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Recent economic growth trends in Africa have heightened industry awareness of the market 

potential of many African countries including Zambia. As a result, academics are becoming 

increasingly interested in learning about African customers' attitudes, tastes, and behavior. The 

majority of the investigations on the factors affecting consumer behavior have been done 

predominantly from the Western marketing viewpoints, and the results have been informative in 

the sense that they confirmed and extended existing marketing models. In view of this, this paper 

brings out the Zambian perspective of consumer buying behavior. There has been an increase in 

the sale of imported FMCGs in Zambia, hence this motivated the investigation on the factors that 

motivate consumers when buying the products. The results indicate that quality, price, and 

availability influence consumer buying behavior in Zambia. The results further suggest that 

consumers in Zambia prefer imported FMCGs. The recommendation, therefore, is that 

manufacturers should take into consideration the factors affecting consumer behavior when 

producing FMCGs. The gap in understanding consumer buying behavior in less developed 

countries like Zambia has existed since 1986 when Bbenkele (1986) found that product shortages 

had an impact on brand loyalty in Zambia.      
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I. INTRODUCTION 

Consumers make purchase decisions on a daily basis. 

Qazzafi (2020) postulated that some of the consumers could 

even be unaware of the factors that affect their decision on a 

specific product, service, or brand. According to Tanksale, 

Neelam, and Venkarachalam (2014), purchase consumer 

decision-making is a combination of mental orientation and 

product choice. According to Domie (2013), consumer 

decision making relates to how people, groups, and 

organizations select, purchase, utilize, and discard items, 

ideas, and services to suit their needs and desires, and 

Kumar & Joseph (2014) added that consumer decision 

making is the pre-purchase activity that precedes the 

intention to buy or consume. It is therefore important for 

businesses to understand the factors that affect consumer 

behavior.  

 

II. RESEARCH OBJECTIVES 

i. To establish the factors affecting consumer 

behavior towards FMCGs in Zambia 

ii. To establish the product preference between local 

and imported brands in Zambia 

 

III. METHODOLOGY 

The study adopted a positivist philosophical paradigm. The 

positivist research philosophy asserts that the social world 

can be comprehended objectively. The scientist is an 

objective analyst in this research philosophy, and on the 

basis of it, he dissociates himself from personal values and 

works independently (Saunders, Lewis, & Thornhill, 2016). 

This study was quantitative in nature and collected the data 

using a questionnaire. For this study, the researcher used a 

survey other than a case study. According to Check and 

Schutt (2012), survey research is the collection of 

information from a sample of individuals gotten from a large 

population. Surveys as a research strategy allow researchers 

to collect data using quantitative research strategies. In this 

study, the target population was the buyers of Fast-Moving 

Consumer Goods in the Lusaka district. 

Sampling is the process of choosing a representative group 

of people or items from the population of interest in order to 
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generalize the findings (Etikan & Bala, 2017). For this 

study, the researcher used probability (systematic) when 

collecting quantitative data from consumers of FMCGs. For 

this study, the sample size was 295 respondents. 

 

IV. LITERATURE REVIEW 

Consumers typically make purchasing decisions on a daily 

basis, and Qazzafi (2020) suggests that many of them are 

unaware of the factors that influence their decision-making 

on a particular product, service, or brand. Consumer 

decision-making is said to be a combination of mental 

orientation and product choice (Tanksale, Neelam, and 

Venkarachalam, 2014). In his study, Domie (2013) stated 

that consumer decision-making relates to how individuals, 

groups, and organizations select, purchase, utilize, and 

discard products, ideas, and services to suit their needs and 

desires. According to Kumar & Joseph (2014), consumer 

decision-making is the activity that occurs before a purchase 

or consumption decision is made. When it comes to the 

emotional and psychological requirements that matter to a 

particular customer, Nyarko, Asiamah, Agbemava, and 

Tsetse (2015) discovered that consumer decision-making 

functions as need arousal.  

Kotler & Keller (2016) postulated that there are a lot of 

factors that affect consumer buying behavior and these 

include; culture, social, personal, and psychological factors.  

