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Abstract

The behaviour of consumetsward smartphones increasingly & a focus ofmarketing
research. In particularc o n s u rbehavibw in smartphone industryfrom adoption
motivation to posusage behaour it has become a major foco$ research in the field of
marketing, especiallyithin consumer behaviouilhe results of the research confirm that
regubtory focus has an influence aonsumer behavioutowards smartphone purchase
decisionby affecting their perceptiomotivation andifestyle As, India is one of the fastest
growing economies in the world, the smartphone industry in iadjeowing very fast and for
consumeis in marketsmartphone has become essential parts of personal and business life.
There is a continuous increase in disposable income; there hasrbagmshift in the attitude

and aspirations of the consumerhkis research is to analyse the external and internal factors
which are influencing in a consumer in purchasing a smartpAtmeresearch also focuses on
consumer attitude for smartphone and influence of brand on consumers in buying decisions.
The recent growth admartphoneaisage is an observable fact that crosses all age and gender

boundariesHence, this research explorbsaugh quantitative analysis some of the key factors

beli eved to affect consumer6s attitudes and



1. Introduction

The increasing trend in Smartphone among the people is the main reason that has ameplified t
interest to research on the topic. Peopl ebs
rapidly. The aim of this research is therefore to find out consumer behaviour of Smartphone
buyers in Indian Market. The research is trying to find out tHay do people desire to
purchase a smartphone, what influence people in purchasing a smartphone and what motivate

them in making the purchase decision.

Different consumers have different characteristics in their life that also influences their buying
behaviour. Social factors such as family, groups, roles and status) and personal factors (such as
age, occupation, lifestyle, personality and -selficept) are those characteristics that could

influence the buyer behaviour in making final decision.

Nowaday cheaper smart phones are also available in the market. But why people buy
expensive smartphones? Price, quality, brand, country of origin, marketing, sales, word of
mouth etc. could be several factors that a consumer may think before buying a Smartphone.
How much does brand of smartphone affect the buying decision of a customer? As there are
various types of smartphones available in market with varying price; what is the difference

between them? And how they impact the customer buying decision?

This reseech also aims on the marketing strategy of the smartphone companies to influence the
buying behaviour of customer. These strategies include Promotional campaigidps gth

network carrier etc.
1.1 The Smartphone History

Hand phone and Internet are th® technologies that have major impact on politics, economy

and soci al in the 21st century (Ob6Leary & OO0
internet (Baily et al, 2001had given birth to smartphonk. has been just few years, and

exactly fran the introduction of the first iPhone (2007), since the smartphone became a mass
consumption product, though smartphonagehbeen around for many yearbe first device

able to combine voice, data and PIM applications was an IBM product known undantbe

of Al BM Simono. The I BM Simon was first pres
industry trade show that takes place in Las Vegas, and was launched into the market the

following year by a company called BellSouth (Schneidawind, 1992).



1.2 Indian Market Overview

India is one of the fastest growing economies all over the world and a live example which
depicts the development is the growth of the telecommunication industry in India, especially
the in the field of mobile communication. There is atowous increase in disposable income;

there has been a radical shift in the attitude and aspirations of the consumers. Mobile phone has
become essential parts of personal and business life. The recent growth of mobile phone usage
is an observable fact therosses all age and gender boundaries. Due to fierce competition in
the field of mobile communication the need arises for the study to know how consumer
behaves in the time of purchase. India is currently the 2nd largest mobile handset market in the
world and is about to become an even larger market. Buoyed by the high demand for
smartphones, the mobile handset market in India is estimated to have grown by 14.7% in
financial year 2013 to toudhs 35,946 crore, according to a Voice & Data Survey compared
Rs31,330 crore in financial year 2012 (Cybermedia.co.in, 2014). The mature Indian mobile
consumers are increasing their preference for-eighhandsets and the younger demographics
desires to use mobile web technologies that could see the smartphone neaekaiss soar.
TechNavio's analysts forecast the Smartphone market in India to grow at a Compound Annual
Growth Rate of 116.4 per cent over the period 22A15. One of the important factors
contributing to this market growth is the increasing demandafiein-one devices. The
Smartphone market in India has also been witnessing an increasing availability of dual SIM
smartphones. However, lack of specific applications for Indians could pose a challenge to the

growth of this market.

Smartphones has pene&d everywhere and peaked out in many countries. India, the second
largest telecom market by subscriber base after China, witnessed phenomenal growth in last
decade. The total subscriber base as of June 2013 was 903 million as compared to 22.8 million
totd subscribers in 1999. Mobile subscribers accounting for 96.7% of total subscriber base are
responsible for this phenomenal growth in telecom. The country has achieved overall
teledensity of 73.5, urban teledensity of 145 and rural teledensity of 42.g&vereenue per

user (ARPU) and Minutes of Usage (MOU) are stabilizing for both GSM as well as CDMA
service operators (The Indian Telecom Services Performance Indicators, 2013). With a fast
growing younger demographic and rapidly expanding economy, tha coyné s s mar t ph
numbers are poised to expand at a much faster pace as compared to rest of the world.

10



Price remains the main criteria when buying any consumer electronic device in India, including
a mobile device. The Indian smartphone phone market maebends upon the price,
features, stability and style. Most of the Indians buying smartphone are middle income groups
and above. As a developing economy, India is a most suitable place for investment. Strong
marketing strategies, established retail ostletistomer satisfaction are the tools to succeed in
any market. Indian smartphone market is expected to grow as the 3G network coverage is
increasing and there is increase in demand of high in smartphones in 2014. Smartphone
manufacturer are concentrataal building application stores and improving service quality to
offer an attractive value proposition and strengthen their market position. The Indian market
was ruled by Nokia phones (3Q2013, 2013). Other brands like Motorola, Samsung, Sony and
LG failedto compete with Nokia phones as Nokia phones are more easy to use as compared to
the cell phones of other companies. Now, Samsung is the main player in Indian smartphone
market with 1/8' of Indian market share. Indian brands like Micromax and Karbonatahe

second and third position in market share with 21% and 10%. Global companies like Sony,

Nokia and Apple are ranked fourth, fifth and sixth (3Q2013, 2013).
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Figure (L) Market Share of Smartphones Brands 2013 (3Q2013, 2013)

Nokia was the undisputed leader of the Indian mobile phone sector, with 54% of total volume
sales in 2009. Nokia benefits form a strong brand image and a reputation for high quality
products. According to industry sources, Nokia has the distinct advaatagaving the

strongest retail network, with a presence in almost 90% of retail outlets selling mobile phones.

11



However, with the entrance of new companies, such as Micromax, G five and Karbonn in the
mobile phone business, the share of Nokia has droppeadicantly, from 60% in 2009 &
2010 (Dnaindia.com, 2014).

1.3Impact of Smartphones on Indian market

AA 10% increase in mobile and broadband penr
0.81% and 1.38% respecti vwWwdrldBakkn t he devel opi

Smartphone has created new dimensions for business in Indian market. It is not only the
Smartphone sellers enjoying the business but it also created a new area for mobile application
developing companies in India, Internet services provider and @tters of life to utilize the
Smartphone to gain competitive advantages. There has been an extreme growth in broadband
and Internet service providers business in past few years and one of the main reasons for this
drastic increase in their businessiséh@ er i ncreasing use of Smar
Smartphone and mobile applications. In a very small duration a huge number of Smartphone
have been sold that provided an opportunity to businesses to invest in mobile application
development and allowed tatroduce new business dimensions in market space. As it is easy

to change settings and make customizations on Smartphone, therefore there are several
programs for Smartphonedés from different sel
Microsoft etc. Mobile Application Market is another business sector introduced by
Smartphoneods. Di fferent mobile operating sys
technol ogy hence having a different mar ket
impacted adertising business sector as well. Advertising is an old concept but the features of
Smartphone have made it more effective and no doubt it is an additional positive impact of
mobile application for business. Mobile application publisher, distributor audegrovider

are getting large revenue by providing ads as a part of mobile application.

There are some negative impacts of smartphones. The major impact of Smartphone is on PC

market. According to a survey by Compete, a web analytics firm, a largeenwhpeople

almost up to 65% are using their smart phones to read news feeds, post status updates, read &
reply to messages and post photos. This shows that now people are leaving PCs and moving

towards Smartphoneds.

Studies have investigated the demobgrapcharacteristics of smartphone users which are
Males 53%. They are more likely to have a smartphone than females which is only 47%

12



(Entner, 2010). The smartphone user tends to be younger than the general cell phone audience.
Smartphone features like xteéo speech, GPS and social Websites are helping people to easily
remain integrated with society. Using these services and many more features, People can easily

communicate to their needs, seek assistance from others and remain connected to society.
1.4Market challenges

Indian smartphone market is an emerging market; there are many smartphone companies that
are targeting India as their market. Some of the major international companies are Samsung,
Apple, Sony, Nokia, Motorola, LG etc. the market sharmteirnational brand are decreasing

as local brands like Micromax and Karbonn are launching smartphone with android operating
systems and large screen at very low price compare to the international brands. For example,
Canvas 4 by Micromax is a smartphongwandroid 4.3, quadore processor and has 13MP
camera with a 5 inch screen; it was launched at in India below INR 19000 as the smartphones
with same features in international brand like Samsung, Apple or Sony is around INR 40000.
The sales of local bras are increasing as Micromax market share was 5.6% in 2012 and in
2013 it was 22.7% (Times, 2014).

1.5Research Questions
The study intends to answer these research questions:

1. How does attitude and subjective norms affect the consumer behaviourstsmartbhones
in the Indian Market?

2. What are the effect of culture, social status and marketing activities in form of external

influence on the consumer for purchasing smartphone in Indian market?

3. What are the effect of perception, motivation andteman form of internal influence on

the consumer for purchasing smartphone in Indian market?

4. How does social concept and lifestyle affect the consumer decision making process in Indian

market?

5. Does the consumer if affected by cost and featuremaiftphone while purchasing? Does it

affected by consumer social status?

6. Does the consumer if affected by brand of smartphone? Does it benefit the consumer to

make decision and selecting alternatives?

13



1.6 Research Objective
The research objectives for this study are as follows:

1. To identify to what extent evaluation of outcomes and beliefs affect consumers attitudes and

intention to purchase in the smartphone market in India.

2. To develop a framework on the effects ofeemél influence and internal influence which
affect selfconcept and life style of the consumer which result in purchasing decision making

process.

3. To analyse what are the factors which influence and eventually motivate the customer to buy

smartphone imndian market.

4. To analyse the theoretical implication of brand of smartphone in Indian market and what are

the effect on purchase decision making process.

1.7 Dissertation Structure and Overview

Chapter One provides a general introduction to theareBewhich covers an introduction,
background to the study of smartphone market, Indian market overview, market analysis , the

aims and objectives of the research.

Chapter Two provides a review of the literature and covers the foundations for the research
framework. In this chapter the researcher looks to define the main concepts of the study,
identify the core factors of the decision making process through a consumer behaviour model
and identifying as how the external and internal factors are motivatiumer in decision

making process. In addition, this chapter lays out the arguments for the research, identifying
themes and refining research questions and work to build a conceptual framework that can be

tested throughout the research.

Chapter Three prades details of research methodology process which includes details about
the empirical field work, including the sampling techniques, design and testing of
guestionnaire instrument, survey research implementation and overall data gathering. It also

includes ethical issues and any potential limitations of the research.

14



Chapter Four provides details of data analysis in which the results of the survey are analysed.

This includes details of data collected through graphs and tables.

Chapter Five provides agtiussion of the research results and conclusion of dissertation. This
chapter examines the potential implications of the findings and analyses all facts through

research questions and identify if the research objectives where achieved.

Chapter six providean area of selfeflection where the researcher will give an overview of
learning methods with reference to his own, as well as analyse the dissertation writing

experience and his performance and development overall.

15



2. Literature Review

2.1 Introduction

In this chapter provide a review and synthesis of the literature, it explain the consumer decision
making process with the model which is used as the research framework. This explains all the
external and internal factors which influence consumer in aecisiaking process. This
chapter also includes literature for smartphone and its characteristics. It explains the factors
which are affecting consumer in purchasing a smartphone. This chapter also explain the
importance of band influence on consumer in ¢$pheme industry. This chapter use a
consumer decision making model to explain the consumer buying behaviour for smartphone
industry in India. Literature review contents are linked with research questions and research

objective of this research.
2.2 Consumer Decision Making

One of the fundamental issues in consumer behaviour is the way consumers develop, adapt and
use decisiormaking strategies (Moon, 2004). Consumer decision making could be defined as
the Abehaviour patt er n sternoinfe and dolow wmitkerdecjsiont h a t
process for the acquisition of need sati sfy
al.,1991).

