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Abstract 

The term viral marketing, buzz marketing and word of 

mouth marketing are used interchangeably. Even though 

the marketing literature distinguishes between these terms, 

all of these refer to marketing techniques that use pre-

existing social networks to build brand awareness by 

encouraging people to talk about the brand. As per 

definition, a brand is a name given to a product or service, 

such that it takes on an identity by itself. The brand is used 

widely in business- marketing and advertising for the wide-

scale acceptance of the product. The popularity of brand 

increases with quality advertising techniques. 

In today’s world, Smartphone’s have occupied a crucial 

position in our life. India has become the second biggest 

active smart phone market in the sense of active and unique 

users in the world crossing 220 million users, greater than 

the US market, according to a report by Counterpoint 

Research. The ability to access all corners of the globe with 

the touch of our fingertips has changed the world 

drastically and gets everything closer .Newer and more 

improved versions of the product reach the market, the 

budding minds of our youth are attracted to them for 

reaching possibilities. Though India is still has a long way 

to go, as the smart phone penetration is still below 30% of 

the total country’s population. There is vast competition 

among brands to prove themselves in the terms of features, 

appearance, ease of access and increase in sales. Brand 

preference is not something new since its advent. The youth 

are gazing to the glowing success of smart phones 

constantly looking to upgrade to a better version. 

Brand preference does not mean choosing over quality. 

Some people feel certain brands are loyal to them so that 

they may feel attached to this particular brand for no 

apparent reason, only willing to substitute if there 

preferred brand is unavailable. Brand preference is 

common among young generation especially in the case of 

smart phones. The attachment may be emotional or 

habitual which makes them prefer it above others. 

Nowadays teenagers can be found arguing about which 

brand is best and which is not. Arguments solely depend on 

their brand preferences. So this study concentrates on the 

influencing factors of the smart phone selection in Kerala. 

 

Key Words: - voltage stability, voltage stability 

index, critical point. 

 

I.INTRODUCTION 

The trustworthiness that a customer has towards 

a specific product or service is termed as the brand 

preference. Some customers are obsessed with a 

particular brand and will not switch over to or even 

consider a substitute. It is clear that price fluctuations 

decide brand loyalty. A customer makes the purchase 

decision based on brand name rather than the quality 

of the product or its price. The brand name includes 

logos, slogans, symbols, or even the name of the 

company itself. It helps the consumers easy 

recognition and for taking a speed purchase decisions. 

Most marketing companies are capable to convincing 

their customers that the product of a given brand is 

superior whether or not it really is. This is one among 

the reasons why branded products are often 

expensive. The top mobile phone manufacturers 

namely Samsung, Motorola, Sony Erickson and LG 
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are the major market contributors in the smart phone 

world. They are concentrating their effort for 

marketing their products to youngsters in the world.  

This study sets to analyze the brand preference 

among youngsters which in turn influence their 

purchase decision and leaves a mark on the purchase 

patterns of smart phones. To make this research 

possible, I prepared a questionnaire incorporating 

multifarious questions and distributed it among the 

respondents in Kerala. They were allowed to make 

suggestions pertaining to their favorite mobile brand 

and were given space to record among other things, 

the specific characteristics of a brand, if any, that let 

them prefer it over others. With the advent of mobile 

phones, there was a revolutionary change in the 

telecommunication sector and as we know, in the 

modern context mobile phones, especially smart 

phones play a pivotal role in our day to day life. 

Motorola‟s innovation soon paved way for others to 

take lead and currently companies like Apple, 

Samsung, Sony, Microsoft, Asus, Lava, Oppo etc. are 

the big names that top this industry. Every company 

try to create new features and lucrative offers to 

attract the consumers group , even though it is 

difficult to sustain and survive in the modern fast 

changing technology driven economy. It is the aim of 

this study to unearth the influence of brands on 

youngsters and the choices they make.   

Scope and Significance of the Study 

Customer buying process depends upon a lot of 

factors, such as their age, sex, income, perception, 

brand etc. Large scale business units are marketing 

their product by studying consumers buying 

behaviors.  The scope of this study is intended to 

describe and analyze the youth‟s brand preference of 

smart phones. And also it focuses on the attitude of 

customers regarding the popular brands. A thorough 

knowledge of youth‟s brand preference in cell phone 

would help to understand how a particular brand 

influence the youth‟s buying decision and 

preferences. 

