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Abstract
The study was designed to asssthe impact of sources of information on consunrefgrence for new durable
electronic goods in Kano Metropoli§pecfic objectives of the study cove the sources of information used by
consumers in their purchase decision of innovadiveble electronic goods and the extent to whialress of
information used by consumers affect their purchdesgsion of innovative durable electronic goodse $tudy
populationwas the entie consumers that purchases electronic products fh@r8 local governments areas
selected for the studyThe reseachea used sample size of 500 respondents and data were obtained using
questionnairesData pesentation and dtussons were suppatedwith chat and table to make thevhole work
easy to read and undstand by all andsundy. Thestudy revealed that the diffusion of new durable electroni
goods is greatly enhanced by TV advertorials, ssigges by friends/relations and price discounthieDsources
of information used by consumers in the purchasduréble electronic products in the descending roade
advertisements on radio, advertisements in magaziree shows, advertisements on billboards, stiggs by
salesmen and handbillx) thereseacha recommended that Proper Research and DevelopmeatRefforts
through an organization’s Marketing Intelligencefiigting Information Systems (MIS/MKIS) can help ari#
people’s tastes and preferences and hence shapepreducts and services. This will enhance better
segmentation with regards to relevant consumeiopat&socio-economic variables. Product diffusiod aence
frequency of purchase is often enhanced by conssnmrel of awareness, perceived product qualitg an
reliable warranty among others.
Keywords: Sources of Information, Consumer Preference, NevaBla Electronic Goods and Kano Metropolis

1. Introduction

Market dynamism is created by the introductionmofoivative products, which may lead to the obsoleseand
exit of older ones. Song & Montoya-Weiss (2000)iptsat new product development increasingly repnés
the focal point of competition for many firms. P¥i& Verhoef (2007 indicate that new products argaapntly

important for the long-term success of firms, vigimtechnological intensive industries. Remainialgvant in

industry requires the effective blending of the keting mix elements to meet the consumer’s inskgitdstes
for product innovations (Kurya & Kurfi, 2010; Vareldrde, Mala & Machanda, 2003). Product innovatgurch

as washing machines, clothes dryers, dishwasheezdrs, microwave ovens, air conditioners, elecobkers,
iron, robot vacuum cleaners, refrigerators, TVg] aa on are being introduced by innovative marketSome
of these innovative electronic devices combine twanore functions, show a list of stored items andble the
consumer access their contents, even while initrakaoption of new products is not just automagspecially
with diverse health concerns and health hazardstegtl to some products. The adoption criteria eyapldy

consumers for new product adoption range from tuglioduct design and packaging benefits. Otherhudle

authenticity of sales appeal, cost reduction andr@nmental compatibility to its packaging benefithie World

Packaging Organisation (2004) indicates that thekaging industry is well recognized for its diveraed

innovative efforts reflected in product packageseirms of product protection, content preservatind ease of
handling among others.

Product innovations cut across every sphere ef l#nd the durable electronic goods is not an
exception. The Internet, for instance, has madenmasterce possible, which get people more exposetihave
unlimited access to diverse substitute rangesadymts that can satisfy same need because moreaciesmmre
competing for attention. Stream of authors indictitat these innovative products add value to mdifés
through ease of work functions, fulfilment of swtaymbols, and other personal needs of the consumer
(Lederman, 2010; Oboreh, 2009; Perreault & McCar#t800). Hence, innovative devices like the Cable T
(CATV), the modern washing machine, CD/DVD playemsicro ovens, are undoubtedly key drivers to
economic growth.



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Jalurn E-L,!ll
Vol.16, 2015 NS'E

