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ABSTRACT

The study assessed how personal selling influences patronage of HP Products in Ilorin Metropolis.
The study's objectives were to: examine the influence of handling objections by the sales force on the
patronage of HP Products in Ilorin; and determine the impact of follow-up on the HP patronage. The
study adopted a survey research design. Samples of 397 respondents were selected using Godden's
(2004) formula. Linear regression was used to test the hypotheses at a 0.05 significant level. The
result of the study shows that handling objections by the sales force has a significant impact on the
patronage of HP products in Ilorin. Also, follow-up by the sales force has a significant effect on the
| patronage of HP Products in llorin. The study concluded that handling objections and follow-up
activities by the sales force have significant impacts on the patronage of HP Products among Nigerian
youths. Therefore, the study's recommendations emphasize listening to customers to hear their
objections while the salesperson tactically solves them; and implement a consistent and structured
follow-up system to reach out to customers after their purchase.

Keywords: Customer Patronage, Handling Objection, Hi-tech Product, HP Product, Personal selling

INTRODUCTION

A product that has been well-conceived and produced using the most cutting-cdge technologies and

l the highest quality inputs cannot sell itself (Anyadighibe, Awara & Esu, 2016). It must therefore be
released into the public domain through the promotional mix. A favourably response by a product to

the marketing mix will lead to a high level of performance of the product in the marlfelpl.ac_:e.

Promotion, also known as marketing communication, is an important element fJf the marketing mix.

This element alerts consumers or clients to the existence of a product or service (Razzaq, 2017). It

passes information about a product and its features to potential buyers.

x, is a vital piece of an organization's overall

Personal selling, as an element in the promotional 'mi : b
marketing strategy. It is a One-on-one communication between payees and potential representatives

leading to profitable deals, customer satisfaction, and human relatiomlfips (Taufig, 2023). Pcrsonal
selling, according to Adamu (2016), is the presentation of a persuasive message by selling to a

potential customer or group of customers. It can be done via pcrsonal_ corrcqundencc, phone
communicates effectively with potential customers 10

conversatior il. It is when a salesperson
3 . sations, or email. It 1s when peis ; e :
increase sales. Personal selling may begin with the aim of building a strong bolnil wulI’l:t:is:;:'u?g;g;:I
3 ) o & 4 1 "o sC ]
1 lz’gh’-ntlal customers. This relationship will eventually end with an attempt to "close
19)
1 .
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However, successful organizations in business . . development ol markcting Strates; ..
r..u:a"ur:’at-; hc}.‘::);:,rum:d} :!f:\‘(.-nnl!-‘-‘ the factors that :i”(;(" t}:::'.un'il '&C”r:ﬂ}! (Okoh, 2019). The Oﬂ;{l:;:,
s i ¥ RS | = . e ' _r“u" 1 pc L : - : g . o
which enable them to reach the target consumers th aplrmi.' way in direct contact between sejer, and

; j i o OIS e . i
one interaction between the seller and the buyer gocs among them. This is reflected, in tum, ip the

buyers. It helps in establishing a strong relationship therefore, organizations are giving grea
P s1OI1Cs,
decision 10 purchase products rh:pl(:}ui mn s

. ware that they represent a key element int
comsideration to hinng sale persons because they arc ‘M"”T 'l,i:r:_‘lrc;;li):lg ;I:g(md imprc.ssion about l:]l:
;:'.!”';'-'f.'nlf:fﬂ r;f P‘.'f'-".'h.:‘.l ;_-”n.‘l' in contact “l”l hu)ur" and 1 i i

orgamzation and sts products (Okoh, 2019) o ” P
Personal selling 1s designed to present a form of one-on-one wmmum;d.j“fm'o{i'm:p;;rﬁ;()::}a? tzlenl;lm&
personal sales communication can be justified through correspondence ; : i dcl" one
conversation. Personal selling is a uscful tool for promoting classy compuler systems, w :):; 00r-to-
door selling and home demonstration partics may be C")HCI']“?I]‘ for mtr&)dllf:!lflg new products. To
maximize its smpact, personal selling should ideally be accompanied by advertising.