 
Figure 2.1 Factors influencing consumer buying behavior 

Source: Kotler & Armstrong (2012) 

 

1) Common factors that influence consumer purchase 

behavior as identified by other researchers 

According to Domie (2013), when it comes to consumer 

buying behavior, the country of origin of a product is more 

essential. Nguyen & Gizaw (2014) Found that consumer 

desire to buy is influenced by price and quality. A study by 

Dudovskiy (2015) discovered a link between previous 

experience and customer purchase behaviors. Debasis 

(2015) established that high and low involvement goods are 

associated to gender, family structure, and family decision-

making. Yoon & Carpenter (2013) looked at the impact of 

aging on consumer decision-making. Personal consuming 

preferences and practices, for example, are key cultural 

intermediates in purchasing decisions (Richard & Masud, 

2016). Narsey & Russell (2011) found that consumer 

consumption is influenced by varying levels of self-reflexive 

consciousness. 

Amankwah (2017) in his study found that brand name, 

price, confidence, promotion, loyalty, and brand satisfaction 

all influence customer purchasing behavior. In a related 

study, Adofo (2014) found the packaging of a beauty 

product to increase consumer usage. Darko (2012) claims 

that the proper selection of sales promotional tools has a 

significant impact on purchase behavior. Nyarko, Asiamah, 

Agbemava, & Tsetse (2015) found that celebrity 

endorsement is very enticing and influential in influencing 

consumer purchasing behavior. Most importantly, celebrity 

endorsement influences consumer purchasing decisions. 

Bajde & Ottlewski (2016) posit that social-economic aspects 

influence the consumer decision-making process while 

purchasing FMCGs. 

According to Heetkamp & Tusveld (2011), some customers 

buy products based on the country of origin (COO), and 

Sheith (2011) claims that certain buyers associate quality 

with certain countries' brands over others. One of the aspects 

influencing a customer's purchase decision is their 

understanding of the benefits of buying particular brands. 

Kibret (2016) suggests that some consumers pay more 

attention to the quality of a brand than they do to the price as 

a sign of status.  

a) Personal factor 

Personal factors that influence customer purchasing 

behavior include; age and life cycle phases, occupation, 

attitude, lifestyle, and values (Kotler, Keller, Brady, 

Goodman, & Hansen, 2019). This is a result of a 

combination of direct and indirect personal influences. 

Others have a direct influence on customer purchasing 

behavior, while others have an indirect influence. Therefore, 

Kotler & Keller (2016) posit that businesses should be 

aware of personal influences because they impact customers' 

day-to-day purchasing decisions. 

b) Psychological factor 

Another key factor that has an influence on customer 

purchasing behavior is the psychological factor. According 

to Ali & Ramya (2016), psychological factors are 

considered to be internal. Kotler & Keller (2016) postulate 

that the environment has a significant effect in influencing a 

consumer's purchasing behavior. The purchases of other 

buyers of goods or services have a big impact on people. For 

instance, the "other customer" could be a friend, family 

member, or coworker (Rani, 2014). According to Kotler and 

Keller (2016), psychological factors include motivation, 

perception, learning, and memory. 

c) Social factor 

The social factor is one of the most important determinants 

of consumer buying behavior. According to Kotler & Keller 

(2016), "social factor" refers to a person's neighborhood, 

social network, online networks, friends, and family. Rani 

(2016) suggests that the social factor mostly includes the use 
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of word-of-mouth to influence customer purchase decisions. 

Word-of-mouth is the most powerful influencer of customer 

buying decisions. Other people, such as salespeople from a 

firm, may have a bigger influence on a person's relatives or 

friends. A person's faith in his or her relatives or friends is 

greater than his or her faith in strangers. It becomes 

important for business players to appreciate the importance 

of the social factors in influencing consumer buying 

behavior.  

d) Economic factor 

A consumer's financial status influences his or her 

purchasing decision and preference for a certain brand or 

product (Ali & Ramya, 2016). Companies should be able to 

conduct research on customer spending and saving behavior. 

Normally, consumers will purchase items that they can 

afford. Personal income, family income, income goals, 

investments, consumer credit, and other economic variables 

should all be considered. 

