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Abstract
Branding has become an important factor influencing consumer behaviour in the highly competitive smartphone industry. The purpose of this dissertation is to study the effect of brand on consumer preferences by comparing and contrasting the two giant brands: Apple and Samsung in the product category of smart phones. The purpose of the study is to examine the effects of brand image, brand loyalty, brand trust, perceived quality, innovation and brand status on consumer decision making.
The method used in this research is quantitative research with survey method structured questionnaires. A total of 50 smartphone users (either Apple or Samsung) were surveyed, and descriptive statistical methods were used to analyse the data.
The results reveal that branding is an important factor that affects consumer choice in addition to technical characteristics. For smartphone consumers, brand reputation, brand trust, smartphone quality, smartphone innovation, and smartphone emotional value are all taken into account. Apple's premium branding and ecosystem and its high association among consumers were the factors that boosted its preference slightly, while Samsung's technological innovation, wide product portfolio and availability were keeping par with other brands.
The study concludes that the company's branding strategies give a company competitive advantage. Smartphone manufacturers should pay more attention in building their brand identification, customer experience, meaningful innovation and to build customer trust.

Keywords: Branding, Consumer Behaviour, Brand Image, Brand Loyalty, Brand Trust, Perceived Quality, Innovation, Brand Status, Apple, Samsung, Smartphone Industry.
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[bookmark: _Toc241104353]CHAPTER 1: INTRODUCTION
[bookmark: _Toc241104354]1.1 Research Background
In today's highly competitive market, branding has emerged as one of the most valuable assets of any business. It is more than a name, a logo or an image - it is what the consumers think, feel and experience about a product/service in a company (Nika Chitadze, 2025). Sometimes in markets products may have comparable functional characteristics, branding is useful to differentiate the companies, build loyalty and customer trust and establish long-term relationships with the customer. A strong brand value and branding can boost the brand perceived value, boost customer loyalty and support sustainable competitive advantage (Monfort, López-Vázquez and Sebastián-Morillas, 2025). Over time, the idea of branding has shifted from a marketing tool to a business resource that plays a major part in the performance of the organization.
Currently, the smart phone industry is among the most competitive and dynamic markets for consumer electronics around the world. Smartphones must have devices for communication, education, entertainment, business and financial activities (Wang, Hsieh and Kung, 2022). Technological progress has been continuous, and smartphones have been coming with an increasing number of technical characteristics that are quite similar. High-performance processors, amazing cameras and Artificial Intelligence, currently the biggest gain. Accordingly, consumers are not only pushed by functional attributes, but also by emotional-psychologic aspects with regard to brands (Attiq et al., 2022). This has put a greater emphasis on branding for influencing consumer buying choices.
Consumer behaviour is the way people recognize a need, look for information about it, compare different options and decide on their purchase (Roy and Datta, 2025). A decision to buy a smartphone is a high involvement decision, due to the high cost of smartphone products and the high life duration of the product. Consumers usually research smartphones before they buy them, looking at physical aesthetics, cost, software, functionality, and customer support and reputation. Thus, branding is very important to decrease the perceived risk and affect the consumers' preferences between competitive brands.
In terms of the market share around the world, Apple and Samsung act as leaders by constantly innovating and investing heavily in research and development, with good marketing initiatives. The two companies hold the strongest presence in the premium smartphone market and are strategically differentiating themselves with their branding (Tan and Hoang, 2023). Innovation, high-quality, simplicity and a cohesive ecosystem of products and services have become the Apple hallmark in its reputation. It is a brand that builds connections with consumers with a strong emphasis on lifestyle, Creativity and Exclusivity in its strategy instead of technical specifications. Consequently, Apple has built up a very high level of customer loyalty and a high perceived value for its product (Gandhi, 2024).
On the contrary, Samsung has shown itself as a technologically sound and innovative player that has been equipping smartphones with many price points. Some key elements of its branding include demonstrating flexibility and value for money, emphasizing product diversity, and showcasing cutting-edge technology. Samsung has made a name for itself due to technological breakthroughs in display design, foldable smartphones, and camera technology without compromising on market dip penetration. It is a good choice to discuss the different concepts of branding because Apple and Samsung are perfect companies to study the effects of good branding on its behaviour and customers.
The competition between Apple and the rest of the computer world proves that even though the product can be evaluated by its objective qualities, its choices and ultimate brand are subjective (Biloš, Turkalj and Budimčić, 2022). Both companies make the technology to create technologically advanced smartphones, but consumers have a preference group of one company to the other one. Technical considerations are only a part of what drives these preferences – psychological and emotional issues also play a factor. So, a fundamental insight into the process of branding does give insights to consumer decision-making in the Smartphone Industry.
There are a number of branding dimensions that have a great impact on consumer behaviour. Product image is the overall consumers' ideas and impressions about a brand (Frans Sudirjo et al., 2023). Creating a good brand image increases consumer confidence, decreases perceived risk and increases purchase willingness. The reputation of Apple is known for being associated with prestige, Innovation, and exclusivity while that of Samsung is known for technological leadership, reliability, and product variability.
Consumer behaviour also depends a lot on the brand loyalty of the consumers. It is an index of the consumers' willingness to buy the same brand again even if they have other brands available (Zhao et al., 2022). Loyal customers tend to be open to switching brands but are less inclined to do so when they are loyal to their brand. Directly and indirectly, both companies work hard to achieve customer loyalty through software updates, ecosystem integration, customer support and providing product developments and enhancements.
Likewise, in buyers' choice of technological high-end items, brand trust plays an equally critical role. Trust is what consumers are moving towards with the confidence of a brand that will consistently provide quality, reliability and value (Duong et al., 2024). Greater trust means lower uncertainty in the purchasing process, leads to higher levels of customer satisfaction, repurchase behaviour, and long-term customer relationships.
Other factors influencing customer preferences are perceived quality, innovation and social status. Perceived quality is consumers' judgement of the overall excellence of the product and continuous innovation builds up the brand reputation and confirms technologic leadership (Oos Kosasih et al., 2024). Additionally, smartphones are becoming a symbol of identity and social status. There are many consumers who prefer to buy Apple products because it gives them a sense of prestige and exclusivity, while Samsung's products are favoured for technological advancements, flexibility, and innovation. Thus, it affects not only functional assessments but also the self-image of the consumers.
As digital marketing continues to take a bigger role, the number of successful examples that prove to help create a strong event-brand has also increased within the smartphone industry. Businesses can share their brand messaging and connect directly with consumers via social media platforms, online reviews, influencer marketing, and online advertising (Widagdo et al., 2026). Branding is becoming more interactive; these digital encounters have a major impact on branding perceptions and influence purchase decisions.
While there have been numerous studies conducted on branding and consumer behaviour, few studies have taken an in-depth look at customer preference between Apple and Samsung by analysing two or more dimensions of the brand. Most of the studies in the past have been done individually for brand loyalty, purchase intent or a combination of brand image and trust, perceived quality and innovation and social status. Moreover, consumer expectations and ceaseless continuous technological advancements necessitate raising the top of the research to understand how branding affects consumer purchasing behaviour.
Thus, this dissertation examines the effect of branding on consumer behaviour, involving a comparison of preferences of the customers between Apple Smartphone and Samsung Smartphone. The aim of this study is to add to the previous literature related to the effect these brand attributes have on customer preferences and to give some useful hints and tips to smartphone manufacturers, marketing experts and future researchers.
[bookmark: _Toc241104355]1.2 Research Rationale
[bookmark: _Toc241104356]1.2.1 Theoretical Justification
Branding has been a subject of much study since it is one of the most valuable intangible assets that organizations can provide (Dancaková et al., 2022). Customer Based Brand Equity Model, consumer behaviour theories reveal that brands are subjected to analysis by consumers from functional and emotional perspectives. The combination of these four constructs, brand awareness, perceived quality, brand associations and brand loyalty, eventually leads to brand equity and hence purchase intention and brand preference (Sri Hastjarjo, 2023). Likewise, theories and models of consumer behaviour highlight that factors other than the economy influence consumers’ behaviour - psychological, social and cultural.
Although there is a universe of applications of these theories in diverse sectors, little research has so far compared the effects of the brand on customer preferences for Apple vs. Samsung smartphones. Literature primarily is concerned with the individual brand construct, either loyalty or satisfaction, neither addressing these two constructs or multiple brand constructs within a comparative framework. In addition, the dynamic nature of the technological markets necessitates frequent review, as consumers' expectations for technology and brand identities over time change (Odhiambo, 2023). This research is aimed at filling this theoretical gap by analysing the relationship of these brand images, trust, perceived quality, innovation, loyalty and status together with the consumer behaviour in the market of premium smartphones.
[bookmark: _Toc241104357]1.2.2 Practical Justification
Within the management aspect, knowledge about the effect of Branding on Consumer behaviour would be helpful for the Smartphone makers and marketers. Annually, Apple and Samsung spend billions of dollars on advertising, product creation, customer relationship management and digital marketing. The efficacy of these branding actions can be measured to help management to better allocate marketing resources to boost its competitive positioning (Islami, Rahyuni and Rukayyah, 2024).
Findings can assist organizations in determining what factors give their customers the greatest sense of preference towards the brand and provide marketers with a more effective approach to brand design, customer satisfaction and build long-term loyalty. Moreover, insights into switching behaviour between the two brands offer valuable practical information in the areas of customer retention marketing and competitiveness. The insights can also be used to improve the positioning, and communication offers and customer engagement in increasingly competitive smartphone markets.
[bookmark: _Toc241104358]1.3 Research Contribution and Motivation
The dissertation adds to the body of knowledge by conducting a comparative study of the effect of branding on consumer behaviour in the case of the smartphone industry. The study not only looks at a single brand but rather directly compares the two brands: Apple and Samsung so that it will be easier to understand how those respective products can impact customer preference.
The study contributes to the branding and consumer behaviour literature in an academic sense since it incorporates the different dimensions of a brand as a comprehensive construct. From a practical standpoint, the results could support the brand development team of smartphone manufacturers, as well as marketing managers and brand strategists, in designing their brand strategies and enhancing consumer trust, loyalty, and purchasing intent (Liu Guoha and Rovena Dellova, 2025). The study can also serve as a basis for further studies on branding from other countries, in demographic groups or on the emerging brands of smartphones.
The focus for this research is the growing importance of branding in the very competitive technology markets. While smart phones are getting to be technically similar, there is still strong preference for the brands (Jiang, Sun and Tu, 2023). The motivations behind these preferences can give valuable insights into academic research as well as business practice.
[bookmark: _Toc241104359]1.4 Research Aim, Objectives and Questions
Research Aim
The comparison analysis of consumers preference of using Apple and Samsung smartphones in order to see the effect of branding on consumer behaviour.
Research Objectives
· To examine the influence of branding factors, including brand image, brand loyalty, brand trust, perceived quality, innovation and brand status, on consumer behaviour towards Apple and Samsung smartphones.
· Comparing customers' preferences and perceptions of Apple and Samsung smartphones based on key branding dimensions.
· To provide recommendations for smartphone companies to enhance their branding strategies and improve consumer preference and purchase intention.
Research Questions
1. How do branding factors, including brand image, brand loyalty, brand trust, perceived quality, innovation and brand status, influence consumer behaviour towards Apple and Samsung smartphones?
2. What are the differences and similarities in customers' preferences and perceptions of Apple and Samsung smartphones?
3. How can smartphone companies strengthen their branding strategies to improve consumer preference and purchase intention?
[bookmark: _Toc241104360]1.5 Dissertation Structure
[bookmark: _Toc239974986]Table 1 Dissertation Structure
	Chapter
	Title
	Description

	Chapter 1
	Introduction
	It introduces the research background which includes the rationale of research, contribution of the research, research aim, research objectives and research questions, and takes up the overall structure of the dissertation.

