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[bookmark: _Toc515543216]Glossary and abbreviations 
Smartphone: is a handheld personal computer with a mobile operating system and an integrated mobile broadband cellular network connection for voice, SMS, and Internet data communication; most, if not all, smartphones also support Wi-Fi (Budmar, 2012).

Foreign students: a foreign student is a non-indigenous student from another country other than china

Brand: is a product, service, person, company, or a concept, which has characteristics like a name, symbol, etc. to be differentiated from others in the market. A brand is what makes the product identifiable and differentiable (Aashish, 2017).

Quality: the degree to which a specific type of product is able to satisfy the wants of a specific consumer (Gilmore, 1999) 
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Abstract 


The present study aimed at examining smartphone brand war among foreign students in china. The study’s purpose is to examine the brands of smartphones used by foreign students in china and ascertain the factors that are attracting foreign students to decide on particular brand. 20 students from Beijing union university were sampled for this study. Questionnaire was the instrument used for data collection. The data collected was analyzed using Microsoft excel. It was found out that foreign students make use more of Samsung, Apple and Huawei in that order while other brands are Lenovo, Xiaomi and Oppo. Results also showed that the factors that determine smartphone brand choice among foreign students in china are: price; quality of the phone; user friendliness; mobile phone appearance and battery, size; colour of the phone; social influence and marketing communication such as promotion posters and word of mouth. It was thus recommended that smartphone brands should target students with smartphones that have certain features that can best satisfy their need. Smartphone brand should also increase the way they advertise and channel adverts to student environment in order to get more patronage.
.



[bookmark: _Toc515543218]Nature and background of the study
[bookmark: _Toc515543219]Introduction
Smartphones are currently no longer a luxury item in China, which has moved toward becoming useful tool for communicating. Smartphone users are higher in particular Beijing and smartphone has become inevitable for personal and commercial activities. The big question is how smartphone brands can seize opportunity of the population and market to cover large market share? Smartphones are judged by their qualities, the greatest factor is the quality for shoppers, yet the quality is regularly firmly identified with the outstanding brands (Kao, 2009).
China is the most exceptional smartphone market on the planet:  its possible for a smartphone producer to be a worldwide leader in smartphone while never leaving the Chinese market. As the most recent information from Kantar Worldpanel demonstrates that China's main five telephone sellers are turning into a stronger and overwhelming gathering (Kantar, 2017). 
There are currently 1.25 billion cell phone clients in China. The Chinese cell phone market is a long way from saying its developing in any case, with incomes and shipments increasing by 53% and 64% respectively in the main quarter this year. Before the current year is over, China is relied upon to overtake the USA as the world's biggest cell phone market, with deals determined at USD 87 billion. In the second quarter of 2018, cell phone shipments in China represented 37% of the worldwide total, and it was more than 440 million cell phones sold in China in 2014. 395 million of these handsets were smartphones, which is 31.5% of expected worldwide deals (Statista, 2018). 
Kantar reports that, for the quarter finishing off with October, the best five of Huawei, Xiaomi, Apple, Samsung, and Oppo represented 91 percent of the general market. That is up from 79 percent a year sooner, making it difficult for organizations like ZTE, Meizu, and Lenovo to thrive in their own nation. 
Producers have been able to come out with a method that helps them to stay relevant in the Chinese market. Oppo and Vivo focused on setting up an immense system of physical stores that get their gadgets out to shoppers who may not yet approach the web. Xiaomi has been predominant in online deals by offering the best possible deals online. The significant method that Xiaomi has appreciated over this previous year has been down to another procedure of coordinating all the more genuine stores with its officially effective online system. Huawei has concentrated principally on urban China, and it's received its benefits as one of the main brands. Apple, at long last, has kept up its status as an excellent luxury brand, and its iPhone X make a big appearance is probably going to support its numbers. (Vlad 2017).
Students from colleges, university and higher education institutions occupy the largest number of youths using smart phones in china. These students are searching for good value for the money they spent while also factoring a good brand, user friendliness and customer service. 
It is therefore especially intriguing for them to possess a smartphone, which enables them to access the Internet and its assorted administrations. Urban areas are the greatest market for producers right now. In such zones, compensations are commonly much lower thus the market is considerably bigger for cheaper smartphones than for expensive ones. Compared to cities where shoppers are especially pulled in to advanced gadgets with a rich brand picture, for example, the iPhone (Li, 2017).
Also, students have a tendency to favor handsets with bigger screens, and in China telephones with 5"+ screens speak to 39% of the market. Samsung is by a wide margin the pioneer around there (53% of offers for 5.5" or more shows). However different organizations, for example, Huawei, Lenovo, LG and Sony have effectively begun delivering these kinds of smartphones. Having noticed this by apple they too have taken to it to make phones with larger screens. Apple is improving at present, and its iPhone x is the most prominent iPhone yet. Its brilliant shading adaptation offers incredibly well on the Chinese market. IPhone deals expanded by 58% in China the second quarter of year 2017, on account of an agreement manage China Mobile (Manya, 2017). 
Apple is excelling in the 4G market, and records for half of China Mobile's 2.8 million 4G supporters. In its plan to expand, Apple wants to triple the quantity of Apple retail locations in the following two years. Despite all of this Huawei has captured the largest market share of 27.5 %. Such handsets are the most suitable for China's crowded gathering of youthful age (Statista, 2018).
1.1. [bookmark: _Toc515482368][bookmark: _Toc515543220]Objectives of the Study
The use of smartphones by student has become more frequent because of the activities they carry out with it. Students make use of smartphones from different brands and make selection due to certain functions. The main objective of this study is to examine the smartphone brand war amongst students in china. The study seeks to examine the following objectives;
1. To examine the type of smartphone brands used by foreign students in china
2. To ascertain the factors that are attracting foreign students to decide on particular brand
3. To make recommendations on how smartphone brands can increase patronage from foreign students.
1.2. [bookmark: _Toc515543221]Statement of the problem
The advancement in mobile technology and the need to communicate has made owning a smartphone inevitable for both the young and the old. The benefit of using these mobile phones with Internet access has made it very necessary for university students to have it. Student are much addicted to their phones as they can easily communicate with friends and exteded families, read news online, browse the web for solutions to their assignments and many more. All mentioned shows why students comprise the largest population of smartphone users in china today. 
These students are many times faced with which brand to buy a smartphone from putting into considerations different factors such as price, quality and customer service of the brand. It is in the light of this that this study seeks to examine smartphone brand preference amongst foreign students in china using Beijing union university as the research environment.
1.3. [bookmark: _Toc515543222]Questions of the Study
1. What are the brands of smartphone brands used by foreign students in China?
2. What are the factors that are attracting foreign students to decide on particular brand?
3. How can smartphone brands increase patronage from foreign students?
1.4. [bookmark: _Toc515543223]Delimitations 
Many factors influence the decision of student to settle on a particular brand. This study will focus mainly on the key factors that make a student to select a particular brand. Also the study will look into the different types of brand that foreign students use and make analysis based on the data collected. Lastly, this study is limited in scope covering students only from Beijing union University.
1.5. [bookmark: _Toc515543224]Researcher Expectations 
This study investigates smartphone brand war among foreign students in china. It is the expectation of the researcher that the commonly used smartphone brands by foreign students be known upon the completion of this study. The researcher also expect that this study will go along way in assisting managements of smartphone brands in china to know the factors that foreign students consider before selecting their brand





















