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ABSTRACT 

It is broadly clear that the cell phone industry is confronting fast development, with the expanded presentation of 

less expensive cell phones in Gorakhpur City strengthening rivalry between such organizations. Various 

investigations have been led in different nations on brand inclinations, yet there remains a hole in information with 

respect to the Gorakhpur advertise. It was in this manner justified to scholastically inquire about components 

impacting shopper brand inclinations when obtaining cell phones, so as to comprehend these inclinations, and what 

customers think about when making such buys. The method of reasoning of the examination was to give new bits of 

knowledge to neighborhood advertisers into the elements buyers consider most when seeing cell phone brands. The 

point of this investigation was along these lines to decide brand inclinations for cell phones among individuals in 

Gorakhpur City. 

Keywords: Consumer, Consumer Awareness, Satisfaction and Consumer choice. 

I. INTRODUCTION 

Cell phones have turned into a need in the everyday lives of shoppers. In any case, because of progressions in 

innovation the cell phone industry has demonstrated quick development, and this makes it vital for advertisers to get 

data on brand inclinations for cell phones. This section introduces the foundation for cell phone brand inclinations in 

the objective populace, comprising of individuals of Gorakhpur, U.P. The section expresses the exploration issue, 

and the points and targets of the examination. It additionally takes a gander at the reason behind, and quickly 

clarifies the examination system utilized for, the investigation. At long last, the examination's impediments and a 

concise part diagram are given.  

Lion's shares of the general population, regardless of their age, salary and geographic area, have acknowledged it as 

a vital part of their everyday lives. Cell phone industry everywhere throughout the globe is right now going through 

a violent business condition because of uplifting rivalry just as the nonstop changes in the preferences, inclinations 

and necessities of the clients. Because of this, the players in the business always take part in advancement and 

separation to meet and fulfill customer inclinations. Notwithstanding, the buyer conduct writing has not many 

examinations that reveal the fundamental intentions and selections of customers amid cell phone buy process.  
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Amid the presentation arrange, cell phones were utilized exclusively for correspondence. With mechanical 

developments, headways and union of highlights of different enterprises, the usefulness of the item has gone past 

creative energy. The business is exceptionally unique and new models are acquainted with the market nearly on a 

week by week premise. Accessibility of 3G and 4G systems and development of advanced cells have made cell 

phones to a greater extent an individual computerized associate. Past voice, the real patterns forming the versatile 

culture have been recognized to be (a) correspondence administrations, for example, voice, content and pictures; (b) 

remote web administrations, for example, perusing and email; and (c) distinctive media administrations, for 

example, films, recreations and music (Hansen, 2003). With web get to enablement in cell phones, they have turned 

out to be one bit nearer to PCs.  

This paper investigates the components impacting customer inclination towards cell phones and explores the reasons 

that trigger the buy of new ones. The brand dependability of shoppers is investigated and the impact of sex on buy 

decision is inspected. The inclinations of buyers can, to a bigger degree, sway the innovation push driven cell phone 

industry in making new models and adding inventive highlights to fulfill them. 

II. REVIEW OF LITERATURE 

 
From shopper conduct point of view, a buyer goes through five stages amid the buy of items, for example, need 

acknowledgment, data look, assessment of choices, buy and post buy assessment (Schiffman et al, 2015). The data 

pursuit should be possible through various sources, for example, notices, informal, reference gatherings, proposals, 

web based life, and so on. The buyers' define their buy choices by the constrained data hunt of what they got as 

opposed to assessing every single imaginable option (Moorthy et al., 1997).  

In the event of cell phone buys, a purchaser may experience all the five phases of normal basic leadership or he may 

make speedy buy because of decadent contemplations. The general conviction is that if there should arise an 

occurrence of utilitarian items, discerning basic leadership is included, though in the event of indulgent items, 

enthusiastic basic leadership is included. For cell phone buy, both judicious and decadent contemplations may drive 

purchasers (Batra and Ahtola, 1991). The buy choices for cell phones for the most part pursue sound purchasing 

process, however in specific cases the choice may likewise be affected by representative inclination related with 

certain brands. (Dorsch et al, 2000) It has been seen that more youthful customers esteem progressively decadent 

highlights in cell phones (Wilska, 2003).  

