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ABSTRACT 

 

Marketing is an effective tool in promoting and enhancing the image of 

any tourism destination. If properly planned and implemented, it will 

provide very good profit and investment.  Using descriptive-correla-

tional research, this study explored of determining if there is a signifi-

cant relationship between consumers' psychographic intention and 

purchasing behavior, targeted the domestic and international tourists 

traveling to Guiuan, Eastern Samar and purchasing local products. A 

convenience sampling method was utilized to determine the number of 

respondents. There was a total of 332 tourists participated in the study. 

Frequency counts, percentages, weighted mean, and Pearson’s correla-

tion was used in the analysis of the results.  From the findings, it was 

revealed that consumers are after to quality of products and service de-

livery. They are particular to price and the value it can give to the 

amount they paid for. Information about the products must be available 

online for easy access of information. Accordingly, it is recommended 

that local government must work with other agencies in assisting how 

local owners can enhance their delivery of service. Maintaining the cul-

ture of hospitality is highly recommended to create a positive image. 

Consumers’ data must be gathered for reference in future decision-

making from their buying patterns and behavioral purchase. The mar-

keting framework will support different local product manufacturers in 

developing marketing strategies to enhance the marketability of their 

products and customer loyalty.  
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Introduction 
Tourism success depends on its customers 

and how the customer is satisfied with the 

products and services being offered. Customers 
are a knowledge resource outside of the organ-
ization that can be utilized for new service and 
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product success by involving them in the devel-
opment process (Biazzo, 2009). Furthermore, 
according to Bonner (2010), the success of the 
entire tourist sector is directly impacted by the 
absorption of customer information. 

However, deciding on the right marketing 
strategies is challenging due to numerous fac-
tors influencing customer purchasing decisions 
and its intention to buy certain products (Mel-
drum & McDonald, 2010). It is important to un-
derstand the customer values and the major 
preferences, for instance, the quality versus 
price, level of service, brand loyalty, and distri-
bution channels. Consumer buying behavior 
has become such a part of everyone's lifestyle 
that they do not realize, or they are not even 
aware that they are doing it at times (Aaker, 
et.al, 2011). As expounded by Oliver (2010) un-
derstanding the behavior and psychological in-
tention of the consumers in purchasing a prod-
uct is a great help to marketers in designing 
marketing strategies by understanding how the 
consumers think, feel, and select products. Un-
derstanding consumers behavior also makes it 
easier to see how the environment and other 
external elements affect how they behave. 

Additionally, the field of consumer behavior 
and its psychological intention to buy a certain 
product and services covers a wide stretch of 
bases as it focuses on the entire consumption 
process, involving issues that influence a con-
sumer before, after, and during a purchase (Ali, 
et. al, 2010). Almost all of the behavior of the 
consumers is one way or another linked to con-
sumption. Whether it is traveling, shopping, or 
watching television, an individual is directly or 
indirectly engaged in consumer behavior. One 
aspect of consumer behavior is consumer psy-
chology or its intention to purchase the prod-
uct. Consumer psychology examines how peo-
ple or groups engage in consumer behaviors 
and the impact such behaviors have on them 
(Adaval, 2009). Furthermore, it can be quite 
challenging to know consumer psychology 
without having a thorough understanding of 
how people think and decide. It is strongly ad-
vised that thorough research be done on the 
underlying personality traits that contribute to 
consumer involvement (Cooley, 2012). 

This study overviews psychographic inten-
tion and buying behavior of the consumers as it 

served as a basis in designing a marketing 
framework for local products of Guiuan, East-
ern Samar. While approaching the consumer 
behavior and its psychological intention to buy. 
The researchers focused on the attitude, per-
sonality, and the pre-purchase and post-pur-
chase of the consumers.  

