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SYNOPSIS 
 
 
The aim of this research is to analyze the effects of the marketing mix on the mobile industry in 
the UAE, with special regard to product. We first analyze the various terms of marketing and the 
marketing mix. From the study, we find that the role of ‘Product’ is an indispensible part of the 
marketing mix, of which lies the first key to success for a company. We find that there is a slight 
discrepancy between the wants and needs of the audience, with regards to gender and age, but 
overall, most are similar. All audience is not as concerned with price, as much as they are with 
the features that the product has to offer. Overall, we find that the marketing mix for the mobile 
industry should focus on ‘Product’, in particular product features and packaging, and 
‘Promotion’. The other elements of the marketing mix do play key roles in the success of sales in 
the mobile industry; however, ‘Product’ and ‘Promotion’ are huge influencers of overall success. 
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INTRODUCTION 

We live in a world today that is gripped by the problem of economics; wants and needs are high, 
resources are less, and satisfaction is a word that can’t be properly described because it is rarely 
fulfilled. Today’s economy see’s a ‘perfectly competitive’ market. A perfectly competitive market is 
one where in there are many buyers and sellers, with many products that are similar in nature, and 
thus have many substitutes. This means that if a consumer does not wish to purchase a product 
from one producer, due to various reasons, there are many other options available to the consumer, 
for them to satisfy their needs. This situation has thus resulted in the development of number of 
theories, tactics, tools and techniques to combat this problem and find a solution.  

Marketing, Marketing Mix and the Cake Analogy 

Marketing is a process, a form of communication and a connection that helps bridge the gap 
between a company and its consumers. The ultimate purpose of production is the satisfaction of 
human wants. Production of goods has no meaning unless they are distributed to consumers. The 
goods produced should be transferred to consumers at a time when they need them. Consumers can 
satisfy their wants only when the goods reach their hands. Marketing helps in doing just this.  

Philip Kotler states, “Marketing is social and managerial process by which individuals and groups obtain what 
they need and want through creating and exchanging products and value with others.”  

There are many schools of thought on the definition of marketing, however, we can conclude by 
saying that marketing is the process of creating, distributing, promoting and pricing goods, services 
and ideas to facilitate satisfying exchange relationships in a dynamic environment. It is the art of 
identifying the needs and aspirations of consumers, producing and distributing the goods and 
services and satisfying customer needs and desires with a view to attain certain objectives like 
customer retention, increased market share, goodwill, larger profit etc.. Marketing is thus the process 
of providing the right product of the right quality, in the right quantity, in the right place at the right 
time. 

The old concept of marketing was simply selling the goods. However, today the modern concept 
takes into account an interaction of several business activities, all with a final objective to satisfy the 
customer’s needs and desires. 

The term ‘marketing mix’ became popularized after Neil H. Borden published an article in 1964 
called ‘The Concept of the Marketing Mix’. Borden began using this term in the late 1940’s after 
James Culliton had described the marketing manager as a “mixer of ingredients”. The ingredients in 
Borden’s marketing mix included product, planning, pricing, branding, distribution channels, 
personal selling, advertising, promotions, packaging, display servicing, physical handling, and fact 
finding and analysis. E. Jerome McCarthy later grouped these ingredients into the four categories 
that are today known as the 4P’s of marketing, namely product, price, place and promotion. 
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The marketing mix is not a scientific theory, but merely a conceptual framework that identifies the 
principal decision-making managers make in configuring their offerings to suit consumers’ needs. 
The tools can be used to develop both long-term strategies and short-term tactical programs. The 
idea of the marketing mix is the same idea as when mixing a cake. A baker will alter the proportions 
of ingredients in a cake depending on the type of cake s/he wishes to bake. The proportions in the 
marketing mix can be altered in the same way and differ from the product to product. The 
marketing mix management paradigm has dominated marketing thought, research and practice, and 
“as a creator of differentiation” since it was introduced in 1940s. (Goi, A Review of Marketing Mix: 
4Ps or More? May 2009) 

The marketing mix is a powerful concept as it makes marketing seem easy to handle and allows for 
separation of marketing from the other activities that take place in a firm as well as the delegation of 
marketing tasks to specialists. The components of the marketing mix can change a firm’s 
competitive position. The 4P’s, however, were still subjected to criticism and its limitations 
highlighted. The marketing mix framework was particularly useful in the early days of the marketing 
concept, when physical products represented a larger portion of the economy. Today, with 
marketing more integrated into organizations and with a wider variety of products and markets, 
some authors have attempted to extend its usefulness by proposing a fifth ‘P’, such as packaging, 
people, process etc.  

Today, the new marketing mix incorporates not four, but seven elements. Aptly termed the 7P’s, 
they are a culmination of the 4P’s with an added addition of three more; they are people, physical 
evidence and process. The idea behind the addition of the three extra ‘P’s’ was that there marketing 
is a broad term which starts with the conceptualization of the product and ends only when the 
customer is satisfied. Every element involved during that process is therefore of utmost concern to 
marketing.  

Following is an explanation of each ‘P’ of the marketing mix: 

Product 
It is the very first ‘P’ in the marketing mix. Marketing begins with the very thought of the product. 
Without the product, there can be no marketing strategy or mode through which a company can 
satisfy a consumer’s wants and needs. No product would therefore mean no form of revenue for the 
company. The product is therefore conceptualized on the basis the target audiences needs and 
desires. Creation of the right product is therefore the first essential step of all marketing activities. 

Product is a vast area of the marketing mix which deals with various sub-elements. They are: 
physical good features, quality level, accessories, packaging, warranty, product line, product mix, 
branding, positioning and differentiation. All factors are key elements when conceptualizing a 
product for the target audience. It is, after all, the very first stimulus and reason for purchase. 

For a while, it was thought that packaging, a sub-element of the larger ‘product’ category in the 
marketing mix, be a separate element in the product mix itself. This was because of a few reasons.  
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Packaging has many roles beyond protection and presentation. Notably, packaging offers brand 
owners the possibility to communicate with consumers through distinctive designs and on-pack 
communication in the form of logos, graphics, images, colours, messages, and product information. 
This represents an important medium for marketing communication and an important battleground 
for the intense rivalry evident in most FMCG markets where brands compete for the attention of 
consumers. Such competition is both immediate in nature, i.e. how existing packaged products 
compete with each other, as well as dynamic in the sense of the process by which new products 
enter development. Both aspects of competition are vitally important to a well-functioning market 
and for economic progress for the public good. (Dobson and Yadav, Packaging in a Market 
Economy: The Economic and Commercial Role of Packaging Communication, University of East 
Anglia, June, 2012) 

However, it was later added to the category under ‘product’ itself, as it was seen as a major 
component within ‘product’, which carried the same importance level as the other sub-elements 
such as quality level and warranty.  

Price 
Another major element of the marketing mix is the price. We are logical human beings who seek to 
gain the most from every possible element. Price of the product affects the salability of the good. It 
is important to set prices at the correct level if customers are to be persuaded to buy. Prices will be 
linked to the product life cycle – in the earliest ‘launch’ phase, prices will be high to account for 
development costs. Later, as sales are increasing, costs are reduced so prices can come down. 
Products that are technologically advanced may be sold at premium, high, prices to reflect the initial 
research and development that has gone into them. 

Place 
This refers to how the product actually gets to the customer and refers both to the place where it is 
sold, and how it gets to that place. Distribution is the process of moving goods from manufacturer 
to retailer or customer. 

Promotion 
Promotion refers to the ways that a business communicates the existence and nature of its products 
to its market. It includes paid for ‘above-the-line’ promotion such as media advertising and ‘below-
the-line’ promotion such as special offers and discounts. The type of promotion is linked to product 
life cycle. For a new product, for example, it is important to inform customers of its features. 

People 
Anyone and everyone who is associated with your business automatically becomes of prime concern 
to your company, as they play an important role in the success of your company on a whole. Such 
stakeholders include not only customers but also include distributors, stockists, wholesalers, dealers, 
retailers, employees, consumers, suppliers and advertising people. 
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Physical Evidence 
It is an evidence to prove that the organization is producing the quality products and having 
effective employees.  

Process 
Finally, the last element in the marketing mix, ‘process’, emphasizes that all activities should happen 
one after the other, in sequence/order, and not in an haphazard manner.  