This study is used to ascertain the current 

scenario of customer with respect to brand preference 

of smart phones the telecom industry 

Statement of the Problem 

In this study we are evaluating the topic “Brand 

Preference of Smart Phones among the Youth in 

Kerala”. The brand preference is a difficult task while 

buying a mobile phone. Brand preference involves 

many tasks, which are evaluated in our project. 

Objectives of the Study 

The primary objective is to study the perception 

and buying habit of the younger generation towards 

various mobile phone brands. The other objectives 

are: 

1. To know the preference and influence of 

different smart phone brands among youth. 

2. To find out youths satisfaction over various 

smart phones.  

3. Key features which attract a customer to a 

specific brand. 

4. Factors that encourages a customer on 

decision making. 

Research Methodology  

This study is conducted in 60 respondents who 

are locating in four zones of Kerala. The sampling 

technique which we have adopted is „Convenience 

Sampling‟ technique. Our sample units are the 

students between the age limit of 15 to 30 in Kerala. 

Source of Data 

1. Primary data has been collected with the 

help of Questionnaire and observations.           

2. Secondary data source are various 

magazines, product range broachers of the company 

and websites. 
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Tools of Analysis 

Chi-Square Test 

1. The topic has a wider scope there for in 

wider sense the findings may vary so that Our studies 

are limited to the younger generation in Kerala. 

2. Inferences cannot be drowning about a large 

population from a sample size of 60 respondents. 

3. The study is based on the contemporary 

youth satisfaction. But it may change according to 

time,     trend, technology etc. 

Review of Literature 

Kurjalouoto et al (2005) conducted a research to 

find out the factors influencing consumer choices of 

mobile phones. He analyzed the data by conducting a 

group interview with 79 graduate students followed 

by a survey of 196 respondents. He found that Price, 

brand, interface and properties are the factors which 

affect purchasing behavior of mobile phones in 

Finland. 

Malviya et al (2013) studied about brand 

preference on the basis of research conducted on the 

factors influencing consumers‟ purchase decision in 

Indore. The basis of the research is to identify the key 

factors which have a dominating effect on the 

customers‟ minds while making a purchase of smart 

phone. The collected data was analyzed and 

interpreted using chi-square, reliability analysis. It 

was found that data is reliable for factor analysis. The 

measurement model suggested four factors, price, 

brand preference, social influence and features having 

dominant influence on the customer purchase 

decision in Indore.  

On the contrary, MohdSuki (2013a} put forward 

that Malasian students were intended to purchase a 

smart phone, though its price was relatively high, to 

enhance their image. Probably, this specific attitude 

may be interacted with price signalizing theory where 

consumers consider lower prices as substandard 

product quality (DelVecchio&Puligadda, 2012). 

Consumers are intended to prefer a product that 

is perceived as titling their self-image. Therefore, 

brand image is fairly crucial for policy-makers in the 

market for consumers purchase intention (Ataman 

&Ulengin. 2003) In this respect, many earlier studies 

(Bojei&Hoo. 2012; Qakir&Demir. 2014, MohdSuki. 

2013)| also underlined the importance of brand  

image on consumers current and future smart phone 

use. Apart from brand image, user experience and 

social influence were significantly associated with 

purchase and repurchase intention of smart phone 

(Bojei&Hoo. 2012. Chou & Yao. 2012). 

Analysis and Interpretation 

Table: 1 To analyze the brand preference of smart phone of gender towards brand 

 

 

 

 

 

 

 

 

 

 

 

 

Gender * Brand Cross tabulation 

  Brands Total 

Apple Microsoft Others Samsung Sony 

 

 
 

 

Gender 

 

 
Female 

Count 2 3 7 11 4 27 

% within gender 7.4% 11.1% 25.9% 40.7% 14.8% 100.0% 

% within Brand 16.7% 100.0% 53.8% 44.0% 57.1% 45.0% 

% of Total 3.3% 5.0% 11.7% 18.3% 6.7% 45.0% 

 