2) Factors influencing consumer behavior when 

buying local products in Indonesia 

According to Dwi and Nyoman (2020), the Indonesian 

government created the buy local campaign or program to 

encourage people to purchase more local agricultural 

products. Indonesian consumers favor locally produced 

goods over imported goods (Dwiastari, Susrusa, & Artini, 

2019; Sumarwan & Palupi, 2017; Monalisa, 2015). 

According to Dwi & Nyoman's (2020) study, price is the 

most important factor influencing local customers. Taste, 

color, size, income level, and product availability were all 

major characteristics that led Indonesian consumers to buy 

local agricultural products. 

Local agricultural goods are also consumed by the tourism 

accommodation sector, such as hotels and restaurants. Some 

of the elements that drive demand for local fruit in starred 

hotels include quality, pricing, hotel policy, continuity, and 

government policies, with quality being the most important 

one (Sumawidari, Darmawan, & Astiti, 2013). According to 

Wirawan, Julyasih, Adiartayasa, Wijaya, & Anom (2014), 

numerous factors influence customer buying behavior in 

Indonesia, with packaging, transportation, and quality being 

the most important. This study, however, was conducted on 

the agriculture sector in Indonesia, a country with a different 

environment than Zambia, and it is focused on the general 

FMCG industry. 

According to Dwi & Nyoman (2020), there are few studies 

on the factors that influence consumer behavior in 

developing nations when it comes to buying locally made 

goods. Nonetheless, the results of studies on the factors that 

impact the purchasing of local products in developing 

nations are comparable to those found in developed 

countries (Arsil, Li, & Bruwer, 2016). 

For a long time, studies on the importance of buying local 

products have been prominent in industrialized countries. 

Most of the time, this is motivated by concern for the well-

being of local producers who face negative impact of the 

business environment towards their businesses. As a result, 

consumer preferences for local agricultural goods in 

developed countries such as the United States and the 

United Kingdom have been thoroughly established. 

According to Dwi & Nyoman (2020), there are still few 

studies on the factors that influence the purchasing and 

consumption of locally produced products in developing 

nations. 

3) Factors influencing consumer behavior when 

buying local products in India 

According to a study conducted in India by Vijayalakshmi, 

Gurumoorthy, Lingavel, Arulmozhi, & Kannan (2020), the 

FMCG sector has become competitive as customers' 

preferences for local cuisine have shifted. The goal of the 

study was to investigate the factors that influence customer 

behavior when it comes to buying local foods. Consumers in 

India were influenced by quality, price, flavor, and 

availability while purchasing FMCGs. This study agreed 

with Kumar & Joseph (2014) in terms of quality being the 

most important contributing factor, however it differed in 

terms of other influencing factors. Their study found that 

consumers were influenced to buy local FMCG’s by quality 

(68%), attitude (67%), brand loyalty (58%), and packaging 

(23%). The studies varied as a result of one having been 

done in a rural environment (Vijayalakshmi, Gurumoorthy, 

Lingavel, Arulmozhi, & Kannan, 2020) and the other in the 

urban setting (Kumar & Joseph, 2014).  

In another study conducted in India, Sarker & Rahman 

(2017) found that a number of factors influenced consumers' 

purchasing behavior when it came to personal care items. 

Consumers, including those from the middle- and lower-

income levels, believe that television commercials, followed 

by quality and brand loyalty, are the most important factors 

that influence consumer buying behavior towards care 

products in India. Islam, Perveen, Islam, & Ahamed (2015) 

posit that customers consider brand image, cost and 

obligations, distinctiveness, reputation, and customer 

relationship while purchasing an FMCG. According to 

another study by Khare & Ali (2018), many FMCG 

consumers in India prefer local to foreign products because 

of product quality, price, and brand name. This study agrees 

with Kumar & Joseph's (2014) study, which indicated that 

price, quality, and brand name had a significant impact on 

FMCG customers in India.  

4) Factors influencing consumer behavior when 

buying local products in Malaysia 

Malaysia's annual gross domestic product (GDP) has been 

gradually increasing over the years, and it was found that the 

food and beverage (F&B) industry contributes to the growth 

of Malaysia's GDP. Malaysia's food and beverage retail 

business was predicted to continue growing. Rose, 
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Zariyawati, Norazlina, Annuar, & Manisah (2016) 

conducted a study in Malaysia to see if Malaysian 

consumers embrace locally manufactured FMCGs marketed 

by small and medium enterprises (SME). According to the 

study's findings on the factors that influence consumer 

buying behavior, quality came in first with 51%, followed 

by price with 40%, branding with 5%, packaging with 3%, 

and others with 1%. Customers prioritized quality and 

branding while purchasing local FMCGs in a city with a 

population of over 30 million. According to Wu & Jang 

(2013), when a customer wants to buy a product, they prefer 

to buy something that is durable, even if it is more 

expensive because they believe such things provide better 

value for money. 

