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Abstract:

Smartphone industry has been booming since 1983.Since then, there have been many large mobile phone
companies stepping their foot into the industry. Nowadays people seem to become dependent towards smart phone
due to its convenience, great camera features, easy applications installations, and more importantly, it can do must
of the computer functions on the go. Various internal factors, including consumers' demographics,
psychographics, personalities, motivations, levels of knowledge, attitudes, beliefs, and emotions, impact the
buying decisions they make. Culture and subculture are examples of extraneous factors that might affect an
individual's behaviour. How individuals choose to spend their time, money, and energy on items connected to
consuming is a central topic in the study of consumer behaviour. It's important to think about consumers' buying
decisions from every angle, including what they buy, why they buy it, when they buy it, where they buy it, how
frequently they buy it, how they assess it, and how that affects their decisions to buy again or to get rid of the item
altogether. We regularly consume a wide variety of goods and services, including food, clothes, housing,
transportation, education, equipment, vacations, requirements, pleasures, services, and even ideas. As buyers, we
have a significant impact on economies on all scales. In today's constantly-evolving industry, it's more important
than ever for marketers to have a deep understanding of their target demographic. Thus, today's marketing calls
for an in-depth understanding of customer habits and buying patterns.
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1. INTRODUCTION need to have a deep understanding of their target

demographic. What they desire, what they

Consumer behaviour encompasses a broad range
of activities, including the selection, acquisition,
use, evaluation, and eventual rejection of goods
and services that consumers feel will suit their
needs. We can all see that we are special in our
own ways. The fact that we are, first and foremost,
consumers is a unifying factor that transcends our
many other distinctions . The things we use or eat
consistently incorporate food, garments, lodging,
transportation, instruction, hardware, get-aways,
needs, delights, administrations, and even
thoughts. In the grand scheme of things,
customers like us are essential to the success of
economies everywhere. The demand for basic raw
materials, transportation, manufacturing, and
banking is affected by the choices we make as
consumers; this, in turn, affects the number of jobs
created and the amount of resources committed to
various sectors. Particularly in the present serious
and quickly advancing business sector, advertisers

believe, and how they use their leisure time are all
examples. One who shops for themselves, their
family, or as a friend is known as a "personal
consumer." Products are bought by those who will
utilise them in their final form; these people are
known as end users or ultimate consumers.

According to Ostrow and Smith's Dictionary of
Marketing, "consumer behaviour" is defined as
"the behaviours of consumers in the market
environment and the underlying reasons of those
actions.”" Understanding what drives customers to
buy a product or service is crucial for marketers in
making decisions about product development,
market expansion, and product placement.
Customer lead is described as "the approach to
acting that purchasers show in searching for,
purchasing, using, evaluating, and disposing of
things and organizations that they expect will
satisfy their necessities" (Schiff man and Kanuck,
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2020). Customer conduct research is the
investigation of how individuals allot scant assets
(time, cash, and energy) toward utilization.

Consumer Attitude and Personality

Marketers have tried to win over clients by

playing to their individual attributes for as long as

there have been marketers. They have long held

the suspicion that individual differences in

personality factors affect consumer spending

habits and patterns of use. Therefore, advertisers

and marketers have often employed depictions of

people exhibiting certain personality

characteristics or features in their products and

services.

e An individual's unique characteristics are
reflected in their personality.

e |t has a solid foundation and will survive a
long time.

e |t's also possible for things to shift.

As Napoleon once stated, "Nothing is more

precious than the power to chose," and this maxim

could not be truer when discussing customers.

Because of this, it's crucial for marketers to have

a firm grasp on how customers make purchases.

What follows are some of the aspects that have a

role in shaping consumers' final buying decisions:

Personality

Socio-economic backgrounds

Culture Subculture

Socio-economic backgrounds

Mobility

Geographical Location

Stages of the Life Cycle

REVIEW OF LITERATURE:

Androulidakis, G., & Kandus, G. (2017) found
that consumers' security habits differ depending
on the make of their mobile devices. A user's
behaviour might vary across a number of
dimensions depending on the mobile phone brand
they're using. Therefore, there is a classification,
unique to each brand, of places where people are
obviously missing security mind. Such a
classification may aid phone makers in making
more secure mobile phones, ideally in a way that
is invisible to the user.

Das (2018) used a survey approach to conduct
empirical study on what variables influence the
purchasing decisions of young customers in the
coastal areas of Odisha, India, when it comes to
mobile handsets. The survey found that among
young customers, women, college graduates,
students, and city dwellers all had a strong
preference for handsets that combined a reputable
brand name with sleek design, innovative value

added capabilities, and a pleasant user experience.