Consumer decision making has long been of great interest to researchers. Early decision
making studies concentrated tie purchase action (Loudon and Bitta, 1993). It was only after

the 195006s that modern concepts of mar ketin
decision making, including a wider range of activities (Engel, Blackwell and Miniard, 1995).

The contemorary research indicates that more activities are involved than the purchase itself.
Many other factors influence the consumer decision making than the final outcome. Vast
numbers of studies have investigated this issue and many models have been developed
accordingly. Models aim to depict the purchase decisiaking process and its influential

factors.

Consumer behaviour is a wide range of study about the decision making processes that a
consumer make at the time of making a purchase. According to Koep 0 9 ) AConsun
behaviour is the study of how individuals or groups buy, use and dispose of goods, services,

ideas or experience to satisfy their needs

16



was taken as buyer behaviour that reflects thedoten between consumers and produces at

the time of purchase but now marketers recognize consumer behaviour as an ongoing process
not only what happens at the time when consumer gives money and gains some goods or
services (Solomon, 2006).

Intheeyeofmr ket ers, a consumer is known as fia ma
purchase is the response to that problem. The process that a consumer takes in his decision
making is quite interesting to most of the large companies. They are extremely trying t
research the consumer buying process to find out what consumers buy, where and how they
buy, when and why they buy. It is easier for researchers to find the answers for what, how,
where, when and how much consumers buy but it is not that much easy whifirthey buy.

The reason is Athe answers are often | ocked
2009).

Usually a buyer passes through five stages to reach his buying decision. First the buyer notices
the difference between his current state igiedl state and recognizes his want and need for
something. A need can also be aroused by external stimuli. He/she starts searching the
information for his/her desired product through different channels like family, friends,
advertisement or mass medidtek sufficient information is gathered, the buyer processes the
information to evaluate the alternatives brands in the choice set. Finally he purchases the
product which he assumes to be the best for him. After purchasing the product, the buyer will
takefurther action to the marketer based on his satisfaction or dissatisfaction (Kotler, 2009).
For purchasing a smartphone a buyer goes to these five stages. These stages help the buyer to
evaluate his/her needs, choose the best smartphone according & hes#dh and budget and
purchase it.

Need Information Evaluation of Purchase PostPurchase
recognition I$ Search I$ alternatives Decision Behaviour

Figure @): Buyers Decision Process
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2.3 Models of Consumer Behaviour

Companies use various marketing efforts to influence the decision of consumers but it is
difficult to know how consumers respond to them. Marketing stimuli comprises the Four Ps
which are product, price, place and promotion. Smartphone companies usmankseng

stimuli to influence the consumer to buy new smartphones or replace old one. Besides these
there are other stimuld. t hat act as the maj
economic factor which i s ¢ oumctcongitios, thenextk et c
stimuli is the technological factor which is the R&D sector which analyse the usages and needs
and develop smartphone according to it and the next is the cultural factor which is cultural
impact of the country

All these stimuli erdr into the buyer black box and depending upon the influence of buyers
characteristics, the buyer come up with the observable buyer response: product choice, brand
choice, dealer choice, purchase timing and purchase amount. (Kotler, 2009)

For this reseatt The Hawkins, Best and Coney model is used to analyse and develop a
framework on consumer behaviour for smartphone in Indian market. The Hawkins, Best and
Coney model will help in understanding the external and internal influence which are faced by
the caxsumer which motivate them in buying a smartphone. This model which also help in
analysing the decision making process in which a consumer goes while purchasing a
smartphone and it will explain as how external and internal influence is related in therdecis
making process.

2.4 The Hawkins, Best and Coney Model

The Hawkins, Best and Coney model is based on the Engel, Kollat and Blackwell model and
further broadens it to external and internal influences. Hawkins, Best and Coney (2004)
regarded the consumeeed is influenced by both external factors such as culture, subculture,
demographics, social status, reference groups, family, and marketing activities and aspects
such as perception, learning, memory, motives, personality, emotion, and attitudewthass

internal factors.
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Experience and Acquisition

External Influence

Culture

) Decision Process
Demographic

_ Situations
Social Status
Reference Group 1
. Problem Recognition
Family
Marketing Activities 1
Need :
Information Search
Selfi Concept & l
Life Style . .
Alternative Evaluation and
Selection

Internal Influence Desird 1
Perception

Outlet Selection and Purcha
Learning

Memory 1

Post Purchase Process

Motives

Personality

Emotions

Attitude

Experience and Acquisition
Figure: @) theHawkins, Best and Coney Mddglawkins, Best and Coney, 2004)

Together, they form consumer setincept and lifestyle, leading to needs and desires that drive
the fivestage decision process, namely problem/ needs recognition, search for alternatives,
evaluation of alternatives, choice/ purchase made, anegppodtae evaluation. Although the

five stages decision process, which is similar to the Engel, Kollat and Blackwell model, views
factors such as emotions as an influence, it still takes the assumption that consumer make
purchasing decision in a rational manrassessing alternatives before making a decision. Yet,

previous experience as well as perception, learning, memory, motives, personality, emotion,
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and attitudes may affect the acquisition. Experience and acquisition may influence the internal

and externaldctors, which would reinforce or change consumercmitept and lifestyle.

2.4.1External Influence on Consumer Behaviour

Culture

Culture is the accumulation of shared meaning, rituals, norms and traditions among the
members of an organisation or sogiet A consumer 6s culture deter
he/she attaches to different activities and product. It also determines the success or failure of
specific products and services in the market. A product that provide benefit consistent with
those @sired by members of a culture at any point in time has much better chance of attaining
acceptance in the marketplace. Culture can be considered as a lifestyle which is then passed on
from one generation to the other generation. Culture is not statsccdintinually evolving,
synthesizing old ideas with new ones. As of the historic factor that Iranian plateau, Central
Asia, Arabia, Afghanistan and the West have invaded India thousands of years ago as a result
Indian people and culture have been influehertremely and produced a remarkable ethnic

and cultural fusion. 4 main languages are spoken in the country. English is the most vital
language for national, politics and commercial communication. Although 81% of the people

are of Hindu religion, Indiais he home of Muslims (1% of peopl
Muslim populations. The population also includes Christians, Sikhs, Buddhists, Sikhs and
Parsis (Cia.gov 2014).

Demographic

An age cohort consists of people of similar ages who have undesigoites experience. They

share many common memories about culture heroes, importance of historic event and so on.
Marketers often target products or services to one or more specific age cohorts. They recognize
that the same offering will probably not appéa people of different ages, nor will the
language and image they use to reach them. Important age cohort includes teet28ygeat 8

olds, baby boomers and the elderly. Teenagers are making transaction from childhood to
adulthood, and their setfoncet tends to be unstable. They are receptive that help them to be
accepted and enable to assert their independence. Baby boomers are the most powerful age
segment because of their size and economic clout. As this group has aged their interests have

changedand marketing priorities have changed as well. According to survey of Cia.gov (2014)
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Total population of India is 1.2 billion and age structure from age 15 to 54 consist of 69% of
total population in which approx. 376 million are male and approx. 35®bmdlie female. As

for smartphone market it is very huge demographic.
Social Status

Different products and stores are perceived by consumers to be appropriate for certain social
classes (Munson and Spivey, 1981). Working class consumer tends to epeabaatets in

more utilitarian terms such as sturdiness or comfort rather than style or fashion. They are less
|l i kely to experiment with new products or st
also influences the consumption behaviour. Petggnzan be defined as a set of unique
human psychological traits such as confidence, autonomy, adaptability and defensiveness that
leads to regular and continuous responses to external stimuli. A brand also has personality, a
Brand personality can be catered as the individual set of traits that we can attribute to a
certain brand. Buyers are more likely to choose brands that reflect their own. Usually, such
possessions would be more obvious for public products than for private products available in
market (Solomon, 2006).

Occupation and the soci al class have a powe

categories of social class are as following:

Upper classthey are social elite, leaders in business

Upper middle clasghey are mainly professionals and business people

Middle class they are the whiteollar workers and small business owners

Working classthey are bluecollar workers

Lower classthey are the unskilled, poorly echted and socially disadvantaged people.

People who are from an uppeass family will undoubtedly consume more on products and
services while people from a lower class will spend more cautiously and wisely on products

and services in market.

The increas in Indian economic activities naturally has led to creation of employment and
business opportunities, which in turn has resulted in a substantial rise in the disposable incomes
of the people particularly, the middle class. An ever greater section lofdiae populous is

making their entry into the middle class by virtue of their earning potential. With increasing
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disposable incomes, higher levels of aspiration and propensity for a better lféiséyfaiddle

class is the key beneficiary of majority the products and services marketed in India.
Considering the size of the country and its population, the market size for goods and services in
India is huge and it is still growing.

Reference Groups

A reference group is an actual or imaginary individuajroup conceived of having significant
relevance upon an individual evaluations, aspiration or behaviour. Reference group influences

consumers in three ways. These influences are informational, utilitarian, and value expressive.

Although two or more pedg are normally required to form a group, the term reference group
is often used bit more loosely to describe any external influence that provides social cues.
Reference group that affect the consumption can include parents, fellow enthusiast, team

membersclassmate etc.

A reference group can take the form of a large, formal organization that has a recognised
structure, regular meeting times and officers, or it can be small and informal, such asd group
friends or student living in hostels. smartphor market, companig¢end to have more control

over their influencing of formal group because they are more easily identifiable and accessible.
Family

Family is considered as the most important consumer consumption organization in society, and
members of &amily constitute the most influential primary reference group. Family members
play certain roles in the decistionaking process, namely the information gatherer who has the
influence on how and where information is gathered, the influencer who hagldleade on
different brands are evaluated, the decision maker who has the influence on which product will

be bought, the purchasing agent who makes the purchase, and the user of the product.

There are two families i n tioh eonsists of paredtsand i f e .
children (singleparent families and childless families are included). From parents, an
individual acquires an orientation toward religion, economics, personal ambition, and
selfworth. Such influence on behaviour can be sigaift and continuous even though the

buyers do not interact often with their parents.

Another more direct influence on daily buying behaviour is the family of procreation, namely

oneds spouse and children. For epurehasnglas 1 n t
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varied by product category. The wife is usually the main purchasing agent of the family. That
i s, nowadays, traditional purchasing rol es
womenos needs as possi bnlaa urhamapogukatiors of theAceuntfy o r
every member of family usually has a smartphone. Normal mobile is usually owned by

everyone and they are slowly switching to smartphones.
Marketing Activities

We are surrounded by marketing stimuli in form of adventisnt, shops and products
competing for our attention and our cash. Popular culture, the music, films, sports, books and
other forms of entertainment consumed by mass market is both a product of and an inspiration
for marketers (Solomon, 2006). For smhdpe marketing, manufacturer use social media
tools and television advertisements to influence the consumer in purchase decision making.
Manufacturers also try to engage consumers in activities like gaming and competitions for
promotion of their product.df example, to increase perceptibility as Micromax was new in
Indian market; Micromax bombarded the market by all different kinds of advertising through ,
radio, outdoor, online, exchange schemes and promotions. They placed their products in
popular storeke Croma, The mobile store, Reliance Digital etc. As there was high visibility
with the competitive brands, Micromax Tie ups with local distributors for easy availability
which helped them to tap the customers who did not visit the popular torebe B2C

model, higher margins up to 15 per cent were offered to the dealers, which was higher than the
industry average of 6 per cent to 10 per cent. And distributors were offered with higher margins
than any other manufacturer this helped the company nagmehe market deeper into the
urban marketd=or new customers the company provided them with bettersstes service

and an extended warranty of 2 years, thus gaining the trust of the cusibess.marketing
strategies helped in the company in e@aging the market share it penetrated deeper in the
urban markets. It became the second largest GSM mobile phone vendor in India after Samsung,
with a market share of 21 per cent. It sold about 1 million mobiles every month.
(Micromaxinfo.com, 2014)
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24.2Internal Influence on Consumer Behaviour

Perception

Perception refers to the many different ways that an individual can sense external information,
select particular sources of information and how they interoperate this information (Belch and
Belch, 2@9, p118). This means that the people who have the same motivation and are in the
same situation may not act the same because they perceive the situation differently. Perception

is the process by which people select, organize, and interpret informatiwmtthe image of

certain things. People perceive the same situation differently because they interpret and
organize information uniquely. Bmartphone markgperceptions are more important than the
reality, as it affect ecacertlsee precesées thad explainaMhy b e h .

people from different perceptions with the same object.

1. Selective attention

Selective attention is the process that people screen most stimuli out as the capacity to process
stimuli is limited. For instancegverage Indians may be exposed to over 1,500 ads, which
indicate that marketers have to try their be
likely to notice stimuli that relate to a current need, that they anticipate, and whose deviations

are hrge in relationship to the normal size of the stimuli.