Marketing mix, is therefore in short, a mode through which various marketing and communication 
strategies are based on of a company to best reach their target audience. No one marketing mix can 
be the same as the other, in the sense, each industry has a marketing mix unique to itself, just like a 
cake, but the main ingredients remain the same. 

What is a ‘Brand’? 

A brand can simply be defined as nothing more than a name that has been imposed onto a particular 
product or service. It is that particular feature which identifies one seller’s product or service as 
distinct from those of other sellers. With the number of competitors increasing in various industries, 
with similar products, how is one supposed to differentiate their product from another? Not all 
companies have products that are defined by their Unique Selling Propositions. This results in the 
first step of differentiation, creating a brand name. A brand name is a highly valuable tool to a 
company as it brings with it the personality of the company and a certain uniqueness that has been 
created. A brand name is what a company’s consumers and future consumers would identify with. 

 

What is ‘Brand Loyalty’? 

Brand loyalty is defined as a situation in which a consumer generally buys the same manufacturer-
originated product or service repeatedly over time rather than buying from multiple suppliers within 
the category. It is that degree to which a consumer consistently purchases the same brand within a 
product class. 

What is ‘Brand Equity’? 

This refers to the value of a brand. Brand equity is a phrase that is used to try to describe the value 
of having a well-known brand name, based on the idea that the owner of a well-known brand name 
can generate more money from products with that brand name than from products with a less well 
known name, as consumers believe that a product with a well-known name is better than products 
with less well known names. 

The Modern Consumer, Luxury goods and Necessities 

Consumers today are no longer passive. Technological advances and the availability of information, 
to which individuals have ease of access to, have resulted in the smart, well-informed consumer. 
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S/he would no longer be directly influenced by the old techniques of marketing. Yesterday saw the 
age of consumers searching for companies to satisfy their needs. Today sees companies searching 
for consumers to buy their products. 

Another paradigm to this situation is that consumers not only have a choice, but also expendable 
money. A luxury good is essentially that product which is priced at a premium price. It is not meant 
for all sections of the market, but rather for a few, as it provides that market with specific services 
that aren’t the need of the hour. They are bought for other reasons, such as social status. Necessity 
goods, on the other hand, are largely available to a wider range of audience, where the product in 
itself has characteristic services which an individual would largely require. A necessity good does not 
involve as much thought process in the decision making process, since it is not priced at premium 
price, as a pose to a luxury good. Today, we see a shift from the once termed luxury goods, such as 
mobile phones and cars, which are now termed as necessity goods. 

With a market scenario so hugely dynamic, we therefore find company’s creating a number of 
marketing mixes with an objective to finally gain maximum brand loyalty and high brand equity. All 
these influencers affect the consumers buying behavior is some way. This research aims to 
understand how consumer buying behavior is affected by such, with specific reference to ‘Product’ 
in the marketing mix. 
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INTRODUCTION TO THE MARKET 

Mobile phones today have moved beyond their fundamental role of communications and have 
graduated to become an extension of the personality of the user. The mobile phone industry as a 
whole is a one of the fastest growing industries in the world and expanding globally rapidly as 
developing countries emerge. Cell phones have gone through major changes since their introduction 
in 1994, are constantly evolving to meet customer expectations. In January 2009 the total number of 
mobile phone subscriptions in the world reached over 4 billion. Worldwide, sales to end users in 
first quarter of 2010 totaled over 314 million units recording a 17% surge compared to the same 
period in 2009 from a recent Gartner report. This growth was majorly driven by double-digit growth 
of smart phone sales in more mature markets. According to a recent analysis, IDC has predicted that 
“the sales of cell phones are going to grow by an additional 11% – 12% in the coming few year(s).”  

The global mobile phone industry is best defined by overall market share and price based upon 
product type. The industry can be further defined into three different segments: low-end, middle, 
and high-end. In the global mobile industry, scale and market share are everything. The ability to 
expand globally is crucial as emerging markets arise and new potential customers come forth. 
However, it is still possible to be profitable in the market without expanding rapidly against fierce 
competition by creating your niche. (Conly, Global Mobile Phone Industry, October 2010) 

The mobile phone industry as a whole is a one of the fastest growing industries in the world and 
expanding globally rapidly as developing countries emerge. Cell phones have gone through major 
changes since their introduction in 1994 undertaking three major upgrading phases. The first major 
upgrade occurred in 2002 with the addition of the first colored screen, followed by the introduction 
of multimedia mobile phones during 2004-2006, and finally the birth of the smart phone in 2007 by 
Nokia. The mobile phone will continue to evolve and be reinvented as customer expectations and 
wants are changing with today’s ever-emerging technology and constant innovation that is occurring 
within the industry. One of the major contributions to the mobile phone industry growing is largely 
because it has become a necessity in our everyday life.  Whether it is parents getting mobile phones 
for their teens because they want to communicate in case of an emergency, or sharing photos while 
on vacations, cell phones have become a staple item in all our activities. The wireless carriers have 
even made it easy to add users to their existing plans causing entire families to be connected and 
children younger and younger are starting to own these devices and overall increasing buyers and 
market size worldwide (Chen, 2006).  

Global Scenario 

The global cell phone industry is expected to continue its growth momentum of 2006-2011 and 
reach an estimated $334.8 billion in 2017 with a CAGR of 6.8% over the next five years (2012-
2017). Developing regions are expected to register significant growth. Increase in population and 
rising urbanization in developing regions are the key drivers for industry growth. 
The cell phone industry comprises establishments primarily engaged in the manufacturing of mobile 
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phones. The industry includes leading global cell phone handset manufacturers by their segment 
revenues. The cell phone industry is highly concentrated. The competitive landscape has changed 
significantly during the last five years. Three new companies have emerged as top five players. 
Motorola Mobility Holdings Inc., Ericsson, and LG Electronics Inc. have been displaced by Apple 
Inc., HTC Corporation, and Research In Motion Limited as top five players in 2011. 
 
The cell phone industry is one of the fastest-moving industries in the world. The market is growing 
rapidly with ever-emerging technologies and innovation. The industry is highly concentrated, 
consisting of smartphone and feature phone segments. The Asia Pacific (APAC) region currently 
dominates this industry. The research indicates that the cell phone industry in Brazil, Russia, India, 
and China is expected to register robust growth in the coming years due to economic development 
and urbanization. (Global Cell Phone Industry 2012-2017: Trends, Profits and Forecast Analysis, 
October 2012) 

India is the world’s 12th largest consumer market. It is estimated that by 2025, it will be ahead of 
Germany and will become the fifth largest economy of the world. There is an explosive growth in 
almost all areas of consumer goods and services. Communication that accounts for 2 percent of 
consumer’s spending today will be one of the fastest expanding categories with growth of about 13 
per cent. Mobile telecommunication industry has shown a tremendous growth over the last few 
years and at present there are about twenty crore (1 crore = 10 million) subscribers of the mobile 
telecom services. This demand will continue to grown in future also. India is the second largest 
market for mobile handsets. The growth in this sector has been improved due to liberalization of 
telecommunication laws and policies. The consumers of both rural and urban areas, from college-
going students to mature elders, of almost all income groups have started using mobile telecom 
services. The growth is fastest in mobile services as compared to fixed lines where it is modest. 
Some of the consumers’ particularly college-going students have to rely on their parents for the 
buying of products like mobile handset and automobile. This is so because large majority of such 
people are not economically independent till the age of 22 – 24 years. Therefore, they have to satisfy 
themselves with what their parents buy for them. But now-a-days, these people have become more 
able to influence their parents in buying the products of their choice. This is probably due to small 
family size of one or two children these days, where parents comply more with the requests of their 
children as compared to the past. (Singh and Goyal, Mobile Handset Buying Behavior of Different 
Age and Gender Groups, May 2009) 

Local Scenario 

A recent Dubai Chamber of Commerce and Industry study indicates that the total domestic mobile 
phones’ sale in the UAE is anticipated to register compound annual growth rate (CAGR) of 5% to a 
value of US$414 million in 2015 from the estimated value of US$349 million in 2011. 

The study further points out that at the end of 2010, there were around 10.9 million mobile phone 
subscribers in UAE, giving the market penetration rate of 231%. The mobile phone handset 
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penetration is estimated to grow from 238% in 2011 to 257% in 2015 while sales revenue of 
personal digital assistance (PDA) and smartphones is projected to surge by 139% during the same 
period. 

According to the Business Monitor International (BMI) Q3 report for 2011, the UAE has one of the 
fastest growing markets for the handsets and accounts for nearly 10% of consumer electronics 
spending. 

