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Drivers of Consumer Behavior of Apple and 

Samsung Users in Uzbekistan 

Abstract 
The main objective of this thesis is to cover the idea of the consumer behavior driv-

ing factors on the example of Apple and Samsung users in Uzbekistan. 

The secondary aim of this thesis is to enclose the concept of the traditional con-

sumer behavior, to illustrate the major decision making models as well as the factor how 

they play their role as a key drivers of this process. 

Besides, to describe external and internal decision making factors of the consumer. 

Additionally, to understand how the marketing and advertisement tools influence the con-

sumer decisions when it comes to purchasing the smartphone of the particular model. 

The subject of this study is the consumer behavior in Uzbekistan in relation to buy-

ing Apple or Samsung smartphone. The analysis will be conducted through the means of 

the primary and secondary analysis of the academic sources and survey results performed 

by the author. 

Keywords 
Questionnaire, smartphone, income, substantial level, qualitative research, prefer-

ences, habits 
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Ovladače spotřebitelského chování uživatelů Apple 

a Samsung v Uzbekistánu 

Abstrakt 
Hlavním cílem této práce je pokrýt myšlenku hnacích faktorů spotřebitelského 

chování na příkladu uživatelů Apple a Samsung v Uzbekistánu. 

Sekundárním cílem této diplomové práce je přiblížit koncept tradičního spotřebitel-

ského chování, ilustrovat hlavní modely rozhodování a také faktor, jakým hrají roli 

klíčových hybatelů tohoto procesu. 

Kromě toho popsat vnější a vnitřní rozhodovací faktory spotřebitele. Navíc poro-

zumět tomu, jak marketingové a reklamní nástroje ovlivňují rozhodování spotřebitelů, 

pokud jde o nákup smartphonu konkrétního modelu. 

Předmětem této studie je spotřebitelské chování v Uzbekistánu v souvislosti s 

nákupem smartphonu Apple nebo Samsung. Analýza bude provedena prostřednictvím 

primární a sekundární analýzy akademických zdrojů a výsledků průzkumu provedeného 

autorem. 

Klíčová slova 
Dotazník, chytrý telefon, příjem, podstatná úroveň, kvalitativní výzkum, prefer-

ence, zvyky 

11



Table of content 
1. Introduction  ......................................................................................................................14

2. Objectives and Methodology  ...........................................................................................15

2.1.Objectives  ...........................................................................................................15

2.2.Methodology  ......................................................................................................15

3. Literature review  ..............................................................................................................17

3.1.Definition of Consumer Behaviour  ....................................................................17

3.2.Decision-Making Models  ...................................................................................17

3.2.1.Traditional Decision-Making Models  .................................................18

3.3.Characteristics Influencing Consumer Behavior  ................................................21

3.3.1.External Influence on Consumer Behavior  .........................................21

3.3.2.Internal Influence on Consumer Behavior  ..........................................23

3.3.3.Maslow’s Theory of Need Hierarchy  ..................................................25

3.4.Smartphone Industry  ..........................................................................................27

3.4.1.History of Smartphones  .......................................................................28

3.4.2.Smartphone Consumers  .......................................................................28

3.4.3.Apple: Values and Strategy  .................................................................29

3.4.4.Samsung: Values and Strategy  ............................................................30

3.5.Marketing and Advertisement  ............................................................................31

4. Practical part  .....................................................................................................................33

4.1.Survey distribution means  ..................................................................................33

4.2.Overview of questionnaire  .................................................................................33

4.2.1.Consumer behavior analysis  ................................................................35

5. Results and Discussion  .....................................................................................................46

6. Conclusion  ........................................................................................................................48

7. References  ........................................................................................................................49

8. Appendices .......................................................................................................................56

12



List of figures 

Figure 1. Maslow’s Hierarchy 

Figure 2. Categorization of survey respondents by gender 

Figure 3. Categorization of survey respondents by smartphone brand 

Figure 4. Relationship between smartphone brand and satisfaction of users in Uzbekistan 

Figure 5. Relationship between age and frequency of smartphone purchase in Uzbekistan 

Figure 6. Relationship between age and level of income in Uzbekistan 

Figure 7. Relationship between importance of design and technological parameters choice 

by gender in Uzbekistan 

Figure 8. Relationship between age and advertisement influence in Uzbekistan 

Figure 9. Relationship between feedback and public opinion affect by gender 

13



1. Introduction 

The world is being revolutionized by technology. Everyone is increasingly more 

dependent on technological devices such as smartphones, tablets, and personal computers 

 (AgingInPlace, 2020). With the help of technology advancement this new kind of commu-

nication has created new ways of doing business. Consumer behavior has changed from 

old to new buying methods, such as online and smartphone purchases. Smartphones have 

undoubtedly become one of today’s most widely used products. 

