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ABSTRACT

This study investigates smartphone user perceptions and preferences in Bengaluru, India's
Silicon Valley, a city characterized by diverse demographics and high technological
adoption. The research addresses the critical need for manufacturers and service providers to
understand consumer buying patterns amidst a rapidly evolving and competitive smartphone
market. Utilizing a descriptive and hypothesis-testing research design, a survey method was
employed to collect primary data from 384 smartphone users in Bengaluru, selected via non-
probability convenience sampling. Data analysis was performed using descriptive statistics
(mean, median, standard deviation, percentages) and One-way ANOVA to examine
differences across income groups. Key findings reveal that while most smartphone attributes
(e.g., price, internal storage, RAM, camera, brand loyalty) and general perceptions do not
significantly differ across income segments, two areas show distinct variations: Screen Width
is perceived significantly higher by the "Not Earning" group, and Product Involvement is
significantly greater among the "Above 50,000" income group. These results suggest that
tailored marketing strategies emphasizing screen size for non-earning individuals and
advanced features/engagement for high-income consumers could optimize market outreach,
while a universal approach remains effective for other core features and brand perceptions.
This nuanced understanding contributes valuable insights for targeted product development

and marketing in the dynamic Indian smartphone market.

Keywords: Smartphone, user perceptions, consumer preferences, bengaluru, income groups,

ANOVA, screen width, product involvement, targeted marketing.

Volume 10 Issue 6 2025 PAGE NO: 310



Degres Journal ISSN NO:0376-8163

INTRODUCTION

The smartphone has undeniably transitioned from a luxury item to an indispensable tool in
modern life, profoundly reshaping how individuals communicate, work, learn, and entertain
themselves.! In a rapidly urbanizing and technologically advanced city like Bengaluru, often
hailed as India's Silicon Valley, the ubiquity of smartphones is particularly pronounced. This
pervasive adoption has created a dynamic ecosystem where consumer choices are influenced
by a complex interplay of technological advancements, lifestyle needs, social trends, and

economic considerations.

Bengaluru, with its diverse demographic comprising tech-savvy professionals, students,
entrepreneurs, and traditional residents, presents a unique microcosm for studying
smartphone wuser behavior. The city's high internet penetration and strong digital
infrastructure further amplify the role of smartphones as primary access points for
information, services, and connectivity. As a result, understanding the nuances of user
perception and preference towards smartphones in Bengaluru becomes crucial not only for
manufacturers and service providers aiming to capture this significant market but also for

researchers and policymakers interested in the societal impact of mobile technology.

This study delves into the multifaceted aspects of how Bengaluru's residents perceive
smartphones, exploring the factors that drive their preferences, from brand loyalty and
operating system choices to features, design, and after-sales service. By examining these
elements, this research aims to provide valuable insights into the evolving relationship

between users and their smartphones in one of India's leading technological hubs.

IMPACT OF SMARTPHONES ON INDIAN MARKET

Smartphones have had a revolutionary and multifaceted impact on the Indian market,
transforming not just consumer behavior but also the economy, employment, and the overall
digital landscape. Here's a breakdown of the key impacts:
1. Digital Inclusion and Connectivity:
< Bridging the Digital Divide: Smartphones, especially affordable Android devices,
have served as the primary gateway to the internet for millions of Indians, particularly
in rural and semi-urban areas where traditional broadband infrastructure is limited.

This has significantly reduced the digital divide.
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< Massive User Base: India is the second-largest smartphone market globally after
China, with over 750 million smartphone users. This widespread adoption continues
to grow, driving significant demand for both new and refurbished devices.

< High Data Consumption: India remains the largest market for mobile data
consumption, fueled by affordable data plans (especially post-Jio's entry) and a
booming appetite for social media, streaming content, and online gaming.

2. Economic Transformation and Growth:

< Contribution to GDP: The mobile ecosystem, driven largely by smartphones, has
become a significant contributor to India's GDP. In 2021, it generated 4.7% of India's
GDP (over $136 billion), with forecasts suggesting this could rise to $155 billion by
2025.

