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Abstract 
 

The behavior of consumers towards telecom industry is increasingly a focus of marketing research. In particular, 

consumer behavior in the telecom industry, from adoption motivation to post- usage behavior has become a 

major focus of research in the field of marketing. The results of the research confirm that the regulatory focus 

has an influence on consumer behavior towards Smartphone network purchase decision by affecting their 

perception, motivation, and lifestyle. India is one of the fastest growing economies in the world and the telecom 

industry industry in India is also growing very fast. For consumers’ smart phone network have become 

essential parts of personal and business life. There is a continuous increase in disposable income; there has 

been a major shift in the attitude and aspirations of the consumers. 

                                      
Introduction  
 
Different consumers have different characteristics in their life that also influences their buying behavior. 

Social factors such as family, groups, roles and status) and personal factors (such as age, occupation, lifestyle, 

personality and self-concept) are those characteristics that could influence the buyer behavior in making the 

final decision. 

 

Even when cheaper telecom  networks are available in the market, why do people buy expensive services? 

Price, quality, brand, country of origin, marketing, sales, word of mouth, etc. could be several factors that a 

consumer may think before buying a Smartphone network. How much does the brand of a Smartphone 

network affect the buying decision of a customer? As there are various types of smart phone networks are 

http://www.ijnrd.org/


             © 2023 IJNRD | Volume 8, Issue 1 January 2023 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2301061 International Journal of Novel Research and Development (www.ijnrd.org)  
 

a516 

 

available in the market with a varying price; what is the difference between them? And how they impact the 

customer buying decision? 

 
                                     Literature Review 
 

1. Preetam Sahu and Dr. Archana Agrawal was studying in the year of 2020 and researched a Study of 

consumers purchasing behavior towards mobile phones with special reference to Bilaspur city of central India 

.Finally they concluded in their research that the consumer  Buying a variety of mobile phones which satisfy 

his wants and they are always influenced  by His purchasing activities by some considerations which lead him 

to select a particular brand Feature, mode of selection or a particular store in preferred to others. 

2.  Consumers mostly preferred Samsung and Xiaomi mobile phones. The study has observed that there are 

many factors deemed as selection criteria of mobile phone. The most  preferred features before buying a cell 

phone by respondents of Bilaspur city were  performance, camera, design and gaming. Not necessarily all the 

variables for the  the purchase of a mobile phone influences a person in the same way and to the same extent. 

3. In case of choosing mobile phone brands by a consumer in Bilaspur, the mostly considered factors by the 

consumer include physical attributes like pricing, charging, operating facilities,  size and weight. The results 

of these findings can be used by the mobile companies for  production of mobile phones which are demanded 

by the consumers and this study also adds new data based on the existing literature to intensively understand 

the  consumer purchase intention towards mobile phones. 

4. Ms harshleen kaur Sethi was a researcher of Barclays shared services Pvt. Ltd. At New Delhi in the year of 

2017. He was studying the behavior of smartphones. According to his conclusion, problem recognition is 

generic in all cases. This means there are multiple brands in the market that can fulfill the needs of a 

consumer. Whenever a consumer plans for a mobile change, his desired state predominantly consists of the 

latest features in terms of both hardware and software. 

5. In most cases information search is external and mainly online. Especially in the case of  Search Before the 

model is launched in the market, websites like gsmarena, phonearena etc.Are the most used. Also personal 

contacts (Friends) and marketer information especially sale personnel are used as a key source. As part of 

internal source only personal experience with the same is commonly used. Both social and financial risk is 

high in the case of smart phone purchase. Top of the mind awareness is highest for brands likeSamsung and 

Apple. 

 

                                     

Elements of brand  
 

Brand identity: Brand identity comprises of the brand body, brand character, brand reflections, mental self 

view. The character clarifies the interesting mix of qualities for the brand.  
 

Brand image: The brand image is the engaging idea that customers hold towards the brands and frequently 

clarify the extraordinary blend of properties for the brand. The brand picture is the graphic idea that shoppers 

hold towards the brands and regularly clarify them through representations.  

 

Brand position: Brand position is the demonstration of correspondence which the brand administrator 

distinguishes the shopper important measurements and conveys about the brand on these measurements.  

 

Brand value: Brand value is the thing that the client is prepared to pay more when every single other brand 

are accessible in the market. Higher brand value prompts the brand inclination.  
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Brand preference  

Branding has always been an important aspect of marketing. Brand is a ground-breaking differentiator in a 
profoundly focused commercial center. It gives the organization the ability to avoid aggressive moves. A solid 

brand rings trust, certainty, solace and unwavering quality in the client's psyche. Brands live in the psyches of 

shoppers and are considerably more than only a tag for their acknowledgment and ID. They are the premise of 

customer relationship and bring shoppers and advertisers closer by building up an obligation of confidence 
and trust between them. 
 

Research Objective 

 
 To determine the relationships between brand popularity and telecommunication brand preferences;  

 To investigate the extent to which product attributes influenced student choices of telecommunication 

brands;  

 To determine the influences that marketing communications had on telecommunication brand preferences.  