[bookmark: _Toc515543225]LITERATURE REVIEW
[bookmark: _Toc515543226]2.1. Chinese Mobile Phone Market  
There are about 600 million mobile phone service subscribers in the country in China. According to the study conducted by (Avidar et al. 2014), about 70% of survey respondents used their smartphone for informative purposes daily, and almost 55% for entertainment purposes.   
  	China has been reported as one of the biggest market for smartphones in the world. Almost all global smartphone firms would like to gain a share in Chinese market because China is the biggest market, which also has a great potential.  Relative to other phones brands, android phones hold the largest market share in the world. Xiaomi has become the largest smartphone manufacturer in China with a share of 15.9% followed by Huawei with a market share of 27.5%. The market is characterized by local and international brands. Most of the international leading companies such as Ericsson, Nokia, Motorola, and Siemens began their operations in China in the 80‘s and 90‘s (Fan, 2006). Nokia entered the Chinese phone market in 1985 (Chang and Horng, 2010). Lenovo, Xiaomi, Huawei and ZTE are the examples of home grown brands that have gained a strong market share in the Chinese market. One of the reasons associated with increased market share of the local brands is the production of low‐cost smartphones in China. Competition from Chinese local brands is threatening the market share of international brands (Litchfield, 2000). Report has it that Chinese government policy favors the growth of   domestic manufacturers, and the growth of domestic manufacturers from nine in 1999 to fifty six in October 2005 (MII, 2005) has been associated with the favorable government policy. Smartphone producers across the world are faced with intense competitions as new phones are introduced almost every month. Customers have a lot of alternatives and buying decision can be very difficult. (Seo and Lee 2007) said that value-shifts help producers get competitive advantage. To gain a competitive advantage, producers become very innovative and add new features to gain customer’s satisfaction (Rothaermel, 2016) as consumers are strongly influence by brand when it comes to choosing phone (Knapman 2012).  