Turgeman (2015 ) the word customer or consumer patronage means a person or' thing that eats or uses
something or a person who buys goods and services for personal consumption or use. However,
personal selling is believed to be the basis for building a top brand Wh}Ch then impacts thf: strength of
# large brand and ulimately influences customer patronage which leads to sustainable sales
(Aghonifoh, Ogwo, Nnolim & Nkamnebe, 2017). A strong relationship exists betwf:cn .patronage and
loyalty; patronage is a result of the desire of a customer to be dedicated to an organization because of
s service quality or how they perceive the qualities of a product. Therefore, the extent of patronage
of a product by consumers relies on customer perception of the ability of the product to offer the
needed satisfaction.

Statement of the Problem

Products such as HP products require technicality of operations, handling, etc. This requires the
adoption of personal selling to explain and demonstrate where necessary, the usage and maintenance
1o the users. There are many studies on personal selling, but majority of the studies deal with all steps
of personal selling but this study, however, concentrates on examining the impact of objective
handling and follow-up on customer patronage because they seem to be the major aspects of the
personal selling steps that can influence customers’ attitudes most,

One 1ssue with objection handling is the lack of understanding of customer needs and concerns. In
some cases, salespeople may not have a thorough understanding of the customer's specific
requirements and concerns, making it difficult to address objections cffectively, In some cases,
potential customers may not completely voice out their objections, making it difficult for salespeople
to identify and address them. This can result in missed opportunities and lost sales (Ghose, 2019).

If salespeople do not have an effective system in place for trackin

Therefore, the salesperson has o be very acquainted wily the encount - ; st
customize an answer targeted 10 the customer’s needs. Also, (he sal cr.c: S e ok the
functionality of the product which could eventually lead (o a'rcduclti esperson may exaggemle’ -
result of being disappointed when the product does pot meet thei 011‘ n cust'umer palronagc. ;lbﬂtr
described. In light of this, the study, therefore, CXamines pcmu'rlr pr.cc'mm"s-a" jpromises

customer patronage al selling and its influence on

Volume |
olume 22, Nos, | & 8 'l"""“r)"J'-"wauly—i)cccmbcr. 2024
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;‘gnearfh Questions

How does handling objections by the sale

5 force influence the
How ¢ the patronage of Hp p

roducts in

What is the cffect of follow-up on the patronage of HP P
es of the Study

2 roducts in llorin?
objec‘i"
core objective of the study is to assess personal selling

Electronics with the specific objectives to: and its influence on patronage of HP

i assess the effect of handling objections by the sales force on the patronage of HP

orin; and Products in

. determine the effect of follow-up on the patronage of HP Products in Ilorin.
Rescarch Hypotheses
The following hypotheses were formulated to guide the study:

Hor: llandling_objcc!ions by the sales force has no significant influence on the patronage of HP
Products in Ilorin,

He:  There is no significant effect of follow-up by salespersons on the patronage of HP Products in
llorin.

LITERATURE REVIEW
Conceptual Clarification
Customer Patronage

Consumer patronage is a person or thing that eats or uses something or a person who buys goods and
services for personal consumption or use (Adiele and Opara, 2018). Even though the words consumer
and customer are usually used interchangeably by some authors, there is still a clear-cut difference
between those two words. The person that eats or uses thing is the consumer while the person that
buys it is the customer. One can be a consumer and not be a customer if you only consume the
product but you are not the one buying it. Also, a customer is not a consumer if the person only buys
but does not consume the product. However, one can be a customer at the same time a consumer if he
or she buys and at the same time, consumes the product. Going by the above explanation, customer
patronage could be seen as making a first or repeat purchase of an organization's product. It is an
ation by a person to make a purchase and even a repeated purchase of a product.

Osman (2019) sees consumer patronage as the repeat purchase intent of consumers at a particular
store for cither the same types of products or any other products. The main essence of repeat customer
patronage is to increase sales volume which has a positive effect on the pro{_'nabnhty of the
organization. Jeri (2018) suggests that a conceptualized notion of store patronage is anteceded by
attitudinal and behavioral intentions, and they offer several benefits which include functional or
utilitarian benefits, hedonic benefits, and psychological benefits {Kriesner & Leeth, 2018). Olhf:r
factors are hinged on behavioural measures (Nwulu & Asicgbu, 201?). Attitudinal measures are said
10 rank over behavioural measures, patronage behaviour can lhereifarc h.c measured by mynflfls of
factors including patronage intentions, shopping enjoyment, satisfaction, time spent, number of items
bougly, repeat purchases, money spent, the share of wallet, I?atrqnagc action and repeat purchase or
fe-patronage (Nwulu & Asiegbu, 2015). However, it is the alllluf;hnﬂl_hchav}qr lhal'movcs a customer
o the action of buying behavior. When this attitudinal Ewhavmor is positively mﬂucncccli, 15 do‘c.s
"t just lead to a one-time patronage but a repeat one which eventually lcads_, lo_loyally and hence a
strong relationship between the individual and that particular product or organization.

