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Abstract

The primary objective of this study was to invedggfactors affecting consumer smart phone
preference for international versus local brand dfieally in Addis Ababa. Factors such as
brand name, price, reference group, social inflleeaere used as independent variables. Hence,
this study tries to answer whether consumers preigrign smart phone brands to tecno brands
due to the influence of western culture. This stuslyd explanatory research designs in order to
conduct the study, the research was designed intijaive research approach methods and the
data was collected from primary data sources. wliile primary data was collected through
guestionnaire analyzed through both descriptive aferential methods. The descriptive analysis
was conducted by using mean, frequency and pemgen@n the other hand, inferential analysis
was conducted by using regression and correlatioalysis method. This study has identified the
significant effect of the factors used in the stwdy consumers’ smart phone preference for
international versus tecno brand in Addis Ababae Thsearcher used local brand limited on
tecno smart phone device based on the analysissuocogrs those who live in Addis Ababa
overwhelmingly prefer international brands rathéah tecno mobile phone brands. The analysis
revealed that new technology applications, prodatttibutes and price were the major criteria
for a mobile phone preference decision among tmswmers. Concerning the individual factors,
the study has found out positive and significafeéctfof brand name, price and social influence.
However, effect of reference group is insignificantaffecting consumer preference for smart
phone international versus tecno brand in Addisl#bdinally, the study recommends that tecno
mobile phone have to concentrate on creating sacfalence, popular brand name and fair price
which deserve smart phone such as well designed, hhve big screens new technological

application attractive color

Keyword: consumers’ preference, Smartphonaitetnational versus local brand,



CHAPTER ONE

1.1 Background of the study

The world economy had undergone a radical transibom in the last two decades.
Geographical and cultural distance has shrunk fignit with the advance that has
permitted companies to widen substantially bothrthwrket and supplier sources. At the
same time the global market is expanding, doméstae blocks were emerging for giving
preferential treatment to goods that was made enctiuntry. Consumer preference has a
significant influence (Kotler, 1999).

It is clear that consumer consumes their producingtance domestic product compared to
imported ones. It leads to the development of thentry because it increases both revenues
of government and the industries at the same ttmélli be mutual benefit if consumers
consume domestically produced products this leadadrease the production capacity of
domestic producers in order to satisfy the incréademand of domestic consumers. This
increase revenue of the producers through mangrseland revenue of the government
through taxes paid by the producers. The increges@rnment revenue can be used of
provision of various activities like infrastructusach as roads, health services governmental
schools etc. However, imported one’s control inigifa most of the consumers consume
imported product, most market found in EthiopiamAbkt all products that controlled
domestic market are made in china (main land), édniStates and Soud Arabia, India
(ECRA, MOTI, 2009/10).

The study was conducted on factor affecting consusmeart phone preference for
international versus local brand in the case ofig\dbaba) which is found in the capital
city of Ethiopia. The people found in that areasianes the product of both domestic and
imported product for many years. Now a time almalstconsumers found in the town
consumes imported smart phone devices considerary rfactors such as price, features,
guality, brand name, durability, fashinonabilitpcsal factors and so on.

There are various research studies conducted theedisted factor that affect consumer
preference should have to improve to come up widargety of smart phone devices with
different brands and features to lead mobile phomgorter companies (Li 2010; Zheng,
2007; Zhang, 2006; Huang, 2004).

The government plays an important role in trying discourage the consumption of
1



imported products and improve the consumption ohefstic products through imposing
tariffs on imported product and restricting the ammoof imported product (import quota).
This could be by devaluing domestic currency. ifhmmediate effect of a devaluation of the
ER is to make domestic goods competitive in refatio purchasing power parity. As
domestic goods become more competitive comparéatéayn goods there is an increase in
the demand for the domestic currency. The competéddvantage of devaluation means that
the BOP moves in to surplus as domestic residessadd less foreign goods /services,
while foreigners demand more domestic goods (kiitbam, 1998)

The introduction of mobile phones is a recent tebdbgical occurrence in Ethiopia. Mobile
phone services were started in the country in 2989 a capacity of 36,000 lines in Addis
Ababa (Ethiopian Telecommunication Corporation, 0By the end of 2012, the number
of subscribers reached about 20 million (ITU). Bthelecom mobile services include;
prepaid service, satellite mobile service, intdovatl mobile roaming services, short
message services (SMS), call diverting, call bgraa well as call waiting services.
However, in 2003, with the introduction of prepambbile service, customers were allowed
to buy their own handsets (Ethiopian TelecommuivooaCorporation, 2005). Advances in
the mobile technology and the availability of difat mobile brands has provided the
Ethiopian consumer with a wide variety of choicestdow-end brands to prestigious brand
of Smart phones. This paved the way for many imtisonal brands into the market such as
Nokia, Samsung, and Motorola and recently SmartpHike iPhone and Samsung galaxy
are a common sight among the Ethiopian mobile pha®es. Alongside the international
brands, locally assembled phones have also emaéogedmpete for the market share of
Ethiopian mobile phone users. These locally assesnimiobile phone brands include Tecno,
SMADL, Tana, and Geotel.

In recent years, cell phones have gained populamipng a wide variety of users in
Ethiopia.The usage of cell phones is particulagyeading among the younger generation
(Meredith and Schewe, 2002). Young Ethiopians fdfag technology in the daily activity
of communication. Most of the people use their rf@phones to interact with people of
similar age group as well as interest by means>dfrtg, phone call, surfing the internet and
social media. However, not much is known about cores preference when it comes to
international manufactured and locally assembledilmophone brands and their lakes

research conducted in this area and hence creatiegearch gap.
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The main objective of this research is to inveségmobile phone feature preferences
among male and female respondents in Addis Abala.cdnjunction with this
conceptualization of the feature preferences iglistl as well as their relationship to
customer satisfaction and repurchases intent ofrhigile phone. This research has tried to
identify that the imported device brand was prefeer the domestic brands as the overall
results suggest that the people liked most of #eufes of those brands which is the
imported brand say Samsung, | phone and NokiaO¢her than, this all four factors such as
color choice preference, brand image preferencegriSkeatures and fashionabilty are all
significant. Many factors people initiate in theaflection while they prefer to resolve their
preference of mobile device.

Consumer behavior defined as the behavior that wness display in searching for,
purchasing, using, evaluating, and disposing oflpcts and services that they expect will
satisfy their needs. Consumer behavior focus on imolividuals make preference decision
to spend their available resources (time, money&rgfon consumption related items.
(Schiffman&kanuk, 1997)

1.2 Statement of the problem

Domestic products were a backbone of the econotreagth of one country. One country
exports its own product after satisfying consumptia the country. For instance, our
country Ethiopia exports many primary products lkdéfee. However, various products that
were produce domestically in the country are nafgable by Ethiopian people. For
instance, smart phones that are produced by dam@stilucers are less preferable because
of their less quality and less features than tHathe imported ones. Most of the time
consumers will prefer imported smart phone devides Samsung, Nokia, iPhone rather
than Tecno and Geotel devices.

Advanced communication and information system teldgy have reduced distance,
thereby making the flow of information around therld easier and accessible. As the
world is turning into a global village, new prodsidtom abroad are finding their way into
the country. The Ethiopian consumer is now morerawd other cultures, lifestyle and
brands due to satellite television and social metias trend is more visible when it comes
to youngsters. This group of consumers in particislanore aware of the latest technology

and follow trendy fashions.



Young consumers are becoming more interested tongugiternational brands than local
brands since the influence by the western worldasoming stronger (Samiee S, 1994).
Consumers of developing countries prefer foreigimts, especially from the west, not only
of perceived quality but also as indication of abstatus (Al-Sultaiti et al., 1998). Thus, a
brand’s country of origin serves as prove of pradpality and people buy such brands for
status enhancing reasons (Al-Sultaiti et al., 19@&)nsumers of developing countries also
view foreign smart phone brands as having supandrexcellent quality compared to local
brands. Therefore, this study intends to examinkisf phenomenon also applies to peoples
in Addis Ababa as well.

Marketing is the creation and adaptation of proslactd services to provide greater utility or
value to consumers than do competing products andces. Marketing involves selection
of potential customer’s target markets and manageofehe marketing mix (product, price
place and promotion). (Philip Kotler, 1999)

A consumer is an individual who purchases goodssamdices for self-gratification. Self-
gratification may result from using the purchasashsas the enjoyment obtained from
eating a chocolate candy bar or watching a renggbvape. (Matin Khan, 2006)

People now a days have unlimited wants on produtttsgrvice, some more, their attitudes
and behavior often changed and elastic on prieeatslow. Even if they want to make a
decision on buying product, they also have ratimmalices. Seeing as now existing market
has numerous of consumer, too wide and their nae=ldiffering from one to another one,
and thus marketers today are really found it diffitco understand these differences with
consumer behavior towards their brand and proddeta result, it is vital that marketers
need to work hard on identifying their target cos¢os' needs and adapt various marketing
strategies to reach their needs. Thus if they coolddo so can influence company profit
and sales on their product and service. (Schiffha@D00).

An understanding of consumer behavior is undoulptiéel single most important resource a
marketing manager can bring to the analysis ofraagketing-problem. Unfortunately, such
an understanding is not gained easily. Consumeelawor in the case of product
preference is an extremely complex phenomenon,ndigpg in any particular situation, on
individual, group and socio-cultural factors.

Due to the emergence of globalization and libeasiltm, a number of global players are

entering into Ethiopia and creates a stiff compmtihuge gap among the variety of private
4



local smart phone device producers. So that it el@ar that if consumers of one country
consumes domestic product, then it leads to theldpment of the country. When all of the
society of one country consumes the domestic ptodhis leads to increase the revenue of
the domestic producers. Increase in producer'snig¥aneans increase the revenue of the
government through tax paid by the producers ferdbuntry improvement. The collected

tax from this producer by the government was usedhie infrastructure of the society.

1.3 Research question
In this study, the following questions were answere
* What are the major factors that affect the consarheand preference?
* Why do consumers prefer imported or Tecno phoned@v
* What is the preference of consumers toward smamelklevices based on
country of origin?
* What are the effects of product features and miceonsumers’ preference for
imported smart phones in Addis Ababa?
* Does brand equity of the mobile phone productsngewvareness) influence

consumer preference?

1.4 Objectives of the study

1.4.1 General objective
The general objective of the study was to invegtidactors affecting consumer smart phone

preference for international versus local assembiadd in Addis Ababa.

1.4.2 Specific Objective

The specific objectives of this study aimed atftiilowing objectives -

* To explore the effect of the imported brand namesa@nsumer buying behavior
of smart phone device.

* To identify the reason of consumer mobile deviceiah between imported and
Tecno smart phone.

* To identify factors that affect consumer preference

* To identify the effect of price and product featumn consumer buying behavior
of imported and domestic phone device.

5



* To assess how brand equity of brands influence woas preference of smart
phone device?

* To identify factors that drive consumer prefereatenobile phones.

1.5 Significance of the study

This study will be important to local producerssofiart phone device to find out what they
need and want through creating products, supplyimapile device for the country to
generate income and by creating loyal customerstierlong run relationship through
identifying consumer buying consideration of molpleones type, feature, quality etc. The
identification of consumer preference towards n®lphone device brand will assist local
companies to develop an effective marketing stsategl to help them compete effectively
against foreign brands in the market. Therefore, gbvernment, which is mutual benefit
through generating money from tax paid that, i®esal for the developing countries like
us. Finding of the study will be useful and impattamong consumers and academician as
an input for doing similar research in this fietdthe future.

1.6. Scope and Limitation of the Study
1.6.1. Scope of the Study

The study is focused on the assessment of fattatsnfluence preferences of consumers on
imported and tecno smart mobile phone device. Taeranany local brands, which is Tana,

Geotel, Tecno whereas this study limited only @améebrand smart phone.
1.6.1.1. Geographical Scope

The study geographically limited to city of Addid&ba on the selling areas of market place
like Megenagna, and Merkato.

1.6.1.2. Conceptual Scope

The preference of consumers can be affected by rfectgrs among that price of the
product, quality of the product; fashinonabilityrdbility of the product etc...

The basic aim of the study was limit to the ideadifion or filtration of factors that affect
preference of consumers for smart mobile phonecddvom tecno and imported device for
instance, device that are imported from china andyced in the country.Due to the current

pandemic case (Covid19), and lack of money diffictd maintain large number of
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population to the whole part of Ethiopia.

1.6.1.3. Methodological Scope

This study can be further analyzed in terms ofedédht dimensions as if consumer

preference among different ethnicities, gender, iandme level as well as various factors
consumers prefer mobile brands since this is rabtided in this study.

The study used primary data was collected throughbstipnnaire conducted through

explanatory design.Convenience method allows teearehers to choose who, where, and
when to collect data and quantitative methods aveerappropriate for large scaleanalyzed

through both descriptive and inferential methods.

1.6.2. Limitation of the Study

One of the major limitations of this study is thengple coverage. The population of the
study will be on consumer’s those who live in Addisaba that have a smart mobile phone.
This study is departure of tolerable with regardtiadies that were conducted on consumer
preference toward imported and Tecno smart phoegsealin Ethiopia Addis Ababa.

Since, this target population is very large so thally consumer found in merkato and
megenagna shopping area will be considered. Tasiinlg two shopping area might not
represent or reflect the consumer preference dhddlis Ababa populations. However, due
to financial limitations and to reduce contact heeaof covid 19 other consumers are not
included in this study.

1.7 Organization of the study

This study consists of five chapters. The firstpthais the introduction, which consists of
background of the study, statement of the problebpective of the study, significance of
the study, scope of the study, limitation and orgation of the study. The second chapter
deals with review of relevant literaturedealinghwitrevious studies and literatures relevant
to the study includes theoretical and empiricalenmes related toconsumer preference
towards imported smart phone device rather thaneddmonce. The third chapter explains
about the methodology research design, researaloagp and target population, source of
data in sampling technical methodology of dataemibn, data analysis and interpretation.
The forth chapter deals about data analysis, irg&pon and discussion and the last chapter

includes about summary of finding, conclusion astbmmendation.



CHAPTER TWO
2.1REVEIW OF RELATED LITERATURE

2.1.1 Theoretical Literature review
2.1.1.1 Marketing Concept

An important part of the marketing process is tdarstand why a consumer or buyer makes
a purchase. Without such an understanding, busiseBsd it hard to respond to the
customer’s needs and wants. For a marketing mandmgechallenge is to understand how
customers might respond to the different elemehtseomarketing mix that are presented to
them. If management can understand these cust@sgonses better than the competition,
then it is a potentially significant source of caetipve advantage (Schiffman Leon G.
&Kanuk Leslie Lazar, 2000).