2. Selective distortion

Selective distortion presents the tendency for people to interpret information that match to the
presumptions. Consumers often distort information to support their existiref bad
expectations. Selective distortion can be helpful with strong brands when consumers interpret

neutral or ambiguous brands information and make it more positive.

3. Selective retention
Selective retention implies the tendency that people forgehrmafithe information that they
are exposed, but they still retain information that matches their attitudes and beliefs. It explains

why repletion is necessary to avoid information to be neglected.
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Learning

Learning induces Iehaziougaisng from experienseu Acelallys ndost
human behaviour is learned. Learning is formed through the interplay of drives, stimuli, cues,
responses, and reinforcement. A drive is a strong internal stimulus that propels actual action.
Cues such as adstising are minor stimuli, which determine when, where, and how a person
responds. Response is an effort that people make to satisfy the drive by obtaining a product.
Reinforcement happens once a consumer has bought the product and is satisfied@fter usin

Memory

All the information and experiences people confront, as they go through life, become part of
the memory. Consumer brand knowledge can be considered as a spreading activation process
in the memory network with a variety of linked associatitinst determines how people
retrieve and what information people can recall in the given situation. These linked
associations are important determinants for people to recall about the brand, including

brandrelated thoughts, feelings, perceptions, imageperiences, beliefs, and attitudes, etc.

Motivation
Masl owds theory

Abraham Maslow tried to explain why people are driven by particular need at particular times.
He placed needs in a hierarchy, whi chivei s cal

levels of needs from the most to the least pressing.

The first | evel of Masl owdbs hierarchy of nee
of all needs including food, water, and shelter. People will always try to satisfy their most
importantneeds first; the second | evel of Masl| owa
When basic needs are satisfied, people will strive for security, stability, and freedom from fear;

the third level is social needs, where people consumers will tryisbystéteir needs for

friendship, belonging, and affiliation. Such emotional security is valued by other people in
social circles; the fourth | evel of Masl|l owo0s

and status, to be superiority; self needslaamsito do with sellevelopment and realization. In
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Masl owds hierarchy of needs, a person tries

are satisfied, the person will then satisfy the next most important need.

Esteem Needs

(being respected by others
asa It of your lish

Social Needs
(being loved, befriended, and accepted by others)

Physiological Needs
(needing food, water, and sleep)

Figure(4) Abraham Maslow hierarchy of needs (Maslow, Stephens, Heil and Maslow, 1998)

Personality

Personality describes a personbds dispositioc
encompasses a personods wunique t rpaycholsgists The 0
discuss frequently include openness or how open you are to new experiences,
conscientiousness or how diligent you are, extraversion or how outgoing or shy you are,
agreeableness or how easy you are to get along with, and neuroticism oohewqu are to
negative ment al states. Mar k et ecomscepts éovtheir had &
buying behaviour. Marketing researchers believe people buy products to enhance how they feel

about themselvet® get themselves closer to theiedd selves.
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Attitude

AAttitudes are | earned predispositions to re
favourable or wunfavourable wayo (All port, 1
emotional feelings, favourable onfavourable evaluations, and action tendencies people have

about products, services, companies, ideas, issues, or institutions. Attitudes tend to be
enduring, and because t heyiefg theyare hasdéodchange. p e o p
Smartphone@mpanies want people to have positive feelings about their offerings.

2.4.3Social concept and Lifestyle

According to the model, all the external influence and internal influence on consumer result in

their social concept and lifestyle choice. Lifestylie a0 consumer refers to a pattern of
consumption reflecting their choices as how they spend their time and money; it also refers to

the attitudes and values attached to these behavioural patterns (SolomorA@fr@jng to

Kotl er et aler siandespagteenns af pliving as ex
interests and opinionso. Lifestyle captures
the world more than profiling a persoads soc
style and social concept of consumer influenced by their external and internal influence result

in the decision making process for the product based on need and desire.
2.4.4Decision Process

Problem Recognition

Belch and Belch (2009) also discusshowma e d i snot necessarily so
wants but can be something that a person must have in order to facilitate their way of life. This
stage of the model is centred on what drives consumers to start shopping for products
(Workman and Studak, 26QProblem recognition occurs whenever the consumer sees a
significant difference between his or her current state of affair and some desired or ideal state.
The consumer perceives there is a problem to be solved, which may be large or small, simple or
conmplex. A person may be tempted to acquire that product by advertisement or by other social

or physical medium, which triggers the thought about purchasing. Need recognition can occur

in several ways. The quality anplyhyeansngaotbds act
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of Product, by buying a product that turns out not to satisfy needs adequately, or by creating
new needs.

In case of smartphone, consumers may want to upgrade their smartphone to enjoy new features
or to buy a smartphone for their davyprk need or to connect to social network or for his/her

social status.

Information Research

Mi hart (2012) discuss how information searcl
customer will identify products that they are already aware of kraswie evoked set. The
Afexternal searcho aspect of information seal
sources, which can include packaging and marketing communications. Once the problem has
been recognised, consumer will need adequate infamio resolve it. Information search is

the process by which the consumer surveys his or her environment for appropriate data to make

a reasonable decision. A consumer may recognise a need and then search the marketplace for
specific information relatetb the product. Information sources can be roughly broken down

into two kinds: internal and external. Internal search is the use of own memory band to
assemble the information about the different product alternatives whereas External search are

the informaion obtained from advertisements, friends etc. There are many Information sources

by which a person can get the information like friends, family, neighbours, websites, trader,

and display in shops, promotions and mass media. In case of smartphone lofoalmadt the

product is collected via many source like, Friend and family, online review of the product etc.

Evaluation of alternatives

According to Belch and Belch (2009) this part of the decision making process refers to when a

customer refers backt t he evoked set to evaluate whet|
solve their probl emo. I n evaluation of stadgd
considered comprise the individual 6s evoked

standard based on the information they acquired in from information search. Members of the
evoked set usually share some characteristics; they are categorised similarly. The way products
are mentally grouped influences which alternatives will be considaretisome brand are

more strongly associated with these categories than are others.
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In case of smartphones; Individual analyse many alternatives before buying a smartphone.
There are various brand of smartphone as well as various price categories waidtifaeent
features and specifications; the basis of categorisation for an individual is by price range or by

features and brand.

Purchase decision

Belch and Belch (2009) describe this point in the process as when a customer makes up his/her
mindonwlat product his/ her wishes to purchase,
of purchase decision, after evaluating the alternatives and selecting product according to the
desire the consumer solves his/her problems and satisfy his/her nebdy #relproduct. This

purchase decisions is influenced by many factors like reference groups, acquaintance, friends
and family. l'tés al so possible that i f the

the consumer might intend to buy the pradefahat brand only.

In case of smartphones; consumer make their purchase decision by analysing the newly
introduced smartphone in the market. Consumer rarely buys old models in the market.
Consumer prefers new models because of new technology andatawese For the consumer

who loyal to the brand always goes back to the brand as it satisfy his/her demand. For example:

Apple, Sony and Samsung.

Postpurchase Behaviour

Belch and belch (2009) describe purchase evaluation as the point in the processheher
customer looks to evaluate if the purchase met expectations, exceeded expectations or left them
disappointed. After the purchase of the product, the consumer evaluates and analyses the
product from the using experience and its performance. If peaftzendoes not meet the
expectations of the consumer then the consumer gets disappointed and try to search for way to
minimize the dissatisfaction or replace the product; if the product meets expectations of the,
then the consumers is satisfied and continsig the product happily; if the product go
beyond expectations of the consumer then the consumer is delighted and the chance of
repurchase of that product or the product of that brand will be higher. The consumer will also

talk and share about the pratito others positively.
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In case of smartphone; the consumer after buying the smartphone use it and analyse its
functions and with a proper use they analyse if the product is satisfying their demand or not.
Consumers also rate the smartphone on the vesbaid also post comment about their
experience in using the product. If they like it the result is positive if not they the reviews are

negative and this helps the other customers in buying the products.

2.5 Smartphone Characteristics

Within the mobile phone category, there is a-slatss of phones known as smartphones. A
smartphone is a mobile phone that integrates a feature phone and a mobile computing platform,
and the models today even combine functions such as digital cameras, phegrs,
high-speed data access via Wi GPS navigation, and other applications with option to
download application through application market. Typically, smartphones also comprise web
browsers and highesolution touchscreens, which provide peoplélbeiewing and browsing

experience.

In its simplest form, a smartphone is a mobile phone with-byilhddon applications and
Internet (3G network) access. However, because of its capability to handle a great amount of
applications and functions at tsame time the concept of a smartphone slowly transitioned

into definitions of a handheld computer. The great differences between the available brands
and models on the market today are the operating systems platform. The smartphone becomes
more than a elvice for sending and receiving text messages and calls as it consists of various
ways to interact with other users in a more personalized manner, compared to the traditional

mobile phones.

While an oldstyle feature phone includes some basic softwark as@n address book and

games, a smartphone has the ability of further performance. One of the significant differences
between a feature phone and a smartphone is that a smartphone can instpértird
applications from applications store. Users ate slodownload and install application on their

operating systems, such as time schedule, navigators, personal finance managers and games.
Generally, a smartphone is based on a certain operating system that allows phone users to
install applications on itSy st e ms i nclude Appl eds I OS, Go ¢
Windows Phone etc. The core applications of smartphones consist of cellular voice, data, and

PIM (personal information management) applications such as calendars, contact managers,
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tasks, notes,-mail. These applications must work together seamlessly and with the features of
the phone. For example, pictures taken with the camera can be linked to the address book so
that users can see who is calling. Navigation software uses addresses storaddredsebook

in combination with GPS data to facilitate data entryndil clients are integrated with address

book.

2.6 Factors affecting Purchase Decision for Smartphones

Consumers can base their smartphone purchase decisions on a range of prduliies astnch

as price, wireless carrier, phone functions, phone design, brand, usage, phone size, carrier
flexibility and purchase location (Harter et al., 2007). However, a Finnish study found that
although consumer decistmaking in the telecommunicatismarket is affected by specific
phone attributes, choice is often made without an understanding of the properties and features
that new models have (Karjaluoto et al., 2005). The researchers of this study noted that
consumer decisiemaking was not whollyational, and symbolic dimensions, such as brand,

were regarded as important among many study participants in making their phone choice.

Consumer 6s involvement | evel has previously
(i.e., a collection of arselotes and stereotypes that individuals rely on to understand and
respond to events) on smartphone attitudes (Martin and Marshall, 1999). The level of consumer
involvement is not only defined by the product being purchased, rather it is also defined by
factors such as the perceived level of purchase importance to the individual consumer, and the
consumer 6s experience and perceived skill
category. In existing studies on consumer involvement, it has been faindhien compared

to low involvement consumers, high involvement consumers use more criteria for choice
making, search for more information and process relevant information in greater detail
(Mitchell, 1989).

2.6.1Social factors

In the Unified Theory of &ceptance and Use of Technology (UTAUT) model indicate three
direct determinants of intention to use (performance expectancy, effort expectancy, and social
influence) and two direct determinants of actual use (intention and facilitating conditions)
(Venkaesh et al., 2003). Social influence among the three direct factors of behavioural
intention to use smartphone technologies is recognized as an important factor (Bhattacherjee,

2004). Social influence imcludes not only mass media reports and expert @mnfexternal
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factors) but also word of mouth from friends, colleagues, and superiors (interpersonal factors)
(Bhattacherjee, 2004).

Verkasal obés (2010) defines soci al i nfluence
that important others ensuteey would better use a new system. We consider the interpersonal
factors as social influencers in this paper because Smartphone is regarded as a new information
technology mobile device which creates uncertainty about individuals expected consequences.
Additionally, consumers tend to consult with their social network about this uncertainty rather
than consulting the external factors such as media and expert opinions before making a
decision to use Smartphone (Logeéizolas et al., 2008).

However, Verkasald2010) suggests that the social norm influences intention to use a

Smartphone indirectly through influencing the perceived enjoyment. Kim (2009) states that
social influence could affect the intention to use a Smartphone via influencing the perceived
usefilness. Shin (2010) also indicates that social influence has a positive influence on the

attitude towards Smartphone purchasing.

Smartphone had also made possible for us to remain connected with our friends and family all
the time. Always connected to th@ernet through a Smartphone provides a great instrument

for individuals for constant communication resulting in great safety for children attending
schools or going outside. The classic mobile phones provided this facility for long time but the
Smartpho e 0 s utilizing t he same and providing
communicate with children and know their whereabouts anytime. The Smartphone has given
an opportunity to individuals to act as a journalist at any point in time antimeaihformation

to society. Smartphone features like the camera, video capture, access to social Websites and
nature of always connected to the Internet enable individuals to capture any video at any time
and share it with friends and family using social Websitesaher Internet based options.

