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ABSTRACT
After two consecutive quarters of a negative growth rate in Namibia’s Gross Domestic Products
(GDP), Namibia was technically in a recession by the end of the second quarter of 2016. This
study sought to investigate the impact of the economic recession on households buying
behaviour at Uis Village between 2016 and 2020. The study adopted an explanatory sequential
mixed methods research design. Simple random sampling and convenience sampling
techniques were used to select the samples of the study from a population of 75 households. A
close-ended questionnaire, and an interview schedule was used for data collection. The data
received was analyzed using the SPSS software, Version 26, micro-soft excel and Terreblanche
five stage process. The study found that, households at Uis village were negatively impacted
by economic recession that occurred between 2016 t02020 to a great extent. The study also
established that the impact of the change in disposable income during the economic recession
on households buying behaviour at Uis Village was significant. However, when it came to
brand preference, the study established that, households at Uis village did not place much
importance to brand preference, and therefore it was revealed that their brand preference in
relation to their buying behaviour was mostly not impacted upon much during the economic

recession.
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CHAPTER ONE

INTRODUCTION AND BACKGROUND OF THE STUDY

1.1 Introduction

This chapter introduces the study. Specifically, the chapter presents the background of the
study, statement of the problem, objectives of the study, hypotheses of the study, significance
of the study, delimitations and the limitations of the study. The chapter also provides the outline

of the thesis.

1.2 Background of the Study

Over the past few years, economic recessions have been a global challenge (Adegbite et al.,
2018). A recession is a general economic decline in business activities shown by low disposable
income, rising inflation, high prices of commodities, high unemployment rates, decline in
household income, changes in consumption patterns, higher government borrowing, negative
growth in GDP and low tendency to save and invest (Aminu & Oyefesobi, 2018). Mazurek
and Mielcova (2013) asserted that, the economic recession is the most discussed part of the
business cycle that can cause weighty repercussions to consumer behaviour. Saurabh and
Devika (2014) also observed that during a recession, there is a general rise in prices of food
items and basic necessities of life due to inflation, unemployment, and how GDP creates a pre-
recessionary situations which gradually affect the buying power and buying decisions of
households. On consumer behaviour, Valoskowa and Klielstile (2015) reiterated that consumer
behaviour is an important and constant decision-making process of searching, purchasing,

using, evaluating and disposing of products and services.

In addition, European Commission (2014) writing on economic recession and proxies to
measure it, pointed out the fact that an economic recession can have a negative impact on

purchasing and consumption patterns of a consumer. Consumer expenditure usually rises



during periods of economic upturn, but during an economic recession it is a different story,
consumer confidence falls due to the fact that commodities are beyond the reach of consumers
because of constant rises in prices. Namibia experienced a similar situation between 2016
t02020 and this situation was suspected to have caused untold suffering and changes in
households buying and consumption behaviours. According to Valoskowa and Kliestik (2015),
during an economic recession, it becomes almost impossible for low income households to

fulfil their basic requirements of daily life.

Kosicka-Gebska and Gebski (2013) discovered that an economic recession crisis in the whole
economy changes buying behaviour of the individual purchasers to a small extent, until they
do not feel directly threatened by the crisis and its effects. According to them, between 2007
and 2012, in Poland, the majority of households did not feel any effect of the crisis on their
living standards. They further noted that the lack of noticeable changes in the level of structure
of Polish households could have been a result of delayed and mainly indirect effects of an
economic recession on consumption issues. Kiezel and Smyczek (2011) in their study on the
economic crises and consumer behaviour in Polish households proved that there is a significant
relation between the economic crisis and consumption in households. The crisis resulted in
worsening situation on the labour market, and people’s financial crises are what triggered the
decreasing level of consumption and the worsening consumption structures in households

(Kiezel & Smyczek, 2011).

A slowdown in economic activities is a problem that affects individuals, households, and all
aspects of national life such as businesses, financial markets, employment, social life, and
politics (Nkoro & Uko, 2012). When household incomes are reduced as a result of an economic
slowdown, households reduce their demand for goods and services (Sultan, 2016). As a result
of low demand for goods and services from households, firms reduce their production of such
goods and services in order to cut costs and as a consequence profits decline. As an outcome

2



of a fall in production, workers would be laid off, and there would be no buying of new
equipment, no funding for research and development, no new product rollouts and general
business activities would also fall (Nkoro & Uko, 2012). Specifically, a recession results in one
or more of the following consequences on businesses, such as falling stock and dwindling
dividends declarations, credit default and bankruptcy, and product quality compromises

(Sultan, 2016).

Arguably, an economic recession reduces living standards of people and thus affects consumer
buying behaviour, making it complex for a consumer to make a rational buying decision due
to shortages in financial resources to meet all his/her essentials (Valoskowa & Klielstile,2013
as cited in Adegbite, 2018). Assessment of consumer behaviour in times of an economic crisis
is extremely difficult (Askov, 2015). According to Askoy (2015) despite the fact that an
economic crisis is a popular topic, studies conducted in several countries show that a recession
has a strong economic and social impact on consumers. Studies focusing on this problem in
terms of families and household consumptions patterns and buying behaviours are not common
(Askov, 2016). Most previous studies researched economic recessions and buying behaviour
from an individual perspective, but a study needs to be done focussing on this issue from a

rural area household perspective (Askov, 2016).

This study selected Uis Village as the focus area for this research. Uis Village is located
in Erongo Region, Namibia. Situated in the former Damaraland, Uis Village belongs to the
Daures electoral constituency. Uis is known for its local mineral wealth and is also located in
the valley of the Brandberg Mountain, Namibia's highest mountain. The economy of Uis was
recently revived by the Tin Mine and Brick factory established in the village. Uis residents
used to make a living through vending and managing shops and small restaurants to motorists

passing through the area (Uis village council, 2020).


https://www.touristlink.com/namibia/erongo-region/overview.html
https://www.touristlink.com/namibia/overview.html
https://www.touristlink.com/namibia/brandberg-mountain/overview.html

1.3 Statement of the Problem

There is a forced change in the buying and consumption behaviour of households in Namibia
during an economic recession (National Planning Commission (NPC), 2018). Namibia’s
economy has suffered slowed growth since the second quarter of 2016 (NPC, 2018). The
economy emerged from a backdrop of a much stronger growth of 6% recorded in 2015, and
later on to just 1.1% growth in 2016, and years after that showed negative growth in real GDP
(Deloitte, 2020). The Namibian economy experienced even deeper contractions as a result of
Covid-19, posting a GDP decline of N$3.7 billion in the third quarter of 2020 compared to the
same quarter in 2019 (Namibian Statistics Agency (NSA), 2020). The Institute of Public Policy
Research (IPPR, 2021) mentioned that in 2020, Namibian economy recorded its lowest
contraction of -8.0% since independence. Kolar et al. (2012) argued that recessions evoke
negative associations like depression, unemployment, loss of jobs and the like, and as such
provoked a change in consumer buying behaviour. The recessionary conditions in the
Namibian economy resulted in household members facing severe unemployment conditions.
The rate of unemployment during this period stood at 34% in 2016, which was a marked
increase from 27.40% recorded in 2014. This situation negatively impacted the spending power
of households who find the prices of most commodities beyond their reach (Gabriela, 2016). It
is against this background that the researcher embarks on this study to find solutions to the
spending power problems endured by households during the economic recession at Uis Village

from 2016 to 2020.

1.4 Research Objectives

The objectives of the study were divided into the main objective and the specific objectives.
1.4.1 Main objective

To investigate the impact of the economic recession on the household’s buying behaviour at

Uis Village from 2016 to 2020.



1.4.2 Specific objectives

I.  To determine the impact of the change in disposable income during an economic
recession on household buying behaviour at Uis Village
Ii.  To assess the effect of the economic recession on household buying behaviour towards
brand preference at Uis Village
iii.  Toestablish the consumption patterns of households at Uis Village during the economic

recession between 2016 and 2020.

1.5 Hypotheses

The following hypothesis were formulated for this study:

Ho. The economic recession had a significant impact on households buying behavior.

H1: The economic recessions had no significant effect on households buying behavior.

1.6 Significance of the Study

This study was expected to produce economic information that would be used by the
government economists to plan mitigation measures that could be used to assist households in
villages during economic recessions. The study was also expected to reveal households’
decision-making patterns in terms of purchasing and consumption behaviours in village
households during economic recessions. This information would be useful for the local
government authorities in decision making, and in local businesses in determining which
products would be on demand during the periods of economic recession. Additionally, the
study was expected to add value to the existing body knowledge in publications and studies
related to the topic in Namibia and abroad. The study was also expected to reveal areas or gaps

in knowledge for further study on the same topic.



1.7 Limitations of the Study

The first limitation related to this study was that the respondents’ availability and willingness
to take part in the study were constrained by the COVID19 restrictions pertaining to social
distancing and as such, it was impossible to hold face-to-face interviews where the interviewer
would further probe the interviewee for further information. To overcome this challenge,
interviews were held through Zoom or Ms Teams where it was suitable. Secondly, the
participants were reluctant to participate in the study due to a lack of understanding of the
purpose of the study, and to overcome this challenge the researcher made use of permission
letters from the University of Namibia and the councillor of Uis Village to convince the
participants that this was a genuine study which would also benefit them in future in the event
that they faced another recession. Lastly, language barriers could have restricted the efficiency
of data gathering , since Uis Village has a diverse community composed of all tribes in
Namibia. To mitigate against this, the researcher sought the services of a multi-lingual

interpreter to do the translations.

1.8 Delimitation of the Study
This study investigated the impact of the economic recession on households buying
behaviour at Uis Village only, between 2016 and 2020. The study focussed on the buying

behaviour of 75 households at Uis Village.

1.9 Outline of the thesis

This study is organised into five chapters as shown below:

Chapter One: Introduction and background of the study

This chapter provided an overview of the whole study. This overview included a discussion of

the background of the study, the problem statement, the objectives of the study, the limitations



and significance of the study. Also discussed in this chapter were the research hypotheses, and

the delimitation of the study. Thereafter, the outline of the study was given.
Chapter Two: Literature review

Chapter two reviewed the relevant literature pertinent to the impact of the economic recession
on households buying behaviour based on the objectives identified in Chapter One. The chapter
also explained the concepts of economic recession and consumer buying behaviour. The
chapter was concluded with a discussion on the main findings in previous research with regards

to households buying behaviour induced by economic recessions.
Chapter Three: Research Methodology

This chapter contains the methodology of the study used to collect data. It described the mixed
research paradigm, the explanatory sequential mixed methods research design, population of
study and the sampling strategies used to derive samples from the population. It also
illuminated the processes of data collection and data analysis. It further discussed the steps
undertaken to ensure validity and reliability, and lastly the ethical considerations which were

observed in the study were discussed.
Chapter Four: Results and discussion

This Chapter presented and discussed the findings of the study. This included presenting the
responses of the participants within the descriptions of the contexts in which they were placed
and discussing them in relation to the reviewed literature in Chapter Two that guided this study.

These discussions were organised based on the themes and the objectives of the study.
Chapter Five: Conclusions and recommendations

This was the final chapter of the research report. It started by summarising the study’s findings

in relation to the research objectives. Thereafter, it returned to the initial problem statement



and objectives of the study by presenting its major conclusions which focused on the
implications of the research problem. In addition, it examined the relationship between the
economic recession and households buying behaviour. The Chapter ended with
recommendations towards the research problem and proposed direction for further research on

the same topic.

1.9 Summary

This chapter provided the introduction and background of the study and insights pertaining to
economic recessions and households’ consumer buying behaviours in response to economic
recessions were highlighted. The chapter also shed light on the economic recession situation in
Namibia between 2016 and 2020, and hence, justifying the rationale for executing this study.
Also, presented in this chapter, was a discussion of how this study would contribute to solving
the research problem identified, and the limitations that obstructed the success of the study

were also discussed.



CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

The purpose of this Chapter is to document and examine previous studies related to the impact
of the economic recession on households’ buying behaviour at Uis Village. Numerous studies
have investigated the effects of economic recession on household buying behaviour in several
parts of the world with diverse opinions. The literature review chapter is divided into three
parts, namely the conceptual framework, theoretical review, and the empirical review. The
chapter reviewed the definitions of economic recession and consumer buying behaviour
expounded on the concepts of disposable income, inflation, GDP and unemployment as
moderating variables of the study. It also looked at how the households buying behaviour was
impacted upon by an economic recession, and how the change in disposable income impacted
households buying behaviour during an economic recession, as well as the effect of an
economic recession on households brand preferences. Lastly, the chapter progressed into
reviewing how households’ consumption patterns changed during economic recessions and

then provided a relevant summary to this section.

2.2 Conceptual Framework

In order to investigate the research problem, the researcher conceptualized the research
variables (Dependent, Independent and Moderating Variables). With the combination that

forms the research problem.



IMPACT OF THE

ECONOMIC UIS HOUSEHOLDS
—
RECESSION 1 BUYING BEHAVIOR

Independent variable Dependent variable

1. Disposable income
2. GDP
3. Inflation

4. Unemployment

Moderating Variables

Figure 2.1: Conceptual framework

Source: Developed for this research

2.21 Meaning of economic recession

An economic recession is a situation where there is a general decline in business, identified by
low disposable income, high inflation, high unemployment rate, high prices of commodities
and services, and low investment (Adegbite et al., 2018). Agreeing to that, Sultan (2016), added
that a recession is a general downturn in any economy, associated with high unemployment,
slowing down gross domestic product (GDP), and high inflation. Decline or slowing down
GDP is visible in industrial production, employment, real income and wholesale-retail trade
when it is poor. The technical indicator of a recession is two consecutive quarters of negative
economic growth as measured by a country's gross domestic product (GDP). Concurring with

Sultan (2016) and Adegbite et al. (2018), Noko (2016) defined recession as a significant decline
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in economic activity spread across the economy, lasting more than a few months, normally
visible in gross domestic product, real income, employment, industrial production and

wholesale/retail sales decline.

Normally, if this situation persists for a longer period of time, it becomes a depression (Noko,
2016). A recession is less severe than a depression because a recession begins when there is a
slow positive growth in a country’s GDP and as it continues, it becomes negative growth in the
GDP (Noko, 2016; Saurabh & Devika, 2013). During an economic boom, most people expect
stable spending over a six-month period (Noko, 2016). In addition, Saurabh and Devika (2013)
assert that economic recessions cannot be avoided because they form parts of an economic
cycle. Unfortunately, spending in an economic recession is adversely affected because of

eroding purchasing power of most people (Hurd & Rohwedder, 2010).

As affirmed by Amin and Oyefesobi (2018), even in a booming economy, there are high
growths, slow growths and no growth. At the point of no growth, an economic recession
emerges (Oyefesobi, 2018). Granted that there are several theories on economic recessions,
none has given a specific answer to causes of economic recessions (Oyefesobi, 2018). Even so,
the following are some of the features of an economic recession of a given economy or on a
global economy that were evidently present in Namibia during the period under investigation:
i) High rate of unemployment, ii) Low disposable Income, iii) Increase in government

expenditure, and iv) high inflation (Okoro et al., 2021).