Each consumer is unique and this uniqueness isctefl in the consumption pattern and
process of purchase. The study of consumer beharovides us with reasons why
consumers differ from one another in buying usimgdpcts and services. A consumer
receives stimuli from the environment and the dpesciof the marketing strategies of
different products and services, and respondsasetistimuli in terms of either buying or not
buying product. In between the stage of receiving stimuli and responding to it, the
consumer goes through the process of making hisideqBlackwell Roger D., Miniard W.
Paul & Engel F. James, p 5, 2003).

What we buy, how we buy, where and when we bupom much quantity we buy depends
on our perception, self-concept, social and cultbeckground and our age and family
cycle, our attitudes, beliefs, values, motivatipersonality, social class and many other
factors that are both internal and external to us.

It's the idea of mix of marketing, marketing furati was concaved by a professor Nelil
boarder of the Harvard business school as a scleplah to guide analysis of marketing
problems through utilization of

List of important forces emanating from the mark&hich bears up on the marketing
operations of an enterprise.

A list of elements (procedures and polices) of rafing programs.

J.Baker (1998) states that the marketing mix referghe appointment of efforts; the

combination the design and the integration of teenents in to program or mix which on
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the basis of appraisal of market forces will achiive objectives of an enterprise at a given
time.

Product
According to Notler (2004) description product rs/thing that can be offered to the market
for attention, acquisition, use or consumption thaght satisfy want or need.

Marketers usually classify these products as caevjproduct(consumers product that the
customer usually buys frequently, immediately arith winimum of comparing and buying
effort, shaping products (consumer goods that tigtomer are in the process of selection
and purchase, characteristically companies on basls as a suitability, quality, price and
style),specialty product (consumer products withiqua characteristics or brand
identification for a significant group of buyesswilling to make a special purchase effort)
and unsought product is a product consumer knowtabot does not normally think of
buying.

Pricing
As Kotler (2004) suggested, pricing decision isjscibto an incredibly complex array of
environmental and competitive forces. Company seefasingle price but other pricing
structures that covers different items in its lifiis pricing strategy changes our times as
products more through their life cycles. In narretveense, price is the amount of money
charged for a product or service more broadly; i the sum of all the values that
consumers exchange for the benefits of having imguse product and services.
Historically prices have been the major factor eifeg the buyer preference. This is still
true in poorer nation. Among poorer groups and wammodity products price is different
from other market mix elements because it providgenue where as others are create cost,
it is the most flexible elements of marketing mix.
Companies or business organizations set theimgriby selecting general pricing approach
that include one or more of the three sets of fasich as:
Cost based approach, cost plus pricing, break amatlysis is on target profit pricing.

1. The buyer based approach (Value based pricing)
2. The competition based approach (going rate aneddadl pricing):
3. Cost based pricing- adding a standard mark upet@dist of the product.
Value based pricinguses buyer’s perceptions ofevatot the seller’'s cost, as the key to

pricing. Value based pricing means that the mackeinot design a product and marketing
9



program and then set the price.

Competition based pricing: - consumers will basartiudgments of a product’s value on

the prices that competitors charge for similar patd one form of competition based

pricing is going- rate pricing, in which a firm leaksits price largely competitor’'s prices,

with less attention paid to its own costs or to dadch The firm might charge the same as

more than or less than its major competitors might.

2.2 Factors to consider when setting prices

2.2.1 Internal factors affecting pricing decisions
Internal factors affecting pricing include the caang’s marketing objectives, marketing

mix strategy, costs and organizational considematio

Marketing mix strategy — price is the only one loé tmarketing mix tools that a company
uses to achieve its marketing objectives. Pricieggions must be coordinated with product
design, distribution and promotion decisions tarfaa consistent and effective marketing
program.

Decisions made for other marketing mix variabley siéect pricing decisions.

Costs — costs set the floor for the price thatdbmpany can charge. The company wants to
charge fair rate of return for its effort and rigk.company’s costs may be an important
element in its pricing strategy.

Organizational considerations — management mustel@ho in the organization should set
prices. Companies handle pricing in a variety ofsvdn some companies, prices are often
set by top management rather than by the marketisgles departments.

2.2.2 External factors affecting pricing decisions

External factors that affect pricing decisions ua# the nature of the market and demand,
competition and other environmental elements.

a. The market and demand — whereas costs set e lonit of prices, the market and
demand set the upper limit. Both consumer and in@dlduyers balance the price of a
product or service against the benefits of owninghus, before setting prices, the marketer
must understand the relationship between pricedantand for its products.

b. Competitors’ costs, prices and offers — anothéernal factor affecting the company’s
pricing decisions is competitors’ costs, prices gubsible competitor reactions to the
company’s own pricing moves.

Other external factors- when setting prices, thegany also must consider other factors in
10



its external environment. Economic conditions caveha strong impact on the firm’'s
pricing strategies. Economic factors such as boomeaession, inflation, and interest rates
affect pricing decisions because they affect bdih ¢tosts of producing a product and
consumer perceptions of the product’s price andeval

Distribution
According to (Baker 1998) description, for a gehdmm distribution includes every
function concerned with the transferences of gaothfthe point of origin unit they come
into the possession of final buyers, includes fparntations, storage, and merchandizing,
promotions of outlets stocking or dealing in a deated product.

Place

Place is the environment in which the service istabled and where the firm and customer
interact and tangible commodities which facilitaerformance or communication of the
service. Place as a number of aspect of concetimetgervice. All of these aspects vary in
important of courses depending out service offersd preferred channels of distribution of
the service marketers. As far as the premisesareecned, the client will be searching, for
physical dues in assessing the success of the eym{iBowman 1996)

Promotion

Based on (Philip Baker & Arm Strong 2004) explamatipromotion is the other important
marketing mix element. Modern marketing calls fooren than just developing a good
product, pricing it attractively and making it akadile to target customers. Companies must
also communicate with current and prospective coste what they communications should

not be left to chance a consistent and coordinatetdmunications programs.

2.3 The importance of understanding consumer behavior
Consumer behavior defined as the totality of coresimdecisions with respect to the

acquisition, consumption, and disposition of go@#syices, activities, experiences, people,
and ideas by (human) decision-making units oveet{Wayne D. Hoyer & Deborah J.
Maclnnis, 2008).

Consumer behavior consist of the process by wiidlvidual decide whether, what, when,
how, where and from whom to buy goods and servisascessful marketing must not only
be knowledgeable about what target consumer wantks@ able to predict changes in these

wants over time. Consumer behavior changes cohgstamd companies that do not adjust to
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these over altering desires can easily lose tloenpetitive advantage (Kotler, 1999)

2.4 The theory of consumer behavior
The traditional theory of demand starts with thearaiation of the behavior of the

consumers, since the market demand is assumed utinenation of the demands of
individual’s consumer (A. Koutsoyiannis, 1979). Gamer’s preference is attitude, which
determines consumer choice between alternative amhties or groups of commodities.
When good x (product x) is preferred to good y ¢uat y), it will have greater the buyer, so
that the allocation of expenditure between theteratives will in free market economy, be
determined by consumer preferences and theirvelatices, (Graham Bannock, 1998).
Consumer preferences may change independentlysajttiashion or may be influenced by
advertising and other forms of sales promotion a as by the availability of new goods
arising from technological progress (technology)thdugh preferences are something
economists takes as given, and makes no value grigabout, at the same time preferences
are assumed consistent and rational in certain \{iagdference curve analysis, revealed
preference; transitivity Graham Bannock, 1998).

Consumer behavior describes how consumers makégeeaecisions and how they use
and dispose of the purchased goods or services.siuty of consumer behavior also
includes an analysis of factors that influence pase decisions and product use (Michael R.
Solomon, 2003).

Understanding consumer purchasing behavior allawspanies to more easily provide for
consumers’ needs and more easily promote the coytgpgroducts and services.
Understanding consumer behavior leads to markesimgcess. Consumer behavior is
constantly changing, and companies should idestifysumer trends for their competitors
do in order to strengthen the organization’s salEsnpanies focus on consumers because
consumer demand, or spending, is approximatelythivds of the gross national product.
(Kotler & Armstrong, 1999)

2.5 Majority trends in consumer Behavior
Consumer behavior is subject to constant changetone. Marketers should stay abreast of

trends in consumer behavior, as these trends canéhaignificant impact on the success of
their future strategies. There are some major endrently apparent that can have strong

implication for marketers. These include:
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* Increasing desire for convenience in shopping andhgy.

» Demand for higher-quality merchandise.

» Demand for products and services that meet theifgpemeds of particular
consumer.

* Fewer tendencies to pay attention to advertiseethother promotion pieces.

* Increased fickleness (lack of brand and store tgyal

» More emphasis on getting offerings at a discount.

* A self-concept that is based more on what one adblethe job than on one’s
occupation.

* More informed buying.

Various theories of consumer behavior assist markeinh understanding the consumer.
There are many different theories, each of whidpshexplain certain aspects of consumer
behavior. This section will look at the economisyghological, and sociological theories of

consumer behavior (Peterson, 1989).

2.6 The economic theory of consumer behavior
The economic theory assumes that consumers arealpdully aware of their needs and

wants, and able to find the best way of satisfyimese needs and wants. According to this
theory, consumers will buy items having the modgityiti.e. capacity to satisfy needs- in

relation to their costs and the consumers’ findrsttaation.

2.7 The psychological theories of consumer behavior
Psychology is the study of individual behavior. §field of study has produced several key

insights into consumer behavior.

2.8 The sociological theories of consumer behavior

Sociologists study the behavior of groups. Sincergwxonsumer belongs to a number of
groups, this field is useful in explaining consunbehavior. If we know to what groups
consumers belong, we can use this knowledge tougeip understanding what they do.
Consumer behavior is “the study of individuals, ugg® or organizations and process they
use to select, secure, use and dispose the prodectices, experiences or ideas to satisfy
needs and the impacts that these processes hawhe @onsumer and society” (Mullen,
1995)
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Consumer decision making regarding purchase aniation of different products and
services is influenced by many internal as welleaternal factors. Among the external
factors, the most important and significant aredttabutes of the product itself, the brand
and package in which it is incased. Attributestaose descriptive features that characterize
a product or service-what a consumer thinks theéymbor service is? Or what is involved
with its purchase or consumption?

Product related attributes are the functions ef ghoduct or service. Non product related
attributes are the external aspects of the produdervice that relate to its purchase or
consumption, like the information, packaging orduwct appearance, user imagery and using
imagery (Mullen, 1995).

Consumer buying behavior is affected by many satittural factors like social class,
demographics, personality, beliefs etc. Howevesides these, the product itself also makes
their decision for them because of the messagarismits, the visual impact it makes, the
significant colors and logo of the brand, the bramdge and awareness, and the price.

Price is a particularly important attribute assbora because consumers often have strong
beliefs about the price and value of the brand @&y organize their product category
knowledge in terms of the price tiers of differenédnds (Hawkins, Best, & Lonny, 1995).
The buying behavior of consumers is not alteredrbgll-scale changes in income increase
or increased demand etc., but major changes likaagoic stability of the country, or
changed perception of consumers would lead to thernation in buying behavior
(Berkowitz, 2000).

The country of manufacture and product quality regip influences consumer decision
making in globally available product categoriese&fically, compared to imported product
(goods) consumer appear to prefer domestically fiaatured goods and are often willing to
pay a higher price for them. It is usually only whienported goods are of significantly
superior quality that consumers will pay more tdaab them. Finally, in their purchase
decisions, consumers appear not to put much weiglat product’s perceived importance to
the home country’s manufacturing base (Knight G2Q@®.

Customer behavior is never constant. It changestowe and these changes are clues to the

future. These changes over time are known as ttermer life cycle (Mir, 2007).
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2.9 Consumer buying decision process
Marketers should understand the process that carsuimilow to purchase their goods and

services in order to successfully use all elemehtee marketing mix. Consumers typically

follow a purchasing process sequence of steps.@ugrsbuying decision process consists
of a series of processes or steps, beginning wiitltaneed or want arising from either

internal or external services and terminating veitbonfirmation of the decision. The need
may be an urgent or compelling one, demanding inetedatisfaction; or it may be one for

which the satisfaction can be delayed or postpolmedny event a tension is created which
eventually must be quit. In order to further untlamd the decision making process study
has taken the consumer buying decision-making geooedel from David Jobber (2007).

Figure 2. Consumerdecision-making process
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Need recognition:

According to Jobber D. (2007), the need recognisoessentially functional and recognition
may take place over a period. This occurs whenglver consumer sees a significant
difference between his or her current state ofirgffand some desired or ideal state. The
need can be triggered by internal stimuli or byeaxadl stimuli. Internal stimuli can trigger a
need when one of the individuals’ normal needs hikeger, thirst shelter raises to a level
high enough to become a drive. From previous egpe€, the individual has learnt how to
cope with this drive and is motivated towards otgehbat will satisfy the need.

External stimuli can also trigger a need. In th&tance, the marketer needs to determine the
15



factors and situations that usually trigger consunged recognition. The marketer should
research consumers to investigate what kind of oeguioblem arises and what brings a
consumer to prefer one brand over the other. & stage of the consumer buying process
the consumer perceives there is a problem to medolvhich may be large or small, simple
or complex. In this study mobile phone is viewedths product, which will satisfy
university students’ need for telecommunicatiothigir day to day activities.

Information search
The information search begins with the identifioatiof alternatives ways of gathering
information about the product consumer intend taclpase (Jobber D., 2007). The
consumer surveys his or her environment for apjtgodata to make a reasonable decision
by the process. Normally, the amount of informatssarching activities of a consumer
depends on the type of product which either reduigé involvement or low involvement.
For a product that requires high involvement thiarght be a significant difference between
brands, which require an immense effort, or indigant differences between brands, which
leads to dissonance, reducing buying decisions.

The consumer can acquire information regardingréiqular product from various sources.
These sources include personal sources like faamty friends, commercial sources like
advertising, salespeople or displays, public sautit® mass media and social networking
sites and finally experiential source like handlimxamining and using of product. The
relative influence of these information sourcesesawith the product and the buyer. In the
case of university students, the source of informnator mobile phones can be collected
based on their previous experience on usage as asekxternal source like friends,
colleagues, neighbors, several published mediasauod.