Pakola et al. (2021) made an effort to probe the
motivations behind cellular phone purchases by
consumers. Price and features were found to be
the most influencing variables in the acquisition of
another cell phone, while cost, sound quality, and
suggestions from companions were viewed as the
most critical in selecting a mobile service
provider.

Additionally, Saif (2019) examined the variables
that influence Pakistani customers' choosing of a
mobile phone. According to the findings,
consumers place a high premium on cutting-edge
technology, which not only functions as a driving
factor when deciding to buy a new smartphone but
also acts as a key differentiator between
competing models.

Subramanyam and Venkateswarlu (2020)
investigated what variables influenced people to
purchase mobile phones in India's Cuddappah
district. To better understand the impact that
marketing plays in consumers' decision-making,
researchers analysed the many approaches used by
the market to attract the attention and
understanding of both current and future buyers.
In their analysis, Tajzadeh Namin A. A. &
Rahmani Vahid Tajzadeh Namin Aidin (2020)
found that consumers' decisions on which brands
to purchase were affected by factors such as
household income, exposure to advertising, and
level of education. According to the results, there
is a link between consumers' perceptions of
brands, companies, and the products they choose
to use (specifically, mobile phones). There was
also no correlation between unmediated or
mediated  decision-making and  product
preference. For most people, having a family is
what makes them want to get a cell phone.

According to Malasi (2020), Kenyan college
freshmen were surveyed about their mobile phone
preferences and how those preferences were
affected by various product features. According to
the results, the preferences of undergraduate
students for mobile phones change when the
product features are altered. Color schemes,
clearly displayed brand names, a selection of
mobile phone models, secure packaging, the user's
level of safety consciousness, the phone's
aesthetic, and its overall design were all taken into
account. The accompanying applied structure and
study speculation were developed for this
investigation, based on a survey of the
aforementioned studies and literatures. This leads
us to identify six independent variables (cost,
social impacts, solidness, brand name, item
attributes, and after deals benefits) that might
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influence the reliant variable (i.e., the decision to
purchase).

RESEARCH METHODOLOGY

Objectives of study

It was learnt about the shopping habits of
Hyderabad City consumers when it came to
SAMSUNG mobile phones.

e To determine which elements impact a
customer's decision to purchase a mobile
phone.

e To determine why people are devoted to
SAMSUNG mobile phones.

e To analyze if smart phones can help

customers with their jobs and daily lives in
Hyderabad city, Karnataka

Scope of the study: Analysis and
Interpretation

The goal of the study is to determine customer
purchase habits when it comes to SAMSUNG
mobile phones. The current study is being
undertaken only SAMSUNG mobile phones are
being considered. This research aids in
determining the elements that led consumers to
purchase SAMSUNG mobile phones. This
research also aids in determining the level of
consumer satisfaction with the SAMSUNG brand.
As a result, this research focuses on consumer
purchasing behavior while also providing
information on potential customers' tastes and
preferences.

Table No. 1 Smartphones are more helpful in their everyday lives and in their careers.

Level of rating Age Total
20-30 Years 31-40 Years Above 40 Years
Strongly Agree 22 21 7 48
Agree 20 21 3 44
Disagree 3 3 2 8
Total 45 45 10 100

Null Hypothesis (HO): There is no fundamental
difference between the age of hiring clients and
the age where smartphones are more supportive in
everyday life.

Alternative Hypothesis (H1): There is a

significant difference between the age of hiring

clients and the age most supported by

smartphones in daily life.

Degree of Freedom: V=4

Table Value at 5% significant level V=4 is 9.49
Calculated Value
=2.421

Considering that the figured worth is more modest
than the table worth, we acknowledge the invalid
speculation. Since there was no statistically
significant variation in responses by age group, we
infer that customers of all ages find their smart
phones useful in their work and personal lives.
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No. 2 Table Do you feel it's worth it to pay a premium for this brand?

Income (in Rs.)
Income Total
Below 5000 5001-10000 10001-15000 | Above 15000
Yes 20 25 30 5 82
No 5 3 11 1 18
Total 25 28 41 6 100

Null Hypothesis (H0): Customers are prepared to
pay a premium for this brand despite the fact that
there is little to no income differential among
them.

Alternative Hypothesis (H1): Customers have a
wide range of disposable incomes, yet they are all
prepared to pay a premium for this brand.