2.6.2Self-Actualization

Phang et al. (2006) indicate that sattualization refers to the intrinsic motivation to become
everything that one is capable of becoming.-8etbialization relates to achieving a sense of
fulfilment of personal growth and personal potential. Higher motivation foaselélization

could make people open to new experience and learn new ideas and skills (Heylighen, 1992;
Phang et al., 2006).
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The technologies connecting individuals, colleagues, arganization groups hold great
potential for learning, personal growth, and life improvement. Learning to use new
Smartphone and its related applications such as GPS, App Store (software supplyrferor
android) could allow Smartphone users to shiaeg information seek setfevelopment, and

contribute to actualize the self.

For example, one of the most appealing applications of Smartphone seems to be game
programs. The role playing games allow users to play roles of different alternative heroes
through virtual world. The game players can thus fulfil the needs chsglflization (Wan

and Chiou, 2006). However, the relationship betweenastlfalization and the adoption of
Smartphone has not been examined. This study suggests those new teetnalabi
Smartphone applications present consumers an opportunity to communicate and explore more

and more of the world in order to actualize the self.
2.6.3Brand Concern

Brand is the most valuable asset for a company, where it represents a produat®nsssms

to consumers. Brands are more than just names and symbols. It is also the element of
relationship between company and customers (Kotler and Armstrong, 2010). The brand name
has directly influenced cust omeffedng. Whenr cept i
customers are satisfied, they generate word of mouth and it will lead to others to be interested
and choose the brand (Azad and Safaei, 2012). To enhance consumer response, marketers
strive to build brand equity in order to capture consumefiepence and loyalty. Brand equity

is the added value endowed on products and services and it may reflect how consumers think,
feel and act with the brand. A study on the effect of brand name toward cars shows that people
trust the well know brand for itguality, performance and believe that brand shows a person
lifestyle and societal status. Brand is a name, term, design, symbol or any feature that identifies
one sellerds goods or services as distinct

brand has a moderate impact on consumer behaviour.

In terms of gender, it's impact female more than male. Also, lower income group consumers
have a greater impact on brand toward their behaviour due to after sales service and limited
purchasing capacity.3563% of people strongly agree that they choose a brand due to perceived
good brand quality (Farzana, 2012). It shows that brand could influence purchase decisions,
and it should be further look into the effect of factors such as brand awareness, brand equi

and brand association has on purchase decision.
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2.6.4Price Concern

APrice is the amount of money charged for a
customers exchange for the benefits od havi
Armstrong, 2010). Price is basically the amount of money a consumer willing to pay for in
exchange with products and services that they think are valuable. The value of money varies
from different people. Some might think it is valuable for a high grideothers might think it

does not worth for the value of money. There are so many methods of pricing, such-ap mark
pricing, targetreturn pricing, perceivedalue pricing, going rate pricing and promotional

pricing (Kotler and Keller, 2012). If the disunt rate is low, it should be presented in its value;
whereas if the discount rate is high, it should be presented in percentage, so that customers will

have higher purchase intention (Isabella, 2012).

From the consumer so6 p eurce @f eformationdor buyersitogudgepr o v i
product quality (Carpenter, Glazer, and Nakamoto 1994; Sivakumar and Rajeg@jally
in cases where they are purchasing highly innovative e products and lack the knowledge

required to objectively evaluate tpeoduct/technology.

According to Flirpkart.com which is I ndiads
range fronRs. 5,000 to Rs. 60,000. Price range on smartphone depends on its specification and
capacity. Rs. 5,000 to Rs 10,000 is rangédarend smartphone which has a basic camera and
basic smartphone features. Rs. 10,000 to Rs. 20,000 is the range-@ardchsichartphone which

has good camera and good processing power. Rs. 20,000 to Rs. 30,000 is the range for
high-end smartphone and abotleat are flagship models of smartphone of manufactures
(Flipkart.com, 2014).

2.6.5Product Features Concern

Feature is an attribute of a product to mee
wants, through owning of the product, usage, and utilization of a product (Kotler et.al. 2009).
Product features including hardware and software. Hardware isgbeqadi®n for a device that

can be touched physically. The hardware of a Smartphone is the body of the phone itself, size
and weight. Colour and design are also considered as hardware as it is the physical appearance

of the Smartphone. Software whereashis general term for computer programs, procedure

and documentation. The software of a Smartphone is the operating platform, storage memory,

or apps that run the phone. The software for a phone in the market is such as iOS, Android,
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Windows. According to aesearch, factor affecting ones to acquire a Smartphone due to
software consists of 33 % whereas hardware has only 17.6%. It shows that software is much
more important than hardware in Smartphone purchase decision making process. However, in
thesamereser ch, Smart phoneds design gain the most
consists of 56% exceed the importance ofRN{38.5%), computing power (34.2%), price

(30.2%) and others (Osman, 2012).

2.7Impact of Brand on Consumer Behaviour for Smarphone

In recent years there has been rapid growth in the adoption of smartphainieasattracted
increasing attentionf consumer buying behavio@Kim, Lin, & Sung, 2013). Smartphones
provide marketers with the opportunity to devekapartphoneghat will create a unique
contentof interactiveexperience between consumers and a brand, thus engaging consumers
more effectively. Currently smartphone devices have a central role in the mobile
communications landscape, and growth in market share is preidtecgtrong throughout the

next five years (Gelenbe et al., 2013).
2.7.1Brand Equity

Brand building is an activity that takes some to build and often even longer time before
yielding any results. From a managerial perspective, brand equity provides a strong platform
when introducing new products and could shield towards competing attsaksr(1996).
However, ultimately and most importantly, the brand has to carry meaning for the consumer
(CobbWalgren et al., 1995; Farquhar 1989; Crimmins 1992). Brand equity can be defined
from various perspectives, yet for the purpose of digsertatb n i s t o anal yse
perceptiontoward brand of smartphoriee. how customers perceive a product or service
(Hongbumm et al., 2003; Capon, 2008). Various researchers have chosen different strategies
in the operationalization of consumer based breaquity and these can be divided into two
groups (Aaker, 1996):

- Consumer Perceptions: covering brand awareness, brand association, and perceived quality

- Consumer Behaviour: including brand loyalty and willingness to pay a premium price.
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Psychological & . : Purchase
Physical features* Perception * Brand Equity » Intention

Antecedents and Consequences of Brand Equity

Figure 6) CobbWalgren, Ruble and Dontho (1995)

2.7.2Brand Awareness

Brand awareness is a brand's ability to be recognized or recalled as a member of a certain
product category or service (Aaker, 1991). Rossiter & Percy (1987) relates it to the strength of
the brand node or trance i n yheidedifythebmasndim ef | ec

different situations.

Brand awareness plays an important role in consumer deas&imgprocess for smartphone
purchaseFirstly, it increases the likelihood of a brand being a member of the consideration set.
Secondly, it habeen shown that consumers adopt a decision rule to buy familiar brands. Brand
awareness can therefore be seen to affect decisions atamgiskin the consideration set.
Lastly, it influences the formation and strength of brand associations. Fundamemggily,
levels of brand awareness should increase the probability of brand choice, produce greater
consumer and retailer loyalty, and decrease vulnerability to competitive marketing actions
(Keller, 1993).Smartphone marketers use marketing tools and soeidia to reach to various

consumers in the market.
2.7.3Customer Brand Engagement

Cust omer brand engagement intsllectud) emotiormalt and | e v e
behaviour al activities as a result of brand
motivational, brand related, and context dependent state of mind (Hollebeek, 2011).
Interactivity between the consumer and a brand isidered not only a distinct concept, but is

viewed as an antecedent required for engagement to occare@ed value is defined as the
perceived level of value created in the mind of the consumer through interactions with the

brandof smartphoneSimilaly, customer brand experience is conceptually related engagement
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to be momentary yet to have strong personal meaning which may illicit cognitive or

behavioural responses (Hollebeek, 2011).

Mollen and Wilson (2010) argued that engagement is the outcorenthual interaction
between the consumer and the brand that reinforces the emotional, psychological, or physical
commitment to the brand. Furthermore, manifestations of engagement are described in the
literature as a dynamic concept that may vary froortsierm, highly volatile, to longerm,
relatively stable processes. Closely related to brand loyalty (Bowden, 2009), engagement
describes the strength of the relationship between a consumer and a Swartphone
marketers influence consumer at emotldeael and psychological level in engaging with

their brand. They usemails and interactive application which connects consumers directly to
brand to interact with consumer and influencing them in purchasing smartphone or upgrade
one. Marketers also orgse promotional events and activities which engages consumer to the

brand.
2.7.4Brand Loyalty

Smith and Wright (2004) investigated the customer loyaltgnd found out that product value
attributes directly impact the levels of loyalty. In their asaythey concluded that brand
image, firm viability, product quality and post sales service quality significantly affect repeat
sales. Punniyamoorthy and Mohan (2007) investigated the antecedents of brand loyalty and
found out that involvement, functionahlue, price worthiness, emotional value, social value;
brand trust, satisfaction, commitment and repeat purchase are having positive relationship with
brand loyalty.Marketers in smartphone industry influence consumer with high quality of
product and brad engagement to make sure that consumer be loyal to the brandimary,

loyalty had been investigated to been formed through the following antecedents such as brand
trust, commitment, satisfaction, perceived value, image, association, quality ansl. other
Likewise, the consequences of brand loyalty are related to their relationship with repeat
purchase, purchase intention, word of mouth, preference, price premium, brand equity, variety
seeking, performance, resistance to competitor and brand switclupgltycan be hard to

define as it can be formed from attitudinal or behavioural dimensions. One of the attitudinal
loyalties is attitude towards brand. Attitude toward brand is an attitudinal measure for loyalty
as attitude toward the brand is a relayvehduring, onalimensional summary evaluation of

the brand that presumably energizes behaviour. This study encompasses the dimensions of
appealing, good, pleasant, favourable and likeable as found in Spears and Singh (2004) as the
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measurement for the cdnsct of attitude toward brand. Thus, brand loyalty is defined as the

attitude toward brand.
2.7.5Brand Association

Consumerso6 favourable brand beliefs wild.l i nf
brand. For smartphone, brand associationan be represented by the functional and
experiential attributes offered by the specific brand. Consumers associate the brand with, such

as dynamism, high technology, innovativeness, sophistication, diséinetig, excellence and

prestige (Norjaya et a2007). The combination of tangible and intangible attributes creates a
brand identity, that is fAa unique set of br
create or maintain, o which drives britpaid assoa
the specific brand may impact brand associations and ultimately sales. In short, brand
association is defined as the strength of functional and experiential attributes perceived by the

consumers
2.8 Conclusion

This chapter showed the consumer béhavtoward smartphone in Indian market, the
behaviour is influenced by various factors. These factors motivate consumer and help them in
purchase decision making process which result in consumer buying a smartphone. The model
helped to determine each factand identify as how they are influencing consumers. This
literature helped to shape the research questions and research objectives of this study. It also
shows the brand influence on consumer behaviour as brand of smartphone plays important role

in corsumer purchase decision for a smartphone.
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3. Research Methodology

This chapter identifies how the research was done, and its aim is to describe the research
strategy and methods applied in this study, and to discuss their suitability within the context of
various research philosophies, models and methodological appsodtbieincludes a general
overview of the overall research philosophy employed in carrying out the research,
justification of the chosen approach, provision of operational construct definitions and
specification of their indicators, and a discussion efdata collection and analysis methods. It

is useful to state at this point that due to the confirmatory nature of the research objectives, the
guestions that emerged in chapter two and previous research foundations reported in the
literature, the approaalsed in this research is primarily informed by a positivist philosophy
based on the deductive approach of enquiry. In line with general practice within research of a
management nature, some elements of indutitased qualitative techniques are incorpentat

in achieving the objectives of this research; hence, it is important to evaluate the range of

research approaches and possible methodol ogi

to show how these were considered and to justify the methadaletoices made.

3.1Research Design

A research is designed in line with the nature of the problem identified and the questions to be
addressed (McGivern, 2006). The stated objectives of this research are confirmatory and
explanatory in nature, as they sought to describe and confirm themoenbehavioural on

smartphone in Indian market; and to establish, as well as explain, the nature of the effect of

regul atory focus in consumersd smartphone

Research design provides an overall direction for the collection and analglats @f a study
(Churchill 1979). Importance of research design stems from its role as a critical link between
the theory and argument that informed the research and the empirical data collected (Nachmias
and Nachmias 2008). A choice of research desiflects decisions about the priority being

given to a range of dimensions of the research process (Bryman and Bell 2007), and this of
course will have considerable influence on Iovestel methodological procedures such as
sampling and statistical packag@$ong with clear research plan it provides, constraints and
ethical issues that a study will inevitably encounter must also be taken into account (Saunders
et al. 2009).
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As such this study employed a cross sectionaleashtiinistered survey design usirg
guestionnaire instrument to collect data o
smartphone usage and consumer buying behaviour toward smartphone in the Indian market in
different situation. This addresses both the descriptive and explanatory aspleetesearch.