2.22 Meaning of consumer behaviour

Consumer buying behaviour can be defined as the study of the process that individuals or
groups go through in making their purchasing choices in order to satisfy their needs (Sharma
& Sonwalker, 2013). According to, Durra and Akram (2011) concurring with Sharma and

Sonwalkar (2013) consumer buying behaviour is the study of a process by which individuals,
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groups or organizations carryout activities to acquire, use and dispose of products that satisfy
their needs. Also, Adeyanju & Adetunji (2015) opined that each and every individual makes
diverse and numerous decisions in an attempt to acquire a product, starting from the type of
product to buy and where to buy the product. Modi and Jhulka (2012) posited that consumer
buying behaviour is both psychological and a social process, and taking into consideration both
mental and physical activities, and a mixture of internal and external factors that influence and
determine the buying behaviour of consumers. Kotler and Armstrong (2012) stressed that four
characteristics influence consumer buying behaviour, namely the social, the psychological, the

personal, and the cultural characteristics.

2.23 Disposable Income

Disposable income is defined as the total amount of household income that's available for
spending and saving after paying income taxes (Okoro et al, 2021). Simply put, this refers to
the amount of money the households have at their disposal. Disposable income indicates the
purchasing power of the households through spending. This in the end reflects productivity,
employment as well as economic growth. When disposable income increases, households have
more money to either save or spend, which naturally leads to a growth in consumption. The
opposite also holds true. If disposable income decreases, households have less money to spend

and save, which then forces consumers to consume less and become more frugal (Hrund,2016).

2.24 Gross Domestic Product ( GDP)

Gross domestic product is measured by a positive growth in the economy of the country after
including inflation. Economic growth enables consumers to consume more goods and services
and enjoy better standards of living and a negative growth means the opposite (Noko,2016). In

2020, the Namibian economy recorded its lowest contraction of -8.0% since independence,
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owing to weak growth in key historic economic growth drivers (i.e., extractive industries,

construction, wholesale and retail trade, tourism sectors, and others (IPPR, 2021).

2.25 Inflation

Inflation measures the value of money in an economy and thus the purchasing power of the
society(Okoro et al., 2021). Inflation implies that the value of money decreases. When the
inflation rate is higher, consumers get lesser amount of goods and services for the same amount
of money as before (NSA, 2020). Inflation influences the wellbeing of households and an
increase in inflation can have tremendous effects on the ability of household consumers to
purchase products and services if wages do not increase along with inflation (Hrund, 2016).
Namibia’s inflation has been fluctuating over the years, from as high as 6.7% in 2016 only to

be reduced to 2.2% by the end of 2020 (NSA, 2021).
2.26 Unemployment

Unemployment is often one the most serious repercussions of economic recession (Hrund,
2016). A high unemployment adversely affects the disposable income of households, erodes
purchasing power, diminishes employee morale, and reduces an economy's output. Over the
four years analyzed in this study, during the recession year of 2016 unemployment rate was at

34% and at its highest in 2020 with 36.17% (NSA,B2020).

2.3 Theoretical Literature Review

There are fundamental theories that support the study of consumer buying behaviour.

i.  The Theory of Reasoned Behaviour (TRA)

This theory suggests that a person’s behaviour is determined by its behavioural
intention to perform it. This intention in itself is determined by the person’s attitude and
their subjective norms towards the behaviour. The intention to perform a behaviour is
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created by a favourable or an unfavourable attitude towards the behaviour along with
the subjective norm that either encourages or discourages a behaviour (Fishbein &

Ajzen, 1975).

The Theory of Planned Behaviour (TPB)

This theory incorporates the concept of perceived behaviour control as an additional
predictor to the attitudinal and normative component of the theory of reasoned action
to indulge for behaviour over which people have little control over (Fishbein & Ajzen,
1975) . According to Fishbein and Ajzen (1975), this theory was purposed to explain
all behaviours over which people have the ability to exert self-control. The perceived
behavioural control serves as a proxy for actual control and contributes to the
prediction of behaviour. Individual’s behaviour is strongly affected by their confidence
in their ability to perform it, which perceived behavioural control represents. In
consonance of this model, perceived behaviour control along with behavioural intention
can be used directly to predict behaviour and is therefore considered in addition to
intention. Considering that it has been established that attitudes can perceived
behaviour, it is important to determine what attitudes in terms of decision making and
buying action and which attitudes consumers consider important and predispose them

to a particular choice in the marketplace (Fishbein & Ajzen, 1975) .

The hierarchy of effect (HOE)

This theory is the one of the most appropriate to this research study because it is the
only theory that best describes the consumer decision making process. The theory
beliefs that consumers go through a series of psychological stages before making a
purchase decision and focus on learning, knowledge acquire through available

information and process such from external world (Clemons,2008). This theory begins
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with the state where a consumer has no knowledge about the brand. Through the
information search, the consumer comes in contact with advertising message or word
of mouth which passes information about the brand. This is the basis for the brand
knowledge and many eventually lead to liking or disliking of the product brand. If the
consumer forms positive opinion towards the brand, a preference of brand relative to
other brand preference, consumer needs to be convinced (i.e., conviction) in order to
make a purchase. These stages are in sequence and every stage must be carefully

monitored and followed up.

2.4 Empirical Literature Review

2.41 Impact of an economic recession on households buying behaviour

Among the empirical literature reviewed, Kumar and Singh (2014) studied the effect of an
economic recession on the buying behaviour of consumers in households of India, New Delhi,
during the economic Slowdown of 2013. According to Kumar and Singh (2014) the main
purpose of this study was to examine the effect of an economic recession on the buying attitudes
of consumers, taking into consideration differences in spending on goods and consumption of
different types of food, convenience and luxury items. The study was further extended into an
enquiry of changes in shopping patterns of customers due to increases in prices or/and
decreases in income and analysing whether a decrease in the purchasing capacity of the
customers influenced their preferences for branded products (Kumar &Singh, 2014). The
results were checked in accordance with whether economic recession affected the buying
behaviours of customers or not. Given that, consumer behaviour was found to have been
conditioned by purchasing power of customers (Kumar & Singh, 2014). The study also
disclosed that purchasing power took a huge downturn during an economic recession due to

increasing inflation and decreasing incomes in the year 2013.
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Another study conducted in Italy, by Lucadamo et al. (2019) investigated households’
consumer behaviour towards the economic recession and quality institutions. The study
obtained at least two major results. The first was that which was consonant with other studies
such as Valaskova and Kliestik (2015) and Masarrat and Jha (2015). There was evidence for
wide differences in households’ consumption behaviours and reaction to the crisis according
to the type of goods and services and to demographic and socio-economic characteristics of
households such as age, educational level, regional GDP, and whether there was a second
earner in the household, and wealth available to the household and professional positions
household members held. In the study data analysis stage, it was discovered that spending on
household consumption was positively and significantly affected by income, number of earners
in a household, wealth (for which home ownership was a proxy), professional positions held,
educational levels attained by household members and the presence of children aged over 15
years (Lucadamo et al., 2019). One important result in this study was that the economic
recession exacerbated the differences between households’ expenditure on discretionary goods
and services, particularly when the professional status and educational level of the head of the
household was considered . According to other findings, this suggested, on the one hand, that
if there was an economic hardship, some basic components of a middle-class lifestyle could
become luxuries and, on the other hand, that poor households significantly cut on their
spending because of their higher marginal propensity to consumer (Valaskova & Kiliestik,
2015; Masarrat & Jha, 2015). The second result was that institutional quality played a key role
in determining households’ expenditure on public services when there was no crisis; where the
local endowment of institutional quality was higher, the private spending on healthcare

significantly decreases (Lucadamo et al., 2019).

In addition, a study in India, by Kiran (2011) investigated the impact of an economic recession

on the buying behaviour of Indian consumers. The study was conducted on a sample of 50
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retailers in Navi Mumbai. The data generated were analysed using charts and correlation
analysis. The results indicated that hypermarkets, supermarkets witnessed a greater change in
shopping behaviour of consumers in the Kirana stores. The results of the study were also
suggestive of the fact that the type of retail format would adversely affect the footfall of
consumers for luxury items. Kiran (2011) ascertained that the customers who shopped
frequently were more likely to respond to discounts vis-a-vis other consumers. The study’s
findings showed that the customers who shopped frequently were more likely to spend a higher
amount of money for shopping. It also revealed that customers who shopped more frequently
were likely to witness higher fluctuations for luxury items than for regular items (Kiran ,2011).
Therefore, this indicated that shopping for luxury items faced more fluctuations than regular
shopping items, which indicated that customers shopping for luxury items may be postponed
in times of economic recessions, but customers continue to shop for regular items (Kiran,

2011).

Mansoor and Jalal (2011) explored the global business crisis and consumer behaviour in
Kingdom of Bahrain. The research aimed at studying the impact of the Global Business Crisis
on Bahraini consumers, by investigating their perceptions of this problem and whether their
consumption behaviours had changed as a result. In one sample T-test was used to test the
hypotheses formulated. The study found out that Bahraini consumers were aware of the Global
Financial Crisis and its effects on consumption patterns, and the impact of inflation on the
country's economy. The study also found that the behaviour of Bahraini consumers did change
in effect because the global financial crisis. There was a shift in purchases of goods and
commaodities from expensive to inexpensive substitutes, and a shift from luxury to essentials,
and a shift from huge quantities to small quantities of products and commaodities purchased,

and a shift from consumption of goods and services to savings .
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Obai (2015) assessed the effects of the Canadian recession on university students’ buying
behaviour. The study was an effort to understand the theoretical framework of the financial
crisis, its causes, consequences, and impact on the behaviour of Canadian students’ purchasing
patterns. To address the research questions and test the hypothesis of whether Canadian
students at the university level were aware of the extent and consequences of the financial
crisis, and to understand the impact on Canadian students’ purchasing behaviour, a survey
questionnaire was designed and distributed to a calculated sample size within the student
population at Queen’s University located in Kingston, Ontario. Additional data were obtained
from Lakehead University to verify the survey results conducted at Queen’s University and to
provide more credibility to the research study findings. Data were collected and analysed
consequently, and the results indicated a strong trend of university students’ being concerned
about the impacts of the financial crisis, with high possible changing behaviour to save money
through shifting from purchasing brand products to store products, focusing only on necessary

items, and eliminating entertainment costs as much as possible (Obai, 2015).

Ugwuanyi et al. (2020), also conducted a study focusing on how the most basic of human needs
are impacted by economic recessions and economic downturns. The study was specifically
focused on Nigerians but results from this study can be generalized for much of Sub Saharan
Africa given the similarities between Nigeria and countries in the Sub Saharan African region.
The research used the mixed methods research design and data collected were from both
primary and secondary sources. Among other things, this study highlighted the plight of
Nigeria’s middle and lower income groups following economic upheavals. Findings revealed
that economic downturns as seen within the study period made it markedly more difficult for
average Nigerians in both the urban and rural areas to feed themselves and meet the most basic
needs. The difficulties faced by individuals were further confirmed by a reduced expenditure

on health and the acquisition of household assets which were seen to have dropped markedly.
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Key manifestations of economic recessions such as high interest rate, high public debt and
drops in real exchange rates were found to be significant both in the short and long-run. The
research concluded that the negative effect of economic recessions on the basic psychological

needs of Nigerians remained significant throughout the study period (Ugwuanyi, 2020).

Furthermore, in Nigeria, Okoro et al. (2021), investigated the effect of economic recessions on
consumer buying behaviour towards imported foods in the South-East Region of Nigeria. This
became necessary following the devastating effect of the recent economic recession on
Nigerian’s economy due to the global Covid-19 Pandemic. Relevant conceptual, theoretical
and empirical literatures were reviewed. The result indicated that economic recessions had a
significant effect on brand switching behaviour of consumers. The findings further indicated
that an economic recession had a significant effect on price conscious behaviour of consumers.
Similarly, economic recessions were found to have significant effects on impulse buying
behaviour of consumers for imported foods. The results further showed that an economic
recession had a significant effect on consumers’ shopping habits. Based on the findings, the
study concluded that economic recessions had a significant effect on the consumer buying

behaviour for selected imported foods in South-East Region of Nigeria (okoro et al., 2021).

2.42 Impact of change in income on households buying behaviour during an economic
Recession

For this second objective there are also empirical studies that examined the impact of change
in income on household buying behaviour during an economic recession. To begin with,
Adegbite et al. (2018) investigated the effect of economic recession in Ogun state, Namibia.
The objective of the study was to examine significant effect of economic recession’s indices
on consumer buying decisions. The study found out that individuals’ disposable income had a
strong positive and a significant effect on the consumer buying behaviour. The researcher

recommended that government at all levels be more concerned about the economic situations
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of the country and to formulate policies that reduced the hardships of economic recession on

consumers.

Scholars such as Petr (2010) conducted a study on households’ response to the economic crisis
micro-simulation for the Czech Economy. The aim of the study was to assess the impact of the
economic recession on the financial situation of households by taking their debt burden into
account and by evaluating the negative feedback effect on the aggregate economy via a
decrease in their consumption. The results of the study revealed that, households’ budgets can
be negatively affected by declines in nominal wages and increases in unemployment and the
study analysis clearly pointed out that, there was a significant additional decline in
consumption related to an increase in household default rates. More findings of the study
showed that, potential household insolvencies have important implications on the financial

system as well as on the aggregate economy.

In a related study, Federica (2014) endorsed the changes in consumption behaviour of
customers resulting from the financial crisis in the Netherlands over the period 2009-2012. The
study’s empirical evidence was based on the LISS panel; a longitudinal survey representative
of the Dutch-speaking population conducted and administrated by Center data at Tilburg
University and the study found, in point estimate of the marginal propensity to consume (MPC)
of 0.21 out of household income, that is in line with the international microeconomic evidence.
The study also found that, less fragile households displayed a double MPC out of income than
those more fragile (0.44 vs 0.21, respectively). Habitually, an economic recession is a difficult
time for business environment to succeed since many potential consumers tend to reduce the

purchases of goods and services until the economic situation improves it was discovered.

Hurd and Rohwedder (2010) assessed the effects of the financial crises and the great depression

on American households. The study found that, during the period under review, 39 percent of
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households had either been unemployed, had negative equity in their houses or had been in
arrears in their house payments. Hurd and Rohwedder (20210) also mentioned that reductions
in spending were found to be common especially following unemployment. On average,
expectations about stock market prices and housing prices were pessimistic, particularly long-
run expectations. Among workers, expectations about becoming unemployed had recovered
somewhat from their low point in May 2009 but still remain high. Overall, the data suggested

that households were not optimistic about their economic futures.

Comparably, Askoy (2015) did an analysis of studies in Turkey into consumer buying
behaviour during periods of economic crises. These studies showed that, during periods of
economic crises consumers resorted to cheap goods and services, and that they limited their
spending on food the least. The Turkish consumers started to cut back on their spending and
postponed their luxury needs in times of economic crisis. It could be stated that Turkish

consumers also avoided hasty decisions when buying (Askoy, 2015).