	Chapter 2
	Literature Review
	Review critically the existing literature around branding, consumer behaviour, brand equity, brand loyalty, brand trust, perceived quality, innovation, purchase intention and customer preference thereby identifying areas of the gap in the literature.

	Chapter 3
	Methodology
	Methodology Provides explanation of the philosophy, approach, methodology, data collection methods, sampling strategy, ethical issues, reliability, validity and data analysis strategies used in conducting the study.

	Chapter 4
	Findings and Data Analysis
	Findings and Data Analysis presents and analyses empirical findings based on statistical and thematic analysis method.

	Chapter 5
	Discussion
	Explain the results of research in terms of previous knowledge, theoretical conceptions and research issues and identify academic and management implications.

	Chapter 6
	Conclusion and Recommendations
	This chapter summarizes the study and presents the conclusions, theoretical and practical contributions, limitations and recommendations of the study respectively for the practitioners and future researchers.
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[bookmark: _Toc241104361]CHAPTER 2: LITERATURE REVIEW
[bookmark: _Toc241104362]2.1 Introduction
Literature review is a critical literature review on the existing academic research on smartphone branding, consumer behaviour and buying decisions. Branding has become a key element in consumer perception, evaluation and purchase in very competitive markets, where technological differences between products are diminishing. Strong brands make a difference in terms of identity, reputation, trust and emotional connection to the customer and can influence purchase intent and customer loyalty.
This chapter summarizes the concept of branding and consumer behaviours and the relationship between the brand-related factors and the consumer decision making process. Moreover, it analyses the effect of branding strategies on the customer’s choice on the smart phone market specifically on two major global brands Apple and Samsung. The chapter also presents the findings of previous studies to give an understanding of the role of branding in influencing consumers' decisions and to highlight the research gap that is being filled by this study.
[bookmark: _Toc241104363]2.2 Concept of Branding
[bookmark: _Toc241104364]2.2.1 Definition and Importance of Branding
Branding is a marketing strategy aimed at building a recognizable brand and fostering meaningful relationships with customers (Zulfikar, 2023). Brands have always been distinguished by name, symbols and logos, but current branding is also a good tool for the business, which affects customer perception, feelings and buying decisions (Bhowmick, 2022). A brand is the name of a company or product and the total experience, reputation and expectations of a company to a customer.
In competitive markets, a successful brand will enable organizations to rise above the competition and convey their distinct value proposition (Cui, van Esch and Phelan, 2024). In the smartphone market, for instance, where smartphone manufacturers like Apple and Samsung used not just on technology but also on brand reputation and customer experience. When the brand is strong, consumer confidence builds up, the risks consumers face diminish, loyalty grows and repeat purchases are promoted (Shukla and Kaur, 2025). Thus, branding is very important in consumer attitude formation, purchase behaviour, and in gaining a long-term competitive advantage.
[bookmark: _Toc241104365]2.2.2 Key Elements of Branding
Brand Identity
Brand identity is the conscious strategy that an organization applies in communicating its values, personality, visuals and other characteristics to its consumers (Yu, Abidin and Shaari, 2024). It's a snapshot of the image a business wants people to see and recognize when they look at its brand. A good brand identity helps organizations to develop their uniqueness and to ensure a unified message in various marketing activities.
Smartphone companies have unique branding strategies. While Apple is known for its emphasis on innovation, simplicity, premium design and exclusivity, Samsung is more focused on technological advancement, innovation and accessibility (Khatri, 2025). These differences have direct implications for this dissertation, as they could affect consumers' experience and perception of Apple and Samsung smartphones. For instance, Apple's focus on premium design and exclusivity could lead to the perception of prestige and status, while Samsung's focus on technological advancement and accessibility might resonate with consumers who prioritize features, innovation, and choice of products. Thus, brand identity plays an important role in this research as the difference in the way Apple and Samsung present themselves may affect consumers' perceptions, preferences and purchases. Analysing the differences can reveal if the different brand images of Apple and Samsung are a contributing factor to consumer choice.
Brand Image
Brand image is consumers' perception, belief, and association of a brand. Brand image is formed by customer experience, marketing actions and product performance as well as public reputation, whereas brand identity is developed by the organization itself (Khan and Fatma, 2023). A good brand image can help build consumer confidence, which boosts the chances of consumer buying decisions.
Smartphone brands are often linked to the Apple brand, which is known for its high-quality, reliable, and status-conscious nature, while the Samsung brand is associated with innovation, advanced technology, and product diversity (Tan and Hoang, 2023). These perceptions impact consumers when they are making comparisons and choices in their purchases.  Such disparities can affect consumer perceptions of and opinions on the two brands when comparing smartphones. So, studying brand image can provide some insights as to whether consumers' perceptions of Apple and Samsung are aiding in their preference for one brand over another. This also contributes to the goal of the study, which was to compare the consumers' perceptions with regard to the key dimensions of brands.
Brand Equity
Brand equity is the value that a brand offers a product that goes beyond its functional features. It is built based on various factors including brand awareness, brand perception, brand associations and brand loyalty. Companies can benefit from a high level of brand equity for enhanced brand positioning and customer relationships (Hyun et al., 2022).
For competitive products like smartphones, brand equity can be very important in shaping consumer preferences. In addition to product specifications, consumers may select a specific brand based on the trust, reputation and experiences they have with that brand.
Consumers can compare these brands with technical characteristics and also the value/meaning ascribed to each brand. For instance, one consumer might prefer Apple due to its good reputation, ecosystem and perceived prestige, whereas another consumer might prefer Samsung due to its technological reputation, product variety and innovation. Hence, the study of brand equity can be used to gain insights into the impact of the added value of Apple and Samsung on perceptions, preferences, and purchase intentions of the consumers. It also includes comparison of the two brands on important dimensions of brand.
Brand Trust
Trust in a brand is the confidence that a brand will provide consistent quality, reliability and value. In the technology industry, trust is crucial especially in regard to the smartphone, which is a large financial commitment, and customers expect it to last (Tuti and Sulistia, 2022).
A reputable brand helps to eliminate risk and uncertainty in buying. Having a strong brand trust means the company is more likely to foster brand loyalty since consumers have confidence in continuing their engagement with the brand.
An example is if a consumer has had positive experiences in the past with Apple's quality, software, and customer service, he or she might feel confident buying an iPhone. By contrast, consumers who have faith in Samsung might believe in the brand due to its reputation for technology innovation, product reliability, and the diversity of its smartphones. This concept is directly applicable to this dissertation as it is used to investigate how differences in trust between Apple and Samsung affect consumer's brand preference and purchase intention. The study of brand trust can thus explain why people prefer a certain brand of smartphone to another.
[bookmark: _Toc241104366]2.3 Consumer Behaviour and Purchase Decision Process
[bookmark: _Toc241104367]2.3.1 Concept of Consumer Behaviour
Consumer behaviour involves the process of identifying needs, seeking information, evaluating alternatives, making purchase decisions and post-purchase evaluations by individuals or groups. It focuses on the psychological, social and personal characteristics which are relevant to consumers' decisions and actions (Mihajlovic, Savic and Sarcevic, 2025; Tuti and Sulistia, 2022).
Consumer behaviour is crucial for organizations as it helps the businesses create a viable marketing strategy to satisfy the expectations of customers (Mihajlovic, Savic and Sarcevic, 2025; Tuti and Sulistia, 2022). There are many elements that factor into consumer choice when evaluating a product, other than just its features, in competitive markets such as brand perception, emotional connection, social influence and previous experiences.
For instance, if you are deciding between Apple and Samsung, you might consider price, camera quality, design, performance, and the reputation and reviews of the brand. The choice could also be based on preferences and experiences with a brand, reflecting that smartphone purchases are not purely functional, but also emotional (Costa and Azevedo, 2022). Consumer behaviour is therefore relevant in this dissertation as it can help to explain how Apple's and Samsung's preferences can be affected by branding factors, namely reputation, innovation, perceived quality, trust and loyalty.
[bookmark: _Toc241104368]2.3.2 Factors Affecting Consumer Buying Behaviour
Psychological Factors
The consumers' perception of information and buying decisions is affected by psychological factors. Perception, motivation and attitude are important psychological considerations (Daga and  Indriakati, 2022).
Perception is the process of giving meaning to product and brand information. Advertising, previous experiences, online reviews and recommendations can all impact on a consumer's perception of a smartphone brand (Daga and  Indriakati, 2022).
Motivation is the internal drive that drives consumers to buy products. Motivation for a smartphone could be anything from advanced technology, better communication, recognition by society or personal convenience.
Attitude is consumers' overall judgment and emotions about a brand. Positive attitudes towards a brand can lead to higher purchase intention and brand loyalty.
Social Factors
Social influences are also a significant factor in consumer behaviours. Consumers’ opinions and purchasing decisions can be influenced by family members, friends, social groups, and reference groups (Rai, Dahal and Ghimire, 2022).
In smartphone markets, consumers may select a certain brand due to its popularity from their social circles or due to the consumer's own social status. Customer perceptions and preferences can be further shaped by brand communities and online conversations (Rai, Dahal and Ghimire, 2022).
For instance, if someone's friends are using an iPhone they might prefer it to a Samsung, and vice versa. My opinion is that there is a specific aspect of social influence when buying a smartphone because people tend to believe what others say and what they do before buying a smartphone. Internet brand communities and brand discussions can also impact perceptions and preferences. Thus, social factors are applicable for comparing preferences of Apple and Samsung.
Personal Factors
These personal factors like income from an individual, lifestyle, age, and personal preferences have an influence on the buying choices of a person (Ogundijo, Tas and Onarinde, 2022). Consumers who can afford to buy higher priced smartphones at high prices may choose them, whereas those who seek to feel the cost-effectiveness they could get with an affordable smartphone at affordable prices may opt for that choice.
Lifestyle also drives smartphone purchasing; some users like brands that serve their needs in the work or personal sphere, or because of their technical orientation.
[bookmark: _Toc241104369]2.3.3 Consumer Decision-Making Process
The consumer decision making is a model that will describe the procedure that a consumer goes through before and after buying a product (Gonçalves, Lourenço-Gomes and Pinto, 2022).
1. The first step is “need recognition” when consumers have an unfillable need or a problem to solve, for example getting rid of an old cell phone or needing better cell phone technology.
2. The second step involves information search, gathering information from advertisements, websites, social media, reviews and personal recommendations.
3. The third step is considering alternatives, where consumers perform a comparison of the various brands of smartphones by their characteristics such as price, quality, features, design and brand reputation.
4. At the fourth stage, consumers choose the brand that best aligns with their expectations, buying it.
5. Last, post-purchase behaviours may refer to the consumers' evaluation of their experience. Thus, satisfaction can instil a sense of patronage and loyalty in the purchaser while dissatisfaction can prompt the change to other brands.
[bookmark: _Toc241104370]2.4 Relationship Between Branding and Consumer Behaviour
[bookmark: _Toc241104371]2.4.1 Brand Awareness and Purchase Intention
Brand awareness is when a consumer can identify and remember a specific brand. Due to high brand awareness, the chances are that the brand will be on the radar during the buying journey (Bergkvist and Taylor, 2022). If a consumer knows a brand, they will often feel the risks involved are lesser as they have confidence in the reputation and performance of the brand.
Brand recognition can be a difference-maker in a smartphone market where purchasing a brand consumers are more familiar with is more appealing than buying a brand with "no name” (Bergkvist and Taylor, 2022). In the smartphone world, brand awareness for companies can give them the competitive edge that can make the purchase of their business names like Apple and Samsung more attractive than unfamiliar ones. So, brand awareness can positively impact purchase intention, etc. by bringing increased self-confidence and preferences for the brand.
[bookmark: _Toc241104372]2.4.2 Brand Image and Consumer Preference
Consumer preference can be significantly oriented by brand image. The influence that is only functional in the product features. Brands create an opinion among consumers through advertising, experiences with the product, its reputation, and social factors (Park and Chang, 2022).
A brand image can evoke an emotional and psychological value for consumers. For instance, the Apple brand image is linked to high quality and innovation, and to an iPhone that has kept to its exclusivity, whereas the Samsung brand image is based on technological advancement, flexibility of the products and multifunctionality. The various brand perceptions have a different impact on consumers' preferences for one brand over another.
[bookmark: _Toc241104373]2.4.3 Brand Loyalty and Customer Retention
Brand loyalty is the loyalty that customers show to a specific brand when they have the option to buy a different one. It is built through positive experiences, satisfaction, trust and emotional attachments (Seduram et al., 2022).
Yell Smartphone's loyal customer base is a treasure for the brand because these users are more inclined to buy new phones and are more reliable to stay loyal to the same ecosystem (Seduram et al., 2022). Customer loyalty on Apple has been built with its built-in ecosystem, its customer service and the user experience, whereas Samsung has gained loyalty with technological development, innovation and variety.
[bookmark: _Toc241104374]2.4.4 Perceived Quality and Innovation
Perceived quality is consumers’ overall impression of the product's quality, reliability and performance. Consumers in the technology space have an expectation of high consumer value when evaluating smartphone purchases, to the extent that quality and innovation are keys to decision making in that sector (Kovács and Keresztes, 2024).
Perceptions are shaped by innovation as it shows how a brand can deliver new technology and, through this, create better user experience. Both Apple and Samsung have innovation as a core aspect of their branding, communicating this in different ways. Apple's key selling point is the ease with which the user experiences the device along with this seamless integration with its ecosystem whilst Samsung's is on the technological enhancements and flexibility of its products.
[bookmark: _Toc241104375]2.5 Branding Strategy
In the smartphone business, some of the most riled up technology markets, the battle extends beyond product attributes to branding as well. Branding is a very important factor which is different between companies, and it affects consumer's perception of the products with the dissemination of the users and the similarities of the smartphone technologies developed (Thanh Thuy and Klymova, 2022). Much of the insight into the successful brand strategies comes from two leading examples: Apple and Samsung, but each does things differently to create or maintain those brands and appeal to customers. While Apple prioritizes high-end branding, emotional appeal, and product symbiosis, Samsung is knitter of technology and diversity, while pushing market accessibility.
[bookmark: _Toc241104376]2.5.1 Apple Branding Strategy
Through their actions and positioning, Apple has built a great brand for premium technology with innovation, quality, simplicity, and exclusivity elements to allude to those values in the minds of their audience. It brands itself more around delivering a distinctive customer journey than just to technical attributes (Zou, 2023). Quality, reliability, and social status are key factors consumers rely on when making purchasing decisions, which accounts for the higher price of Apple's products with its premium positioning.
One of the key factors of Apple's success is the way in which they innovate and design things, using the most complex technology combined with the least complicated and easiest to use products. Positive utilization of product experience and emotional connection with users has created customer loyalty for the company. Additionally, Apple's customer base and ecosystem of iPhones, Macs, iPads, Apple watches, and iCloud further bolsters customer ties and lessens customers' inclination to switch to competitors (Zou, 2023). Apple's advertising campaign has been short and campaign-oriented, emotional and communication is about lifestyle, and Apple has established a brand image that is desirable and unique.
[bookmark: _Toc241104377]2.5.2 Samsung Branding Strategy
Samsung's approach of technological innovation, product diversity, and market accessibility, has bestowed a formidable global smartphone brand (Huang, 2022). While Apple is primarily geared towards the premium segment, Samsung caters to more than one price-point, dealing with customers at a wider spectrum. Over the years, the company has invested in R&D; to make its devices more innovative, introducing smart camera systems, display improvements, foldable phablets and AI features.
The social judgement Samsung capitalizes on is the variety of its products – from high-end Galaxy S and Z products to budget phones. That allows Samsung to meet the requirements of various customers, depending on price, lifestyle and technology (Huang, 2022). In addition, it offers customers more choice and value due to its competitive pricing. Samsung has gained a reputation for its innovative solutions, reliability, and flexibility through its global distribution channels and robust market access, captivating consumers who value cutting-edge products and cost-effectiveness.
[bookmark: _Toc241104378]2.5.3 Comparative Analysis of Apple and Samsung Branding
Both Apple and Samsung have risen to become global market leaders for mobile phones with their own brands; however, their marketing strategies are vastly different. The two companies essentially offer brands that cater to emotional selling, high-priced positioning, customer loyalty (Apple), and technological innovation and product diversity (Samsung).
[bookmark: _Toc239974987]Table 2 Comparative Analysis of Apple and Samsung Branding
	Branding Factor
	Apple
	Samsung