The internet has influenced many aspects of social life, including business, leisure, 

culture, communication, technology, shopping, and travel. With the development of new 

technology especially due to the booming of social media, smartphone manufacturers are 

challenged with a significant difficulty as well as a significant opportunity. 

Consumer Behavior, Smartphone Industry, Marketing and Advertisement are the 

three key aspects of this study. The study will highlight the influence of digital media on 

consumer behavior in the smartphone market based on the definition, history, and all of the 

essentials. Apple and Samsung, two globally recognized companies, were chosen as re-

search samples to evaluate the impact of social media on the smartphone sector. 
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2. Objectives and Methodology 
2.1.Objectives 
The object of the study – consumer behavior patterns in terms of purchasing the 

smartphone. 

Subject of the study – people living in Uzbekistan of different ages, income and 

occupation. 

  

The research questions aimed to answer by the means of this thesis: 

• What are the traditional types of the consumer behavior and decision 

making models? 

• Which are the key drivers of the consumer behavior? 

• Why people in Uzbekistan prefer Apple or Samsung smartphones 

and what is the reason behind this behavior? 

2.2.Methodology 

The thesis is divided in two major parts. The first part of the study took the ap-

proach of doing a literature review, which required gathering data from a variety of credi-

ble resources such as academic journals, websites, and books. The researcher then relied on 

the data obtained, correlating the information to the topic of study and objectives. 

The second part is practice. This is an empirical part which is based on the results 

of a questionnaire survey. A survey was created through the means of Survey Monkey and 

Google forms and distributed through social media. The sample was collected using the 

snowball sampling approach, which is a form of convenience sampling method that asks 

respondents to spread the questionnaire with their social networks (Ghaljaie, 2017). The 

survey questionnaire was examined among several people from various age groups before 

posting online. 

Bias was reduced because the questionnaire was anonymous. The survey consisted 

of rating scale questions, yes-no questions, multiple choice questions, and “what suits you 

best”. In addition to gender, age and activities, respondents were asked about their elec-

tronic devices, importance of several characteristics associated with them, the brand of 
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their devices, whether they have always considered the same brand, and whether they in-

tended to change it in the future. Besides, all participants were asked how they felt about 

advertisements on social media and how they get product information. 

The major purpose of this study was to determine what factors mostly affect a con-

sumer’s decision to purchase a product from one of the brands analyzed. All respondents 

were questioned where they see the majority of each brand's advertisements and how they 

feel about them when it came to Apple and Samsung. They were questioned whether they 

were interested in Apple’s WWDC, what they thought of the brand product lines, and how 

they felt about Samsung’s marketing particularly comparing their products to Apple. 

In addition to the survey results, Apple and Samsung marketing strategies are ex-

amined. 
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3. Literature review 
3.1. Definition of Consumer Behaviour 

Consumer behaviour means the study of groups, individuals, and organizations and 

the processes they utilize to choose products, services, experiences, or innovations to meet 

their requirements and impact on the consumer and society (Chen et al., 2018). It combines 

sociological, psychological, economic components, and social anthropological (Bobadilla 

et al., 2020). Understanding the needs of the individual consumers examines the features of 

the demographics and the behavioural variables (Yarimoglu and Binboga, 2019). 

Moreover, it evaluates consumer influences from families, friends, groups of reference, and 

society in general (Yuan et al., 2015). An overview of consumer behavior provides insight 

into the different aspects that influence a public’s behavior. It provides an overview of the 

reasons, goals, and decision-making processes that were considered during your journey. 

Rahman and Reynolds (2019) proposed that customer behaviour analysis is driven by rela-

tionship marketing because it is keen to rediscover the true meaning of marketing by reaf-

firming the importance of the customer. The importance of consumer behavior analysis is 

that it allows advertisers to comprehend how customer purchasing decisions are influ-

enced. Understanding how consumers choose a product can figure in the market gap and 

identify acceptable and inappropriate products. When buyers buy a low-cost, regularly 

purchased item, they engage in this type of behavior. Consumer choices are greatly influ-

enced by marketing activities. With the right marketing message, they may persuade cus-

tomers to switch brands or choose for more expensive alternatives, if done correctly and 

regularly. 