In a study conducted in Slovakia, Valaskova and Kliestik (2015) investigated the behavioural
reactions of consumers to economic recession in Slovak consumer markets. The study aimed
at examining the relationship between changes in consumer behaviour and the age structure of
consumers, the length of crisis and its effect on disposable income. The study found that
changes in consumer buying behaviour and the age structure of the population had no
statistically significant relationship. This meant that changes in consumer behaviour were not
dependent on the age of the population and the economic recession affected consumers of all
age categories. The study also found that changes in consumer behaviour were dependent on
the income of consumers. Finally, the study revealed that changes in consumer behaviour were
dependent on the length of the economic recession and the behavioural reactions of consumers

to economic recession (Valaskova & Kleistik, 2015).
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Arinze and Matthew (2014) found out that, business expectations could be used to identify and
understand how consumers reacted to the difficult economic conditions within different
cultures and economies. This was because consumer behaviour was affected by two factors:
namely the prices of goods and services, and disposable income. This meant that, if there was
any change in these factors, the consumer changed his or her behaviour and tried to re-allocate
their income and expenditure to reach a balance and maximize the benefits accruable thereof.
However, due to the overall economic and business changes, personal income of any consumer
and its growth were usually uncertain during the economic recession. In this case, people would
choose to reduce spending to maintain the total amount of nominal income and future

expectations (Arinze & Matthew, 2015).

2.43 The effect of an economic recession on household brand preferences

Kelisha and Krishna (2013) examined shopping habits, brand loyalty and brand preference
during an economic recession in South Africa. The study was conducted among a sample of
313 customers at a major mall in Pietermaritzburg, KwaZulu-Natal, South Africa to determine
consumers perceptions of private label brands versus manufacturer brands during an economic
recession and, to ascertain whether higher Living Standard Measure (LSM) groups are loyal to
established manufacturer brands or if they switch to private label brands during an economic
recession. Through their study, Kelisha and Krishna (2013), discovered that a strong negative
relationship existed between the respondents change in shopping habits during the economic

recession and, their preference for Manufacturer brands as compared to Private-label brands.

A study conducted by Hrund (2016) on Icelandic consumers, which examined the impact of
economic crises on the buying behaviour and consumer attitudes, revealed that Icelandic
consumer attitudes towards shopping and brand switching were influenced by the economic

environment, which was consistent with the previous studies conducted in other countries.
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Icelandic consumers were also found to make new changes to their behaviours and attitudes in
the economic recovery. In this study, consumers’ attitudes towards shopping and brand
switching were compared from four points of reference where changes occurred in the
economic environment (Hrund, 2016). Additionally, Hrund (2016) also found that when the
economy recovered, Icelandic consumers stuck to some of the changes they made during the

economic recession while they returned to other pre-recession attitudes and behaviours.

On a contrary, a study executed in France, by Kaswengi and Diallo (2015) found that when it
came to customers brand preferences during economic recessions, it was not clear how
consumers made their choices of brands in different store formats. Kaswengi and Diallo (2015)
claimed that previous research did not specifically focus on the moderating role of a crisis on
customers’ brand preferences of retailer brands but rather on drivers such as store image,
retailer factors, the characteristics of consumers, perceived risk and marketing mix variables .
According to Kaswengi and Diallo (2015) during a recession customer‘s shopping behaviours
and attitudes are sensitive compared to normal economic situation, the behaviour can be an
indication of the customer consciousness, mainly in terms of brand price. They further noted
that, during the shock, consumers decreased consumption expenditures and switched to cheaper
goods. Previous empirical studies illustrated the significant link between store formats,

marketing variables and demographics (Kaswengi & Diallo, 2015).

For instance, the impact of the retailer‘s marketing elements on brand equity depends on the
format of the store, Specifically, the influence of store access on brand equity is statistically
more significant in supermarkets than in hypermarkets (Kaswengi & Diallo, 2015). In crisis
periods, customers are more likely to go shopping in hyper markets instead for supermarkets,
since hypermarkets provide a bigger variety of products and lower prices compared to
supermarkets (Kaswengi & Diallo, 2015). When crisis intensity is high customers tend to adjust
their buying, strategies based on personal characteristics (e.g., profession, age and income) and
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not on marketing policies (Kaswengi & Diallo, 2015). However, Kumar and Singh (2014) in
their attempt to study the effect of economic recession on the buying behaviour of consumers
in households of India, in New Delhi, during the economic slowdown of 2013, found that, with
less money in hand, the consumer preference towards necessities increased whereas purchases
of luxury items decreased, gold being an exception. They further noted that, in times of
hardships, the branded products lost their cause to prices with people turning towards inferior

quality products as substitutes.

2.44 The consumption patterns of households during an economics recession

Crossley et al. (2012), carried out an investigation to draw out patterns of consumption
behaviour during economic recessions in households of UK during each of the last three
recessions. They found out that, firstly, the falls in households’ consumption had been deeper
than in either of the previous two economic recessions. Secondly, they found that in the most
recent recession, purchases of durables (excluding housing) contracted by a similar magnitude
to nondurable goods and services. By variation, in the previous two recessions purchases of
durables were cut by substantially more than nondurables. One potential reason for the relative
resilience of durable purchases through the economic recessions was the temporary reduction
in the main rate of value added tax (VAT) and the vehicle scrappage scheme. Thirdly, the effect
on different types of households, home-owners made larger cuts to expenditure than non-
homeowners, whereas in the past there had been no difference across these households

(Crossley et al., 2012).

Alimen and Bayraktarogulu (2011) conducted a study on consumption adjustments of Turkish
consumers during the global financial crisis. The purpose of their paper was to reveal the
impacts of the global financial crisis on Turkish consumers and compare these effects with to

demographic factors. The study found 35 consumption adjustment statements grouped under
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seven dimensions such as cautious spending, simplicity in purchase and distribution, product
adjustments, quest for low price, financial anxiety, promotion adjustments, and awareness. The
ANOVA and t-test used to obtain study results demonstrated that 436 respondents made
adjustments in these dimensions with significant differences regarding their gender, age,

marital status, occupation, and income (Alimen & Bayraktarogulu, 2011).

Peter and Simon (2012) also examined the impact of recession on household buying and
spending. However, their studies looked into two measures of household spending, namely the
current prices expenditure, which is the value spent, and the chained volume measures
expenditure which takes account of changing prices (inflation). Their studies contained analysis
at how the aggregate current price and volume of household spending had changed and how
the changes were caused by comparing discretionary and non—discretionary variables. In a
related study conducted in Dubai, Masarrat and Sha (2015) assessed the impact of recession on
Consumer behaviour. The aim of the study was to understand the impact of the global recession
on consumer shopping behaviour and how consumer consumption and saving patterns changed
across different product categories during and after the recession. A total of 235 respondents
were issued structured questionnaires. Paired sample t-test and ANOVA were employed to
analyse the data. The research findings provided empirical evidence that the priorities of the

consumers significantly changed following a recession (Masarrat & Sha, 2015).

Voinea and Filip (2011), also analysing the changes in consumer behaviour during financial
crises, discovered that the recession led the consumers to look for new landmarks in that they
became more economical, more responsible and more demanding. Research conducted in
different countries showed that the recession had a strong economic and social impact on

consumers (Voinea & Filip, 2011).

25



A study conducted in Nigeria by Aminu and Oyefesobi (2018) sought to explore how an
economic recession caused changing consumption patterns in Lagos metropolis. They found
that, the economic crisis in Nigeria significantly affected consumption patterns of the majority
of the participants. According to the findings of the study, the economic crises led a large
number of respondents to substantially reduce consumption of luxury products and the simple
majority of the participants to slightly reduce consumption of necessities. The study concluded
that economic recessions affected the purchasing power of consumers, thus leading to the
changes in their consumption patterns. In addition to the review of the literature, a survey was
also undertaken, involving 421 shoppers in the three outlets of Shoprite in Lagos metropolis,
and detected the changes in the consumption patterns of the shoppers due to the current

economic crisis in the country (Aminu & Oyefesobi, 2018).

Sharma (2011) equally conducted a study in India, focusing on the impact of economic
recession on the buying behaviour of consumers during recessionary times. The study was
conducted on a sample of 50 retailers in Navi Mumbai. The results of the study indicated that
hypermarkets and supermarkets witnessed a greater change in shopping behaviour of customers
than in the Kirana stores. They also suggested the fact that the type of retail format adversely
affected the footfall of consumers for luxury items. The authors also discovered that customers
who shopped frequently were more likely to respond to discounts as compared to other
customers who shopped less frequently. The findings showed that customers who shopped
frequently were more likely to spend higher amounts of money for shopping. The study results
also revealed that customers who shopped more frequently were likely to witness higher
fluctuations in the amounts of luxury goods they shopped as compared to regular goods. This
could be inferred to mean that shopping for luxury goods faced more fluctuations than regular

shopping for goods. This also indicated that customers shopping for luxury goods and services
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could be possibly postponed in times of economic recession, where shoppers chose to continue

shopping regular goods and commodities (Sharma, 2011).

Evidence from Osun state in Nigeria, produced by Ibrahim (2017) on the consumption
behaviour of households showed that, the economic recession had negative effects on
households’ income and poor household’s consumption patterns. It was therefore,
recommended that the governmental and non-governmental organizations help ensure that,
income generation was enhanced through creating and channeling employment opportunities
to more unemployed persons in the State. The governmental and non-governmental
organizations were also advised to proactively make sure that essential and infrastructural
facilities such as roads and market outlets were made available to poor people especially in the
rural areas to improve their standards of living. Government was further advised to design a
consistent monetary policy that would cater for the environmental needs of the country’s
domestic requirements (Ibrahim, 2017).

In addition, Sheria and Oral (2013) explored the effects of the world financial crisis on food
consumption spending among households in Jamaica. The studies showed how the economic
recession as a macro condition accounted for differences in Jamaican households’ food
consumption and compared the impact of micro characteristics such as households’ income,
sex of household head, households’ sizes and area of residence on food consumption patterns
between the periods. The study found that, income level and area of residence were consistently
significant determinants of food consumption patterns among households in Jamaica, and that
the consumption expenditure in all income categories remained unchanged between 2007 and

2009 (Sheria & Oral, 2013).
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2.5 Gap in Literature

In-depth review of literature available on this study suggested that there are no prior studies
conducted on the impact of the economic recession on household buying behaviour in Namibia,
more so in rural areas, hence the literature gap identified to be filled. In fact, most of the
existing studies were undertaken in the Western world, mostly in the United States of America
(USA) and a few studies in the West Africa. This is the gap this study intends to fill. In addition,
Valaskova and Kliestik (2015) writing on behavioural reactions of consumers to economic
recessions, recommended that change in consumer behaviour depended on the social or the
economic situation in a country in relation to the great emphasis placed on consumer policies,
programmes and measures that are in place to assist consumers make the right decisions, which
can be different from country to country. In the European countries, consumer purchases are
more purposeful, economical and responsible during economic crises which could be different
for other countries. The above discussed are the reasons the researcher found it necessary to
investigate and get to understand the Namibian perspective of households buying behaviours

during an economic recession.

2.6 Summary

In summary, most of the studies conducted globally have supported the notion that household
consumers cut their consumption and change their buying behaviours during recessions in
response to the changing economic environment. Habitually, in response to their reduced
disposable income which ultimately drastically reduces their buying power expenditure on
luxuries is more inclined to be cut and households also find it difficult to make some savings
(Forbes, 2010). This suggests that luxury goods and extravagant lifestyles are severely
impacted by an economic recession. Consumers often put off consumption of luxury goods or
eliminate consuming them altogether. It was also found that out the consumption of wealthy

households fell more than that of the less wealthy households during the recession. However,
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as far as brand preferences during an economic recession is concerned, it is not clear how
consumers make their choices of brands in different store formats to consume during economic
recession crisis periods, because previous research did not focus much on the moderating role
of an economic recession on the customers brand preferences. The review of literature also
revealed that, economic recessions can cause workers' earnings to fall drastically, and demand
for goods and services provided by the informal sector decline to a greater extent; and
sometimes an economic recession reduces workers’ productivity resulting in hunger. Various
studies as mentioned above have shown that economic recessions affects all aspects of normal

life.
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CHAPTER THREE

RESEARCH METHODS

3.1 Introduction

This chapter focussed on the research design and research methods applied in the study. The
chapter described the research approach and examined the research population, sample size
and sampling techniques. It further identified and described the types of data collection
instruments that were utilised in collecting data, and the procedures which were followed for
collecting data from the participants. The process of analysing data was also explained, and the
chapter was concluded with a discussion of research ethics observed in the study. A relevant

summary of the chapter was given.

3.2 Research Paradigm

A research paradigm refers to a pattern, structure and framework or system of scientific and
academic ideas, values and assumptions (Tashakkori &Teddlie, 2011). Comparably, Bryman
(2012) defined the term research paradigm as an action that describes a group of beliefs, which
dictates and influence researchers’ traditions on how research should be conducted and how
results interpretations should be done. This means that paradigms serve as windows in which
researchers view the world. According to Creswell (2018) , every form of research is influenced
by one or another philosophical assumption (ontology, epistemology and methodology), which
constitutes or validate the study’s research methods undertaken to construct desired knowledge.
Saunders et al. (2016) argued that research paradigm and philosophy depend on factors such
as the individual’s mental model, their worldview, different perceptions, many beliefs and
attitudes related to perceptions of reality. Research philosophical assumptions can be based on
different perspectives of reality (ontology), how knowledge is acquired and validated

(epistemology) as well as on how research is conducted (methodology) (Creswell, 2018).

30



Considerable philosophical assumptions discussions occur among different schools of thought,
widely accepted as paradigms. The research world sees three main research paradigms, namely:
interpretivism, positivism and pragmatism (Bryman, 2012). Pragmatism was found to be most

suitable paradigm for this study, this is briefly discussed below:

3.21 Pragmatism

As a philosophical underpinning for mixed methods, Tashakkori and Teddlie (2011), covey the
importance of focusing attention on the research problem in social science research and then
using pluralistic approaches to derive knowledge about the problem. Pragmatism is not
committed to any one system of philosophy and reality. This applies to mixed methods research
in that inquirers draw liberally from both quantitative and qualitative assumptions when they
engage in their research. Pragmatist, have a freedom of choice, this way, researchers are free
to choose the methods, techniques, and procedures of research that best meet their needs and
purposes. Furthermore, pragmatists do not see the world as an absolute unity. In a similar way,
mixed methods researchers look to many approaches for collecting and analysing data rather

than subscribing to only one way (e.g., quantitative or qualitative).

Essentially for pragmatists, truth is what works at the time. It is not based in a duality between
reality independent of the mind or within the mind. Thus, in mixed methods research,
investigators use both quantitative and qualitative data because they work to provide the best
understanding of a research problem. The pragmatist researchers look to what and how to
research based on the intended consequences and where they want to go with it. Mixed methods
researchers need to establish a purpose for their mixing, a rationale for the reasons why
guantitative and qualitative data need to be mixed in the first place. Pragmatists agree that
research always occurs in social, historical, political, and other contexts. In this way, mixed

methods studies may include a postmodern turn, a theoretical lens that is reflective of social
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justice and political aims. Pragmatists have believed in an external world independent of the

mind as well as that lodged in the mind (Bryman, 2012).

3.3 Research Design

A research design refers to the overall strategy that a researcher chooses to integrate the
different components of the methodology adopted in a coherent and logical way, thereby,
ensuring that a research problem is addressed effectively. The research design constitutes the
blueprint for the collection, measurement, and analysis of data (Saunders et al., 2016).