 

Data Collection Methods 
 
This research is based on multi-methods, using both quantitative and qualitative techniques, in data collection 

with more emphasis on quantitative methods. It must be noted that the questionnaire survey was used as a 

main data collection instrument for this study because the questionnaire survey enables researchers to 

examine and explain relationships between constructs, in particular, cause-and-effect relationships. 

 

Data Analysis : 

 
This chapter is data analysis, in this chapter, the data collected through questionnaires was analyzed. As the 

primary research method was to conduct a survey, Questionnaires were distributed among people personally. 

Statistical methods were used to process the data using different types of graphs, charts and statistics to 

illustrate the findings. This section will first show the sample and analyze the targeted sample. Then, 

according to research objectives the findings are discussed and analyzed. 

 

1.Major Use of Smart Phone network 
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Smartphone networks are becomes need of everyone due to wide use in our day to day affairs. e.g. online 

payment through QR Code, UPI, Sale of products through online site like amazon and flipkart. This trend 

indicates that Smartphone is the fourth basic need of human being along with Roti, Kapda and Makan and 

there is huge scope for producers of such Smart phone network operators. 

 

For Entertainment: 
 

Following this, social media remains immensely popular with the younger generations, and Smartphone 

network have made it simple for people to share their experiences and thoughts with others while on the 

move, as well as keep up with others. Twitter, Instagram and Facebook are used heavily by people throughout 

the day, as it helps them to feel connected while also giving them the chance to express themselves. As Can 

be seen 245 people uses smart phone network for entertainment purpose. 

 

Use as a tool for Communication: 

The most common use of a Smartphone network is for messaging, and people do this for both business and 

leisure purposes. Phone calls are not as common these days, and instead people tend to prefer sending 

messages to people. Furthermore, the increase in group messages in recent times means that this is one of the 

quickest and easiest ways in which to stay in touch with multiple people at once.60.8 % people use it as a tool 

for communication. 

 

http://www.ijnrd.org/
https://www.theguardian.com/news/datablog/2015/sep/08/one-in-four-uk-smartphone-weekly-phone-calls


             © 2023 IJNRD | Volume 8, Issue 1 January 2023 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2301061 International Journal of Novel Research and Development (www.ijnrd.org)  
 

a519 

 

For Business related work: 

As a business person, you know that business is can happen anywhere. This means that business deals and 

transactions can be done outside the office. With this, it is crucial to have something that can help you 

maintain a smooth communication with your employees, business partners and customers. With business 

becoming more and more mobile, it is thus necessary to adopt smart phones network in the communication 

system. With smart phone network, you can easily perform communication actions such as sending and 

receiving of Internet fax, making and receiving calls, checking and recording voicemails, and many others. 

So, if you are on a business meeting far from your office, you can conveniently ask your employee to send 

reports such as financial statement. You do not have to go outside and look for an Internet café just to check 

your email. Highest vote is 65.8% is for business. 

 

Online Betting: 

Online betting is a gigantic industry and most of it is carried out on smart phone network. You can bet on 

practically anything, with online virtual sports betting rising in popularity in recent years as a fun way to pass 

the time no matter where you are, and also as a social activity to enjoy with friends. 

 

As a fashion Tool: 

 Generally females use smart phone network as fashion tool. This section also constitutes a 

large section in decision making. Around 26.5% people use Smartphone network only to show 

off or just because it is looking good. 

Tool for Education: 

Smartphone networks are greatest source of education. Everything is now available on internet 

and particularly on YouTube. Everybody is now knowledgeable and educated. As per survey 

168 people use phone for education. 

 

After Sales Service: 
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This question was asked to identify the influence of after sales services provided by operators to consumers in 

the decision-making process. According to the figure above 30% are agreed by after sales services provided 

by operators, whereas 25.3% are neutral by it. 16.8% are disagreeing to after sales services. The result shows 

that after sales services provided by operators are an important factor in the decision-making process for 

Smartphone network service purchases. This factor also helps a brand to build their brand image in 

consumers’ mind by providing good services after the purchase. 

 

Conclusions 

 Study conducted to identify the various factors which have active role in buying decision of smart phone network. 

Research study shows that buy decision of smart phone network is not influence by only one or two variable but a 

number of large variable play active role in buying decision.  

 

Through the data analysis factors have extracted which explained the variance in buying decision of smart 

phone network. Study reveals that factor price, Satisfaction about existing brand, well-known brand and 

quality of product play role in buy decision of smart phone network. Special advertisement and offers of smart 

phone network also considered buy people.  

 

Study shows that many buyers also technical aspects and after sales service of smart phone network services. 

The research has revealed that many factors are deemed as selection criteria of smart phone network. It is not 

necessarily all the variables influence a person in the same way and same extent.  

 

Each smart phone network operator should carefully re-think its strategy when producing, marketing and 

distributing these devices and focus on brand personality, brand positioning, and differentiation. People 

attracted towards newer technology and will be able to shift from one brand to another if it uses better 

technology. Telecommunication companies should carry out periodic survey to help in identifying these new 

technology features and decide which ones to add to its product. 
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