3.2.Decision-Making Models 

Most large corporations are interested in the process that a consumer goes through 

while making a decision. They are putting in great effort to learn more about the consumer 

purchasing process, including what customers buy, where and how they buy, and when and 

why they buy. Behavioral decision theory has been one of the most active academic re-

search areas in marketing over the last few decades. Consumers make irrational decisions 
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in a variety of scenarios, according to behavioral decision theorists. All of these and other 

research show that customer behavior is extremely useful, and the context in which deci-

sions are made is crucial. 

3.2.1.Traditional Decision-Making Models 

Generally, buyer goes through five stages before making a purchase decision. 

Blackwell et al. (2006) proposed one of the most widely used models of consumer de-

cision-making. According to him, the five stages of consumer decision making process are: 

problem-need recognition, information search, evaluation of alternatives, purchase de-

cision made and post-purchase evaluation. Each stage is then described by a group of re-

searchers, with modest differences but a general understanding of what each stage entails.-

For instance, according to Kotler and Keller (2006) in their book, define this concept in 

depth and explain a new stage of the paradigm: disposal. Moreover, they talk about how 

consumer decision-making is influenced by moderating effects (like consumer involve-

ment) (Belch and Belch, 2009). 

Stage 1: Problem recognition 

The model’s first stage is Need-Problem Recognition, which occurs when cus-

tomers understand they want something. Marketers, however, attempt to deliberately create 

an unbalance between consumers’ current state and their aspired status. This imbalance 

will generate a need, prompting consumers to seek out and purchase a product or service. A 

need might arise suddenly and be a very basic impulse, which is referred to as an internal 

stimulation. When a person is influenced by outside factors, this is referred to as an exter-

nal stimulus. Marketers use advertising and sales promotions to create an imbalance or 

need. Consumers establish a want when they notice an unmet need and believe that a prod-

uct will meet it. At this point, marketers must establish when their target population ac-

quires these needs or wishes and, as a result, when is the best time to promote to them. 

Marketers can also assist in identifying a customer’s need or problem or the factors that 

lead to a need or want. Furthermore, marketers may construct the situation on their own, 
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for example, to make the client feel embarrassed without the product or to give customers 

a desired status. 

Stage 2: Information Search 

In the next stage, the customer looks for information about the product or service 

they want (Schiffman and Kanuk, 2007). When a consumer has identified a need or desire, 

he or she begins an information search to learn about the various options available to meet 

that need or desire. It is so-called information search is the second stage. To assist him or 

her in making a choice, he or she will search both internally and externally for this data. An 

internal information search involves retrieving data from memory, such as previous 

product or service experiences. Asking relatives and friends about their experiences pur-

chasing a new good is an example of an external information search. Internal search refers 

to the process in which customers rely on their own personal experiences and beliefs, 

whereas external search refers to a broad search of information that includes addressing the 

media and advertising as well as receiving feedback from others (Rose and Samouel, 

2009). The amount of time spent on this phase is usually determined by the consumer’s 

previous purchasing experience, the risk involved, and interest. The consumer has built an 

evoked set once he or she has generated a set of alternative goods to pick from. This group 

is made up of the most popular options. After deciding on the evoked set, the consumer 

will perform final research to help determine his or her options even more (Schiffman and 

Kanuk, 2007). 

Stage 3: Evaluation of alternatives 

After gathering all necessary information on the product or service, the following 

stage is to evaluate the alternatives. According to Kotler and Keller (2006), this is a crucial 

stage because the consumer weighs all the options and varieties, taking into account crite-

ria such as size, quality, and price. At this stage of evaluating alternatives a consumer may 

ask herself or himself questions like, "Do I really need the product?". Typically, the buyer 

selects one of the most significant attributes upon which to base his or her final selection, 
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or uses the cut-off approach (e.g., price, quality, brand, and so on). Emotional connections 

or experiences with things, as well as capitulation to marketing efforts are examples of 

moments that matter. The approach for a consumer at this stage is unique since he or she is 

seeking for the best value. Cost, style, reputation, product positioning, a place to buy (loca-

tion), implications of utilizing the product, and other factors that are more relevant to each 

consumer are used to define the best offer. 