[bookmark: _Toc515543258]Figure 1: Mobile market share in China in 2018 (Global Stats, 2018)


[bookmark: _Toc515543259]Figure 2: Customer satisfaction among campus students (Grail Research China Mobile Phone Survey, 2009) 








[bookmark: _Toc515543260]Figure 3: Reasons for students purchasing a mobile phone (Shakeel, 2017)
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[bookmark: _Toc515543227]2.2. Consumer Behaviour and Purchase decision of Mobile Phone   
 According to (Schiffman et al, 2015), consumer behaviour is the series of steps and individual goes through when buying of a particular product. The steps include finding out the problem, accessing information, going through the choices made, buying process and analysis after buying. The search for information is achieved through advertisements, word-of-mouth, referencing from groups or people, recommendations and social media.  (Moorthy et al., 1997) states that consumer finalize their purchase decisions by the limited information they have. The decision to buy a smartphone may be influenced by brand loyalty, quality or certain key features that only a particular brand offers (Dorsch et al, 2000). Research has shown factors that determine smartphone purchase is associated with age, sex, ethnicity, design, brands, purposes, product features and social reference groups (Ehtesham Mohammad, 201). The product features help to select the product when consumer confused between different products (Kumar Sandeep, 2015). Purchase decision is selected from two or more options (Schiffman and Kanuk 201.). Consumer decision-making process involves identification of a consumption problem, searching for alternative. The first stage of consumer decision-making identifies a consumption problem. According to (Hoyer and MacInnis 2007), this gives motivations to the consumers to act. This is related to which particular brand to buy and how much the buyer is willing to spend on it. This stage is usually followed by searching for alternative solutions. (Hoyer and MacInnis 2007) reported that people gather information on which brands are available, the features and benefits of the available brands to help them make an informed decision on a product (Hoyer and MacInnis 2007).  After setting aside alternative solutions the buyer then selects on which best goes with what they are looking for factoring price, features and the brand. 
 The buying behavior can be linked with culture (Sternquist et al, 2004). Chinese culture has a great impact on how people are influenced to buy, people rely on what other people believe is right to do or what is of high quality. (Liu et al., 2010) reported that if a reference group has approved a product as quality, Chinese people would try to continue to buy the product. Also, the influence of word of mouth by family and friends has a great impact of consumer behavior as Chinese have collectivist character (Yi-you 2004). It was reported by (Liu et al. 2010) the buying behavior of the Chinese consumer has the tendency to change based on the experiences someone they trust or have great respect for has had with the product.  This shows that Chinese preferred to base their purchasing decisions on peoples personal experience to best products that would offer value for their money. 
According to (Sternquist et al, 2004), Chinese consumers are conscious of the value they from the products. It is therefore advisable that any new entrant in Chinese phone manufacturing should use price and different promotion strategies to gain market share of its products.
[bookmark: _Toc515543252]Table 1: Model of buyer behaviour (Armstrong and Kotler, 2001)
	The Environment
	Buyer's black box
	Buyer responses

	• Marketing
stimuli
• Product
• Price
• Place
• Promotion
• Other
• Economic
• Technological
• Social
• Cultural
	• Buyer's
characteristics
• Buyer's
decision
process
	• Buying
attitudes
• Buying
preferences
• Purchases
behavior
• Brand
and
company
Relationship
behavior