 

 

 

 

 

 

 
Table 1 shows the latest figures for mobile phone sales in the UAE. As is evident from this table, all 
segments of the mobile phone handsets are expected to earn good sales revenue during the period 
covered by the study. 

The study reveals that although, the ordinary cell phone sets still dominate the market, the demand 
for smartphones and PDA is rapidly increasing as they accounted for one third of the market share 
in 2010. 

According to the study the market share is expected to more than double in the next five years. 
Some retailers have reported that the sale of smart phones grew remarkably well in 2010 in 
comparison to 2009 sales. The upswing in the sales trend is mainly attributed to the UAE’s 
disposable income, presence of large population of residents in the country and the introduction of 
new smartphones such as Samsung’s Galaxy S II, the Apple iPhone4, Nokia’s N87, Sony Ericson 
X8 and the RIM’s BlackBerry. 

Over the past couple of years, the UAE’s telecommunication market has shown spectacular growth 
mainly propelled by the country’s integrated telecom service providers Etisalat and Du’s initiatives 
which aim at the enhancement of third generation 3G services which is a new and enhanced wireless 
network technology chiefly used with mobile phones for mobile connectivity. 



P a g e  | 9 
 

 | E F F E C T S  O F  M A R K E T I N G  M I X  I N  T H E  M O B I L E  P H O N E  I N D U S T R Y  
 

With the introduction of new packages and low fees connections, Etisalat and Du have successfully 
increased the mobile user base by 18% to an estimated two million 3G users at the end of 2010. The 
service is rapidly gaining popularity in the UAE, and the demand for 3G services is expected to 
remain stronger in the coming days. 

 

 

 

 

 

 

 

Figure 1 shows the mobile subscription in UAE for the period 2011-2015 which demonstrates an 
upward trend during the projected period. The number of mobile subscribers in the UAE is likely to 
increase by 16.6% from the anticipated subscribers of 11.4 million in 2011 to 13.3 million by 2015, 
while the 3G handset sale is expected to increase by 27.5% from 2,523 units in 2011 to 3,219 units 
in 2015. 

As technology continues to evolve, so does the taste and preference of mobile phone users who 
prefer new and innovative brands. According to market reports, the UAE consumers replace their 
mobile phone sets every two years which makes the job of manufacturers more challenging as they 
have to design, fabricate and develop new mobile phone sets according to the growing needs of 
customers. 

Pointing out some of the challenges faced by the mobile phone market, the study reveals that low 
profit margin leads to tough competition. In their endeavour to capture more market share, retailers 
offer special discounts and promotions, more so during the annual shopping festivals and Eid 
holidays. No doubt, these sales and promotions increase sales revenues for retailers, but they do not 
necessarily reflect profit margins which are said to dwindle amidst tough competition. 

After sales service and customer satisfaction are other key issues confronted by mobile phone 
retailers. As the handsets are very sensitive to ill operations, customers buy products with money 
back warranty. Thus companies end up spending lot of money and resources on customer care and 
satisfaction. However, in spite of much care and attention, most of the retailers frequently meet with 
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controversial claims and complaints which not only ruin the image of the retailers but also minimise 
their profit levels. 

The presence of a parallel market and counterfeit products are also some of the daunting challenges 
faced by the mobile phone market in the UAE as many fake mobile handsets find their way into the 
domestic market and the authorised agents and dealers have no control over this inflow. Though 
there is a very clear Commercial Agencies Law that prohibits all counterfeit products in UAE, yet 
the grey business continues to flourish throughout the country. To this end, some far-reaching 
measures are required. 

In its conclusion, the study states that the UAE’s geographical location and low import duties have 
created a special market for the sale of mobile phone handsets as the country has great potential to 
become a leading mobile phone supplier in the region. But that is only possible, when the aforesaid 
bottlenecks are removed from the market. (Dubai Chamber, UAE Mobile Phone Sales Expected To 
Grow At Compound Annual Growth Rate of 5% Until 2015) 
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OBJECTIVES 

Background 

From the current scenario that we have seen in the previous section, the mobile phone industry is 
booming. This study aims to understand the various influencers that result in the consumers’ 
purchase for a mobile phone. The research analyzes the elements of the marketing mix and gives 
emphasis on understanding the elements of ‘Product’ in the marketing mix, to understand further 
the impact it creates during purchase of the good.  

 

Research Questions 

To fulfill the requirements of the aim of the study, following are the research questions that have 
been posed, of which, through the study, would be answered: 

- What are the product features that influence the purchase of the mobile phone? 
- Which factor most affects the purchase of a mobile phone? 
- Is there a difference of opinions, with regards to buying, between the genders male and 

female? 
- Does brand loyalty affect purchase of product line?  
- Which is the most effective medium for marketing mobile phones? 

 

Research Methodology 

Through review of previous literature, it was found that no prior research had been conducted on 
the effects of the marketing mix in the mobile phone industry, with special reference to product, in 
the UAE.  

To fulfill the objective of the study, we therefore employed an exploratory form of research. 
Secondary data from various journals were collected for prior research and understanding of the 
topic of Marketing Mix, its effects and the role of Product in the marketing mix, as well as 
Consumer Buying Behavior, before designing and formulation of the ‘problem study’. After this, 
primary data was collected to further clarify the research findings.  
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Target Audience/Sampling 

Data was sampled from a total of 20 participants. The sample was divided into 10 male and 10 
female, to fulfill the objective of the study that aims to answer the difference of opinion between the 
two genders. Further, the sample was spread over different age groups to further understand the 
difference in buying behavior. 

 

Questionnaire Discussion 

A questionnaire was therefore designed to get the required information for the purpose of the study. 
The questionnaire consists of a series of close ended questions and one open ended question, 
pertaining to the individuals’ personal requirements of mobile phone and the necessary features they 
should carry.  

 

Limitations of the Study 

A major limitation of the study would be that the sample size was not a large enough. Suggestions 
for further study on this research topic would be to narrow the topic of effects of marketing mix, in 
specific ‘product’, even further to elements in ‘product’, such as physical appearance, quality level, 
accessories, packaging, warranty, product line, product mix, branding, positioning or differentiation, 
to gain more accurate information from the consumers of this industry and thus achieve a more 
accurate analysis of the problem study. 
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DATA ANALYSIS 

On the basis of research, following are the results: 

GENDER NUMBER 
MALE 10 

FEMALE 10 
TOTAL 20 

Table.1. (Gender) This table shows the total number of male and female participants who took 
part in the study. The study called for equal representation of both genders, to clearly understand 
preference. There were a total of 10 male participants, and 10 female participants. 

 

Graph 1: Age 

 

The following graph shows the distribution of age group among the participants. The y-axis 
represents the number of participants, and the x-axis represents the various age groups. We find that 
the highest age group to partake in this study came from ‘19-24’ 
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Graph 2: Current Brand 

 

The above graph explains the current brand of mobile phone the target audience. The y-axis 
represents the number of participants who currently hold the mobile phone brand, and the the x-
axis represents the name of the brand. On a whole, 30% of the target audience holds the brand 
‘Blackberry’; this is followed by the second most popular phone ‘Samsung’ at 25%. ‘Sony’ is used by 
20% of the audience, followed by ‘Nokia’ and ‘Iphone’ brands which are 10% each, and finally 5% 
of the target audience holds the brand ‘HTC’. 
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BRANDS FEMALE MALE GRAND TOTAL 
Blackberry 4 2 6 
HTC 

 
1 1 

Iphone 
 

2 2 
Nokia 2 

 
2 

Samsung 2 3 5 
LG 0 0 0 
Sony 2 2 4 
GRAND TOTAL 10 10 20 

Table.2. (Current Brand) The following table shows the gender distribution of current brand 
holding among the target audience. We find that the brand ‘Blackberry’ is largely popular among the 
female audience, as they account for 20% of the total 30% of current ‘Blackberry’ users. Only 10% 
of the male audience accounts for the total number of individuals who hold ‘Blackberry’ phones. We 
find, instead, that the brand ‘Samsung’ is most popular brand among the male target audience, 
accounting for 15% of the total 25% of over ‘Samsung’ users. 10% of the female audiences hold 
‘Samsung’. ‘Iphone’ and ‘Blackberry’ is shown as the next popular brand among the male audience at 
10% each. The percentage of ‘Iphone’ users among the female audience is 0%. There is an equal 
brand representation of the brand ‘Sony’, with 10% representation from both genders.  