< App Economy Boom: Smartphones have fostered a thriving "app economy." This
includes a vast ecosystem of mobile applications for e-commerce, digital payments
(like UPI), online education, healthcare, entertainment (OTT platforms), and much
more. This has created new businesses, jobs, and revenue streams.

< Digital Payments Revolution: UPI (Unified Payments Interface) has revolutionized
digital payments in India, making cashless transactions seamless and accessible even
to small vendors and individuals, all facilitated by smartphones.

< E-commerce Expansion: Smartphones are the primary device for online shopping
for a large segment of the Indian population. This has fueled the growth of e-
commerce platforms and enabled businesses to reach customers across geographical
barriers.

< Job Creation: The mobile ecosystem directly and indirectly supports millions of jobs
in India, from manufacturing and retail to app development, digital marketing, and
logistics. In 2021, it directly supported almost 3.4 million jobs.

< Local Manufacturing Push (""Make in India'"): The government's "Make in India"
initiative has significantly boosted domestic smartphone manufacturing. India now
produces almost 99.2% of the mobile phones it uses, and is emerging as a major
export hub for smartphones, with Apple's iPhone exports from India reaching new
highs.

3. Changing Consumer Behavior and Preferences:

< Shift from Feature Phones: There has been a continuous shift from basic feature

phones to smartphones, driven by aspirational buying, increasing affordability, and

the desire for advanced functionalities.
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< Rising Average Selling Price (ASP): While India remains a price-sensitive market,
the average selling price of smartphones has steadily risen. Consumers are
increasingly willing to invest in mid-range and premium devices for better
performance, camera capabilities, and brand value.
< Demand for 5G: The rapid rollout of 5G networks has accelerated the demand for
5G-enabled smartphones, with 79% of shipments in 2024 being 5G devices.
< Content Consumption and Creation: Smartphones have become the primary device
for consuming and creating content, leading to a boom in social media usage, video
streaming, and mobile gaming.
< Used and Refurbished Market: The rising cost of new devices and the aspiration to
own premium brands have led to a significant growth in the used and refurbished
smartphone market, catering to budget-conscious consumers.
< Feature Prioritization: User preferences are evolving beyond basic connectivity.
Key factors now influencing purchases include camera quality, battery life, fast
charging, Al features, and user interface customization, often even outweighing raw
processor specs for many users.
< Offline and Online Balance: Both offline retail and online e-commerce channels
play crucial roles in smartphone sales, with growth observed in both segments.
4. Social and Lifestyle Impact:
< Access to Information and Services: Smartphones provide instant access to
education, healthcare information, government services, news, and financial tools,
empowering individuals and contributing to social progress.
< Enhanced Communication: Beyond calls and SMS, smartphones have enabled
richer communication through messaging apps, video calls, and social media
platforms.
< Personal Organization and Productivity: Smartphones serve as personal assistants,
helping users manage schedules, finances, and documents through a multitude of
applications.
< Entertainment Hub: From music and movies to gaming, smartphones have become
the primary entertainment device for many.
In essence, smartphones have not just infiltrated the Indian market; they have fundamentally
reshaped its economic, social, and technological fabric, driving a pervasive digital

transformation across the nation.
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REVIEW OF LITERATURE

1. M.U,, N., & Reddy, D. K. G. (2024). Studied On Factors Influencing Consumer Buying
Behaviour Towards Purchase Of Smart Phones With Reference To Bengaluru. The study
specifically investigates factors influencing smartphone buying behavior among consumers in
Bengaluru. The authors found that price is the most significant factor, followed by mobile
phone functionality, acting as key motivators in purchase decisions. This research provides
valuable insights into the direct influences on consumer choice within your target
demographic and geographical area.