[bookmark: _Toc515543228]2.3. The Concept of Brand Preference of Students 
Branding has always been an important aspect of marketing. Brand is a powerful tool in a market, which is highly competitive. It gives the company the power to deflect competitive moves. For a brand to have value it needs trust, confidence, comfort and reliability in the consumers mind. To consumers product brands are not just about the big names, the dwell within consumers. It is this recognition brands give to themselves that help bring the consumers and marketers together, it is also on this basis consumer relationship stands (Hult et al. 2012).
 Brand preference relates to a condition in which consumers select one brand over other competing brands, and only accept substitutes when those they want are not available. Brand preference is a degree of brand loyalty (Hult et al. 2012). Brand preference is normally seen displayed when consumers are purchasing a product. (Bhukya and Singh 2013). According to (Hoyer et al. 2013), consumers consider the brand they prefer over others. Researchers have documented those factors that influence brand preference as perception, past experience, price, product’s features et. (Lin et al., 2010). Consumers’ select brands that they perceived to satisfy their needs and expectations. (Bronnenberg et al 2010) wrote that consumers past experience tends to have an effect on their buying process.
[bookmark: _Toc515543229]2.4. Factors Influencing Smartphone Brand Preference  
[bookmark: _Toc515543230]2.4.1. Price
The price of smartphones is key roles in brand preference among students, as they cannot afford expensive phones. Price of a product says a lot about the nature of a product since consumers relate price to quality. According to (Yusuf and Shafri 2013), low prices may show that that a brand is of low quality, whilst unexpectedly high prices cause consumers to question the true worth of brands. Reports have shown that price is a very important factor in brand preference of smartphones (Ala’a and Yaser 2015). (Karjaluoto et al. 2005) said that price is a key factor in brand preference of smartphones amongst young people. (Akhtar et al. 2013) investigated the impact price had on smartphone brands for university students who purchased them. The was able to prove that 68.8% of the students preferred moderately-priced smartphones as against 14.2% for high-priced phones. This is further supported by (Mokhlis and Yaakop 2012); the preference for low cost smartphone among students is associated with insufficient fund to meet their needs. In contrast, (Dziwornu 2013) reported no significant relationship between price and smartphone purchases. This is supported by (Saif et al. 2012), the price does play as much as an important role in smartphone preferences of mobile phone brands since the economic status of consumers changes. To gain market share, smartphone manufacturers use low price strategies. (Shih 2014) reported that low price strategies paid off for Huawei. The strategy used by the company has created price wars and profit margins in China (Shih, 2014). (Prasso, 2011) reported a reduced Gross profit margins from 45% to 35% right after Huawei’s entry.
[bookmark: _Toc515543231]2.4.2. Smartphone Features
Smartphone features play a very important role in the preference of a particular brand. According to (Zhang et al 2015), the features are defined as the capabilities, applications and services offered to consumers on products or brands.  The features of a smartphone brand include function, specification, aesthetics, brand image, self-feeling and user experience. Product features of a smartphone include common functions, appearance, multimedia functions, personal information management functions, body design and product image. According to (Kotler and Armstrong 2005), a product consists of many different features, which a consumer takes into consideration before making a purchase decision. Smartphone producers continue to increase the features of smartphones making it difficult for consumers to make a decision on the brand to buy.  (Seva et al. 2007) has investigated the relationship between smartphone features and brand preference. After the findings, the two variables showed a strong relationship. Product features drift consumers to grow fond of certain brands (Hledik 2012). It has been reported that features like screen size, battery life, designs, weights and keyboards influence consumer brand preference (Park et al. 2014). After the price of a smartphone, phone features are the second factor that influences consumer brand preference (Sata 2013.)  (Malasi 2012) investigated relationship between smartphone features and brand preference for undergraduate university students. The findings showed that the student respondents consider product features that meet their needs as consumers.
Aside considering price and features of smartphones, consumers also take into consideration the user friendliness of whichever smartphone they purchase. According to (Khan and Rohi 2013) user-friendliness is the ability of products to be easily used and understood.  The study conducted by (Haverila 2012) to investigate the relationship between mobile phone size and brand preference for undergraduate and graduate college students. The study showed that high school students have preference for middle-sized mobile phones (4.7”).  In China, the most preferred size is 4.7” (Wu, 2013). In contrast Smartphone features should also incorporate brand reliability and durability.  Durability is a measure of how long devices last with regular use (Ling et al 2007). To be durable,( Ala’a and Yaser 2015) found out that smartphones should have tough cases and be made of hardy materials  or contain applications and services. (Mokhlis and Yaakop 2012) reported that smartphone durability is one of the most important factors influencing smartphone brand preferences. (Ala’a and Yaser 2015) reported that respondents also consider the durability of smartphone devices to be their first priority when choosing brands.  
[bookmark: _Toc515543232]2.4.3 Social Group Influence on Brand Preference
Social influence is defined as the degrees to which people consider what others say to be important. (Park et al. 2014) reported that social groups influence smartphone brand preference. Social group includes families, cultures, roles, opinion leaders, social classes and peers. These groups impact on the consumer behavior of others. Social influences are exerted when the information provided by groups and the media influences how individuals behave (Hoyer et al. 2013). Families are groups of individuals living together who are related by birth, adoption or marriage. People in families play different roles, which influences their choices and the brands they prefer.  (Hong and McCullough 2010) agree that suggestions from family members have strong effects on the choices and decisions consumers make. Opinion leaders have high tendency to influence others through the decisions they make. Examples of opinion leaders for smartphones are youths. The recommendations of opinion leaders exert a great influence on the choices consumers make. They are considered valuable sources of information, because they have social power, and can therefore influence others (Solomon 2013).  
[bookmark: _Toc515543253]Table 2: Factors impacting mobile phone selection (Ha, 2016)