In the desire to assist in developing market-
ing framework for local products of Guiuan, 
Eastern Samar, this research gathered signifi-
cant information about the behavioral and psy-
chological intention of the consumers that 
specify the requirements of understanding 
them which served as a basis for the research-
ers to identify and formulate possible strate-
gies which may be considered as a strong point 
for concentration in the promotion of the local 
products of the municipality. Hence, Guiuan, 
Eastern Samar has to strengthen its ways of 
promoting the locally produced products for a 
better opportunity, income, and higher produc-
tion. 

 
Objectives of the Study  

This study sought to identify consumers 
psychographic intention and purchasing be-
havior which served as a basis in designing the 
marketing framework for the local products of 
Guiuan, Eastern Samar, specifically pursues to 
attain the following: 
1. To identify the psychographic buying in-

tention of the consumers in terms of: 
1.1. attitudes; and 
1.2. personality? 

2. To determine the purchasing behavior of 
the consumers along with: 
2.1 pre-purchasing; and 
2.2 post-purchasing? 

3. To assess if a significant relationship exists 
between the psychographic buying inten-
tion and purchasing behavior of the con-
sumers. 

 
Literature Review  

Understanding consumers’ behavior and its 
psychographic intention in purchasing prod-
ucts and services are the major considerations 
to encourage actual and potential customers to 
purchase and patronize the products. Everyone 
under the industry should encompass to under-
stand how customers acquire information,  
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especially for tourism-related services and 
products. Studies have proven that tourist in-
formation is an important element to have a 
positive image of the destination and the deci-
sion-making process of tourists. According to 
Buted, et. al (2016) social media applications 
served as an avenue to disseminate the infor-
mation faster especially for the products and 
services with lesser cost. An essential compo-
nent of the tourism industry's marketing strat-
egy is providing travelers with the exact infor-
mation they frequently request about a partic-
ular area (Academic Journals 2010). For Pe-
reira and Almeida (2014) marketing is a vehi-
cle of great importance for the management of 
businesses. 

In the Philippines, the advantage of promot-
ing products and services is that it becomes a 
tool to solve problems including unemploy-
ment and poverty. Additionally, it encourages 
the development of skills and a safer, cleaner 
environment, all of which benefited not only to 
customers but to the entire community 
(Guades, Lonzaga, Calumba, & Bacamante Jr., 
2016).  An exploration was conducted by 
Guades, et al. (2016) on the satisfaction of the 
citizens in Calbayog, Philippines on the local 
business promotions of the municipality. It was 
concluded that they are satisfied together with 
the program assistance. However, they as-
signed the highest level of importance to regu-
lation and supervision of companies-related es-
tablishments.  According to Kaaya (2014), a lo-
cal business should employ effective marketing 
strategies; consider product innovation, im-
prove services, conduct marketing course pro-
grams, and enhance the content of their web-
sites. Additionally, the government should sup-
port a public-private partnership to boost tour-
ism marketing. As added by Langat (2016) 
marketing strategy is essential in improving or-
ganization’s performance through the provi-
sion of quality products and services that satis-
fies customer needs, offering affordable price 
and engaging in wider distribution, and back-
ing it up with an effective promotion strategy.  
Attracting consumers is one of the essential fac-
tors in achieving success in the total operation 
and activities. The employees, owners, and 
most importantly, the policy and procedures 
should provide quality service and determine 

the needs and wants of target market, develop 
products offering that is affordable and unique 
facilities and amenities (Buted, Ylagan, and 
Mendoza, 2014).  

The market psychological and behavioral 
factors must be understood better by compa-
nies’ owner and thereby make their marketing 
more effective (Buckley, Gretzel, Scott, Weaver, 
& Becken, 2015). Marketing companies must 
take into consideration the behavior of visitors 
for effective campaign design as stipulated by 
the study of Picazo (2015). The study investi-
gates the main drivers of tourist attraction to 
the facility as well as how people learn about it. 