In the meantime, Backhaus et al. (2001) indicated, the purchase factor is a major 

stage because it corresponds to the existence of a transaction. To put it another way, after a 

consumer recognizes a need, he or she searches for necessary information and weighs the 

options before deciding whether or not to act. If consumer has decided which brand to ac-

quire, he or she must follow through on the decision and complete the purchase. Moreover, 

a consumer may state a purchase intention for a specific goods but not complete the trans-

action. Additional decisions - influencing aspects such as when to buy, where to buy, as 

well as how much cash to spend – may be required. There is frequently a time lag between 

making a purchase decision and making the actual purchase, especially for complex goods 

like autos, electronics, and household appliances. Nondurable products, which include nu-

merous low-involvement items such as common goods, may have a short period between 

decision and purchase. At this point, it’s vital to stimulate the consumer’s interest in a pur-

chase and set a time limit. 

Stage 4: Post Purchase Behavior 

Lastly, the consumer’s experience with their purchase is considered into the post-

purchase choice. After purchasing the product, the buyer will take further action to the 

marketer based on his satisfaction or dissatisfaction (Kotler et al., 2008, pp. 265-271). Was 

the product appropriate for the consumer? Did their predictions come true? When a cus-

tomer discovers that the product lives up to or exceeds the promises that were made and 

their expectations, they may become a brand ambassador, encouraging other potential 

clients in stage two of their shopping experience, and increasing the probability that the 

goods will be sold again. Negative response, on the other hand, can restrict a potential cus-

tomer’s path towards product. The crucial phases in the last stage are catching the cus-
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tomer’s dissatisfaction. If the customer is pleased, the next step is to convert him or her 

into a devoted customer. Neal et al. (2012) claim that it is one of the most essential phases 

in the customer decision-making process because it directly affects future purchases of the 

same product or service from the same source. 

3.3.Characteristics Influencing Consumer Behavior 
3.3.1.External Influence on Consumer Behavior 

• Culture 

Culture is the essential character of a society that distinguishes it from other cultur-

al groups. The underlying elements of every culture are the values, language, myths, cus-

toms, rituals, laws, and the artefacts, or products that are transmitted from one generation 

to the next (Lamb et al., 2012). Cultural elements include a customer’s beliefs, morality, 

regulations, customs, traditions, habits, and so on. Each group, area, community, and coun-

try has its own distinct culture, so it is essential for every marketer and business person to 

assess and understand the country’s culture before entering their market. 

• Subculture 

People associate with a variety of subcultures within a society. Subcultures are 

groupings of people who have common principles as a result of a shared experience or a 

shared way of life in overall. Religions, nations, geographic regions, racial groups, and 

other subcultures exist within each society (Rani, 2014). Marketers can make the use of 

such groupings by breaking down the market into smaller segments. Brands regularly in-

teract in a variety of methods, but in some cases, even develop unique products (sometimes 

with little inherent difference) for the same sort of product in order to identify a particular 

segment, age, gender, or subculture. Consumers are more likely to respond to goods and 

marketing methods that are targeted to them. 

• Reference group 

Reference groups are those groups that have a direct and indirect influence upon a 

per-son’s attitudes, aspirations or behavior. Although a reference group generally consists 
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of two or more people, the term is often used more broadly to represent any external influ-

ence that gives social cues. Parents, team members, classmates, and other members of the 

reference group can influence consumption. A reference group can be extensive and for-

mal, with a recognized structure, regular meeting hours, and officers, or small and infor-

mal, such as a group of friends or students living in dormitories. In the smartphone indus-

try, corporations tend to have more control over their influencing of the formal group, be-

cause they are more immediately recognizable and reachable. 

• Family 

PPerhaps the most influential thing in a person’s life is his or her family. It creates a 

social atmosphere in which an individual can grow, develop his identity, and acquire val-

ues. “Family as a consuming and decision making unit is a central phenomenon in market-

ing and consumer behavior” (Commuri and Gentry, 2000). Family is the most important 

social institution for many customers, and it has a huge influence on purchasing behavior, 

beliefs, views, and self-concept. 

• Roles and Status 

A social role is a set of attitudes and activities that an individual is supposed to 

have and do according to his profession and his position at work, his position in the family, 

his gender, etc. and expectations of the people around him (Rani, 2014). The majority of 

people identify status with a person’s lifestyle, education, or profession. According to aca-

demics, status refers to a person’s position in a certain situation. A status is associated with 

a set of rules, attitudes, actions, and psychological characteristics known as a role. 

• Age and life-cycle 

With the flow of time, people change their purchases of goods and services. Even 

the consumption pattern of the people of same age and gender differs due to difference in 

their family life-cycle stage (Lamb et al., 2012). In the opinion of Lamb et al. (2012), “The 

family life cycle (FLC) is a series of stages determined by a combination of age, marital 

status, and the presence or absence of the children”. The family life cycle is divided into 
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stages, such as teenage singles, married couples, and unmarried couples, which helps mar-

keters create products that are acceptable for each stage. 