[bookmark: _Toc515543233]METHODOLOGY
3.1. [bookmark: _Toc515482381][bookmark: _Toc515543234]Research Approach 
There are three main research methods, and these are Quantitative, Qualitative and Mixed method (Tashakkori & Teddlie, 2003). With qualitative research method, the researcher derives his information from what participants think, that is, their views and opinions by asking questions which are related to the research topic, broad and general in nature, collecting of data that are mainly words or text, describe and analyze the words collected from them  (Tashakkori & Teddlie, 2003). This method discovers and understands views and thoughts of the participants, (Hiatt, 1986). This methods significant advantage is that it allows the researcher to get more detailed understanding of how the participants think and their personal views. 
Even though this method looks very appropriate it also has a down side to it. Aside being time consuming as a disadvantage the researcher interprets the research according to his or her own biased view (Dillman, 2000; Wallen & Fraenkel, 2001).
In quantitative research, the researcher asks specific questions from participants based on the study then the data is analyzed using statistics, which makes it unbiased on the part of the researcher. Quantitative methods use of replicate, objectivity, and generalize result, and are usually interested in making guess (Burns and Grove 2001). 
The quantitative method uses surveys to collect the data to be used for the study, it then relies on various theories related to it s study to test out the hypothesis. Quantitative research gives the research the chance to gather and analyze the data. This is advantageous because the researcher is not influenced by his feeling or emotion to the results. The downside of this method is that normal a large sample size is required to get more accurate results. (Leedy & Ormrod, 2001).
Mixed method of research combines the qualitative and quantitative methods by using the strengths of the various methods to conduct the research. (Polit & Beck, 2012). (Johnson and Onwuegbuzie 2004) also defined the mixed method of research as the amalgamation of both studies, thus combining key techniques and using all their approaches in one single study. Multiple approaches are used in trying to find answers to research question; this is what gives this method an upper hand over the others. Despite the mixed method being advantageous, it greatest disadvantage is how time consuming and expensive it is (Johnson & Onwuegbuzie, 2004).
 The quantitative method will be used, because the study is using a descriptive survey research strategy in conducting the study and quantitative method uses survey to gather data needed for the study. This approach matches the strategy and research philosophy of the study by describing the view of the respondents in an unbiased manner. Since this study relies on testing theories and hypothesis, quantitative approach is used.
3.2. [bookmark: _Toc515543235]Research Setting  
A study of this nature that examines the smartphone brand war among foreign students in china. The study employs only foreign students in Beijing union university as the participants.  The study focused on surveying these foreign students for their smartphone brand preference and the factors that motivated them to select a particular brand. The university is the research settings for this study.  
3.3. [bookmark: _Toc515543236]Population 
(Kumekpor 2002) says that population of a study is the set of people or individuals who are involved in the study and have the same traits that the researcher is interested in. He also went onto say that it must be clearly identified since it is the key part of the study and the source of the study’s data.  The study population included foreign students in Beijing union university China. Choosing respondents for the study will be limited to only this university because of the time and ease at which the researcher would access data necessary for the study. Furthermore, Beijing union university has quiet number of foreign students that makes it suitable for the survey. 
3.4. [bookmark: _Toc515543237]Sampling 
According to (Sarantakos 2005), analysis should be conducted when samples are. He also stressed that a researcher should use the best sampling skill to pick a sample that the researcher wants to get information from. Therefore, a sample was picked from the population of study from whom information was derived. 
A total of twenty (20) respondents were selected for the study. This sample size was settled taking into consideration the time and difficulty in getting students that are willing to provide answers. The respondents were drawn from various background and class levels. A conscious effort was made to ensure a fair representation of sexes, ages and status (i.e. single or dating).
The convenience sampling technique was used to select the respondents for the study. This was to select respondents who are readily available and willing to take part in the study. This was to enable the researcher to have access to all the respondents at the time of data collection exercise. 
3.5. [bookmark: _Toc515543238]Measures 
Considering the topic and its objective, the study found it appropriate to employ the use of questionnaire so as to speed the procedure in collecting data that is relevant to the study (Kumekpor, 2002). The items on the questionnaire were closed ended-questions making it easier for respondents to understand and answer.  A Likert scale-typed questionnaire was used with responses ranging from strongly disagree, disagree, Uncertain, agree and strongly agree.
3.6. [bookmark: _Toc515543239]Design 
Research design set out the guideline that connects the elements of the methodology adopted for the study; this includes the practical procedure implemented for accessing the subject of the research (Dezin & Lincoln, 2000). 
Survey research is a method used to obtain information needed by giving out questionnaires to the related population. Survey research can be used for explorative intention, explanatory or confirmatory, evaluation, prediction, operational research and development of social indicators. It enables the gathering of data regarding the subjects that are solely internal to the participant like their choices, cause of action, attitudes and what they expect and data on these areas are important for the study.
3.7. [bookmark: _Toc515543240]Procedure 
Primary and secondary data was used in the study. The primary data was collected through the use of questionnaire handed to the respondents, while the secondary data are data collected from books, journals and other published thesis. Some information was also taken from other secondary sources on the various web sites and publications relating to China’s smartphone market and consumer.
The primary data was obtained from the respondents using structured questionnaire. Participants were drawn from a tertiary institution, Beijing union university. Participants were briefed on the study, the aims and purpose of the study was explained to them and they were asked to fill the questionnaire. It was expected to take each participant an average of 5 minutes to complete the questionnaire. For those who were busy at the time when the researcher got to them, were given more time to fill the questionnaire and were retrieved after two hours in which all the data needed was collected within three days. Out of the 20 questionnaires that were given out to respondents, all were returned giving a response rate of 100%.
The data was analyzed using a descriptive approach aided by Excel and SPSS. It enabled the researcher to come out with the final findings of the research. The results from the analysis are presented in frequency tables, bar graphs and pie charts. 
