product or the other, it did not just come into play

Althoy (
: gh we are customers and consumers of one : : e
; WS | luct to start with in a way, then, be influenced

Ilkc thay but we must be aware of that particulzlr proc

Niu . . 133
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achieved therefore, personal seyj,
through promotional mix element before patronage caH hﬁc:;immcdialc sales. o
happens 1o be one of the promotional mix elements that influe

Concept of Personal Selling

Achumba (2020) defines personal selling as an oral presentati

buyers to make sales. The New Zealand Qualification Authority, sons, enthusiastically presenting
retailing and wholesaling marketing actions that lead to salespersons, g

products to customers to make sales. In other words, it is the ]’chcmm{llo" a(:lidg‘ziiitigg Sc(%fgs
before the customers in a way of influencing them to buy a product. K? er] s Botve sind c%z’sto )
posit that personal selling is the personal communication between a f'lrmslsgi ¢ Rl and K“;IICTS
to make sales and build customer relationships. Kotler and Armstrong, (2018) ‘;“ i . EAER
(2019) opine that personal selling is one of the oldest professions in the world. Its cv;oolp?merll coE]d
be linked to trade by barter when people exchanged goods for other goods g b el o
words, personal selling has been in existence for a very long time and has pccn pided O3 1XsE
selling organizations' products. It is not just an emerging tool for marketing, but one of the oldest
marketing tools for achieving sales volume.

on in a dialogue with one or more
(2018) also secs personal selling as

Amongst the elements in the marketing communication mix, personal selling mﬂuen.ces more. It is a
direct, one-on-one communication to create, modify, exploit, or maintain a rec:px:ocal valuable
exchange relationship. It is a direct one-on-one contact and therefore, the only promotlo'na.l tool that
encourages and uses on-the-spot consumer response. Personal selling is the process of assisting and/or
persuading a prospective customer to buy a product or service or to act favourably upon an idea that
has commercial significance to the seller (Donaldson, 2015; Agbonifoh et al, 2017).

Kotler and Armstrong (2018) posited that in today's hypercompetitive markets (including the Banking
industry) buying is not about transactions anymore; Company salespeople must know their customers'
businesses better than customers do and align themselves with customers' strategies. Personal selling
is an indispensable promotional mix element that pays attention to customers, evaluates their needs,
and proffers solutions to those needs through a joint effort from the organization.

New Zealand Qualifications Authority (2018) stated that personal selling carries out numerous actions
which comprise; identifying customers, developing product information, marketing, promotion,
prospecting, knowledge of customers, service standards, booking schedules, selecting the approach
for sales, meeting customers, recognizing the needs and requirements of customers, demonstrating
products, use of selling techniques, use of sales aids, making sales pitches, overcoming objections,
closing sales, completing documentation, receiving payments, recording sales, using sales
technologies, providing after-sales services, following up sales, and sales analysis. However, essential
elements of personal selling according to (Palmer, 2015) include; face
flexibility, promotion of sales, supply of Information, and mutual be
way communication flow between a prospect and a salesperson pla
potential buyers, match these needs to one or more of the firm’s prod
purchase the product.

-to-face interaction, persuasion,
nefit. Personal selling is a two-
nned to recognize the needs of
ucts and convincing the buyer to

Types of Personal Selling

There are four categories of personal selling (Achumba, 2014; Osuagwu, 2017: Palmer 2015). The
four categories all adapt related approaches in attaining their aims, Ilowc\:cr the,ir s r(:_:i[‘;c ob‘ec;tivcs
differ. The four categories of personal selling include: trade selling miss,ioﬁa I;ell'n [ej-chnical
selling, and new business selling. Trade Selling is the growth in lh:: volurns 3. ealels. %f the firm

through the provision of promotional backing to the intermediaries. This s n lly used when
intermediaries have a problem in selling the firm's product that they stocked SR

lpan.y"s sales by allowing the intermediaries
ombining the producers sales force with the
through the distributor.