2. Statement of the Problem
According to Li & Atuahene-Gima (2002), extensivierature on product innovation exists, but mosthefse
bother on benefits accruable to marketers from soiebvations. Guerzoni (2007) buttresses this aadserts
that although significant knowledge of the techgidal determinants of innovation processes exiafs,
adequate understanding of the demand side faciosslli deficient. Yet, this is paramount for asudman
(2014) emphasize, any innovation that does not fdaadoption and diffusion is bound to fail. Henpeoper
knowledge of how consumers arrive at their levdl&krmwledge and adoption of new products by markete
cannot be overemphasised.
3. Objectives of the Study
The general objective of this study is to determtime effects of innovation on consumer preference
formation with respect to durable electronic gomdkano Metropolis.
The following are the specific objectives of thedst to:
1. Examine the sources of information used by conssiinetheir purchase decision of innovative durable
electronic goods.
2. Ascertain the extent to which sources of informatised by consumers affect their purchase decision
of innovative durable electronic goods.
4, Research Questions
The following research questions are used as dardbe study.
1. What sources of information are used by consungemseans of diffusion of new electronic goods?
2. To what extent do sources of information used bwysomers affect their purchase decision of
innovative durable electronic goods?
5. Research Hypotheses
To provide additional guide for this study, theldaling null hypotheses have been formulated.
Ho: There is no significant relationship between searof information and consumer purchase decision
for new durable electronic goods.
6. Scope and Limitation of the Study
The study area of this research is restricted tookK®letropolis. The study is also limited to the
information sources and features consumers seelnfoheir preference for the following durable
electronic goods: TV, Refrigerators, DVD playerd @®atellite TV receivers. The conceptual issues
related to innovation and durable products sucth@sneaning of innovation, innovation diffusion and
adoption: process and rate; speeding adoption #hesidn, sources of information and impact on
innovation diffusion of consumer durable electrorgoods. Also reviewed are the definition,
characteristics and types of durable goods. Thdyshas only examined the effect of sources of
information on new product diffusion and adoptidnetectronic durables with confinement to Kano.
Other studies might expand their frontiers to osierilar commercial cities nationwide such as Nerth
East (Maiduguri); South West ( Ibadan); the Fed€agpital Territory, Abuja, etc., or a combinatioihn o
these central.
7. Literature Review
Meaning of innovation
Boddy (2008) define innovation as the process kintaa creative idea and turning it into a usefrdduct,
service/method of operation. Hence, innovative piggions could be inferred to have a culture whittbw its
staff to be involved in research and developmefuaresf that would make for creative destruction. fTis
opportunity to bring out new things, accept faikigs inevitable and a source of learning rather #feame, and
give reward for success.
Similarly, Robbins and Coulter (2005) indicate thatovative organizations have cultures which alfowthe
acceptance of ambiguity, tolerance of the imprattiow external controls and tolerance of risk.alidition,
there is tolerance of conflict, focus on the enthenthan the means, and an open system of focasetw the
staff are encouraged to monitor the business emviemt, be ready for change as it occurs and hasgiyE
feedback. This will indispensably make the orgatiramore proactive, rather than retroactive.
Innovation Diffusion and adoption: Process and Rate
Everett Roger’s innovation diffusion and adoptiond®al has for decades become a model for reference o
organization’s effort to have an understandinga# tto get its product/service offerings diffuses alopted by
the target audience. Kotler and Keller (2007) hdefned innovation diffusion process as “the sgreha new
idea from its source of invention or creation t® utimate users or adopters’. According to Freg&t98),
diffusion is a special type of communication comes with the spread of messages that are percaiwvertw
ideas. The innovation adoption process is portrageldave both psychological and sociocultural pecspes
because these are significant to its success lurdafDaghfous, Petrof and Pons, 1999). While Ko#ad
Armstrong (1994) categorize the adoption procegs fiwe: awareness, interest, evaluation, trial addption,
Perreault, Jr. & McCarthy (20050 conceptualize finecess into six: awareness, interest, evaluatigal,
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decision and confirmation. At the adoption stagentdied by Kotler and Armstrong (1994), the congum
decides to make full and regular use of the inriowafT his stage is expanded into decision andircoation in
Perreault, Jr. & McCarthy’s (2005) classificatidrhe steps to the new product adoption processimiasto
the problem-solving process. A distinguishing featus that learning and promotional efforts are @nor
prominent in the former. Therefore, marketers addoict innovations often make use of different forafis
advertisements to help consumers’ adoption of neadyxts, especially high purchase involvement dikes
electronic durables to help reduce or eliminatecpase dissonance. At the awareness stage, piogeerin
advertisements are used to build primary demanfdrrrative advertisement at the interest stage tornm,
describe and demonstrate benefits of the new pto@ampetitive advertisement is used to developciizle
demand for a specific brand at the evaluation aial $tages. Directional retail advertisements,npoi-
purchase advertisements and price deal offers sed at the decision stage. Marketers also use demin
advertisements and informative ‘why’ advertisementseinforce previous promotion (Perreault & Mctbgr
2005). Disparities in value orientations and matifer adoption of new products is reflected in imgovation
diffusion model classified into five: innovators.%2); early adopters (13.5%); early majority (34%gte
majority (34%); and laggards (16%) (Swanson, 2Kid&ler & Armstrong, 1994). Schiffman and Kanuk (300
reiterate that the rate of adoption implies howchlyi it takes a new product to be accepted by thase will
ultimately adopt it. Although the coloured TV toakout five years to penetrate Japan, and severna years
for Europe, yet it took about 12 years longer ftack and white TV in Europe, and Japan as in th®. h
contrast, the penetration levels for the compasat dlayers in Europe, Japan and U.S. were abountafter only
three years. This is a clear indication that thepéidn of TV is slower than tha of the compact didayers.
Swanson (2015) indicate that for the Laggardsristance, who, like the innovators, do not rely ooug norms
and values, they probably bought their first blacki-white TV when color TV was already dominanthed.
Speeding adoption and diffusion