Psychographic segmentation divides peo-
ple according to their attitudes, values, life-
styles, interests, and opinions (Morrison, 
2013). Some marketers have used personality 
to segment the market. Each person has per-
sonality traits that affect their purchasing deci-
sions. A person's personality is made up of a va-
riety of distinct and long-lasting traits that in-
fluence how they react to environmental stim-
uli (S Nair, 2016). Hence, personality can be a 
useful variable that has a larger impact on con-
sumers' choices. A person’s lifestyle, the way 
people live, is influenced partly by whether he 
or she is money-constrained or time-con-
strained (Adeleke, 2015). 

Ward (2014) segmented the tourist accord-
ing to attitudinal push and pull travel motiva-
tion factor. It was concluded that the pull factor 
of the consumers to purchase the product and 
avail the services are those employees and the 
company ways of catering to their clients’ 
needs and how it will work throughout the 
transaction process. Accordingly, Berg & 
Liljedal (2022) stipulated that consumers are 
more getting intellect in selecting products that 
are worthy of spending, they are more on seek-
ing products that they have not been experienc-
ing before. Based on a customer's attitude to-
ward, use of, or reaction to a product, behav-
ioral segmentation is created. Many marketers 
believe that the greatest place to start when 
creating market segments are behavioral fac-
tors such as occasions, benefits, user status, us-
age rate, buyer preparedness stage, loyalty sta-
tus, and attitude (Kotler and Keller, 2009). 
Moreover, as postulated by Ferrell & Hartline 
(2013) organizations have used focus groups 
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as a method of researching to understand cus-
tomer requirements, especially during the 
product development stage. This method ena-
bles the organizations to explore the emotional 
and psychological subtitles in understanding 
the roots of customer satisfaction. 

 

Methods 
The purpose of the study was to understand 

the psychographic buying intention and pur-
chasing behavior of the consumers. The re-
searchers made use of the quantitative re-
search design. It utilized a sampling procedure 
to determine the number of respondents of the 
study. Descriptive- correlational was employed 
in the research to determine the association of 
the variables. The design allowed the collection 
of data using questionnaires at a particular 
point in time from a sample of participants 
from a target population. Descriptive design 
help in identifying the questions to be an-
swered by the respondents in the survey and 
directly getting primary data to determine the 
status of the population concerning the identi-
fied variables. 

 
Participants 

The participants of the study were the do-
mestic and international tourists who pur-
chased local products of Guiuan. The research-
ers employed the convenience sampling tech-
nique for the number of respondents. It was 
done in coordination with the management of 
the different enterprises in town that sell local 
products. 

 
Instruments of the Study 

One set of questionnaires with two parts 
was utilized in this research. The first part of 
the questioner gathered information about the 
respondents’ Psychographic intention with at-
titude and personality as the measuring varia-
bles. There were 15 questions for attitude and 
12 for personality, using the five-Likert scale 
where 5 is Strongly Agree, and 1 is Strongly Dis-
agree.  Lastly, the Purchasing Behavior that 
measures the pre and post-purchase of the re-
spondents has a total of 18 questions, using 
also the same Likert scale.  Questions that 
measure the attitude and purchasing behavior 

of the respondents is an adaptation from Kop-
palova (2014), and for the Personality ques-
tions is from Kaztenholz, et. al (2011). It was 
slightly modified to suit to the current study. 
The instrument was validated by some of the 
faculty members of the College of Business 
Management and Accountancy who are han-
dling marketing subject to make suggestions 
for the revision of the instrument.  

 
Procedures 

In this study, permission to conduct the re-
search was secured from the office of the Re-
search with recommending approval from the 
Campus Administrator. Upon permitting to 
conduct the study, the respondents were re-
quested to answer the questionnaire person-
ally handed to them by the researchers. To 
make the survey fast, the researchers hired 
personnel to assist them in the survey. They 
were trained and oriented on what to do before 
they were deployed to the field. With the in-
crease of COVID-19 cases in the municipality, 
the researchers find struggles in gathering and 
retrieval of data. The data gathering was 
stopped due to the COVID-19. Upon the re-
trieval of the accomplished questionnaires, the 
data was tallied, computer-processed, and in-
terpreted. For the analysis of the collected data 
including determining the relationships of the 
variables, a statistical treatment was used. 