While settling on the buy choice, a shopper is impacted by a few social, social and monetary components 

encompassing him. The variables that decide cell phone handset buy change starting with one age then onto the 

next, among male and female, one ethnic gathering to another and from different psychographic and personal 

conduct standards. It is likewise noticed that the all components whether mechanical, structure, brands, purposes and 

social reference bunches assumed a job in impacting customer conduct in choice of cell phone handsets. (Ehtesham 

Mohammad, 2012).  

The diverse item characteristics that the buyers gives significance in choosing a handset have been seen to be 

configuration, value, web association, battery life, camera, video quality, applications downloading, working 

framework and long range interpersonal communication. The item ascribes help to choose the item when client 

confounded between various items. (Sandeep Kumar, 2015). It isn't essential that every one of the components must 

impact an individual similarly and to a similar degree. (MdReazUddin et al, 2014).  
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The six free factors, for example, value, social impact, sturdiness, brand name, item highlight and after deals 

administration consolidated fundamentally impact the buyers purchasing choice of cell phone gadgets. The main 

factor is cost trailed result highlights and solidness (MesaySata, 2013). The size, physical appearance and 

fundamental menu of cell phone are observed to be the most critical variables affecting the decisions of cell phones 

(Ling Hwang and Salvendy, 2007). Buyers' self-learning was estimated by contrasting the item trait significance and 

the anticipated decisions and the genuine buy. The purchasers were having a moderately decent prescient intensity 

of an item they have picked, yet not an ideal one (HernanRiquelme, 2001) 

III.OBJECTIVES AND SCOPE OF STUDY 

 
The essential goal of the examination is to explore the components impacting buyer inclination towards cell phones 

and to decide factors influencing brand inclination for cell phones among understudies at the chose advanced 

education organization. The most favored brand of cell phones among the example respondents is investigated 

alongside their image reliability. The impact of sexual orientation on buy decision is inspected and the recurrence of 

procurement is researched. Cell phone decisions are observed to be identified with past utilization designs. It was 

watched sexual orientation has effect on cell phone decisions as addictive utilization of cell phones among female 

was because of popular and incautious utilization though those in male were identified with innovation excitement 

and pattern cognizance (Wilska, 2003).  

Coming up next are the destinations of this exploration examine:  

• To decide the connections between brand notoriety and cell phone brand inclinations;  

• To determine the impacts of costs on people groups decisions of cell phone brands;  

• To research the degree to which item traits affected understudy decisions of cell phone brands;  

• To survey the degree to which brand inclinations were influenced by social impacts 

• To decide the impacts that advertising interchanges had on cell phone brand inclinations 

 

IV.RESEARCH METHEDOLOGY 

The investigation is elucidating in nature. Essential and optional information both establishes the real wellspring of 

data for the examination. The information were gathered utilizing an organized survey. The poll was posted online 

in different web channels utilizing Google Forms. 150 individuals who reacted to the overview established the last 

example. The consequences of the examination are touched base by doing enlightening just as inferential data 

analysis. 

 

 

V.  DATA ANALYSIS AND INTERPRETATION 
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The statistic profile of the respondents has been at first broke down. It very well may be seen that greater part of the 

respondents are male (57.3 %). As for age, 64% of the respondents are 21-30 years of age and 20 % of the 

respondents are underneath 20 years old. Consequently, practically 94% of the respondents speak to the adolescent 

classification. 67.7% of the respondents are understudies and 20.8% are utilized either in the private or open 

division. Yearly family pay of most of the respondents (43.8%) is beneath Rs. 2 lakhs. 32.3% of the respondents 

have a yearly family pay of Rs.2 lakhs-4 lakhs. While 40.8% of the respondents live in urban territories, 30.8% live 

in semi-urban zones and 28.4% live in rustic territory. 