However, missionary selling is an attempt 1o boost the con
to use the goodwill of the firm. It could be achieved by ¢
distributors salesmen and then passing all orders received

134 Volume 22, Nos, | & 2, January- ;
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ical Selling could be seen as creative selling. It comprises of the provision of technical zid 20d

Jdvice 10 customers by salcsrr!cn. This i.s most appropriate for technical products like :vra-:f,
ices. Technical selling requires an'alyncal and persuasive ability on the part of the seller in order

1o convinee the customer by making him know the worth of the product purchased (Osuzgwu, 2017)

Techn

New Business Selling helps m acquiring new accounts for the producer. This includes the salesrmen
cearching for nev'v_opponumtles around them or new users for the firm's products. An expent is
roquired in acquiring new accounts because of its difficult nature. In situations like this, the
company's Most experienced salesmen are normally used. (Achumba, 2014).

The Role of Personal Selling to Organization

Donald (2015) opined that the role of personal selling has two interrelated functions - information 2nd

ersuasion. The information role is a two-way process of communicating the company’s product 1o
potential customers a_nd making customers' needs known to the firm for proper attention, while the
pcrsuasive role is to influence customers to buy the firm's product. The salesperson must be 25l¢ o0
convince customers that they offer the best product in their organization with the intent of persuzding

them to buy.
The Personal Selling Process

The personal selling process consists of several steps salesperson follows when selling (Kotler 2nd
Armstrong, 2018). It could also be seen as the sequence of stages through which szlespersons goes
ahead to make sale (Warren, 2020). The objective of these steps is to acquire new customers znd g
orders from them. The personal selling process consists of seven steps (Achumba, 2017; Warren,
2020; Osuagwu, 2017; Palmer, 2015; Kotler & Armstrong, 2018). The steps include;

5 Stage 1

Pre-sale preparation: The first step is to select, train, and motivate salespeople. It is required of the
salesperson to know a lot of things about the organization; the goods or services that they offer. the
business environment, to be skilled in marketing, and must have the knowledge of the products of
competitors and their level of competition. They should also be acquainted with the techniques of
effective selling and the policies of the firm (Palmer, 2015)

ii. Stage 2

Prospecting/qualifying: this is the process of searching for and ascertaining the potential customers
that require a particular product and have the capability of buying the product. For example, a child
may be a prospect for a toy, but the qualified prospect is the parents who make the purchase decision
(Osuagwu, 2017)

iii. Stage 3

Approach: the next step here is to approach the customer in a respectful and honorable way. The
salesperson should allow the customer to have a feeling of being attended to properly. The
;alﬁperson should be very careful in his approach as the first impression lasts for long (Wamren,
020)

iv. Stage 4

P"'fsentatimu" Demonstration: this is the stage at which the salesperson has succeeded in dragging
the attention of the customer and presents the products by unfolding its qualities and benefits to the
Pm}p?cl- However, to sell products requires sales person’s demonstration 10 the prospect to stimulate

T interest in making purchase decisions. A good demonstration ofien results in sales decisions by

Prospects (Kotler & Armstrong, 2018).

Niger;
er : s 2 ;
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able 1o |lal|ll"l' every (lI'Iil'\‘llllll ltom lllt' p““l"‘tl
it with the prospect no matter the serjey of
pwa, 2017), [his 18 lh;l‘ only way they cap
|;nu': (el unsatistied with the approac)y angd
will not be willing to make any
e revense is the case whey ,
been handled.

Handling objectives: The salesperson must be
convineingly and gently. 1he salesperson must be patie
questions and decision time taken by the prospect (Osua
win the interest of the customer to theis product, iFa custon 4
manner at which the salesperson handles his or her objection, 'IM.”
purchase of the product, not to talk much of @ repeat purchase. .', :
customer fell satistied fi (he way and manner by which his ot her objection 1s

vi, Stage 6

Sules declston: This is the stage of decision-making by the prospeet, the "“f'f”'“" ‘f"”l' I“‘W'-'_Wr. be
cither to make purchase or not. Whatever the case may be, the salesperson is l‘-“l“‘hfc‘l 1o guide and
not compel the prospeet in making o decision; also, assures the customer that are ready to h.uy that
they have made the right decision. But it the prospect elosed the sales h){'"" buying, the salesperson
could politely request a repeat visit at his/her convenience (Osuagwi, 2017),

vil, Stage?