	Brand Positioning
	Premium and exclusive
	Innovative and diverse

	Customer Appeal
	Status, quality, ecosystem, user experience
	Technology, choice, features, value

	Pricing Strategy
	Premium pricing strategy
	Multiple price segments

	Loyalty Driver
	Emotional connection and ecosystem
	Product features, innovation, and flexibility


These differences confirm that both brands are targeting consumers' behaviours in different ways, both psychologically and functionally. Apple is effective when introducing products to their consumer base that offer exclusivity, simplicity, and emotional association, while Apple's ability to be effective is contingent on its ability to be innovative, provide choice, and also be technologically advanced when introducing an item to their consumer base.
[bookmark: _Toc241104379]2.6 Empirical Review of Previous Studies
[bookmark: _Toc241104380]2.6.1 Studies on Branding and Consumer Purchase Behaviour
As has been shown in previous research, branding plays a significant role in consumer purchasing decisions. Studies of brand equity, brand image, and brand loyalty support the theory that good brands can lead to higher consumer attitudes of trust in the brand, lower perceived brand risk, and higher purchase intention (Tran, 2023). When consumers are making their decisions about products, they tend to look at the brands' reputation and their previous experiences with the brands, especially if these products are similar in terms of functionality.
There have also been studies that showed that there is a high correlation between brand awareness and perceived quality affecting consumer decisions. Consumers are more likely to think of a recognized brand when it comes to the buying process because when they are used to the brand, they know that they are reliable and uncertain will be dealt with (Srivastava et al., 2022).
[bookmark: _Toc241104381]2.6.2 Studies on Smartphone Brand Preferences
Various studies investigating buying behaviours of smartphones indicate that there are several factors involved while choosing brands such as pricing, product quality, innovation, design, and brand reputation. Research shows that although Apple and Samsung might share the same core attributes, consumers' purchasing decisions can often be swayed by brand image, ecosystem advantages and emotional connection to the brand for Apple; while technological features, value and variety of products for Samsung (Yusuf and Danang Satrio, 2025).
The results of these findings showed that various branding strategies may appeal to varied sections of customers. Consumer preferences can, however, differ in various regions, among different demographics and according to market conditions.
[bookmark: _Toc241104382]2.6.3 Summary of Previous Research Findings
Branding has a significant relationship with consumer behaviours. They include brand image, trust, perceived quality and loyalty all having a positive impact on purchasing (Zhao et al., 2022). Previously, however, other studies revealed that these branding factors vary according to type of industry and consumer group.
However, even though there has been such an amount of research on brands that several studies focused on branding in a general sense and other studies on one brand at a time have been conducted. There have only been a few studies that directly compare both Apple and Samsung to identify which factor of their branding matters the most for consumers (Yusuf and Danang Satrio, 2025). This drawback is the basis for the present studies.
[bookmark: _Toc241104383]2.7 Literature Gap
Although a considerable amount of research has been carried out in the areas of branding, brand equity and consumer behaviours but there are a number of research gaps in the current literature. Existing research has predominantly focused on the linkage of branding factors and consumer choice in the overall markets, rather than focused on direct comparisons of the competing smartphone brands (Shrestha, Kadel and Mishra, 2023).
Moreover, while both Apple and Samsung have been studied on one level, few studies have focused on the comparative impact of the various branding strategies they employ on consumer preference. Limited knowledge exists about the specific branding factors that affect the follow-up purchase of smart phones, including brand image, trust, brand loyalty, innovativeness and perceived functions (Theocharis et al., 2025).
This research seeks to fill these gaps by performing a comparative study of the consumers of Apple and Samsung smartphones. The study aims to understand the psychology behind customer preference and buying decisions, categorizing them into relevant segments and understanding the dynamics between different types of branding and customers.
[bookmark: _Toc241104384]2.8 Chapter Summary
In this chapter, the concept and theories pertaining to branding and consumer behaviours were discussed. It addressed branding aspects such as brand identity and brand image, brand equity and brand trust, and how these elements affect consumer purchasing choices. The chapter further involved comparative analysis of the various branding strategies employed by Apple and Samsung brands which showed the different emphasis they place on customer attraction and customer retention. Past empirical research established that there is a strong relationship between branding and consumer behaviours and highlighted certain constraints of the previous research. This study compares the two branding strategies of Apple versus Samsung and uses the literature gap identified as justification. The methodology used to study these relationships is discussed in the next chapter.