[bookmark: _Toc515543241]RESULTS AND DISCUSSIONS
[bookmark: _Toc515543242]Introduction
The purpose of this study is to examine smartphone brand war among foreign students in Beijing. This chapter shows results from the data collected. In all 20 questionnaires were handed out and all were answered and received giving a response rate of 100.  Below are the results.

4.1 Results
[bookmark: _Toc515543254]Table 3: Gender of the respondents on percentages and numbers
	Gender 
	Frequency 
	Percentage 

	Male 
	12
	60%

	Female 
	8
	40% 

	Total 
	20
	100%



From Table 1, it was identified that 12 students representing 60 % of respondents from whom information was sought to enrich the study were males and with a minority of 8 students representing 40 % were females.
[bookmark: _Toc515543255]Table 4: Age of participants on percentages 
	Age range   
	Frequency 
	Percentage 

	15-25
	11
	55%

	26-36
	9
	45% 

	Total 
	20
	100%



Table 2 results show the age groupings of students at Beijing Union University. Age-range of 15 to 25 years was the age-range that recorded the highest with 11 students representing 55% of total students chosen for the study. Age-range of 26 to 36 recorded the lowest with 9 students representing 45%.
[bookmark: _Toc515543256]Table 5: Academic qualifications of the participants on percentages
	Degree    
	Frequency 
	Percentage 

	Diploma 
	5
	25%

	Bachelor 
	10
	50% 

	Master 
	5
	25%

	Total 
	20
	100% 


From Table 3, results show that 5 students representing 25% of the students are into the diploma program option, 10 students representing 50% of the students belong to bachelor program option, while 5 students representing 25%. 
[bookmark: _Toc515543261]Figure 4: Mobile phone brands among international students on percentages

Results from figure 1 revealed the types of smartphone brands used by foreign students in Beijing Union University. Results above showed that majority of the students own a Samsung mobile phone with 35% of the students attesting to this. Followed by this is apple recording 25% of the students owning an apple mobile phone. Results also showed other brands that foreign students use. 15% of the students use Huawei, 10% use Lenovo and another 10% use Xiaomi while the least student of 5% use Oppo phones. This implies that foreign students drift more to the popular smartphone giants; Samsung and Apple.
[bookmark: _Toc515543262]Figure 5: Brand Popularity as a factor that determines smartphone brand choice on percentages

In this section, students were asked of the various factors that influence their choice of smartphone brand. The response is as follow. Results from figure 2 revealed the influence of brand popularity on the choice of mobile phone brand. 15%, 35%, 40% and 10% strongly agreed, agreed, and were neutral and disagreed that brand popularity influences their choice of smartphone brand. Also 20% strongly agreed, 50% agreed, 20% were neutral, and 10% disagreed that brand popularity and choice influence them when selecting a smartphone brand. It was also revealed that 45% strongly agreed, 30% agreed while 25% were neutral that the combination of brand popularity and quality influence their choice of smartphone brand.
[bookmark: _Toc515543263]Figure 6: Price as a factor that determines mobile phone brand choice on percentages



Concerning the factors that determine smartphone brand choice among foreign students in chin, Figure 3 revealed that 65% of the students strongly agreed, 35% agreed while 5% of the students were neutral that price affects the smartphone brand they prefer. It was also revealed that 35%, 20%, 30% and 15% strongly agreed, agreed, were neutral and disagree respectively that price is important when they choose a smartphone brand. It was also revealed that 25% 55% and 20% strongly agreed and neutral respectively that they associate smartphone price with the quality of the phone when selecting a smartphone brand. This implies that price is a significant determinant of choice of students when selecting a phone brand.


[bookmark: _Toc515543264]Figure 7: Product attributes students consider when choosing mobile phone brand‎ on percentages

Result from figure 4 revealed the product attributes students consider when selecting a mobile phone brand. Result revealed that all the students strongly agreed that mobile phone appearance and battery are the product attributes they consider before selecting a brand. It was also revealed that 35% 60% and 15 % strongly agreed, agreed and were neutral respectively that they consider the quality of the mobile phone brand before making a choice. Results in figure 4 also revealed that foreign students consider user friendliness when selecting a smartphone brand with 65% and 35% strongly agreed and agreed respectively that they consider quality in selecting a smartphone brand. Lastly on product attribute, it was revealed that 30% of the students strongly agreed that they consider the features, size and color when selecting a smartphone brand. 10% 25% and 35% were neutral, disagree and strongly disagree respectively that they consider the features, size and color when selecting a smartphone brand

[bookmark: _Toc515543265]Figure 8: Social influence on choice of mobile phone brand on percentages