After-snles nctivities: This is the stage of follow-up, the salesperson IIIKIHI‘II}' to find uut.il‘ the
customer is satisficd with (he product they bought, Also, the prospects that refused to buy cflrltc; are
revisited 1o increase sales possibly at the following visits. It influences repeat sales, identifies
additional prospects, and assesses the elfectiveness of the salesman,

Personnl Selling and Customer Relationship

A firm must have the ability to relate with customers in a way of satistying them by building true
relationships with the customer before it can be suceessful, Personal selling is a very useful tool for
enhancing customers' relationships with a firm, Customer relationship is a way of acquiring and
relaining customers in an organization, Currently, the hi-tech industry is characterized by stiff
competition arising from the fact that most offer the same or equal services, leaving customers
without any choice (Guptn, & Khanta, 2017), It is, therefore, very important to get customers
adequately informed, persuaded, and provided with the benefits that are assoctated with the product of
an organization, This is mainly achieved with personal selling because that is the main way afler-
service can be included in the promotion process and it goes a long way in influencing a satisfied
customer to be retained in an organization,

Theoretienl Review
The right set of circumstances theory discussed below was adopted for the study:
Right Set of Clreumstances Theory

This theory was propounded by Howard (1963), ‘The theory is seller-oriented because sellers need to
increase their efforts to make sales, In the process of trying to make sales, the theory believes that a
salesperson must be able to handle the two major factors: that is, the internal and the exteral factors.
The extermal factors are those that can be controlled by the salesperson which includes Illlc salesperson
and the type of remarks he makes during sales presentation. And the inter
prospect’s perspective and are restricted to him alone and without the
able to manipulate it 1t is not easy for a salesman to know how a prospect will respond because
different prospects have different ways of thinking, Therefore, this theory focuses ‘;" the external
factors only. Manipulating the internal factors is out of bounds for the -\illt'?ill‘l;l.ll il honce B0l
focused here (Benneth, 2019),

nal factors relate to the
ability of the salesman to be

Itis also known as the "Situation-response” theory. Smith and Harrison (2016) opined that if the
prospect is given the particular eireamstances prevailing in a piven

' i ] : : selling sitwation, he responds ina
certain way. After gaining the attention and interest of the prosp

e, the salesperson will have t©o
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‘ e the propet stimuli or appeals 1o influence the prospect S

S o e well shilled to handle the set of CHYumstanees eryea Y the product A

. , sl serye
wponse oF the prospect is to the behavi / S as the ly
. (he 1ESPONS prosg 0 the behaviouy predicted (Backsiomm 1(;1';;“ for kn

< relevant o this study because the sale

;'I‘I'\‘l( s
Wing how

wy ! spe '

e ch are absolutely under the control of Person through their skifl Cn use the

pafors WIRT i tol of the salesperson to inflyenc © the extemal
ganls 3 partienlar product. Mluence consumer beluyy o
t\\ .
ppirical Review

Yy 5 »
. 2023) conducted a study ildi :
rautiq ANDat { A study on building perceived quality in the influence of |
WInOA

lling on pulxl"l'l;l.,\'c decisions. The study aimed to an
Cachasing dectsions "]"“;' o consumer perception of the quality of Tupperware
Regeniy ijum-:ar.l‘}. It IS a qmmllmn‘\'-.: research with 184 respondents, .
AMOS structural l-qu;ﬁmu Model (SEM) program in an
haw that personal selling had a positive and significs

alyze the influence of personal selling on

o products in Jayapura
e rescarcher employed 11

‘ . i
alyzing the data. The results of the study
nt effect on purchase decisions.