The data collected was then analysed and thereby addressing the confirmatory aim of the

research.

3.2Research Objective

1. To identify to what extent evaluation of outcomes and beliefs affect consumers attitudes and

intention topurchase in the smartphone market in India.

2. To develop a framework on the effects of external influence and internal influence which
affect selfconcept and life style of the consumer which result in purchasing decision making
process.

3. To analyse wthiare the factors which influence and eventually motivate the customer to buy

smartphone in Indian market.

4. To analyse the theoretical implication of brand of smartphone in Indian market and what are

the effect on purchase decision making process.
3.3Research Questions

1. How does attitude and subjective norms affect the consumer behaviour towards smartphones
in the Indian Market?

2. What are the effect of culture, social status and marketing activities in form of external

influence on the consumer fpurchasing smartphone in Indian market?

3. What are the effect of perception, motivation and emotion in form of internal influence on

the consumer for purchasing smartphone in Indian market?

4. How does social concept and lifestyle affect the consumesiaiecnaking process in Indian

market?
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5. Does the consumer if affected by cost and features of smartphone while purchasing? Does it

affected by consumer social status?

6. Does the consumer if affected by brand of smartphone? Does it benefit the consumer to

make decision and selecting alternatives?

Philosophies

Experiment
Approaches

Mono method

Cross-

sectional Strategies
Data .
collection Mixed
and data methods
analysis Choices
Longitudinal
Time

horizons

Multi-method

Archival research
Techniques and

procedures

Figure @) The Research Onion (Saunders, et al 2009)

3.4Research Philosophy

Creswell (2003) states that in order to formulate a suitable research strategy that explains how
data will be collected and analysed and knowledge gained, a clear research philosophy should
first be established. This is primarily because any philosophEsimptions regarding the

topic of interest impact upon how the phenomena can be understood, and therefore such
assumptions must remain constant throughout the research exercise (Creswell, 2003). For this

research positivism philosophy is used as philog@shis usually associated with quantitative
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research and deals mainly with results obtained from statistical data which was helpful for

collecting data and analysing the consumer behaviour on smartphone market in India.

Positivism

The positivismphilosophyis represented in its extreme by quantitative purists (Johnson and
Onwuegbuzie, 2004). This philosophy believes that social observations can be associated to
physical phenomena, and can therefore be studied in the same way as pure scientific inq

the observation constitutes a separate entity, the observer is separate from the entity that is
observed and it is possible to establish cause and effect reliably and validly. In positivism, a
researcher begins with a theory as a result of previogénfis or personal observations,
formulates a hypothesis to be tested, and collects data that either supports or rejects the
hypothesis; depending on the outcome revisions and subsequent tests may be conducted. Data
collection within the pure positivistgpadigm follows quantitative method (Silverman, 2000)
involving the representation of holistic phenomena in measurable, observable reductive
variables. However while positivism has proved very popular within social scemte
management research, its ptirderivative has been criticised for giving risebarriers in
research robustness due to ascnamrcew defoihmist
Onwuegbuzie, 2004). Onwuegbuzie (2009) statesvthdé positivism promotes the idea of
objectivity tovards confirmation anthlsification, this position disregards the fact that many
human decisions anmade in the course of carrying out research, and that researchers are
themselves members of a social context susceptible to subjectivism, for examgdeling

what to study, developing research instruments and interpfetaiggs.

In social science research, positivism has been largely replacegasitipositivism(Guba,
1990),the difference between the two being that the researcher makes no assumptions about
the infallibility of the findings for their theory but rather holds these findings as conjectural.
The main tenets of post positivism are that there is no single shailég, neor is there a
distinct separation of knower from the known; these assumptions attempt to reconcile
criticisms of the positivist philosophy. Therefore while positivism advocates the use of
theoryfree observed data to formulate theory, post positivadvocates that theory can be
formulated prior to data and then tested or confirmed using scientific data. From a post
positivist perspective, the researcher begins research by knowing what will be studied and how

the study will be carried out, clearlgating the hypothesis and defining the methods, and
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deriving knowledge fronthe research which can then be transferred to practice. In this
research a pogtositivist process was primarily followed due to toafirmatory nature of the

research objectives.

3.5Research Approach

On the second layer of the research onion is Research approach. There are two types of
research approach that can be employed, according to Saunders et al (2009) which are
inductive and deductive approaches.

The first approach ighe deductive approach which is also known as the testing theory in which

the researcher develops a theory or hypotheses and designs a research strategy to test the
formulated theory and the second is the inductive approach which is also known as luilding
theory, in which the researcher starts with collecting data in an attempt to develop a theory. A
researcher should explain clearly which approach is being followed in his or her research

project.

For this research on consumer behaviour toward smartphohelia both deductive and
inductive approach was used as these approach helps in understanding the consumer behaviour
as it provides a basis for scientiBtyle model specification and testing with very high accurate
result. Deduction possesses seveiraportant characteristics. First, there is the search to
explain causal relationships between variables andopesationalisedn a way that enables

facts to be measured quantitatively. This holds that problems as a whole are better understood
if they are reduced to the simplest possible elemdrtts.final characteristic of deduction is
generalisationin order to be able to generals@tistically about regularities in human social
behaviour it is necessary to select samplesufficient numerical ige (Saunders 2009). For
Inductive, it goes from specific observations to broader generalizations and theories. In
inductive reasoning, it begins with specific observations and measures and then begins to
detect patterns and regularities which result rmidating some uncertain hypotheses that can

be explored, and which finally end up in developing some general conclusions or theories for
the research (Saunders 20083.a consequence of this, the use of quantitative techniques was

applied as the primanmyethods for data gathering process
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3.6 Research Strategy

On the third layer of research onion is research strategy which helps in identifying the different
methods which can be used in order to answer the research questions. These methods are
surveys,case study, experiment, grounded theory, guided approach, ethnography and action

research (Saunders et al, 2009).

The surveystrategy is usually associated with the deductive approach. It is a popular and
common strategy in business and management obsaad is most frequently used to answer

who, what, where, how much and how many questions. It therefore tends to be used for
exploratory and descriptive research. Surveys are popular as they allow the collection of a large
amount of data from a sizeablegulation in a highly economical way.

Often obtained by using a questionnaire administered to a sample, these data are standardised,
allowing easy comparison. In addition, the survey strategy is perceived as authoritative by

people in general and is botbparatively easy to explain and to understand. (Saunders 2009)

Surveys are a common method of collecting quantitative data in social and marketing research.
A survey is a systematic method of gathering data from a population, by sampling a portion of
tha population and subsequently generalising the attributes of the population from this sample.
Baker and Foy (2003) state that a survey is concerned with fact finding by asking questions of
persons representative of a population of interest to determinal@dt opinions and help
understand behaviour.

The survey content and form will differ depending on the objective and the intention, and these
considerations will lead to the type of survey to be undertaken, whether factual, opinion or
interpretive. Factal surveys are concerned with actual behaviour and attributes while opinion
surveys are concerned with the respondentséb
concerned with explaining the why of actions, beliefs or opinions (Mayer, 1965ker Bnd

Foy, 2003).

While interpretive survey is considered analytical, factual and opinion surveys are generally
classed as descriptive. The survey technique is popular within the quantitative methodology
because of its advantages in providing a basis for gathering fattitatjinal and behavioural

data, as well as its ability to provide the researcher with great scope in terms of reach, sample
size and costs (Hart, 1987, in: Baker and Foy, 2003).
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Surveys are also weak in internal validity because they rely heavilyeonsth of statistical
measures to control for extraneous variables, and as a result it is difficult to reliably prove
causation in the relationships between variables. To limit the effect of these disadvantages,
careful attention was given to the design amdcution of the test instrument. In marketing
research surveys are used to gather data on various topics and are particularly useful for
researching attitudes, lifestyle, behaviours, decision making and demographics. This empirical
precedence as well asher considerations such as costs, time and accessibility, were major
factors and considerations in the valwuation
which focused on aspects of consumer behaviour involving attitudes, perception and

motivation in purchasing of a smartphone in Indian market.

3.7Research Methodical Choice

This layer of the research onion highlights a basic but important choice all researchers face
when designing their research which is whether to use a quantia¢itredd or qualitative
method for data gathering approach and corresponding analysis procedure which is known as
mono method, more than one qualitative method or quantitative method for data gathering
approach and corresponding analysis procedures, bubatbtwhich is known as multi
methods or whether to mixed method which is where both quantitative and qualitative data
gathering and corresponding analysis procedures are used. (Saunders et al, 2009).

For the research one can choose to use a single digetiool technique and corresponding
analysis procedure, either a mono method quantitative design or a mono method qualitative
design. Alternatively, they can use multiple methods. In multi method quantitative designs the
researcher uses more than one dtativte data collection techniqu@.ashakkori and Teddlie

2003)

For this research multi method is used for research as-melkiod refers to those
combinations where more than one data collection technique is used with associated analysis
techniques, buthis is restricted within either a quantitative or qualitative world view
(Tashakkori and Teddlie 2003). As the primary data collection in this research is done by

guestionnaires this research use rauléithod but focus more on quantitative researchhAs t
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research question for survey had some questions which were qualitative in nature,

multi-method helped in collecting data in that situation.

Research choices

Mono method Multiple methods
Multi-method Mixed-methods
Multi-method Multi-method Mixed-method Mixed-model

quantitative qualitative research research
studies studies

Figure {7) Research choices (Saunders, et al, 2009)
3.8Time Horizon

The ynal | ayer o foretedckng thecore, aighbghts teertimedcharizon bverf

which the researcher undertakes the research. Where research is undertaken to answer a
guestion or address a pr obl e m-secttonabandasdikelly i c ul a
to make use fostrategies such as a survey or case study. Conversely, where answering the
guestion or addressing the problem necessitates data being collected for an extended period of
time, the research is longitudinal, being likely to make particular use of stesegie as an

experiment, action research, grounded theory and archival research.

This research on consumer behaviour toward smartphone isseissnal as the study of a
particular phenomenon is at a particular time. Geesgional studies often empltye survey
strategy (Easterbmith et al. 2008; Robson 2002). They may be seeking to describe the
incidence of a phenomenon or to explain how factors are related in different organisations. A
selfcompletion questionnaire was used in a cross sectiona\sdesign to collect data on

smartphone buying motivations, behaviour and evaluation.
3.9Data Collection & Sampling methods

With the purpose of answering the research questions in this dissertation, the Primary data
collection is used. Using primary dactollection had allowed addressing specific issues to
consumers about their use of their Smartphone and factors that influenced them in the purchase
decision making process for a smartphone. Data collection was a critical part of the research as
this wasthe core of the findings. Additionally, using primary data allowed greater control on

the collection of information.
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3.9.1Data Collection Methods

This research is based on muitethods, using both quantitative and qualitative techniques, in
data collecon with more emphasis on quantitative methods. It must be noted that the
guestionnaire survey was used as main data collection instrument of this study because the
guestionnaire survey enables researchers to examine and explain relationships between

constucts, in particular causandeffect relationships (Saunders et al. 2009).
3.9.2Primary Data Collection

Primary data are the data that are collected for the specific research problem in hand, using
procedures that fit the research objective best. Ferrésearch, to analyse the consumer
behaviour toward smartphone in Indian market primary data is collected through surveys. As
this research use the quantitative method for data primary data collection, the research
guestionnaires were distributed among 8elected sample for the research viaasdl or
Facebook, questionnaires was shared via Google Drive the link shared on Facebook and
emai |l . Using Soci al Medi abs platforms and to
it allowed to quickly shang the questionnaires by posting on Social Networks websites and
sending messages to my contacts to ask them to share the questionnaires to their own contacts.
The link was shared on various pages in Facebook which helped in reaching various masses.
The suvey was done with 260 people living in India. The data collected in excel was exported

to SPSS for data analysis. Then descriptive statistics like graph, pie chart and cross tabulation
tables were prepared according to the data collected. The resulfis sfatistical analysis

helped in the testing of the hypotheses of this research and also in answering the research

guestions and meets the research objectives of this study.