 
Male 

Count 10 0 6 14 3 33 

% within gender 30.3% 0.0% 18.2% 42.4% 9.1% 100.0% 

% within Brand 83.3% 0.0% 46.2% 56.0% 42.9% 55.0% 

% of Total 16.7% 0.0% 10.0% 23.3% 5.0% 55.0% 

 
 

Total 

Count 12 3 13 25 7 60 

% within gender 20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 

% within Brand 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 
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(Chart : 1) 

Interpretation 

Out of 60 respondents 27 are female and 33 are male, most of female and male respondents prefer Samsung 

mobile. The counts are respectively 11 and 14. Second mostly preferring brand is Apple, here only 10 

respondents favoring it. But the female is least bothered about Apple only 2 respondents prefer apple and 7 

female and 6 male respondents prefer other companies least of female and male respondent like Microsoft and 

Sony. 

Table: 2 To analyze the age group of consumers towards brand 

 

Age Group * Brand Cross tabulation 

 Brand Total 

Apple Microsoft Others Samsung Sony 

Age 

Group 

15-20 

years 

Count 1 0 1 3 1 6 

% within 

 age Group 

16.7% 0.0% 16.7% 50.0% 16.7% 100.0% 

% within Brand 8.3% 0.0% 7.7% 12.0% 14.3% 10.0% 

% of Total 1.7% 0.0% 1.7% 5.0% 1.7% 10.0% 

20-30 

years 

Count 11 3 12 22 6 54 

% within  

age Group 

20.4% 5.6% 22.2% 40.7% 11.1% 100.0% 

% within Brand 91.7% 100.0% 92.3% 88.0% 85.7% 90.0% 

% of Total 18.3% 5.0% 20.0% 36.7% 10.0% 90.0% 

Total Count 12 3 13 25 7 60 

% within  

age Group 

20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 

% within Brand 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 
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(Chart: 2) 

Interpretation 

Out of 60 respondents only 6 respondents is in the age group 15 years to 20 years. Out of them one 

respondent prefer apple 3 respondents prefer Samsung 1 respondent prefer other brands and 1 respondent prefer 

Sony.  54 respondents contains in the age group 20-30 years  11 respondents prefer apple 3 respondents prefer 

Microsoft 12 respondents like others 22 respondents prefer Samsung and 6 respondents like Sony. 

Influence of Ads * Brand Cross tabulation 

Table: 3 To analyze influence of Ads towards brand 

 Brand Total 

Apple Microsoft Others Samsung Sony 

 

 

Influence of 

Ads 

 

No 

Count 6 1 6 9 1 23 

% within 

Influence of 

Ads 

26.1% 4.3% 26.1% 39.1% 4.3% 100.0% 

% within Brand 50.0% 33.3% 46.2% 36.0% 14.3% 38.3% 

% of Total 10.0% 1.7% 10.0% 15.0% 1.7% 38.3% 

 

 

Yes 

Count 6 2 7 16 6 37 

% within 

Influence of 

Ads 

16.2% 5.4% 18.9% 43.2% 16.2% 100.0% 

% within Brand 50.0% 66.7% 53.8% 64.0% 85.7% 61.7% 

% of Total 10.0% 3.3% 11.7% 26.7% 10.0% 61.7% 

 

 

Total 

Count 12 3 13 25 7 60 

% within 

Influence of 

Ads 

20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 

% within Brand 100.0% 100.0% 100.0% 100.0% 100.0% 100.0% 

% of Total 20.0% 5.0% 21.7% 41.7% 11.7% 100.0% 
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Chart:3 

 

 

Interpretation 

Out of 60 respondent‟s 23 respondents influenced by the Advertisement s and 37 are not influenced by the 

ads. Out of 23 respondents 6 respondents influenced by Apple ads only on influenced by Microsoft ads. 6 

respondents were influenced the ads of other brands. 9 respondents influenced by Samsung and only one 

influenced by Sony ads. 

Chi-Square Test 

Whether there is any influence of advertisement over brand preference of smart phones? 

Hypothesis 

H0: There is no significant relation on influence of advertisement over brand preference of smart phones. 