[bookmark: _Toc241104385]CHAPTER 3: RESEARCH METHODOLOGY
[bookmark: _Toc241104386]3.1 Introduction
The chapter elaborates and justifies the methodology followed in the study of the impact of branding on consumer behaviours, which was carried out through a comparative analysis between Apple and Samsung smartphones. The methodology has been chosen to provide a systematic approach to answering the research questions and to allow for the evidence to be analysed in the same way. The chapter discusses the research philosophy, research approach, research design and strategy, data collection method, population and sampling, data analysis, reliability and validity, ethical considerations and methodological limitations. These methodological decisions are consistent with the goal of the study, which was to gauge consumer perceptions of the branding factors, and to compare the answers Apple and Samsung smartphone users gave.
[bookmark: _Toc241104387]3.2 Research Philosophy
Research philosophy deals with assumptions that influence the process of producing and interpreting knowledge in a study. This study is of positivist philosophy. Positivism has the assumption that phenomena can be studied from the evidence and measurements that can be observed, with an emphasis on objectivity and systematic empirical studies (Ali, 2024). It is, therefore, closely allied with quantitative research where relationships and/or differences can be investigated using numerical evidence. Maksimovic and Evtimov (2023) also assert that positivism is the useful philosophical approach for quantitative exploration as it underpins measurement and evaluation of existing theoretical assumptions.
The positivism approach is suitable in this type of study, because the researchers used questionnaire items that are standardized in order to measure consumer perceptions of brand image, brand loyalty, brand trust, perceived quality, innovation, and brand status. The study aims to get similar numbers rather than doing a deep dive into each person's subjective interpretation of the concept. In this context, the positivist position can be said to affirm the research objective of finding patterns and differences in consumer behaviours based on structured empirical data.
It has been decided to use positivism as the research philosophy after having explored other research philosophies like interpretivism and pragmatism. Interpretivism is about grasping individual experiences, meanings and personal interpretations, appropriate for qualitative research, such as interviews and observations. This study, however, attempts to quantify the relationship between the factors of branding and the consumer behaviours using numbers obtained from a structured questionnaire. So, interpretivism does not seem to be an appropriate approach to this study. Pragmatism can be used by the researchers to use various methods depending on the research problem, however in this study multiple methods are not needed since the research objective is related to measuring and comparing the perceptions of consumer about Apple and Samsung smartphone brands. Therefore, positivism is seen as the most appropriate philosophy that can be used in achieving these research objectives.
[bookmark: _Toc241104388]3.3 Research Approach
The study is of deductive type. Deductive research starts off with an established theory or theories and then verifies whether the expectations of these theories are met in the real world. Deductive theorizing, according to Okoli (2023), progresses from the theoretical to the empirical, as opposed to inductive theorizing, which builds theory from observations.
This is suitable since the dissertation is based on the concepts and theories that have been already provided about branding and consumer behaviours area. Key constructs were identified in Chapter 2, namely, brand image, brand loyalty, brand trust, perceived quality, innovation and brand status. The constructs serve as a foundation for the questionnaire, which will then be used to analyses the responses to the items and understand the relationship between the constructs and the preferences of consumers regarding Apple and Samsung. The study therefore does not aim to develop a completely new theory, but rather to investigate the applicability of the concepts of branding in a specific context for the smartphone.
[bookmark: _Toc241104389]3.4 Research Design and Strategy
Quantitative research design is used since the study needs such measurable data related to consumer perceptions and preferences. Quantitative research is useful in the systematic gathering and analysing of numerical information and is most suitable when researchers want to look for patterns and compare between variables and/or groups (Ghanad, 2023).
The research strategy adopted is survey research with the aim of getting standardized data from many consumers of smart phones by applying the same research instrument. Surveys are especially valuable when it's important to efficiently measure consumers' attitudes, perceptions and behavioural intentions. In recent smartphone research quantitative survey methods have also been used to examine consumer loyalty to brands and their relationships to innovation. Structured consumer information has also been proven to be valuable for studying brand-related behaviours as part of research conducted with major smartphone companies like Apple and Samsung (Abdulameer Kawther and Abdulsattar Mahmood, 2026).
The quantitative research design was used in the present study because this study is qualitative in nature, that is, it seeks to measure and compare the perceptions of the different factors of the brand such as brand image, brand loyalty, brand trust, perceived quality, brand innovation, and brand status of the Samsung and Apple smartphone users. A survey strategy is suitable as it allows us to gather standardized data from more respondents and aids the detection of patterns, differences and relationships between the variables. Survey techniques are especially appropriate for studies that involve using structured questionnaires to assess attitudes, behaviours and consumer perceptions (Sheikh et al., 2024). Qualitative methods would be better able to show a deeper understanding of individual experiences but are not appropriate for the research as it relies on measurable comparisons between two consumer groups. Thus, the quantitative survey approach is deemed as the most suitable one to meet the research goals.
[bookmark: _Toc241104390]3.5 Data Collection Method
The research will use a structured online questionnaire to gather primary quantitative data. A questionnaire is a convenient way of gathering uniform answers and is useful in linking questions to the research goals. According to Taherdoost (2022), the key to designing a good questionnaire is to determine what information is required, to choose suitable types of questions and to formulate questions that reflect the constructs being studied.
The questionnaire will primarily consist of closed questions and the five point Likert scale in which subjects are asked to agree or disagree with statements. It can be seen that Likert scales are generally used to measure perceptions and attitudes; however, scale construction must be carefully done because there are possibilities that the response format will affect the reliability, validity, and potential response bias (Kusmaryono et al. 2022).
The major dimensions of branding that were identified in the literature will be measured in the questionnaire: Brand image, brand loyalty, brand trust, perceived quality, innovation and brand status, and consumer preferences and purchase intention. These constructs have been corroborated by recent research on branding. Parris and Guzmán (2023) recognize that two critical factors in contemporary branding studies are brand image and brand loyalty, and Jiang, Sun and Tu (2023) show that brand identity and brand trust are important aspects of mobile-phone consumer loyalty. Additionally, Khan and Fatma (2023) emphasize the correlation of brand image with brand trust.
Turkalj and Budimčić (2022) explored the consumer perception, loyalty and purchase intention towards Apple. The questionnaire will also gather pertinent characteristics of the respondents and determine if the respondent is using an Apple or Samsung smartphone. It will be posted online during the dissertation data-collection period. Internet delivery ensures uniformity in question format and allows quick paperless recording of answers for later quantitative analysis.
The same method of primary data collection through structured questionnaire survey has been used in previous studies in the field of smartphone branding. For instance, Khan, Arif and Ali (2024) studied the brand preference among smartphone users by asking a structured questionnaire about the factors affecting the brand choice of consumers. There are also some previous branding studies which have used questionnaire methods to assess brand equity, brand loyalty and purchase behaviours of smartphone users. For instance, Ahmed and Haque (2023) took the survey data from the customers who are using smart phones through structured questionnaires to investigate the relationship between customer-based brand equity dimensions and brand loyalty. This reinforces the appropriateness of using questionnaires in data collection to study the factors of branding in the smartphone industry.
[bookmark: _Toc241104391]3.6 Population and Sampling
These are consumers who are currently using Apple or Samsung smartphones and therefore have to have experience to assess their respective brand. The study will utilize a sample size of 50 respondents and a non-probability sampling technique, which means that those who are easily accessed and are suitable for the study will be recruited.
Convenience sampling is also suitable since the dissertation will be carried out within time and resource limitations and a need for respondents who have experience with both types of brands. It is important to differentiate it from random sampling, however. Sharma (2026) states that non-probability sampling is conducted based on the accessibility of the participants or other factors and has the disadvantage that it does not give all members of the population an equal chance of being selected. The representativeness of these convenience samples should also be carefully considered when interpreting the results of the research (Ellis, Savchenko and Messer, 2023). As such the results of the 50 subjects will not be assumed to reflect the behaviours of the entire Apple and Samsung user population worldwide.
It has a number of methodological problems in the dissertation. One of the biggest drawbacks is that the sample may not be representative because it is not randomly selected but rather based on participants' accessibility (Zickar and Keith, 2023). The study will try to ensure diversity in respondents as well as include both Apple and Samsung smartphone users to minimize this issue. Moreover, the characteristics of the respondents will be clearly reported, to take into account the limitations of the sample when interpreting the results.
[bookmark: _Toc241104392]3.7 Data Analysis Method
After gathering the data, the responses to the questions on the questionnaire will be checked, organized and coded for analysis in Microsoft Excel. Five-point Likert scale statements will be given numeric values to enable quantitative summarization of the perceptions in a pattern. Quantitative analysis allows the information is taken from the consumer to be compared in a structured way, facilitates the systematic interpretation of the patterns of behaviours (Ghanad, 2023).
Descriptive statistics, such as frequencies, percentages and mean scores (where applicable and appropriate) will be used mainly. Important patterns will be clearly presented using tables, bar charts and pie charts. Consumer behaviours can be affected by psychological, social and personal stimuli, which highlights the importance of a systematic comparison of measurable responses of consumers (Šostar and Ristanović, 2023).
What is most significant is that the results of the Apple and Samsung respondents will be compared with each other. They will be compared in terms of brand image, trust, loyalty, perceived quality, innovation and brand status and purchase perceptions. This will allow the study to be used to discover differences and similarities in the two groups as well as directly address the comparative purpose of the dissertation.
[bookmark: _Toc241104393]3.8 Reliability and Validity
Reliability is about the consistency of measurement and validity is about whether or not the instrument measures what the research wants to measure. Reliability will be ensured by using a standardized questionnaire to word and have fixed answers, and the same data collection process for all participants. Scale design and response options have impacts on reliability and validity, as stated by Kusmaryono, Wijayanti and Maharani (2022).
Content validity will be enhanced by developing questionnaire items from the concepts that have been suggested in the literature review and relate the items directly with the research objectives. For the content of questionnaires, Taherdoost (2022) suggests matching the content of the questions with the information needed for the research problem. So as to avoid unnecessary questions and redirect the questionnaire to constructs closely related to the branding and consumer behaviours, it will focus on constructs directly related to it.
To increase reliability, the items in the questionnaire will be adapted from previous academic works that examine such constructs of branding and consumer behaviours. Internal reliability testing may also be used to determine the consistency of the scales, which involves determining whether the items measuring the same construct are consistent to some degree, such as Cronbach's alpha (Taber, 2018). The pilot test may also be carried out on a small sample of the respondents prior to the actual data collection so as to ensure that there are no unclear questions and the overall quality of the questionnaire is enhanced. The procedures help minimize measurement errors and ensure confidence that the questionnaire measures consumer perceptions of Apple and Samsung smartphone brands.
[bookmark: _Toc241104394]3.9 Ethical Considerations
The principles of ethics will be followed in the collection of data. The purpose of the research (academic) will be explained to the participants, and participation will be voluntary. Questionnaire will be administered after informed consent has been attained and respondents will be able to retreat from the questionnaire prior to submitting. There will be no unnecessary collection of personal information and answers will be kept confidential and will be used for academic purposes only. The data from the research will be kept appropriately and access will be limited. Prior to the collection of data, all institutional ethical requirements that would apply to the dissertation will be adhered to. In the digital context of research, especially online research, informed consent and understanding of the participant are critical ethical concerns, particularly in light of these measures.
[bookmark: _Toc241104395]3.10 Methodological Limitations
A number of methodological weaknesses should be noted. First, the findings are drawn from a sample of 50 respondents, which means that the results from the sample can only be extrapolated to generalize the conclusions to the broader international smartphone market. Secondly, convenience sampling is not a random sampling, and hence, there is a risk of selection bias. The issue of representativeness limitations of non-probability or convenience samples is emphasized by Sharma (2026) and Ellis, Savchenko and Messer (2023). Last, but not least, the results of the questionnaires are based on self-perceptions, meaning that these are not always exactly equal to actual buying behaviours. The extent to which these limitations were observed will thus be taken into consideration for the interpretations.
[bookmark: _Toc241104396]3.11 Chapter Summary
In this chapter, the methodology used to examine the effect of branding on consumer behaviours has been explained and justified by analysing the consumer behaviours of Apple and Samsung smartphone users. The study is methodological and philosophical positivist, with deductive approach, and collects measurable data on the factors involved in branding and consumer preferences through a method of quantitative survey. The main data collection technique is a structured interview questionnaire with some supporting previous research in the field of branding a Smartphone. The chapter also reviewed the population, sampling procedures, data analysis techniques, reliability and validity procedures, ethical issues and methodological limitations. The methodological decisions offer a systematic analysis of the impact of the branding factors on consumers' behaviours to reach the research goals.