The result of the study was analyzed by the 
researchers by employing frequency counts, 
percentages, mean, and standard deviation in 
presenting the psychographic intention, pur-
chasing behavior, and perceived marketing 
strategies. For the relationship between psy-
chographic intention and purchasing behavior, 
the researchers utilized Pearson’s analysis be-
ing the most appropriate statistical tool.  

 

Results and Discussion 
This section presents the findings of the 

study on the Psychographic intention and Pur-
chasing behavior of consumers as it serves as 
an input for developing a marketing framework 
for local products of Guiuan, Eastern Samar, 
and their corresponding analysis and interpre-
tation. 
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Psychographic. The succeeding tables pre-
sent the significant variables under the psycho-
graphic understanding of consumers' buying 
activities. It includes Attitude and Personality.  

Attitudes.  Table 1.0 is the attitude of re-
spondents towards psychographic buying be-
havior of products.  

 
Table 1.0. Consumers’ Attitude  

                         Items       Mean Interpretation 

I Like buying products that is locally made rather than from 
foreign. 

4.10 Often 

I like the idea of manufacturing goods in the local setting. 4.02 Often 
I like to purchase products that are also available online and 
can be accessed immediately in the store designated outlets 
and shops. 

4.00 Often 

I only buy products on my most favorite and convenient time. 3.70 Often 
I purchase variety of products to ensure a wise selection.  4.05 Often 
When I buy products, I do not usually pay it in cash for I prefer 
to go cashless. 

3.98 Often 

I prefer paying the product I purchased in cash basis. 3.78 Often 
I like staying and purchasing products in a comfortable envi-
ronment. 

4.09 Often 

Getting to know more of the products is very much important 
before I purchase it. 

4.30 Always 

Having check the label and the benefits the products offer is 
a plus on me before deciding of purchasing the item. 

     3.45 Often 

Before going to the store everything is organize from the 
things, I want to purchase to avoid delays. 

3.93 Often 

I purchase product that substantiate the amount I paid. 4.38 Always 
I like to discover new offered products and services in town. 4.30 Always 
I like quality service in the delivery of products. 4.71 Always 
I like diversity of products and services. 3.65 Often 
Grand Mean 4.03 Often 

Legend:  4.20 – 5.00    Always, 3.40 – 4.19    Often 2.60 – 3.39, Sometimes, 1.80 – 2.59    Rarely, 1.00-
1.79    Never  
 

As reflected in table 1.0, the item “I like 
quality service in the delivery of products” ob-
tained the highest mean rating of 4.71 which is 
interpreted as “Always” by the qualitative de-
scription. While the item “Having checked the 
label and the benefits the products offer is a 
plus on me before deciding of purchasing the 
item” got the lowest mean score of 3.45 inter-
preted as “Often”. 

The overall mean rating is 4.03 which is in-
terpreted as “Often” in the qualitative descrip-
tion indicates that consumers matter most to 

how the product is being delivered. They are af-
ter with the quality the store/seller can pro-
vide. The study is supported by the findings of 
Omar, et al (2016) when they concluded that 
service quality is the most significant factor of 
providing satisfaction to customers as it affects 
their mood towards the product and to the or-
ganization. More so, to its buying behavior.  

Personality. Table 1.1 shows the result of 
the findings on the Personality aspect of the 
consumers in buying products. 
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Table 1.1. Consumers’ Personality  

                         Items       Mean Interpretation 

I prefer to go on shopping with:   
1.1. Friends 4.22 Always 
1.2. Partners 3.80 Often 
1.3. Group 3.34 Often 
1.4. Alone 4.00 Often 

I prefer to shop within the country to explore local products. 3.97 Often 
I prefer very accommodating staff of the establishments. 4.47 Always 
I prefer to shop in a store with an available important infor-
mation about product and services in the locality. 