With the aim of answering the research questions, both exploratory and desdrgsibeen

used of this research. Saunders, et al, cited Robson (2002, p59) to define an exploratory study
as a valwuable mean of finding out O6what 1is h
to assess phenomena in new light. On the other I&maders, et al, quoted Robson (2002,

p59) to define a descriptive study as a mean
situationso. For the purpose of the research
therefore in this reseeh both deductive and inductive approaches are used to answer the
research question. Moreover, for this research descriptive study is used in order to test the

theory, which was done by collecting and analysing quantitative data through questionnaires.
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3.9.3Sample

For the research it is possible to collect data from an entire population as it is of a manageable
size. However, it should not be assumed that a census would necessarily provide more useful
results than collecting data from a sample whicleggnts the entire population (Saunders et

al. 2009). This will be equally important whether you are planning to use interviews,
guestionnaires, observation or some other data collection technique. The results from an
appropriately designed sample may berenaccurate than an attempted census, (Baker and
Foy, 2008). Norprobability sample was used for sample selection for this research. Sampling
also saves time, an important consideration when you have tight deadlines. As there is no clear
limit about samp size for the consumer behaviour research, it is recommended that the sample
size should be decided on basis of research objective, observation on priority and researcher
judgement (Kish, 1965; Miaoulis and Michener, 1976; Jankowicz, 2005). So for daeates

about 250+ questionnaires was be distributed via various methods so that it could reach

different demographic and to people with different background.

As this research is on consumer behaviour of smartphone in Indian market the data collection
for this research fewer people are involved as sample as it makes it manageable which result in
gathering the data more quickly and questionnaires are used to collect data from the entire

population but only a sample of the data collected are analysed.
3.9.4Sample Population

AAn assumption can be made from the targete
research objectived (Saunders et al . 2009) .
behaviour toward purchasing a smartphone form the sample tdrthefted population this

research will follow the five steps of proce

Wilsonds (2006) suggestions.
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Define the target population

!

Identify the sampling frame

!

Select a sampling method

1

Determine the sample size

!

Collect the data from the sample

Figure@ Sampling Process adapted Churchill and

For this research, sample was collected from targeted population in India to analyse their
behaviour toward smartphone. The targeted demograydmscpeople above 18 years of
age. As this targeted sample are very active on social networking sites @mndllgarse a
smartphone, so to understand their buying behaviour toward the smartphone in the market, this

demographic helped in data collection process.
3.9.5Quantitative Questionnaire

Quantitative methods are mainly used in the data collection pro€essearch. It involves

data that is either in the form of, or expressed as numbers (EaStaithet al,2008). To
understand the consumer behaviour toward smartphone industry in India the questionnaire is
designed to elicit information from the targetspondents in an appropriate, simple and
costeffective manner, in order that the objectives of the survey may be achieved. In general
terms, the types of information that are gathered using a questionnaire can be divided into three

categories, namely fgmpinion and motive (Shelton, 2000).

The quantitative questionnaires were distributed among people in India-mail Eand
Facebook pages. This was done to reach the different kind demographic in India. Quantitative
guestionnaires are useful as the ltssderived are quantifiable and measurable against other
variables in an objective manner (Saunders et al, 2009). These questionnaires have 17 different
types of questions with different styles of questions like, category question, ranking question,

matrix question etc.
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The questionnaire was designed to capture the required information. To understand the
consumer preference for smartphone brand, questionnaire was developed to determine the
brand preference and brand loyalty of consumer in Indian mdikeinderstand the consumer
influence in buying a smartphone a matrix question was developed which helped to understand
their motivation. To understand the purchasing power for smartphone in Indian market,
guestionnaire had a ranking question which helpednderstand as how much consumer
prefers to pay for a smartphone in Indian market. These questionnaires helped in understanding
their behaviour toward smartphone and eventually helped the researcher in obtaining the data
and then analysing and answerihg tesearch questions and meeting the research objectives.

See AppendixB) for questionnaire used for data collection.

3.10Ethics

Ethical issues can arise at a variety of stages in business and management research (Bryman
and Bell, 2011).

In order to awid any ethical issues the information was obtained through questionnaires, it was
only used for the dissertation purpose. The ethical policy of companies regarding their
information was respected. All the contributors to this research were informedImwiitle a

details regarding the survey. All the people who was asked questions had all the right in

deciding whether to participate in the survey or not.

Additionally there was right of privacy to the participants. The participants had all the right in
refusng to answer any question they consider inappropriate. The participants can had right to
give their opinion on the product which wa:¢
observation transgresses that principle, because participants are not gigppdtianity to

refuse to cooperateo (Bryman and Bell, 2011)

The participation in the survey was voluntary the participants can themselves decide whether
they want to be the part of the survey or not and the participants can withdraw at any time of
surveyand confidentiality will be protected of that participants. The research will never reveal

any confidentiality of the companies. AThe r
and transgressions of that right in the name of research areemgparr ded as acce|
(Bryman and Bell, 2011).
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3.11Limitation

While conduction the research time management can be a limitation as this was an analysis of
the smartphone market. It is a vast sector and the Indian market is very huge so, in order to
compkte the research on schedule time management was very important. The time taken to
conduct the paper including preparation, research, analysing findings and drawing conclusions

was excessive.

The questioner part was also challenging as selecting a grafDefpeople with different
background was essential for the research and analysing the market from different viewpoints.
It was felt that the sample size was needed in order to get a broad understanding of the area

would be 250+ , if this was not achievid& sample may become insufficient.

There was some difficulties because of the language barrier but as most of the Indian people

understand and speaks English language that was not that difficult.
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4. Data Analysis

This chapter is datanalysis, in this chapter the data collected through questionnaires was
analysed. As the primary research method was survey, Questionnaires was distributed among
people via email and Facebook. SPSS was used to process the data using various graph, chat
andstatistics to illustrate the finding. This chapter will first show the sample and analyse the

targeted sample. Then according to research objectives the finding was discussed and analysed.
4.1 Demographics
4.1.1Gender

The total targeted sample consisté@60 people in which 230 of them used smartphone. The
result shows that out of the 260 people 143 were male which is 55% of total targeted population
and 117 were female which 45% of total targeted population sample is. According to (Cia.gov,
2014) themale to female ratio in India is 1.08 male: 1 female, so this is a positive finding with
regards to male and female ratio of Indian population. A gender pie chart can be found in
Appendix @A)

Frequency Percent Valid Percent

Valid Male 143 55.0 55.0
Female 117 45.0 45.0
Total 260 100.0 100.0

Table @) showing frequency and percentage of gender of respondents

4.1.2Age

The total number of respondents was 260 and in that the highest majority of respondents were
of age 2225 that are 132 respondemtich was 50.8% of total. The second highest and third
highest respondents were age3band 1&1. This can imply that other age groups were
underrepresented in the sample in relation to the Indian population as they make up a
significant percentage dfi¢ Indian population (Cia.gov, 2014). An age bar graph can be found

in Appendix @)
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Frequency Percent Valid Percent
Valid 1821 43 16.5 16.5
22-25 132 50.8 50.8
26-30 51 19.6 19.6
31-40 21 8.1 8.1
41-50 8 3.1 3.1
50 and above 5 1.9 1.9
Total 260 100.0 100.0

Table @) showing frequency and percent of age of respondents

4.1.30ccupation

According to theable(3) the maximummumbers of respondents wetadents which werg48

whichwere56.9% of total sample. This was followed by employees working in private sector
which was 13.1%, 8.1% are selfnployed and 6.9% are employed by government. 4.2% and

3.1% are in education and management field respectively. 7.7% works in other varasis fiel

An occupation pie chat can be found in Appendix ()

Frequency Percent Valid Percent
Valid Student 148 56.9 56.9
Self-Employed 21 8.1 8.1
Government 18 6.9 6.9
Education 11 4.2 4.2
Management 8 3.1 3.1
Employee 34 131 131
Others 20 7.7 7.7
Total 260 100.0 100.0

Table @) showing frequency and percent of occupation of respondents
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4.2 Research Objective 1

To identify to what extent evaluation of out

an intention to purchase in thesmartphone market in India.

A set of question was asked to the responderl
the smartphone in Indian market. These questions help in understanding consumer attitude
toward smartphone, consumer perception towlaed turrent smartphone, consumer budget

for purchasing a new smartphone, consumer 06s
consumer preference of manufacturer as local or international. These questions identify

consumer attitude thus collecting datatfor research objective.

421Consumer 6s attitude toward owning and | evVe

Do you own a smartphone?

250

200

1501

Count

100

| R

fes Ho

Do you own a smartphone?

Figure @) showing respondents owning a smartphone

This question was to identify that what percentage of peoplesunsgtphone in India.
According to the figure9) From the sample of 260 people 88.5% that is 230 people out of 260
use smartphone and only 30 that is 11.5% does not use smartphone. So it clarifies that the
number of smartphone users has increased in India.
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If yes, are you satisfied with your smartphone?

Figure (L0) showingr e s p o reatisfactiordveath their smartphone

This question was to identify the satisfaction of respondents with their smartphone. According
to figure (L0) 63.8% said that they asatisfied with their smartphone and 24.6% said that they

are not satisfied with their smartphones and 11.5% who does not use smartphone does not
reply. This data helps in analysing the satisfaction level of consumers from smartphone, as
maximum respondentssing a smartphone are satisfied with their product.

If no, do you think you would be buying a smartphone in near future?

If Mo, would
ou be
uying

samrtphone

in near
future?

Wves
Erio

Figure (L1) showing respondents plan to buy a smartphone in future
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This question was to identify that those people who are nog ssiartphone currently, are

they planning to buy a smartphone or not. According to survey, 230 respondents have a
smartphone and only 30 respondents do not own a smartphone. So in this figure we see that out
of that 30 respondents 21 plans to buy a smartphn near future and 9 do not want to buy a
smartphone. This result clarifies that maximum number of people are looking forward to buy a
smartphone in future.

4.2.2Consumer attitude toward switching smartphone

Would you like to switch to another brandwith additional features?

150

100+

Count

504

Switch to another brand?

Figure (L2) shows respondents view on switching brands

This question was to identify as do the smartphone users want to switch their smartphone brand
with another with additional or new features as new brands are launchirgndemproved
smartphone and some improved features differs from brand to brand . According to the figure
(12) 150 respondents which33.7% says that they will switch to another brand with additional
features whereas 80 respondents which is 30.
30 respondents who does not use smartphone does not reply which is 11.5%. This result it

clarifies that most people will switch their smartphone brand in order to get new features.
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Frequency Percent Valid Percent
Valid Yes 150 57.7 65.2
No 80 30.8 34.8
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table @) showing frequency angercent of consumer view on switching to other brand

Level of switching smartphones

1257

1009

Count
o
|

504

257

T T T
Low Moderate High Extremly High

What is your level of switching

Figure (L3) shows the level of switching of smartphone of respondents

This question was to identify as how often person switch or change their smartphone.
According to the Figure 13) 52.3% says that they switch smartphone in moderate or
reasonable way whereas 18.1% says they change their smartphone frequently. For 8.5% the
level of switching smartphones is low they rarely change and for 9.6% is high. 11.5%
responders who do not use smartphone do not reply. This result helps in understand that
maximum number of people in India change their smartphone in moderate level which is that

they use their smartphone for 2 to 3 years.
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Frequency Percent Valid Percent
Valid Low 22 8.5 9.6
Moderate 136 52.3 59.1
High 25 9.6 10.9
Extremely High 47 18.1 20.4
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table &) showing frequency and percent of respondents level of switching

How much are you willing topay for a smartphone?

How much are
you willing to
pay?

M s000-10000
[M10001-15000
O15001-20000

W 20001-25000
O25001-35000

W 35001 and above

Figure (L4) shows that how much they are willing to pay for a smartphone

This question was asked to identify as how much Indian people are willing to pay to purchase a
smartphone this question also helps in understanding as vaimigh of smartphone have high
sales. According to the figura4) 29.2% is willing to pay fornRs. 15001" Rs. 20000 and
23.8% is willing to pay from Rs. 1000Rs. 15000, this range focus on rnahge smartphones

in the Indian market. 16.9% are willingpay Rs. 20001 to Rs. 25000 and 6.5% are willing to
pay Rs. 25001 Rs. 30000 for a smartphone. There are only 6.9% who want to pay Rs. 5000
Rs. 10000 for a smartphone which is for the-lend smartphone in the market. Only 5% are
willing to pay for highend smartphone which is the range of Rs. 35000 and abbwso
respondents who do not use smartphone do not reply. This result clarifies that maximum
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number of people purchase nr@hge smartphone which cost betw&s10000 to Rs. 20000

and the sales ahid-range smartphone have high sales in Indian market.