Degree of Freedom: V=3

Table Value at 5% significant level V= 3 is

7.81Calculated Value = 10.601

Conclusion:

Due to the fact that the computed number is
smaller than the table value, we accept the null
hypothesis. As a result, we came to the conclusion
that there is no discernible gap in income between
the consumers who are prepared to pay a premium
for this brand.

Table No.3 shows that SAMSUNG's mobile phone prices are fair.

i Rs.)
Income Level (i
Level ( Below5000 5001- 10001- Abovel5000 Total
ofrating 10000 15000
StronglyAgree 3 14 2 o
Agree 7 57 18 8
Disagree 1 1 10 10 -
10 1 51 28 100

Null Hypothesis (H0): There is no substantial
difference in income, and SAMSUNG's mobile
phone pricing are fair. This is the Null Hypothesis
(HO).

Alternative Hypothesis (H1): In contrast to the
null hypothesis (H0), SAMSUNG mobile phone
pricing are fair, and there is a substantial income
gap between different groups.

Degree of Freedom: V=6
Table Value at 5% significant level V= 6 is
12.6Calculated Value = 10.438

Conclusion: We accept the null hypothesis since
the computed value is smaller than the table value.
We thus decided that the pricing of SAMSUNG
mobile phones are appropriate and there is no
substantial variation across income levels.

Table No. 4 SAMSUNG mobiles are superior in both quality and convenience.

Level of rating | Private Government Business Other Total
Employee Employee
Strongly Agree 10 2 6 8 26
Agree 17 12 32 6 67
Disagree 3 2 2 0 7
Total 30 16 40 14 100

Null Hypothesis (HO): The belief that SAMSUNG mobiles are superior in both quality and

convenience does not vary much with one's line of work.

Alternative Hypothesis (H1): The

null
hypothesis is that everyone thinks SAMSUNG

phones are the best since they're so handy and
high-quality.
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Degree of Freedom: V=6
Table Value at 5% significant level V= 6 is
12.6Calculated Value = 9.581

Conclusion: In this case, we accepted the null
hypothesis since the computed number is smaller
than the value in the table. Consequently, we
determined that there was no discernible
difference between occupations, and that
SAMSUNG mobiles were superior in both quality
and convenience.

FINDINGS

e Nearly half of the people surveyed (48%)
said that using a smartphone improved their
ability to do their everyday tasks.

e 80% of those polled would pay top dollar
for a desired item.

e Conclusion: 63% of respondents think
SAMSUNG mobile phones are better made
and more useful than other brands.

e When asked whether friends have a role in
their choice to purchase a phone, 48% of
respondents said they did. 64% of
respondents find the prices of SAMSUNG
mobile phones to be within a reasonable
range. About eighty percent of respondents
indicate they would pay a premium for a
SAMSUNG-branded smart phone.

e The SAMSUNG mobile phone commercial
is more enticing to responders, who make up
54%.

SUGGESTIONS:

Since rural regions have lower mobile phone
usage than metropolitan areas, mobile operators
need to promote their services to the rural
populace. The mobile industry has to target the
younger demographic by offering cutting-edge
functions. The company may see greater sales of
the SAMSUNG mobile if it offers the device at a
reasonable price and maintains a high standard of
quality. If a SAMSUNG smartphone meets the
user's needs (high quality, aesthetically attractive
design, Wi-Fi, and Internet access), the buyer will
be loyal to the brand. The SAMSUNG Group is
considering expanding its network of service
centres to better accommodate its clientele. In
order to attract a large audience, advertising plays
a crucial role, and SAMSUNG has the freedom to
pick the most effective channel through which to
promote its mobile phone. Advertising on
television works well because it reaches a wide
audience.

CONCLUSION:

In recent years, mobile phone use has exploded in
popularity across the globe, especially in
Telangana, where they have almost overtaken
wrist watches in terms of popularity. A
consumer's primary usage for a mobile phone is
for making and receiving personal calls. It's
because the mobile industry follows the pattern of
other technology-driven markets in which
products are created before the needs of the
market are fully understood. In order to take use
of the faster network speeds, people will need to
upgrade to a newer generation of mobile devices,
such as a SAMSUNG smartphone, which has
access to the internet and other high-end features.
Modern ~ consumers —are  more  Savvy,
discriminating, and knowledgeable than ever
before. Ads and word of mouth both play a
significant role in shaping people's decisions
about which mobile phone service provider to sign
up with. Consistent consumer input helps
businesses better understand their clients' wants,
requirements, and preferences.
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