Hausman (2014) suggests that for an effective slidfu and adoption of innovation, there is the nfmdhe
marketer to adopt the following strategic posits.ufiderstand how personality affects adoption. iRetance,
innovators and early adopters have important featwhich distinguish them from other categoriesythre
younger, better educated, more affluent, bettemected in terms of accessibility to informationgyhare
extrovertic in nature and willing to take riskd) there is the need to understand that innovatlwaracteristics
affect adoption in terms of advantage, compatpilitomplexity, trialability, and observability. ifithere is the
need to build adoption and diffusion into marketpigns with regards to product features that sgekagbtion,
match communication to focus on innovators/earlppaers, especially the latter. (iv) consider thecpss
consumers go through in adoption of a product: em@ss, interest, evaluation, trial and adoptioj.efdist
innovators and early adopters as brand ambassatbis.feat can be achieved by giving them discqunts
monetary awards for sharing information with thieiends, relations and so forth. Again, unique ooszed
advertorials could be helpful to ‘catch’ the eadgiopters in the new product adoption curve. Add#lty,
Schiffman & Kanuk (2003) establish that intensiesaarch efforts have been made to uncover thdveelat
influence of impersonal sources such as advertiaimd) editorial matter as well as interpersonal méthiat is
the salespeople and informal opinion leaders). Algh it is worthwhile to note that consumers prefes
informal opinion leaders more than the salesperdmtmuse the informal opinion leaders are seemas
authentic, having nothing personal to gain from aew product transaction they are encouraged tageni.
Sources of Information and Impact on Innovation Dffusion of Consumer Durables

Consumer durable goods (also referred to as havdsgor mass-market heavy goods) are goods which
have longer life-span. They are goods which doquitkly wear out. They yield services or utility evtime
rather than being completely used up when used. dritey are hard goods because they cannot be gsat u
once and are typically characterized by long perioetween successive purchases. Durable goodsforatthe
consumer are called consumer durables. In the wafritbnsumer goods, three years or more is coresidar
long lifespan. Consumer durables are of variouggyf hey include furniture, consumer electronicshsas the
microwave ovens, refrigerators, televisions, aindiboners and washing machines. Others includeraobiles
and mobile phones. These items are considered ldupabause they are not quickly destroyed by regise.
The average life expectancies of durable goods lwayroduct and style: a gas range is about 1%yedrile an
electric range is usable for approximately 17 yearbe emphasis on durable goods and consumer ldsrab
economic statistics is founded in purchasing belraWhile companies tend to replace old capitaligment
when profits are high, consumers tend to replaceemmjor household items when consumer confidende a
household incomes are high (Investor Glossary, 2@dnsumer Durables Marketing, 2010; Technology
Independent Expertise, 2012).

The rapidity of innovation spread through a marteta great extent depends on communications
between the marketer and consumers, as well as-efardbuth communications that often occur among
consumers. As a social system, such interactioishet be far-fetched among friends and relatidngensive
research efforts have been made to uncover theveeiafluence of impersonal sources such as abuegt and



Journal of Marketing and Consumer Research www.iiste.org
ISSN 2422-8451 An International Peer-reviewed Jalurn E-L,!ll
Vol.16, 2015 NS'E

editorial matter, as well as interpersonal medgalespeople and informal opinion leaders (Schiff@atanuk,
2003). Impersonal mass-media sources tend to bé vabsable for creating initial product awarenesgen
though this wanes, while the relative importanceintérpersonal sources such as friends increassitsy
indispensability as a first initial prompter of pkect awareness and purchase behaviour cannot be
overemphasised. Zikmund & D’Amico (1996) identifgven steps to the Hierarchy of Communication 3s: (i
Brand ignorance (ii) Awareness (iii) Knowledge (hMking (v) Preference (vi) Conviction and (vii) Rinase.
According to them, organisations can use promottonget consumers who are on the conviction step to
purchase behaviour. Furthermore, they reiteratepi@amotions of infrequently purchased durable gootght

be used to advise the buyer to tell a friend albatbenefits inherent in the purchase of the firpraducts.
Consequently, impersonal sources like TV advert®dan be used to spur personal sources.