 

BRANDS 10-18 19-24 25-44 45-64             GRAND TOTAL 
Blackberry 

 
5 1 

 
6 

HTC 
 

1 
  

1 
Iphone 1 

 
1 

 
2 

Nokia 
 

1 1 
 

2 
Samsung 1 1 3 

 
5 

LG 
    

0 
Sony 

 
2 1 1 4 

GRAND TOTAL 2 10 7 1 20 
Table.3. (Current Brand Age) The following table shows the distribution of current brand holding 
amongst the various age groups of the study. On a whole, we find that the brand ‘Blackberry’ is 
highly popular among the age group 19-24, with 25% of the total 30% of current brand holding. 
This is followed by the next brand ‘Sony’, with 10% of the total 20% of current brand holding, 
among the age group of 19-24. Further, the table shows that the brand ‘Samsung’ is highly popular 
among the age group of 25-44, with 15% of the total 25% of current brand holding. 
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Graph 3: Reasons 

 

The above graph shows the reasons for purchase of the mobile phone that the target audience 
currently holds. The y-axis represents the number of target audience who chose the particular reason 
for purchase, and the x-axis represents the various reasons for purchase. We find that overall, 55% 
of the target audience stated reason for purchase as ‘Product Feature’. This was followed by the next 
reason as ‘Necessity’ with 35% of the target audience. ‘Services’, ‘Physical Appearance’ and ‘Quality 
Level’ accounted for 30% each. 15% stated reasons for purchase as ‘Brand Popularity’. ‘Price’ was 
seen at a low of 10% and ‘Bundle Offer’ and ‘Social Status’ was seen at 5%. Overall, 0% of the 
target audience purchased their current mobile phone for the warranty it may/may not have come 
with. 
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REASONS FEMALE                               MALE GRAND TOTAL 
Price 0 2 2 
Brand Popularity 2 1 3 
Necessity 3 4 7 
Social Status 0 1 1 
Services 3 3 6 
Quality Level 1 5 6 
Bundle offer 1 0 1 
Warranty 0 0 0 
Physical Appearance 3 3 6 
Product Features 4 7 11 
Brand Loyalty 2 0 2 
Table.4. (Reasons) The above table shows the distribution of reasons for purchase of the mobile 
phone, on the basis of gender. It can be seen over all that the most popular reason for purchase 
among the male target audience is ‘Product Feature’, accounting at 35% of the total 55% who 
provided that reason. This is followed by the next popular reason for purchase, i.e. ‘Quality Level’, 
accounting for 25% of the total 30% who stated reason for purchase on a whole, among the male 
audience. We find 20% of the female target audience stated reasons for purchase as ‘Product 
Feature’. This is followed by the next popular reasons being ‘Physical Appearance’ and ‘Services’, at 
15% each, among the female audience. There is an equal representation of the reason for ‘Services’ 
in the male and female target audience, each accounting for 15%, of the total 30% overall. ‘Brand 
Popularity’ accounts for only 10% among the female target audience and 5% among the male target 
audience. ‘Brand Loyalty’ is a reason stated only by the female target audience, at 10%.  ‘Price’ 
accounts for only 10% among the male target audience, by 0% among the female target audience. 
20% of the male target audience also stated reasons for purchase as ‘Necessity’, where as for women, 
it accounted for 15%. 

REASONS    10-18   19-24   25-44   45-64            GRAND TOTAL 

      Price 0 2 0 0 2 
Brand Popularity 0 2 1 0 3 
Necessity 1 3 3 0 7 
Social Status 0 1 0 0 1 
Services 0 4 1 1 6 
Quality Level 2 2 1 1 6 
Bundle Offer 0 1 0 0 1 
Warranty 0 0 0 0 0 
Physical Appearance 1 3 2 0 6 
Product Features 2 2 6 1 11 
Brand Loyalty 0 1 1 0 2 
Table.5. (Reasons Age) From the above table, we find the most popular reason for purchase 
among the age group of 10-18 to be ‘Quality Level’ and ‘Product Features’ at 10% each . ‘Services’ 
account for 20% of reason for purchase among the age group of 19-24, followed by ‘Necessity’ 
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rated at 15%. The most popular reasons for purchase among the age group of 25-44 is ‘Product 
Features’, at 30%, which is then followed by ‘Necessity’ at 15%. Among the age group of 45-64, 
there is an equal representation for ‘Services’, ‘Quality Level’ and ‘Product Feature’, accounting at 
5% each. 

Graph 4: Change 

 

The above graph shows the number of times the target audience would change their mobile phone. 
The y-axis represents the number of target audience who chose the various time periods, and the x-
axis represents the various durations. We find that overall, 50% of the target audience would change 
their mobile phone over a period of ‘Two Years’. This is followed by 30% of the target audience 
who would change their mobile phone over the period of one year, ‘Yearly’. 15% of the target 
audience would change their mobile phone over the period of ‘Two Years+’ and 5% of the target 
audience would change their mobile phone every ‘Six Months’. 
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Graph 5: Physical Appearance 

 

The above graph shows the overall response to which features of the physical appearance of the 
mobile phone are most important to the target audience, during purchase of the product. The y-axis 
represents the number of audiences and the x-axis represents the various physical appearance 
features. On a whole, ‘Phone Size’ is seen as the most important feature of physical appearance of 
the phone, accounting for 60% of the target audience. This is followed by the next feature ‘Screen 
Size’, which accounts for 55% of the total target audience. 50% of the target audience chose the 
feature ‘Touch-Screen’ as an important feature which they look for during purchase of the product. 
35% of the audience makes decisions of the physical appearance based on ‘Colour’ of the mobile 
phone. 30% make decisions of purchase based on ‘Industrial Design’. 25% give equal importance to 
‘Phone Thickness’ and ‘Phone Weight’. Only 15% of the audience gives preference to ‘QWERTY 
Keypad’, during purchase. 
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PHYSICAL APPEARANCE 
FEATURE 

         
FEMALE                              MALE GRAND TOTAL 

    Phone Thickness 3 2 5 
Phone Size 6 6 12 
Touch-Screen 4 6 10 
QWERTY Keypad 0 3 3 
Screen Size 4 7 11 
Industrial Design 2 4 6 
Colour 5 2 7 
Phone Weight 2 3 5 

Table.6. (Physical Appearance) The above table shows the distribution of importance of each 
feature of physical appearance, among various genders. The most popular physical appearance 
feature among the male audience is ‘Screen Size’, which accounts for 35% of the total 55% of 
overall favoring. This is then followed by equal preference of ‘Phone Size’ and ‘Touch-Screen’ 
features, rated at 30%, among the male audience. ‘Phone Size’ feature accounts for 30% popularity 
among the female audience. The feature of ‘Colour’ is rated at 25% importance among the female 
audience. This is then followed by equal representations of ‘Touch-Screen’ and ‘Screen Size’ 
features, accounting at 20% each. Lowest importance is given to ‘Colour’ and ‘Phone Thickness’ 
among the male audience, rated at 10%, where as for women, lowest importance is given to 
‘QWERTY Keypad’, rated at 0% and ‘Phone Weight’ and ‘Industrial Design’, which is rated at 10% 
each. 

 

PHYSICAL APPEARANCE 
FEATURE   10-18   19-24   25-44   45-64          GRAND TOTAL 
      Phone Thickness 1 2 2 0 5 
Phone Size 1 6 4 1 12 
Touch-Screen 2 3 4 1 10 
QWERTY Keypad 0 2 0 1 3 
Screen Size 2 4 4 1 11 
Industrial Design 0 2 4 0 6 
Colour 0 6 1 0 7 
Phone Weight 1 3 0 1 5 

Table.7. (Physical Appearance Age) The above table shows the distribution of importance of 
each feature of physical appearance, among various age groups. In the age group of 10-18, the most 
popular features are found to be ‘Touch-Screen’ and ‘Screen Size’, accounting for 10% of 
importance, each. Among the age group of 19-24, the most popular physical appearance feature 
would be ‘Phone Size’, which accounts for 30% of importance. This is then followed by the second 
most popular feature being ‘Screen Size’ which accounts for 20%. ‘Phone Size’, ‘Touch Screen’, 
‘Screen Size’ and ‘Industrial Design’ are of equal importance of 20% among the age group of 25-44. 
‘Phone Size’, ‘Touch-Screen’, ‘QWERTY Keypad’, ‘Screen Size’ and ‘Phone Weight’ account for an 
equal importance of 5% among the age group of 45-64. 
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Graph 6: Warranty 

 

The above graph represents the importance of ‘Warranty’ of the mobile phone, held by the target 
audience, overall. The y-axis represents the number of audience, and the x-axis represents the type 
of importance denoted to warranty. It is shown that overall, majority of the target audience find 
‘Warranty’ as an ‘Extremely Important’ aspect of the mobile phone, accounting for 65% of the 
target audience. 20% of the target audience finds it to be a ‘Very Important’ factor, overall. 10% rate 
warranty of the mobile phone as ‘Important’. The rest 5% of the target audience rate warranty as an 
aspect of ‘Low Importance’. 