Evaluation of alternatives
Consumers evaluate or assess the various altersatiging the information they have at
hand to cometo a decision (Jobber .D, PODAis process involves comparing the
information gained in the information search precks alternative products and brands to
the product—judging criteria or standards the coreuhas developed. For purchase
decisions, the choice alternatives are the diftepeoduct classes, product forms, brands, or
models the consumer considers buying (J. Paul Retdgrry C. Olson, 2010). However,

given their limited time, energy, and cognitive aeipy, consumers seldom consider every
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possible choice alternative. Usually only a sulisfetll possible alternatives, called the
consideration set, is evaluated. Some brands inctimsideration set may be activated
directly from memory; this group is called the eedkset. For highly familiar decisions,
consumers may not consider any brands beyond thabe evoked set. If consumers are
confident they already know the important choiderahtives, they are not likely to search
for additional ones (J. Paul Peter & Jerry C. O|st§110).
Consumers’ evaluations of the choice alternatinethe consideration set are based on their
beliefs about the consequences of buying those uptedor brands. The specific
consequences used to evaluate and choose amorug cli@rnatives are called evaluation
criteria. Evaluation criteria are the dimensionsduto judge the merits of competing brands
(Michael S. et al, 2006).

Purchase decision
A purchasing decision usually follows strong pusshantentions. In this stage, the
consumer actually buys the product they have chdSenerally, the consumer’s purchase
decision will be to buy the most preferred branccohsumer’s decision to change, postpone
or avoid a purchase decision is influenced heabiyperceived risk. Many purchases
involve some risk and the amount of perceived vigkies with the amount of money at
stake, the amount of purchase uncertainty and rii@uat of consumer self-confidence. A
consumer takes certain actions to reduce risk, as@voiding purchase decisions, gathering
more information and looking for national brand msnand product warranties.
Post-purchase evaluation/behavior

In this stage, the consumers take further activer dhe purchase decision by evaluating
their satisfaction or dissatisfaction. Consumeistattion or dissatisfaction is determined by
the overall feelings, or attitude, a person hasutlaoproduct after it has been purchased.
Consumers engage in a constant process of evajuaenthings they buy as they integrate

these products into their daily consumption adggeit

2.10 Country of origin
Over the last 30 years, international trade anddeneslopment of the global market have

grown considerably. Companies and internationalketars are also searching for more
opportunities in the global market and multinatiofians, which causes international

competition among companies (A. Ahmed. et al, 2067dm a marketing point of view,
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international companies that are operating ighlyi competitive domestic and foreign
markets need to understand consumers’ percepaod evaluations of foreign-made
products. According to Al-Sulaiti and Baker (199&mnong the many factors that are
believed to influence consumer perceptions of petslun an age of international
competition is a country of origin (COO) effect. Ka (2006) asserts that COO is
considered an important differentiating factor imnsumer attitudes to foreign and local
brand names.

Different researchers have defined the term cguwftiorigin in different ways. Country of
origin effect can be defined as any influence ti& country of manufacture has on a
consumer’s positive or negative perception of adpob (Cateora& Graham, 1999). Roth
and Romeo (1992), defined country of origin as aomes’ perception of products of a
particular country, based on their previous peioegt of that country’s production and
marketing strengths and weaknesses. The furthezdadd country's image arises from a
series of aspects that qualify a nation in termigsgbroduction profile. Such aspects include
innovative approach (superior, cutting edge teabgpt design (style, elegance, balance);
prestige (exclusiveness, status of the nationahdsa and workmanship (reliability,
durability, quality of national manufacturers) (Hzewoui E., 2011).

In a study by Eroglu and Machleit (1989), in theecavith consumer durables, a product’s
technical complexity affects the importance giverconsumer evaluations and that the more
complex the product the more relevant the COO Rasearch works have documented the
importance of country-of-origin (COQO) image in canger evaluation of foreign products
and brands. Favorable country perceptions are kniowead to favorable perceptions of
associated attributes such as product quality atigig thereby, that consumer evaluations
are governed by influences other than the quafithe product (Peterson & Jolibert, 1995).
Papadoupoulos et al. (1993) asserts that consuareegiions of a product’s country-of-
origin are based on three components associatédthet standard attitude model, namely
their cognitions, which include knowledge aboutcsfe products and brands, consumer
affect or favorable/unfavorable attitude towarde tountry-of-origin, and their conative
behavior, which is related to actual purchase fofaign brand.

Although some studies have questioned the impagtasfccountry of origin for much
consumer decision making, recent research has d#rated that the country of origin has a

substantial effect on attitudes toward products #mel likelihood of purchasing these
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products, often demonstrating effects that aré¢ragg or stronger than those of brand name,
price, or quality (Ahmed & d’Astous, 1996 & Okechykl994). Level of education is
considered significant demographic variable (Alesul& Baker, 1998) influencing country
of origin effect (Paswan & Sharma, 2004). As edocatevels increase, consumers are
likely to become more knowledgeable of other d¢nes and cultures, and more tolerant
of things that are different. It has also beesifgd to result in more favorable opinion
towards foreign products (Good & Huddleston, 199barma et al., 1995) and a reduction

in consumer ethnocentrism.

2.11 Country of origin and foreign versus local brands
Nowadays, more companies are competing on theablolarket, these companies

manufacture their products worldwide, and the liocatwhere they manufacture the
products might affect the perception of the conguamethe quality of the product based on
the country where the product is produced. Faverall unfavorable perceptions of a
country associated with a product lead to a coamedimg favorable or unfavorable
evaluations of the product originating from thatictry.

Favorable country perceptions are known to leadatorable perceptions of associated
attributes such as product quality indicating tbgrehat consumer evaluations are governed
by influences other than the quality of the prod(Réterson & Jolibert, 1995). In this
context, COO effect refers to the extent to whible place of manufacture influences
consumers’ product evaluations. COO has furtherimmeen used as a foremost and primary

cue by consumers in evaluating new products ureleral conditions.

2.12 Consumer decision process
The consumer's choice results from the complexptag of cultural, social, personal and

psychological factors. Although the marketer caniniience many of these factors, they

can be useful in identifying interested buyers andhaping products and appeals to serve
their needs better. Marketers have to be extremaigful in analyzingconsumer behavior.

Consumers often turn down what appears to be aingroffer (Blackwell, Miniard& Engel

P. 70, 2006).

2.13 Types of buying decision behavior
Consumer decision making varies with the type ofimg decision. Consumer buying
preference differs greatly for model of device, expensive camera, screen size,brand

19



preference and storage. More complex decisionsllysnaolve more buying participants
and more buyer deliberation (Kotler & Armstrong99%.

2.14 Complex buying behavior
Consumers undertake complex buying behavior whey @ne highly involved in a purchase

and perceive significant differences among brandsyhen the product is expensive, risky,
purchased infrequently and highly self-expressiwgpically, the consumer has much to
learn about the product category.

This buyer will pass through a learning processt fileveloping beliefs about the product,
then developing attitudes, and then making a thtbulghurchase choice. Marketers of high-
involvement products must understand the infornmagjathering and evaluation behavior of
high-involvement consumers. They need to help mulegarn about product-class attributes
and their relative importance and about what thepany's brand offers on the important
attributes (Kotler & Armstrong, 1999).

2.15 Dissonance-Reducing Buying Behavior
Dissonance-reducing buying behavior occurs whersuwmers are highly involved with an

expensive, infrequent or risky purchase, but stle difference among brands. Perceived
brand differences are not large; buyers may shopnak to learn what is available, but buy
relatively quickly. They may respond primarily tayaod price or to purchase convenience.
After the purchase, consumers might experience-poshase dissonance (after-sales
discomfort) when they notice certain disadvantagfethe purchased carpet brand or hear
favorable things about brands not purchased. Tateowsuch dissonance, the marketer's
after-sale communications should provide evidemoesapport to help consumers feel good
both before and after their brand choices (Kotlek@strong, 1999).

2.16 Habitual Buying Behavior
Habitual buying behavior occurs under conditiongosé consumer involvement and little

significant brand difference. Consumers do notageaxtensively for information about the
brands, evaluate brand characteristics and makghtyedecisions about which brands to
buy. Instead, they passively receive informatioth&y watch television or read magazines.
Ad repetition creates brand familiarity rather thaand conviction. Consumers do not form

strong attitudes towards a brand; they select taedbbecause it is familiar and may not
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evaluate the choice even after purchase. Becaugadare not highly committed to any
brands, marketers of low involvement products vi@w brand differences often use price

and sales promotions to stimulate product trialtig¢a& Armstrong, 1999).

2.17 Variety-Seeking Buying Behavior
Consumers undertake variety-seeking buying behawiaituations characterized by low

consumer involvement, but significant perceived niradifferences. In such cases,
consumers often do a lot of brand switching. Brawidching occurs for the sake of variety
rather than because of dissatisfaction. The mddaer will try to encourage habitual
buying behavior by dominating shelf space, avoidmgrof-stock conditions and running
frequent reminder advertising. Challenger firmsl wilcourage variety seeking by offering
lower prices, deals, coupons, free samples andrizslag that presents reasons for trying
something new (Kotler & Armstrong, 1999).

2.18 Factors affecting consumer behavior
A number of different factors influences consumercpase process, some of which

marketers cannot control, such as cultural, so@atsonal, and psychological factors.
However, these factors must be taken into condideran order to reach target consumers
effectively.

Cultural factors

Culture, subculture, and social class are partiulemportant influences on consumer
buying behavior. Culture is the most fundamentdemheinant of a person’s wants and
behavior. Every group or society has a culturehdligh different societal groups have their
own culture that affects consumétsuying behavior, the extent to which it influendbs
behavior might vary from country to country. Eaahitare consists of smaller subcultures
that provide more specific identification and stization for their members. Subcultures
include nationalities, religions, racial groupsdageographic regions. The third cultural
factor is Social class relatively homogeneous amdugng divisionsin a society. Social
classes reflect income as well as occupation, ¢idmgand other indicators (Kotler, 2000).
Social Factors

In addition to cultural factors, a consumer’s bebais influenced by such social factors as

reference groups, family, and social roles andisest. Reference groups consist of all of the
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groups that have a direct (face-to-face) or indiiefluence on a person’s attitudes or
behavior. Groups that have a direct influence geison are called membership groups it
includes family, friends, neighbors, and co-workevdth whom individuals interact
continuously and informally. Secondary groups, sush professional and trade-union
groups, tend to be more formal and require lessirmoous interaction. Sometimes people
are also influenced by groups to which they dobedong. Aspiration groups are those the
person hopes to join; dissociative groups are thdsese values or behavior an individual
reject. Family is the most important consumer-bgyimganization in society since a wife;
husband or a child has strong influences. Finatlie and status can be defined in terms of
the person’s position in each group a role consikthe activities that a person is expected
to perform. Each role carries a status. A SupremartGustice has more status than a sales
manager does, and a sales manager has more s$tatuart administrative assistant does
(Kotler, 2000). In general, people choose prodtles communicate their role and status in
society.
A customer’s buying behavior is also influenced dmogial factors, such as the groups to
which the customer belongs and social status.groap, several individuals may interact to
influence the purchase decision. The typical ralessuch a group decision can be
summarized as follows: (Kotler, 2000)

A. Initiator
The person who first suggests or thinks of the mfdauying a particular product or service

B. Influencer
A person whose view or advice influences the buyegsion

C. Decider
A decides is the individual with the power and/mrahcial authority to make the ultimate
choice regarding which product to buy.

D. Buyer
A buyer is the person who concludes the transaction

E. User
A user is the one who actually uses the produstorice.
The family unit is usually considered the most im@ot “buying” organization in society. It
has been researched extensively. Marketers areciparly interested in the roles and

relative influence of the husband, wife and childin the purchase of a large variety of
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products and services. There is evidence thatréditibnal husband-wife buying roles are
changing. Almost everywhere in the world, the w#draditionally the main buyer for the
family, especially in the areas of food, househptdducts and clothing. However, with
increasing numbers of women in full-time work andny men becoming “home workers”
(or “telecommuting”) the traditional roles are resiag. The challenge for a marketer is to
understand how this might affect demand for proslacd services and how the promotional
mix needs to be changed to attract male rather fearale buyers. Consumer wants,
learning, motives etc. are influenced by opiniocadiers, person’s family, reference groups,
social class and culture (Kotler, 2000).

Personal factors

The third factor that influences buyer’'s behaviempersonal characteristics, including the
buyer's age, stage in the life cycle, occupationpnemic circumstances, lifestyle,
personality, and self-concept. People change tbegand services they buy over their life
time. They eat baby food in the early years, most$ in the growing and mature years, and
special diets in the later years. Taste in clothies)iture, and recreation is age-related.
Similarly, consumption is also shaped by the stafjghe family life cycle-the stages
through which families might pass as they maturer évne (Kotler, 2000).

Person’s Occupation also affects the goods andcssrbought. Blue —collar workers tend
to buy more rugged work clothes, whereas executimese business suits (Kotler and
Armstrong, 2010). Similarly, economic circumstand@efuence a person’s consumption
pattern. Since product choice is greatly affectgdhltonsumer’s economic circumstances:
spendable income (level, stability, and time paltesavings and assets (including the
percentage that is liquid), debts, borrowing poward attitude toward spending versus
saving. Thus, marketers of income-sensitive goodstrtrack trends in personal income,
savings, and interest rates. Person’s patterrviofglin the world as expressed in activities,
interests, opinions and distinguishing psycholdgd@aracteristics that lead to relatively
consistent and enduring responses to environmdhtentes buying behavior (Kotler,
2000).

Psychological Factors

According to Kotler (2000), the forth group of fart that influence consumer buying

behavior are Psychological factors. It constitutestivation, perception, learning, and
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beliefs & attitudes. When a person is motivatedshe ready to act, yet how that person
actually acts is influenced by his or her perceptbthe situation. Perception is the process
by which an individual select, organizes, and imtets information inputs to create a
meaningful picture of the world. When people expece new things, changes take place in
their behavior, i.e. they learn new things wherytteke action. Therefore, through doing

and learning, people acquire beliefs and attittidat in turn, influence buying behavior.

2.19 Internal factor affecting consumer behavior

The reason why consumers prefer one product tdhand lies in the make-up, or core of
the person who initiates the purchase. The acteaisibn process is often internalized by
the consumer, and there are several factors tlhtenite the consumer’s purchasing
behavior. It is important for the marketer to ursfend these influences in order to provide
for the consumer’s needs and then accurately pmm@aaompany’s products and services.
These influences include life stage, income/spandepacity, and values/beliefs attitudes
(Schiffman, L, 2000).