[bookmark: _Toc241104397]CHAPTER 4: DATA ANALYSIS AND FINDINGS
[bookmark: _Toc241104398]4.1 Introduction
In this chapter the findings of primary research and Data analysis that have been carried out to study the impact of Branding on Consumer Behaviour towards the Apple and Samsung Smartphones are presented. This analysis is based on 50 valid responses to the questionnaire obtained for the study. This chapter aims at showing the empirical evidence collected from the survey, and at determining the respondents' perceptions of the key branding factors identified in the research framework.
The analysis focuses on the research aim of comparing consumers' preference of Apple and Samsung smartphones to analyse the influence of brand to consumer behaviours. The results are presented according to the three research objectives, namely: analyses the impact of brand image, brand loyalty, brand trust, perceived quality, innovation, and brand status; compare the preferences and perceptions of customers regarding Apple and Samsung; establish evidence to help make recommendations for improving smartphone branding strategies.
The chapter starts with a description of the respondents, their current smartphone brands and preferences. It then displays the results of Questions 5-15, which quantified respondents' perceptions of the six key dimensions of brand, on a 5-point Likert scale. The frequency bar charts show the distribution of responses across the five response categories in individual questions. Additional statistics that are provided numerically are descriptive statistics such as the mean, median, mode, and standard deviation of the responses.
They are presented objectively, with the patterns emerging from the data collected rather than a lot of theoretical interpretation. This method is appropriate because the purpose of the data analysis chapter is to present what the empirical data shows, and detailed interpretation and comparison with previous academic studies is done in the discussion chapter.
The overall conclusion of this chapter is the empirical basis for evaluating the research questions and objectives and also for the development of the discussions, conclusions and recommendations in the latter chapters of this study. The structure also adheres to the requirement of the dissertation, in which primary quantitative data is analysed comprehensively, and connections are made with the research questions.
[bookmark: _Toc241104399]4.2 Profile of Survey Respondents
This section introduces the demographic and smartphone-related features of the 50 respondents that were used in this study. The profile offers a profile of the sample that was tested to investigate consumer perception and preference of Apple and Samsung smartphones. Analysis of the data are based on valid responses obtained from the structured questionnaire. Frequency and percentage distributions are used to summarize the characteristics of the respondents.
[bookmark: _Toc241104400]4.2.1 Current Smartphone Brand
The first question was regarding the brand of smartphone that respondents are using. The results show that the sample was relatively balanced between Apple and Samsung users. When asked about the smartphone they use today, 26 (52%) of the 50 people responded that they use an Apple smartphone, and 24 (48%) said they use a Samsung smartphone.
[bookmark: _Toc239974988]Table 3 Current Smartphone Brand of Respondents
	Current smartphone brand
	Frequency
	Percentage

	Apple
	26
	52%

	Samsung
	24
	48%

	Total
	50
	100%


The distribution shows that the number of Apple users accounted for slightly over half of the sample and Samsung users accounted for just under half of the sample. Comparable distribution between the two groups gives reasons to compare the consumer preferences towards the two brands.
[bookmark: _Toc241104401]4.2.2 Age Distribution
The age distribution of the respondents is shown in Table 4.2. The highest number of respondents was in the age group of 18 to 24 years (23 respondents or 46% of total respondents). This was followed by those aged 25–34 years (12 respondents, 24%). One in eight (16%) of respondents were aged 35-44 years.
The number of respondents aged under 18 years was 3 (6%) and 45 to 54 years was 3 (6%). One of the respondents (2%) was over 55 years of age.

[bookmark: _Toc239974989]Table 4 Age Distribution of Respondents
	Age group
	Frequency
	Percentage

	Under 18
	3
	6%

	18–24
	23
	46%

	25–34
	12
	24%

	35–44
	8
	16%

	45–54
	3
	6%

	55 or above
	1
	2%

	Total
	50
	100%


The age range with the greatest number of respondents, 70% (35 of 50), was 18–34 years old.
[bookmark: _Toc241104402]4.2.3 Gender Distribution
Table 4.3 shows the distribution of the respondents by gender. Out of the total sample of 50, 33 (66%) were male and 17 (34%) females.
[bookmark: _Toc239974990]Table 5 Gender Distribution of Respondents
	Gender
	Frequency
	Percentage

	Male
	33
	66%

	Female
	17
	34%

	Total
	50
	100%


The findings therefore show that male respondents constituted approximately two-thirds of the sample, while female respondents represented approximately one-third.
[bookmark: _Toc241104403]4.2.4 Overall Smartphone Brand Preference
The respondents were also asked to state their overall preference for the brand of their smartphone. The results of Table 4.4 indicate that 28 respondents (56%) preferred to use Apple brand products, while 21 (42%) preferred to use Samsung brand products. One of the respondents used Google Pixel (2%).
[bookmark: _Toc239974991]Table 6 Overall Smartphone Brand Preference
	Preferred smartphone brand
	Frequency
	Percentage

	Apple
	28
	56%

	Samsung
	21
	42%

	Google Pixel
	1
	2%

	Total
	50
	100%


As such, Apple had the highest overall preference among the sample, and a margin of six percent against Samsung. The one response from Google Pixel has been included in the dataset because it is the actual preference of the respondent. It is not recoded as either Apple or Samsung.
[bookmark: _Toc241104404]4.2.5 Current Smartphone Brand and Preferred Brand
A cross tabulation was performed to determine if there was a relationship between those who currently own a smartphone and their overall preference for a certain brand of smartphone. The results are presented in Table.
[bookmark: _Toc239974992]Table 7 Current Smartphone Brand by Preferred Smartphone Brand
	Current smartphone brand
	Prefer Apple
	Prefer Samsung
	Prefer Google Pixel
	Total

	Apple
	15
	11
	0
	26

	Samsung
	13
	10
	1
	24

	Total
	28
	21
	1
	50


The results reveal that 15 of 26 respondents now using Apple preferred Apple overall, compared to 11 respondents that preferred Samsung. There were 24 Samsung users at present, of which 10 preferred Samsung, 13 preferred Apple and one user preferred Google Pixel.
There are some differences in overall brand preference, as well as the cross-tabulation shown differences in current smartphone ownership. Specifically, some of those who currently use Apple said they'd prefer Samsung, and some of those who currently use Samsung said they would prefer Apple. The results are significant factors in the subsequent analysis of brand loyalty, consumer preference and the factors that influence the selection between Apple and Samsung.
[bookmark: _Toc241104405]4.3 Descriptive Analysis of Branding Factors
The descriptive results of the questionnaire (Q5 to Q15) are presented in this section. The questions explored people's attitudes on various branding elements that impact their choice and purchase of Apple and Samsung Smartphones. All statements have been rated on a five-point scale from Strongly Disagree (1) to Strongly Agree (5).
Frequency bar graphs are used to display the results. Here, the number of respondents choosing each point on the Likert scale are represented in each graph. This graphical presentation will make it easy to see the distribution of responses to each individual statement.
[bookmark: _Toc241104406]4.3.1 Positive Brand Image and Purchasing Decision

[bookmark: _Toc239974975]Figure 1 Positive Image Influences Purchasing Decision
The first question evaluated whether the respondents are willing to buy a smartphone brand because of the positive image created by that brand. The answers were highly clustered around the categories of agreeing (as illustrated in Figure 4.1). There were 27 respondents who chose 5 (Strongly Agree) and 14 respondents who chose 4 (Agree). Another 7 people marked 3 (Neutral) and only 2 people marked 2 (Disagree). None of the respondents answered 1 (strongly disagree).
Apple/Samsung reputations and brand preferences are discussed and explored. Apple/Samsung reputations and brand preferences are discussed and explored.
[bookmark: _Toc241104407]4.3.2 Reputation of Apple/Samsung and Brand Preference

[bookmark: _Toc239974976]Figure 2 Reputation of Apple/Samsung Affects Preference
The second statement investigated the impact of the reputation of Apple or Samsung on respondents' brand preference. The graph appears to have a high percentage of scores at the upper extremes of the Likert scale. 5 respondents marked 33 (Strongly Agree) and 11 respondents marked 4 (Agree). Five responded (Neutral) and only one responded (Disagree). No respondent selected 1.
[bookmark: _Toc241104408]4.3.3 Previous Brand Experience

[bookmark: _Toc239974977]Figure 3 Previous Experience
The third statement was the impact of prior experience with a smartphone brand. These questions had the highest rate of responses towards Strongly Agree as illustrated in the graph below: 5 of the respondents (or 36) chose (Strongly Agree) and 10 of the respondents (or 10) chose (Agree). Three of the respondents chose 2 and one person chose 3. No respondent selected 1.
[bookmark: _Toc241104409]4.3.4 Brand Loyalty

[bookmark: _Toc239974978]Figure 4 Brand Loyalty
The fourth was about the loyalty of the respondents to their preferred smartphone brand. Again, the answers were skewed towards the agreements categories. 25 people chose 5 (Strongly Agree), 11 responses were for 4 (Agree). Ten respondents indicated a "Neutral" rating (3), and four respondents indicated a "Disagree" rating (2). No respondent selected 1.
[bookmark: _Toc241104410]4.3.5 Brand Trust

[bookmark: _Toc239974979]Figure 5 Brand Trust
The fifth one was whether the respondents trusted their preferred smartphone brand or not. In particular, a strong positive response is shown in the graph. The 12 respondents chose 4 (Agree) and 34 respondents chose 5 (Strongly Agree). Four respondents chose 3 (Neutral) and no one chose 1 or 2.
[bookmark: _Toc241104411]4.3.6 Product Quality

[bookmark: _Toc239974980]Figure 6 Quality Product
Regarding the sixth statement, respondents had the following opinions: Responses were highly skewed to the high end of the scale. 32 respondents chose 5 (Strongly Agree) and 11 respondents chose 4 (Agree). 3 said they had two respondents in their unit, 5 said they had 5. No respondent selected 1.
[bookmark: _Toc241104412]4.3.7 Quality Influences Purchasing Decision

[bookmark: _Toc239974981]Figure 7 Quality Influences Purchasing Decision
The last one investigated the influence of the perceived smartphone quality on their buying decisions. The graph depicts very high levels of concentration in Strongly Agree responses. 37 respondents indicated Strongly Agree, and 6 indicated Agree to the questions. Four respondents selected 3 and three selected 2. No respondent selected 1.
[bookmark: _Toc241104413]4.3.8 Belief That Products Provide High Quality and Good Performance

[bookmark: _Toc239974982]Figure 8 Belief That Products Provide High Quality and Good Performance
The eighth sentence studied participants' preference for the brands of smart phones that they think offer high quality and good performance. The results indicate a very high degree of agreement, especially. 5 of the 36 respondents reported Strongly Agree and 12 reported Agree. Three respondents chose 3 and none of the respondents chose 1 or 2.
[bookmark: _Toc241104414]4.3.9 Innovation Influences Brand Preference

[bookmark: _Toc239974983]Figure 9 Innovation Influences Preference
The 9th statement looked at whether innovative features play a role in respondents' brand preference for Apple versus Samsung. From the graph it can be seen that 26 respondents ticked on 5 (Strongly Agree) and 12 ticked on 4 (Agree). 8 respondents chose 3 (Neutral) and 2 each chose 2 and 2 chose 1.
[bookmark: _Toc241104415]4.3.10 Innovative Features and Technologies

[bookmark: _Toc239974984]Figure 10 Innovative Features and Technologies
The tenth question looked at respondents' favourite smartphone brands that offer regular new features and technologies. On the graph, there was an extremely high focus at the end of the Likert scale. Fifty - 36 respondents chose 5 (Strongly Agree), and 14 respondents chose 4 (Agree). None of the respondents chose 1, 2 or 3.
[bookmark: _Toc241104416]4.3.11 Prestige or Social Status Associated with a Smartphone Brand