2. Singh, R. P., & Kumar, A. (2018). Examined the Consumers Perception and Preference
Towards Smartphone. While not exclusively focused on Bengaluru, this study provides a
broader understanding of consumer perception and preference for smartphones in India. It
highlights that product features such as camera, battery life, and processing speed are crucial
in purchase decisions. Additionally, the research emphasizes the significant roles of product,
price, peer groups, and brand image as key influencing factors, even noting consumers'
willingness to pay higher prices for social needs.

3. Thakur, S., & Devi, P. (2021). Investigated Uncertainty in Consumer Behaviour with
Reference to Factors Influencing Consumer Purchase Decision of Smartphones in the City of
Bengaluru. This paper directly addresses factors influencing smartphone purchase decisions
in Bengaluru. The researchers identified five key components: price and in-built features;
camera, battery backup, and sound quality; marketing strategy and social groups; brand
image and4 company origin; and EMI and replacement options. This comprehensive
breakdown of influential factors offers specific avenues for exploring user perception and
preference.

4. Landge, R. V. (2021). Studied User’s Brand Preference of Mobile Phone in Coimbatore
City. Although this study focuses on Coimbatore, its findings on brand preference among
mobile phone users are highly relevant. It concludes that brand image and quality are among
the most significant factors influencing consumer choice, even more so than other features
like aesthetics, pricing, and advertisements. This suggests that brand reputation plays a
substantial role in shaping user perceptions, which could be extrapolated to the Bengaluru
market.

5. Sharma, N., & Gupta, P. (2016). Investigated on Millennials Preferences for
Smartphones in Bangalore City with Special Reference to VIVO. This report specifically

examines smartphone preferences among millennials in Bengaluru. It identifies brand image,
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product features, price, social media presence, and word-of-mouth recommendations as
significant influencing factors. The study also acknowledges demographic variations,
indicating that user perception and preference can differ based on age, gender, education,
income, and location within the city.

6. Baishya, K., & Samalia, H. V. (2020). Examined the Factors Influencing Smartphone
Adoption: A Study in the Indian Bottom of the Pyramid Context. While focusing on the
"Bottom of the Pyramid" segment, this research provides valuable insights into factors
influencing smartphone adoption across socio-economic strata in India. It highlights that

nn

"performance expectancy," "effort expectancy," and "perceived monetary value" positively
impact behavioral intention to use smartphones. This broadens the understanding of
underlying motivations for smartphone adoption beyond just higher-income groups, which

can inform the perception of all users in Bengaluru.

STATEMENT OF THE PROBLEMS

Smartphones are rapidly transforming India's economy, governance, and society, creating a
dynamic and competitive market where understanding consumer preferences is critical for
businesses. The market is characterized by a vast array of brands and choices, making it
essential for manufacturers to identify what drives user buying patterns and perceptions to
avoid costly errors. This study aims to analyze smartphone users' perceptions and preferences

for brands and features, providing crucial insights into this evolving landscape.

RESEARCH QUESTIONS

This study aims to understand the rise in smartphone usage by exploring several key areas:

1. Factors influencing perception: What shapes users' overall views of smartphones?

2. Demographic differences in perception: How do perceptions of smartphones vary
across different user demographics?

3. Individual differences in brand relationships: Do product involvement, brand
uniqueness, brand attachment, brand association, and brand loyalty differ among
users?

4. Impact on perception and preference: Do factors like product involvement, brand
uniqueness, and brand attachment influence smartphone perceptions and preferences?

5. Impact on brand loyalty: Do product involvement, brand association, uniqueness,

attachment, and perceptions of smartphones influence brand loyalty?
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RESEARCH OBJECTIVES

The following objectives have been framed for this study.
1. What are the factors that determine the users' perceptions of smartphone users?
2. How do demographic characteristics of the users differ regarding perceptions of
smartphones?
3. To measure and analyse the perceptions of smartphone users on smartphones, product
involvement, brand uniqueness, brand attachment, and brand association.
4. To compute the impact of the product on perceptions of smartphones and brand loyalty.