According to a study conducted by Dobbelstein, Mason, & 

Kamwendo (2020) in Germany and South Africa to better 

understand consumer attitudes and factors influencing 

FMCG preferences, respondents from both countries 

preferred local brands, believing that they were of higher 

quality and better linked to local community development. 

South Africans are more aware of this, are more dedicated to 

local FMCGs, and are willing to pay more than Germans. 

The study found that respondents' considered quality, value 

for money, and trust in local brands as important factors 

influencing consumer buying behavior. Another study by 

Cranfield, Henson, & Blandon (2012) found that product 

branding, quality, convenience, price, and the presence or 

absence of safety issues can all influence whether or not 

local FMCGs are purchased by local consumers. 

According to Dobbelstein, Mason, and Kamwendo (2020), 

there is minimal difference between the two countries in 

terms of judgments of relative quality, value for money, and 

confidence in local firms, and both sets of respondents had 

more positive perceptions of local brands. Despite the fact 

that neither the South African nor the German respondents 

favor higher-priced products or believe that higher prices 

imply higher quality, they both agree that paying more for 

high-quality goods is desirable, and that a brand name may 

signal quality. South Africans, unlike Germans, believe that 

price is a greater measure of quality. 

 It's also likely that consumers in industrialized countries are 

more sophisticated when it comes to judging the quality of 

branded items, whereas consumers in developing countries 

are less sophisticated and still consider price as a quality 

indication (Marian, Chrysochou, Krystallis, & Thogersen, 

2014). Both South African and German respondents thought 

the brand attributes of integrity, repute, benevolence, and 

attitude were important, which supported the findings of 

Charton-Vachet and Lombart (2018). 

5) Factors influencing consumer buying behavior in 

Africa 

In recent years, investor interest in the retail and consumer 

industries in Sub-Saharan Africa has expanded (PwC Africa, 

2016). Previously, the region's concentration was on 

extractive sectors such as oil and mining, but a growing 

consumer class seeking everything from mobile phones to 

fast food has caused many retailers and consumer goods 

businesses to take a fresh look at the region. According to 

KPMG (2016), the FMCG business in Africa has developed, 

with households spending an average of 44% of their 

monthly income on FMCGs, indicating that the industry has 

the potential to assist grow local economies if correctly 

managed. The report suggests that consumers in Sub-

Saharan Africa are also becoming more ambitious and 

brand-conscious. Consumers are now paying greater 

attention to brands, packaging, and product features, rather 

than price, which was once the most important factor in 

influencing consumer buying behavior. 

6) Factors influencing consumer buying behavior in 

Kenya 

Angasa & Kinoti (2013) investigated the factors that 

influence consumer purchasing decisions in Kenya. The 

detergents as a type of FMCG were the focus of the 

investigation. The study found that quality and price had a 

major impact on customers' buying decisions. Another study 

in Kenya indicated that product type and price had a 

substantial impact on respondents' purchase decisions, as 

evidenced by mean scores of 4.50 and 3.92, respectively 

(Mutheu, 2014). In contrast, the majority of respondents 

indicated that factors such as country of origin, family 

influence, product packaging, advertisement, and 

promotions had only a minor impact on their purchasing 

decisions, as reflected by mean scores of 3.42, 3.38, 3.33, 

and 3.00, respectively. 

7) Factors influencing consumer buying behavior in 

Ghana 

In Ghana, a study was done to establish the factors that 

influence customer buying behavior for local FMCGs. 

Amankwah (2016) found that consumer buying behavior 

was influenced by country of origin, brand name, quality, 

and price. This study agreed with Kumar & Joseph (2014) 

who found that Indian customers were heavily impacted by 

country of origin, product quality, product price, and brand 

name when buying FMCGs. 