[bookmark: _Toc239974985]Figure 11 Prestige or Social Status Associated with a Smartphone Brand
The last statement asked the respondents to see if the prestige or social status of the smartphone brand affects their preference. As seen in the graph, 28 people indicated 5 (Strongly Agree) and 7 people indicated 4 (Agree). Thirteen respondents chose 3 (Neutral) and two respondents chose 2. No respondent selected 1.
[bookmark: _Toc241104417]4.3.12 Factors Influencing Brand Preference
Question 16 asked respondents to identify the factor that has the greatest influence on their preference between Apple and Samsung smartphones. The responses from all 50 participants are presented in Table 4.13.
[bookmark: _Toc239974993]Table 8 Factors Influencing Brand Preference
	Factor influencing brand preference
	Frequency
	Percentage

	Brand image/reputation
	9
	18%

	Brand loyalty/previous experience
	13
	26%

	Brand trust
	4
	8%

	Product quality
	9
	18%

	Innovation/technology
	1
	2%

	Brand status/prestige
	9
	18%

	Price/value for money
	5
	10%

	Total
	50
	100%


The results indicate that the factor of brand loyalty/previous experience was the most commonly mentioned factor; 13 respondents (26%) highlighted it as being the biggest influence on their brand choice. The responses for brand image/reputation, product quality and brand status/prestige were each mentioned by 9 respondents (18%). 4 respondents (8%) felt that brand trust was the most important factor and 5 respondents (10%) felt that price/value for money was the most important factor. A single respondent (2%) mentioned Innovation/technology.
Overall, it can be said that there is a strong correlation between brand loyalty and previous experience, and this factor received the maximum rating in this question, while innovation/technology received the least.
A bar chart is better than a pie chart for this question as it will make it easier to compare the differences between the 7 factors.
[bookmark: _Toc241104418]4.4 Comparative Overview of Branding Factors
The following section describes the results of the above branding factors analysed with regard to consumer preferences in Apple and Samsung smartphones. The eleven statements in the questionnaire were measured with a 5-point Likert ranging from 1 = Strongly Disagree to 5 = Strongly Agree. The statements encompassed six dimensions of branding: brand image, brand loyalty, trust in the brand, perceived quality, innovation and brand status. The dimensions are directly related to the objectives of the study.
The mean, median, mode and standard deviation (SD) were used for data analysis of the 50 respondents. The mean reflects a general direction of agreement with each statement, the median reflects the middle response, and the mode reflects the most common response. The standard deviation describes how spread out the answers of the respondents are.
[bookmark: _Toc239974994]Table 9 Comparative Overview of Branding Factors
	Factor
	Question
	Mean
	Median
	Mode
	Standard Deviation (SD)

	Brand Image
	Positive image of the brand influences my purchasing decision.
	4.32
	5
	5
	0.859

	Brand Image and Reputation
	The reputation of Apple/Samsung affects my preference.
	4.52
	5
	5
	0.755

	Brand Loyalty
	I am more likely to continue buying from a brand I have used successfully before.
	4.58
	5
	5
	0.802

	Brand Loyalty
	I remain loyal to my preferred brand even when competitors offer similar products.
	4.14
	4.5
	5
	1.000

	Brand Trust
	I trust my preferred brand to provide reliable and consistent products.
	4.60
	5
	5
	0.632

	Brand Trust
	Trust in the brand increases my likelihood of purchasing its smartphone.
	4.40
	5
	5
	0.959

	Perceived Quality
	The perceived quality of a smartphone influences my purchasing decision.
	4.54
	5
	5
	0.877

	Perceived Quality
	I prefer smartphone brands that are known for high quality and good performance.
	4.68
	5
	5
	0.546

	Innovation
	The innovative features of Apple/Samsung influence my preference between the two brands.
	4.16
	5
	5
	1.084

	Innovation
	I prefer smartphone brands that regularly introduce innovative features.
	4.72
	5
	5
	0.449

	Brand Status
	The prestige or social status associated with a smartphone brand influences my preference.
	4.22
	5
	5
	0.965




Findings from the descriptive analysis
The Table provides the results for the 11 branding statements and shows good overall agreement with the statements. The mean scores were above 4.00 in all cases, thus reflecting a positive response of the respondents in the general sense along the 5-point Likert scale.
The mean score of the innovation statement was 4.72, and the standard deviation was 0.449, the highest mean score was obtained from the innovation statement. Median and mode were both 5, meaning that the most common and middle answers were at the Strongly agree level. The relatively low standard deviation also indicates little variation in respondents' answers.
The other mean, perceived quality, was the second highest. The mean score was 4.68 (SD = 0.546) for the statement, “I prefer the brands of smartphones because of their quality and performance.” The media and mode were both 5 (Strongly Agree) suggesting a high concentration towards the Strongly Agree response.
The level of agreement for brand trust was also high. The meaning (SD) of the statement about the dependability and reliability of the preferred brand was 4.60 (0.632). In the same way, the item relating to the likelihood of continuing to buy from the brand that was used successfully had a mean of 4.58 (SD = 0.802) indicating a high positive response to previous brand experience.
The perceived quality statement pertaining to its influence on buying decision had a mean of 4.54 (SD = 0.877) and the brand reputation had a mean of 4.52 (SD = 0.755). Both perceived quality and reputation were perceived to have a relatively high degree of consensus among respondents.
The two brand trust statements generated were at a mean of 4.60 and 4.40, respectively. The difference indicates that people agree more with the trust the preferred brand gives in the products they offer than the trust that increases their purchase intent for a smartphone.
The meaning for the brand image statement was 4.32 (SD = 0.859). This was the lowest of the other branding dimensions mentioned above, but the means show that there is a high level of agreement overall.
Brand status recorded a mean of 4.22 (SD = 0.965). This suggests that respondents also attached positive connotations to prestige or social status of the smartphone brand, but with a lower mean than perceived quality, trust, preference for previous innovations and general innovation preferences.
The lowest mean score for all 11 statements was 4.14 (SD = 1.000) for remaining loyal to an “other brand” that they like, even if competitors offer similar products. The median was 4.5 and the mode is 5. While this is still a fairly high level of consensus, the larger standard deviation suggests that there is more variation in the attitudes of the respondents than for a number of other statements.
The main reason for the innovation statement regarding the Apple/Samsung innovative features and their influence on preference was 4.16 (SD = 1.084). This had the largest standard deviation, which means that there was the most variation in the answers of those taking part.
[bookmark: _Toc241104419]4.5 Chapter Summary
This chapter presented the empirical findings of the survey conducted to analyse the effect of branding on consumer behaviours towards Apple and Samsung smartphone. 50 valid responses were analysed, which is the minimum response for quantitative primary research as indicated in the assessment brief.
Almost equal numbers of current Apple and Samsung users appeared in the respondent profile. There were 50 respondents – 26 (52%) of them currently use Apple, and 24 (48%) use Samsung. When asked about their overall preference, 28 (56%) said Apple, 21 (42%) said Samsung, and 1 (2%) said Google Pixel. As reported in the cross-tabulation results, ownership was not necessarily linked to the general preference. Among all current Apple users, 15 preferred Apple and 11 preferred Samsung, while among current Samsung users, 13 preferred Apple, 10 preferred Samsung and one preferred Google Pixel.
The six dimensions of brand (Questions 5-15) were analysed from the perspective of brand image, brand loyalty, brand trust, perceived quality, innovation and brand status. Results indicated that answers tended to cluster around the Agree and Strongly Agree responses. This means that the general attitude of respondents was positive in relation to the statements presented in the questionnaire in the area of branding.
The statements with the highest level of agreement were those that presented innovative features and technologies, with 100 percent of the respondents answering Agree or Strongly Agree. There was also a very high percentage of agreement (48 – or 96%) with the statement about high quality and good performance. Previously, both brand experience and brand trust had 92% agreement, with brand reputation having 88% agreement.
The results also showed positive attitudes towards brand image, product quality, quality related purchasing decisions, brand loyalty, innovation and brand status. But the re-distribution of answers was different between the separate questions. Some of the other statements had less variation among the Likert scale categories, but the statements about innovation affecting preference and prestige or social status had greater variation.
These patterns of responses were further confirmed by the descriptive statistics. The mean scores for the eleven statements were between 4.14 and 4.72, which were high levels of agreement. The highest mean was found for the statement regarding the state of preferring a smartphone brand which regularly releases innovative features (M = 4.72, SD = 0.449), and the lowest mean was found for the statement regarding remaining loyal to a preferred brand when the brand has similar products in the market (M = 4.14, SD = 1.000).
It has been concluded that the results of this chapter give empirical evidence on respondents' perceptions of the main branding dimensions found in the research framework. The findings showed that all of the factors (brand image, brand loyalty, trust, perceived quality, innovation and brand status) had positive levels of respondent agreement. The results also show discrepancies between actual ownership of smartphones and the general preference for brands.
The results obtained from this study will be directly beneficial to the study's research goals which include the goal of studying the influence of brand image, brand loyalty, brand trust, perceived quality, innovation and brand status on consumer behaviours, and comparing consumer preference between Apple and Samsung. These empirical findings will be discussed in the next chapter in relation to previous research conducted, theoretical considerations and the research questions. The separation is suitable since the data analysis chapter is supposed to present what the data indicated and detailed interpretation and comparison with previous researchers should be in the discussion chapter.