 

KNOWLEDGE OF WARRANTY RESPONSE 
YES 80% 
NO 20% 

TOTAL 100% 
Table.8. (Knowledge of Warranty) The above table shows the overall percentage of target 
audience who know the current warranty type for their mobile phone. It is seen that 80% of the 
audience have knowledge of their warranty type for their mobile phone, where as the rest 20% of 
the audience do not have knowledge of their warranty type. 
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Pie Chart 1: Warranty Type 

 

The above pie chart shows the type of warranty held by the target audience. Of the 80% of target 
audience who were knowledgeable of their warranty type, 20% stated that their mobile phones held 
a warranty type of ‘International’, 20% stated their mobile phones held a warranty type of ‘Local’, 
and the rest 40% stated that their mobile phone held a warranty type of ‘Standard’. When asked their 
duration of the warranty, 100% of the 80% of target audience who held knowledge of their warranty 
type, stated it to be at ‘One Year’ duration. 

Of the total target audience, 100% of them stated that their mobile phones had come along with 
some form of accessories.  
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Graph 7: Type of Accessories 

 

The above graph shows the type of accessories that the target audience’s mobile phone came with. 
The y-axis represents the number of target audience and the x-axis represents the type of accessories 
it came with. Overall, the most popular accessory to come with mobile phones is seen to be ‘Ear 
Phones’, which is accounted at 100% by the target audience. There is an equal distribution between 
‘Adaptors’ and ‘USB connectors’, accounting for 60% by the target audience. The other popular 
accessories to come with mobile phones are ‘Case’, which is accounted at 35%, followed by 
‘Bluetooth’, at 25%, then ‘Screen Guard’ at 20% and finally ‘Soft-Touch Screen Cleaner’ at 10%. 

 

ACCESSORIES PREFERENCE RESPONSE 
YES 90% 
NO 10% 

TOTAL 100% 
Table.9. (Accessories Preference) The above table shows the overall response of target audience 
when asked if they would prefer a mobile phone that came with more accessories/bundle offer. 
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ACCESSORIES PREFERENCE FEMALE    MALE                            GRAND TOTAL 
No 2 

 
2 

Yes 8 10 18 
GRAND TOTAL 10 10 20 

Table.10. (Accessories Preference Gender) The following table shows the response of preference 
for mobile phone, if it came with more accessories/bundle offer, on the basis of gender. It is found 
that 100% of the male audience would prefer a mobile phone that came with more accessories; 
where as only 80% of the female audience would prefer a mobile phone that came with more 
accessories. 20% of the female audience wouldn’t make a purchase decision for a mobile phone 
depending on the amount of accessories/bundle offer it came with. 

 

ACCESSORIES PREFERENCE    10-18   19-24   25-44   45-64            GRAND TOTAL 
No 

 
1 1 

 
2 

Yes 2 9 6 1 18 
GRAND TOTAL 2 10 7 1 20 

Table.11. (Accessories Preference Age) The following table shows the response of preference for 
mobile phone, if it came with more accessories/bundle offer, on the basis of age. It is found that 
100% of the age group 10-18 and 45-64 would prefer mobile phones that came with more 
accessories; 90% of the age group 19-24 and 25-44 would prefer a mobile phone with more 
accessories.  

 

CHOICE BASED ON OPERATING SYSTEM RESPONSE 
YES 65% 
NO 35% 

TOTAL 100% 
Table.12. (Choice based on operating system) The following table shows the overall response of 
target audience, when asked whether or not they would purchase their mobile phones on the basis 
of other devices running the same operating system. 

 

CHOICE BASED ON OPERATING 
SYSTEM FEMALE MALE GRAND TOTAL 
No 2 5 7 
Yes 8 5 13 
GRAND TOTAL 10 10 20 

Table.13. (Choice based on operating system Gender) The following table shows the overall 
response of gender target audience, when asked whether or not they would purchase their mobile 
phones on the basis of other devices running the same operating system. 80% of the female target 
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audience said they wouldn’t, as a pose to the rest 20%. The number of male audience who said they 
would and would not had an equal representation of 50% each. 

 

CHOICE BASED ON 
OPERATING SYSTEM 10-18 19-24 25-44 45-64 GRAND TOTAL 
No 2 2 3 

 
7 

Yes 
 

8 4 1 13 
GRAND TOTAL 2 10 7 1 20 

Table.14. (Choice based on operating system Age) The following table shows the overall 
response of different age groups of the target audience, when asked whether or not they would 
purchase their mobile phones on the basis of other devices running the same operating system. 
100% of the age group 10-18 said ‘No’. 80% of the age group 19-24 said they would, however, 
accounting for 40% of the overall 65% who said they would. This is followed by the next age group 
of 25-44, which accounted for the rest 20% of the overall target audience who said ‘Yes’. 100% of 
the age group 45-64 said they would. The age group 25-44 accounted for 15% of the total 35%, who 
overall said ‘No’, while there was equal representation from the age group of 19-24 and 10-18 who 
accounted for 10% each, of the total 35% who said ‘No’. 

 

The target audience was then asked whether or not they read the information on the packaging that 
came with the phone, following were the results: 

READ RESPONSE 
YES 85% 
NO 15% 

TOTAL 100% 
Table.15. (Read) The following table shows the overall response of target audience when asked 
whether or not they read the information on the packaging that their mobile phone came with. 85% 
of the audience said they did; the rest 15% did not. 

 

 

 

 

 

 

 



P a g e  | 26 
 

 | E F F E C T S  O F  M A R K E T I N G  M I X  I N  T H E  M O B I L E  P H O N E  I N D U S T R Y  
 

Graph 8: Read What 

 

The above graph shows the overall response of the target audience, when asked what they look for, 
when reading the information on the packaging of mobile phones. The y-axis represents the number 
of target audience, and the x-axis represents the type of information. Overall, 30% of the target 
audience looks for the ‘Price’ of the mobile phone on the packaging. 85% of the overall target 
audience looks for the ‘Product Features’ of the mobile phone on the packaging. 

When asked whether the target audience read the contents present in the packaging, following were 
the results: 

CONTENTS IN PACKAGING RESPONSE 
YES 65% 
NO 35% 

TOTAL 100% 
Table.16. (Contents) The following table shows the responses of the target audience when asked 
whether or not they read the contents present in the packaging. Overall, 65% said they did, where as 
the rest 35% said they did not. 
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SAVE PACK RESPONSE 
YES 90% 
NO 10% 

TOTAL 100% 
Table.17. (Save Pack) The above table shows the total number of target audience who claim to 
have saved the package of their current mobile phone, after purchase. 

Graph 9: Duration of Save Pack 

 

The above graph shows the overall response of the target audience when asked for how long did 
they save the packaging of their mobile phone, post purchase. The y-axis represents the number of 
target audience, and the x-axis represents the time period for saving the packaging. 50% of the target 
audience claim to ‘Still have it’, while 15% of the target audience had kept their packaging for ‘Less 
than a year’. 10% f the target audience accounts for saving the packaging for ‘Less than a Month’ 
and ‘More than a Year’ each. Only 5% of the target audience saved their packaging for ‘More than a 
Month’. 
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Graph 10: Reasons for Save Pack 

 

The above graph shows the overall response of target audience when asked what was the reason for 
saving the package of their mobile phone, post purchase. The y-axis represents the number of target 
audience and the x-axis represents the various reasons for saving. Overall, 60% of the target 
audience said that they saved the packaging of their mobile phone for ‘Reference’. 30% of the target 
audience said they saved their packaging for ‘Miscellaneous Storage Utility’, 20% for ‘Resale’ of the 
mobile phone and 5% for ‘Other’. The 5% who chose ‘Other’ explained that reasons for saving of 
package was in-case of an event in which the mobile phone stops working and needs to be replaced 
and/or for refund. 