Life Stage
An individual goes through in his or her lifetimeveral stages. Each stage has unique
behavior patterns, and consumers’ needs can beoreshiand targeted by marketers at each
stage. The stage in a consumer’s life cycle, caupl&h household income, has an
important influence on consumer purchasing. Formgta, newlyweds purchase more
furniture and durable goods, and the addition afeav baby causes most consumers to
reconsider their purchase of many categories. @supith no children, known as “empty
nesters,” tend to have more discretionary persmtame and are attractive customers for
travel and other leisure goods. The younger theeauad is the greater the ability to
influence purchasing behavior over time. Howeveeryv young individuals are
impressionable and impulsive, therefore ethicaltyiting this audience as a target. Age
plays a role in consumer behavior, and it is oftead in marketing research to understand
trends of target groups (Blackwell, 2006).

Income/Spending Capacity

Individual purchasing behavior in a developed dgcis dependent on the capacity to
exchange money for need satisfaction. Householdnieclimits the amount of consumer

purchasing, and is delineated by disposable amdeadisnary income (Schiffman, L, 2000).
24



» Disposable Income: Consumers cannot spend all of their income becdheg
generally must pay taxes to government units. Témaining income, disposable
personal income, is the amount available for spepdnd saving and is an important
statistic for marketers comparing opportunitiesoasmarkets and over time.
» Discretionary Income: Another important statistic is discretionary persloincome,
which is the income available after outlays foressities such as housing, insurance,
and food. Marketers typically favor lower taxesaltow greater disposable income to
be spent for their products.
Values/Beliefs/Attitudes
Psychographics are the consumers’ learned prediigmss either positive or negative, that
affect their purchasing behavior. Understandingsehpredispositions helps marketers to
determine how a consumer will react to a produanarketing communications. There are
three levels of orientations based on their impm#aand conviction: values, beliefs, and
attitudes (Ray Wright, 2006).

A. Values
A value is pattern of behavior within a culture,igththe members of that society hold in
high regard and around which individuals integrateietal goals. Examples include
freedom, justice, and education. For instance,parmay have a value such as placing
importance for their child being successful in sdhar of having more opportunities than
they had. Companies must design products and comatioms with an understanding of
consumer values, such as marketers of educati@mputer software incorporating the
value of education and learning into their markggtommunications (Ray Wright, 2006).

B. Beliefs
A belief is an emotional acceptance of some prajposbr doctrine.6 Consumers develop
purchasing beliefs over time based on product éspee, input from reference groups, and
marketing communications. Experience leads to efoilat an alternative is either the best
choice, an acceptable choice, or an unacceptableech-or example, a consumer may have
a belief that “you generally get what you pay farid therefore infer that higher priced
brands must have higher quality (Ray Wright, 2006).

C. Attitudes
An attitude is an internal orientation toward irded action. This encompasses the idea that
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this orientation is cognitive (consciously heldyakiative (feelings either positive or
negative), and conative (indicating disposition &eotion). Thus, attitudes denote a person’s
current disposition or feelings about a companypooduct and influence the buying
decision process (Ray Wright, 2006).

2.20 External factor affecting consumer behaor

A complete marketing plan should incorporate theéemmal influences on consumer
behavior, which include culture, opinion leadeh® &nvironment (physical/technological),
product value, and marketing communications/denpaachotion.

Culture
Culture is the behavior and customs that are padsath through generations socially,
rather than genetically. Culture is a multifacetedcept that ties together attitudes, beliefs,
and habits. Each consumer’s individual needs dagively similar from person to person.
However, groupings of individuals do have someedédhces from other groupings. Culture
is defined by various attributes of the way thesgugs act in a somewhat homogeneous
manner.
Cultural elements include time, space, self, homatyes, possessions, gender, and laws.
Each of these elements affects or influences ttiwigual’s behavior. People in a particular
culture have similar behaviors and views. A marigplan will define itself with a specific
culture in mind. In addition to cultural behavioatferns, subcultures influence consumer
behavior, are important to research, and influence@ marketing environment. Subcultures
include national origin/ ethnicity, education, gesyghy, and occupation. Many consumers
are now receptive to mixing food, music, and fashacross subcultures and are more open
to ethnic groups maintaining the traditions andt@us of their heritage. Marketers should
understand how these subcultures are consisteht thet mass market and their product
offerings. This will assist them in developing agmiate communications approaches and
specific products (Suja R. Nair, P. 185-186, 2000).

Opinion Leaders

Opinion leaders are people that the consumer ltmKer information about an upcoming
decision. Opinion leaders are divided into two grauinfluencers and personal reference
groups (Matin Kahn, p 64, 2006).

A. Influencers
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Influencers are opinion leaders that the consunoess chot know personally. A political
leader may persuade the individual to think a aerteay about a social or tax issue. A
movie critic may persuade an individual to seeairsee a movie (Matin Kahn, p 64, 2006).
B. Personal Reference Groups
Reference groups are sources of information, amy ihfluence consumer-purchasing
behavior. Reference groups are groups of people theaindividual personally knows,
frequently contacts, and whose opinions and appraneavalued. There are several types
including family, friends, neighbors, and affiliatis (work, clubs, and churches). Desiring
to gain approval or acceptance from a group isteampt to be perceived as normal (fitting
into the group norm). Within each of these groupsye are influential individuals whose
behavior can shape the perceptions and ultimatelyptirchases of the group itself (Matin
Kahn, p 64, 2006).
The Environment
While the environment in which marketers operatkaigely uncontrollable, marketers can
influence certain aspects of the environment. Tibeee every marketing strategy needs to
change or at least adapt to some aspect of thalsawil physical environments. While
attempting to influence consumers' affect/cogniiod their behaviors, marketing strategies
must often be altered to fit the social and physcaironments (Matin Kahn, 2006).
Psychological factors, such as status, are oftguoitant determinants in making smart
phone-buying decisions. One American interviewegest "I have a good job now, and |
feel that a nice smartphone, car, suit, tie, andysshoes are just as important. It is
significant because | have to earn people's tmdtraflect a positive image; otherwise, one

would probably be inclined to question an indivithkiauccess or career attainment.”

2.21 Factors affecting consumer’s preference of domestic smart phone
Consumer preference can be strongly influencedéyvay that information is provided in-

store and online, and consumers rely heavily onogiaions and advice of other people.
The cost of buying and running a Smartphone iseldmgt future costs are not always well
considered. People are also heavily motivated bytiemal factors, and by what they think a
new smart phone says about their personality. Yatast take into account all of these
different factors if it is to effectively influena@mnsumer choice.

A variety of studies conducted by many authors rewphasized on different factors that
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influence consumers in forming their own brand grefice towards mobile phone brands.
Maha Al-azzawi and Mac Anthony (2012), studied stud’ brand preference between
Apple and Samsung Smartphone with a sample si2d4€fstudents from the University of
MélardalenHdgskolan in Sweden. Through quantitatesearch approach, they found that
price, brand name, social influence and satigiactiare the most important factors
affecting Smartphone brand preference. In conchysibey stated that each of the brand
equity and identity dimensions of Apple Smartphevieen compared to Samsung brand
equity and identity dimensions reveals that Appdes helatively high strong brand equity
and brand identity than Samsung.

Brands Name

Brand name is defined as a specific name, symbatlesign- or, more usually some
combination of these- that is used to distinguigiagicular seller’s product (Doyle, 2002).
Brand names have become increasingly valuablesaksemany multinational companies.
In a cluttered marketplace, brands stand up asdbece of differentiation for providers of
products and services that can be quickly trackéti wasy access to technology and
information (Lim & Orcas, 2001). Many consumers bsands as clues to indicate product
performances, instead of engaging themselves irclsdar information when deciding
between competing brands. Consumers use brandseasamake decisions to purchase or
try products (Ger et al., 1993). It is said thatsimers tend to rely more on extrinsic cues
(Jacoby et al., 1977). Moreover, Han and Terpst@Bg) assert that consumers utilize
extrinsic cues in evaluating a brand because titey @are unable to detect its true intrinsic
quality.

Doyle (2002) asserts that brands are bought by uoess for emotional as well as
functional reasons. It is also said that peoplelwaads to show off their lifestyles, interests,
values or wealth. Not only customers choose brdhds they perceive as meeting their
‘needs’, but also for gaining a sense of belongasgeem, etc...

Chidambaram and Alfred (2007) postulates that tlaeeecertain factors, which influence
the brand preferences of the customers. They leelteat the brand name tells them
something about product quality, utility, technolognd they prefer to purchase the smart
phone device which offer high storage, good quatgghnology, durability and reasonable

price.
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Consumer Preference

It is important to the survival and growth of theganization that regularly raises such
guestions and attempt to find answers to thens.dnly through such process of questioning
and seeking that it can be sure of keeping its fomthe growth path. A thorough
knowledge of its consumers and an understandinthef behavior (as consumers) are
essential if it wishes to continue to remain inibass.The buying process starts with the
buyer recognizing a need or problem. The problem éoample, may be run out of
toothpaste. The problem recognition occurs whenctitesumer recognizes that he/she has
unfulfilled need. The desire to fulfill this needti@ates off the other steps of information
search and evaluation and finally results in thelpase process.

Price

According to Kotler et al. (2005), in narrow sengece is the amount of money charged for
a product or service. More broadly, price is thensof all the values that consumers
exchange for the benefits of having or using thedpct or service. In the past, price has
been the major factor affecting buyer choice. Thstill the case in poorer countries, among
less affluent groups and with commodity productsice?is the only element in the
marketing mix that produces revenue; all other elasirepresent costs. Price is also one of
the most flexible elements of marketing mix. Unlikgoduct features and channel
commitments, price can be changed quickly. At #raestime pricing and price competition
is the number one problem facing many marketers. niv@y companies do not handle
pricing well. One frequent problem is that comparaee too quick to cut prices in order to
gain a sale rather than convincing buyers that {preiducts or services are worth a higher
price. Other common mistakes are: pricing to cosiented rather than customer -value
oriented; pricing that are not revised often enotggteflect market changes; pricing that do
not take the rest of the marketing mix into accpant prices that are not varied enough for
different products, market segments and buying $iooa.

In this regard, (Belay, 2009) noted that pricensiraportant factor in determining a firm’s
ability to compete in world markets. For many comipa, pricing policies and procedures
are secret information and not easily availableotitsiders. Companies can charge high
prices and manage to remain competitive if theepcicarged is lower than, or in alignment

with, the perceived value of the product or servicecompetitive markets, high prices
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represent an indication of the social desirabityroducing the product or service. Pricing
in the world markets is often used as an instrunoértccomplishing the firm’s marketing
objectives.

The firm could use price to achieve certain lew&lanarket share, profits, or returns on
investments, or to reach some other specific gaadording to Bucklin et al. 1998, (cited in
department of management and marketing, 2008) ig@ficantly influences consumer
choice and incidence of purchase. He emphasizeéddibeount pricing makes households
switch brands and buy products earlier than neeldldde is described as the quantity of
payment or compensation for something. It indicgggse as an exchange ratio between
goods that pay for each other. Price also commtescéo the market the company’s
intended value positioning of its product or braAd, all above authors indicated, price is
an important instrument in accomplishing the firmmgarketing objectives. Particularly
Kotler et al. (2005) and Bucklin et al. (1998) mened as price significantly influences
consumer choice and incidence of purchase espetighoorer countries.

Social influence

A social influence refers to a social position thatindividual occupies in a society. People
belonging to a social class have many charactsjssuch as education, occupation,
ownership of property and source of income. Somélences the decision-making of
groups and individuals. It reflects on the markgtoehavior of consumers. It is a relatively
permanent and homogeneous division in a societichndhiffers in their wealth, education,
possession, values, beliefs, attitudes, friendahigh manner of speaking. Status difference
also reflects on prestige, power and privilege (ldgl942).

The concept of social influence involves famili@sher than individuals. Members of the
same family enjoy the same status, as they belorthet same social class and share the
same house, share a common income and have sialla#s. These characteristics affect
their relationship with others. Social influencesults from large groups in a population
sharing approximately the same life styles, which stratified according to their social

status and prestige.

2.21 Social Classes and their Buying Patterns
The buying behavior of individuals and groups drergly influenced by the social class to

which they belong, or aspire to belong. Social l&s also linked to demographic and
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geographic data. These classes are found livimusters and have relatively homogeneous
geo-demographic segments in terms of housing, wé@on and other, viz. class difference

in status is symbolic for food, housing, clothipgirchases, and lifestyle. In a social class,
people try to make the same kind of purchaseseasxected by their peers. Marketers try
to target their products on class-based market eetmiBlackwell, 2006).

A. Group: consists of two or more individuals who share ao$etorms, values or beliefs
and have certain implicitly or explicitly definedlationship with one another, such that
their behavior is interdependent. Groups give goodpnity to individuals to learn and
socialize. Marketers use the knowledge of groupuémices when designing market
strategy (Blackwell, 2006).

B. Reference group:is a group of people whom you refer to, while magkiouying
decisions. They help you in buying items like cloth etc. Reference groups influence
consumer behavior by building aspirations for thdividual and, helping him to
choose the product for a particular lifestyle. Treg small groups and consist of
family, close friends, work groups, neighbors oty asther group of people you
associate with. These groups regulate the livessahdtandards for norms and conduct.
In a family, the members of the family in the puash consumption process exert
influence. Reference groups affect consumers byaitimy information and by
influencing value expressive needs of the consunieme wants to be a member of
the group, one has to conform to the standardeeofitoup. Their values and attitudes
have to be appreciated and adopted, and one teras/tand use the products, which
the group uses and appreciates. More homogeneoupsyor group members having
similar characteristics are more susceptible tibudt# changes than the groups whose
members are less homogeneous. Some individualsehatreng sense of identification
with a group because they derive strong materigbsychological benefit by being
associated with that group. Sometimes, there aesspres of buying, known as
conformity pressures, and one adheres to the nofie group. Conformity pressures
can be noticed with norms set by schools and cetlegther membership organization
and military or police organization and the likeheBe can be exerted directly or
indirectly on the members of the group (Blackw2006).