 
4.40 

 
Always 

I prefer wide range of local product. 4.30 Always 
I like to discover new offered products and services in town. 4.30 Always 
I prefer environmental condition of the store. 4.20 Always 
I prefer to see unique features, landscape and strategic loca-
tion of the store. 

4.27 Always 

I prefer price stability of products and services. 4.47 Always 

           Overall Mean     4.20 Always 

Legend:  4.20 – 5.00    Always, 3.40 – 4.19    Often 2.60 – 3.39, Sometimes, 1.80 – 2.59    Rarely, 1.00-
1.79    Never  
 

Table 1.1 shows that items “I prefer price 
stability of products and services” and “I prefer 
very accommodating staff of the establish-
ment” got the highest mean rating of 4.47 
which is interpreted as “Always” while, the 
item “I prefer to go shopping with a group” has 
the lowest mean of 3.43 which indicates that 
consumers prefer to go on shopping among the 
people they know well rather than in a group of 
people that they are not acquainted with, which 
also has differences in preferences. It is im-
portant to note that consumers also prefer a 
store to shop with available important infor-
mation about products and services in the lo-
cality. More so, to a wide range of local products 
and services in the town because consumers 
like to discover new product offerings.  In the 

recent study conducted by Ali and Mubarak 
(2017) they emphasized that price offer is an 
essential element that affects marketing per-
formance. It was backed up by the findings of 
Colpan (2006); and Owomoyela et al. (2013) 
when they argued that the price you provide 
for your product or service plays a major role 
in its marketability, that was clarified by Jones 
(2007) when he speculated that pricing should 
be more elastic, denoting that sales will go up 
or down more responsively in response to 
price changes. 

Purchasing Behavior of Consumers. The 
succeeding tables present the significant varia-
bles under the behavior of consumers before 
and after purchase. It includes the pre-and 
post-purchasing behavior of the respondents. 

 
Table 2.0. Pre-Purchasing Behavior of Consumers 

                     Items     Mean Interpretation 

Before buying a tourism product and services, I search first 
about the product and services. 

4.60 Always 

I believe that I find the reliable information in social media 
about tourism product and services. 

4.33 Always 

If the information about the tourism product/services is cre-
ated by a tourist I rely on the information. 

4.40 Always 

I care about the people’s advice just who I know before 
about the tourism product/services 

3.50 Often 
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                     Items     Mean Interpretation 
I care about the advices of travel agents, tour operators and 
travel experts. 

4.23 Always 

I prefer buying the products and services of tourism busi-
ness which I like and follow in social media. 

4.00 Often 

Stores getting in contact with me has a positive effect for 
purchasing. 

3.97 Often 

Social media sites are the suitable platforms for tourism 
business in order to get in contact with the customers.  

4.00 Often 

          Overall Mean 4.13 Often 

Legend:  4.20 – 5.00    Always, 3.40 – 4.19    Often 2.60 – 3.39, Sometimes, 1.80 – 2.59    Rarely, 1.00-
1.79    Never  
 

The results show that firsthand information 
is highly reliable in selecting tourism services 
and activities rather than from other people's 
point of views. Providing information to the dif-
ferent sources is much appreciated to be done 
by travel operators and providers. The item 
“Before buying a tourism product and services, 
I search first about the product and services” 
got the highest mean score of 4.60 which is in-
terpreted as “Always”. While item “I care about 
the people’s advice just who I know before 
about the tourism products/services” got the 
lowest mean score of 3.50 which is interpreted 
as “Often”. The overall mean rating obtained 

was 4.13 which means “Often” in the qualitative 
description.  