Organisations develop new channels of communicationform consumers of innovative products and
services. There are interactive marketing messageshich the consumer becomes an important pathef
communication rather than just a ‘passive’ messagmient. Major automobile manufacturers like Fédtor
Company and the General Motors, have used flopgsdir CD-ROMS to promote their products (Schiffr@an
Kanuk, 2003). Knowledge of the adoption procesmortant as it provides a framework for determinivhich
types of information sources consumers find mogiirtant at specific decision stages. Dwyer & Tan(002)
identify three types of product knowledge that eoners may possess and which they can use to iaterpew
information and make purchase decisions. Thes&rmreledge about product attributes, the consequeate
product usage and values the product helps consuacgieve or satisfy. An understanding of the covsis
product knowledge levels enables the marketer twkfactors used by consumers to rate products @wsanel
helps in the development of effective marketingatsigies. Hence, a successful organisation is oae th
recognises innovation from the consumer’s knowleggespective, rather than its own laudable teclgictd
prowess.

According to Schiffman & Kanuk (2003), message iby#ithy determines the extent to which the
message is much likely to be believed and resyutehase behaviour. Informal sources such as whbrdeuth
communications by friends, neighbours, relativesnstmer reports and editorials have a strong pesiti
influence on a receiver’s behaviour because theseess are believed to have nothing beneficial feoproduct
transaction that they recommend. In contrast, s@aswho are viewed as desperately desiring a saleiewved
with sceptism and regarded as unreliable sourceganikations can therefore seek advertorials artdigiy
efforts from newspapers and magazines what thettangdience considers credible and the knowledgbeof
companies’ credibility.

Schiffman & Kanuk (2003), among numerous otherseobed that perceived corporate credibility had
a strong impact on attitudes towards the advertlseshd. The reputation of the medium that carthes
advertisement enhances the credibility of the athesr The image of a prestige magazine confereddthtus
on the products advertised within. Consumers tenctgard advertising they see in special-interesgjanines
with more credibility than those they note in geténterest magazines. This is because of the fotiamt
specialization in an area implies knowledge andedgige. Consequently, marketers spend huge amamts
product preannouncements to advantage. Produatmmyeacements should be done with caution as iftestu
certain costs when not effective.

Longe, Boateng, Longe, & Olatubosun, (2010) idgntiie perceived ease of use and perceived
usefulness of a product as two fundamental andenfial constructs in decisions to use informateghnology.
According to them, perceived usefulness has stminggact. This is a logical reasoning in that canets look
for an innovation’s potential to alleviate a prahlemake a job easier or more efficient. Simila@ateora &
Graham (2005) have enumerated five characterisfigenovation which can assist in determining theerof
acceptance or resistance of the market to a prodingse are: the value derivable from the prodooty
compatible the product is with established valued Baorms, how easy it is to use, (e.g. ease of ingen
closing); economic and social risks involved, easfe communicating product benefits, (e.g. through
advertisement demonstrations). The use of adeen#ésts to speed up consumer’'s acceptance of their n
products cannot be overemphasised. Warrantiestoiems free samples, could also be used to recaceof
losing financial investments in the products or e@ucial prestige and other dissonance factors.

The perceived risk associated with a new produanhither factor that has been identified as acatiti
determinant of consumer willingness to purchaseva product. The behavioural decision theory suggthstt a
perceived risk contributes substantially to the islen making process (Puto, Patton & King 1985;
Hirunyawipada & Paswan, 2006). Social risk and grenfance risk impacts the adoption of new produtke
outcome is that consumers pay attention to thecadsi opinion leaders in their social network wipemchasing
new products. Subsequently, the adoption of the pewduct would substantially increase due to wdrd-o
mouth. To avoid risks of failure and subsequens,dSrewal, Gotlieb & Marmorstein (1994) suggestt tha
organisations require an understanding of the aoess decision to adopt new products under riskydéion.

It is therefore logical to infer that perceivedkris a critical determinant in a consumer’s williregs to adopt
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new products, and tends to be more pronounced gh-teichnology consumer products. Robinson (2009)
suggests that the success of an innovation depentsw well it evolves to meet the needs of indials in a
social system who are more and more demanding &hehverse. Organisations therefore need to co-opt
consumers as partners in progress to discovey likgts consumers envisage and see how such calfeb@ted
through innovative products.

Product preannouncement can influence consumerthpse intention. Therefore, marketers make use
of preannouncements to capture consumer’s mina fmore favourable market position and to achieghédr
profits than their competitors. It goes without isgythat advertising has both an informative andspasive
role, and in this regard, can influence consumgeixeption of a product (Adeleye, 1998).