Owmar and \\'.\hh-n! (20_20)'c:|n"iul out a study centered on personal selling and the mark _
industrial products in Nigeria. The researcher adopted the cross-sectional surve rcscf:t.;lh;r d”?”, 2
camiad out a primary data collection on 278 respondents, The rcscamlwr- cmpl);ycd Il:;nl ‘ic “1',“." ".'f‘!
and inferential (regression analysis) statistics. It was found in the study that I'nllm.\.r-u1 ::;;:lr“;t
salespersons follow-up significantly influence industrial product marketing in Nigeria :mnl,:“,,:);
Kumar (2020) findings from their study revealed that salesperson’s follow-up ﬁigniﬁcsiimlytcnhl'm::c:I
the sales of industrial produets in India, :

Yousif (2016) aimed lo 'ﬁnd the it_npulct of personal selling on the purchasing behavior of youth
buying clothes. In Iaclu'c\'mg the objectives of the study, the researcher formulated some hypotheses
that were tested using inferential statistics. The sample size was 289 respondents, The study adopted
purposive sampling in choosing the respondents and the questionnaire was used in collecting the data
and factor analysis was used to test the hypotheses. The results revealed that 76.7% and 99.1% of
males and females respectively, prefer to purchase from clothing retail stores. The result also shows
that salespersons in retail stores do have honest dealings with their customers but cannot negotiate
with them. They also do not have the skills needed for making sales nor play an important role in
influencing sales, and they do not grant discounts to customers. The study recommended the
importance of training and qualification for salespersons in personal selling to help them deal
wuthfully with customers and develop the ability to negotiate. Salespersons should be granted the
authority to give discounts to customers. Thus, the study concluded that there is a significant impact
of personal selling on the purchasing behavior of youth in buying clothes.

Anyadighibe, Awara & Esu (2014) focused on the impact of personal selling on the productivity ul'
selected banks (First Bank Plc and Stanbic IBTC) in Calabar Metropolis. '.I‘hc study usc.d the staff (TI
the banks which was 85 as the respondents; it also employed the Ordinary Lcast' Square !(-Jl.!s]
method in testing the hypotheses. The result of the findings revealed that there is a mgmtncm'n
relationship between personal selling and customer relationship; customer retention and ?Im that
personal selling increases the sales volume of a firm. The study concluded that l""f""““_‘“l ?C!Illlif' h‘as'a
significant impact on the productivity of selected banks (First Bank Plc and Stanbic IBTC) in Calabar
Metropolis.

Gammoh, Mallin, and Bolman (2014) examin
‘onsumer patronage. Data was collected through
salespeople which was completed by 246 respondents.
e SmartPLS and hypotheses were tested using a parti
supported all the proposed hypotheses in the model.
“haracteristics significantly impact consumer patronage.

0 . = ; » of pe
“'E]m“l‘”, Abass, and Dansu (2012) examined II""mlL,__ 1 ¢ 10
Wsfaction in he Nigerian insurance market, The main objective was

ed the impact of salesperson uhiuaclc:islics on
an online survey from a cross-sectional sample of
nts. The measurement model was i:?«ti[‘{lillcd using
al least squarces structural model. The results
Thus, the study concluded that salesperson

rsonal sclling in enhancing client
assess personal selling as a
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o cross-sectional survey research wag adopy

insurance firms. Data were a‘ﬂﬂl)'zmi using botl,

ndent T-test was used in testing the hﬂ’thses.
egy is more beneficial among 4 the

gerian firms. Thus, the study concludey

promotional tool for insurance services. A df:scnplll‘\
and 110 respondents were randomly selected from t 1:,‘
the descriptive and inferential methods and the indepe y strat
The result of the study shows that a personal sclllﬂbl"l‘\“
marketing communication tools and should be embraced i SUrANCE SCrVICes.
that personal selling significantly affects the patronage of insur:

METHODOLOGY
Research Design sl ;
The study adopted a descriptive survey research design. The descriptive methed, acsording o Bums

and Grove (2017), is designed to provide a picture of a situation as it 11:}tuml|l)’ :30[}11;5(1 Szc‘t)fltlllngl to
Chaney and Gamble (2018), the proper design for any research where the tool used fo collection

I a questionnaire is the survey method.
Population of the Study

The study population refers to the entire accessible group of persons that is of mlt_:lrest ;%;l{;e research
or meets the criteria the researcher is interested in studying (Hennink, Hutter & Bai ey, 2020).

The focus of the study was on the influence of personal selling on customer patronage of HP
Electronics among the youths in Horin South LGA of Kwara State. The geographical scope was
preferred because we have students of tertiary institutions more concentrated in this area.

Sample Size and Sampling Techniques

There are different sampling techniques, but for this study, a convenient random sampling technique

was used. In determining the sample size of this research, Godden (2004) sample size formula for an
infinite study population.