AESTHETICALLY APPEALING PACAKAGE 
PREFERENCE 

RESPONSE 

YES 75% 
NO 25% 

TOTAL 100% 
Table.18. (Aesthetically Appealing Package) The above table shows the overall response of the 
target audience when asked whether or not they would prefer a mobile phone that came in an 
aesthetically appealing package. 
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AESTHETICALLY APPEALING 
PACKAGE PREFERENCE FEMALE MALE GRAND TOTAL 
No 2 3 5 
Yes 8 7 15 
GRAND TOTAL 10 10 20 

Table.19. (Aesthetically Appealing Package Gender) The above table shows the overall 
distribution of target audience, based on gender, with regards to the preference of a mobile phone 
that came in an aesthetically appealing package. The results show that 40% of the female audiences 
contribute to the overall number of target audience who would prefer an aesthetically appealing 
package. 35% of the male audience contributes to the overall number of target audience who would 
prefer an aesthetically appealing package. However, 15% of the male audience and 10% of the 
female audience contributes to the overall 25% of the target audience who would not prefer a 
mobile phone on the basis of an aesthetically appealing package. 

Graph 11: Important Product Features 

 

The above graph shows the overall representation of the overall product features that are held 
important to the target audience when purchasing a mobile phone. The y-axis represents the number 
of target audience and the x-axis represents the type of product feature. From the above graph, we 
find that the highest product feature rated important is ‘Battery Life’ with an overall response of 
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85% from the target audience. The next important feature is ‘Physical Appearance’ with an overall 
response of 70% of the target audience. The third highest product feature would be ‘Price’, which 
was seen as important by 65% of the overall target audience. 55% of the target audience said that 
they look for ‘Internet Compatibilities’ as an important product feature. ‘Games/App Stores’ and 
‘Warranty’ contributed for 50% of the target audience. 45% of the target audience deemed ‘Social 
Media Compatibilities’ as an important feature. ‘Email Services’, ‘Operating System Compatibility 
with Other Devices’ and ‘Touch-Screen’ were accounted as an important feature by 40% of the 
target audience. 20% said that ‘Accessories/Bundle Offers’ were an important feature during 
purchase, 15% stated that ‘QWERTY Keypad’ was an important product feature and lastly 5% 
stated ‘Other’. For the 5% who stated other, feature provided was ‘Camera’. 

 

PRODUCT FEATURE FEMALE MALE GRAND TOTAL 
    Games/App Store 3 7 10 
Email Services 4 4 8 
Internet Compatibilities 7 4 11 
Social Media Compatibilities 4 5 9 
Operating System Compatibilities 3 5 8 
Physical Appearance 10 4 14 
Warranty 4 6 10 
Battery Life 9 8 17 
Price 8 5 13 
Touch-Screen 3 5 8 
QWERTY Keypad 0 3 3 
Accessories/Bundle Offers 2 2 4 
Other 0 1 1 

Table.20. (Product Feature) The above table represents the number of male and female target 
audience who rate the various product features as important, during purchase of a mobile phone. It 
is seen that 50% of the female audience contribute to the overall number of target audience, i.e.70%, 
who regard ‘Physical Appearance’ as an important product feature. This is then followed by 45% of 
the female audience who see ‘Battery Life’ as an important product feature, during purchase of a 
mobile phone. The most important product feature to the male target audience is ‘Battery Life’, 
accounting for 40% of the overall target audience response, followed by ‘Games/App Store’ which 
account for 35% of the overall target audience response. ‘Price’ is seen as a relatively important 
factor among the female audience as 40% of them choose it, as a pose to the male audience of 25% 
who chose ‘Price’.  
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PRODUCT FEATURE 10-18 19-24 25-44 45-64 GRAND TOTAL 

      Games/App Stores 2 5 3 0 10 
Email Services 2 2 4 0 8 
Internet Compatibility 2 4 4 1 11 
Social Media Compatibility 2 5 2 0 9 
Operating System Compatibility 0 4 3 1 8 
Physical Appearance 1 8 5 0 14 
Warranty 2 4 3 1 10 
Battery Life 2 9 5 1 17 
Price 1 9 3 0 13 
Touch-Screen 2 4 1 1 8 
QWERTY Keypad 1 1 0 1 3 
Accessories/Bundle Offers 1 1 2 0 4 
Other 0 0 1 0 1 

Table.21. (Product Feature Age) The above table represents the number of target audience, 
present in different age groups, who rate the various product features as important, during purchase 
of a mobile phone. It is seen that among the age group of 19-24, ‘Battery Life’ and ‘Price’ contribute 
for 45% each of the overall target audience rating. ‘Physical Appearance’ accounts for 40% by the 
age group of 19-24. The age group of 25-44 regards ‘Physical Appearance’ and ‘Battery life’ as 
important, accounting for 25% each. ‘Games/App Store’ and ‘Social Media Compatibilities’ was 
seen as an important product feature by the age group of 19-24, accounting for 25%. 

 

RESEARCH RESPONSE 
YES 90% 
NO 10% 

TOTAL 100% 
Table.22. (Research) The above table shows the overall response of the target audience when 
asked whether or not they research about a mobile phone, prior to the purchase. 

 

 

 

 

 

 

 



P a g e  | 32 
 

 | E F F E C T S  O F  M A R K E T I N G  M I X  I N  T H E  M O B I L E  P H O N E  I N D U S T R Y  
 

Graph 12: Research Mediums 

 

The above graph shows the various mediums through which the target audience researches about 
the product, prior to purchase of the product in-store. The y-axis represents the number of target 
audience, and the x-axis represents the various mediums of research. From the above data, we find 
that 85% of the target audience researches the product through the ‘Online’ medium, such as blogs, 
official websites, forums etc. This is followed by the next popular medium for research that is 
Friends/Family/Colleagues, accounting for 55% of the total target audience. ‘Advertisements’ are 
another mode for gathering information by 35% of the overall audience. ‘Newspaper Articles’ are 
seen to be the least medium for gathering information, accounting for 25% of the target audience. 
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Graph 13: Medium of Advertisement 

 

The above graph shows the mediums through which the target audience gains information, with 
regards to mobile phones. The y-axis represents the number of target audience, and the x-axis 
represents the various mediums. It is seen that there is an equal representation of ‘Online’ and ‘TV’ 
as 35% of the target audience refer to both mediums. This is followed by ‘Print’ which accounts for 
25% of the target audience. ‘Outdoor’ accounts for only 10% of the target audience and ‘Radio’ 
accounts for 5% of the target audience who refer to advertisements for information. 

SATISFACTION RESPONSE 
YES 90% 
NO 10% 

TOTAL 100% 
Table.23. (Satisfaction) The above table shows the overall response of the target audience when 
asked whether or not they were satisfied with their current mobile phone. 90% of the target 
audience said they were. The rest 10% of the target audience said they were not, stating reasons such 
as not being satisfied with the ‘touch-screen’ and dissatisfied with the ‘blackberry service’. 
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FINDINGS 

- On a whole, 30% of the target audience holds the brand ‘Blackberry’; this is followed by the 
second most popular phone ‘Samsung’ at 25%. ‘Sony’ is used by 20% of the audience, 
followed by ‘Nokia’ and ‘Iphone’ brands which are 10% each, and finally 5% of the target 
audience holds the brand ‘HTC’. 

- We find that the brand ‘Blackberry’ is largely popular among the female audience, as they 
account for 20% of the total 30% of current ‘Blackberry’ users. Only 10% of the male 
audience accounts for the total number of individuals who hold ‘Blackberry’ phones. 

- The brand ‘Samsung’ is most popular brand among the male target audience, accounting for 
15% of the total 25% of over ‘Samsung’ users. 10% of the female audiences hold ‘Samsung’. 

- ‘Iphone’ and ‘Blackberry’ is shown as the next popular brand among the male audience at 
10% each. The percentage of ‘Iphone’ users among the female audience is 0%. 

- On a whole, we find that the brand ‘Blackberry’ is highly popular among the age group 19-
24, with 25% of the total 30% of current brand holding. This was followed by the next 
brand ‘Sony’, with 10% of the total 20% of current brand holding, among the age group of 
19-24. 