5. To analyse the impact of brand loyalty.

RESEARCH HYPOTHESES

The following hypotheses have been formulated.

Hypothesis 1: There is a significant relationship between perceptions of smartphones,
product involvement, brand attributes, and smartphone brand preference

Hypothesis 2: There is a substantial impact of brand uniqueness, brand association, brand
attachment, brand loyalty, and product involvement on the perceptions of the respondents on
smartphones.

Hypothesis 3: There is a significant impact of perceptions of smartphones, brand uniqueness,
brand association, brand attachment, and product involvement on perceptions of the

respondents on brand loyalty.

RESEARCH METHODOLOGY

Research methodology refers to the systematic approach and procedures used to conduct
research and gather data. Telecommunication devices allow us to communicate across
distances. The second decade of the current century saw a significant increase in mobile
phone users, primarily due to the introduction of Smartphones. These devices are
multifunctional, offering features from cameras and web Browse to email and online banking,
essentially acting as compact personal computers. Today, over 27 million people in Urban
India use smartphones, making them a widespread phenomenon rather than just a luxury

1tem.
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SIGNIFICANCE OF THE STUDY

The numbers of smartphones are higher in the large metros of a four million- plus population
with one Smartphone user among ten mobile users. Interestingly, even in smaller cities with a
population of one lakh to 10 lahks, the figure stands at an impressive 6 percent. The
increasing trend in smartphones among people is the main reason that has amplified the
interest in research on the topic. People's obsession with Smartphones has been increasing
rapidly. The aim of this research is therefore to make a study of perception and preference

towards smartphone users with special reference to Bengaluru City.

RESEARCH DESIGN
This study aims at measuring and analyzing perceptions of smartphone users on smartphones
and the brand preference of the users. Based on the suitability of the study, below mentioned

Table operational research design of the study is adopted.

S.NO PARTICULARS TYPE OF THE STUDY
1 Study Purpose Descriptive and hypothesis testing
2 Investigation Type Causal Study
3 Method of study Survey Method
4 Study Environment Non-contrived field study
5 Unit of analysis Smartphone users in Bangalore, India
6 Time Horizon One-shot or Cross-sectional study
7 Data Type Primary data

VARIABLES OF THE STUDY
Based on the extant literature on smartphone usage, and preference, the following variables
have been identified for the study.
1. Perceptions on smartphone
. Smartphone attributes,

. Product involvement,

. Brand uniqueness,

2
3
4. Brand association,
5
6. Brand attachment, and
7

. Brand preference
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SAMPLING DESIGN

Survey-based research for this study, targeting smartphone users and prospective buyers as
the unit of analysis, utilized a non-probability convenience sampling method. Despite a
population of 5.6 million, the sample size was determined to be 384 using Krejcie and
Morgan's formula. Data collection efforts in Bangalore, spanning all regions, involved
distributing 600 questionnaires, yielding over 500 responses. After discarding 24 incomplete
questionnaires, 384 complete responses were retained for the study. The ubiquitous nature of
smartphone users rendered novel data collection methods unnecessary, and a structured,

disguised questionnaire was employed to gather accurate responses.

SAMPLING FRAMEWORK

This survey-based research focused on smartphone users and prospective buyers in
Bangalore, utilizing a non-probability convenience sampling method. From a population of
5.6 million, a sample size of 384 was determined using Krejcie and Morgan's formula. Data
was collected through structured questionnaires across all regions of Bangalore, resulting in

384 usable responses after discarding incomplete ones.

STATISTICAL ANALYSIS FRAMEWORK

Questionnaires collected from the sample respondents are duly scrutinized to check their
completeness. Out of 508 questionnaires received, 24 questionnaires were discarded because
of incomplete answering as they will not be useful for statistical purposes. Finally, 384
completed questionnaires were taken up for the study. Data collected were checked for
normality. Normality results showed that data are approximately normally distributed. The
data collected through the questionnaires have been analysed by using statistical tools namely

Mean scores, median, percentages, and standard deviations, One-way ANOVA.