The study adopted explanatory sequential mixed methods research design, where qualitative
data is used to explore quantitative data findings. Explanatory sequential mixed methods
research design typically involves two phases: (1) an initial quantitative instrument phase,
followed by, (2) qualitative data collection phase, in which the qualitative phase builds directly
on the results from the quantitative phase (Creswell, 2018). This study will therefore follow
the sequence of QUAN——=qual in data collection. “Quan” and “Qual” stand for quantitative
and qualitative, respectively, and the capitalization indicates a weight or priority on the
quantitative or qualitative data collection, analysis, and interpretation in the study (Creswell,

2018). The steps of this research strategy are pictured in figure 3.1 on the next page.

Sequential Explanatory Design (a)

QUAN » | qual
QUAN QUAN qual qual Interpretation of
Data > Data » Data % Data Entire Analysis
Collection Analysis Collection Analysis %

Figure 3.1: Sequential Explanatory Mixed methods Research Design

Source: Adopted from Creswell (2018)
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In brief, sequential explanatory research design is typically used to explain and interpret
quantitative results by collecting and analysing follow-up qualitative data. It can be especially
useful when unexpected results arise from a quantitative study. In such a case, the qualitative
data collection that follows can be used to examine these surprising results in more detail
(Creswell, 2018). The straightforward nature of this design is one of its main strengths. It is
easy to implement because the steps fall into clear, separate stages. In addition, this design
feature makes it easy to describe and to report. The main weakness of this design is the length
of time involved in data collection, because of the two separate phases. This is especially a

drawback if the two phases are given equal priority (Saunders et al., 2016).

3.4 Research Approach

A mixed method approach was used to conduct the study. A mixed method involves the
collection or analysis of both quantitative and qualitative data in a single study in which the
data are collected concurrently or sequentially (Saunders et al., 2016). The use of mixed
methods approach can arguably provide a stronger understanding of a research problem or a
research question than when one method is used (Saunders et al., 2016). Moreover, mixed
methods approach has merits of allowing the use of pragmatism during research, opening the
door to different perspectives, divergent assumptions, as well as to different forms of data
collection and analysis (Saunders et al., 2016). It encourages the use of multiple views rather
than views associated with a quantitative or qualitative research only (Creswell, 2018). The
researcher could use all the tools of data collection available rather than being restricted to the
types of data collection usually associated with qualitative research or quantitative research

methods (Creswell, 2018).

Again, mixed method approach also allows the use of both numbers and dialogue or narratives

to address the research problem (Creswell, 2018). However, mixed method is not to replace
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either qualitative or quantitative research, but rather to extract the strengths and diminish
weaknesses in both approaches within a single study (Saunders et al., 2016; Creswell, 2018).
The use of mixed methods also allows for triangulation, where different methods of data
collection and analysis will both enrich and confirm the picture collated for a research problem,

triangulation can also provide a check on findings from a particular method (Zikmund, 2014).

3.5 Population
The target population of this study consisted of 75 households comprising of income earners
at Uis Village (Uis Village Council, 2020). A population is a sum of all possible cases that the

researcher is interested in studying and making conclusions on (Zikmund, 2014).

3.6 Sampling and sample size

A sample is a group of individuals who actually participate in a study or simply put, a sample
is a subset of a population (Tashakkori & Teddlie, 2011). A correct sample size depends on the
purpose of the study, the nature of the population under scrutiny, the level of accuracy required,
the anticipated response rate, the number of variables that are included in the research, and

whether the research is quantitative, qualitative or mixed (Cohen et al., 2011).

This study made use of both probability and non-probability sampling strategies to achieve the
research objectives (Sekaran & Bougie, 2013). Sekaran and Bougie (2013) defined non-
probability sampling method as a sampling technique in which members in that particular
population do not have an equal chance of being chosen as a sample, and probability sampling
as the sampling method where each and every member in a population has an equal chance of
being chosen as part of a sample. The researcher employed the Slovin’s formula for calculating
the appropriate sample size through simple random sampling (Arif & Denago, 2017).
Therefore, the probability sample size of this study was 63 respondents. Slovin’s formula was

used because the behaviour of population was unknown. Slovin's Formula calculates the
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sample size required when the population is too large to directly select every member (Pandey,

2015).

Slovin’s sample calculating formula is expressed as;

n=N/(l+Ne?)

Where n = Sample size

N = Population

e = 0.05 (Margin of error)

Sample size of the study was;

n =75/ (L+ (75) (0.05)

=75/ (1 + (75 x 0.0025)

=75/1.1875

=63

Sekaran and Bougie (2015), emphasized that the simple random sampling technique affords
each item in the population an even chance and likelihood of being selected in the sample. The
convenience sampling technique was used to select 10 household heads for interviews for the
qualitative aspect of the study. This technique was used because it is quick to use, inexpensive,
and convenient (Creswell, 2018). Convenience samples are useful for certain purposes, and
they require very little planning (Creswell, 2018). For this technique, researchers simply use
participants who are available at the moment, the procedure is casual and easy (Tashakkori &

Teddlie, 2011).
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3.7 Research Instruments

This study made use of two research instruments namely, close-ended questionnaire and an
interview schedule to collect primary data. Data collected by the interview schedule guaranteed
that every respondent replied the same question put in the same order and the researcher had
no choice to get the desired reply by putting a different question or changing the language of
the same question. Thus, the order of the questions was also the same and therefore the whole
interview took place under standardised conditions and the data received was easily

comparable (Pandey, 2015).

The interviews were recorded on the tape-recorder with the purpose of enabling the researcher
to ensure that views expressed during the interview were correctly noted down (Creswell,
2018). The recording of the interviews was done with the permission of the respondent, without
compromising voluntary participation and confidentiality of the respondents (Saunders et al.,
2016). Interviews comprised unstructured and generally open-ended questions that were few
in number and intended to elicit views and opinions from the participants (Creswell, 2018).
Even though interviews have limitations of providing indirect information filtered through the
views of interviewees and the possibility of researcher’s presence causing biased responses,
interviews are advantageous for use when participants cannot be observed directly, and they

also allow the researcher to have control over the line of questioning (Sekaran & Bougie, 2015).

The questionnaire used in this study was administered by the interviewer. A questionnaire was
an adequate tool for an explanatory research to collect data, because questionnaires are fast to
administer and convenient for the respondent, and also gives an opportunity for a large sample
size to participate in a study (Kotler & Armstrong, 2018). In collecting opinions of household
consumers, a 5 point Likert scale and attitude statements was utilised. The questionnaires used

in this study consisted of 9 questions, and the majority of these questions were Likert Scale
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based with the scales from “Not at all”, “Very little”, “To some extent”, “To a great extent” to
“Undecided”. Other questions were asked for factual information such as gender and age

(Kottler & Armstrong, 2018).

3.8 Procedure

The data collection process was informed by sequential explanatory mixed methods design
procedures adopted for this study. With the permission letter obtained from the University of
Namibia, the researcher booked appointments with heads of households at Uis Village
(Creswell, 2014). Interview questions were distributed in person a day before the interviews
which were conducted face to face were held so that possible explanations could be given to
the participants on questions that may not have been clear to them. For respondents who were
not fluent in English, the researcher provided assistance in the completion of the questionnaire,

and also availed an interpreter.

The respondents were given 20-30 minutes to complete the questionnaires; and the interviews
took approximately 40-60 minutes to conduct per participant. The researcher also made use of
the services of experienced and properly briefed research assistants in order to speed up the
data collection process. According to Saunders et al. (2016), research assistants must be
properly briefed and trained in order to collect accurate and reliable data. Data collection took
place between the 14" and 31% of March 2022 which was a period of three weeks. The first
phase of data collection, which was the quantitative phase took place from the 14" to 20" of
March 2022; and the second phase, which was the qualitative stage took place from the 28" to
the 31% of March 2022. The period from the 21% to the 27" of March 2022 was used to analyse
quantitative data in order to use its findings to build interview questions for the qualitative stage

of data collection (Creswell, 2018).
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3.9 Validity and Reliability

Validity measures the credibility of the research instrument’s ability to produce accurate results
by measuring what is supposed to be measured (Sekaran & Bougie, 2013). Validity gauges the
relationship between the observed and the collected data from the key respondents, which
determines the degree to which a test is able to measure or to confirm the trustworthiness of
the data collected (Haimbala, 2014). To determine the strength of the study, the researcher
employed the mixed method research instruments to ensure that the opinions of selected
respondents were recorded in the research findings (Creswell, 2018). In addition to that, the
researcher carried out a pilot study with a group of participants at Uis Village, which were the
participants who were not part of the selected sample. It is important to ensure that the data
instrument designed to measure a particular concept is indeed accurately measuring the
variable under consideration (Etchegaray & Fischer, 2010). The purpose of face validity is to
ensure that the statements in the questionnaire investigate the impact of the economic recession
on households buying behaviour at Uis Village between 2016 and 2020 (Creswell, 2018).
Subjective judgment will also be made, based on empirical indicators from the literature

(Creswell, 2018).

Reliability on the other hand is the extent to which a procedure produces similar results under
constant conditions on all occasions by minimizing errors and biases in a study (Haimbala,
2014). The study determined the extent to which a test is repeatable and still yields consistent
scores or possible errors and omissions (Haimbala, 2014). Reliability is defined as the degree
to which scores obtained with an instrument are consistent measures of whatever the research

instrument measures (Fraenkel, et al., 2012).
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3.10 Data Analysis

Data analysis entails a number of firmly associated operations which are executed with the
purpose of summarising the collected data and organising the data in such a manner that they
achieve the research objectives (Panday, 2015). Tashakkori and Teddlie (2011), writing on
data analysis, emphasized that, the important tool for organizing data is the electronic
spreadsheet, a software program that allows a researcher to manipulate data displayed in a table
where the Microsoft Excel and Lotus 1-2-3 are widely used. The quantitative data analysis
aided the researcher to present findings in descriptive statistics in graphical illustrations such
as pie charts, histograms, tables, and percentages with explanatory notes (Sekaran & Bougie,
2013). The Statistical Package for the Social Sciences (SPSS) IBM version 26, which is an
application data software was used to analyze data collected through closed-ended
questionnaires. Responses collected through the closed-ended questionnaires were coded for
analysis with this programme. The scores were then imported into SPSS for further processing.
All responses were classified and tabulated in different categories using the SPSS software.
These responses were then exported to Microsoft Excel to generate graphs, pie charts,
histograms, tables and percentages, thereby assisting the researcher to establish the extent of
impact the study sought to establish. By employing this quantitative statistical analysis, the

whole picture in changing buying behaviour of household consumers was obtained.

For qualitative data analysis the researcher was be guided by Terre-Blanche et al. (2010) who
identified a useful five step process in analysing qualitative data. Terre-Blanche et al., (2010)
5-stage process consists of familiarization and immersion, inducing the themes, coding,
elaboration, and interpretation and checking to ensure a transparent process of data analysis
and reconstruction. The researcher used the above steps to identify all the codes and themes
from the data and analysed the data effectively and efficiently. During the first stage, the

researcher became familiar with the material (texts, field notes, interview transcripts) by
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reading it over and over, making notes, brainstorming and drawing diagrams (Terre-Blanche

etal., 2010).

At the second stage of inducing themes, Terre Blanche et al. (2010) advised the use of the
language of the interviewees instead of “abstract theoretical language, to label categories.”
Terre-Blanche et al. (2010) further advised that the researcher must move beyond just merely
summarizing content and thinking in terms of “processes, functions, tensions, and
contradictions. At this stage the researcher would find optimal levels of complexity by
identifying about five to fifteen themes with a smaller number of main themes and sub-themes.
By stage four the researcher would mark the sections of the data that were relevant and linked
to the identified themes, and at stage four the researcher would regroup and organise data
according to research questions and answers. Finally, at stage five, the researcher would
scrutinize the interpretations to identify weak points and potential contradictions (Terre-Blanche

et al., 2010).

The analyzed data was organized into themes which were derived from the research objectives.
This was done to ensure that analyzed data remained relevant to the research objectives
(Creswell, 2018). Findings were explored in detail and where possible and linked to the
literature review to gain a full understanding from both primary and secondary research data

in Chapter Four.

3.11 Research ethics

Observation of research ethics ensures that the research is conducted responsibly, and that the
researcher has complied with the appropriate standards expected to be upheld by a researcher
(Gray, 2014). Thus, prior to distributing the questionnaires to the respondents, the researcher
first sought permission through ethical clearance letters from UNAM Higher Degrees Research

Committee (Creswell, 2018). The researcher sought informed consent of the participants by
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allowing the respondents to willingly sign a brief statement of documentation which showed
the intention of the research and the respondents’ role in the research (Sekaran & Bougie,
2013). The participants’ participation was voluntary, and they were informed that they could
withdraw their consent at any given time (Creswell, 2018). The concept of informed consent
refers to the importance of informing participants of the nature of the research study so that
they can make an informed decision of whether to partake in the study or not (Creswell, 2018).
Anonymity of the study was ensured by devising a code for each participant during analysis
and by exercising this, the respondent was known to the researcher only. Anonymity is one of
the basic requirements in research so that the participant is not victimised for giving

information that may be considered sensitive (Gray, 2014).

Also maintained in the study was objectivity, where the researcher ensured objectivity by
having honest motives (Sekaran & Bougie, 2013). The researcher ensured that the methods
used to collect and transfer data to a retrievable record, were designed for that purpose, and are
systematic and capable of capturing all relevant details. The researcher avoided plagiarism by
referencing all sources of information used in the study (Creswell, 2018). The researcher also
ensured that the data obtained from the participants was managed with utmost confidence
(Sekaran & Bougie, 2013). The respondents were also assured that the research would be used
for academic purposes only, and other use of the data would not be done without their explicit
consent of UNAM (Creswell, 2018). Data would be kept in a lockable safe for 5 years, and

thereafter completely destroyed by shredding and burning.

3.12 Summary

This chapter introduced the research design, which was the sequential explanatory mixed
methods research design and motivated why the mixed methods approach was used to address
the research objectives and research questions of the study. The chapter detailed the advantages
of the research instruments which were employed to collect data, such as the inexpensiveness
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and easiness of questionnaires, and the flexibility and the effectiveness in response rate of the
interviews. The chapter also, defined the population of the study, identified the sampling
methods used to determine samples sizes; and obtained the sample sizes of the study. A sample
of 63 was obtained using Slovin’s formula. In this chapter, procedures to collect data were also
outlined and motivated, together with the basis of ensuring validity and reliability of the study.
The study made use of quantitative and qualitative methods of data analysis which were also
described in this chapter. Lastly, the study observed and adhered to research ethics to ensure

that the study was conducted with professionalism and integrity.
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CHAPTER FOUR

RESULTS AND DISCUSSION

4.1 Introduction

The previous chapter addressed the research methodology, research design, the sample size,
sampling methods, and the research ethical considerations for this study. It also looked at the
type and formation of the data collection instruments. It further explained the statistical analysis
which is presented in this chapter. This chapter presents, interpreted and discussed the results
obtained from the questionnaires and the interviews. The questionnaire was used to collect
quantitative data, whilst the interviews guide was used to collect qualitative data. These
instruments were distributed to households and conducted interviews were conducted with
heads of households at Uis Village. A software called Software Package for Social Sciences
(SPSS) and Micro-Soft excel were used to process quantitative data and Terre-Blanche et al.