- The brand ‘Samsung’ is highly popular among the age group of 25-44, with 15% of the total 
25% of current brand holding. 

- Overall, 55% of the target audience stated reason for purchase as ‘Product Feature’. This was 
followed by the next reason as ‘Necessity’ with 35% of the target audience. ‘Services’, 
‘Physical Appearance’ and ‘Quality Level’ accounted for 30% each. 15% stated reasons for 
purchase as ‘Brand Popularity’. ‘Price’ was seen at a low of 10% and ‘Bundle Offer’ and 
‘Social Status’ was seen at 5%. Overall, 0% of the target audience purchased their current 
mobile phone for the warranty it may/may not have come with. 

- The most popular reason for purchase among the male target audience is ‘Product Feature’, 
accounting at 35% of the total 55% who provided that reason. This was followed by the 
next popular reason for purchase, i.e. ‘Quality Level’, accounting for 25% of the total 30% 
who stated reason for purchase on a whole, among the male audience. 

- We find 20% of the female target audience stated reasons for purchase as ‘Product Feature’. 
This was followed by the next popular reasons being ‘Physical Appearance’ and ‘Services’, at 
15% each, among the female audience. 

- There is an equal representation of the reason for ‘Services’ in the male and female target 
audience, each accounting for 15%, of the total 30% overall. ‘Brand Popularity’ accounts for 
only 10% among the female target audience and 5% among the male target audience. ‘Brand 
Loyalty’ is a reason stated only by the female target audience, at 10%.  ‘Price’ accounts for 
only 10% among the male target audience, by 0% among the female target audience. 20% of 
the male target audience also stated reasons for purchase as ‘Necessity’, where as for women, 
it accounted for 15%. 
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- The most popular reason for purchase among the age group of 10-18 to be ‘Quality Level’ 
and ‘Product Features’ at 10% each . ‘Services’ account for 20% of reason for purchase 
among the age group of 19-24, followed by ‘Necessity’ rated at 15%. The most popular 
reasons for purchase among the age group of 25-44 is ‘Product Features’, at 30%, which is 
then followed by ‘Necessity’ at 15%. Among the age group of 45-64, there is an equal 
representation for ‘Services’, ‘Quality Level’ and ‘Product Feature’, accounting at 5% each. 

- 50% of the target audience would change their mobile phone over a period of ‘Two Years’. 
This was followed by 30% of the target audience who would change their mobile phone 
over the period of one year, ‘Yearly’. 

- ‘Phone Size’ is seen as the most important feature of physical appearance of the phone, 
accounting for 60% of the target audience. This is followed by the next feature ‘Screen Size’, 
which accounts for 55% of the total target audience. 50% of the target audience chose the 
feature ‘Touch-Screen’ as an important feature which they look for during purchase of the 
product. 35% of the audience makes decisions of the physical appearance based on ‘Colour’ 
of the mobile phone. 30% make decisions of purchase based on ‘Industrial Design’. 25% 
give equal importance to ‘Phone Thickness’ and ‘Phone Weight’. Only 15% of the audience 
gives preference to ‘QWERTY Keypad’, during purchase. 

- The most popular physical appearance feature among the male audience is ‘Screen Size’, 
which accounts for 35% of the total 55% of overall favoring. This is then followed by equal 
preference of ‘Phone Size’ and ‘Touch-Screen’ features, rated at 30%, among the male 
audience. ‘Phone Size’ feature accounts for 30% popularity among the female audience. The 
feature of ‘Colour’ is rated at 25% importance among the female audience. 

- In the age group of 10-18, the most popular features are found to be ‘Touch-Screen’ and 
‘Screen Size’, accounting for 10% of importance, each. Among the age group of 19-24, the 
most popular physical appearance feature would be ‘Phone Size’, which accounts for 30% of 
importance. 

- ‘Phone Size’, ‘Touch Screen’, ‘Screen Size’ and ‘Industrial Design’ are of equal importance of 
20% among the age group of 25-44 

- It was shown that overall, majority of the target audience find ‘Warranty’ as an ‘Extremely 
Important’ aspect of the mobile phone, accounting for 65% of the target audience. 20% of 
the target audience finds it to be a ‘Very Important’ factor, overall. 10% rate warranty of the 
mobile phone as ‘Important’. The rest 5% of the target audience rate warranty as an aspect 
of ‘Low Importance’. 

- It is seen that 80% of the audience have knowledge of their warranty type for their mobile 
phone, where as the rest 20% of the audience do not have knowledge of their warranty type. 

- Of the 80% of target audience who were knowledgeable of their warranty type, 20% stated 
that their mobile phones held a warranty type of ‘International’, 20% stated their mobile 
phones held a warranty type of ‘Local’, and the rest 40% stated that their mobile phone held 
a warranty type of ‘Standard’. When asked their duration of the warranty, 100% of the 80% 
of target audience who held knowledge of their warranty type, stated it to be at ‘One Year’ 
duration. 
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- Of the total target audience, 100% of them stated that their mobile phones had come along 
with some form of accessories.  

- The most popular accessory to come with mobile phones is seen to be ‘Ear Phones’, which 
is accounted at 100% by the target audience. There is an equal distribution between 
‘Adaptors’ and ‘USB connectors’, accounting for 60% by the target audience. 

- It is found that 100% of the male audience would prefer a mobile phone that came with 
more accessories; whereas only 80% of the female audience would prefer a mobile phone 
that came with more accessories. 

- When asked whether or not the target audience would purchase their mobile phones on the 
basis of other devices running the same operating system, 35% said no and 65% said yes. 

- The overall response of target audience when asked whether or not they read the 
information on the packaging that their mobile phone came with, was 85% of the audience 
said they did; the rest 15% did not. 

- Overall, 30% of the target audience looks for the ‘Price’ of the mobile phone on the 
packaging. 85% of the overall target audience looks for the ‘Product Features’ of the mobile 
phone on the packaging. 

- The responses of the target audience when asked whether or not they read the contents 
present in the packaging was, overall, 65% said they did, where as the rest 35% said they did 
not. 

- The total number of target audience who claim to have saved the package of their current 
mobile phone, after purchase was 90%. 

- 50% of the target audience claim to ‘Still have it’, while 15% of the target audience had kept 
their packaging for ‘Less than a year’. 10% f the target audience accounts for saving the 
packaging for ‘Less than a Month’ and ‘More than a Year’ each. Only 5% of the target 
audience saved their packaging for ‘More than a Month’. 

- Overall, 60% of the target audience said that they saved the packaging of their mobile phone 
for ‘Reference’. 30% of the target audience said they saved their packaging for 
‘Miscellaneous Storage Utility’, 20% for ‘Resale’ of the mobile phone and 5% for ‘Other’. 
The 5% who chose ‘Other’ explained that reasons for saving of package was in-case of an 
event in which the mobile phone stops working and needs to be replaced and/or for refund. 

- Overall response of the target audience when asked whether or not they would prefer a 
mobile phone that came in an aesthetically appealing package was, 75% said yes and 25%  
said no. 

- 40% of the female audiences contribute to the overall number of target audience who would 
prefer an aesthetically appealing package. 35% of the male audience contributes to the 
overall number of target audience who would prefer an aesthetically appealing package. 

- The highest product feature rated important is ‘Battery Life’ with an overall response of 85% 
from the target audience. The next important feature is ‘Physical Appearance’ with an overall 
response of 70% of the target audience. The third highest product feature would be ‘Price’, 
which was seen as important by 65% of the overall target audience. 55% of the target 
audience said that they look for ‘Internet Compatibilities’ as an important product feature. 
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‘Games/App Stores’ and ‘Warranty’ contributed for 50% of the target audience. 45% of the 
target audience deemed ‘Social Media Compatibilities’ as an important feature. ‘Email 
Services’, ‘Operating System Compatibility with Other Devices’ and ‘Touch-Screen’ were 
accounted as an important feature by 40% of the target audience. 20% said that 
‘Accessories/Bundle Offers’ were an important feature during purchase, 15% stated that 
‘QWERTY Keypad’ was an important product feature and lastly 5% stated ‘Other’. For the 
5% who stated other, feature provided was ‘Camera’. 