Another study was conducted to determine why consumers 

preferred imported FMCGs over indigenous ones. 

According to Domie (2013), some Ghanaian customers 

purchased more foreign or imported products due to the 

following factors: non-availability of a local product (1%), 

poor packaging (17%), poor quality (59%), health concerns 

(14%), and comparatively high costs (19%). The issue of 

poor quality is at the top of the list. According to Elliot and 

Cameron (1994), items must be of acceptable quality for 

consumers to be ethnocentric, while Kotler & Keller (2006) 

stated that product price is a significant component in 

influencing consumers to buy local FMCGs. 
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Other consumers value quality over product affordability 

(Sethna & Blythe, 2016). Another study, on the other hand, 

have revealed that both price and quality have a substantial 

influence on customer buying behavior when it comes to 

purchasing FMCGs (Albari & Safitri, 2018; Owusu, 2013). 

8) Factors influencing consumer buying behavior in 

Zimbabwe 

Karedza & Sikwila (2017) investigated the factors that 

influence consumer buying behavior in Zimbabwe, 

particularly when the country encountered major economic 

hardships. The study found that price had a greater impact 

on customer purchasing behavior in Zimbabwe than any 

other component. The survey also discovered that quality 

and accessibility had an impact on FMCG customers' 

purchasing behavior. Due to Zimbabwe's struggling 

economy, price may have affected consumers more than any 

other aspect. Another aspect that was discovered to have a 

major impact on consumer behavior was product packaging. 

Makanyeza (2016) conducted a similar study and found that 

product accessibility, price, health concerns, country of 

origin, product labeling, packaging, and branding were 

major factors that influenced food consumer purchase 

behavior in Zimbabwe. This study was supported by 

Karedza & Sikwila's (2017) findings that accessibility, 

price, quality, and packaging are all factors that influence 

consumer purchasing decisions. 

9) Factors affecting consumer buying behavior in 

Zambia 

In his study on consumer behavior in less developed 

countries, Bbenkele (1986) found that product shortages 

affected brand loyalty in Zambia. He found that income and 

product availability greatly affected consumer loyalty. 

However, the gap still remains as there has been no further 

study done on consumer behavior in Zambia as the country 

has undergone numerous economic and demographic 

changes.  

V. THEORETICAL FRAMEWORK 

This section of the paper explains the theoretical constructs 

that underpin the research. A theory is a systematic 

collection of information given progressively and logically 

to explain a phenomenon and assist society in rationally 

interpreting events. The theories in a study anchor or give a 

firm foundation for an academic scholarship. Adom, Kamil, 

& Agyem (2018) posit that a theoretical framework also 

defines the philosophy of the study, by attempting to 

contextualize and apply the available conceptual structure as 

a guide. 

According to Ravitch & Carl (2016), the theoretical 

framework is a crucial component of proper research since it 

provides proof of the existing structure that is relevant to the 

researchers' domain. According to Smith (2004), it is 

difficult for the researcher to effectively relate the study to 

the available literature without a theoretical framework 

because this structure gives the needed guide to the current 

investigation (Miller, 2007). 

1. Engel, Kollat, and Blackwell (1968) buyer 

decision process model 

The "buyer decision-making process," is the procedure that 

customers follow before making a purchase (Kotler, 2012). 

Marketers have been paying close attention to consumer 

purchasing habits. According to Blackwell, Miniard, and 

Engel (2006), the buyer decision process, is one of the 

numerous models designed to examine consumer behavior. 

According to Vindigni, Janssen, and Jager (2002), there has 

been a rise in consumer behavior research particularly in the 

food sector. Engel, Kollat, and Blackwell (1968) were the 

first to suggest the concept of the consumer buying decision 

process. The model has gone through various changes that, 

if effectively implemented, will assist marketers in 

developing effective marketing strategies, communications 

mix, and product branding strategies (Blackwell, Miniard & 

Engel, 2006).  