(2010) 5-stage process was used to analyse qualitative data collected from the interviews.

This study adopted the explanatory sequential mixed methods research design, which allowed
the researcher to do the research in two parts, 1) the quantitative phase and 2) the qualitative
phase, which commenced after the quantitative data was collected and analysed. In addition,
the qualitative phase was sponsored by the findings of the quantitative phase. The data analysis
was presented in two parts which were: analysis of results collected from questionnaires and
the analysis of results collected from the interviews. The results are presented in the form of
descriptive statistics, and in the form of graphs and other figures for the quantitative data that

was collected. Altogether, data was collected over three weeks, from 14-31 March 2022.

43



4.2 Primary data analysis

Primary data was collected at the source. Stated differently, this was data collected by the
researcher for this the research project (Saunders et al., 2016). The objective of collecting
primary data was to establish the respondent’s views on the impact of the economic recession
on households buying behaviour and also used the data collected to determine the extent to
which the economic recession impacted households buying behavior at Uis Village. The data
obtained from the questionnaires was then captured into Microsoft excel for adjustments before
it was imported it into the IBM SPSS version 26 where data was processed for statistical
analysis. The data acquired from the interview guide was analyzed using the Terre-Blanche

five stage process method.

4.3 Response rate

Response rate involves the percentage of the people who actually respond to the study in the
field (Tashakkori & Teddlie, 2011). From 63 questionnaires that were distributed, 60
participants responded to the researcher with duly completed questionnaires. All ten
conveniently selected household heads who consisted of business owners, nurses, teachers,
mine executives and municipal workers participated in the interviews. Therefore, a response
rate of 95.24% for questionnaires and 100% for interviews was achieved. A high response rate
was attributed to the researcher’s insistence on the timely completion of the questionnaires as
well as the result of the emphasis of the importance of the study stressed by the researcher.
Both response rate indicated that the participants placed great importance on the study, and this

was a sign that the information they supplied would be valid (Sekaran and Bougie, 2013).

The level of response rate is an important, sometimes a crucial issue in relation to the validity
of results. For academic credibility, integrity, and professionalism, norms are used to establish

what is publishable and what is not. The average and also reasonably acceptable response rate
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is 60% +/-20 meaning that anything below 40% is not reasonably acceptable and would
generate validity issues (Fosnacht et al., 2017). Therefore, the response rate obtained is an

excellent representative for analysing the study.

4.4 Survey results from questionnaires

A closed ended questionnaire was one of the instruments used to collect data. This instrument
was instrumental in eliciting answers to the research objectives mentioned in Chapter One.
From the sample of 63 possible respondents obtained using Slovin’s formula Chapter 3, 60
candidates actually responded to the questionnaires, this represented a 95.24% response rate.
A questionnaire is a method for collecting data in which a selected group of participants are
asked to complete a written set of questions to find out what they think about or feel about the
problem being investigated. Questionnaires may be used within both positivistic and

phenomenological paradigms (Zikmund, 2014).

The questionnaire used to collect data for this study was divided into two parts; Section A
sought to collect the background information of the respondents and Section B registered the
opinions and feelings of respondents towards the impact of economic recession on household

buying behaviour.

4.4.1 Section A: Demographic characteristics of the respondents
This section presents a summary of the respondents’ descriptive statistics obtained when data
was processed. Descriptive statistics are techniques used to describe the attributes of the

biographical information of the respondents based on the research (S.Gupta & H.Gupta ,2013).

4.4.1.1. Gender distribution of the respondents
This section was aimed at establishing the representation of gender in the study . This was used
to determine the gender balance and diversity amongst the respondents of the study. The

findings obtained are presented and interpreted in a pie chart below.
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Gender

Male

- Female

Figure 4.1: Gender distribution of the Respondents (N=60)

Source: Research data, 2022

Figure 4.1 shows that higher a percentage 0f58% of the respondents were female whilst 42%
of the respondents were male. This was an indication that females were more than male
participants in this study. A common characteristic that supports the premise is that Namibia
has more females than males in terms of gender balance and this could also imply more women
are heads of families and make the important decisions such as buying and consumption
decisions (NSA, 2020). Even though the study could not achieve a 50/50 percent gender
representation, the views of both gender classifications were well represented in this study.
These findings further indicated that most of the households in Uis Village are headed by

women as implied in the above discussion.
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4.4.1.2 Age distribution of the respondents
This section sought to determine the age distribution of the respondents. This was used as a
measure of respondents’ experiences based on maturity. The findings are shown and discussed

below.

Age (yrs)

51 Below 25
- 8%
17%

25-30
‘ -
v
d

31-40
37%
M Below25 ® 25-30 m31-40 41-50 =51+

41-50
20%

Figure 4.2: Age Distribution (N=60)

Source: Research data, 2018

The age distribution presented in figure 4.2 showed that the higher percentage of the
respondents (37%) were between the ages of 31-40 years old. This also implied that a higher
percentage of the respondents were above 25 (92%) years hence the information about the
experiences provided was assumed to be honest and reliable. Notably, 8% of the households at
Uis were headed by people younger than the age of 25 years and who were expected to have

some knowledge about life during a recession.
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4.4.1.3 Inhabitants per household
The study also focused on the number of people living in a household as one of the important
demographic characteristics of the respondents. These findings are shown and discussed below

the Figure.

Inhabitants per household

7 or more inhabitants

5-6 inhabitants

3-5 inhabitants

1-2 inhabitants

0.00% 10.00% 20.00% 30.00% 10.00% 50.00%

Figure 4.3 Inhabitants per household (N=60)
Source: Research data2022

Figure 4.3 shows that a higher percentage (46.67%) of the respondents lived in a household
size of 3 to5 members, followed by 31.67% who lived in a household size of 1 to2 members.
Whilst 5 t06 inhabitants lived in 15% of the respondents’ households, a notable number of 7

members lived in (6.67%) of the households.

4.4.2 Section B: Impact of the economic recession on households buying behaviour
between 2016 t02020
This section registered the feelings and opinions of the respondents in relation to research

objectives. These findings are presented and discussed below.
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4.4.2.1 Presentation of awareness of economic recession between 2016 and 2020

This section sought to determine whether or not the respondents were aware that Namibia
experienced an economic recession between 2016 and 2020. It was important for this study to
register the participants’ awareness of an economic recession that occurred between 2016 and
2020, because all the other questions depended on it. The distribution of economic awareness

amongst the respondents is shown and discussed below.

Awareness of economic recession between 2016-2020

70.00%
60.00%
50.00%
40.00%
30.00%
20.00%
10.00%
0.00%

Not sure

Figure 4.4 Awareness of economic recession between 2016 and 2020

Source: Research Data, 2022

Figure 4.4 depicts that more than half (61.67%) the respondents were aware that Namibia
experienced an economic recession between 2016 and2020. A percentage of 33.33% of the
respondents indicated that they were not sure if this was actually the case. Surprisingly, 5% of

the respondents were not aware that the country experienced an economic recession at all.
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4.4.2.2 Presentation of change in households buying behaviour between 2016 and2020
compared to prior years

In an attempt to achieve the research objectives, this study also sought to find out the
distribution of change in household buying behaviour between 2016 and 2020 compared to

prior years amongst the respondents. The findings are shown and interpreted below.

Frequency Percentage
Positively 2 3.33
Negatively 24 40
No change 34 56.67
60 100

Table 4.1 Change in households’ buying between 2016-2020 compared to prior years

Source: Research Data 2022

Table 4.1 shows that most of the respondents felt that their household buying behaviour
between 2016 and 2020, compared to prior years had not change, this is shown in a distribution
of 56.67% of the respondents. Negatively affected by the presence of an economic recession
were 40% of the respondents. Notably, 3.33% of the respondents felt that this situation had a
negative effect on them. This indicated that in a village set up like in the case of Uis, consumers
are forced to experience the same buying environment whether induced by economic
downturns or not, that is, situations do not change that much in the villages even during

recessions.
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4.4.2.3 The economic recession and households buying behaviour between 2016 and
2020

This study also strived to establish the relationship between household buying behaviour and
the economic recession between 2016 and 2020. The findings to this objective are shown and

interpreted below.

Impact of economic recession on household buying behaviour between 2016-2020
= Increase = Decrease Total

120.00%

100.00%

51.67%

80.00%

60.00%

40.00%
20.00%
20.00%
6.67%

0.00% 1.67%
. o

Very little To a great extent
Not at all To some extent Undecided

Figure 4.5: Economic recession and household buying behaviour between 2016 and 2020

Source: Research Data, 2022

When asked if their household buying behaviour was impacted by the economic recession that
occurred between 2016 and2020, the heads of households responded as follows: <’Not at all =
1.67%, Very little = 6.67%, To some extent = 20%, To a great extent = 51.67% and undecided
= 20%. Strikingly, 1.67% of household indicated that their household buying behaviour was
not affected due the fact that there was an economic downturn. These results indicate that a

higher percentage of the household heads at Uis Village thought that the economic recession
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that occurred between 2016 and2020 affected their household buying behaviour to a great

extent.

4.4.2.4 Change in disposable income and households buying behaviour between 2016
and 2020

This study also sought to find out if change in disposable income induced by the economic
recession had any effect on households buying behaviour at Uis Village in particular. These

findings are presented and interpreted below.

Impact of change in disposable income on household buying behaviour between
2016-2020
50.00%
45.00%
40.00%
35.00%
30.00%
25.00%
20.00%
15.00%
10.00%
5.00%
0.00%
Very little To a great extent
Not at all To some extent Undecided

Figure 4.6: Change in disposable income and household buying behaviour between 2016
and 2020

Source: Research data, 2022

Figure 4.7 shows how change in disposable income caused by economic recession affected
households buying behaviour at Uis Village between 2016 and2020. The results indicate that
43.33% of households were affected by the change in disposable income to a great extent, with
20% of households being affected to some extent. A distribution of 16.67% households were
affected very little while 16.67% of respondents were undecided about the effect of the
situation presented in this section. A notable distribution of 3.33% of households indicated that

change in disposable income had no impact on their household buying behaviour.
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4.4.2.5 Economic recession and household brand preference 2016-2020 (N=60)
This section sought to give evidence of the extent of the impact of the economic recession on
household’s brand preferences between 2016 and 2020. The results are shown and interpreted

below in the below figure.

EFFECT OF ECONOMIC RECESSION ON
HOUSEHOLD BRAND PREFERENCE BETWEEN 2016

2020

30.00%

Undecided
To a great extent
To some extent
Very little
Not at all

20.00%

10.00%

0.00%

1

= Not at all Very little = To some extent To a great extent = Undecided

Figure 4.7: Economic recession and household brand preference 2016-2020

Source: Research Data, 2022

Figure 4.8 depicts the extent of the effect of the economic recession on households’ brand
preferences at Uis Village in terms of brand preference. The respondents were asked to give an
indication of how economic recession that occurred between 2016 and 2020 affected their
brand choices compared to the times of normalcy. The respondents’ responses indicated that a
higher percentage (26.67%) of respondents were not affected at all by this situation, which can
be interpreted that their households brand preferences were not changed during the economic
recession as it was during economic boom. Whilst 23.33% of the respondents indicated that
they were affected to some extent and 18.33% of the respondents were undecided on the extent

to which this situation affected their brand preferences. Twenty percent (20%) of the
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respondents indicated that this situation had a great effect on their brand preferences. Finally,
11.67% of the respondents indicated that the economic recession affected them to a very little
extent which can also be translated that the change in economic recession has had a little effect

on their brand preferences when compared to seasons of economic boom.

4.4.2.6 Economic Recession and its effect on household consumption patterns between

2016 and 2020

This study also sought to find evidence of the extent at which the economic recession impacted
household consumption patterns at Uis Village between 2016 and2020. The results are shown

and interpreted below.

Economic recession and its effect on household consumption patterns
between 2016 and 2020

Not at all 13.33%
Very little 23.33%
To some extent 16.67%

Io a great extent

Undecided 15.00%

Figure 4.8: Economic Recession and its effect on household consumption patterns between
2016 and 2020

Source: Research Data, 2022

The respondents were asked to what extent their households’ consumption patterns had
changed due to the economic recession between 2016 and2020. As shown in Figure 4.8,

respondents were given choices of <> Not at all, Very little, to some extent, to a great extent and
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Undecided’’ to which they replied to as follows: <’Not at all = 8, Very little = 9, to some extent
=10, to a great extent = 19, and Undecided = 14°°. This indicates that most of the household’s
(31.67%) consumption patterns were changed to a great extent due to the economic recession
that occurred between 2016 and2020, whilst 23.33% were undecided as to whether their
consumption patterns changed or not. Interestingly, 13.33% of the household heads responded
that the economic recession caused no change in their consumption patterns, whilst 15% of the
household heads stated that they were affected very much and 16, 67% of the household heads

indicated that they were affected by the economic recession to some extent.

4.4.3 Hypothesis Testing
To accomplish the objectives this study, the following hypotheses were formulated based on
the literature review, in order to ascertain the relationship between the household buying

behaviour and the impact the economic recession had on this at Uis Village.

1. Ho: The economic recession had a significant impact on households’ buying behavior.

2. Ha: The economic recession had no significant effect on households’ buying behavior.

Table 4.4 Shows aggressive averages like the mean and median as well as spreads such as the
range and variations such as the standard deviation The below standard and basic descriptive
statistics were applied on the datasets to confirm whether economic recession has a significant

impact on household buying behaviour at Uis village between 2016 and 2020.

Table 4.2 Summary of Descriptive Statistics-Impact of economic recession on households’

buying behaviour

Not at all 8.75 5 0 23 10.63
Very little 8 7 4 10 4.90
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To some extent 12 12 12 4 1.63
To a great extent 21.75 22.50 0 20 8.69
Undecided 9.50 9.50 0 7 2.08

4.5 Interview schedules

This part presents data collected from the interviews. A total number of ten interviewees were
interviewed and the researcher obtained 100% attendance. Amongst the interviewed were
heads of households consisting of two teachers, two business owners, two municipal workers,

two nurses and two executives at Uis Village tin mine.

4.5.1 In your own words, what is the meaning of the term ‘’economic recession?”’

Respondents were asked to define an economic recession in their own words. By asking the
respondents to define the key words of the study, the researcher strived to reduce the risk of
the respondents misinterpreting the questions asked and potentially undermining the accuracy
of the responses. Below are the responses obtained from the respondents and a discussion

conducted after that.
Respondent 1: “l am not sure of its official meaning, but in my view its decreasing of good
economic returns in a country. ”
Respondent 2: “To me economic recession is somewhat the going down of a country’s
economic activities. ”
Respondent 3: “I understand that the economic situation of a country is negative compared
to other periods, it is characterized by ssharply falling output, declining
incomes and rising unemployment”.

Respondent 4: “I am not sure how to explain it , but during this period of time things are bad
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financially, and one can barely buy luxury goods as they used to. ”

Respondent 5: “It is a decline in a country’s economy within a certain period of time”.

Respondent 6: “l am not sure, | think it is a period of time during which one has less money

as opposed to any other time in the country. ”

Respondent 7: “When a country has a significant economic crisis for a long period of time.”