- It is seen that 50% of the female audience contribute to the overall number of target 
audience, i.e.70%, who regard ‘Physical Appearance’ as an important product feature. This is 
then followed by 45% of the female audience who see ‘Battery Life’ as an important product 
feature, during purchase of a mobile phone. The most important product feature to the male 
target audience is ‘Battery Life’, accounting for 40% of the overall target audience response, 
followed by ‘Games/App Store’ which account for 35% of the overall target audience 
response. ‘Price’ is seen as a relatively important factor among the female audience as 40% 
of them choose it, as a pose to the male audience of 25% who chose ‘Price’.  

- It is seen that among the age group of 19-24, ‘Battery Life’ and ‘Price’ contribute for 45% 
each of the overall target audience rating. ‘Physical Appearance’ accounts for 40% by the age 
group of 19-24. The age group of 25-44 regards ‘Physical Appearance’ and ‘Battery life’ as 
important, accounting for 25% each. 

- 85% of the target audience researches the product through the ‘Online’ medium, such as 
blogs, official websites, forums etc. This is followed by the next popular medium for 
research that is Friends/Family/Colleagues, accounting for 55% of the total target audience. 
‘Advertisements’ are another mode for gathering information by 35% of the overall 
audience. ‘Newspaper Articles’ are seen to be the least medium for gathering information, 
accounting for 25% of the target audience. 

- It is seen that there is an equal representation of ‘Online’ and ‘TV’ as 35% of the target 
audience refer to both mediums. This is followed by ‘Print’ which accounts for 25% of the 
target audience. ‘Outdoor’ accounts for only 10% of the target audience and ‘Radio’ 
accounts for 5% of the target audience who refer to advertisements for information. 

- 90% of the target audience said they were satisfied with their mobile phone. The rest 10% of 
the target audience said they were not, stating reasons such as not being satisfied with the 
‘touch-screen’ and dissatisfied with the ‘blackberry service’. 
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SUGGESTIONS AND RECCOMENDATIONS 

- To create a marketing mix that is dynamic, aiming at the various target markets. 
 

- To surround the marketing strategy of a company based on the needs of the consumer. 
 

- To develop products on the basis of the audience wants and needs, and dissatisfaction. 
 

- To focus on quality level, physical appearance and product features of the product. 
 

- To give high importance to packaging of the product, as it is saved post-purchase. 
 

- To focus on services the product comes with. 
 

- To provide the consumer with as much information during their research, by supplying 
adequate amount of information of the product online, as it is one of the most used 
mediums for research. 
 

- To gain access into online forums and social media platforms, so as to monitor word-of-
mouth, as, through research, we find is an important source of information. 
 

- If the target market be a mix of male and female, focus advertising on the basis of various 
features, and quality, and target the two genders through various mediums. 
 

- If the target market be of the younger generation, focus on physical appearance of the 
product and advertise through online medium. 
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CONCLUSION 

From our research, we find that the world today is a dynamic and ever changing place, with high 
demands. Individuals are specific about their needs, wants and desires. Price is no more an obstacle 
for the various age groups, as we find that it is rated as secondary to other features, such as physical 
appearance. We therefore find that the mobile phone market today is booming, as the once was 
‘luxury good’ is now becoming a ‘necessity’. Though the most popular brands seen in the research 
were of the high-end premium mobile phones, individuals still stated that it was a ‘necessity’. 
Further, there were slight discrepancies between what the female and male gender favored, in terms 
of product features.  

This brings about two possible outlooks. One is that today, it is even more so clear that marketers 
have a great opportunity to segment their market and very accurately target them. It all depends on 
whether or not they are sensitive to the needs and requirements of the target audience, and use the 
correct tactics. Secondly, we find that more than price, product features are gaining higher 
importance. Dubai is a cosmopolitan area, and looks matter. Product features therefore outweigh 
the logical audience who would base their buying decisions on price. Individuals are likely to be 
brand loyal to brands they see as highly popular, but majority of the audience are willing to try out 
different kinds of products in the market. However, while price may not be of much concern to 
many, it is seen that individuals still look for bundle offers and accessories. Therefore, they would be 
more likely to buy a product on the basis of which product offers more to them. 

Keeping this in mind, a company should therefore focus their marketing mix, in Dubai, on the basis 
of the ‘Product’ and it’s ‘Promotion’. ‘Price’ and ‘Placement’ do play an important role, but the 
major stimulus for the mobile industry would be ‘Product’ and ‘Promotion’. Further, companies 
should start focusing its marketing on the ‘Packaging’ of the product as it brings opportunity for 
post-purchase advertising and branding of the product. 

All in all, we find that ‘Product’ is an indispensible part of the marketing mix, which is highly 
relevant in Dubai, and the marketing mix can’t do without. The secret is therefore in the product 
and what it has to offer. 
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� Male 

� Female 

Please choose the appropriate age bracket that you belong to 

� 0-10 

� 10-18 

� 19-24 

� 25-44 

� 45-64 

� 65+ 

Q1- Which brand of mobile phone do you currently possess? 

� Iphone 

� Blackberry 

� Samsung 

� Nokia 

� Sony  

� HTC 

� LG 

� Other: _____________________ 

 
Q2- What were the reasons for purchase of the phone? 

� Price 

� Brand Popularity 

� Necessity 

� Social Status 

� Services 

� Quality Level 

� Bundle Offer 

� Warranty 

� Physical Appearance 

� Product Features 

� Brand Loyalty 

 
Q3- How often do you change mobile phones? 

� Every month 

� Every 3 months 

� Every 6 months 

� Every year 

� Every two years 

� More than two years 
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Q4- Does physical appearance of the mobile phone play an important role during purchase of the 
product? If yes, what are the physical appearances you look for? 

� Phone Thickness 

� Phone Size 

� Touch-screen 

� QWERTY keypad 

� Screen Size 

� Industrial Design 

� Colour 

� Phone weight 

 
Q5- How important is warranty of the mobile phone?  

� Extremely Important 

� Very Important 

� Important 

� Low Importance 

� Extremely Low 

 
Q6- a) Do you know the warranty for your current mobile phone?  

� Yes 

� No 

b) If yes, please specify which type of warranty? 

� Local 

� International 

� Accidental 

� Standard 

c) What is the duration of the warranty? 

� Less than one year 

� One year 

� Greater than one year 

 
Q7- a) Did your mobile phone come with any accessories?  

� Yes 

� No 

b) If yes, please specify: 

� Ear phones � Blue tooth device (Hands free) 
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� USB Connectors 

� Adaptor 

� Soft-touch screen cleaner 

� External Speakers 

� Case 

� Screen Guard 

� Other: __________________________ 

 
Q8- Would you prefer a mobile phone that comes with more accessories /bundle offer? 

� Yes 

� No 

 
Q9- Do you choose your mobile phone based on other devices running the same operating system?  

� Yes 

� No 

 
Q10- a) Do you read the information on the packaging that comes with the phone?  

� Yes 

� No 

b) If so, what do you look for? 

� Price 

� Product Features 

� Other: __________________________

 
Q11- Do you read the contents present in the packaging? 

� Yes 

� No 

Q12- a) Did you keep the packaging of the mobile phone after purchase?  

� Yes 

� No 

b) If so, for how long? 

� One week � Less than a month 
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� One month 

� More than a month 

� Less than  a year 

� More than a year 

� I still have it 

 
c) What are the reasons for keeping the packaging? 

� Reference 

� For resale 

� Miscellaneous Storage Utility 

� Other: _____________________ 

 

Q13- Would you prefer a phone that comes in an aesthetically appealing package? 

� Yes  

� No 

Q14- What product features are most important to you? 

� Games/App store 

� E-mail services 

� Internet Compatibility 

� Social Media Compatibility 

� Operating System Compatibility with 
other devices 

� Physical appearance 

� Warranty 

� Battery Life 

� Price 

� Touch-screen 

� QWERTY Keypad 

� Accessories/Bundle offers 

� Other: ____________________ 

 
Q 15- a) Do you research the product prior to purchase of the product in-store? 

� Yes 

� No 

b) If yes, through what sources? 

� Online (blogs, official websites, forums 
etc.) 

� Advertisements 

� Friends/Family/Colleagues 

� Newspaper articles 

� Other: _______________________ 
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c) If advertisements, please specify through which medium: 

� Online 

� Print (magazine, newspaper etc.) 

� Radio 

� Television 

� Outdoor

Q16- a) Are you satisfied with your current mobile phone?  

� Yes 

� No 

b) If no, please specify why? 

_______________________________________________________________________________ 

_________________________________________________________________________________ 

_______________________________________________________________________________ 

 

Thank you for your participation. Have a good day. 

 