Concerning the effect of social influence on choice of smartphone brand, it was revealed that 10% agreed, 30% neutral, 15% disagreed while 45% strongly disagreed that peer influence affect their choice of smartphone brand. Also, 5% strongly agreed, 40% neutral, and 55% disagreed that social status affects their choice of smartphone brand. It was also revealed that10% strongly agreed, 20% agreed, 20% were neutral, 25% disagreed and another 25% strongly disagreed that culture determines their choice of smartphone brand. It was finally revealed that 20% strongly agreed, 5% agreed, 55% disagreed and 10% strongly disagreed that their family influence their choice of smartphone brand.[bookmark: _Toc515543266]Figure 9: Marketing Communication influence on choice of mobile phone brand on percentages 









Figure 6 revealed the influence of marketing communication on choice of smartphone brand. Results from figure 6 showed that 10% strongly agreed, 70% agree while 20% disagreed that promotional activity by the company affects their choice of smartphone brand. Result showed that word of mouth influence the choice of smartphone brand as all the respondents strongly agreed that word of mouth influence their choice of smartphone brand. It was lastly revealed that 20% agreed while majority representing 80% disagreed that they use catalogue when making choice of a particular phone brand.
























4.2. Discussion 
Three objectives were set for the study to examine the factors that influence foreign students’ choice of mobile phone brand. The results above showed that price promotion, quality, product attributes are major factors that determine the choice of mobile phone brand among foreign students in china. This is supported by the assertion by (Kao 2009) which states that students prefer good quality mobile phone at the best price and (li 2017) also assert that when a mobile phone brand presents phones with good attributes, the brand tend to experience higher patronage compared to competitors . 
Concerning the smartphone brands used by foreign students in china, results revealed that foreign students make use more of Samsung, apple and Huawei in that order whiles other brands are Lenovo, Xiaomi and Oppo. 
	Concerning the influence of brand popularity on the choice of mobile phone brand the study revealed that brand popularity influence their choice of mobile phone brand. Also it was revealed that brand popularity and choice influence them when selecting a mobile phone brand. It was also revealed that the combination of brand popularity and quality influence their choice of mobile phone brand.
	With regards the factors that determine smartphone brand choice among foreign students in china, it was revealed that price affects the smartphone brand they prefer. It was also revealed that they associate smartphone price with the quality of the phone when selecting a smartphone brand. This implies that price is a significant determinant of choice of students when selecting a phone brand.
	On other factors that influence choice of smartphone brand, results revealed the product features students consider when selecting a smartphone brand are; quality, user friendliness, appearance and battery life, size and color of the phone. Concerning the effect of social influence on choice of smartphone brand, it was revealed that peer influence affect students’ choice of smartphone brand.  It was lastly revealed that marketing communication such as a means of promotion and word of mouth affects students’ choice of smartphone brand. 



[bookmark: _Toc515543243]SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1. [bookmark: _Toc515543244]Summary 
	This study was to research smartphone brand war among foreign students in china, that is, to see how different producers set strategies to gain market share among university students in china. The study researched on smartphone brands used by foreign students in china and ascertain the factors that are attracting foreign students to decide on particular brand. Literature that was related to the study was reviewed in order to establish a basis for this research work. 
The target population was students of the, Beijing union university china. The total sample size was 20. Convenience sampling technique was used to select the students from different departments of the university. The data for the purpose of this work were collected through the use of questionnaire and analyzed. Consequently, the entire study has shown that there are certain factors that influence students’ choice of smartphone brand. 
5.2. [bookmark: _Toc515543245]Conclusion 
The objectives set for the study were achieved. The first specific objective was to examine the brands of smartphone brands used by foreign students in china. Results showed that foreign students make use more of Samsung, apple and Huawei in that order while other brands are Lenovo, Xiaomi and Oppo. This is tallies with (statista 2018) which revealed that Samsung has been the best at creating telephones that are 'sufficient', i.e. items that are moderately refined yet can be sold at reasonable costs which has made students to patronize the brand more. Apple’s international brand image has been able to help it gain reasonable amount of market share among foreign students.
The second objective was to ascertain the factors that attract foreign students to decide on particular brand.  The finding is consistent with the study out by Grail Research China Mobile Phone Survey in 2009 that examined customer satisfaction among campus students. The study revealed that quality, function, appearance and price are the factors that determine the choice of mobile phone brand.
From the findings, it is evident that in understanding students’ choice of smartphone brand, there are certain factors that influence the choice students make. Students also face challenges in getting needed information for them to decide which phone is best for them. This lack of information most times affects their choice of mobile phone in getting the needed information, students seek from various sources like the tech website, newspaper advert, and from friends. It can be said that the quality, price, specifications and function of a smartphone determines their choice of a particular mobile phone brand.
5.3. [bookmark: _Toc515543246]Recommendations  	
In order for smartphone companies to increase patronage among foreign students, managements need to take into consideration of the factors mentioned above that determines the choice of student to purchase a smartphone. Smartphone brands should target students with mobile phones that have certain features that can best satisfy their need. They should also increase the way they advertise and channel adverts to student environment in order to attract more buyers. Lastly because students cherish products with good quality at moderate price, smartphone companies should balance phone quality with price as a means of targeting the young people segment of the market.
5.4. [bookmark: _Toc515543247]Limitations 	
This study has researched about smartphone brand war among foreign students in china. To gain more in-depth knowledge about smartphone patronage in higher education market, similar studies are recommended to be conducted to cover more students in other universities, as this will increase the accuracy of the findings. If more universities are covered the results are likely to differ.  Finally, further studies can also be done to find out why and why not students consider certain factors in their smartphone choice decisions. 
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APPENDIX A. TIMELINE


