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Abstract

The goal of the present study was to examine factors that influence willing-
ness to purchase personal computer (PC) peripherals in the context of Bangladesh. 
Data were collected from 205 university students through conducting survey. The 
result shows significant statistical relationships between product quality, price sensi-
tivity, and promotion with willingness to buy. The result also suggests that the brand 
name does not act differentially as an important predictor in consumers’  willingness 
to buy PC peripherals products in the context of Bangladesh.

บทคัดยอ่
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their customers’ willingness to buy as well 
as profits.  At present, PC peripherals 
manufacturers are coming up with new tech-
nologies and want their customers to buy 
their products and familiarize themselves 
with it.  Factors related to brand name, 
product quality, price sensitivity, and pro-
motion will provide those manufacturers with 
the strategic and financial insight on the buy-
ing patterns of customers.  Furthermore, 
sound strategies can eventually help firms 
become more profitable and help them sus-
tain a competitive advantage in their served 
markets (Hampton, 1993).

The purpose of this research is to ex-
plore the aspects of customers’ willingness 
to buy PC peripherals products.  In this 
study, the researchers will reveal which di-
mensions of willingness to buy customers 
attach importance to, and will provide an 
insight into their expectations and percep-
tions of willingness to buy PC peripherals 
products in the context of the Bangladeshi 
market.

LITERATURE REVIEW

Brand Name
A principal component of branding is 

the selection of a brand name.  A commonly 
used definition of a brand name is that it is 
the component of a brand which can be 
spoken or verbalized (Bennett, 1988).  It 
can contain words, numbers or letters.  A 
short crisp brand name is usually preferred 
over longer more complex names.  It should 
suggest benefits or qualities associated with 
the product.  A good brand name should be 
easy to spell, pronounce, and remember.  It 
should also be distinctive and free of any

INTRODUCTION

The late ’90’s has witnessed a rapid and 
increasing growth in the personal computer 
peripherals industry of Bangladesh. The fa-
vorable tax policy of the government of 
Bangladesh in 1998 accompanied by the 
global affordability of personal computers 
has had tremendous impact on the usage of 
computers. The favorable import tax policy 
on computers and computer accessories 
taken during that time was an appropriate 
and sensible step taken by the government 
of Bangladesh. From then on, in accordance 
with global trends, both private and public 
sectors in Bangladesh caught up with effec-
tive utilization of information technology. This 
has boosted computer imports and led to a 
drastic reduction in retail prices (www. 
um.dk). Therefore, nowadays, most ven-
dors are targeting small offices and home 
users. For these vendors, to adopt effec-
tive strategies to enhance the willingness of 
the customers to purchase their products is 
the most important task, as this kind of ef-
fective and profitable strategy results in 
more new customers, more business with 
existing customers, fewer customer loss, 
more insulation from price competition and 
fewer mistakes regarding the performance 
of the products and services.

Willingness to buy is, in fact, the behav-
ioral intention of the customer to purchase 
a product. Growing evidence supports that 
willingness to buy is influenced by the brand 
name, product quality, price sensitivity, and 
promotion.  These four very significant vari-
ables (brand name, product quality, price 
sensitivity, and promotion) will assist PC 
peripherals selling brands, to plan and ex-
ecute marketing strategies that will maximize
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negative connotations.   In short, the brand
name should contain some important infor-
mation about the brand.

Although there has been a lot of argu-
ment on how to measure a brand through
its name (Dobni & Zinkhan, 1990), one
general accepted view is that, consistent
with an associative network memory model,
brand name can be defined as a name linked
to the perceptions about a brand that is re-
flected by the cluster of associations by the
consumers as the name of the brand takes
a permanent place in their memory.  Thus,
brand name associations are very impor-
tant information linked to memory and con-
tain the meaning of the brand for consum-
ers.

Product Quality
Product quality has been selected as one

of the independent variables of this study.
In 1994, Deming stated that a necessary
ingredient for improvement of quality is the
application of profound knowledge
(Deming, 1994).  A number of literatures
have identified quality as a core content re-
spondent variable (Adam & Swamidass,
1989; Montoya-Weiss & Calantone,
1994).  Different definitions have been de-
rived from different viewpoints.  The most
common definition of quality can be re-
garded as excellence, value, conformance
to specifications, and meeting or exceeding
customers’ expectations.  Actually, defining
quality is very difficult as it involves trans-
lating future needs of the user into measur-
able characteristics, so that a product can
be designed and is able to give satisfaction
at a price that the user will pay (Deming,
1986).  For example, a quality aspect of
PC peripherals can be the warranty service.

Therefore, the warranty function of the
product (PC peripherals) is based on the
appraisal that the brand is reliable, efficiently
carries out its performance qualities, and
meets the service expectations (Ambler,
1997).