 
Figure 1.  EKB Model 

Source: Engel, Kollat, & Blackwell (1968) buyer decision process 
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The EKB model is divided into three sections: information 

input and processing, decision variables (internal and 

external), and decision process, the latter of which is the 

subject of this study, and the others are influencing elements 

in the decision process. External stimuli deliver information 

to the consumer's mind, where it is processed (Nageswari, 

2019). An intention and a purchase are the outcomes of 

interactions between new knowledge, attitudes, personality, 

beliefs, previous experience, and the influence of contextual 

circumstances. Engel, Kollat, & Blackwell (1973) presented 

the customer as a decision-making unit in the process of 

locating, evaluating, and purchasing a product. Information 

input, information processing, decision making, variables 

influencing decision making, and external impacts were the 

primary variables in the model. The EKB model has a 

limitation in that it presupposes that buyers are always 

rational when making purchases. 

 

 

Buyer decision process 

 
Figure 2. Buyer decision process 

Source: Kotler (2012) 

 

Need recognition is the first step in the decision-making 

process for the customer. It is sometimes called problem 

recognition. Customers' requirements or needs should be 

recognized, and the company should try to satisfy them 

(Shma, 2012). Consumers' search for information is the 

second step in the purchasing process. Customers recall their 

past ideas about a product when they go to buy products or 

services; if the previous experience was positive or pleasant, 

and the customer was satisfied, the consumer purchases the 

product, and the search for knowledge is completed. Chen 

(2012) claims that buyers begin looking for information 

when they have a need for a product. However, this is the 

stage marketers should ensure that they appreciate the 

factors that influence consumer buying behavior. At this 

phase, data is gathered from a variety of consumer-

accessible sources. Kotler (2017) postulate that consumers 

gather information from a variety of sources, including 

family, friends, neighbors, advertisements, sales promotions, 

mass media, and social media.  

Evaluation of alternatives is the third level of the consumer's 

purchase decision-making process. It follows the knowledge 

search, which is the second stage of the purchase decision-

making process. When a buyer learns about a product or a 

brand, he or she reviews it before deciding whether or not to 

buy it. According to Chen (2012), based on the customer's 

experience with the product, they may explore other 

alternatives or repurchase the product.  

In his study in China, Chen (2012) stated that consumers 

only supported the consumption of organic foods when they 

were informed of the health benefits. Only by using efficient 

promotional strategies while appreciating the factors 

influencing consumer behavior will the Zambian 

manufacturing sector be able to gain support from local 

customers. Consumers' purchase decision is the fourth stage 

of the purchasing decision-making process. After acquiring 

information from a number of sources, assessing it, and 

determining when and how to buy, the buyer decides to buy 

the product. According to Kotler (2012), consumers make 

purchasing decisions after carefully evaluating many brand 

alternatives. When making a purchasing decision, 

consumers often consider factors such as the store's location, 

image, product pricing, and customer service (Shinde & 

Markle, 2012).  

The final stage is called the post-purchase decision. 

Companies sometimes believe that their relationship with 

customers ends once a purchase decision has been made. 

Kotler (2012) posit that companies should be aware of their 

clients' attitude toward their products that come as a result of 

being satisfied or dissatisfied with the goods or service. A 

satisfied client is more likely to purchase more of the same 

brand in the future, and a happy customer may thus 

convince others to buy the brand through word of mouth 

(WOM). According to Kotler & Armstrong (2011), 

customer satisfaction has a favorable impact on product 

sales, which further positively impacts the profits. The 

decision-making model has flaws in that it assumes that 

consumers make decisions in a rational way and evaluate 

products logically. The model also fails to consider impulse 

buying by consumers.  
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2. Modification of the consumer decision-making 

process 

Customers go through a common mental process when 

deciding to buy a product or service, as developed by Engel, 

Kollat, & Blackwell in 1968 (Darley, Blackson, & Luethge, 

2010). Hoffman and Bateson (2016) took a fresh look at the 

consumer decision-making process. This paradigm 

substituted need recognition with problem awareness, and it 

was no longer the first stage in the consumer decision-

making process. Before identifying a need or problem, 

consumers are motivated by stimuli such as advertising or 

social cues. In other words, a specific stimulus or group of 

stimuli initiates the detection of a problem, resulting in a 

six-step process rather than the initial five. 