SS=Z2 X (P) X (1-P)
Cl

Where S= Sample size for an infinite population of more than 50,000
Z= 7 value (e.g 1.96 for 95% confidence level

P= Population Proportion (expressed in decimal (assumed to be 0.5 (50%

: : ) since this will provide the
maximum sample size).

The margin of error at 5% ( 0.05) for example: given a proportion of 60%,
C= Confidence interval, expressed in decimal e.g0.05
SS= 10962 X 0.6 (1-0.6)
0.05°
3.8416 X 0.6(0.4)

0.05%

0.921984
0.0025
SS=368.7936= 369
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\lethods of Data Collection

[he questionnaires used for ll_le collection of data were selt-administered to the respondents through
E,ﬁ.!mml contact and were retrieved backed for analysis by the rescarcher, )

Methods of Data Analysis

Data analysis tools depend on the type of data to be analyzed whether qualitative or quantitative,
Because of the nature of the data collected for this study, inferential statistics using regression
analysis was employed for the analysis and the test ol hypotheses.

RESULTS AND DISCUSSIONS
Test of Hypotheses

Hypothesis 1
Hy:  Objection handling does not significantly affect customer patronage of HP’ Product

Table 4.1a: Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate

1 933° 870 870 333

\iPrcdictors: (Constant), Objection handling
Source: Researchers’ Field Survey, 2024

Table 4.1a, the model summary, reveals a result with r =
relationship between objection handling (independent variables) and customer patrc
variable), and r* =0.870 (87%). This implies that 87.0% clmng_c in customer patronag :
is explained by the aggregate effect of proper objection handling and the left over 13.0
by other factors that are not captured in the model. I

P ——

0,933 (93.3%) indicating a very stong
mage (dependent
¢ of HP products
% is explained

%M.lb: S [ Mean S T | Sig
el Sum of Squares df can Square | Sig
! | Regression : L}703.431 | 708431 | 2489.980 | 000
Pesidual sap ] Il a8
Total —gag | ml
a\’lfgpe_\"dc_“l Variable: Customer patronage o . i
Lredictors: (Constant), Objection handling e —
douree: Researcher’s Field Survey, 2024
|39
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alue of .000 which 1s less than the p. level

Table 4.2b presents the ANOVA table with a significant ¥

of 0.035, therefore, the model is fit. e e —
Table 4.1¢: Coefficients® —————d T——
z
Model Unstandardized Séi::fﬁ;:mls ¢ S;
Coefficients '8
B Std. Error Beta

6.589 | .00c
1 | (Constant) 470 071 —_._.{__

Objection 300 008 933 9.900 | 000
handling ' ) ———
a. Dependent Variable: Customer patronage S,

Source: Researcher’s Field Survey, 2024,

Table 4.1c reveals an overall significant level of 0.000, less than the P- value oi" 0.05. 'll;}ns 1.nfcrs that
there is a significant impact of objective handling on customer patronage, leading to }_Sg’;];‘;“oﬂ of
the null hypothesis, and the acceptance of the alternative hypothesis. The beta value of 0. enotes
that any change in objection handling results in 93.3% changes in customer pazronage'ofl’{P P“’d“‘.is;
the positive value of 6.589 also, supports the existence of a relationship between objection handling

and customer patronage.
Hypothesis I1

Hoq: There is no significant effect of follow-up by salespersons on the patronage of HP Products
in Ilorin.

Table 4.2a: Model Summary

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .805* .648 627 216

a. Predictors: (Constant), Follow-up

Source: Researcher’s Field Survey, 2024

Table 4.2a presents the model summary which reveals that the correlation coefficient r = 0.805 (81%)
shows the existence of a strong positive linear relationship between customer patronage of HP
product (dependent variable) and follow-up by salesperson (independent variable). The table also
shows that r” (the cocfficient of determination) = 0.648 approximately 65%. This implies that 65% of
change in customer patronage of HP products is explained by follow-up by salesperson and the
remaining 35% by other factors not captured in the model.

Table 4.2b: ANOVA?

Model Sum of Squares Df Mean Square F Sig.
1 | Regression 7.330 1 7.330 666.364 .000°
Residual 3.980 372 011
T 11310 373

a. Dependent Variable: Customer patronage of HP product

l

r b. Predictors: (Constant), Follow-up by a salesperson ;J—

Source: Researcher’s Field Survey, 2024
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¢ 4.2b presents an ANOVA table with a significant value of 0.000, less than the P-value of 0.05
: lhl'- modcl is ﬁl.