2.22 After-sales service

After sales is an important means for differemtigtibrands rather it increase customer
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loyalty and retention. It is suggested that firnmowdd evaluate the significance and the
strategic role that after sales service can playlifferentiating and developing market
competitive positions. Zeithaml, Berry, and Parasuan (1996) investigate the consequence
of service quality on behavioral intentions. Thesule shows that service quality has
significant and positive impact on consumer behaiintentions. Ehinlanwo and Zairi
(1996) examine the best practices of after salescgein four major smartphone firms of
Germany that are Ford, Toyota, Nissan, and FiatoAting to the study they concluded that
the after sales service represents a source af,pro$tomer satisfaction and is a source of
product differentiation. They recommended that $nplione producers must re-engineer
their process in providing after-sales service lakimg truly changes in their policies.

Rosen and Surprenant (1998) study whether aftes sarvice is enough for the long term
relationship with the customers. They selected different industries, one was providing
sophisticated equipment to business customers laadther one was a large customer
electronic manufacture in America. The result shalast companies are focusing more
towards providing the additional services to gaimpetitive advantage with good
communication and flexibility.

Rigopoulou et al. (2008) examine the consequencaftar sales service on customer
satisfaction such as repurchase intention and hodugts promote through word of mouth
if they are content with the company’s brand in tiectronic market of Greece. They
considered installation, delivery, customer satisbm; re-purchase intention and word of
mouth as a variable. And the result shows that atikes service has significant and positive
impact on customer satisfaction, which in turn pesly affects buying behavior of the
consumers.

2.23 Attitudes towards the purchase of foremgproducts

Consumer ethnocentrism

Consumer ethnocentrism is a construct, which has bédely need in studying consumer
attitudes towards foreign products. It derives frdive more general construct of
ethnocentrism, which in turn is rooted in a beliefit one’s own group (the in-group) is
superior to other groups (out groups). Purchasmmgprted good is seen as wrong as it will
harm the domestic economy, have an adverse impadomestic employment, and is

unpatriotic. Consumer ethnocentrism has a negatiflaence on product judgment of
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foreign product and willing to buy foreign produ¢Bouglas, 1999)

Influence of Animosity

Because of their size and resources, small cosrarie often dependent on their neighbors,
particularly larger countries. As a result, smaductries may feel threatened and have
feeling of animosity toward large countries. Anintpsas a direct, negative influence on
willing to buy foreign products (Douglas, 1999).

Interest in foreign travel

Much research relating to attitudes towards for@grduct has been conducted in countries
with larger international market such as the U.Be Generalization of findings to small
countries is somewhat problematic (Douglas, 1999).

Literature on ethnocentrism and animosity propdseth concepts as antecedents of the
purchase intensions of foreign made products amdedtic products (Marin, 2005). As
Klein et al. (1998) point, the concept of ethnodent ought to be included when the unit of
analysis involves understanding the consumer bupielgavior process, since studies of
consumer ethnocentrism have generally found tHatoeentric consumers tend to avoid
buying products from any foreign country (Suh, 200Ehe preferences, evaluations and
purchase intensions of such consumers are infladeibge consumer ethnocentrism. For
example, Shimp and Sharma (1987) find that theoetbmirism of American consumers is
inversely related to their intensions to buy foreigade smart phone. Subsequent studies
with Portuguese and Korean consumers corroboratéatt that ethnocentrism increases the
rejection of foreign products and enhances the hase intensions towards domestic

products.

2.24 Theory of consumer demand

The theory of consumer demand is the analysis efdgmand with regard to consumer
behavior and rationale when changes occur in MVaritdztors such as price, income, and
substitute goods.

Choice and revealed preferences are two imporéatdrs affecting consumer demand.
Axiomatic theories

Axiomatic theory is relating to consumer behaviod @ationality, and is an essential part of
indifference curves analysis and the theory of uorey demand. The axioms of rationality

are:
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» Completeness (the ability to order every availaolebination of goods
according to preferences.

* Intransitivity (relationship between different comdtion of preferences) and

» Selection (the consumer will aim for the most daicombination (H.R. Varian,
1996).

2.25 Neoclassical theory of consumer demand
The Neoclassical theory of consumer demand holds @ahnegative relationship exists

between the quantity demanded for a particularybend that products price. As price of
a good declining, consumers purchase more of tgosds and purchase less as the price
increase. As to the Neoclassical, the value of rigoéar good is dictated not solely by
price, but also by a consumer subjective feelingatd a product. Consumers may have
unlimited wants, but their resources, such as tbeay with which they purchase the goods
that bring them utility are limited.

Unlimited wants and limited resources means conssimeeist allocate their resources and
choose from purchase options. The consumer is &btorbe rational given his income and
the market prices of the various commodities hagkhae spending of his income so as to
attain the highest possible satisfaction or utillty the traditional theory it is assumed that
the consumer has full knowledge of all the inforimatrelevant to his decision that is he has
complete knowledge of all the available commodjtigeeir prices and his income (A.
koutsoyiannis, 1979).

They are two basic approaches to the problem ofpeoison of utilities, the cardinalist and

the ordinalist approach.

The cardinal utility theory

The cardinalistschool postulates that utility cannreasured. Various suggestions have been
made for the measurement of utility. Under certai(domplete knowledge of market
conditions and income levels over the planningguhrisome economists have suggested
that utility can be measured in monetary units,thy amount of money the consumer is

willing to sacrifice for another unit of a commaogdit

Cardinal utility theory assumptions

Rationality- The consumer is rational. He aimshat thaximization of his utility subject to
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the constrained imposed by his given income.

Cardinal utility- The utility of each commodity mmeasurable. Utility is a cardinal concept.
The most convenient measure is money. The utdithneasured by the monetary units that
the consumer is prepared to pay for another urth@tommodity.

Constant marginal utility of money- This assumpti®necessary if the monetary unit sed as
the measure of utility. The essential feature stamdard unit of measurement is that it be
constant. If the marginal utility of money changes income increases (decreases) the
measuring rod for utility becomes an elastic rulegppropriate for measurement.
Diminishing marginal utility- the utility gained dm successive units of a commodity
diminishes. In other words, the marginal utilityatommodity diminishes as the consumer
acquires larger quantities of it. This is the axiohadiminishing marginal utility.

The consumer attains the maximization of his ytikhen the marginal utility of commodity

x is equal to the price of that commodity. Buth&tmarginal utility of x is greater than its
price, the consumer can increase his welfare bghasing more units of x. similarly if the
marginal utility of x is less than its price thensomer can increase his total satisfaction by
cutting down the quantity of x and keeping morehsf income unspent (A koutsoyiannis,
1979).

The Ordinal utility theory

The ordinalist school postulated that utility ist measurable, but is an ordinal magnitude.
The consumer need not know in specific units thbtyubf various baskets of goods’
according to the satisfaction that each bundlegghien. He must be able to determine his
order of preference among different bundles of goothe main ordinal theories are
indifference curve approach and the revealed préE hypothesis. According to the
indifference curves theory, consumers is assumedbedo rational, he aims at the
maximization of his utility, given his income andarket prices. Indifference curves theory
assumed that the commodities y and x can substh#eanother to a certain extent but are
not perfect substitutes (A. koutsoyiannis, 1979).

Consumer receives more satisfaction and would fitverdse willing to pay higher prices for

earlier units of commodity that they purchase (&tre, 2001)

2.26 Empirical Literature review

Different studies conducted in different areas lom behavior of consumers conclude their
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results differently. A study conducted by (Dougla899), Show that consumer does not
bring the country of origin dimension in to questiehen buying a product. For example, a
product made in Europe relative to product is miadéapan. This study (Douglas, 1999)
result shows that although some preferences waikhbwn between products made locally
as compared to those made abroad, only becausedlige of domestic product have been
tarnished due to lack of advertising and abilitycamplete on international scale. This
study (Douglas, 1999) concluded that consumerdeas likely to have negative attitudes
towards foreign product perceived domestic prodweilability has a negative effect on the
product judgment of foreign product. The study (Blas, 1999) concluded that the
availability of domestic alternatives, particularly small economies, is another issue
impacting attitude towards foreign products. Wheoedomestic alternatives are available,
for example, consumers in countries, with no domé&nartphone or consumer’s electronic
product, will have no choice but to purchase impadigoods.

Another study conducted by (Daniel, 2005) shows fimaproducts that have high demand
in international market, understanding and servthg needs of consumers can be
disheartening. This is because consumers in diffecountries have different values,
attitudes and behaviors. The study result (Dar8D5) shows that, it is necessary to
recognize such differences and adjust the prochet@arketing program accordingly.

Figure 2. 2Conceptual framework of the study (Anodified model of Alamro &
Rowley,2011)
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CHAPTER THREE
RESEARCH DESIGN AND METHODOLOGY

3.1 Introduction

Before beginning to carry out the present studg, rdsearcher initially conducted a pilot
study in order to find out the feasibility of théudy. Therefore, the student researcher
selected two shopping areas in Addis Ababa, whidBale, and Piyassa answer the research
guestions about the buying preference of individtaisumers and decides to conduct the
present study. So, in order to achieve the objeativthe study this part will emphasize on
the research methodology that will be used, typelath source, sampling techniques the
research data collection technique; questionersanapling. In order to answer the research
guestions, a systematic research process shoulidllogred to claim that the research
guestions were answered scientifically and the arebe added to or developed new

knowledge.

3.2 Research Approach

There are specific questions that the researchatswa address which include consumer
preference. Two basic research approaches haveitestified: inductive and deductive
approach. Inductive approach is a research apprbattbuilds on specific phenomenon to
generalize. A deductive approach to research i®tigethat people typically associate with
scientific investigations. (Soiferman, 2010). Thissearch will be using the deductive
reasoning approach. The reason for selecting dieduptasoning is that the researcher
intends to study what others have done, readsirxigteories of different promotional mix
and consumer preference, and then emerges frora thearies.

Data is collected by various means following acstprocedure and prepared for statistical
analysis. A gquantitative approach is a means f&ting objective theories by examining the
relationship among variables. Quantitative reseagtdites to aspects that can be quantified
or can be expressed in terms of quantity. It ingslthe measurement of quantity or amount.
The research was conducted in Addis Ababa two shgmreas of smart phone device that
are Megenagna, and Merkato which represent all &gfradistomer type in Addis Ababa.

Quantitative research surpasses qualitative innses¢hat it can analyze data based on
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representative samples from a large populationcfBrp2000), having a complete set of
categorization for the events or activities dessdib(Silverman, 2000). In this way,
guantitative analysis is stronger than qualitatimalysis in that it can persuade readers with
large-scale, numeric data. The variables, in toam, be measured, typically on instruments,
so that numbered data can be analyzed using saltigirocedures (Creswell, 2008).
Quantitative methods are more appropriate for lagales. It will express the possible
relationship between one or more independent Vagaly conducting a great number of
data. This approach will be applied by collectiragadusing questionnaires from convenient

places for the researcher.

3.3 Research Design

In this research, explanatory method was be useatksaribe customer’s behavior toward
their preference. Explanatory studies explore ifbllows that the usefulness of one fitful
objective and explain the relationship betweenriv@Bonal and tecno smart phone devices
to establish linkage between them and generallysorea the level of impact of the
independent variables on the dependent variablg i&aniel, 2010).

Therefore, this research work aims to describesbfit forces which will affect consumers
buying preference of tecno smart phone device ardamine the sources of information an
individual customer go through to reach a finalibgydecision.

Based on this purpose the major focus of this stualy on the description of data related to
customer preference toward imported andtecno goharte device in Addis Ababa. It helps
to identify, describe the nature of the subject alsb it is more appropriate for further
explanation of various problems, it answers theaash questions in most appropriate way
to use average and percentage for central tendency.

3.4 Target Population

The target population of the study was the consuimese who live in Addis Ababa and
used the market place to buy their smart phone le®ldrom the shopping area of
Megenagna, and Merkato. The number of populatianfisite and in Addis Ababa many
people it is a combination of different country hwitlifferent culture, religions, society
institution economical background capacity so that above shopping areas are the most

preferable place which is found in Addis Ababa doehat reason it is better to select
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allegoric area in the city which is located on sacbas and all kinds of customers can be

found.

3.5 Sampling techniques and sample size

In this study used non-probabilistic sampling.Histtechnique, the chance of including any
unit of sample cannot be determined. From non-foitisac sampling convenience
sampling was used this method was adopting beddeséarget population of the study
(customer) was not available at one time andimjgossible to include all the population of
Addis Ababa because of time, money, lack of resguand due to the current pandemic
case (covid 19) peoples are not going to underséasily because exodus peoples need
prudence to being carefulness.
Convenience method is chosen because this sampigtod often allows a potential
respondent to self-select into the sample and aslithe researchers to choose who, where,
and when to collect data. One of the shortcomirig®nvenience method is that the results
may be non-representative of the entire populatitowever, this method is quite common
in marketing, business and management researchisasan ensure a high response rate
whereas probability sampling involves a lot of idiflty and costs (Bryman& Bell, p 25
2003).
It is advisable to use a large sample to achieviegeresults, which are representative of
the population, and sample size should meet thiststal requirements of a particular
statistical analysis that the researcher wishesmoluct.
The sample size for this study determined by tmepdiag calculation method suggested by
Cochran(1963) inferring to the infinite number ofpplation and confidence level at 95%.
: - To determine the sample size of the study beélluse Cochran man formula
SS=7PQ
e
GIVEN
SS= sample size

Z=the standard value
P= level of variability
q=1-p
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e=the level of precision
SS=1.980.5) (0.5)
0.05

=384.16
The final result from sample size is 384.16 sampteshat the researchers was distributed

384questionnaires to the students to know theiiepgace of imported and domestic smart
phone devices by using standardized questionersardiew.

Therefore, the sample size determination seleatedhis study goes in random with the

total population of the study. However, in consita with my advisor, the sample size

reduced to 150 because of covid19 to minimize atra@ad lack of tecno/international smart

phones seller shop availability so that thedatiectbn for sample size was reduced to 147,

due to non-response and incomplete questionnaires.

3.6 Data source

The study was used primary source of data. Prirdary was collected through standardized
guestionnaires. The researcher used to generaithary data, in the questioner through
including brand name, price, reference group amdakonfluence that factor affect the
dependent variable of consumer preference of sptavhe mobile device which has also
been included in the questionnaire through gatheretparts of the questioner which is the
respondents general profile in terms of gender,eafyecation and income, ranking criteria
for selecting tecno mobile and for the third pagdint opinion likert scale questionnaire of
1= strongly disagree, 2= disagree, 3= neutral,gre@ and 5= strongly agree type is used to
generate the data necessary to accomplish thetiobgof the research project.