Respondent 8: “I think it is a period during which everyone suffers economically in some

way, especially financially, because national output decreases along with

other aspects, such as increase in unemployment and crime. ”

Respondent 9: “4 period of time when the country’s economy is not doing that well, I think

the government is most broke during this time, together with the citizens. ”

Respondent 10: “Is it not a period of bankruptcy in a country? | think it is, the government

has no money and keeps borrowing, like our country has been doing for

the past few years, and there is an increase in people that are losing

jobs and an increase in prices of goods and services. ”

The above responses indicated that the respondents had a clear understanding or an idea of
what an economic recession is as most of respondents went as far as describing the situation of
an economic recession rather than just defining it. By this, the researcher believes that the
responses provided by the respondents in this study were accurate. Adegbite et al. (2018)
defined economic recession a situation where there is a general decline in business, identified
by low disposable income, high inflation, high unemployment rate, high prices of commodities

and low investment in the whole country.
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4.5.2 What do you understand by the term ‘’consumer buying behaviour?”’

Respondents were asked if they understood the term “’household consumer buying behaviour.”’
By asking this question the researcher wanted to register the understanding, thoughts, feelings
and decision making processes of the respondents during the process of acquiring a product.

Below were the responses obtained from the participants.

Respondent 1: “It is the way consumers behave when purchasing goods or services which

has to do, with the decision making process of buying a product from the point

of acquisition to the point of disposal.”

Respondent 2: “I do not know if I can explain it, it’s a complicated term to me, but | have an

idea of what it’s all about. It has to do with decisions you make from the

point of wanting a product to acquiring it and finally disposing of it.”

Respondent 3: “The most simplest definition I can think of, is that it’s the process of a

consumer purchasing a product, from the beginning to the end.”

Respondent 4: “T do not know”.

Respondent 5: “It has to do with all the necessary steps that a consumer takes in acquiring

goods and services.”

Respondent 6: “It has to do with satisfying one’s needs . One behaves in a certain way when

making a purchase to satisfying our needs. That process is called consumer

buying behavior.”

Respondent 7: “Consumer behaviour just denotes steps in buying a product from the time a

a need arises to the point of actually acquiring the product itself.”
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Respondent 8: “I understand this behaviour as acts spurred by a need, from searching the

product, buying it, using it and disposing it ™.

Respondent 9: “Actions taken by consumers, when buying a good or a service”.

Respondent 10: “l am not very sure what it means”.

From the above responses it is evident that five interviewees understood the concept of
consumer buying behaviour. Although, two interviewees did not understand the term, three
interviewees had a general idea of what it meant amongst the respondents according to their
understanding. The researcher made sure to define this concept before continuing the interview.
“>’Consumer buying behaviour is the study of the process that individuals or groups go through
in making their purchasing choices in order to satisfy their needs’’ (Sharma & Sonwalker,
2013). Durra and Akram (2011) also defined this term affirming that consumer buying
behaviour is the study of a process by which individuals, groups or organizations carry out

activities to acquire, use and dispose it off products that satisfy their needs.

4.5.3 Are you aware that Namibia experienced an economic recession between 2016
and2020? If so, what were the indications of this situation in your opinion?
The researcher asked the interviewees whether or not they were aware of the economic

recession that occurred between 2016 and 2020. Below are the responses obtained from the

respondents.
Respondents Responses
Respondent 1: "Yes, | am certainly aware of this situation. What indicated this

situation to me was the way our government was borrowing funds, the
negative growth in our GDP, the increase in unemployment and

increases in prices of goods and services. Some of us at Uis Tin mine

59



Respondent 2:

Respondent 3:

Respondent 4:

Respondent 5:

Respondent 6:

had to agree on a salary cut in order to keep our jobs. During the period
that you mentioned Tin prices also dropped and we were not getting
in much from our exports.”

"Yes, | am aware that this happened. To me it was the increase in
prices of goods and services and the decline in living standards of
people that indicated that something was wrong with the economy".
"Yes, | know that this happened and it's still happening, we are still
affected by this situation. COVID-19 also made the situation worse.
There is severe inflation, high unemployment and dropping living
standards indicating economic recession".

"Yes. At first, | thought it was just something temporary even our
government was denying that we are experiencing an economic
recession, but later they too accepted that the country was indeed
experiencing economic recession. Prices of goods and services went
up and many companies could not survive the impact and as such
forced to close down causing unemployment to increase in the
country".

"Yes, | am aware. Food and transport prices increased drastically. We
could even hear on the radio about our government borrowing funds
and so forth".

"Yes, | am aware. We could not afford some of the things we were
used to anymore, prices of things got so high, that we had to use food
sparingly. | was also very insecure about my job at the mine, because

it seemed like after salary cuts, the next step would be to let us go.”
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Respondents 7: "Yes, it happened. |1 know about it. Prices of food and other
commodities were so high, even our relatives that left for the cities for
greener pastures returned home because of unemployment™.

Respondent 8: Yes. The indicators were inflation, negative GDP and high
unemployment. This is still the case as we speak. | also noticed that
during this period many people were frustrated and depressed caused
everything looked badly economically.

Respondent 9: "Yes. Our government was even borrowing a lot because the country
did not have enough money. Prices of food here at Uis increase a
whole lot. For example, a loaf of normal bread is about N$20 at the
local shops™.

Respondent 10:  "Yes. | am very much aware. Prices of food and services got so high.
I know that prices are normally exaggerated at villages, but prices were
crazy high specifically during this period".

Table 4.3: Respondents awareness of experienced economic recession between 2016

and2020

Source: Research data, 2022

From the responses above, all the respondents (100%) indicated that they were aware that
Namibia experienced economic recession between 2016 and2020. Two interviewees added that
they believe this situation still persists to date. A high number of interviewees indicated that,
increase in prices of goods and service, particularly food was one of the main indicators of
economic recession to them. Other factors identified by the respondents as indicators of
economic recession at Uis Village are inflation, high unemployment, increase in transport,
unusual government borrowing, negative growth in GDP, return of those that left for the cities

to the villages, salary cuts, job insecurity and decrease in living standards of the villagers.
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Interestingly, one respondent indicated that recession also had psychological indication of
frustration and depression amongst something villagers. Similarly, Kolar et al. (2012), in their
study, exploring consumer reactions to recession in Slovenia, Bosnia and Herzgovina found
that, recession evokes negative associations like depression, unemployment, loss of jobs and

alike and as such provokes a change in consumer buying behaviour.

Concurring from the findings, Okoro et al. (2021) in their study identified, high rate of
Unemployment, low disposable Income, Increase in government expenditure and high inflation
as indicators or symptoms of an economic recession. Another research also indicated that

economic also has psychological indications.

4.5.4 Respondents thoughts on findings of the first phase of this study done at Uis Village
which revealed that most (61.67%) of the heads of households were aware of economic
recession which occurred between 2016-2020 in Namibia, while a number of households
were either unaware (5%) or not sure (33.33%).

In this section respondents were asked to give their thoughts on the findings obtained in the
quantitative phase of the study which indicated that despite the fact that most of the heads of
households were aware of economic between 2016-2020, there remained an interesting number
of people who either did not know what economic recession is or where not sure what economic

recession is. The findings to the above are presented and discussed below.

Respondent 1: “At the villages it is often hard to differentiate times of economic crises from

normal times. For instances prices of food are normally high at the villages,

because the business owners set food prices in a manner that would earn them

profit. This type of environment could make one blind to economic recession.”
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Respondent :“I think it is so because villagers are seldom interested in matters like economic

recession and so forth. Also, villages are constituted by highly uneducated

majority, who have no interest in the economic position of the Country.”

Apart from nurses, teachers, municipal workers, mine workers/executives,

school children and a few others there is not much education at the village.

So, in brief, I would say lack of interest and lack of knowledge are some of

the main contributing factors to this situation.”

Respondent 3: “I think it is just because of lack of interest of the respondents on the

Respondent 4:

Respondent 5:

Respondent 6:

Respondent 7:

economic matters of the country or the respondents probably did not
understand the question. But it mainly has to do with ignorance actually.”

“It is simply because of ignorance, because people at Uis have given up on
themselves. It is pure ignorance.”

“It’s because of lack of education and lack of personal development and
advancement . Majority of the inhabitants here at Uis are illiterate and they
honestly don’t care about things like economic recessions.”

“It is because of lack of interest in things that matter and illiteracy. Young
people at Uis, especially do not care about the economy of the country.”
“Village people mostly do not care about things like an economic recession.

It is because of ignorance and illiteracy.”

Respondent 8: “It is because of lack of interest in things that are important. It is hard to miss
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such a situation.”

Respondent 9: “I truly believe it is because of ignorance and lack of interest in things that

our concern and its citizens.”

Respondent 10: “Because of illiteracy, lack of interest and ignorance. Uis is constituted by

by old people that do not really care about and young people who are

ignorant.”

The above responses revealed the views of the respondents as to why there were respondents
who were either unaware or not sure about the occurrence of an economic recession between
2016 and2020. Six interviewees indicated that lack of interest in the economic matters of the
country was one of the main reasons why there was such an interesting distribution in the
findings. Five (5) interviewees mentioned illiteracy or lack of education as another one of the
main reasons the participants did not understand what an economic recession was. Ignorance
was also identified as one of the reasons why the aforementioned occurrence was unnoticed by
the respondents in the quantitative phase of the study. One respondent echoed sentiments that
consumer buying environment at the villages is the same regardless of the economic conditions

people went through in the country.

4.5.5 Presentation of respondent’s views on why most household at Uis Village felt that there
was no change in their buying behaviour during the recessionary period of 2016-2020
compared to other periods?

This part of the study discusses the respondents’ inputs on the reasons why there was such a
high distribution (56.6%) of villagers who felt that their buying behaviour during recessionary

period between 2016 and2020 compared to the years of economic boom was impacted by the
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same notwithstanding the economic cycle the country was experiencing. Below are the

presentation of respondents’ responses and the discussions.

Respondent 1: “Because Uis is a village and prices of goods and services are always high at

villages including other aspect that add to improving a person’s standard of

living; and because of this some of the inhabitants of Uis Village were not

able to differentiate between recessionary periods and periods of economic

boom.”

Respondent 2 : ““I think it is because things are always the same here, nothing really

changes.”

Respondent 3: “Because things do not change much at Uis. Whether there is recession or not

life and situations are regarded the same out here, year in and year out.”

Respondent 4: “What really changes at villages in terms of the economy? Nothing, things

are always the same. Prices of commodities are always inflated, because

business owners and service providers always want to make profit so they

inflate the prices of goods and services. The respondents were looking

at things from that angle.”

Respondent 5: “I do not understand why it would almost be the same. Times have changed a

lot, prices of goods and services are now sky high. It might be because of

that people could not differentiate distinctively between the two periods.”

Respondent 6: “Uis is a village that is poverty stricken, like any other village. People are
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faced by economic hardships regardless of the economic environment. So,

one would not really take note of recessions periods and boom periods at

the villages.”

Respondent 7: “People think that way because nothing really changes at the villages.

poverty still prevails, whether we are experiencing economic recession or not,

| also, do not see a difference.”

Respondent 8: “It should not be the same. People are just trapped in poverty and ignorance.

It is very hard to see anything positive from that position.”

Respondent 9: ““I really cannot think of a reason this would be the case”.

Respondent 10: “This is such a worrisome finding and as a teacher it’s shocking. The

distribution between these two should not be the same. Villages do feel the

effect of economic recession as well as that of economic boom, however a

close observation has to be done for one to notice the difference.”

The above responses show that, most respondents (6) are convinced that the reason there was
such a high distribution of respondents in the first phase of the study that felt that their
household buying behaviour is stagnant throughout the economic cycle is because nothing
really changes at Uis Village whether the village is faced with economic recession or not. The
respondents were of the opinion that prices of commodities are always high, as well as other
factors that characterize economic recession even in periods that there is no recession and as
such the impact felt could be the same as that in economic recession during periods of economic
boom. However, three interviewees responded that there should not be such a high number of

respondents who feel that way, one respondent added that the effect is felt at the villages, but
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a close observation needs to be done to differentiate what economic period we are facing.
Respondents echoed that poverty and ignorance could be the catalyst behind such a reality,
they stated that villages are poverty stricken and find it very hard to see anything positive from

that position. One respondent could not think of anything reason this was the case.

4.5.6 A presentation of respondents views on reasons most household heads at Uis village
felt that economic recession between 2016 and 2020 had no effect on their household brand
preference?

In this segment, respondents were asked to give their opinion on the possible reasons that would
lead to households believing that economic recession that occurred between 2016 and2020 had
no effect on household buying behaviour in terms of brand preference. Respondents’ responses

are documented and discussed below.

Respondent 1: “Brand preference is really not something we opt for here at Uis, or villages
in general . We look at the price of the product, if it is too expensive, we go
for the cheaper one. We are not bothered by quality and so forth. I think this
is why most participants responded that way.”

Respondent 2: “I think households gave that response because brand preference is not a

primary concern a Uis. The cheaper the product the more suitable it is for
us, as long as we are satisfied.”

Respondent 3: “We do not really prioritize brands in our households out here, we go by the

the price of the product. If the price of a particular product brand, we like
increases we go for the next best brand which is cheaper. For example, |

recently went shopping and found that the price of the mayonnaise brand our
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household is accustomed to has gone up, | chose the no name brand which

was cheaper and still did the job. So, at villages we simply react to prices not

brands.”

Respondent 4: “I think it’s simply because households do not prefer brands, they go for the

price instead. As long as we can use the product and satisfy our needs at that

time, nothing else really matters.”

Respondent 5: “That is because it is true, price takes precedence over brand, quality or

anything else at villages. Households are often just in survival mode.”

Respondent 6: “This could be true for some households, but | cannot say the same about our

household. We love specific product brands, we were and still are affected

by increase in price sponsored by economic recession, so we now shop for

our essential commodities in Swakopmund or Omaruru so we can still

access our favorite brands at a cheaper price.”

Respondent 7: “As a store owner, who also heads a household, I can attest that economic

recession has no effect on brand preference here at Uis village, people prefer

cheaper product not better brands, I don’t even stock up on products from

lavish brands, | stock products that are more suitable for villagers.”

Respondent 8: “This might be true for majority of households, and | agree with this finding.

brand preference is not a priority at the village, much less the fact that, the

economic recession has anything to do with it, it probably does but we don’t
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see it at the villages.”

Respondent 9: “Because we always buy what we can afford, it is never about brand
preference or about the quality of the product in our households, as long as
the product satisfies the need that arose, we do not really care about brand
loyalty.”

Respondent 10: “This is because we do not do brands at villages, what we buy or don’t buy
is always motivated by price and not a specific brand, we are only interested
in survival here, nothing else, we just want to satisfy our daily basic needs.”

Through the findings obtained from this section, it is evident that most households at Uis
Village are driven by prices and not necessarily brand loyalty or quality for that matter. The
respondents stressed that brand preference is not even something that crosses their minds when
shopping, they alluded to the fact that they were motivated by the price of the product, the
cheaper price is what mattered to them. Encouraging the notion that, brand preference is not a
primary concern at the villages, one respondent stated that at Uis Village they only cared about
satisfaction and survival. However, one household head at Uis Village indicated that brand
preference was of the utmost importance in their household, and the economic recession did
affect their brand preference as prices of their favorite brands often increased with the crisis;
they also mentioned that they mitigated against this effect by purchasing groceries at
neighboring towns such as Swakopmund and Omaruru as the prices of commodities were

cheaper in those towns.
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4.5.7 Results of consumption patterns adopted by households at Uis Village during economic
recession and respondents’ thoughts on those households that did not need to adjust their
consumption patterns between 2016 and2020.