• Occupation 

A person’s work has a substantial influence on his purchasing habits. “A person 

normally buys goods that suit his occupation” (Ishikar et al., 2020). A consumer’s purchas-

ing power has a favorable association with his or her personal expenditure when they are in 

a good economic state. 

• Economic Status 

A consumer’s financial situation has a significant impact on his purchasing de-

cisions. If a customer’s cashflow are high, he will buy more expensive things. A person 

with a high income, for instance, could purchase and choose to buy luxury accessories, 

whereas a person with a low income would buy groceries rather than luxury items. As a 

result, the buyer’s purchase decision is influenced by the economic circumstances. 

• Self-concept 

Self-concept is the image that the individual has or would like to have of him, and 

he conveys to his entourage (Rani, 2014). Another key element of the self-concept is the 

understanding that we are individual objects, and we can direct our own actions (Johnson, 

1967). For example, an athlete may prioritize athleticism in their self-concept despite en-

joying cooking and being part of a large family. Some have even argued that the self is or-

ganized hierarchically, with the most significant components being placed above the less 

important ones. However, each of us must pick which elements are most important to us 

(Davis, 2015). 

3.3.2.Internal Influence on Consumer Behavior 

• Perception 

Perception is the study of how sensory information is processed into perceptual ex-

periences (Elyssa Twedt, Dennis R. Proffitt,2017). The consumer habits of each people are 

23

http://myslu.stlawu.edu/~etwedt/home.html
http://people.virginia.edu/~drp/


influenced by their personality. Due to differences in perception, people with similar needs 

may not obtain similar things. Since everyone perceives the world and addresses life situa-

tions differently, perception is vital to understanding individual interactions. Perceptions 

are more significant than reality in the smartphone market because they influence con-

sumer behavior. There are three processes that explain why people perceive the same ob-

ject differently. 

1. Selective attention 

• People use selective attention to screen most inputs since their capacity 

to process stimuli is restricted. For example, ordinary europeans may be ex-

posed to over 1,500 advertisements, implying that marketers must work hard to 

capture consumers’ attention. People are more likely to detect stimuli that are 

related to a current demand, which they expect, and whose variations are big in 

comparison to the stimuli’s normal dimensions. 

2. Selective distortion 

• People have a tendency to perceive information in ways that are con-

sistent with their assumptions, which is known as selective distortion. Con-

sumers frequently manipulate data to support their pre-existing beliefs and ex-

pectations. When customers view neutral or ambiguous information positively, 

selective distortion can be beneficial to strong brands. 

3. Selective retention 

• People have the ability to forget much of the knowledge to which they 

are exposed, but they remember information that corresponds to their attitudes 

and beliefs. It explains why repletion is required to prevent information from 

being overlooked. 

• Beliefs and Attitude 

Customers have distinct beliefs and attitudes about diverse products. Marketers are 

involved in such beliefs and attitudes as they form part of a brand’s image and influence 
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consumer purchasing behavior. Customers’ opinions and behaviors can be changed by 

marketers conducting special efforts in this area. 

• Lifestyle and Concept 

Customers’ lifestyles are another important aspect that influences their purchasing 

decisions. According to Kotler and Keller (2006), “Lifestyle is a person’s pattern of living 

as expressed in his or her activities, interests and opinions”. It is shaped by the customer’s 

hobbies, beliefs, and actions, among other things, and it determines his entire pattern of 

acting and interacting in the environment. Consumers’ lifestyles and social concepts are 

influenced by external and internal factors, resulting in a product decision based on need 

and want. 

• Motivation 

Motivation can be described as an “energizing force” (Hawkins and Mothersbaugh, 

2010) that activates certain behaviors that in turn provides purpose and direction to these 

behaviors. “A motive can be defined as a drive or an urge for which an individual seeks 

satisfaction. It becomes a buying motive when the individual seeks satisfaction through the 

purchase something” (Kotler et al., 2014). To put it another way, it is the factors that lead 

to particular behaviors. It can provide insight into why customers behave in a certain way. 

Physiological, neurological, social, and other demands are all unique to each individual. 

When a need is stimulated to a certain degree of intensity, it becomes a motive. A motiva-

tion is a persuasive need that motivates someone to do action. 