QUESTIONNAIRE 
TOPIC: SMARTPHONE BRAND WAR AMONGST FOREIGN STUDENT IN CHINA

Dear Respondent,
Your assistance is being sought as contribution to the above topic. This questionnaire is strictly for academic purposes only. It is partial fulfillment of the requirement of the award of bachelor degree in international business. Any information provided will be treated with utmost confidentiality.
Instructions: Please choose only one option from the given by ticking where appropriate. 

SECTION A: BACKGROUND INFORMATION
1.	Gender of respondent:		Male [   ]	Female [   ]
2.	Age of the respondent:	15-25 [   ]	26-36 [   ]	
3.	Educational Level: 		Diploma [   ]   Bachelor [   ]	Masters [   ]
4.	Nationalty …………………………………………………………….


Mobile Phone Brand Preference
Instructions: Please choose only one option from the given by ticking where appropriate: Strongly Agree = A, Agree = A, Neutral = N, Disagree   = D, Strongly Disagree = SD 
4. Which primary mobile phone brand do you have?
Huawei [   ]  	Lenovo [   ] 	Xiaomi [   ]   	Oppo 	[   ]   	Apple [   ]     Samsung [   ] others…………………….
	
	Brand Popularity 
	SA

	A
	N
	D
	SD

	5
	 I consider brand popularity when choosing a mobile phone. 
	
	
	
	
	

	6
	I associate brand popularity with mobile phone quality. 
	
	
	
	
	

	
	Price 
	
	
	
	
	

	8
	Price affects the mobile phone brand I prefer. 
	
	
	
	
	

	9
	Price is important when I choose a mobile phone. 
	
	
	
	
	

	10
	I associate mobile phone price with quality of the phone. 
	
	
	
	
	

	
	Product features
	
	
	
	
	

	11
	 I consider mobile phone appearance when selecting a brand. 
I consider Mobile Phone battery life when selecting a brand
	
	
	
	
	

	12
	 I consider quality when choosing a mobile phone brand. 
I consider the camera of a smartphone when choosing one.
	
	
	
	
	

	13
	 I consider the user friendliness of the mobile phone. 
	
	
	
	
	

	14
	 Mobile phone size influences the choice I make. 
Mobile Phone screen size influences my choice.
	
	
	
	
	

	
	Social influence 
	
	
	
	
	

	15
	 I prefer the mobile phone brand because my friends use the same brand. 
	
	
	
	
	

	16
	 My peer group influenced the choice of brand I prefer. 
	
	
	
	
	

	17
	 Country of origin had an impact on the choice of mobile phone. 
	
	
	
	
	

	18
	. Family influenced the brand of mobile phone I prefer. 
	
	
	
	
	

	
	Marketing Communication 
	
	
	
	
	

	19
	Promotions had an impact on the mobile brand I prefer. 
	
	
	
	
	

	20
	 Word of mouth had an impact on the mobile phone brand I prefer. 
	
	
	
	
	

	21
	 I use catalogues when choosing a mobile phone brand. 
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	MARCH
	APRIL
	MAY

	TASK DESCRIPTION
	WEEK

	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12

	SURVEY GUIDE EDIT

	
	
	
	
	
	
	
	
	
	
	
	

	DATA COLLECTION

	
	
	
	
	
	
	
	
	
	
	
	

	PROCESS DATA

	
	
	
	
	
	
	
	
	
	
	
	

	DATA ANALYSIS

	
	
	
	
	
	
	
	
	
	
	
	

	DATA REPORTING

	
	
	
	
	
	
	
	
	
	
	
	

	DRAFT REPORT
	
	
	
	
	
	
	
	
	
	
	
	

	FINAL EDITING

	
	
	
	
	
	
	
	
	
	
	
	

	REPORT SUBMISSION
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VITA
My name is Jeffrey Sam from Ghana West Africa. I am 24 years of age; I have a high school degree from the Ghana Christian international high school. I am a bachelor student in the making from the Beijing Union University in international business. My study was based on the smartphone brand wars among foreign students in china.
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