[bookmark: _Toc241104420]CHAPTER 5: DISCUSSION
[bookmark: _Toc241104421]5.1 Introduction
This chapter discusses and interprets the findings that are presented in Chapter 4 and links the findings from the empirical part of the study with the literature, theoretical concepts and the purpose of the research. The aim of this chapter is to look at the impact of brands on people's behaviours and how this contributes to the variations in the preferences of customers between Apple and Samsung brand smartphones. This chapter interprets the findings of the study in a manner that is deeper than Chapter 4 in which the findings were presented objectively and compares the findings with those of previous studies to account for the implications and/or values of the findings within the theories and practice.
The study looked at six dimensions of brand: brand image, brand Loyalty, brand Trust, perceived quality, innovation and brand status. The dimensions were chosen following previous literature on brand and consumer behaviours, where they were found to be significant factors that impact consumer opinion and buying decisions. The study looked at 50 respondents–both Apple and Samsung smartphone users. There were 26 Apple users (52%) and 24 Samsung users (48%), and this ratio is relatively balanced for the two consumer groups. 
The results have revealed that Apple got a little overall preference among the respondents, with 28 respondents (56%) opting for Apple while 21 respondents (42%) chose Samsung. The higher ranking does not necessarily mean one brand will be more successful in the market than the other, but rather that there are variations in the approaches applied to the branding and hence, consumer perceptions and preferences.
The construction of the discussion is in accordance with the research objectives. The discussion is presented according to research goals. It first looks at the effects of branding factors on consumers. Secondly, it talks about the similarities and differences between Apple preferences and Samsung preferences. Lastly, it presents theoretical and practical relationships and implications that emerge from the findings.
[bookmark: _Toc241104422]5.2 Discussion of Branding Factors Influencing Consumer Behaviour
[bookmark: _Toc241104423]5.2.1 Brand Image and Consumer Behaviour
The results suggest that brand image has a significant effect on consumers' decisions on buying smartphones. It was pleasing to note that the survey result reflected a high degree of agreement with regards to the importance of brand image. In particular, 27 people said they strongly agree and 14 respondents said they agree that having a positive brand image has an impact on the purchase of products. This reveals that customers not just think, pay attention to the practical traits but they additionally believe in the reputation, personality and perception of the brand of the phone.
In accordance with Frans Sudirjo et al., 2022, which argued that brand image is the consumers' overall impression and association towards the brand, this finding supports in reducing the consumers' perceived risk in consuming the product and increasing their trust with the brand. In the same vein, Park and Chang (2022) indicated that the brand image is created through various factors such as advertising, experiences with the product, reputation, and social influence, and these factors in turn influence consumer preference. Thus, the results of this study prove that the previous study was correct using the brand image as a key factor to influence the consumer's attitude towards a smartphone brand.
It is apparent that the image of the brand is particularly significant when Apple is compared to Samsung. Apple has built a brand image around its products as a combination of high quality, innovation, simplicity and exclusiveness. Brand development strategy of Apple is strongly linked with emotional aspects of the brand, lifestyle positioning and perceived premium value, as suggested by Gandhi (2024). The results of the present study further solidify this expectation with higher overall preferences being achieved by Apple compared to Samsung.
Conversely, Samsung has built an alternative brand image through products with high technical innovation and flexibility and a very diverse product range. Tan & Hoang (2023) noted that Samsung delivers on technological leadership and product diversification, whereas Apple places more emphasis on positioning itself as a “premium” brand and provides an overall ecosystem worth. The results indicate that both brands have created distinct though powerful images, which can win the support of two types of consumer expectations.
Hence, this study validates the previous studies regarding brand image as a key determining factor in consumer behaviours. When the technologies available on smartphones are slowly becoming equal, brand image plays a crucial role to differentiate in the market.
[bookmark: _Toc241104424]5.2.2 Brand Loyalty and Consumer Behaviour
Further, the results show the importance of brand loyalty to consumer preference. Brand loyalty is consumers' preference to buy a brand when alternatives are there. Have customers experience the superiority of your brand's products multiple times, and they will be more willing to stay faithful, as things become more certain and they feel attached, Zhao et al. (2022) explains.
The results of this study can be used to demonstrate loyalty and switch potential with users of smartphones. When considering the current brand of a smartphone and the respondents' preference for their brand, it was seen that while a large majority of respondents were currently using a brand that they preferred over the other competitors, some of the current users did express their preference for any other competing brands. What this means is that if you are an Apple user, you may have 15 users who would like to switch to Apple, but 11 users among them would like to switch to Samsung. In the same purpose, Samsung users showed an even bigger preference for the Over-all Samsung user 10 preferred Samsung while 13 preferred Apple. 
This discovery suggested that brand loyalty is one of the factors affecting consumers' choice, but it is not the ultimate determining factor regarding the next choice. When there is a more appealing alternative available that offers a better price, new feature or user experience, consumers will still be open to switching. This agrees with Seduram et al. (2022) where they contend that brand loyalty is cultivated through satisfaction, trust, positive experience and emotional attachment, but can be swayed by changes in consumers' expectations.
It can also be described as the difference in terms of the brand-building strategy used by Apple and Samsung's customer preferences for achieving customer loyalty. Most loyal fans of Apple gained this allegiance by Apple's consistent integration of its products and services and the seamless connection between them. As the discussion by Zou (2023) averts, Apple's ecosystem enhances the switching behaviours by establishing robust relationships with the brand. However, Samsung constructs customer loyalty by constantly introducing new items and innovating technologies and engineering to enhance their products (Huang, 2022).
The results indicated that both firms are able to build brand loyalty but in different ways. Samsung has earned loyalty through providing a technological value and choice to their consumers, while Apple has earned loyalty based on emotions and ecosystems.
[bookmark: _Toc241104425]5.2.3 Brand Trust and Consumer Behaviour
Another significant factor influencing consumers' behaviours was brand trust. Trust plays an especially critical role when consumers are making purchase decisions with their smartphones, where buying such devices is a major investment, and they rely on the devices for extended service over time. Duong et al., (2024) said that brand trust builds when consumers believe consumers can consistently get the company what it should be of high quality, reliable, and valuable.
This can be confirmed with the results of this research. The survey demonstrates a positive perception of the reputation and reliability of Apple and Samsung, in general. Great consensus in support of the impact that Apple or Samsung would have on preference suggests consumer preference in this instance is greatly influenced by brand credibility.
The results align with the results of Tuti and Sulistia (2022) which showed that trust diminishes uncertainty and motivates consumers to show better commitment in building long-term customer relationships with the brand. Trust is a part of the million-pound decision-making process when buying smartphones; people are not able to assess how well a smartphone will function in the future prior to purchasing it.
The trust advantage Apple has been tied to the quality of their products, software support and experience. Samsung has gained trust based on its technological reliability, innovation and worldwide presence in the market. So, both of them show that trust-building opportunities can be achieved via various brand strategies.
The findings show that preferences of consumers are not just for these technical characteristics. On top of that, consumers rely on brands that they think they can expect consistency in performing and promise long term value.
[bookmark: _Toc241104426]5.2.4 Perceived Quality and Consumer Behaviour
Another factor that contributes to the branding process is the perceived quality by the consumers which affects consumers’ evaluation and preference for a smartphone. Perceived quality is what consumers think about the overall excellence, reliability, performance and value consumers 'perceive' in a product. This study indicates that the overall assessment of the respondents towards both Apple and Samsung smartphones was in general, that they are good devices. The results showed that both the quality and consumer consideration of the quality are both positive, meaning "quality" is an important issue for consumers during purchase of a smartphone brand.
In line with the previous studies conducted by Oos Kosasih et al. (2024) who proposed that the quality perceived effects consumers' confidence and improves the brand's reputation. However, for technology products there is often a correlation between better perceived quality and superior performance, durability, reliability, and value. Likewise, Kovács and Keresztes (2024) argued that perceived quality is a central issue in technology purchasing as current consumers are seeking to invest in technologically advanced products that aid their functionality and supply positive user experiences.
The results further help with the thesis that the quality of a smartphone is not judged solely by technical attributes of the device. But factors like previous experience, brand reputation, customer reviews and user satisfaction play a part in perceptions of quality. This serves to add to the discussion of Mihajlovic et al. (2025) who said that there are a number of psychological and experiential influences on consumer behaviours other than just the objective product characteristics.
As shown in the example of the comparison between Apple and Samsung, different strategies are being taken in the matter of creating the perceived quality. In the past, Apple's smartphones have always been marketed as high-quality gadgets, where design and build quality, reliability, user expertise, and the integration of its platform were chief concerns. According to Gandhi (2024) apple’s brand value is closely linked to its quality perception and is exclusive, so it can charge higher prices for its products.
In the case of Samsung, however, it builds up perceived quality by increasing its technological advancements, product innovation, and the multitude of different types of smartphones. There are several reasons which make Samsung stand out from its competitors, according to Huang (2022) by giving advanced features, display technology, camera enhancements and various product options.
Thus, the results reveal a successful outcome in terms of consumer’s perception of the quality communicated by both brands, but in different values. Apple builds its quality image using high-end experience and uniformity, while Samsung focuses on technology capabilities and variety of products. It proves that quality perception continues to be one of the important factors affecting consumer preference, albeit depending on the type of brand strategy employed.
[bookmark: _Toc241104427]5.2.5 Innovation and Consumer Behaviour
This study concluded that one of the most critical branding aspects that impact consumers' perceptions are innovation. The results reveal that respondents were very positive about the value of innovation for its appraisement of the smartphone brands. This is no surprise given the continuous evolution of the smartphone market and what it has become: a competitive arena.
The significance of innovation revealed in this study echoes what Jiang, Sun and Tu (2023) suggested: smartphone products can carry the same core functions, but innovation and the differentiation of product brands still have an impact on consumers' preferences. With rapidly growing smartphone technology, consumers are demanding new features and enhanced capabilities and functionality from brands along with new user experience.
The newer results further align with the observations made by Huang (2022) of Samsung's commitment to technological advancement, such as enhancements to the display, camera system, foldable phones, and features outlook. Samsung is not just a brand that offers the latest cutting-edge technology but also ensures that the consumers who focus more on the techno spices will prefer Samsung.
Innovation isn't just taking place in hardware improvements, though. Apple's approach to software integration and user experience as well as its ecosystem building efforts are also ways that they innovate. According to Zou (2023), Apple's innovation strategy is centred around manufacturing complex technologies to be simple and convenient to use, and it is the way for them to make the user experience unique. So, innovation has a role in the preferences of consumers, not just for improving the technical aspects, but also how it enhances the entire customer experience.
The result indicates that the process of innovation works as competitive branding instrument of both companies. So, Samsung has innovated to keep customers interested in their technological innovation and product selection, while Apple has innovated to wow customers with simplicity, integration and premium experiences.
Thus, this study validated the previous studies and supported the findings that show that one of the major factors that affect the brand acceptance of smart phones is innovation. With the expanding technology industry that changes so rapidly, it is difficult for brands to keep consumers’ attention and affection if they are not continually innovating.
[bookmark: _Toc241104428]5.2.6 Brand Status and Consumer Behaviour
The symbolic and social value of the brand is called as the brand status. Functional factors like performance and quality are factors, while brand status is related to consumer’s perspective on a brand as a part of identity, lifestyle and social position. This research shows that consumers' perception is affected by brand status, especially as regards premium smartphone options.
In addition, this result aligned with Attiq et al., (2022) which indicated that the non-functional factors like emotional and psychological factors were more apt to motivate the consumers in selecting their smartphones. Smartphones have turned into personal gadgets which are the expression of lifestyle choices, social status and individual values.
Apple does a great job of status-based branding. The company has built up an image of exclusivity, high class lifestyle, creativity, and prestige. Gandhi (2024) stated that brand-based strategy of Apple is based on emotion as well as symbols that are attached to the brands by the consumers and gives a symbolic weight to the brand.
It's a different kind of brand status that Samsung builds. Rather than the narrow path of exclusivity, Samsung encourages creativity, technological innovation and usability. According to Tan and Hoang, (2023), Samsung makes distinctions with technology and diversified products, enabling it to reach customers with various preferences and buying power.
These results consequently suggest that brand status for consumer behaviours varies based on consumers' expectations. For some consumers, it may be due to the symbolism properties it carries with it, maybe because of its premium identity, for others maybe because of the connection with innovation and technological ability that Samsung has.
Overall, the findings validate that there are rational and emotional motives behind smartphone buying, supporting a rational/emotional model. The overall results support the rational/emotional model as the rational and emotional motives involved in smartphone purchasing decisions. However, consumers are not just buying a device, they are also buying the meaning and identity of brands.
[bookmark: _Toc241104429]5.3 Comparative Discussion of Consumer Preferences Between Apple and Samsung
The second aim of this research was to evaluate the differences between customers' likes/dislikes and perceptions of Apple vs Samsung smartphone based on their key characteristics in the branding dimensions. The results show that both brands are accepted well by the consumers but achieved in different way with the brands.
The overall results of preference would see Apple given slightly more preference than Samsung. 28 respondents (56%) favoured Apple while 21 respondents (42%) favoured Samsung. The result suggests that Apple now has the upper hand with its respondents - whilst it is a very competitive brand with fair customer support, it is not a wholly insignificant one.
The reason for the higher preference for Apple can be attributed to the image that the company gives, positioning it emotionally, and the big brand appeal. The four conditions that are related to Apple's success, which are Innovation, Premium Quality, Simplicity and Exclusivity! Apple has managed to foster a brand loyal, human-centric culture and approach when it comes to customer relationships.
Additionally, Apple's ecosystem plays a big part in their customers' retention. Zou (2023) has suggested that the alignment of Apple products and services has enhanced consumers' convenience and decreased their choice to look into other competitors. It can be said that in the current study, this argument is supported by the responses of the users of Apple computer with the preference given on the brand that they prefer although there are alternative brands available.
Wireless operators have a different approach to remain competitive, though: Samsung's. The key to Samsung's strength is that it is technologically innovative, has a wide range of products, and is easily accessible. According to Huang (2022) Samsung is reaching its consumers via a vast variety of devices including smartphone technologies that enable the customers to choose the smart phone as per their technological preference, lifestyle and budget.
The results indicate that there are two types of branding namely Apple and Samsung. Apple's approach to the brand is emotional, the positioning is premium and the strategy of customer loyalty is through the eco-system. At Samsung, innovation, flexibility and technology value are what they prioritize. The differences enable these two brands to build successful relationships with customers even if they are playing the same game.
[bookmark: _Toc241104430]5.4 Discussion of Branding Strategy Implications
The results offer a number of implications for the manufactures of smartphones about how to create effective branding strategies. The findings show that there is a mix of sense of function, emotion and consumer trust that are needed to create a successful brand.
Therefore, for Apple, the study indicates a continued need to keep its brand image at a high price and to maintain their higher price points. But to reach a larger audience, ongoing innovation and enhanced accessibility is needed. Exclusivity reinforces the brand image but at the same time can be a bit constricting for potential customers.
In Samsung case the results indicate that technological innovation is still the most significant edge it can offer. But an increased feeling of attachment and brand loyalty could better enable Samsung to compete with Apple. Building a stronger symbolic association with the consumers might be a good path in the future to build a stronger brand attachment.
This finding is consistent with that of Liu Guoha and Rovena Dellova (2025) who stated that the improvement of consumers' trust, loyalty and purchase intention is the most important points to look at in effective brand strategies. So, both businesses must shift their focus towards investing in customer experience, innovation, and relevant and beneficial communication forever.
[bookmark: _Toc241104431]5.5 Theoretical Implications
This study is valuable in the world of literature on branding and consumer behaviours because it provides empirical evidence to show the impact of different aspects of branding makes on choosing a smartphone.
The first finding is that it confirms the customer-based perspective of brand equity as presented by Sri Hastjarjo (2023) which is centred on understanding the customer. The first is that it confirms the customer-centred perspective (Customer Based Brand Equity) presented by Sri Hastjarjo (2023). From this viewpoint, brand awareness, perceived quality, brand associations and loyalty are the factors that make up overall brand equity and buying intention. The current survey validates that these factors are still significant in the understanding of the preference of the consumers in the competition of smartphones.
Secondly, the result gives a theoretical contribution to the human behaviours theory as it shows that the functional as well as psychological aspects affect the purchase decision. Consumers assess the quality and innovativeness of smartphones; they trust, repudiate, identify and feel attached to the innovation.
Hence, the aim of this research is to contribute to the understanding of branding, especially in the context of having similar technological capacities of competing products.
[bookmark: _Toc241104432]5.6 Practical Implications
The results have several implications for smartphone makers and players in the marketing arena.
For smartphone brands, the study shows that it is important to identify, explain and establish a distinct brand identity. Recognizing that consumers buy brands on the basis of a set of perceptions combining product/service quality, innovation, trust and emotional value.
The results indicate that marketing strategies for marketing managers need to be directed towards building long-term marketing connections instead of merely the marketing features. To boost customer preference, effective communication, customer engagement and brand consistency are required.
The study indicates that in the competition with established smartphone brands, emerging brands' ability is not enough. To be competitive on the market, it is important to build an identity brand and consumer’s trust.
[bookmark: _Toc241104433]5.7 Chapter Summary
This chapter compares and contrasted results of the study to those found in past studies and theories. The discussion revealed that brand image, brand loyalty, brand trust, innovation, perceived quality and brand status are first, all of them influence consumer perceptions and preferences in the smartphone market.
The results show that Apple and Samsung gain competitive advantage in two ways, by different branding strategies. While Apple enjoys the added value of being a premium brand, a brand that can evoke emotions and be part of the consumer's ecosystem, Samsung can appeal to customers through technology, product variety and the ease of access that it offers.
Adopting a brand perspective in end user purchasing decisions has been confirmed overall in this study. It's all about the emotional and psychological bond with the consumer to be faithful and preferred that sometimes adds to a functional excellence in competitive technology markets.