LIMITATIONS OF THE STUDY

The certain limitations of the study, that are listed below.

1. Data collection was challenging as the questionnaire had many questions.

2. The smartphone users were reluctant to fill out the questionnaire as filling out the
questionnaire needed more time.

3. It was challenging to convince the respondents that the information collected would be

used for academic purposes only.
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4. Some respondents could not answer some more technical questions.

5. This study has response bias.

DATA ANALYSIS AND INTERPRETATIONS

Price

Internal
Storage

Expandable
Memory

Volume 10 Issue 6 2025

ANOVA - Income and study variables

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)

N  Mean
111 3.71
79 3.46
34 331
167 3.50
75 3.54
111 3.66
79 3.62
34 353
167 3.71
75 3.66
111 3.91
80  3.77
34 378
169 3.87
75 3.84
111 3.88
80  3.57
34 371

Std. F-test
Dev value value

0.78
0.91

0.89

0.87

0.91

0.77
0.84

1.01

0.74

0.89

0.75
0.77

0.79

0.75

0.77

0.86
1.03

1.00
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Multiple
Comparisons
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Camera

Screen
Width

Weight

Product
Involvement

Brand
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35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)
Below
15,000(B)
15,001 to
35,000( C)
35,001 to
50,000(D)
Above
50,000(E)

Not Earning(A)

169

75

111
80

34

169

75

111
80

34

169

75

110
80

34

169

75

109
80

34

168

74

111

3.85

3.91

3.73
3.68

3.80

3.75

3.80

3.70
3.48

3.55

3.42

3.46

3.85
3.87

4.02

3.80

3.89

5.88
6.06

6.09

6.13

6.16

5.37

0.83

0.97

0.80
0.74

0.79

0.82

0.74

0.70
0.74

0.85

0.79

0.82

0.79
0.72

0.81

0.82

0.90

0.80
0.76

0.65

0.69

0.68

1.23

0.28

242

0.58

241

0.82
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0.89

005 A>B,C,D,E

0.68

005 E>A,B,C,D

0.51
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Uniqueness  Below 80 532 1.33
15,000(B)
15,001 to 34 534 133
35,000( C)
35,001 to 169 510 144
50,000(D)
Above 75 519 149
50,000(E)
Brand Not Earning(A) 110 524 135 128 0.28
Association  Below 80 538 1.25
15,000(B)
15,001 to 34 534 147
35,000( C)
35,001 to 169 537 135
50,000(D)
Above 75 496 1.59
50,000(E)
Brand Not Earning(A) 110 4.66 142 0.04 1.00
Attachment  Below 80 4.61 1.33
15,000(B)
15,001 to 34 468 1.50
35,000( C)
35,001 to 168  4.63 1.51
50,000(D)
Above 75 468 1.65
50,000(E)
Brand Not Earning(A) 111 530 1.11 1.01 040
Loyalty Below 80 495 132
15,000(B)
15,001 to 34 513 1.27
35,000( C)
35,001 to 169 514 1.17
50,000(D)
Above 75 511 1.28
50,000(E)
Perceptions  Not Earning(A) 111 376 054 055 0.70
about Below 80  3.65 0.55
Smart 15,000(B)
Phones 15,001 to 34 367 0.68
35,000( C)
35,001 to 169  3.68 0.54
50,000(D)
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Above 75 370 0.68
50,000(E)

Source: Primary data

ANOVA - Income and study variables

Income

7
6
5
4
3
2
1
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Source: Primary data

ANALYSIS AND INTERPRETATIONS

The analysis of the provided table, focusing on the F-test values, significance values, and
multiple comparisons to draw conclusions about the differences between income groups for
each variable:

Overall Observations:

The table presents an ANOVA (Analysis of Variance) analysis, examining if there are
statistically significant differences in means across different income groups (Not Earning,
Below 15,000, 15,001-35,000, 35,001-50,000, Above 50,000) for various aspects of
smartphone characteristics and brand perceptions.