Table 1: Demographic profile of the respondents 

 

Demographics 
 

Variable 
 

Frequency 

(N=150) 
 

Percentage 
 

 

Gender 

 

Male 86 57.3 

Female 64 42.6 

 

 

Age 

 

Below 20 26 17.3 

21-30 96 64 

31-40 20 13.3 

41-50 8 5.3 

Above 50 years 0 0 

 

Occupation 

 

Student 98 65.3 

Employed 35 23.4 

 Business 

 

14 9.3 

Not employed 

 

2 1.3 

Others 

 

1 0.6 

 

 

Annual  income 

 

Below Rs. 2 lakhs 

 

78 52 

Rs. 2 lakhs- 4 lakhs 

 

46 30.6 

Rs 4 lakhs -Rs 6 lakhs 

 

18 12 

Above Rs 6 lakhs 

 

8 5.3 

 

Place of residence 

 

Urban 88 58.6 

Semi-urban 52 34.6 

Rural 10 6.6 

 

 

 

 

 

Table 2: Brands of the mobile phones being used by the respondents currently 
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Brands 
 

Frequency Percentage 
 

Apple 12 8 

Samsung 36 24 

Nokia 18 12 

Vivo 20 13.3 

Oppo 15 10 

Xiaomi 29 19.34 

Realme 11 7.3 

Asus 5 3.4 

Other 4 2.67 

Total 150 100.0 

 

Respondents were solicited to make reference to the brands from versatile they were presently utilizing. While the 

significant brands were recorded, lion's share of the respondents (24%) referenced that they were utilizing Samsung 

versatile. 19.34% are utilizing Xiaomi cell phones and 8% are utilizing iPhones. The outcomes unmistakably 

delineate the focused scene winning in the business and the accessibility of a lot of brands in the market. 

 

 

Table 3: Brand loyalty among the respondents 

 

Loyalty towards the brand 

 

Frequency 

 

Percent 

 

Yes 120 80 

No 20 13.34 

Can’t say 10 6.66 

Total 150 100.0 

 

Respondents were gotten some information about their unwaveringness towards the brands being at present utilized 

by them. Lion's share of the respondents (80%) referenced that they feel reliability towards the brands they are 

utilizing, while 13.34% said that they will switch marks according to their decision and are not mark steadfast. An 

equivalent 6.66% said that they are not clear about their image unwaveringness. 

 

Table 4: Intention to repurchase the same brand 

 

Loyalty towards the brand 

 

Frequency 

 

Percent 

 

Yes 30 20 

No 72 48 

Can’t say 48 32 

Total 150 100.0 

 

Respondents were additionally asked about their ability to buy a similar brand, while supplanting the current 

handset. The outcomes were in opposition to the steadfastness insights. Just 20% of the respondents said that they 

will run with a similar brand. 32% said they can't state and 48% said that they won't go for a similar brand. 

Table 5: Preference according to the specification of the handset 
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Specification Frequency Percentage 

camera 54 36 

RAM 35 23.33 

screen 32 21.33 

Storage 14 9.33 

Battery 15 10 

Total responses 150 100.0 

Respondents were asked about the handset preference. Maximum preference (36%) is for good camera handsets,  

according to RAM (23.33%), screen (21.33%), storage (9.33%) and rest for battery (10%). 

 

Table 6: Frequency of changing mobile phones 

 

Frequency of changing 

handsets 

 

Frequency 

 

Percentage 

 

Less than 6 months 

 

25 16.66 

6-12 months 

 

36 24 

1-2 yrs 

 

59 39.33 

2-3 yrs 

 

21 14 

More than 3 yrs 

 

9 6 

Total 150 100.0 

 

As forthe recurrence of evolving handsets, lion's share of the respondents opined (14%) that they supplant their 

handsets simply following 2-3 years of utilization. 39.33% said that they change handsets following 1-2 years of use 

and 6% said that they change handsets subsequent to utilizing them for over 3 years. 