[bookmark: _Toc241104434]CHAPTER 6: CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc241104435]6.1 Conclusion
This research explored the relationship between branding and consumer behaviours by analysing the consumer preference of Apple and Samsung smartphones. It was based on the major brand factors such as brand image, brand loyalty, brand trust, perceived quality, innovation, and brand status and how they affect smartphone buying decisions.
The results suggest that brands have a considerable influence on consumer decisions, particularly in a context where the technology of smartphones is becoming more and more alike. In addition to technical specs, consumers make differentiation among competing brands based on emotional ties, brand experiences, brand reputation, and perceived value. Hence, the brand value has emerged as an important non-technical aspect in the smartphone market.
Of the factors identified, brand image proved to be one of the most influential factors of consumer preference. The strength of a market position, reputation and identity contributes to consumer confidence. Likewise, brand loyalty makes customers want to keep buying the brand as they are happy, familiar and have good experiences from them. But, when new technology and innovations emerge, consumers will still think of alternatives, despite being loyal.
The effect of brand trust has been seen on consumer decision making as well. Apple instils trust through its ecosystem, quality and user experience. Samsung instils trust through technology innovation, product variety, and accessibility. Additionally, the perceived quality such as durability, design, reliability and performance, enhances consumer-brand relationships.
Innovation and brand status are also noted as being important. For consumers, brands that incorporate new technology, embody lifestyle, identity and social recognition have value. In conclusion, Apple's brand preference was boosted by its higher premium image, ecosystem and exclusivity, while Samsung's was strengthened by innovation, diversity and general availability. Both brands show successful but different approaches to influence consumers' behaviours.
[bookmark: _Toc241104436]6.2 Recommendations
[bookmark: _Toc241104437]6.2.1 Recommendations for Apple
Even though Apple showed that consumers prefer its products and services over others in this study, it needs to make sure that its branding strategies continue to be improved so that they can remain competitive in the long run.
One thing Apple needs to do further is to keep investing in innovation and retain its status of high-quality brand. In every respect, consumers are expecting smartphone performance, design, software and ecosystem services to be continually improved. Technology will be important to Apple's position for maintaining market leadership.
Secondly, Apple needs to come up with ways to enable accessibility for low-cost customers. A higher price can reduce market opportunities as well as enhance the brand status, but positioning alone does not guarantee that these are worth the extra investment. More flexible product options, without compromising brand value, may increase brand consumer numbers.
[bookmark: _Toc241104438]6.2.2 Recommendations for Samsung
Technological innovation has been a major strength of Samsung and one area the company should remain invested in is technological innovation. Maintaining an atmosphere that allows the company to build on its R&D and bring to market advanced capabilities, various product lines and novel technologies is fundamentally a part of its brand.
But Samsung should give more consideration to emotional branding, as well. Technical dominance is good for attracting customers, but better human relations are better for retaining customers. Samsung needs to fortify its storytelling, brand identity and lifestyle marketing job communication.
Samsung's' interest in making a well-perceived premium brand should be extended. The company has built a brand that represents high-quality flagships, but some users perceive that these smartphone devices have a stronger prestige value. Enhancing associations with exclusivity and customer experience would be a positive step towards Samsung's ability to be a good competitor in the high-end market.
At the same time, Samsung can continue to cultivate customer loyalty by providing personalised service, customer engagement programs and enhancing user experience.
[bookmark: _Toc241104439]6.2.3 Recommendations for Smartphone Companies
Mobile phone companies need to emphasize building good and distinct brand images, as it will help them to build a strong brand position in the competitive market according to this study. Having a clearly established brand identity enables consumers to identify the value and benefits of a brand.
To also enhance the customer experience in its company, companies must also make sure that the products they offer are of the highest quality, that customer service is available and not only helpful, but reliable as well, that software support is thorough and effective, and that customer communication is positive across the entire customer journey. Enhancing customer experience can help build customer satisfaction and loyalty.
More than this, smartphone vendors ought to get associated with useful innovation that boosts customer experience as opposed to simply adding on new attributes. Improved technologic capabilities, performance and usability can help brands to keep consumers engaged continually.
Trust is also a critical step towards building consumer confidence. To enhance consumer confidence, companies need to develop a product that is reliable, transparent, safe, and offers the same quality service.
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[bookmark: _Toc241104441]Appendix: Questionnaire
The Impact of Branding on Consumer Behavior: A Comparative Analysis of Customers' Preferences Between Apple and Samsung Smartphones. 
This questionnaire is being conducted as part of an academic dissertation investigating how branding influences consumer behavior and customer preferences between Apple and Samsung smartphones. Participation is voluntary. Your responses will be kept confidential and used only for academic purposes. No unnecessary personally identifiable information will be collected. 

Q1. Which smartphone brand do you currently use?
· Apple
· Samsung
· Other:
Q2. What is your age group?
· Under 18
· 18–24
· 25–34
· 35–44
· 45–54
· 55 or above
Q3. What is your gender?
· Male
· Female
· Other:
Q4. Overall, which smartphone brand do you prefer?  
· Apple
· Samsung
· Other:
Q5. The positive image of my preferred smartphone brand influences my purchasing decision.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q6. The reputation of Apple or Samsung affects my preference when choosing a smartphone.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q7. I prefer to continue buying smartphones from a brand that I have used successfully before.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q8. I would remain loyal to my preferred smartphone brand even when other brands offer similar products.
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q9. I am more likely to purchase a smartphone from a brand that I trust.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q10. I trust my preferred smartphone brand to provide reliable and consistent products.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q11. The perceived quality of Apple or Samsung smartphones influences my purchasing decision.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q12. I am willing to choose a smartphone brand when I believe its products provide high quality and good
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q13. Technological innovation influences my preference between Apple and Samsung smartphones.  
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q14. I prefer smartphone brands that regularly introduce innovative features and technologies.
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q15. The prestige or social status associated with a smartphone brand influences my preference for Apple or Samsung.
· 1 = Strongly Disagree
· 2 = Disagree
· 3 = Neutral
· 4 = Agree
· 5 = Strongly Agree
Q16. Which factor has the greatest influence on your preference between Apple and Samsung smartphones?
· Brand image/reputation
· Brand loyalty/previous experience
· Brand trust
· Product quality
· Innovation/technology
· Brand status/prestige
· Price/value for money




Positive image influences purchasing decision	
1	2	3	4	5	0	2	7	14	27	Scale (1-5)


Frequency




Reputation of Apple/Samsung affects preference.	
0	1	5	11	33	Scale (1-5)


Frequency




Previous Experience	
0	3	1	10	36	Scale (1-5)


Frequency




Brand Loyalty	
0	4	10	11	25	Scale (1-5)


Frequency



Brand Trust

Brand Trast	
0	0	4	12	34	Scale (1-5)


Frequency




Quality product	
0	5	2	11	32	Scale (1-5)


Frequency




Quality influences purchasing decision	
0	3	4	6	37	Scale (1-5)


Frequency




Believe its products provide high quality and good	
0	0	2	12	36	Scale (1-5)


Frequency




Innovation influences preference	
2	2	8	12	26	Scale (1-5)


Frequency




 Innovative features and technologies	
0	0	0	14	36	Scale (1-5)


Frequency




Q15. Prestige or social status associated with a smartphone brand	
0	2	13	7	28	Scale (1-5)


Frequency
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