Durable Goods: Definition, Characteristics and Typs

In economic terms, goods have economic utilityhiattthey are able to satisfy consumer needs and
wants. Zikmund & D’Amico (1996) define a durableogbas a physical, tangible item that functions caer
extended period, for instance, refrigerators, TAlgpmobiles are used many times, for upward oftloremore
years. According to Dave, Mistri & Patel (2013)pfsumer goods like washing machines, motorcarssaiy,
audio-video systems, etc, which yield services tdityuover time rather than being completely usqu at the
moment of consumption can be termed as the consdom&bles.” Kotler and Keller (2006) reiterate that
durability is a measure of the product’'s expectpdrating life under natural or stressful conditioAs they
emphasized, buyers are more willing to pay morevihicles and kitchen appliances. In the same \tbim,
Investor Glossary (2011) indicate that the imparéanf consumer durables to macroeconomic statista®s
from consumers' spending behaviour. Hence, consurteard to buy more consumer durables, such as
automobiles and major household appliances, whaeauwuoer confidence and household incomes are high. T
tends to make producers of consumer durables eydampanies. Similarly, Perreault & McCarthy (2D@Bsit
that a good is a tangible item (as distinct fromviees) and could be stored for a long time in aelause
before being sold. A TV is a typical example. Pradg the right product, when, where, and how ddsirg the
consumer invariably is a challenge especially afablle goods that involve much cost. Therefore, #sedvi&
Green (2008) emphasize, marketers require reséanahearth the right cues which would help in tesign of
goods and services that are valued as beneficidddogonsumers.

According to Dasar, Hundekar & Maradi (2013), dleaboods are characterised by tangibility or
described as hard goods. They are longer lastidgoAmore worth compared to non durables. Durabiedg
have purchasing timings such as all time, postdsrseasons, festival seasons, marriage cerenamdesther
occasions. Durable goods are highly priced, andnaquently purchased. Consumers of durable goetisve
in quality control. For instance, in India, adherento strict quality stipulations of the Indian &fard
Organization (ISO) and the ISI mark is consideredaasymbol of quality of the manufactured products.
Similarly, the Standard Organization of Nigeria (§Qgives strict quality standards which manufaatsirare
expected to abide by. Consumers of durable goodspanfoundly influenced by the advertisements of
manufactured products in general and consumer Bagrab particular. Brand consciousness among coassim
of durable products is an important characterifmture because consumers prefer high valued carsum
durables of well established brands. Dasar, Hundé&kdlaradi (2013) describe consumer durables a# hig
valued, while Dave, Mistri & Patel (2013) indicatieat most consumer goods are durable to some extent
relatively expensive and technologically sophiggdagoods. This demands consumers’ high involveraetite
time of purchase. As such, purchasers of majofitgomsumers of durable goods take experts opin&forb
purchasing such durable products (Dasar, HundeKdag&adi, 2013). This in essence result to less daimis or
dissatisfactions after purchase, and by inferecmgnitive dissonance is reduced to the barest nimim

According to Kotler (2003), products can be clasdifin terms of durability and tangibility. Non
durable goods are tangible goods consumed in ofiewouses. They come under the consumption demand o
goods in that they are quickly consumed and fretiyigpurchased such as cleaning materials like soap,
consumables like drinks, food, fuel, office supgpliackaging and containers, paper and paper pduc
personal products, rubber, plastics, textiles,hihgt and footwear. These types of products shoel@vailable
in many locations, with small mark up, heavy adgerhents to induce trial and build preference. blerghard)
goods are tangible goods that are not consumed, dmteafter several uncountable uses such as holaseh
goods such as home appliances like refrigeratassumer electronics, and furniture. Others inclodes,
bricks, mobile phones and machine tools. Durabledgado not wear out quickly, but rather yieldsitytibver
time. They come under the investment category afdgasince they are not often purchased and ladbifoy
time. As such, they are often characterized by loegods between successive purchases. Their ndéunands
more personal selling and service, higher margit arore seller guarantees. This is necessary tal huyl
confidence, reduce dissonance and establish loy&dtyices are intangible, inseparable, variabtemarishable
products. This category of goods requires more ityuabntrol, supplier credibility and adaptabilitg.g.
haircuts, repairs.

To attain strong position as manufacturers/marketérconsumer electronics, there is the need fr th
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manufacturers of durable goods (hard/mass-marleatyheroducts) to engage in innovative researches&will
make it possible for consumers to get what theyeetseven more because the research efforts woaldle the
organization find out the actual tastes and prefas of consumers, which are they used to bringtatient-
centric products, using latest technological dgwelents. This will go a long way to ensure that Bleayoods
live up to expectation (that is, they do not easibar out with regular use). Furthermore, orgaionsatcan use
warrantees/guarantees to establish confidenceceszhgnitive dissonance, and increase brand layalty