3.7 Method and procedure of data collection

A researcher applies 5-point opinion likert scaleneasure respondent’s response regarding
their purchasing behavior of imported and domestiart phone device in Addis Ababa.
Statements in the questionnaire will be arrangetbraing to the agreement and dis-
agreement of respondents, ranged from 1= stronggcee, 2= disagree, 3= neutral, 4=
agree, and 5= strongly agree. Through the obsequedtioner, the data was collected from

the one whoprefer smart phone device whether iinjgrted or domestic in the selected
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shopping areas.

Anyone who has visit to buy or to have an informatfor smart phone device in the
shopping areaduring the data collection periodd®sen orally asked permission and fill the
guestionnaire if they are willing to make a respgons

Likert scale is widely used by marketing researstier measuring attitudes or components
of attitudes (Chisnall, 1995; Churchill, 1991; Ker#t993; Malhotra & Birks, 2000).
Typically, when a Likert scale is used for measyrattitude, its usual or standard format
consists of a series of statements to which a relpd is to indicate a degree of agreement
or disagreement using the following options: stignggree, agree, neutral, disagree,
strongly disagree. As such, the scale purportsaasure direction (by 'agree/disagree) and
intensity (by 'strongly' or not) of attitude. Theake, per se, was intended as a summated

scale, which was then assumed to have intervad geaperties (Likert, 1932).

3.8 Pre-test

The purpose of the pre-test is to identify if theestionnaire is able to provide all the
information as expected by the researchers (Aakel,e2004). Pre-test is to test if the
guestionnaire is user-friendly and if there any mubus questions exist, and if the time
taken to finish the survey is too long. Anotherpmsge of pre-test is that researchers could
refine their questionnaires after they know themohpems. Therefore, regarding the
guestionnaire to be distributed to the customeosdehwvho prefer imported and domestic
smart phone device; the researcher will test thestipnnaires to Bole and Piyassa selected

shopping area respondents in advance.
3.9 Method of Data Analysis

Analysis of data is dependent on the informatiat th gathered from different sources. To
analyze the data that was gathered through dalkectioh instruments, the researcher used
both inferential and descriptive techniques wasluwsigh simple statistical analysis such as
percentage, mean, bar chart, cross tabulationsam@ other analytical method. In order to
test the hypothesis and to give recommendatiomabearcher used correlation and multiple
regression analysis. To do so, the researcherempBIPSS software to process quantitative
data.
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3.1.2 Reliability of the study

The reliability and validity of the data and findsare of pivotal importance to the whole
research. These determine whether the researchemmgender useful findings or not.
Reliability connotes to the consistency on theaedgeresults, which are judged by different
observers or by the same observer on differentsbmes (Hamersley, 1992). As pointed out
by Davis and Bremner (2006), to justify reliabiligne can replicate the same research to
see whether the same outcomes are obtained ongsigogéeccasions. In order to strengthen
the reliability of a study a researcher conductgda test, identify, omit potential problems
and check questionnaires comprehension. The résgaatso asks those who have smart
phone selling and buying experience in ethiotelestiwp including staffs, customers gets
guidance from a research adviser on how to do #search. Reliability test can be
established using pilot test by collecting datarfr®0 to 50 subjects not included in sample.
Data collected from pilot test can be analyzed@8RSS. For this study, cronbach’s alpha
was used to assess the internal consistency @blasi in the research instrument. Cranach’s
alpha is a coefficient of reliability used to measthe internal consistency of the scale; it
represented as a number between 0 and 1. Accot@ingmund et al., (2010) scales with
coefficient alpha of 0.7 indicate fair reliabilityhus, for this study, a cronbach’s alpha score
of 0.7 or higher is considered adequate to determahability.

Table 3. Reliability Analysis of Variables

No Cranach’s
Variables Alpha Number of Items
1 Brand Nam 0.711 4
2 Price 0.752 6
3 Reference grot 0.86¢ 4
4 Social influenc 0877 4
5 Consumer preferen 0.72: 7

Source: survey, 2021
The result of the cronbach’s alpha for this studyistrument was found to be in the
acceptance range i.e. >0.7. thus showing as indicaf acceptability of the scale for further

analysis since all the five items of customer'gilagte dimensions (brand name, price,
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reference group and social influence, consumerpeate)measuring consumer preference
were above 0.7. The Cronbach’s alpha coefficienthef eight dimensions of consumer

preference is shown in table 3.1
3.1.3 Validity of the study

While reliability is correlated to consistency, iditly concerns about the truth (Silverman,
2000), giving an accurate account to the socialnpheena (Hamersley, 1992). Validity
refers to the degree in which our test or othersueag device is truly measuring what we
intended it to measure. However, it is found thavihg reliable research results is not
always attributable to valid outcomes (Davis & Brasm 2006).

In order to grasp the domain of the construct &stithe goodness of measures, the validity
of the instrument was checked through discussiah wiy research thesis advisor. The
comments and judgments of my advisor were intedraitéhe questionnaire.

Additionally, the scales items on the questionnaiere adopted from a standardized
guestionnaire from Bizu Tesafa(2018) as much asiplesquestionnaires are presented in
the proper order, clear and standard instructioaggaven, all alternatives are provided and
they are not too long and not hard to read. Intamdito that, the researcher was also test

guestionnaires before distributing to respondents,
3.1.4 Research Ethics

Research in the social sciences often concernddasitecting data from people. Research
ethics in provides guidelines for the responsildaduct of research. In addition, research
ethics educates and monitors scientists conduotisearch to ensure a high ethical standard.
It is important to consider ethical issues from ¢lagly stages of a research project. From the
beginning of the design process, provisional denssiare usually taken about the nature of
the research sample, and the methodology (PautQR010).

Research is a public trust that must be ethicatipdacted, trustworthy, and socially
responsible if the results are to be valuable palits of a research project — from the project
design to submission of the results for peer rewvielave to be upstanding in order to be
considered ethical. When even one part of a resgangect is questionable or conducted
unethically, the integrity of the entire project called into question (university of
Minnesota, p 7, 2003).

This research aimed to study an individual consanbetying preference of imported and
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Tecno smart phone device in the city of Addis Ababaesearcher has an approval of the
above named research title from an authorized bedgarding the ethics of a research the
researcher asked the consent of participants wonelsto the questionnaires voluntarily,
work hard to contribute to the good of the sociegsearch procedure or data analysis,
respect the rights of research subjects, partigutaeir rights to information privacy, to
being informed about the nature of the researah ptrticipants had the right to give their
opinion on the product which was only used for theearch purpose and the types of
activities in which they were asked to engage.

Moreover, a researcher was not pass off somebadisatieas, thoughts, theories, words, or
stories as a researchers own work, will acknowleithge substantive contributions of all
research participants, whether colleagues or stsdesccording to their intellectual
contribution, was kept the confidentiality of paiiants and was use only and only for the
research purpose.
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CHAPTER FOUR
DATA ANALYSIS AND PRESENTATION

4.1 Introduction

This study was conducted with an objective of idgimg factors affecting consumer smart
phone preference for international versus tecnondspecifically in Addis Ababa.The major
objective of this chapter is to analyze and intetpne data collected from the questionnaire;
the data obtained from the questionnaire thatibiged to respondents analyzed by using
Statistical Package of the Social Sciences (SP8S)on 20. To collect the study data, the
researcher distributed 150 questionnaires to thehpsers of smart phone. A total of 150
guestionnaires were distributed, and 147 were veddback, which is response rate of 98%.
This chapter presents the result of data analysigifferent sections, which include
demographic information; descriptive analysis amgkession analysis.Finally, summary of

the findings are presented.

4.2 Demographic Characteristics of Respondents

Demographic information of the respondents is presgkin the table 4.1 below. It presents
about age, sex, income and educational level ofasgondents.

Table 4. 1Demographic information

Category Frequency Percent
Age 18 - 30 years 55 374
31- 50 years 62 42.2
Above 50 years 30 20.4
Sex Male 74 50.3
Female 73 49.7
Income 3000-5000 birr 21 14.3
5,001-10,000 birr 44 29.9
Above 10,000 birr 82 55.8
Education 9-10 grades complete 6 4.1
level Certificate 2 1.4
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Diploma

28

19.0

Degree and above

111

75.5

Source: survey result, 2021

Based on Table 4.1, the majority of age respond&higl2.2%) fall in the age range 31- 50

years, followed by 18- 30 years which makes up 35406) of the respondents while the

age group above 50 years is the least with 30 ¢Daf the respondents. Regarding sex of

respondents, the majority of the respondents welesw4 (50.3%) while the remaining 73

(49.7%) were females. Concerning the income ofaedpnts, the majority 82 (55.8%) of

them were earning monthly income above 10,000 wi¥l€29.9%) of them earns 5,001 to
10,000. The remaining 21 (14.3%) of the respondeatss below 3000-5000. Demographic

analysis for the respondents indicates that theomiyajof them 111 (75.5%) were degree

and above graduates while 28 (19.0%) of them h@lerda in various fields of study. The

remaining 2(1.4%), and 6(4.1%) were in the rangdifate, and 9-10 grade complete

respectively.

4.3 Descriptive Analysis

4.3.1 Brand Name

Regarding the brand name of the smart phone, theniag items were asked and the

responses are presented on the below table 4.2

Table 4. 2 Descriptive Statistics BranName

Brand name Level of Agreement Gran
Strongly | Disagree| Neutral AgregStrongly | Mean
Disagree Agree

| consider the brand | No. 70 56 5 7 9 1.84

name of tecno phone % 47.6 38.1 3.4 4.8 6.1

device when | decide

to purchase

The brand of tecno | No. 89 40 3 9 1.68

phone device has % 60.5 27.2 2.0 4.1 6.1

good name that

influences me to

purchase
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| feel more secure | No. 126 14 - 7 - 1.24

when | buy tecno % 85.7 95 - 4.8 -

phone

A smart phone with | No. 106 32 - 7 2 1.41
familiar brand name| % 72.1 21.8 - 4.8 1.4

attracts me

Source: survey result, 2021
As it is presented in the table 4.2 most of theoeses fall in the disagree range. Therefore,
these results showed that, consumers considerrdimel Imame of tecno phone device when
they decide to purchase score mean of (1.84), thedbof tecno phone device has good
name influences them to purchase (1.68), feel r@care when they buy tecno phone(1.24)

and smart phone with familiar brand name attrdeat(1.41).
4.3.2 Consumer Preference
The average response given to the question folucosispreference of the smart phone, the

following items were asked and the responses a&septed on the below table.

Table 4. 3 Descriptive Statistied Consumer Preference

Consumer Preference Level of Agreement Grand
Strongly | Disagree| Neutral AgregStrongly | Mean
Disagree Agree

| feel proud to own | No. 101 34 2 8 2 1.48

mobile phone from| % 68.7 23.1 1.4 54 14

brand “tecno”

| prefer mobile No. 79 47 4 8 9 1.78

phone from brand

R 53.7 320 | 27 54 | 6.1

increase my status

and esteem

The tecno phone | No. 79 47 4 8 9 1.78

is my regular % 53.7 32.0 2.7 54 6.1

choice

The tecno phone No. 116 22 1 4 4 1.35
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is my preferred % 78.9 15.0 v 2.7 2.7
phone over others’
No. 79 47 4 8 9 1.78
Tecno phone is % 53.7 32.0 2.7 54 6.1
congruent with my
needs
Mobile phone No. 116 22 1 4 4 1.78
from brand
“tecno” says a lot % 78.9 15.0 v 2.7 2.7
about the kind of
person | am or
want to be
Tecno phoneis | No. 116 22 1 4 4 1.78
my favorite choice
rather than % 78.9 15.0 g 2.7 2.7
imported brands

Source: survey result, 2021

As it is shown table 4.3 in the above the aversggponse obtained for the question
consumer preference ofsmart phone the mean valessthen they feel proudto own
mobile phone from brand “tecno”(1.48),they prefaobile phone from brand “tecno”,
which increase status and esteem scores(1.78)opBone is their regular choice scores
(1.78),tecno phone is their preferred phone ovérerst scores (1.35),Tecno phone is
congruent with their needs scores (1.78),mobilenghfioom brand “tecno” says a lot about
thekind of person who they are or want to be sc(e3b) and tecno phone is my favorite
choice rather thanimported brands (1.35).

4.3.3 Price

Regarding the promotion element of smart phone mibthe responses fall in the disagree
range which implies that smart phone price is ohermrities when making a buying
decision, the consumers response through buyingpté negative response rather than
international smart phone that is affordable, snpéwdne are reasonably priced, and the
smart phone are that give value for money.
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Table 4. 4 Descriptive Statistics of ke

Price Level of Agreement Gran
Strongly | Disagree| Neutral AgregStrongly | Mean
Disagree Agree
| buy tecno phone | No. 93 39 2 9 4 1.59
that is affordable | % 63.3 26.5 14 6.1 2.7
for me
The financial risk | | No. 106 32 - 7 2 1.41
will incur if | buy
mobile phone from "oy 72.1 21.8 - 48 | 1.4
brand “tecno”is
very low
Tecno phone price| No. 106 32 - 7 2 1.41
is one of my % 72.1 21.8 - 4.8 1.4
priorities when
making a buying
decision
| prefer tecno No. 89 40 3 6 9 1.68
phone that is % 60.5 27.2 2.0 4.1 6.1
reasonably priced
No. 101 34 2 8 2 1.48
The performance
risk from using % 68.7 23.1 1.4 54 1.4
mobile phone from
brand “tecno” is
very low
Tecno phoneis | No. 113 25 - 5 4 1.38
that give value for 52 76.9 170 | - 34 | 2.7
money

Source: survey result, 2021
According to the response analyzed in the table #hd responses fall in the disagreed
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range. Therefore, the result showed that in terihpsioe, when they buy tecno phone that is
affordable for them scores mean of (1.59),the fongnrisk that they incur if they buy
mobile phone from brand “tecno” is very low (1.41cno phone price is one of their
priorities when making buying decision (1.41), thaefer tecno phone that is reasonably
priced (1.68), The performance risk from using nelphone from brand “tecno” is very
low and tecno phone is that give value for moneyest 1.48 and 1.38 respectively.

4.3.4 Reference group

Regarding the reference group of the smart phiweefollowing items were asked and the
responses are presented on the following.