 
Figure 3. Modified decision-making process 

Source: Hoffman & Bateson (2016) 

 

Although Hoffman & Bateson (2017) used other terms for 

some of the original stages of this process (for example, 

choice instead of the purchase decision and problem 

awareness instead of need recognition), the meaning of what 

happens in these steps remains the same. As a result, the 

model has transformed into one that is internet-based, 

complex, and fast. The rise of social media has altered the 

old model of consumer decision-making significantly 

(Bassiouni & Hackley, 2014). By including stimuli and the 

model being influenced by social media, Hoffman & 

Bateson's (2014) model adds a new layer to understanding 

consumer behavior. In today's world, social media cannot be 

overlooked as a potential media platform for influencing 

customer behavior towards local products. 

 

VI. ANALYSIS OF RESULTS 

Factors influencing consumer behavior towards FMCGs 

in Zambia 

Table 1. Factors influencing consumer behavior in Zambia  

 
 

Table 1 above shows the descriptive statistics on the reasons 

why consumers prefer foreign FMCGs compared to local 

brands. 50% of respondents cited quality as the primary 

reason for purchasing imported FMCGs, 12.0%, cited 

accessibility as the main factor affecting the choice of 

FMCGs. 11% of respondents cited packaging, 3.8% cited 

price and other reasons were cited by only 6 respondents 

(2.1%). The findings of this study are almost similar to those 

of other studies conducted in India, Malaysia, Indonesia, and 

Ghana. Quality was the most important factor influencing 

consumer purchasing behavior in India, Malaysia, and 

Ghana, with 68%, 51%, and 59% respectively (Dwi & 

Nyoman, 2020; Sarker & Rahman, 2017; Domie, 2013). 

Packaging came in second with 23% in China, followed by 

attitude with 8%. 40% of respondents cited price as a factor 

affecting consumer behavior in Malaysia, followed by 

branding (5%), packaging (3%), and other factors (1%). 

According to a comparative study in Ghana and South 

Africa, quality, price, and design were important factors 

influencing consumers' purchase preferences with mean 

scores of 4, 4.46, and 4.2, respectively (Darku & Akpan, 

2020). 

 

Table 2. Customers product preference 

 
 

The descriptive statistics in Table 2 show which FMCGs 

customers purchase the most. Local brands are preferred by 

20.9%, whereas foreign or imported FMCGs are preferred 

by 77.1% of respondents. Table 1 shows that consumers 

purchase imported FMCGs for three reasons: quality (50%), 

accessibility (12%), and packaging (11%). The results in 

table 2 suggest that consumers support the imported brands 

due to good quality, product availability, and packaging. 

According to the study by Van den Berg (2017) in South 

Africa, 24% of the respondents strongly disagreed with a 

statement that buying foreign brands is un- South African, 

38% disagreed and 24% neither disagreed nor agreed. Both 

https://hrcak.srce.hr/226920#Hoffman
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studies seem to have their respondents supporting imported 

brands as compared to local products.  

 

VII. DISCUSSION 

Understanding factors that affect consumer buying behavior 

has become of great importance if businesses are to satisfy 

the needs of customers. Customers are influenced by a 

product's perceived value while buying. There are many 

factors that affect customers while purchasing products and 

these include; product quality, packaging, and accessibility 

as indicated in table 1. 

According to Dwi & Nyoman (2020), there are few studies 

done on the factors that influence consumer behavior in 

developing countries when it comes to purchasing locally 

produced FMCGs. Despite this, the findings of these studies 

on the factors that impact the purchase of local FMCGs in 

developing countries are comparable to those found in 

developed countries (Arsil, Li, & Bruwer, 2016). The 

findings in table 2 show that many consumers prefer buying 

foreign brands as compared to local brands. It can be 

deduced that consumers’ preference for imported FMCGs 

brands could be as a result of poor-quality products 

available, unavailability of preferred brands, and poor 

packaging.  

 

VIII. CONCLUSION 

The consumers in developing countries such as Zambia have 

also become complex with regard to their purchase 

behavior. Businesses dealing in FMCGs would do 

themselves a disservice if little or no effort is put into 

understanding the factors that affect consumers’ behavior 

towards the purchase of local FMCGs. The findings indicate 

that consumers of FMCGs in Zambia would only buy 

products of acceptable quality and should be available when 

needed. This being the case, the industry players should 

improve on the production of quality products and enhance 

the supply chain.     
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