The findings of this study through the quantitative phase of data collection at Uis Village,
revealed that most households at Uis Village had their consumption patterns altered by
economic recession between 2016 and2020 to a great extent, however, a considerable
percentage of household heads indicated that this had very little effect on their consumption
patterns. Continuing the investigation, the researcher asked the respondents of the study to
identity the consumption patterns they adjusted to during the economic recession and give their
opinion on the possible reasons that would permit some households not to alter their
consumption patterns during the economic recession. Below are the responses the researcher

obtained from the participants.
Respondent 1: “In my view, the households that did not need to adjust their consumption
patterns where either very rich that they did not need to alter their consumption
or very poor that they did not notice any change, if not, the respondents did
understand the question. During the period of economic recession which is
still going on, we made cautious spending decision in my household. | become
more or price sensitive and comparative shopper.”
Respondent 2: “Probably because of extreme poverty or extreme riches. Consumption
adjustments we had to make in our households were: buying necessities rather
than luxuries, buying products on promotions, bargains and specials like

combos, and buying less of everything I used to buy more of.”
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Respondent 3: “Some of the reasons could be lack of economic awareness, carelessness,
poverty and lack of education. In our household we cut back on saving and
started buying less products than we used to, we also started consuming food
sparingly, we cooked on schedules and measured the amount of food that
needed to be cooked carefully so that there is no waste of food.”

Respondent 4: “Hard economic times cause shortages in financial resources, | am not sure
how it would not affect household consumption patterns. My household, just
like many others turned to substitute products, postponed purchase of
durables and luxuries, repaired more at home and provided some service and
products ourselves during the aforementioned period”.

Respondent 5: “It could be that those household see no difference in their consumption
during economic recession as opposed to the times of economic boom while it
is true that economic recession has severe effect on villagers it is also true that
times are always hard at the villages, whether there is recession or not, those
those respondents could be coming from that angle. We become less wasteful

in household, we also changed our habits and preferences in order to overcome
the economic crises.”

Respondent 6: “During the recession period we reduced lavishness, we started purchasing

in smaller quantities, we started giving importance to cheaper products, were

shopping on discounts, using more credits, being more careful with money,
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shopping on specials and bargains and so forth. If your household did not
need to any of the above, it means you were not affected by economic
recession, at least not financially. So, the distribution of households who

believe there was no change fall in that pool of people.”

Respondent 7: “I can honestly not think of any positive reason why this would be the case,
but one thing that could be is that consumption of some products will not
change regardless of how pricey or cheap they are because some products do
not have substitutes for example the consumption of wheat will still be the
same regardless of what price they are sold at. As for my household, I now
discuss purchase decisions more with my spouse, and I’m more conscious in
my decision making process. We only cook three times a day and eat cereal
in between.”

Respondent 8: “Consumers adjust their prices during crises, including economic recession,
That is the normal expectation but because villages are affected differently
by economic recession it could be that some of them were not affected in
a way we would expect. We mostly changed our eating, cooking and

spending habits in our household, we started doing less of it.”

Respondent 9: “Those household who did not need to lower their spending or become more

price sensitive, thus changing their consumption were perhaps so well off that

they were not impacted by economic recession. | must admit, this ongoing
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economic situation reduced our household purchasing power to a great deal,
we don’t shop very often like we used to, and we have cut back on our food
consumption.”
Respondent 10: “I am not sure what reasons those households could have, but my household
Was severely affected. Normally we would try to eat a balance diet at home
But now we just eat for energy and satisfaction.”

From the above responses the researcher deduced that most participants felt that the reason
quite a considerable number of respondents felt that they did not need to adjust their
consumption patterns was either because they were so rich that they did not need to or that they
were so poor that they could not cater for anything other then what they are used to. Two
respondents identified illiteracy and carelessness as reasons for such an occurrence. Two
respondents could not give reasons to such an occurrence. One respondent mentioned that the
fact that some products do not have substitute products could lead to a finding such as the
aforesaid. The consumption patterns established by the respondents are summarized in the

below table.

% Buying less of everything

¢ Started spending cautiously

+«+» Became more price sensitive

+ Became a comparative shopper

+« Buying only necessities rather than luxuries

¢ Buying products on promotion, specials and bargains like combos
s Consuming food more sparingly
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¢+ Cooked on schedules and measured the amount ingredients that needed to
be used in order to avoid waste

¢+ Started meal preparations to save costs

¢ Buying substitute products

% Repairing more at home than buying new products

¢ Providing some services and goods for ourselves

% Become less wasteful

¢ Changed product and service preference

¢ Giving importance to cheaper products

¢+ Using more credits and shopping discounts

¢+ Discussing purchasing decisions with my spouse and becoming more
conscious of my decision making process

¢+ Shopping less frequently

Table 4.4: Household consumption patterns

Source: Research Data, 2022

4.5.8 According to the findings of a first phase of this study, done at Uis Village, a higher
percentage (51.67%) respondents felt that the impact of economic recession on their
household buying behaviour between 2016-2020 was great, however, 6.67% of respondents
were affected very little, while an equal distribution 20% of respondents were either affected
to some extent or were undecided about how they were affected. What are your thoughts on
those respondents who were impacted very little and those who were undecided?

Six interviewees who participated in the study responded that those households that were
impacted very little, were either very well off or not very aware of their economic situation.
Two interviewees thought that they could be mistaken about the extent to which they are
impacted, while the remaining two interviewees could not think of any reason this would be
the case. On respondents who were undecided, four interviewees viewed this choice as being
ignorant about their economic situation. A number of five interviewees thought that those
respondents lacked education and were careless and uninterested about the economic affairs of

their country. One interviewee thought that it wasn’t surprising to see such a result, the
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interviewee stressed that “Uis Village is mostly constituted by old people and young people

who ambition and interest in anything much less economic recession.”

4.5.9 Describe how your household was impacted by change in disposable income caused by
economic recession between 2016 and2020?

When asked the above mentioned, four of the respondents specified that lost employment was
one of the main factors that caused change in their household disposable income. This
decreased the total disposable income earned by those households during the year under
review. Five of respondents mentioned that they experienced salary cuts, nonpayment of
salaries and reduced working hours during the period under review, this meant that their
household income was damagingly impacted. Interestingly, one of the respondents indicated
that they found employment during economic recession, this meant that their household income

improved during economic downturn.

4.5.10 In your opinion, how can households in Namibia, especially those in rural areas such
as Uis Village mitigate the impact caused by economic recession?
The researcher asked the interviewees views on how households can alleviate the impact of

economic recession in rural areas and the below responses where obtained.

Respondent 1: “I think the first step is to educate ourselves about the economy of our
country most, especially the young people. It is important that we have an in
depth understanding of what economic recession is and not just mere
awareness of it but an understanding of the entire economic cycle and where
our country stands economically in a particular period of time. If villages are
resourced with this type of information, it will be easier for them to take the

necessary steps in order to mitigate the situation.”
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Respondent 2: “I think agriculture is one of the tools we can use to mitigate effect caused by
economic recession. We should encourage our people most especially here at
Uis to take part in agricultural activities. This will also help boost the GDP
of our country when it materializes.”

Respondent 3: “Farming is the answer, we should motivate our rural communities to resort

to farming , but most especially farming with livestock because our lands here
at Uis are not suitable for gardening. We especially have to get young people
on board because young people normally live for cities in search for a better
life and leave the very old and weak at the villages, this situation has to
change first if we want to survive during recessionary periods. We also

need to educate and give financial assistance in that regard.”

Respondent 4:“I think for villages, agriculture, education and financial resources would
make a difference, these things will take us a long way. In rural areas we have
to work towards self-sufficiency and sustainability so we can assist our
government “.

Respondent 5: “Agriculture, Agriculture, Agriculture that is our weapon, and it’s good to

see that Namibians have been showing so much interest in it lately, we
recently finished facilitating a program were residents of Uis were signing up

to receive livestock from the government as a loan in order to begin animal

farming.”
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Respondent 6: “In order to avert economic crises in villages poverty-sensitive responses
should be adopted, these mechanisms will help the villages cope since they
are usually, poverty stricken. Some of these mechanisms could be helping the
poor households maintain their consumption and helping villages in using
natural resources and ecosystem services provided by the environment to
support economic growth and better livelihood conditions for village people”.

Respondent 7: *“ Most of our rural areas are inhabited by old people we first have to work

on young people retention and empower our young people in the villages
educationally and financially that way they will stay in the villages and create
development initiatives that will help villages cope with economic recession
and increase national output of the country in the long.”

Respondent 8: “To help mitigate this, the government needs to look beyond stimulus

packages that it offers in rural areas, yes, such help is needed to improve
employment and spending during economic recession but we need to resource
villagers agriculturally that is where villages have an advantage”.

Respondent 9: “The government should include green growth strategies in stimulus

programs for rural areas, this will really help rural areas.”

Respondent 10: “Boosting education, skills development and supporting sectors like

agriculture which have the potential to create employment and growth in the

villages would help mitigate the impact caused by economic recession.”
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According to the above responses a higher number of five interviewees put forward agriculture
as the perfect solution in mitigating the impact of economic recession at villages. One
respondent added that a boost in agriculture at villages like Uis would contribute greatly to the
GDP of the country eventually. One interviewee stressed that before embarking on a journey
to mitigate the impact of economic recession at villages, there is a need to educate villagers
about economic recession. While two others mentioned that the government be more long-term
thinking in stimulus programs that they provide at the village. Two of the respondents
suggested that there needs to be skill development as well, which might boost in efforts to
mitigate the impact of economic recession. It was also mentioned that young person retention
in villages is one of the biggest obstacles that needs to be remove if we want to do better in
villages, whether we are experiencing economic recession or not. One respondent echoed that
there be incentives that will make young people stay in the villages to help contribute to the

development of the villages.

4.6 Summary

This chapter presented the results of the study. Two research instruments were used to
investigate the impact of an economic recession on households buying behaviour at Uis Village
between 2016 and 2020, namely, the questionnaires and the interview guide. Since the study
adopted the explanatory sequential research mixed methods research design, data were
collected in two phases, first the quantitative phase, followed by the qualitative phase. Data
collected was analysed to capture the responses of the participants and hence derive the
findings of the study. The discussions, conclusions and recommendations emanating from

these findings are presented in the next chapter.
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CHAPTER FIVE

CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction

This chapter discussed the conclusions and recommendations of the study: “’Investigating the
impact of the economic recession on households buying behaviour between 2016 and 2020 at
Uis Village’. The chapter also provided the relevant recommendations towards the
aforementioned, highlighted the limitations of the findings and stressed the areas for possible

further research.

The overarching goal of the study was to investigate the impact of the economic recession on
households buying behaviour between 2016 and 2020 at Uis Village. To achieve this goal, the

following objectives were pursued:

i.  To explore the impact of the economic recession on households buying behaviour

at Uis Village,

ii.  Todetermine the impact of the change in disposable income of households during

the economic recession on households buying behaviour at Uis Village,

iii.  To assess the effect of the economic recession on households buying behaviour

towards brand preference at Uis village, and

iv.  To establish the consumption patterns of households at Uis Village during the

economic recession between 2016 and 2020.

Also formulated alongside the above objectives were the research hypotheses which stated:

Ho. The economic recession had a significant impact on households buying
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behaviour.
Ho1: The economic recession had no significant effect on households buying
behaviour.

In section 5.1, the chapter was introduced, while in section 5.2 the study findings were
summarized in relation to the research objectives and the hypotheses. Section 5.3 discussed the
study conclusions which had been formulated in relation to the problem statement. Section 5.4
focused on the recommendations based on the study findings. In addition, section 5.5 provided
limitations of the findings of the study and section 5.6 concluded the chapter with areas of

further research.

5.2 Conclusion (s)
This section focused on the conclusions that emerged from the findings of the study based on
the study’s objectives. The questionnaires and the interviews were structured to achieve the

objectives which were set out in Chapter One.
The following discussions focused on the conclusions that emerged:

i. To explore the impact of the economic recession on households buying behaviour at

Uis Village.

The researcher concluded that 51.67% of households at Uis Village were impacted by
economic recession that occurred between 2016 and 2020 in a great way, with 20% stating that
they were impacted to some extent. However, distribution of 6.67%, 20% and 1.67% of
respondents indicated that they were either impacted very little, undecided or not impacted at
all respectively (See figure 4.5). A further analysis relating to this distribution carried out
through the qualitative phase of the study found out that those respondents were either very

well off or not very aware of their economic situation when the recession was going on. The
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study also revealed that, some respondents might have been ignorant or lacked economics
education to understand what was going on. All things considered, household buying behaviour

was found to have been impacted by the economic recession to a great extent.

The above findings concurred with the findings of previous studies by Mansoor and Jalal
(2011), Kiran (2011) and Saurabh and Devik (2014). All the above cited researchers agreed

that economic recessions have a great impact on households’ consumer buying behaviour.

ii. To determine the impact of the change in disposable income during an economic

recession on household buying behaviour at Uis Village.

According to the findings presented in figure 4.7, although 43.33% of respondents indicated
that their household buying behaviour was affected by change in disposable income to a great
extent, the remaining percentage felt differently. A considerable number of respondents were
either impacted to some extent (20%), very little (6.67%), undecided (16.67%) or not impacted
at all (3.3%). In an in depth interview executed during the qualitative phase of the study, the
respondents were asked to describe how disposable income changed in their households during
the period under study; and four respondents indicated that some members of their households
lost jobs, which meant that the total disposable income attributable to those households
decreased drastically during the period under review. Five respondents resonated that some of
them had to take salary cuts and reduce their working hours, which affected their disposable

income negatively, all of this was necessitated by the ongoing economic recession.

Through the findings and concurring with the literature reviewed, a change in disposable
income does impact households buying behavior to a great extent, Slovakia et al. (2015) found
that changes in consumer behaviour are dependent on change in disposable incomes of the
consumers. Adegbite et al. (2018) investigated the effect of an economic recession in the Ogun

state in Nigeria, and the study found that disposable income has a strong positive and
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significant effect on the consumers’ buying behaviour which is consistent with this study

findings.

Iii. To assess the effect of the economic recession on household buying behaviour towards

brand preference at Uis Village

The findings of the study revealed that an interesting result of 26.67% of respondents indicated
that their brand preference was not impacted by the economic recession. Those who indicated
that they were impacted to some extent where 23.33% of the participants and those who were
impacted to a great extent where 20%; and others who were affected minimally were 11.67%.
A percentage of 18.33% of participants were unaffected. During the second phase of data
collection, the researcher sought to unearth the reasons why most of the respondents at Uis
Village indicated that their brand preference was not affected by the economic recession that
occurred between 2016 and 2020. Again, the study found that Uis Village residents were driven
by prices and not necessarily brand loyalty or brand quality for that matter. According to the
responses obtained, brand preference was not even something that crossed the respondents
minds when shopping, the respondents alluded to the fact that they were motivated by the prices
of the products; the cheaper the price of the product or service the more they were motivated.
Adding to that, the respondents put forward a notion that brand preference was not a primary

concern at the villages, satisfaction and survival during the economic recession was.