The emphasis on quality during the
1980s came about as a result of rapidly
changing customers in terms of their num-
ber, need, and purchasing attitude.  Of all
the tangible factors that affect customers’
opinion about a firm, the quality of the prod-
ucts offered by the firm is among the most
important.  Hence, it would seem plausible
for managers to think that: product quality
should be a major focus and customers’
[view of the firm’s product quality will be
equal to the managers’ perception of their
firm’s product quality.  Hence, two con-
structs were identified to test prevalence of
this attitude of managers towards their
organization’s quality as perceived by the
managers (manager perceived product
quality); and managers’ perception of the
customers’ views about the firm’s product
quality.

Price Sensitivity
Price sensitivity is a variable describing

how individual consumers react to price lev-
els and changes in price levels.  Consumers
high in price sensitivity will exhibit much less
demand as price goes up and vice versa,
whereas consumers low in price sensitivity
will not react as strongly to a price change.

At an aggregated level, price sensitivity
is often used as a synonym for price elastic-
ity (Link, 1997).  Sensitivity of demand re-
fers to how volume-sensitive a product or a
service is to price changes.  Sensitivity rep-
resents a valuable strategic tool in pricing
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(Tucker, 1966).  Price sensitivity at the in-
dividual adopter level appears to be equiva-
lent to the concept of price consciousness
for a potential buyer of any product.  Price
consciousness has been defined as: the de-
gree to which he or she is unwilling to pay a
high price for a product and willing to re-
frain from buying a product whose price is
unacceptably high (Monroe, 1990).  Price
sensitivity is related to the price acceptabil-
ity level (Lichtenstein et al., 1988).  Fur-
thermore, the range of acceptable prices is
relatively narrow for price conscious indi-
viduals (Link, 1997).

Promotion
Promotion is one of the key 4Ps in the

marketing mix (Dibb et al., 1994) and as
such has a key role to play in market suc-
cess.  Promotion is concerned with ensur-
ing that customers are aware of the prod-
ucts that the organization makes.  Promo-
tion is used by organizations to communi-
cate with customers with respect to their
product offerings.  In this sense, promotion
is one side of the communication process
with customers.  Market research, in which
suppliers seek to elicit information on con-
sumer requirements from consumers, is the
complementary component of the commu-
nication process.

Willingness to Buy
In this research, willingness-to-buy con-

sists of the patron’s likelihood to shop, buy
products and recommend the store to oth-
ers.  These measures are similar to those
used throughout the service literature (Baker
et al., 1992).  It is the reliance on self-re-
ported answers to measure  the consum-
ers’ willingness to buy user friendly PC pe-

ripheral products or their willingness to pay
higher prices for PC brands, resulting in a
socially desirable response bias.  Respon-
dents professing their willingness to buy PC
peripheral products might respond differ-
ently in case of other products (Lampe &
Gazda, 1995).

Conceptual Framework
It is proposed that brand name, prod-

uct quality, price sensitivity, and promotion
are important in the context of their rela-
tionships with willingness to buy. Based on
the preceding literature review, the concep-
tual framework (see Appendix 1, figure 1)
depicts the measured variables and their re-
lationships in the presents study. In line with
the conceptual links proposed between
brand name, product quality, price sensitiv-
ity, promotion and willingness to buy, the
following hypotheses are proposed for this
study:

1. There is a significant relationship be-
tween brand name and willingness to buy in
context of PC peripherals industry in
Bangladesh.

2. There is a significant relationship be-
tween product quality and willingness to buy
in context of PC peripherals industry in
Bangladesh.

3. There is a significant relationship be-
tween price sensitivity and willingness to buy
in context of PC peripherals industry in
Bangladesh.

4. There is a significant relationship be-
tween promotion and willingness to buy in
context of PC peripherals industry in
Bangladesh.
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RESEARCH METHODOLOGY

Sampling Method
The sample consisted of private univer-

sity undergraduate students who had desk-
top PC’s at their home.  Data were col-
lected from 205 university students belong-
ing to universities located in Baridhara, 
Mohakhali, Banani, and Dhanmondi, areas 
of the metropolis. The researchers applied 
convenience sampling technique to collect 
the data.

Survey Instruments
The items employed to measure brand 

name were developed by Jacoby and 
Chestnut (1978) and the reported reliabil-
ity was 0.75. The items of product quality 
were developed by Garvin (1988) and have 
reliability of 0.80. The items employed to 
measure price sensitivity were developed by 
William and Anuchit (2002) and the re-
ported reliability was 0.72. The items of 
promotion were developed by May (1971) 
and has a reliability 0.86.  The items of will-
ingness to buy were developed by Dodds 
et al. (1991) and the reported reliability was 
0.94.

Data Analysis
          In this study, the coefficient alphas for 
the different constructs were computed us-
ing the reliability procedure in SPSS (ver-
sion 12.0).  Table 1 indicates that the 
reliabilities of most constructs in this study 
fall within the acceptable range (0.60-0.80)
(Nunnally, 1978).  The researchers applied 
test-retest method to determine the reliabil-
ity of the scale. The mean scores (see Ap-
pendix 2, Table 1) have been computed by 
equally weighting the mean scores of all

items.  On a five point scale mean score for
Brand name is 4.34 (sd = .54).  The mean
score for Price sensitivity is 4.38 (sd = .58).
The mean score for Product quality is 4.23
(sd = .64).  The mean score for Promotion
is 4.26 (sd = .60) and the mean score for
Willingness to buy is 4.40 (sd = .46).

