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[bookmark: _GoBack]In general, the purchasing power of customers is situational and divergent. Recent research shows that people of age 45 and below are easy to embrace the new technology hence lead to the development of improved new consumption patterns of products such as TVs. The significant factors that prompt to changes in the consumption behaviors are factors such as social, personal and situational factors. Additionally, primary research was done to examine the type of TVs being used and how they are used. 
Most of the respondents affirmed that they owned TV models such as Sony, Samsung, LG, and Panasonic. The primary usage of a TV was watching movies or TV shows with family and friends. The highest number of the population who enjoys watching TV is females especially in the age of 40-59. Most of the TV users have two TV sets; one in the bedroom and one in the sitting room. Most of the television users own at least 40 inch TV set, from the widely known television manufacturers. At this age, these individuals are more likely to be financially stable.
However, most of the respondents were more likely to lie since they wanted to give an answer that is socially acceptable. Also, most people underestimated the time they spend on TV mostly trying to evade the fact that they are lazy and idle. Notably, there is a difference in the usage of televisions in offices and homes. In homes, they are a booster of interaction between individuals. In the bedroom, they promote independence and privacy. However, in offices, they boost productivity and create a warm ambient.
Most television companies compete in the market trying to prove how their products are innovative and unique as compared to those of other competitors. On the other hand, all brands almost look the same to the eyes of the clients and all they look for is the size and the picture quality. Customers are even capable of paying more for durability to evade from the headaches of reliability issues.
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