The study disclosed that households at Uis Village do not place much importance to brand
preference and therefore stated that their brand preference in relation to their buying behaviour
was mostly not impacted upon during the economic recession. These results were similar to
previous studies when examining the reasons why the respondents did not give much
importance to brand preference. In agreement to this finding, Kumar and Singh (2014) revealed

that with less money in hand, the consumer preferences towards necessities increased whereas
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the purchase of luxury items decreased, gold being an exception. The above mentioned
researchers further noted that, in times of hardships, branded products lost their cause to prices
with people turning towards inferior quality products as substitutes. A study conducted by
Hrund (2016), which examined the impact of economic crises on buying behaviour and
consumer attitudes, also revealed that Icelandic consumer attitudes towards shopping and brand
switching were influenced by the economic environment, which was consistent with this
study’s findings which revealed that 23.33% of households brand preference was influenced

by the economic recession to a large degree.

iv. To determine the consumption patterns of households at Uis Village during economic

recession between 2016 and 2020.

The study found that the economic recession adjusted 31, 67% of households consumption
patterns to a great deal. The study also found that 23.33% of the respondents were impacted
upon to a very little extent, 16.67% to some extent, 15% were undecided and 13.33% were not
impacted upon at all. In addition, in the second phase of the study, the respondents were asked
to identify the consumption patterns they adopted during the recessionary period between 2016
and 2020. Amongst others, the respondents were discovered to be buying less, spending
cautiously, becoming more price sensitive, becoming a comparative shopper, buying only
necessities and foregoing luxuries, consuming food more sparingly and using credits and

shopping discounts ( See Table 4.4).

Some of the consumption patterns identified by this study were similar to those identified by a
study conducted by Alimen and Bayraktarogulu (2011) on Turkish consumers. The study
sought to determine consumption adjustments of Turkish consumers during global economic
crises. Some of the consumption patterns identified were those that pointed cautious spending,

simplicity in purchases and distribution, product adjustments, quest for low price, financial
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anxiety, promotion adjustments, and awareness among consumers. Crossley et al. (2012) also
identified that consumers were buying more of necessities rather than luxuries. Aminu and
Oyefesobi (2018), Sharma (2011) and Ibrahim et al., (2017) to name a few also had similar

findings.

This study sought to investigate the impact of economic recession on household consumer
buying behaviour at Uis village between 2016 and 2020. From the above statements,
conclusions and summary of descriptive statistics it is evident that the economic recession had
a significant impact on households buying behaviour and as such the null hypothesis of this
study was established and the alternative hypothesis was found to be inconsistent with the
participants’ responses. The overall conclusion that can be arrived at is that, indeed, the
economic recession experienced between 2016 and 2020 negatively impacted households

buying behavior at Uis Village, in Namibia.

5.3 Recommendations
Based on the conclusions from the findings of the study. The following recommendations

were made:

% As indicated in the study there is a lack of education and awareness of the public on
economic recessions at villages. To this end, the study recommends that local
authorities in collaboration with educational institutions and other private sector
organizations provide such education and awareness at villages in order to bring

awareness and preparedness of this important economic phenomenon at villages.

K/

% Again, based on the conclusions, the study recommends that skills development and
agricultural projects be used as strategies to mitigate the impact of economic recessions
on households buying behaviour at villages as such actions could also help villages to

contribute significantly to the national economy.
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The study also recommends that education on concepts such as consumer buying
behaviour are important for households and individual consumers and must be provided
for by local authorities in conjunction with the educational institutions.

Attributable to the fact that the sample used in this study for the quantitative aspect of
the study might not have been large enough for a quantitative study, and as such the
findings of this study might not be generalizable. So, it is recommended that those who
might embark on a similar study must ensure that a larger sample is used.

It is recommended that this study be replicated in rural areas from other regions in
Namibia under a different period of an economic recession. This will enable confirming
as to whether the same findings can be established.

Additionally, further research could be undertaken among other villages in the southern
parts of Africa, where according to the literature review, there is paucity of such

research. This would ideally support the findings of this study.

5.4 Limitations

In this section the researcher highlighted the limitations encountered whilst conducting this
study. This was a forthright exercise done with the intention of making readers aware of the
limitations and how they might be prevented in future. The main limitations of this study are

discussed below.

The respondents approached during data collection were reluctant in providing information
required by the study, many of them thought that the information about their households buying
behaviour would be misused. The researcher managed the situation by assuring the respondents
that the information they provided would be treated confidentially and it would be used purely

for academic purposes.
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Furthermore, the researcher struggled to get permission from the respondents to record
interviews, most of the respondents thought that they would feature on social media for the
wrong reasons, as one respondent commented that “ You young people put everything on
Facebook these days, I don’t want to be a laughingstock . The researcher overcame this
situation by reiterating that anonymity and confidentiality was going to be strictly observed,
and that the researcher was obliged to strictly use the research findings for pure academic

purposes only.

In addition, the researcher also encountered a high level of illiteracy and language barriers
amongst the participants, which made it difficult for the researcher to collect data smoothly.
The researcher overcame this challenge by using a trained interpreter. Besides, some
respondents thought that the information sought by the study was being used for some reward
or relief a programme. The researcher overcame this challenge by reiterating the purpose of the

study.

Another limitation was that of the respondents being reluctant to participate in the study due to
the COVID19 pandemic scare and to come close to people or let people into their homes due
to COVID-19. The researcher overcame this challenge by insisting on wearing of masks
correctly, applying sanitizer in front of the respondents and keeping a 1,5m distance from the
respondents every time the researcher met them. Research assistants and the interpreter also

adhered to these conditions.

5.5 Areas of further research

Despite the study’s objective being accomplished, there are certain areas on the same topic
which may require further research. To begin with, the study only investigated a few aspects
of the consumer behaviour, namely, purchasing, consumption, and brand preferences during

an economic recession. Further studies may be conducted to look into other areas of buying
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behavior such as the substitute product effect on the impact of the economics recession or the
impact of the economic recession on substitute products and services. This study focused
entirely on Uis Village, Namibia, the researcher suggests that, to improve on external validity
in terms of generalization of the study findings, future researchers may look into conducting a

similar study in other villages of the country in other regions on a comparative basis.
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perusal. Her research synopsis indicates that her topic touches on “Investigating the impact
of economic recession on customer buying behaviour in households of Uis Village between

2016-2020".

Your kind assistance is highly appreciated
NAMIBIA BUSINESS SCHOOL
Yours sincerely %S

Greenfield Mwiki
Senior ResearchlCo-Cisg 28Ty oF NAMIBIA
Namibia Busine}s Bedided Minds & Shaping the Future
Uiniversity of Namibia

Tel: +246 61 413 500

Fax: +246 61 413 512

Email: mwakipgi@nbs edu.na

340 MandumeNdemufayo Ave. ~ Private Bag 16004 — Pionierspark — Windhoek — Website: www,nbs edu.ne
rd:om(nlam-mfm(u)omn-mm
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Appendix 2: Information letter

Information letter

Dear Respondent,

My name is Marianne Benita Garises, and | am pursuing a master’s degree in Management
Strategy at the Namibia Business School of The University of Namibia (UNAM). | am
researching on the Impact of Economic Recession on Household buying behaviour at Uis

Village between 2016 and 2020.

You are uniquely positioned to contribute to this research and to the broader effort to expand
and share your views on Impact of Economic Recession on Household buying behaviour at Uis
Village. It will be appreciated if you could take 20-60 minutes to respond to the questionnaire
and interview designed for this study. Your participation in this research is completely
voluntary and no payment will be made for your participation. Should you agree to participate,

you are allowed to withdraw from the study any time

This research is being conducted according to the UNAM guidelines and the information you
provide will be treated with utmost confidentiality. The information will solely be used for
academic purposes only. For more information, please contact me at 081 2146972, or via email

at gtuaanda@yahoo.com and my supervisor via email at ajeremiah@nust.na .

Your co-operation will be highly appreciated.

Thank you.

Yours Faithfully

Marianne Benita Garises

Supervised by: Dr Andrew Jeremiah (NUST)
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Appendix 3: Consent Form

Consent Form

I, the undersigned, have been informed about the study entitled ‘Investigating the impact of
economic recession on household buying behaviour at Uis village between 2016 and 2020 by

Marianne Benita Garises.

= | understand the purpose and procedure of the study and have been given an opportunity
to answer questions about the study and have had answers to my satisfaction

= | understand that | will be required to participate either in an interview or a
questionnaire which will a duration of about 20-30 minutes for the questionnaire and
about 40-60minutes for the interview. | understand that the interviews will be recorded.

= | declare that my participation in this study is entirely voluntary and that | may withdraw
at any time without affecting any treatment or care that | would usually be entitled to

= | understand that all the information that | may share during data collection will be kept
confidential and will not be disclosed to anyone else.

= | understand that the questionnaire and interview transcripts will be stored in secure
storage and destroyed after five years.

= |f | have any further questions/concerns or queries related to the study, | understand
that | may contact the researcher or her supervisor. | have been provided with their
contact details

= | am willing to allow the interview to be recorded with audio equipment.

Signature of the participant Date
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Appendix 4: Questionnaire Cover

Questionnaire Survey

Dear Sir/Madam

My name is Marianne Benita Garises, a Master of Business Administration in Management
Strategy student at the Namibia Business School of the University of Namibia, registered with
student n0:200618024. As part of the requirements of my studies, | am conducting a study. The
aim of this study is to investigate the Impact of the Economic Recession on Household

Buying Behaviour at Uis Village between 2016 and 2020.

Your participation in this survey is voluntary. All information obtained from this questionnaire
will be kept confidential and will be used for academic purposes only. This questionnaire will

take about 20-30 minutes.

Thank you so much for your time and contribution to this research project.

Kind regard,

Marianne B Garises
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Appendix 5: Questionnaire
Survey to investigate the Impact of the Economic Recession on Household Buying

Behaviour in household of Uis Village between 2016 and 2020.
Instruction:
Where applicable, indicate your choice of answer by marking with (X) in the appropriate box.

SECTION A: Demographic Information

1. Gender: Male . Female L]

2. Age (years):

Below 25 L 25-30|:I 31-40|:I 41-50|:I 51+|:I
3. Inhabitants per household?
] ] ] ]

1-2 Inhabitants 3-5 inhabitants 5-6 inhabitants 7 or more inhabitants

SECTION B: Economic Recession and Household Buying Behaviour

4. Are you aware of economic recession that Namibia experienced between 2016-2020?

] ]

Yes No Not sure
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5. How has your household buying behaviour changed during recessionary period
between 2016 and 2020 compared to the years prior when the economy was doing

better?

PositivelylzI NegativelylzI Not ChangelzI Not sure

6. To what extent has economic recession impacted your household buying behaviour ?

]

Not at all J Very little J To some extent J To a great extent J Undecided

7. To what extent did change in disposable income impact your household buying

behavior between 2016 and 2020?

Not at all L Very Iittle|:I To some extent L To a great extent L Undecided

8. To what extent where your household brand preferences affected by economic

recession between 2016 and 2020 due to economic recession?

] ] ] ]

Not at all Very little To some extent To a great extent Undecided ]
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9. To what extent did economic recession between 2016 and 2020 impact the change in

your household consumption pattern?

]

Not at all L Very L To some extent L To a great extent L Undecided

Thank you for your time!!!
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Appendix 6: Interview Guide

Interview Schedule

An interview guide to investigate the Impact of the Economic Recession on Household
Buying Behaviour in household of Uis Village between 2016 and 2020.

1. In your own words, what is the meaning of the term economic recession, in your own
words ?

2. What do you understand by the term consumer buying behaviour?

3. Are you aware that Namibia experienced economic recession between 2016 and 2020?

If so, what were the indications of this situation in your opinion?

4. The data collected in the first phase of this study revealed that higher (61.67%) of the
heads of households where aware of economic recession that took place between 2016-
2020 in Namibia, however, there were a number of households that were either unaware
(5%) or not sure (33.33%) whether or not Namibia experienced economic recession

between 2016-2020? What are your thoughts on that?
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5. The results from the first phase of this study indicated that 56.6% of households buying
behaviour did not change during recessionary period compared to the years of economic
boom. Those household who indicated that they were negatively impacted were 40%,
the remaining 3.33% indicated that they were positively impacted. Why do you think
that most households at Uis Village felt that there was no change in their household

buying behaviour in times of recession compared to other periods?

6. Why do you think most household heads in Uis Village believe that economic recession
between 2016 and 2020 had no effect on their household brand preference?

7. The findings from the first phase of this study also unearthed that most households at
Uis Village had their consumption patterns altered by economic recession between
2016 and2020 to a great extent, however, a considerable number of household heads
indicated that this had very little effect on their consumption pattern. What are your
thoughts on that and what consumption adjustments did you and your household adopt

during economic recession between 2016 and2020?
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8. According to the findings from the first phase of the study, most (51.67%) respondents
indicated that the impact of economic recession on their household buying behaviour
between 2016-2020 was great, however, 6.67% of respondents were affected very little,
while 20% of the respondent either affected to some extent or where undecided about
how they were affected. What are your thoughts on those that were affected very little

and those that were undecided?

9. Describe how your household was impacted by change in disposable income caused

by economic recession between 2016 and2020?

10. In your opinion, how can households in Namibia, especially those in rural areas

mitigate the impact caused by economic recession?

Thank you for your cooperation!!!
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Appendix 7: Editing

SHUMBA CONSULTANCY

P.O. Box 55225

ROCKY CREST WINDHOEK
NAMIBIA

LANGUAGE AND COPY- EDITING CERTIFICATE

015t May 2022

RE: LANGUAGE EDITING, COPYEDITING AND PROOFREADING OF THE MASTER OF BUSINESS
ADMINISTRATION (MBA) — STRATEGY DEGREE THESIS OF THE UNIVERSITY OF NAMIBIA
(UNAM) - NAMIBIA BUSINESS SCHOOL (NBS) — FOR MS MARIANNE BENITA GARISES
200618024

This certificate serves to confirm that I copy edited and proofread Ms. M.B. Garises Thesis for language
editing, spelling, syntax and logical flow of ideas only up to the best of my ability and
professionalism.

The thesis is entitled: YINVESTIGATING THE IMPACT OF THE ECONOMIC RECESSION ON
HOUSEHOLDS BUYING BEHAVIOUR AT UIS BETWEEN 2016 AND 2020"

I hereby declare that this thesis was professionally language edited, copyedited and proofread.
Mistakes and errors in spelling, grammar, punctuation and syntax were corrected. Sentence
construction (syntax) was without altering the import of messages the
researcher intended to communicate to the intended audience.
Typing errors in the thesis, and formatting errors were improved so that they adhered to the
UNAM thesis research guidelines.

I am an experienced and trained language and copy editor, with vast experience in the profession
of editing of theses at post graduate level for university students at national, regional and
international levels where I have so far edited several theses.

Please feel free to contact me using contact details shown below
should the need arise

Yours Sincerely,

=z 5

;Q(SC!\CQ i
Ms. SR Sibanda
MANAGING DIRECTOR
Management Accountant

Shumba Consultancy
+264812617778
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