Evidently, technology plays a significant 
role in providing significant information to con-
sumers about the products and services of the 
municipality and reaching a wider number of 
consumers. It is also a way of providing im-
portant feedback coming from different travel-
ers who were able to have first-hand experi-
ence. Travel operators and travel agents have a 
significant role to play in the information dis-
semination and spreading important news and 
information regarding product development 
and how it will provide unique experiences to 
the consumers once they have it. 

 
Table 2. 1. Post-Purchasing Behavior  

                         Items     Mean Interpretation 

If I’ am pleased with the local product/services, I share this to 
others. 

4.27 Always 

If I ‘am pleased with the local product/services, I share this to 
social media. 

4.17 Often 

If I ‘am not pleased with the tourism product/services, I share 
this to others. 

3.60 Often 

If I ‘am not pleased with the tourism product/services, I share 
this to social media. 

3.73 Often 

If I ‘am pleased with the tourism product/services, I recom-
mend other to purchase the tourism product and services. 

4.03 Often 

If I ‘am not pleased with the tourism product and services, I rec-
ommend others not to buy the product and services. 

3.77 Often 

If I ‘am not pleased with the tourism product and services, I 
don’t care of sharing it to others and in social media. 

3.97 Often 

If I ‘am pleased with the local product and services, I do share 
it to others and in social media 

3.87 Often 

Being realized my expectation about the tourism product and 
services it raises my satisfaction 

3.69 Often 
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                         Items     Mean Interpretation 
If the tourism business does not meet my desire expectation, I 
directly change my opinion. 

3.66 Often 

                              Overall Mean 3.88 Often 

Legend:  4.20 – 5.00    Always, 3.40 – 4.19    Often 2.60 – 3.39, Sometimes, 1.80 – 2.59    Rarely, 1.00-
1.79    Never  

 
It shows that the item “If I ‘am pleased with 

the tourism product/services I share this to 
others” got the highest mean score of 4.27 
which is interpreted as “Always” in the qualita-
tive description. While the item “If I ‘am not 
pleased with the tourism product/services I 
share this with soothers” got the lowest mean 
score of 3.60, which means “Often” in the qual-
itative description. 

The overall mean rating obtained is 3.88, 
which is interpreted as “Often”. This means that 
tourists agreed that partaking in very good ex-
periences of the local products and services are 
worthy of sharing. Nevertheless, sharing un-
pleasant experiences is not worthy of sharing 

on social media. This is because social media 
has a great influence on everyone, and tourists 
believed that individuals have their differences 
and preferences which may vary according to 
how it meets their demands and wants.  

Relationship between Psychographic 
Buying Intention and Purchasing Behavior. 
This study also investigated of determining the 
significant relationship between Psycho-
graphic Buying Intention and Purchasing Be-
havior. Presented in table 3.0 below, the result 
of the correlation of the variables to determine 
which variables have the most significant rela-
tionship to psychographic buying intention 
considering the attitude and personality.  

 
Table 3.0. Pearson’s correlation of Consumers Psychographic Buying Intention and Purchasing Be-

havior 

 Purchasing Behavior r Interpretation p Interpretation 

Attitude Pre-Purchase 0.80 High Correlation .002 Significant 
 Post Purchase 0.75 High Correlation .000 Highly Significant 
Personality Pre-Purchase 0.67 High Correlation .000 Highly Significant 
 Post Purchase 0.92 High Correlation .000 Highly Significant 

Note: There are N=332 tourists r = Pearson Correlation *p <.05 
 

Table 3 shows that there is sufficient evi-
dence to support the alternative hypothesis 
(p>.05) that psychographic intention is related 
to the purchasing behavior of the consumers.  
Both Pearson’s correlation value is highly cor-
related (r = 0.80, 0.75, 0.67, and 0.92). The find-
ings postulate a significant input of developing 
a marketing framework for local products that 
will enhance its marketability, most im-
portantly the loyalty of the consumers. 