Correlation Analysis
A correlation analysis was conducted

on all the variables to explore the relation-
ship between the variables.  The results of
the correlational analysis are depicted in
Table 2 (see Appendix 2).  It examines the
correlation among Brand name, Product
quality, Price sensitivity, Promotion, and
Willingness to buy.  The variables which sig-
nificantly correlated with Willingness to buy
were Brand name (r = .54, p < .01), Price
sensitivity (r = .63, p < .01), product qual-
ity (r = .51, p < .05), and promotion (r =
.57, p < .01).

Stepwise Regression Analysis
     Stepwise regression was conducted to
asses the relationship between variables.
Hanushek and Jackson (1977) suggested
that stepwise regression is a useful proce-
dure in determining the variable which is
most significant in explaining the behavior
of the dependent variable.  In this analysis,
independent variables are individually ad-
mitted to the model according to their mar-
ginal ability to explain the response variable.
If the F value and T value associated with
any independent variable within the model
is found to be insignificant, the associated
variable is removed from the analysis.  Thus,
the stepwise regression procedure is both a
selection and an elimination algorithm.

Table 3 (see Appendix 2) depicts that
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in PC peripherals industry,  price sensitivity
(p <.001), promotion (p <.01), and prod-
uct quality (p <.05) were found to be sta-
tistically significantly related to willingness
to buy.  Brand name failed to enter into the
regression equation, which indicates it was
not significantly related to consumers’ will-
ingness to buy like the other variables.
These results provide a partial support for
hypothesis.  The three predictor variables
together explained 52% of the variance in
willingness to buy.  Price sensitivity, promo-
tion, and product quality explained about
40%, 9% and 3% respectively of the vari-
ance in willingness to buy.

Discussion and Conclusion
The results of stepwise regression analy-

sis depicts that in PC peripherals industry,
price sensitivity, promotion, and product
quality were found to be statistically signifi-
cantly related with willingness to buy.  Brand
name failed to enter differentially into the
regression equation, which indicates it was
not significant enough to influence the con-
sumers’ willingness to buy.

In context of Bangladesh, brand name
does not differentially add to the best pre-
diction equation in consumers’ willingness
to buy PC peripherals products.  Therefore,
firms selling PC peripherals should concen-
trate only on clone products. Firms produc-
ing PC peripherals need to improve perfor-
mance, longevity, and range of color of the
products.  According to the findings, price
sensitivity seems to be a very important fac-
tor.  Hence, if the companies can reduce
price without compromising on the quality,
then the demand for that PC peripheral will
increase. Study results indicate promotion
to be an indispensable factor for buying PC

peripherals product.  At present, there are 
not that many promotional activities on the 
part of the PC peripheral sellers.  Consum-
ers obtain PC peripherals promotion related 
information only from the print media 
(Magazines, Newspapers).  Thus, PC pe-
ripheral sellers should come up with pro-
motional activities which will induce the con-
sumers’ to buy more PC peripherals.

The present study is significant in vari-
ous aspects as the findings can be useful for 
the vendors of PC peripherals in devising a 
strategy which will capitalize profits. It can 
also be useful for further research in a com-
prehensive context because this study is re-
stricted to only a small group of PC periph-
eral buyers within the Dhaka City only. This 
study will trigger future researchers to con-
duct research in the similar area and beyond, 
incorporating a wide range of variables 
which are also relevant to the willingness to 
buy aspect of PC peripherals.
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Appendix 1

Brand Name

Product Quality
Willingness to Buy

Price Sensitivity

Promotion

Figure 1: Conceptual Framework of Research Variables and their Relationships

Appendix 2

Table 1: Descriptive statistics and Reliability Coefficient of Brand name, Product
quality, Price sensitivity, Promotion, and Willingness to buy

           Scale No. of Items  Alpha Mean SD
Brand name 4 0.75 4.34 0.54
Price sensitivity 3 0.69 4.38 0.58
Product quality 4 0.70 4.23 0.64
Promotion 3 0.61 4.26 0.60
Willingness to buy 5 0.72 4.40 0.46

Note:  n = 205

Table 2: Correlation Matrix for Brand name, Product Quality, Price sensitivity,
Promotion, and Willingness to buy

     Variables  Brand     Price Product Promotion Willingness
  name Sensitivity Quality    to Buy

Brand name - .56** .32** .57** .54**
Price Sensitivity - .49** .48** .63**
Product Quality - .43** .51**
Promotion - .57**
Willingness to Buy -

Note: **p < 0.01
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Table 3 : Stepwise Regression on Willingness to buy

      Variable B SEB βββββ R2 R
Step 1
Price sensitivity .506 .064 .637*** .405
Step 2 .089
Price sensitivity .375 .067 .471*** .494
Promotion .262 .065 .341***
Step 3 .026
Price sensitivity .319 .071 .401***
Promotion .224 .066 .291** .520
Product quality .137 .062 .192*

Note: *p < .05, **p < .01, ***p < .001
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