A key to interpreting this table is the "Sig value" (p-value).

o If Sig value < 0.05, the differences between at least some of the income group means
are statistically significant. In this case, we look at "Multiple Comparisons" to see
which specific groups differ.

o If Sig value > 0.05, there are no statistically significant differences between the

income group means for that variable.

Volume 10 Issue 6 2025 PAGE NO: 322



Degres Journal ISSN NO:0376-8163

Volume 10 Issue 6 2025 PAGE NO: 323



Degres Journal ISSN NO:0376-8163

Detailed Analysis by Variable:

1. Price: F-test value: 1.92, Sig value: 0.11. The p-value (0.11) is greater than 0.05.
This indicates that there are no statistically significant differences in the average
"Price" perception across the different income groups. While there are some
numerical differences in the means (e.g., Not Earning (A) has a mean of 3.71,
while 15,001 to 35,000 (C) has a mean of 3.31), these differences are not large
enough to be considered statistically significant at the 0.05 level.

2. Internal Storage: F-test value: 0.41, Sig value: 0.80. The p-value (0.80) is much
greater than 0.05. There are no statistically significant differences in the average
"Internal Storage" perception across the income groups.

3. Expandable Memory: F-test value: 0.53, Sig value: 0.72. The p-value (0.72) is
greater than 0.05. There are no statistically significant differences in the average
"Expandable Memory" perception among the income groups.

4. RAM: F-test value: 1.94, Sig value: 0.10. The p-value (0.10) is greater than 0.05.
There are no statistically significant differences in the average "RAM"
perception across the income groups.

5. Camera: F-test value: 0.28, Sig value: 0.89. The p-value (0.89) is much greater
than 0.05. There are no statistically significant differences in the average
"Camera" perception across the income groups.

6. Screen Width: F-test value: 2.42, Sig value: 0.05, Multiple Comparisons: A >
B, C, D, E. The p-value (0.05) is exactly at the significance level. This indicates
that there are statistically significant differences in the average "Screen Width"
perception among the income groups. The "Multiple Comparisons" show that the
"Not Earning (A)" group has a significantly higher mean perception of screen
width compared to all other income groups (B, C, D, E). This suggests that
individuals who are not earning perceive screen width more favorably or have
different preferences compared to those in various earning brackets.

7. Weight: F-test value: 0.58, Sig value: 0.68. The p-value (0.68) is greater than
0.05. There are no statistically significant differences in the average "Weight"
perception across the income groups.

8. Product Involvement: F-test value: 2.41, Sig value: 0.05. Multiple
Comparisons: E > A, B, C, D. The p-value (0.05) is exactly at the significance
level. This indicates that there are statistically significant differences in "Product

Involvement" across the income groups. The "Multiple Comparisons" show that
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the "Above 50,000 (E)" group has significantly higher product involvement
compared to all other income groups (A, B, C, D). This suggests that individuals
in the highest income bracket are more involved with smartphone products.

9. Brand Uniqueness: F-test value: 0.82, Sig value: 0.51. The p-value (0.51) is
greater than 0.05. There are no statistically significant differences in the average
"Brand Uniqueness" perception across the income groups.

10. Brand Association: F-test value: 1.28, Sig value: 0.28. The p-value (0.28) is
greater than 0.05. There are no statistically significant differences in the average
"Brand Association" perception across the income groups.

11. Brand Attachment: F-test value: 0.04, Sig value: 1.00. The p-value (1.00) is
very high, indicating absolutely no statistically significant differences in the
average "Brand Attachment" perception across the income groups.

12. Brand Loyalty: F-test value: 1.01, Sig value: 0.40. The p-value (0.40) is greater
than 0.05. There are no statistically significant differences in the average "Brand
Loyalty" perception across the income groups.

13. Perceptions about Smart Phones: F-test value: 0.55, Sig value: 0.70. The p-
value (0.70) is greater than 0.05. There are no statistically significant differences

in the overall "Perceptions about Smartphones" across the income groups.