Unslanda}'dized Standardized t Sig
Coefficients Coefficients '
B Std. Error Beta
820 .067 10.672 | .000
FO“D“" _“p b}' .295 .063 -805 6.446 10{}0
salesperson

:;Df}“md“"‘ Vanable: Customer patronage of HP product

Source: Researcher’s Field Survey, 2024

Table 4.2¢ reveals 0.000 overall significant level, less than the P-value of 0.05 significant level. This
entails a significant positive impact of follow-up by salespersons on customer patronage of HP
praducts, leading to the rejection of the null hypothesis and the acceptance of the altemative
hypothesis. The beta value of 0.805 approximately 81% infers that any change in follow-up by
salespersons for HP products will lead to 81% changes in customer patronage, and the positive value
of 6.446 also supports that a relationship does exist between follow-up by salespersons and customer
patronage of HP product.

Discussion of Findings

Going by the result of hypothesis one, the positive t-value of 9.900 further buttresses the relationship
of both the dependent and the independent variables. Also, the beta-value of .933 (93.3%) indicates
that any change in the way of handling objections will lead to a 93.9% increase in patronage. The
overall significance of 0.000 which is less than the P-value of 0.05 implies that objection handling has
2 significant effect on customer patronage. Therefore, the null hypothesis is rejected and the
alternative hypothesis is accepted.

Also, the study examined how follow-up by salespersons influences the patronage of HP products.
The P-value =0.05 while the overall significant level is 0.000 as shown in Table 4.2a. Since the
over2ll significance level is less than the P-value, it is concluded that follow-up by salespersons has a
sgnificant effect on customer patronage of HP products. The finding is in line with that of Rudain
(2016) who found and concluded that the follow-up process has a significant effect on repurchase
éesisions; In another study by Omar and Wahleed (2020), it was found that salesperson's follow-up
a significant positive relationship with the marketing performance of small-scale bakeries in
an. However, without customer patronage, there cannot be an increase in marketing performance.
A‘hﬂt in the study by Agarwal and Kumar (2020), the findings revealed that a salesperson's follow-up
Sgn:ficantly enhanced the sales of industrial products in India.

CONCLUSION AND RECOMMENDATIONS

Since the result of the hypotheses reveals a significant effect of handling objection on patronage, and
» Significant effect of follow up by salespersons on patronage; the study therefore cor_Lcludf:d that
nal slling has a significant impact on customer patronage. When a salesperson can mltcihger{lly

¢ all the questions presented to the prospect and handle every form of objection satisfactorily,

s every possibility of being able to influence such potential buyers 1o patronize tl}e
am?'m’““‘ﬁ product. On the contrary, if the salesperson cannot ancnd_ to the customer's question in
wm;?e' wtelligent, and satisfactory manner, there is a possibility of losing such customers 10 anm!lcr
Zation's product. Follow-up as the name implies also plays a great role in encouraging
TS 10 make a repeat patronage or purchase. If the salesperson does not care about how

N

i
;
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(hrough the stage of installatjq, "
at purchase of that produet g |,
about their satisfaction especia)|
ers feel happy and are ready 1,

Imowokhome, E.O., & Abdulraheem. M ting them
; ven putling

customers feel in consuming their hanite c] nntI make a repe
so on, the possibility that such custom and not care

s _want to sell
because they feel the orgamzalﬂm 0"]) . am()u the other way, custom
when they have a problem using the product. On T -
-up activitics.

make a repeat purchase if there are follow
therefore, recomn

crs wil

sends that:
The study based on the outcome,

o It is imperative for HP Sales represent
objections but listen appropriately apd resp
product. A salesperson must have a listeming car
intelligently

o HP management should implement
customers after their purchase. This ¢
and periodic updates on product enhancet
have access to efficient channels for addre

feedback.

allow the prospect to spell out the
to encourage them to patronize thej;
hot-tempered to respond to objectiops

atives not just 10
ond effectively
and not be

and structured follow-up system to reach out to
an include post-purchase surveys, email or phone check-ips,
nents or tips for optimal use anq ensure that custo'mcrs
s, seeking assistance, and providing

a consistent
ssing concem
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