Table 4. 5 Descriptive Statistics &feference Group

Reference Group Level of Agreement Grand
Strongly | Disagree| Neutral AgregStrongly | Mean
Disagree Agree

| buy tecno mobile | No. 110 29 - 5 3 1.38

phone brands that | % 74.8 19.7 - 3.4 2.0

people expect me to

buy

| prefer or buy tecno | No. 91 41 2 6 7 1.62

mobile phone brandg % 61.9 27.9 1.4 4.1 4.8

when | am sure my

friends like that

By buying tecno No. 89 40 3 7 8 1.67

mobile phone % 60.5 27.2 2.0 4.8 54

brands as my

friends, | achieve a

sense of belonging

If I want to be like | No. 107 31 - 8 1 1.40

someone, | try to % 72.8 21.1 - 54 g

buy same tecno that

they buy

Source: survey result, 2021

Table 4.5 shows that the majority of the resporglait in the disagreed that indicates when

they buy tecno mobile phone brands that peopleatxpem to buy (1.38), they prefer or

buy tecno mobile phone brands when they become their friends like that (1.62), by

buying tecno mobile phone brands as their frietitsy achieve a sense of belonging and If
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they want to be like someone, they try to buy séeuao that they buy scores mean of 1.67

and 1.40 respectively.

4.3.5 Social influence

Regarding social influence of the smart phone, follewing items were asked and the

responses are presented on the below table

Table 4. 6 Descriptive Statistics of 8ial influence

Social influence Level of Agreement Gran
Strongly | Disagree| Neutral AgregStrongly | Mean
Disagree Agree

| buy tecno phones | No. 106 29 1 8 3 1.44

earlier than most % 72.1 19.7 g 5.4 2.0

people’s around me

People who have an| No. 115 27 - 5 - 1.29

experience told me to % 78.2 18.4 - 3.4 -

as the tecno phone is

best phone

| like tecno phone | No. 87 45 2 6 7 1.65

that people around | % 59.2 30.6 1.4 4.1 4.8

me like

Tecno phone No. 85 49 2 5 6 1.63

provides me with % 57.8 33.3 1.4 34 4.1

useful information

and experiences,

making it appear as

though the quality

of my life is

improving

Source: survey result, 2021

According to response analyzed in the table 4érésponses fall in the disagreed range.

Therefore, the result showed that in terms of $acfuence of smart phone, when they buy

tecno phone scores (1.29), they like tecno phoae pieople around them likeand tecno

phone provides them with useful information andezignces, making it appear as though

the quality of their life is improving score meain(b,65) and (1.63) respectively.

4.4 Ranking of the Criteria for Selecting a Mobile Phone

One of the research questions the study tried ssvanwas the selection criteria of mobile
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phone preference in Addis Ababa shopping areas g@nidegenagna and Merkato.
Accordingly, the respondents were asked to ranknfep list of factors they viewed as
important when deciding to purchase a mobile phdie. list of factors included namely:
new technology applications (browser, social mealgplications...), price and product
(durability, size, memory capacity, design, battkfy...), ease of use, country of origin
(made in), recommendation and social influence.tigihothis data collection the no of
times, that each factors have been selected oredank the first priority chosen by the
respondents.

Table 4. 7 Ranking of the selecti@riteria for mobile phone

Frequency Percent Ranking
Criteria
New Technological 43 29.25 1st
applications
Product attributes 41 27.89 )
Price 34 23.13 '3
Country of origin 9 6.12 k!
Ease of Use 8 5.44 5th
Recommendation 7 476 6th
Social influence 5 34 7th
Total 147 100

Source: survey result, 2021
Table 4.7 shows the frequency of the most imporfactors mentioned by the respondents
when asked to rank the most important criteria,cihaffects their preference to purchase a
mobile phone. Accordingly, new technology applicat (browser, social media
applications...), product attributes (durability, esiznemory capacity, design, battery life)
and price were ranked the top their criteria for28%, 27.89% and 23.13% respectively.
Country of origin, ease of use, recommendation sowal influence were found to be the

least important factors from the ranking criteoa 6.12%, 5.44%, 4.76, and3.4 respectively
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of the total respondents.

4.5 Inferential Analysis
4.5.1 Correlation Analysis

A correlation analysis with Pearson’s correlati@efticient was conducted on all variables

in this study to explore the relationships betweariables. The study is set to determine the

relationship of dependent and independent variables

For the purpose of this investigation Pearson’setation, analysis was used to measure the

magnitude of the relationship between consumer epeate and other independent

variables. In addition, correlation analysis wagdugo provide evidence of convergent

validity. Correlation analysis used to quantify thegree to which two variables are related.

Through the correlation analysis, we evaluate t¢atice coefficient that tells us how much

one variable changes when the other one does. |@arreanalysis provides with a linear

relationship between two variables and a correlatioalysis with Pearson’s correlation

coefficient was conducted on all variables in gtisdy to explore the relationships between

variables. Pearson correlation coefficient reveagnitude and direction of (either positive

or negative) and the intensity of their relatiops@il to +1).
Table 4. 8 Correlation Analysis foEach Variable

BN_Final CP_Final PRICE_Final RG_Final SO_INF_Fing
BN_Final Pearson Correlation 1 745 745" 454" 554"
Sig. (-tailed) .00C .00C .00C .00C
CP_Final Pearson Correlation 745 1 877" 503" 660"
Sig. (2-tailed) .000 .000 .000 .000
PRICE_Final Pearson Correlatio 745 877" 1 555" 629"
Sig. (-tailed] .00C .00C .00C .00C
RG_Final Pearson Correlatior| 454 503" 555" 1 816"
Sig. (2-tailed) .000 .000 000 .000
SO_INF_Final Pearson Correlatior 554 660" 629" 816" 1
Sig. (2-tailed) .000 .000 000 .00

**_Correlation is significant at the 0.01 leveHg&iled).

Source: survey result, 2021

As it is clearly indicated in Table 4.8 all indeplents variables had a positive correlation

with each other as well as dependent variable coasa preference. From four dimensions

of consumer preference, two of the dimensions ¢prand brand name) show a strong
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positive relationship with consumer preference. Hie also indicates that price shows the
strongest positive relationship (.872 with consumer preference, brand namewas the
second strongest positive relationship ({74 his implies that the name of the smart
phones enabled the consumers to prefer to purdiage. both social influence and
reference groupwas the third and forth with a datien coefficient of (.660) and
(0.503"). The table indicates that all independents véetmbad a positive correlation with

each other as well as dependent variableconsuraarence.

4.6 Regression Analysis
4.6.1 Model Assumption tests
4.6.1.1 Multicollinearity Test
Multicollinearity is the tastes of very high inteorrelations or inter-association among the
independent variables. Multicollinearity test in Itiple regression analysis refers to the
correlation among the independent variables (Klib@98). According to (Kline, 1998)
multicollinearity is not a threat if a correlatioralue is less than 80%. Multicollinearity
problem arises when there is a linear relationahipng explanatory variables that the result
could not obtain estimates of all parameters. Thisses large variance and standard error
with a very low t-ratio and wide confidence intdr&ujarati, 2004)
Before conducting the multiple regression analysis, researcher examined the result of
multiple correlations among the independent vaestdnd found out that, the pair wise
correlation between the independent variablesss tean 80%, as shown in table 4.9 VIF
(Variance Inflation Factor).

Table 4. 2Multicollinearityl est

Model Collinearity Statistics
Tolerance VIF
1 (Constant)
BN_Final 431 2.321
PRICE_Final .373 2.683
RG_Final .330 3.032
SO_INF_Final .282 3.549

Dependent Variabl®_Einal
Source: survey result, 2021

As presented in the table 4.9 the values of VIFnak below 10 the variables are said to be
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Frequency

collinear and suggesting that there is no problédmmalticollinearity among the study
independent variables.
4.6.2 Normality Test
Normality is rarely used expression, which indisatde concentration of a solution.
Normality test is used to determine whether sandp@a has been drawn from a normally
distributed population or the population from whidhe data came is normally
distributed.The researcher used histogram to ifyembrmal distribution of residuals and the
result indicates that standard residuals arela kit far away from the curve, many of the
residuals are fairly close more to the curve arahistogram is bell shaped. This implies
that the majority of scores lie around the centehe distribution (so the largest bars on the
histogram are all around the central value. Theegfthis indicates that the residuals are
normally distributed and there is no normality pewb in estimating the relationship
between independent and dependent variables.

Figure 4. Histogram Test

Histogram

Dependent Variable: CP_Final

Mean = 1.48E-15
50 Std. Dev. = 0.986
— M =147
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Regression Standardized Residual
Source: survey result, 2021
The normality of the population distribution forrige basis for making statistical inferences
about the sample drawn from the population (Koth2004). Most studies, which involve
statistical procedure, work under an assumptiohdbaervations have normal distribution.

Any violation of the normality rule may lead to owestimation or underestimation of the
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inference statistics (Leech et al., 2005).

Table 4. 10Descriptive Statistics Normality Test

Source: survey result, 2021

N Mean Std. Skewness Kurtosis
Deviation

Statistic Statistic Statistic Statistig Std. Errgr_Statistic Std. Error
BN_Final 147 1.5425 .64464 1.768 .200 3.08y* .3p7
CP_Final 147 1.5549 .84043 2.081 .200 3.938* 397
PRICE_Final 147 1.4921 .73516 2.522 .200 6.677* 7.39
RG_Fina 147 1.518: .6918¢ 2.22¢ .20C 5.47% .397
SO_INF_Final 147 1.5034 .65884 2.031 200 4.656* 97.3

Normality was checked by two terms i.e. kurtosid akewness using SPSS. For kurtosis,

the normal value is less than 3 whereas for skesvtiesnormal value is supposed to be less
than 6 (Asghar&Saleh 2012). Therefore, in this aed® the data has been drawn from

normally distributed population or the populatianrh which the data come is normally
distributed because the value for skewness is foaiheé normal.

4.6.3 Linearity Test (Normal P-P Plot)
As it is shown in the Figure 4.2, the P-P plot ediduals reveals no large deviation in the

spread of the residuals that almost all residuglh the linear straight line. Therefore, this

indicates that the relationship between the inddeenvariables and the dependent variable
is linear.

Figure 4. Rlormality Test

Normal P-P Plot of Regression Standardized Residual

Expected Cum Prob

1

Dependent Variable: CP_Final

0.5
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0.4
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T
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T T
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Source: survey result, 2021

*The Kurtosis value for all variables is found todreater than the standard cut of point indicatthg

violation of normality assumption. However, singe sample size for each variable is 147 that greate
than 30, the sampling distribution tends to be rarbased on the Central Limit Theorem.
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4.7 Regression Result

4.7.1Model Summary
Regression analysis is done for one of two purposesrder to predict the value of the

dependent variable for individuals for whom som@iimation concerning the explanatory
variables is available, or in order to estimatedffect of some explanatory variable on the
dependent variable.

Table 4. 11 Model Summary

Model R R Square| Adjusted R Std. Error of | Durbin-Watson
Square the Estimate
1 .899 .808 .802 .37380 1.442

Source: survey result, 2021

In this study model summary is presented in tabld 4bove. This summary is used to
identify factors affecting consumer smart phonefggence for international versus tecno
brand specifically in Addis Ababa. As it is shownm the table, R squared is 0.808 and
adjusted R squared is 0.802 suggesting that 80.8%nce in the dependent variable is
explained by independent variables used in the mdtés implies that brand name, price,
reference group and social influence affect 80.8¥tation in consumer preference.

Table 4. 12 ANOVA

Model Sum of df Mean F Sig.
Squares Square

Regression 83.282 4 20.820 149.006 .000"

Residual 19.841 142 .140

Total 103.123 146

Source: survey result, 2021
ANOVA is presented in table 4.12used to addressg#meeral objective of the study. In
addition, this analysis is used to identify appiaf@ness of the model in estimating factors
affecting consumer smart phone preference fornaténal versus tecno brand specifically
in Addis Ababa. Since the p-value for F-Statis{i@®900) less than the significance level
0.05. Statistically significant effect between ipdadent variable selected brand name,
price, reference group, social influence and dependariable (consumer preference)
where, (F) value was (149.006) at 0.000 which stttat there is significant effect factors

affecting consumer preference of smart phone iatemal versus tecno brand.
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4.7.2 Coefficients
The researcher used unstandardized coefficienitsdependent variables and their sign to

analyse their effect on consumer preference. Thewbéable 4.13 unstandardized beta
coefficient, which tell us the unique contributioheach factor to the model. A high beta
value and a small p value (<0.05) indicate the ipted variable has made a significance
statistical contribution to the model. On the othand, a small beta value and a high p value
(p >0.05) indicate the predictor variable hasdittk no significant contribution to the model
(Brooks, 2008).

Table 4. 13 Coefficients

Model Unstandardized Coefficients Standardized| t Sig.
Coefficients
B Std. Error Beta

(Constant) -.150 .090 -1.671 .097
BN_Final .226 .073 174 3.095 .002
PRICE_Final .749 .069 .655 10.872 .000
RG_Final -.229 .078 -.189 -2.945 .004
SO_INF_Final .390 .088 .305 4.404 .000

a. Dependent Variable: CP_FINAL
Source: survey result, 2021

As it is clearly indicated in table 4.13 in the aboEffect of brand name is positive and
statistically significant in affecting that the naraf smart phones enabled the consumers to
decide to purchase.

Effect of price is statistically significant affémty smart phones consumer preference
international versus tecno brand in Addis Ababaceitihg that price is higher the decision
of the consumers to prefer the smart phone isferdifit about the price variation. It has a
potential positive effect.

The effect of reference group is statistically #igant in affecting consumer preference
international versus tecno brand but negative icglahip between them. Therefore, the
client decide to buy smart phone with their own ichodetermine through comparing
durability, easy to access, color, purchasing dappower.

Social influence model, which allows decision makéo give greater weight to the
information that is inferred from the behavior dkthigher, ranked other person. Social

influence coefficient of variable is positive effethat other consumers who have the
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experience influence consumer preference of snfame international versus tecno brand
buyers in Addis Ababa.