8. Research Methodology

Survey design, using the multistage sampling tepiiwas used to select the sample size from thelgtom.
The study population is Kano Metropolis, (which negents the commercial nerve centre of northerreniiy
made up of 6 local government areas, plus two amfjgilocal government areas, making 8 in all. Tfaee the
population of this study was made up of all consntleat purchased new durable electronic produciB\s,
refrigerators, DVD players and satellite receiveard are either working or resident in the seledtedal
Government Areas. Furthermore, the sample usedhirstudy are those literate enough to comple¢e th
guestionnaire. The population size of the respectiGAs, as given by the National Population Comiuaiss
(2006), are as follows: Tarauni — 221,367, Fagdk98,828, Nassarawa — 596,669, Gwale — 362,059, DBala
418,777and Kano Municipal — 365,525, Ungogo - 36986d Kumbotso — 295,979. The multistage sampling
technique is used to select the sample size arattaffie process of administration and collectionthaf
questionnaire. The instrument of data collectiors w&uctured questionnaire. Firstihye local governments
were geographically stratified, using the geogreghistratification given by the National Population
Commission (2006) viz: Tarauni, Fagge, Nassarawsal& Dala, Kano Municipal, Ungogo and Kumbotso.
Secondly, the determination of the number of redpats chosen from each stratum (local governmea$y w
done using proportional sampling technique. Thirtye convenience sampling technique was adoptsdlént
the required respondents from each stratum for efeaeministration and collection of the administtresearch
instrument. The administered questionnaires wersopally administered and retrieved with the aaaist of
few social research experts.

The research questions and hypotheses were uglrdftahe questions in the instrument to keep the
content and focus of the research in view. Theareh instrument designed for this study was stdjeto both
face and content validity. Hence, the instrumens sereened and critically examined by social seen@erts
in the field of behavioural and social sciencethatBayero University Kano, as well as the Fed€allege of
Education, Kano. The comments and suggestions frempilot study conducted were incorporated inte th
construction of the final instrument to enhancertimbility of the instrument.

Table 8. 1: Determination of Sample Size

Local Government Area | LGA Population (X) | Sample Sie {X/YxN }

Tarauni 221,367 39
Fagge 198,828 35

Nassarawa 596,669 106
Gwale 362,059 64
Dala 418,777 74
Kano Municipal 365,525 65
Ungogo 369,657 65
Kumbotso 295,979 52

Source: Data Compiled by the Researcher, 2015

Key: X =Stratum (LGA) Population; Y = Population of Study Area = 2,828,861,

N = Target Sample Size = 500
The completed copies of the questionnaire weréeked from the respondents, assembled and editeel. T
editing involved checking for completeness of tméoimation supplied, legibility, comprehensibilignd
consistency. Consequently, the usable copies ajukstionnaire were serially numbered and numéyicalded
for computer processing. Both descriptive and miéal statistics were used to accomplish datayaizal
Specifically, the Pearson Correlation Coefficient and the Linear Regression were the statisteahniques
employed to test the research hypotheses. Thetgtatitests were at 95 per cent confidence ldvekcriptive
statistics such as the percentages, frequency, wlece used. The Statistical Package for Social nfisis
(SPSSV.16) was used to analyse the data colleotetid study.
9. Discussion of Findings
A total of 500 copies of the questionnaire wergritisted. Only 443 copies (representing 88.6%)eweturned,
while 57 or 11.4% were not returned. Out of thenber returned, 413 (82.6%) were found usable faiyasis,
while 30 (6%) were not usable
Table 9.1 Sources of Information Consumers Use fadhe Purchase of New Durable
Electronic Goods
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The speed of innovation diffusion is often a fuantof effective communication among others. Helitceias
found pertinent to ascertain the sources of inféignaconsumers use in their purchase of new duraleletronic
goods. The sources of information examined were mrall. Therefore, the respondents were askexdicate
the extent to which each of the nine variables emadhinfluenced their purchase decision for newable
electronic goods. Their responses were scoredSpaint Likert-type rating scale ranging from 5 fto a very
large extent” to 1 for “to a very little extent. &ih responses were summarized using weighted gemeand
subsequently ranked. The summary of their respdaggesented on Table 4.3.

Table 9.1: Respondent’s Information Source in Relabn to Preference for New Durable Electronic
Goods

Source of information Effect of information sourceon purchase decision for new electronic goods

To a very | To alarge | Not To a little | To a very | Weighted Rank

large extent | extent sure extent little extent | score (ws)
Advertisements on TV 144 98 47 55 69 1432 1
Advertisements on Radio 82 65 74 78 114 1162 g
Advertisements on Billboards 56 58 99 83 117 1092 n7
Advertisements in magazines 64 78 84 80 107 1151 5
Suggestions by friends/relations 83 94 71 81 84 0125 2'°
Suggestions by salesmen 44 64 97 87 121 1062 L
Handbills 36 61 103 88 125 1034 "9
Trade shows/fares/exhibitions 58 85 75 92 103 1142 6"
Special offers (e.g. trade coupons, priz€4 89 70 63 117 1179 a3
discounts, raffle draws, etc.)