Frequency Percent Valid Percent

Valid 500010000 18 6.9 7.8
1000115000 62 23.8 27.0
1500120000 76 29.2 33.0
2000125000 44 16.9 191
2500135000 17 6.5 7.4
35001 and above 13 5.0 5.7
Total 230 88.5 100.0

Missing 30 115

Total 260 100.0

Table @) showing frequency and percent of respondents; as how much they are willing to pay

for a smartphone

You prefer smartphone manufactured by

You prefer
samrtphone
manuchtured by

W Muttinational Companies
Eindian Companies
Criot a factor

Figure (L5) shows respondents preferencerf@nufacturer
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This question was asked to identify that which manufacturing companies are preferred by
Indians as many local companies have started manufacturing and selling smartphone in the
market. According to the figurd$) 43.1% consider multinationabmpanies as manufacturer

of their smartphone whereas only 13.8% consider Indian manufacturer for their smartphones.
For 31.5% of respondents it was not a factor as it does not matter to them as long as the
smartphone is worth buying and has good spextitios. 11.5% respondents who do not use
smartphone do not reply. This result clarifies that maximum number of population prefer
mul tinational companies for smartphone and

good and worth buying while f@ome prefer smartphone manufactured by Indian companies.

As this research objective was to identify extent of evaluation and belief effect of consumer
attitude on purchase of smartphone in Indian market it concludes that maximum consumer
using smartpham are satisfied with their smartphone. Consumers not using smartphone are
planning to purchase one in future. These data shows that consumer level of switching is
moderate in Indian market and if other brand provide additional features then consumer are
willing to switch their smartphones. The data collected also help to conclude that cost of
smartphone is a factor while making purchase decision as consumer in the market does not
want to pay a lot for a smartphone and consumer prefer international biaddtobrand in

the market.
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4.3Research Objective 2

To develop a framework on the effects of external influence and internal influence which
affect selfconcept and life style of the consumer which result in purchasing decision
making process.

This research objective was framed to develop the framewesk@al and internal influence
which affects the consumer in market, the data will imply that external and internal influence
are important factors in consumer decision making process and these factors works as

influential factor to consumer in the proses

4.4Research Objective 3
To analyse what are the factors which influence and eventually motivate the customer to

buy smartphone in Indian market.

This research objective was framed to analyse the factors that influence a consumer for
purchasing a smaahone and the factors that motivates them in purchasing a smartphone. This
research objective helps in analysing as how much a consumer in influenced by their lifestyle

and what is consumer behaviour after purchasing a smartphone.

In order to collect dat for these research objectives a matrix style question was asked by the
respondents to understand the effect of external and internal influence which motivates them
and how much they motivate them to make a decision for purchase of a smartphone. These
guestions had five options which was strongly fpfiuential, noninfluential, neutral
influential, influential and strongly influential to analyse as how much the following factors
influence them. This helped in understanding and analysing influentiatdaoid consumer

motivation for the process.
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Family and Friend Suggestion/ Word of Mouth

Family Sugesstion

M strongly non influential
M ron influtertial

O reutral

Winfluential

O strongly influential

Figure (L6) shows influence of family and friend and word of mouth

This question was asked to identify the level influence of family and friend/word of mouth o
consumer in decision making process. According to the figl®e 47.7% were neutral to
family and friend suggestions influence on buying a smartphone whereas 26.2% were
influential to family and friend suggestions. 18.5% were stronglyintimential tofamily and

friend suggestions and 6.2% was #ofiuential to it. 10% of respondents were strongly
influential to family and friends suggestions and word of mouth. 11.5% respondents who do
not use smartphone do not reply. This result clarifies that maxinumber of people consult

to their family and friends before making a purchase decision. They rarely experiment in
purchase decision for smartphone. This data helps in providing valuable information in relation
to research objective and literature agditere shows that family and friend/ word of mouth act

as an external influence to consumer in purchase decision making process.
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Frequency

Valid Strongly non influential
non influential
neutral
influential
strongly influential
Total

Missing

Total

48
16
72
68
26

230
30

260

Percent Valid Percent

18.5 20.9

6.2 7.0

27.7 31.3

26.2 29.6

10.0 11.3

88.5 100.0
115
100.0

Table ) showing frequency and percent of family suggestions influence of respondents

Financing

Financing

W strongly non influgrtial
M non influertial

O revtral

W influential

O strongly influential

Figure (7) showsinfluence of finance

This question was asked to identify the influence of finance on consumers before buying a

smartphone. According to the figutE/} finance is influential to 58.5% and it is neutral to 25%

for buying a smartphone. For 3.1% its Aafluential and 0.8% it is strongly nanfluential,

but finance strongly influences 1.2% of the total respondents. 11.5% respondents who do not

use smartpone do not reply. This result clarifies that maximum number of consumer are

influenced by their finances and it is one of the major factor which helps consumer in deciding

as how much to spend on a smartphone. For few people finance is not influential.
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Frequency Percent Valid Percent
Valid strongly non influential 2 .8 9
non influential 8 3.1 3.5
neutral 65 25.0 28.3
influential 152 58.5 66.1
strongly influential 3 1.2 13
Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table @) showing frequency and percent of financial influence of respondents

The well-known brand name of the product

well known brand

M Strongly non influential
B ron influential
Creutral

Winfluertial

O strongly influertial

Figure (L8) shows the influence of welinown brand name of the product

This question identifies as is the consumer get influenced by beand.rAccording to the
figure (18) 44.2% is influential by the weknown brand name of the product and 25% have
neutral influence of that. 3.1% is strongly Aofluential and 5.4% is nemfluential of the

well-known brand name of the product. 10.8% isrggly influential to the brand name of the
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product. 11.5% respondents who do not use smartphone do not reply. The result clarifies that

brand name is influential to maximum number of consumers.

Frequency Percent Valid Percent
Valid Strongly noninfluential 8 3.1 35
non influential 14 5.4 6.1
neutral 65 25.0 28.3
influential 115 44.2 50.0
strongly influential 28 10.8 12.2
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table Q) showing frequency and percent of wielownbrand influence on respondents

The quality of the product

quality of the
product

W strongly non influertisl
M neutral

Oinfluential

M strongly influertial

Figure (L9) shows the influence of quality on respondents

This question was to identify as how much quality of the smartphone influence consumers in
making the purchase decision. According te figure (9) 40.8% is strongly influenced by
quality of the product. 20.4% has neutral influence and 26.9% has influence of quality of
product. 0.4% is strongly neinfluential by the quality of the product. 11.5% respondents who
do not use smartphone dwt reply. The result clarifies that quality of the product has

maximum influence on the consumer. It helps the consumer in deciding the as which
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smartphone to buy from the alternatives. Quality of smartphone depends on its durability and
reliability to wark properly and the influence of quality is high as consumer want to pay for
good product.

Frequency Percent Valid Percent
Valid Strongly non influential 1 A4 4
neutral 53 20.4 23.0
influential 70 26.9 30.4
strongly influential 106 40.8 46.1
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table @0) showing frequency and percent of quality of product influence on respondents

Satisfaction for a previous product of certain brand

Satisfaction for a
previous product of
cetrain brand

W strongly non influrtial
M non influertial

O revtral

W influential

O strongly influential

Figure 0) shows respondents satisfaction f@ravious product of certain brand

This question was to identify the influence of the importance of satisfaction of previous
product of certain brand According to Figu0) Influence of satisfaction for a previous
product of certain brand is 28.8% infit&l to respondents and 24.6 says that it is strongly
influential. For 24.2% it is neutral influential. Influence of satisfaction for a previous product of

certain brand is nemfluential to 6.5% and 4.2% say it is strongly Aofluential. 11.5%
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responénts who do not use smartphone do not reply. The result clarifies that that satisfaction

for previous product of certain brand is influential for maximum as this helps in the buyer

deciding whether the product they are purchasing is reliable or not. [Shislevelops the

brand image in consumer mind. This data helps in understanding that consumer are influential

to brand and if they have used that brand earlier then they will tend to choose that brand again.

Frequency Percent Valid Percent
Valid Strongly non influential 11 4.2 4.8
non influential 17 6.5 7.4
neutral 63 24.2 27.4
influential 75 28.8 32.6
strongly influential 64 24.6 27.8
Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table (1) showing frequency and percentsattisfaction of previous product influence on

respondents

Position within society

position in society

W strongly non influrtial
M non influertial

O revtral

W influential

O strongly influential

Figure 1) shows the influence of position within society
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This question was asked to identify as how much the consumer status in society influence them
in making purchasdecision for smartphone. According to figuzé)(60.8% are influential to

their position within society and 16.9% are strongly influenced by it. For 9.2% position in

society is neutral. 1.2% is nonfluential and 0.4% is strongly nanfluential by thér position

in society. 11.5% respondents who do not use smartphone do not reply. The result clarifies that

the position of consumer in society is influential and this is a factor for a consumer in deciding

as which smartphone to purchase to maintain #tatus in society. Position in society has

maximum influence on the consumer in decision making process.

Frequency Percent Valid Percent
Valid Strongly non influential 1 4 A4
non influential 3 1.2 13
neutral 24 9.2 104
influential 158 60.8 68.7
strongly influential 44 16.9 19.1
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table (2) showing frequency and percent of position in society influence on respondents

Technical aspect of the product

technical aspect of
product

W strongly non influential
H non influential
neutral
W influential
O strongly influertial

Figure @2) shows influence aiechnical aspect of the product
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This question was asked to identify the influence of technical specification of smartphone on
consumers before purchasing the product. According to the figay&6.2% of respondents

are influential with the technical pect of the product whereas 20.4% are strongly influential

by it. 29.2% have neutral influence of technical aspect. 2.3% ignfiloential and 0.4% is
nortrinfluential by the technical aspect of the product. 11.5% respondents who do not use
smartphone doat reply. The result clarifies that technical specification of a smartphone in
influential to maximum consumers. As the technical aspects of a smartphone helps consumers
deciding as what additional function in a smartphone they require and this helpsiordec
making process.

Frequency Percent Valid Percent

Valid Strongly non influential 1 A4 A4

non influential 6 23 2.6

neutral 76 29.2 33.0

influential 94 36.2 40.9

strongly influential 53 204 23.0

Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table (L3) showing frequency and percent of technical aspect influence on respondents

Festival season/Promotion

festival season and
promaotion

B strongly non influential
W non influential

O neutral

Winfluential

[ strongly influential

Figure @3) shows influence of Festival season and promotion on respondents
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This question was asked to identify thBuence of festival offers and promotional offers on
consumer decision making process. According to the fidBe6(L.5% have neutral influence
of festival season and promotions on them. 15.8% is influential by the festival season and
promotions whereab0% are strongly influential by it. 0.8% is norfluential and 0.4% is
strongly norinfluential by the festival season and promotion. 11.5% respondents who do not
use smartphone do not reply. The result clarifies that festival season and promotiogal offe
have neutral influence on maximum consumer. As this states that promotional offers are

accepted by consumers but it does not play major factor in decision making process for many.

Frequency Percent Valid Percent

Valid Strongly non influential 1 4 A4

non influential 2 .8 9

neutral 160 61.5 69.6

influential 41 15.8 17.8

strongly influential 26 10.0 11.3

Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table @4) showing frequency and percent of festival season and proniatioence on

respondents

Advertisement

advertisement

M strongly non influential
[ non influertial

O neutral

W influential

[m] strongly influential

Figure @4) shows the influence of advertisement on respondents

70



This question was asked to identify the influence of advertisement on consumers, as do
advertisement play major role in consumer decision procesti@mdnuch advertisements
influence consumers does. According to the figarg 89.6% are those who are influential of

the advertisement where are 13.5% says that they are strongly influential by the advertisement.
26.2% are neutral with the advertisemeh®% are no#influential and 2.3% are strongly
nortinfluential by it. 11.5% respondents who do not use smartphone do not reply. The result
clarifies that advertisement has major influence on consumer decision making process. As
maximum consumer are infloeed by it and advertisement in attracting consumer to the brand

and helps them choosing a smartphone.

Frequency Percent Valid Percent
Valid Strongly non influential 6 2.3 2.6
non influential 18 6.9 7.8
neutral 68 26.2 29.6
influential 103 39.6 44.8
strongly influential 35 13.5 15.2
Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table (5) showing frequency and percent of advertisement influence on respondents

After Sales Services

after sales senvices

M strongly non influential
[H non influential
Cneutral

W influential

O strongly influentisl

Figure @5) shows influence of after salssrvice on respondents
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This question was asked to identify the influence of after sales services of manufacturer to
consumer, as is it an important factor in decision making process or not. According to the
figure 25) 46.9% are influential to after salesrvices provided by manufacturer whereas
23.8% are strongly influential to it. 11.9% are neutral to after sales services. 5% is
nortinfluential to after sales services and 0.8% says that they are strongiyfioential to

after sales services providbg manufacturer. 11.5% respondents who do not use smartphone
do not reply. The result clarifies that after sales services provided by manufacturer is an
important factor as decision making process for smartphone as maximum consumers are
influential to thisfactor. This factor also helps brand to build their brand image in consumers

mind by providing god services after the purchase.