According to the t-statistics indicated in the &a#l13, price has highest effect on consumer
preference with the value of 10.872. The secondism®cial influence the main factor in
affecting consumer preference of smart phone farmational versus tecno brand in Addis
Ababa and it is indicated by t-value of 4.404. Frtima statistically significant variables,

brand name has lowest effect on the consumer preferwith t-value of 3.095.
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CHAPTER FIVE
SUMMARY OF MAJOR FINDINGS, CONCLUSION AND
RECOMMENDATIONS

5.1 Introduction
The result of the analysis of this study has bdasoudsed in the earlier chapter.The aim of

this chapter is to review the problem of the redeand conclude the findings about the
objectives of the study. Recommendation that foswsehow the problem identified could
be address is also included in this chapter. Binhthitation of the study and suggestion for

further research is also included at the end sf¢hapter.

5.2 Summary of Major Findings

In this chapter, the findings from the analysist jpad discussion summarized and presented
related on the consumer’s preference and the faaffecting consumer smart phone
preference for international versus local brande Purpose of this study, as have been
pointed out in the introductory part, was to asghssconsumer’s preference international
versus tecno brand and the factor that affect coessmart phone preference.

In Addis Ababa, most of the consumers are expasedwide variety of foreign as well as
local brands. Hence, this study tries to answertldreconsumer prefer foreign brands to
tecno brands due to the influence of western cettur

This study was conducted with an objective of idgimg factors affecting consumer smart
phone preference for international versus locahtia Addis Ababa. As it is mention in the
scope of the research the researcher limited frmeal Ibrand to only tecno smart phone
brands to address this objective, factors suchrasdbname, price, reference group and
social influence were used as independent varialiles gathered data was analyzed by
explanatory analysis. The finding indicates thaerinational mobile phone brand were the
brand that consumers most prefer while, tecno weed least preferred mobile phone
brands. In addition; new technology application®dpct attributes and price was the top
three criteria for mobile selection among consumei®wvever, country of origin, ease of
use, recommendation and social influence were faarzk the least rank important factors
for consumers when deciding to prefer mobile phéuether, the findings of the study also

show that consumers indicated that friends or faanild the internet were their main source
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of information when it comes to information abowtwn mobile phones. This finding
indicates that consumers are highly aware of iatéwnal mobile phone brands and is a
major factor for their brand preference. In addificonsumers perceive that international
mobile phone brands to be of high quality and sopéo tecno brands.

Pearson correlation coefficient shows that therestisng relationship with two of the
independent variables, which is, price, and braachen with dependent variable consumer
preference i.e. 0.872, 0.745 respectively and tinerotwo variables follow with social
influence (0.660) and reference group (0.503). @oring the individual factors, the study
has found out effect of price, brand name, refexregroup and social influence in affecting
consumer preference for international versus tetnart phone in Addis Ababa. The result
of independent sample t-test indicates that priwk social influence has the highest effect
on consumer preference followed by brand name wittalues of 10.872, 4.404 and 3.095

respectively.

5.3 Conclusion

In general, as per the findings of the study rdsearcher provides following conclusion

» New technology applications, product attributes ande are the major criteria
brands for a mobile phone consumer preference.elttose points highly affect
most consumer smart phone preference for intemmaltiversus tecno brand in
Addis Ababa. Design of the smart phone, largerestwgedurability, operating
system, and substitutability with personal compmutBas resulted on higher
preference for tecno phones in Addis Ababa

* Brand name of the smart phones is positively adfdoe consumer preference for
international versus tecno brand in Addis AbabaanBr name highly affects
consumer preference of smart phones for internaltieersus tecno brand Addis
Ababa. Most international smart phone brands moefeped by consumers
rather than tecno brands.

» Price is factor positively affect consumer prefeefor international versus tecno
brand in Addis Ababa.price is highly take conceamrafor the decision of the
consumers to prefer international versus tecnodsmaart phone is indifferent

about the price variation.
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Social influences affect consumer preference frimational versus tecno brand
in Addis Ababa. Experience of others and recommigon&r smart phone users
enabled to decide consumer preference for intemmaltiversus tecno brand in
Addis Ababa.

5.4 Recommendation

The findings of this research tecno assembled caynjpalicate the below listed points: -

Tecno companies should concentrate on producttywaid embark on intensive
campaign to create stronger brand awareness and breage. Companies need
to both advertise, and to take active measuresnsure that word of mouth
(WOM) and other forms of uncontrolled communicatimncerning their bands
are positive since. WOM, along with advertising atiger forms of publicity, is a
core variable in building brand image. Word of niobas high credibility which
leads to brand preference

Mobile phone companies that are currently servimfjtaose companies that want
to enter and serve this segment must provide mgihilene brands that are
perceived to be high quality and have to understahdt consumers market
segment needs and wants should be the main priawdinity for companies in
the tecno mobile phone industry. Ones they havabbshed themselves in the
industry must educate or create brand awarenebsiitis segment. They should
also focus on the mobile phone features to incateomew technological
applications such as connection to social medm fiacebook, Twitter and other
instant messaging applications, since this segnsetéchnologically perceptive

and more connected on the internet.

To keep customer loyal, to improve tecno mobile n@win terms of quality,
price, innovativeness, style, availability, attraehess, reliability, features etc.
The following general recommendations are forweaBdhce that brand name,
price and social influence have positive effect amsumer preference for
international versus tecno brand smart phones idisAdbaba. So that tecno
smart phone sellers are recommended to providet gghanes with good and

popular brand name, fair price that deserve smaoh@ such as well designed,
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that have big screens, new technological applinagiod fast operating systems
andnot to inform inaccurate information for the isbc to build long turn
relationship with the client.

5.5 Recommendation for Further studies

Even though smart phones are sold throughout Addaba the findings of this study are
based entirely upon the research conducted amoamges$pondent of Addis Ababa in
selected shopping area merkato and megenagna ragnganot be representation of whole
preference of the city. This limits generalizatidar the company, further studies
recommended considering other part of the citytartue carried out on a wider scale taking
sample from the different city not only Addis Abalnat also other city shopping areas.
Future researchers can investigate consumer pnetetey including other factors that might
influence mobile phone. In addition, this study docted by using only questionnaire from
primary data, further studies suggested to user gitimary data collection techniques such
as interview to identify detailed information resgeers could find out more about consumer

preference in Addis Ababa by applying additionalttimay influence consumer.
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Appendix I: Survey Instrment
ST.MARY'S UNIVERSITY

SCHOOL OF GRADUATE STUDIES

DEAR RESPONDENTS,

| am a postgraduate student at Saint Mary’s unityerSchool of Graduate Studies. | am
conducting the research entitfedactors affecting consumer smart phone preferencef
international versus tecno brand specifically in Adlis Ababa)”, as partial fulfillment for
the masters of business administration | kindlyuesg you to fill this questionnaire and your
genuine response to the questions contribute #otothe quality of the research. Please
know that all the information provided will be uskxd the purpose of this research only and
your identity will be treated with utmost confideity. Hence, | request your support and
contribution for the fulfillment of the researchrpose.

Thank you in advance for your kind co@pien.

PART 1: Demographic Information
1. Age

€18 - 30 years

€31- 50 years

€Above 50years

2. Sex
[l Male
[l Female

3. Level of Income

[ Below 3000
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7 3000-5,000

] 5001-10,000

1 10,000 and Above
4. Education level

7 1-8
9-12
Certificate
Diploma

[ O B B

Degree &Above

PART 2: Basic information on mobile phone
1) Rate the following criteria for selecting tecno ntelphone from 1 to 8 in order of
importance.

Criteria Rank

Price

New Technological applications (browsers, sociatlimepps...)

Product attributes or features (durability, sizeenmory capacity

design, battery life...)

Ease of Use

Country of origin (made in)

Recommendation

Social influence

PART3: Factors Affecting Consumers’ Preferece

Please indicate the extent to which you agree sagiee in the following statements by
selecting the appropriate agreement level for Valhg factors; where SD = Strongly
Disagree, D = Disagree, N = Neutral, A = Agree 8Ad= Strongly Agree
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Brand Name

Strongly

Disagres

Disagree| Neutral

Agree

Strongly|

Agree

| consider the brand name of tecno phone
device when |

decide to purchase

| feel more secure when | buy tecno phone

A smart phone with familiar brand name
attracts m

The brand of tecno phone devitas good nan
that

influences me to purchase

Price

Strongly

Disagres

Disagree Neutral

Agree

Strongly

Agree

Tecno phone price is one of my priorities wh
making

a buying decision

en

| buy tecno phone that is affordable for me

| prefertecno phone that is reasonably price

|

Tecno phone is that give value for money

The financial risk | will incur if | buy mobile

phone from brand “tecno”is very low

The performance risk from using mobile pha

from brand “tecno” is very low

ne
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Reference group

Strongly

Disagree

Disagree

Neutral Agree

Strongly

Agree

By buying tecno mobile phone
brands as my friends, | achieve a
sense of belonging

| prefer or buy tecno mobile phone
brands when | am sure my friend
like that

L2

| buy tecno mobile phone brands
that people expect me to buy

If I want to be like someone, | try to
buy same tecno that they buy

Social influence

Strongly

Disagreq

Disagree

Neutral | Agree

Strongly

Agree

| buy tecno phones earlier than mos
people’saround me

5t

Tecno phone provides me with use]
informationand experiences, makin
appear as though the quality of my
is improving

ul

| like tecno phone that people arour
me like.

nd

People who have an experience tol
me to as thetecno phone is best ph

one

Consumer preferenct

Strongly

Disagree

Disagree

Neutral

Agree Strongly

Agree

The tecno phone is my regular
choice
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The tecno phone is my preferred
phone overothers’

Tecno phone is congruent with m
need

y

Tecno phone is my favorite choic
rather than imported brands

[¢))

| prefer mobile phone from brand

“tecno”,

which increase my status and
esteem

Mobile phone from brand “tecno”
says a lot about the kind of persoi

am or want to be

N

| feel proud to own mobile phone
from

brand “tecno”
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Appendix Il (Amharic Questionnaire)

pehtmceIeLNCA T
NNHINALMINTFLNTTFIUCThEAPL UL ST, I

PLN+TMCLIRINCALNNHINAZ T INTEATIPLEULIPLPTTLNTT ARATD AP&AT
ARIC @-ND F°CF NHALTR ARGNANN PATITF FNFIPNLA NANT FoCemnT Paq i
goNTLET NLA CON MG APRLN: T

NAPITPANHINAN TS RENEARTITAUPTCATEPIATANHUNFTALL TP LR PFTANATD-P
M ATIPANLNAMHTENTUTTAME PAUHPTAM-TIRANPM,O-AD-AHY DT TAATNF
ALTIPAMTIIED-ICALTTFICANTLNADGP+MNPLUPTA:PACNAPICARDTRAT PNTT
OO MANE+HE ANTPRAAAD-=AAPTITPATRCICCIATAANF L I PTAML AL

N$ LML AR FLLTFAT TNNC NAN ATRAITAD-

NEARTE:P7AU LS
1. AZM

€18 - 3090+
€31- 504d™+
€h 50%4d°+

2. P2

o o7&
€0

3. N U

o N 3000N3+
o 3000-5,000
o 5001-10,000

O th,OOO NALS
4, PFIRUCHT BLE
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[l 1-8

[l 9-12

1 PFPAANC Ml$t
o &7

O 2945 hHP NAL
NEA 2:- A2 FP PIPNLA av/E

5. PEhS PNLAT ARIRZM PARN+AFT ARARHEPF N1 ANh 8 N$PLI® +htd

PP M-

maoyF

144

Po

AN PENP AL TINGPT (ANATT MUNSP T8 P aB+NL P

PIRCHE  IABPT/NULPT/  (DTNGIRMIARLE
APIRIRHLTIPNTL 25 1H...)

panfH

ATMPI® AL OOUTY

PAIC O-N FoLF OBUPR

PAAT NPT FoCeR, AU

MUNER +6067

h&d 3 :- NTHPTF I°Cen AL +60F P PAL 4 FICTH

ATLN+AFARMHT PF+INO-TPATR IR FLLENARIRLMPM N MR T M £.9°P T 2 Hay an-

NFYITMITRANTNT L LT LA M-

NeeHAA

hANT

YANPAR AN
gn AU

NnmMm9I~ AN
mmAL
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PIRCE NPT PENT NAR AdRHT:
A1EONT PRCITA

+he NAR NTH PNAM LUTT+ £ATIGA

PERS NMCT NAhT £aCh-a A

PENS NAh Mg NALT DAY ATETHO:
LLLITA

Nexd-fA | ARAhT® nmgeAHha
cP" ANy go YANPA% I ANy oAU
g AU
AM®9H+ AMAT P+the P $Laq
hIPAMTF@ 8T A8 10
+hP NAN FPIHD- AAL NATR.APMYS M-
+h% NAAT FPACMM PIM- +APMMF
(PP FP) NAUT 10>
+0? NAN ATTHN PI £AMA
PENSP PNLA NAN NAPoH+ a f IMmanF
P7THAN NI+ HP+E 1>
+h® PNLA NAPM$aq ag P JmanF
PATAIAeT NET NIT HEHE 10>
mM7964 8 Ned-fik | AAh™ay Nmgoxh
Ahayay | go YANeAT ANTIT | amy
gn gn AU

AR ARRE R NAR NARIHT NANT
APTAL

goCen.e MLID FOTHD- HNF NAh 10
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3L®EID AL M8 F ACIMG 17

NPT £hS NAh ATLI™IH AR LA
ATHAU

NAPTF Ard AGRUPT NEAN ATl PIHF7
+ne NAh +APANL ATHAU

Nen&HA | AAhea NmeAHhm™
mMUNLP +86F Ahmay | go TANeAT ANTITY | amy
gn gn AU
PENS NANTT NANHET NAL h3LNP N
APF L 40 9OIHM-
AP NAR MPT, JRLEPTT AT ATRLTT
£AMEA LUIR NUL P+ ADAAAT
ATPMFAT A
NHL LR P& NPT PMEFT AT NAR
ADSAL
ATRL PATM NPT 05 NAh 9°C NAA
ATRUY RY914.5 A
e+MmPMmF ICen, Nexs-fh | AAhTIam Nmy°Khm
Ahamay | go YANPAT ANTIM | amp
gn gn AU

PEhS NAh a@eNG JoCent 10

£hS Nah hAT NART 24P AACMPAL

+05 NNAN A°MPI® IoL ATM-Y PARAAGT A
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hm-sp- NAMM. AANT LAP £hT AAL
+Mm8E IoCemL 1a-

AP AT AT ANGT NATLRICCA™Y
eCeb& T

NS NAPM$ P IoE A5 APP T

LALTT £7494

PE0T NAA +MPT NARUE N&A et
AT
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