N= 413

Source: Field Survey (2015)
Analysis of the above table has revealed that Aiaments on TV is ranked'lwith ws = 1432. Suggestions
by friends/relations is ranked“vith ws = 1250. The next in rank is Special offéesy. trade coupons, prize
discounts, raffle draws, etc) with ws = 1179. Ta#t in rank remains Handbills, with ws = 1034. Tésults are
corroborated by the results of the standard scoigcére) analysis. It specifically reveals that etigement by
TV is proven as the most important source of infation that prompt preference formation for new diea
electronic goods. The next prominent source ofrmftion is suggestions by friends/relations. Speafifers
also have some great impact on consumers, aloitgagitertisements on radio. Other sources that thane
much influence are advertisements in magazinedg telnows/fares/exhibitions, advertisements on dalits,
suggestions by salesmen and handbiRglationship between Sources of Information and Caumer
Preference for New Durable Electronic Goods.
It was considered pertinent to assess the reldtipretween sources of information and consumeefépence
for electronic durable goods. Hentg#ypothesis 3 which states that “there is no significant relasbip between
sources of information and consumer preferencenéw durable electronic goods” was tested using 9éear
Correlation Coefficient and Linear Regression. Hearson correlation coefficient result is presemedable
Tables 9.2 for the detailed computer generatedubaticorrelation coefficient and linear regres3ion

Table 9.2 Test of Statistical Relationship between Sources &iiformation and
Respondents’ Preference for New Durable ElectroniGoods
Variable Correlation coefficient (r)]  Significant levgl Commte
Sources of information vs index of reason for gen 0.600 0.000 S

Source: Field Survey (2015)
S= dgnificant at P < 0.01
The result of the test of Hypothesis 3 based ondBeaCorrelation r = 0.600, df = 1 which is statislly
significant at P<0.01. The result shows that thierea high significant relationship between sourcds
information and consumer preference for new duraddiectronic goods. This suggests that consumers’
preference for new durable electronic goods is @atsd with the sources of information used. Thaulteis
corroborated with linear regression. The coeffitieh determination R= 0.359. This shows that sources of
information explain 35.9% of the variation in indekreason for change. Thus, hypothesis 3 is nppaued.
The researcher sought to examine the effects ofvition on consumer preference for selected eleictignods
such as TV, Refrigerator, DVD players and SateRieceivers. Ilwu’'s (2010) assertion that a firm'éedhg
must be communicated to the consumer is suppostetiebfindings of this study. Chen (2012) indicatieat
consumers require information about product choitls study revealed that the prominent means hghathe
consumers source information for their purchaseesf durable electronic goods was “Advertising by Tvhis
is logical as literature indicates that impersamaks-media sources tend to be most valuable fatiegeinitial
product awareness, and could also be used to prounpihase behaviour. According to Chen (2012), womss
often face two types of information problems: liggitinformation about a product’s existence and ital
According to him, consumers learn about productityuthrough experience, and it is assumed thadpco
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quality can be fully learned after the first trye targues further that advertising has two typemfofmative
effects: signalling product quality and the proltigbiof consumer awareness of the product. Zikmuhd
D’Amico (1996) emphasise that for infrequently phased durable goods, marketers might use promotions
advise the buyer to tell a friend about the puretesd that the firm also vends other fine produstsording to
Zikmund & D’Amico, target customers who are on tt@nviction step of the ‘Hierarchy of Communication
Model’ can be spurred to purchase behaviour. Priomsfadvertisement messages such as: ‘now is riree tth
buy’; ‘discounted rates now available: two-for-amipon — offer lasts one month after this advertesat’, etc.,
can be used to rouse consumers to buy. Ratchi@idkdar & Lee (2001) indicate that TV advertisetsen
express feelings. According to Dasar, Hunderkar liadadi (2013), a very positive impact of advertggiis
found on the consumer durables market. Similarlifmahurst & Mackay (1999) indicate that advertisetseby
TV have the added advantage of the use of imageviesh have much impact on an individual’s mental
reasoning. For instance, the TV advertisement margy the best answer for a consumer’'s well-define
problem which might be “the most economic multimse refrigerator”. In addition, they reiterate ttia/
advertorial is recognized for its ability to helpwe consumers through a series of steps which ghgduowuild

up the necessary conditions for a sale (the ‘Hiénprof Effects Approach’ e.g. DAGMAR — Defining
Advertising Goals for Measured Advertising Resulus, advertisements could serve as primary rattig
force for new product purchase as well as the m#apnsigh which impersonal channels such as sugsshy
friends could be established. In addition, lwu d@ssinat a “heavy dose” of advertising promotiosisiécessary
for a firm to stay alive which can take variousnfia;, namely: offering of guarantees and discounts.

