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PREFACE

In this era of globalization, telecommunication has become an integral part in our
everyday lives. Almost every working adult own a telecommunication device. Due to
technological advancement, the current advanced technological device is the
smartphone. There are many factors that influence consumers during their

smartphone purchase process.

Not only have that, the presence of various smartphone companies and their
corresponding brands further lengthened the purchase process. Consumers are at
‘cross-roads’ when it comes to selecting a smartphone brand. This is because every
smartphone brand has their uniqueness that suits certain consumers in different

market segments.

In addition, females role in purchase decisions have relatively changed over time. The
number of females who are working is increasing drastically every year. Therefore,
equal attention must also be given to female purchase behavior as they make up a

large percent of the total market segment.

This research studies and examines the factors affecting consumers purchase intention
towards smartphone brand: A study of young female adult consumers. Hence, the
findings of this research will be useful for marketers as well as smartphone
developers to tailor their product and marketing activities in accordance to the female

consumer’s preference.

XVi



Factors affecting purchase intention towards smartphone brand: A study of young
female adult consumers

ABSTRACT

In this rapidly advanced technology era, more and more new inventions are being
launched to the marketplace. Firms as well as Multinational Corporations are
allocating a relatively large amount of financial capital for Research and
Development(R&D).Compared to the past decade, a lot of smartphone companies has
emerged and compete effectively. These companies devote a lot of effort in order to
gain a large market share among customers and consumers in the smartphone
industry.Thus, a deep understanding on how consumers choose a smartphone brand is

essential.

This research carries the objective to study factors affecting the purchase decision of
consumers towards smartphone brand.However, the focus of this study is on young
female adult consumers. The four main dimensions that we have selected to study the
factors affecting consumers purchase decision are brand image,pricing, product
features and peer group influence.We study the interrelationship among these

variables and how these variables impact the consumer’s decision process.

A total of 200 set of questionnaires have been distributed to respondents around
Klang Valley area. The respondents encompass both female students and female
working adults. Statistical Package for the Social Science 21 (SPSS) is used in order
to statistically measure and calculate the data and research findings. After the analysis,
all the four selected variables, brand image,pricing,product features and peer group
influence has proven to have a significant relationship with the factors affecting the

consumer purchase intention.
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The limitations of this study which we had encountered and the necessary
recommendations are discussed towards the last chapter. The recommendations

provided deliver effective suggestions and call for further studies in the future.
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