the ages-2€ 18
years, Also 150 of the respondents representing w&té between ages 30-39 years. Moreover, 96 rdspts
representing 26% were aged between 40-49 yearstvdtl respondents representing 10% were 50 yedrs an
above. Females accounted for 66 % whilst 34% repted males, in absolute terms; this translates2a6 and
124 respectively. The study revealed that 20% ef rdspondents had no educational background, 26% ha
completed Primary Education, and 29% had compl&edondary education whilst 25% have had Tertiary
Education. The closeness in the age disparitycaids that the level of education did not necdgsafiuence
the purchasing decision of chicken products.
When the issue of locally produced chicken beingerexpensive than imported chicken was put befoee t
respondents, 86% strongly agreed to that asseti@#, agreed, 2% remained neutral, 1% strongly déssly
whilst another 1% disagreed. This point to the thett the high price of locally produced chickereothe
imported chicken could be attributed to the  aafspoultry feeds, inadequate subsidies for pguitarmers
coupled with the price of labour which is factoiatb the price determination of locally producedc&en. This
is contrarily to the assertion by Padula and Busd26005) that price perception has been regardedca® —
dimensional construct according to which low pigéavourably and high price unfavourably interpgtwhich
is in accordance with the principle of economidorzdlity of the consumer.
Table 4:1 Influence of price on purchasing decisionf consumers

RATING FREQUENCY PERCENTAGE (%)
VERY HIGH 248 71

HIGH 72 21

MODERATE 15 4

LOW 10 3

VERY LOW 5 1

TOTAL 350 100
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The table above describes consumers rating on tmnee influence their purchasing decision on chicke
products, out of the sample population of 350, 7démmted out that price has very high influence bairt
purchasing decision. 21% indicated that price glegh influence on their purchasing decision on kbic
products. 4% indicated that price play moderate ioltheir decision to purchase chicken prodig¥s,pointed
out that price had low influence in their purclnasdecision whilst a paltry 1% indicated that ptaes very low
influence on their purchasing decision of chickemodoicts. This points to the fact that majority diet
respondents place high premium on price as a detanifactor in purchasing chicken products. Tigis
contrary to the assertion by Padula et.al (200&) tonsumers’ price judgments are relative, antltibth the
use-value of the product and the value of the m@peyt on that product are largely subjective tuea

Fig.1 QUALITY AS DETERMINANT FOR PURCHASING LOCALLY PRODUCED CHICKEN

Quality as a determinant for procuring locally produced chicken
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When the respondents were asked, whether locabbidymed chicken are of higher quality than imported
chicken. Out of the 350 response, 27% strongly exjreith the statement, 18% agreed, 40% remainettaheu
indicating that they were not convinced about ttagesnent, 9% disagreed, whilst 6% strongly disadyneith

the statement. This points to the fact that pgdicts of the study were not certain about the atittiey of the
assertion that locally produced chicken was of digiuality than imported chicken since there wasemmugh
scientific study to support it, however, a lot atfors come to play in determining quality of adarct which
could be attributed to price —quality ration andueaperception which is in line with Grunert (2)Gssertion
that perceived price information is one of the comgnts which affect quality expectations.

Fig 2 INFLUENCE OF QUALITY ON PURCHASING DECISION

Influence of quality on purchasing decision
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The participants response to the level at whicHityuafluences their purchasing decision of chiokgroducts.

It was revealed that out of the 350 subjects sedefur the study 26% rated the statement very HigPo rated
the statement high, and 37% were moderate abougtéibement, 7% rated the statement very low, whist
rated the statement low. This therefore pointdofact that quality had little influence on thependents with
respect to their purchasing decision on chickenlpets as depicted in their response rate. Thiengrary to the
assertion of Grunert, (2002) that an insufficiedgfinition of the concept of quality, incomparable
methodological solutions, and, further, inadeqeaj@anations on how quality is perceived by consgsme

Fig 3 LOCALLY PRODUCED CHICKEN IS OF HIGHER QUANTIT Y THAN IMPORTED CHICKEN

Locally produced chicken is of higher quantity than
imported ones

B S.AGREE WAGREE ®NEUTRAL BS.DISAGREE W DISAGREE

When the respondents were asked whether locallyusex chicken are of higher quantity than impodads?

Out of the sample population for the study, 14%rsity agreed, 10% agreed, 21% remained neutral, 30%
strongly disagreed whilst 25% disagreed with thateshent. These points to the fact that majorityhe
respondents were not in favour with the asserti@t bcally produced chicken were of higher quanitiitan
imported products.

Fig 4. INFLUENCE OF QUANTITY ON PURCHASING DECISION OF CONSUMERS
OF CHICKEN PRODUCTS

Influence of quantity on Purchasing decision of cansumers

EVery lligh mlligh = Moderate ®low B Very low

The participants’ response to how quantity inflleypurchasing decision of consumers for chickenymts.
Out of the sample population of 350, 35% of thepoesients rated quantity very high in influencingith
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purchasing decisions. 29% rated quantity high fluémcing consumers purchasing decision, 14% rqteohtity
being moderate in influencing their purchasing sieci whilst 13% and 9% respectively rated quartty and
very low in influencing consumers purchasing decisiThis indicates that quantity serves a majoerd@nant
in influencing consumers purchasing decisionto¢ken products which is in line with the responderiew to
the statement which constitute more than 50%.

5.0 CONCLUSION

In conclusion, the study succeeded in determinigglével of influence of price, quality and quantih the
purchasing decision of chicken products in the Ksimtdetropolis. All the three hundred and fifty (350
participants selected for the study effectivedgponded to the items on the questionnaire. Tiiy skvealed
that influence of price on purchasing decision kggh. Also issues of quality had poor influencethe
purchasing decision of chicken products thus acogrior the higher rate of neutrality of respontdeview in
that regard. In addition, the study showed thatigipants responded to all the elements on theuémnite of
quality on the demand for chicken products in theriési metropolis, as well as influence of quantitythe
demand and purchase for chicken products.

From the study, it indicates that the influencgpo€e on purchasing decision of chicken products present
and consumers preferred imported chicken to locpllgduced ones. Quality had little influence on the
purchasing decision of consumers of chicken pradudioreover, quantity played major determinant riole
influencing the purchasing decision of consumershicken products.

In spite of the fact that the study found Priceregor determinant factor in influencing the puréhgsdecision
of consumers for chicken products, there are weskivethe Agricultural Sector especially the Pguitector
which must be addressed by Ministry of Agricultarel other relevant stakeholders to make the pfitecally
produced chicken more competitive. The recommigmaaare based on the weaknesses identified istthy:
effect of price, quality and quantity. It is belezl that the recommendations such as ensuring igffect
competitive price for locally produced chicken bgoyiding adequate and readily funding for farmekso,
improving the packaging of the locally produce &kic to be at par with an international standardesehwill
help to improve the bottlenecks associated withpttegluction of locally produced chicken to enalbleampete
with the imported chicken products to help incretse desire for the locally produced chicken in khenasi
Metropolis.
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