Another plausible reason why “Advertising by TV” manked first is premised on the issue of
‘perceived risk’. According to Gronhaug (1972), miph leaders tend to reduce perceived risk forrthei
successors; they receive more information espgdi@m impersonal sources and make use of the masia
to a larger scale. This agrees with Ha’s (2002¢réiss that pre-purchase information is indispetesalecause it
reduces consumer risk, increases brand comprelmersid helps the consumer make a brand choice hGuon
(1972) reiterates that since a correlation existéwvben low perceived risk and opinion leadershipisi
reasonable to assume that persons who experiemcgodoceived risk will exhibit approximately the sam
information behaviour as opinion leaders. It isréiere logical to infer that the respondents o§ tstiudy have
low perceived risk since “Advertising by TV” is teed first. Therefore, going by the assertions d&nZiind &
D’Amico (1996), and Ha (2002), pre-purchase infotiorg especially through TV advertisements indisadaty
spurs, as well as buttress the strength of opileaders.

The study findings further reveal that “Suggestidnys friends” was ranked second. The effect of
suggestions by friends/relations is also buttresseate relevant literature. Schiffman & Kanuk (3)0among
others recognise direct experience reported byndse relatives, colleagues, opinion leaders anceroth
acquaintances such as the media as the most effentans for the diffusion of the awareness ofettistence
of a novel product. It becomes imperative for neseks to identify and take good advantage of opitéaders
in their TV advertorials for optimum results. Zikmii & D’Amico (1996) as earlier mentioned emphagise
indispensable place of opinion leaders (tellingrianfl), especially in product promotions of infreqtly
purchased durable goods.

Given the current state of the nation’s econorhg, third place ranking of special offers, coupons,
prizes, discounts, and raffle draws is logicallgdible, and supported by literature. Pandey & Par{@de12)
indicate that Indian consumers are price sensitind seek for expert opinion in their selection &fsT
Advertisements on radio were ranked fourth. Mostpbe love to keep abreast of current news. Theoradihe
most common means of reaching out to the grass mmhpared to newspapers and magazines. The raoiking
magazines as fifth may not be unconnected witheiggicost, and the fact that it is not easily asit#s to all
and sundry. Its price is rather on the high sidatiree to the average Nigerian’'s basic incomes ltdational for
people to prefer information through the TV, radio,even at no cost at all by word-of-mouth, whisteven
more reliable, than spending money to purchase nraem Apparently, only those who have the flair fo
fashion, professionalism, and have extra disposableme would normally go for magazines, and ofrseuf
they believe that such newsprint is credible. Tdm In rank was handbills. This is the least saipg as most
often, people are sceptical at collecting handh8tsme of these handbills might not even be legidni¢hey may
contain less information than expected. Worst, stibst of these handbills often end up in trastskan

The diffusion of new durable electronic goods isagly enhanced by TV advertorials, suggestions by
friends/relations and price discounts. Other saiofénformation used by consumers in the purcludskirable
electronic products in the descending order areerdidements on radio, advertisements in magazinade
shows, advertisements on billboards, suggestiorsail®smen and handbills.

10. Conclusion and Recommendation
On the basis of the research findings, the studahglodes that sources of information used by conssiaect
the diffusion, hence adoption of new durable etettr goods of TV, refrigerator, DVD players, andediie
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receivers in the dimensions of sources of inforamtiand product features. DVDs are most frequently
purchased. Advertisements by TV, suggestions ndis/relation and special offers to a large extexip
consumers in their purchase decision for new derafdctronic goods. Based on the research findamgs
conclusions, the researcher has made the folloreiogmmendations:

0] Proper Research and Development (R & D) effortouhgh an organization’s Marketing
Intelligence/Marketing Information Systems (MIS/M®)can help unearth people’s tastes and
preferences and hence shape new products andeserViais will enhance better segmentation
with regards to relevant consumer personal/socim@aic variables.

(ii) Product diffusion and hence frequency of purchaseften enhanced by consumer’s level of
awareness, perceived product quality and reliabkrramty among others. It is thus
recommended that organizations should adopt a ticolfsm-customer partnership e.g.
customer feedback, direct interviews or survey wdtemers’ opinions through a research of
this nature; in-house test-marketing can resuthpid creation of augmented products desired
by consumers. Furthermore, reliable product waieantan go a long way to reduce/remove
cognitive dissonance and establish brand loyalty/feeguency of purchase.

(iii) Communication and promotion plans are considereggrogpiate and beneficial for rapid
diffusion and long-run profitability of organizatis. These should include advertising
promotion messages which offer free-trial of newdurcts to consumers, convey consumer-
perceived benefits and possible discounts. The afisepinion leaders in TV advertorials
cannot be overemphasized. Advertisement progransimesid be sufficiently interesting and
informative to reduce perceived social and psyadfiokd risks. Invariably, customized
advertising can equally evolve.
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