Frequency Percent Valid Percent
Valid Strongly non influential 2 .8 9
non influential 13 5.0 5.7
neutral 31 11.9 135
influential 122 46.9 53.0
strongly influential 62 23.8 27.0
Total 230 88.5 100.0
Missing 30 11.5
Total 260 100.0

Table (L6) showing frequency and percent of after sales and services influence on respondents
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4.5Research Objective 4
To analyse the theoretical implication of brand of smartphone in Indian market and

what are the effect on purchase decision making process.

This research objective was framed to analyse the importance of brand to consumer in decision

making process and efft of brand on consumer behaviour for smartphone in the market.

A set of questions was asked to understand the effect of brand on Indian consumer for
purchasing a smartphone. These questions helped in understanding and analysing brand effect

on purchaseéecision making process thus achieving research objective.

4 .5.1Consumer Brand Preference

Which brand of smartphone did you purchased last time?

a0

60

Count

40

20

T T T
Sany Samsung HTC Apple Micromax Cthers

Which barnd of smartphone purchased last?

Figure @6) showing smartphone brands

This question helps to understand as which company is dominagnbpdian smartphone

market and what brand of smartphone consumers prefer as their smartphone. According to the
figure (26) in the survey out of 230 smartphone users 29.2% purchased Samsung smartphone,
22.3% purchased Micromax smartphones, 13.5% purchaggde smartphones, 9.2%
purchased Sony, 6.2% purchased HTC and 8.1% purchased other brands. The rest 11.5% are
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those who do not use smartphone and does not reply. The result clarifies that Samsung has
highest number of consumers in Indian market. Microbrgirg Indian brand had%highest

number of users in country. According to (3Q2013, 2014), it can be justified that Samsung has
the highest number of consumers in the market and home grown brands like Micromax is

behindSamsung in consumer preference.

How important is brand while purchasing smartphone?

100

a0+

60

Count

40

20

Unimportant Fair Important wery Important

How important is barnd while purchasing smartphone?

Figure @7) shows importance of brand for smartphone

This question was asked to identify the importance of brand to a consumer and does brand
name is important to consumer in choosing a smartphomaiket. According to the figure

(27) 36.2% of respondents said that brand is important to them whereas it is very important for
10.8% of respondents. It was fair for 24.2% and unimportant for 17.3% of the respondents. The
rest 11.5% are those who do noe nartphone and does not reply. The result clarifies that
brand name is important to maximum consumer in deciding in purchase of a smartphone, as
brand name helps consumer in deciding based on the brand image , their social status, previous
product of sara brand.

74



Frequency Percent Valid Percent
Valid Unimportant 45 17.3 19.6
Fair 63 24.2 274
Important 94 36.2 40.9
very Important 28 10.8 12.2
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table (7) showing frequency and perceitimportance of brand to consumer

Would you buy same brand while purchasing new smartphone in future

120

100+

Count

607

40

209

Yes Mo Mayhe

Would you buy same brand while purchasing new smartphone in future?

Figure @8) shows respondents decision of buying the same brand of smartphone in future

This question was asked to identify that whether conswntidsuy same brand of smartphone

for their next smartphone or not. According to the fig@® @5.4% of respondents said that

they wont be buying same brand of smartphone in future where as 28.5% of respondents said
that they will buy sme brand of smantme in future. 14.8% of respondents said maybe, as they
are not surelhe rest 11.5% are those who do not use smartphone and does not reply. The result

clarifies that maximum number of consumer say they will not buy the same brand, they will try
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differentbrand for their smartphone as there are many brands and alternatives in market, some

consumers said that they will buy the same brand for their next smartphone.

Frequency Percent Valid Percent
Valid Yes 74 28.5 32.2
No 118 454 51.3
Maybe 38 14.6 16.5
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

Table (8) showing frequency and percentroke s p o rdecisiontord mirchasing same brand

in future

Satisfaction with brand of smartphone?

Satisfaction
with brand of
smartphone

M Dissatisfied
Fair

O satisfied

W very Satisfied

Figure 9) shows respondents satisfactimith their brand of smartphone

This question was asked to identify the level of satisfaction among consumer with their brand
of smartphone. According to Figurgdj 52.3% of respondents said that they are very satisfied
with their brand of smartphone wheme 6.5% respond as very satisfied with their brand of

76



smartphone. For 18.8% of respondents it was fair and 10.8% are dissatisfied with their brand of
smartphone. The rest 11.5% are those who do not use smartphone and does not reply. The
result clarifies hat maximum consumers are satisfied with their brand of smartphone and very

few are dissatisfied with the brand of their smartphone.

Frequency Percent Valid Percent
Valid Dissatisfied 28 10.8 12.2
Fair 49 18.8 21.3
Satisfied 136 52.3 59.1
Very Satisfied 17 6.5 7.4
Total 230 88.5 100.0
Missing 30 115
Total 260 100.0

smartphone

Table (9) showing frequency and percentroke s p o rsatisfacttordvath brand of
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5. Discussion and Conclusion

5.1 Introduction

The major purpose of this study is to analyse consumer behaviour towards smartphone in
Indian market by finding the factors which influence consumer of smartphone purchase. The
resultin this studyshows that branding, product design, product performamteace have

the influence on peoplebds buying decision pr
the product can satisfy peoplebs needs, appe
consumer behaviour.

According to consumer behaviomnodels, whether the product is able to satisfy people needs

is one of the arguments that influence peopl
product performance, including integration of hardware and software, file transfer and display,
andcamera performance, is considered as the i/
could be satisfied; as what literature implies that brand name has the effect on certain level to

the cognition of product quality, in this study, brand image afhargphone vendor affects

peopl ebs purchase decision.

5.2 Theoretical Contribution According to Research Questions

With regards to the first research questwimich was to find out the effect of attitude and
subjective norms of consumetie finding slows that consumers in India have very positive
attitude toward smartphone use as smartphone as maximum respondents uses smartphone in
their daily lives and they are mostly satisfied witleit smartphone as it satisfiteeir need.

Upon asking the questido respondents who does not use smartphofiad outas are they
planning to purchase on in future maximum number of them said yes, which means people in

India are slowly switching their normal mobile phone to smartphone.

With regard to second and ttliresearch questiomhich was to find of effect of external and
internal influence that motivates consumer in purchasing a smartghenesult shows that
consumers are influential to external factors like culture, social status, family and friend, word
of mouth and marketing activities and the internal factors like perception, motivation, memory,
learning and attitude. The findirajsoshows us that the respondents are influenced by these
external factors and internal factors and these factors foncetthpurchase a smartphone. As
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discussed in literature review the model (The Hawkins, Best and Coney,NM004| shows

that these external factors and internal factors motivates a consumer in decision making
process and the finding shows helped in anatysat these factors are very influential to a
consumer in purchasing a smartphone. The consumers are influenced by combination of these
factors according to its neeshd desireAccording to data finding it is clear that Family and
friend suggestion andocial status are influential to consumers as before purchasing a
smartphone consumer does take advice from their family and friend. Their social status is
influential as disposable income of a consumer have very important factor for purchasing a
smartphor and the disposal income of a consumer depend on their social Atadliscussed

in literature review that social class and disposable income of consumer in India is growing
consumer need a smartphone as a status sydbabrding to finding it is cleathat for the
respondents financing is influential and buying behaviour of consumer depend on this factor.

For internal factors according to the model (The Hawkins, Best and Coney,\N20@d
discussed in literature review, these factors are influential to consumer in making purchase
decisions as the factor like memory helps consumer in identifying and differentiating
smartphone model and brand with their perception which is built by achreerd, word of

mouth and promotion of that product in market. According to data finding respondents were
influential to advertisement of smartphone, maximum respondents said that they were
influence by the advertisement of the product as advertisememe @irdduct helps them in
understanding new features of that product and these factors sometimes directly influence them
in purchase decision making. Consumers also visit websites like gsmarena.com and android
authority.com for reviews on smartphone, thisoahelp as product advertisement as these
websites review the smartphones in depth which helps consumers in learning factor which later

helps in decision making process.

With regards to fourth research questishich was to find the relationship of lifiste and

social concept to buying behaviour, result showslifestyle factor have a great impact on the
purchase behaviour of the respondents. As discussed in literature review of the r(@$earch
Hawkins, Best and Coney Mod@004)the effect of allexternal and internal factors result in

life style of the consumer which eventually results in purchase decision making process. In
decision process a consumer chooses a product or brand, which seems to possess a maximum
possibility of the characterizatiaor elaboration of their lifestyle. It can be assumed that the
individual 6s behaviour toward smartphone in

of how that i ndi vidual represents himself t
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system g known by the products and services which are selected, purchased and consumed by
the individuals, in order for them to define, actualize or extend their life style identity.
According to data finding the effect of this factor was very influential toctresumers in
purchasing a smartphone in the market as these factors combined help the consumer in decision

making process which include the five stage of decision making process.

For the need of recognition stage which includes factors like social inéuand culture
influence the data shows that smartphone are very useful and helpful to consumers in the
market as with smartphone they can get connect to social media and take pictures and use as a
multimedia device. The data helps in concluding that gharte need is increasing and it is

influencing the consumer in purchasing the product.

For Information search stage which include factors like friend and family influence and
learning factor, data shows that consumer research for their smartphoneanging method
like review websites and asking friends and family. This stage helps consumer in collecting

information about various available smartphones in the market.

For evaluation of alternatives stage which include factors like perception, memasgaald

status of consumer, in this stage of decision making process consumer evaluate all the
alternatives on basis of their perception toward the brand, their memory about the product, and
their social status. The data finding clarifies that these faar@smportant in the stage of
decision making as maximum respondents said that position in society is influential to them,
maximum respondents said that they are influential to-kvellvn brand name while
purchasing smartphone and maximum number of rekpus agree that advertisement

influence them in buying a smartphone.

For purchase decision stage, it is analysed that consumer after evaluating all the factors and
analysing all the alternatives chooses smartphone on basis of their lifestyle, desieednd n
The data finding clarifies that consumer purchase the product after analysing the external and

internal influence which motivates them to make the purchase decision.

For post purchase stage, it is discussed in literature review that consumersirafiasipg
smartphone post review depend upon their usages on websites which become influential factor
for other consumers in purchasing the smartphone and if the product matches the consumer

expectations then the brand image of that product is increasedsomer minds.
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With regards to fifth research questiaich was to find of effect of cost of smartphone on
purchase behaviouthe result shows thatost of smartphone is an important factor for a
consumein purchasing a smartphone agp is one of the major determinants of buyer choice
and also one of the most important elements determining company market share and
profitability (Kotler 1994). From the data finding it is clear that maximum consumer prefer
buying medium range smartphl®which is Rs. 10,000 to Rs. 20,000 and few consumer want to
spend more than Rs. 35,000 for a smartphone which is range feerdgbmartphone. This

also helps in understanding that maximum numbers of smartphone sold in India are the
medium range smartphe. Literature review also discussed that price of smartphone is one of
the important factor which influence consumer in purchasing a smartphone as it effect the
buying decision in many ways like, if consumer disposable income does not meet the cost of
corsumers desired smartphone or if consumer gets discount or promotional offer on a
smartphone. The price factor changes and influence consumer buying behaviour for

smartphone.

For the effect of smartphone features in buying decision, smartphone featase &n
important factor which affect purchase decisions as smartphone feature distinguish one
smartphone to another, consumer at the stage of selecting form alternatives in purchase
decision model, as discussed in literature review smartphone is distinguibasis of their

features like, some smartphone have 4 inch to 5 inch screen and some smartphones have
screens more than 5 inch, some smartphone have faster processer, some smartphones have
good camera etc. Consumers decide which smartphone to buglingdo his need and desire.
According to the data collected it clarifies that maximum number of consumer prefers good
guality smartphone and technical aspect of smartphone also influence them in making purchase
decisions. This concludes that smartphomieepin market and smartphone features are

important factors which helps consumer in decision making process.

With regards to sixth research questiamich was to find out brand influence on consumer,

the result shows thalhe brandhas very influentiato consumers in decision making process,

the impact of brand on consumer behaviour as discussed in literature review is an important
factor which helps a consumer in selecting smartphone on basis on the brand image of
company. Brand helps consumer in itiiggng the quality of the smartphone. Smartphone
manufacturing companies build their brand image by manufacturing good quality product.
There are various brands in Indian market like, Samsung, Sony, HTC, Micromax etc.

According to the data collected, Samg has maximum number of consumers in the market,
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