H1: There is significant relation on influence of advertisement over brand preference of smart phones. 

a. Runthe test 

Table: 4 Influence of advertisement over brand preference of smart phones. 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 2.829a 4 .587 

Likelihood Ratio 3.069 4 .546 

N of Valid Cases 60   

i. 6 cells (60.0%) have expected count less than 5. The minimum expected count is 1.15 

ii. Significance 

The chi-squaretest resultshows 

Chi-squarevalue=2.829, df=4, p=.587 

iii. Accept or Reject H0 

Thep value isgreaterthan α=0.05, the resultis not significant. 

HenceH0accepted andH1rejected. 

iv. Conclusion 

It can be concluded thatthereis no significant relation or influence of advertisement over brand 

preference of smart phones. 

b. Runthe test 

Table 5. Relationship between age group and brand preference of smart phones 
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Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square .067a
 1 .795 

Continuity Correctionb
 .000 1 1.000 

Likelihood Ratio .067 1 .796 

N of Valid Cases 60   

i. 6 cells (60.0%) have expected count less than 5. The minimum expected count is .30 

ii. Significance the chi-squaretest resultshows 

Chi-squarevalue=.701, df=4, p=..951 

iii. Accept or reject H0 

Thep value isgreaterthan α=0.05, the resultis not significant. 

HenceH0accepted andH1rejected. 

iv. Conclusion 

It can be concluded thatthereis no significant relationship between age group and brand preference of 

smart phones 

c. Run the Test 

Table 6. Influence by gender on brand preference on smart phone 

Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 8.397a 4 .078 

Likelihood Ratio 9.961 4 .041 

N of Valid Cases 60   

i. 4 cells (40.0%) have expected count less than 5. The minimum expected count is 1.35. 

ii.  Significance 

Chi-Squarevalue= 8.397, df=4, p=.078i-sq 

iii. Accept or reject H0 

Thep value isgreaterthan α=0.05, the resultis not significant. HenceH0accepted andH1r eject ed. 

iv. Conclusion 

It can be concluded thatthereis no significant relation on influence by gender on influence by brand 

Preference of smart phones. 

Findings 

a) Most of the respondents prefer Samsung and 

Apple phones and least of them prefer Microsoft 

windows phone. 

b) Android operating system plays a vital role 

while preferring smart phones among the youth. 

c) Price and quality are the most important 

factors for the respondents while the purchase of  

Mobile phones. 

d) Most of the respondents buy smart phones 

through dealers. 

e) Overall 46% respondents are satisfied with 

their existing smart phones 

f) Younger Generation buys apple i-phones 

because they have high brand image compared to 

other popular brands and they offer high quality 

products and the camera quality of this products are 

enough to satisfy younger generations. 

g) Due to paper less transaction paved the way 

for the wide scale usage of smart phones. 

h) Regular updating of android system attracts 

the people for buying the product, compared with 

windows model set. 

Suggestions 

a. Companies should improve their customer 

oriented and  quality after sale service 
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b. Windows operating system should develop 

some more applications as android have.   

c. It is advisable to increase battery backup of 

phones having android operating system. 

d. All companies should increase their 

distribution and service outlets. 

e. Large scale attacks of malware and viruses 

will lead to insecurity for the usage of smart phone. 

f. Heating and destructing mobiles will 

consider a serious issue for the purchasing that 

product. 

g. Companies should offer more range of 

products having price of less than Rs. 10000. 

II. CONCLUSION 

The term brand preference is not an abstract idea, 

but it is very relevant among the customers plays a 

vital role in making choices and selection of certain 

brands. This study revealed the fact that majority of 

the Android operating system is the key factor behind 

these changes. Here compared with android platform, 

window phones offering limited applications to its 

users. So automatically people will attracted for 

android phones. The competition between the 

companies for survival is another significant reason. 

At the same time people will choosing a mobile 

phone not simply on the basis of its size and shape, 

but on number of factors such as battery backup, 

status symbol, income level , occupation of customers 

, number of applications etc..This study shows that 

the sample consumers are fonder of the promotional 

campaigns and consumers offers. So the company 

should adopt more attractive promotional campaign 

and better offers not only for attracting new group of 

customers but also maintain and satisfying the 

existing group of customers. 
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