SUMMARY OF KEY FINDINGS:

o Significant Differences:

o Screen Width: Individuals who are "Not Earning" have a significantly higher

perception of screen width compared to all earning groups.
o Product Involvement: Individuals in the "Above 50,000" income group show
significantly higher product involvement compared to all other income groups.
e No Significant Differences: For the majority of the variables, including Price,
Internal Storage, Expandable Memory, RAM, Camera, Weight, Brand Uniqueness,
Brand Association, Brand Attachment, Brand Loyalty, and overall Perceptions about
Smartphones, there are no statistically significant differences in the means across the

various income groups.
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IMPLICATIONS:
o Targeted Marketing/Product Development: For "Screen Width" and "Product

Involvement," these findings suggest that marketing strategies or product features
could be tailored to specific income segments. For instance, emphasizing screen size
might resonate more with non-earning individuals, while higher-income earners are
generally more engaged with smartphone products.

e General Appeal: For the variables where no significant differences were found, it
implies that these aspects of smartphones or brand perceptions are relatively
consistent across different income levels. This means a generalized approach to these
features or brand messaging might be effective across the board, or that income is not
a primary driver of these specific preferences.

e Further Research: While the F-test indicates overall differences, the "Multiple
Comparisons" pinpoint where those differences lie. For variables with a significant p-
value but no specific multiple comparison noted in the table (which is not the case in
this provided data, as only the significant ones had them), a post-hoc test (like Tukey's
HSD) would be needed to identify the specific differing pairs.

This analysis provides a clear understanding of which smartphone attributes and brand

perceptions are influenced by income levels and which are not, based on the provided data.

SUGGESTIONS

Based on the analysis, here are some suggestions for smartphone manufacturers and
marketers:

e Tailor Marketing for Screen Width: Since the "Not Earning" group shows a
significantly higher perception of screen width, consider emphasizing larger screens
in marketing campaigns targeted at this demographic. This could involve highlighting
the immersive viewing experience for entertainment or ease of use for educational
purposes.

e Leverage High Product Involvement in Affluent Markets: The "Above 50,000"
income group demonstrates significantly higher product involvement. For this
segment, focus on marketing that delves into the advanced features, cutting-edge
technology, and customization options of smartphones. Premium features, loyalty

programs, and exclusive offers could also be particularly effective.
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e Universal Appeal for Core Features and Brand Perceptions: For most other
features like price, internal storage, RAM, camera, and weight, as well as brand
uniqueness, association, attachment, and loyalty, income does not appear to be a
significant differentiating factor. This suggests that marketing efforts for these
attributes can maintain a more universal appeal across all income segments. A
consistent message about quality, reliability, and essential functionality should
resonate broadly.

e Re-evaluate Assumptions About Income-Based Preferences: The findings
challenge the assumption that income significantly influences perceptions of many
core smartphone features. This can lead to more efficient marketing and product
development, avoiding the creation of overly segmented strategies where they aren't

necessary.

CONCLUSION

The analysis of smartphone characteristics and brand perceptions across different income
groups reveals that income is not a universal determinant of consumer preferences. While
many attributes like price, internal storage, RAM, camera, and brand loyalty do not show
statistically significant differences based on income, two key areas stand out:

1. Screen Width: The "Not Earning" group places a significantly higher value on
screen width. This suggests a potential opportunity to market larger-screen devices or
emphasize screen real estate to this specific segment.

2. Product Involvement: The "Above 50,000" income group demonstrates a distinctly
higher level of product involvement. This indicates that more affluent consumers are
likely more engaged with, and interested in, the nuances and advancements of
smartphone technology.

In essence, while core smartphone features and general brand perceptions largely transcend
income barriers, targeted strategies focusing on screen width for non-earners and
emphasizing advanced product engagement for high-income individuals could yield more
effective outcomes. This nuanced understanding allows for more precise and impactful

allocation of marketing and product development resources.
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