 

Table 7: Money spent on purchasing mobile phones 
 

Money spent 

 

Frequency 

 

Percentage 

 

Less than Rs. 5000 

 

5 3.33 

Rs.5000- Rs.10000 

 

39 26 

Rs.10000- Rs.15000 

 

54 36 

Rs.15000 - 25000 

 

26 17.33 

Rs.25000- Rs.35000 

 

13 8.66 

More than Rs.35000 

 

13 8.66 

Total 

 

150 100.0 

 

As per the respondent 36% spent money most between 10,000-15,000 and at second 26% of respondent spent 

money between 5000- 10,000. The least percentage of respondent lies under 5000 which is 3.33%. 
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Table 8: Place of purchasing mobile phones 

 

Place of purchase 

 

Frequency 

 

Percentage 

 

Online stores 

 

68 45.3 

Exclusive showrooms 

 

35 23.3 

Mobile showrooms 

 

41 27.3 

Others 

 

6 4.1 

Total responses 

 

150 100.0 

 

Larger part of the respondents (45.3%) said that they as a rule buy cell phones from online stores, while 27.3% of 

the respondents for the most part buy from mobile showrooms. 

Table 9: Factors triggering the purchase of mobile phones 

 

 

 

Weighted average 

score 

Rank 

 

Advertisement 

 

3.55 5 

Offers 

 

3.71 4 

Existing mobile breakage 

 

3.98 3 

Change in trend 

 

3.99 2 

Actual need 

 

4.25 1 

No reasons 

 

2.81 6 

 

The elements that trigger the buy choice for purchasing cell phones were asked on a 5 point Likert's size of 

significance. The weighted normal scores were determined and the reasons were positioned. In like manner, the 

most imperative purpose behind obtaining another cell phone is 'real need', trailed by 'change in pattern' and 'existing 

versatile breakage' 

 

Table 10: Factors influencing the choice of mobile phones 
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Factors 

 

Mean Rank 

 

Rank 

 

Brand name 

 

4.74 3 

Appearance 

 

5.17 5 

Price 

 

4.87 4 

Quality 

 

3.84 1 

Features 

 

4.37 2 

After sales service 

 

6.05 7 

Model 

 

5.49 6 

Social status 

 

6.95 9 

Reviews and recommendation 

 

6.23 8 

Brand advertisement and Promotion 

 

7.30 10 

 

The different elements affecting the inclination towards explicit brands of cell phones were asked utilizing a 5 point 

Likert's size of significance. The mean positions of reactions were determined utilizing Freidman rank test. 

Accordingly, the most critical factor impacting the decision of cell phones is 'quality' trailed by 'highlights', 'brand 

name' and 'cost' in the request. The least vital elements are 'brand ads and advancement', 'economic wellbeing's and 

'surveys and proposals'.  

To test speculation because of sexual orientation on recurrence of changing cell phones, information on the two 

factors were cross classified and chi-square test was directed. The outcomes demonstrated that there is a no critical 

relationship among sex and the recurrence of changing cell phones. The chi-square sig. esteem (p = 0.292) is more 

than 0.05, it is demonstrated that there is no relationship between the factors. 

VI. CONCLUSION 

 
The consequences of the research demonstrate that buyers think about different factors before picking a specific 

brand of cell phone. A portion of the elements impact customers' choice incredibly while others have nearly low 

effect on their buy choices. It has been found through the investigation that genuine need is the most imperative 

factor setting off the buy choice. The 'camera' is the most favored part of 'screen' of cell phones, trailed by 'Slim' and 

'battery'. The most essential elements affecting the decision of cell phones is 'quality' trailed by 'highlights', 'brand 

name' and 'cost' in the request. There is a no noteworthy relationship among sex and the recurrence of changing cell 

phones. Online stores are the most favored way for making the buy. A large portion of the respondents utilize cell 

phones for 1-2 years.  
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With a plenty of brands accessible in the market, 24% of the respondents were utilizing Samsung brand of cell 

phones and 19.34% of respondents uses Xiaomi brand which is at 2
nd

 place after Samsung. It is prescribed that cell 

phone producers complete intermittent studies in the market to comprehend their aggressive situating. Customer 

studies should be led all the time to comprehend the evolving patterns, inclinations and fulfillment towards their 

brands. In view of the consequences of such overviews, advancements should be acquired in order to support and 

build the piece of the pie and purchaser dependability 
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