The Marketing Framework 
The framework shows the focus that every 

marketer of local products must concentrate 
on. It is a step-by-step process to guide them on 
what to prioritize first and how they are inter-
related to each other in providing customer sat-
isfaction that could encourage them of coming 
back.
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Figure 1. Marketing Framework for Local Products 
 

The framework suggests having a full un-
derstanding of the consumers in terms of their 
personality, attitude, and their pre- and post-
purchasing behavior. All the information gath-
ered will be utilized in framing for the market-
ing process including the place, price, promo-
tion, and distribution for consumers loyalty is 
dependent on the marketing process. Addition-
ally, understanding consumers can be an input 
in the segmentation of the market which could 
further contribute to designing the marketing 
process. There is a need to go back to the mar-
keting process if consumers will become dis-
satisfied.  

In planning for the marketing process the 
following are to consider: 
➢ Place. Local products must be strategically 

located, accessible, and most importantly 
provide a comfortable environment for con-
sumers.  

➢ Product. Continuous improvement of local 
products must be given emphasis to be com-
petitive and increasingly provide available 
consumers services in the market.  Further, 
a wide range of local products available in 
the market could influence consumers' sat-
isfaction. Information about the local prod-
ucts is to consider for consumers to have a 
wide information on the product/s. It 

should also reflect consumers' perception of 
service quality.  

➢ Price.  According to Zeihaml (2008) when 
he viewed that monetary cost is one of the 
factors that influences consumers’ percep-
tion of a product’s value. Price adaptation is 
necessary to survive and remain competi-
tive and ultimately achieve total perfor-
mance in the market. Therefore, prices of lo-
cal products must be reasonable while stay-
ing competitive. Marketers should carefully 
study local products prices. The prices 
should value consumers’ total experience.  

➢ Promotion. Local products can best be pro-
moted by exhibiting them in special events 
like sports, festivals, competitions, semi-
nars, meetings, conventions, and other im-
portant events. Courtesy of the employees 
will play a significant role in increasing the 
availability of other consumer services in 
the market. Also, advertising brochures in-
troducing the local products. With the ad-
vent of new technologies, social media can 
also be best used in reaching a wider market 
like Twitter, Facebook, Instagram, website, 
and travel blog/vlog. 

➢ Distribution. The quality of delivery of 
products and services should be carefully 
planned. It should be ensured that the  
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distribution of local products reaches con-
sumers at the right time and place without 
damage or delay. Further, transportation 
should be affordable and an effective chan-
nel of accessibility and should also be given 
emphasis and consideration.  
 

Conclusion  
Consumers liked to explore and discover 

some new offered products and services in 
town. Most importantly, the quality-of-service 
delivery of the local products and services. 
Also, they prefer to shop in a store where im-
portant information about the local products is 
provided. Furthermore, they go on shopping 
with friends. Consumers firstly search for infor-
mation before buying local products and ser-
vices. If they are satisfied and dissatisfied with 
the products and services, they tell it to others. 
Also, consumers prefer a store with very ac-
commodating staff. It is recommended that lo-
cal store owners must ensure that quality ser-
vice is provided to its consumers to have a pos-
itive experience and to keep their loyalty. They 
may provide information about the local prod-
ucts for the consumers to be informed like of 
uploading them on social media and other 
online platforms. There should be coordination 
between local store owners and manufacturers 
about matters concerning this, as for the local 
government to provide necessary assistance.  
The culture of hospitality should be maintained 
by the employees of the different local store. 
They should be courteous enough in dealing 
with the needs of the consumers to give a warm 
feeling of acceptance and comfort while staying 
in Guiuan, Eastern Samar and performing the 
activities. Consumers’ data must be gathered 
for future decision-making and understanding 
their buying pattern in designing for marketing 
programs suited to costumers’ behavior. The 
local government should give emphasis in de-
veloping the marketing program for the local 
products of the municipality in coordination 
with other concerned agencies to review and 
analyze marketing strategies to frequently lo-
cate effective marketing tactics according to 
the target market. Product development and 
service improvement are crucial to delivering 
value to customers. 
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