3.3.3.Maslow’s Theory of Need Hierarchy 

Abraham Maslow attempted to clarify why individuals are inspired by specific 

needs at specific times. Maslow’s hierarchy of needs is the result of his categorizing needs 

into a hierarchy. From the most urgent to the least urgent, he established five stages of 

needs. 

Maslow’s hierarchy of needs is a psychological theory that explains human motiva-

tion through the achievement of several stages of needs. Humans are motivated to meet 
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their needs in a hierarchical sequence, according to the notion. This order starts with the 

most basic necessities and progresses to more complex requirements. In Maslow’s opinion, 

our actions as human beings are motivated in order to achieve certain needs. Maslow’s 

(1954) needs hierarchy system is a widely used approach for categorizing human motiva-

tions. It consists of five types of levels, with lower-level needs at the bottom that must be 

met first before higher-level needs may be addressed (Wallace et al., 1987). 

Figure 1. Maslow’s Hierarchy 

 
Source: Maslow, 1954. 

Physiological needs are at the top of Maslow’s hierarchy of needs, and they are the 

most fundamental of all needs, including food, water, shelter. Humans will always try to 

meet their most essential needs first; safety needs are the second stage of Maslow’s hierar-

chy of needs. People will aim for security, stability, and escape from fear once their basic 

needs have been met. The third level is social needs, where people will try to meet their 

needs for friendship, belonging, and affiliation once their basic requirements have been 

fulfilled. Other individuals in social circles value feelings of safety; the fourth level of 

Maslow’s hierarchy of needs is esteem needs, which are related to an individual’s position 

and superiority; self-wishes, which are related to self-development and realization. 

A person’s level of aspiration is closely related to the hierarchy of needs and atti-

tudes will determine the individual route which the person takes for the satisfaction of his 
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needs (Haimann, 1973). According to this view, the final goal is to attain the fifth stage of 

the hierarchy: self-actualization (see Figure 1). 

3.4.Smartphone Industry 

Smartphones have quickly become an integral component of people’s everyday 

lives (Pew Research Centre, 2019). Smartphones have been demonstrated to boost every-

day productivity, expand social networks, and allow connections with a variety of people 

and brands (Rhiu and Yun, 2018). As technology’s role in global societies becomes more 

tangible, so do our relationships with the numerous devices we use daily. Smartphones are 

one such technology-enabled device that has entered the personal area of billions of indi-

viduals all over the world in this search (Lachmann et al., 2018). In other words, technolo-

gy not only serves as a way of forming social relations that influence emotional states such 

as isolation, depression, self-esteem, and social benefit for humans (Park and Lee, 2012), it 

also becomes so embedded in people’s lives it would be the first thing they look at in the 

morning and the last thing they look at before going to bed (Lee et al., 2014). Therefore, a 

smartphone is more than just a communication device; it also serves as a social agent in 

people’s lives as digital companion (Carolus et al., 2018; Ameen et al., 2019). People’s in-

creased usage of smartphones has prompted researchers to look into the human behaviors 

related with them (Yan et al., 2019), and more specifically, researchers have looked at peo-

ple’s personality, psychological, and economic behavior (Gotz et al., 2017). Studies on an-

ticipating behavioral patterns have been undertaken using extended self-theory to acquire a 

better knowledge of individuals’ personality and demographic attributes as a consequence 

of their smartphone choice (Belk, 1988; Chittaranjan et al., 2013, and Schoedel et al., 

2018). According to several studies, specific smartphone features can influence the internet 

consumer experience, which can have an impact on shops (McLean et al., 2018). Retailers, 

on the other hand, are experimenting with new ways to communicate with customers, es-

pecially given that they have access to all information through their mobile phones. This 

necessitates a comprehensive grasp of key consumer attributes like as demographics, be-

havior, and so on. 
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3.4.1.History of Smartphones 

Today’s Smartphones have been around since Apple launched the Smartphone to 

the broad consumer market 14 years ago, however the Smartphone has actually been 

around since 1993. The difference between today’s Smartphone and earlier Smartphones is 

that previous Smartphones were primarily designed for corporate customers and utilized as 

enterprise devices, and they were also extremely expensive for the general public. (Brad 

Reed, 2010) 

Despite smartphones have been around for several years, it has only been a few 

years, and particularly from the debut of the first iPhone in 2007, that the smartphone has 

become a mass consumption product. IBM’s "IBM Simon" was the first device to combine 

voice, data, and personal information management functions. The IBM Simon was origi-

nally shown in 1992 at CONDEX, a Las Vegas-based computer industry trade exhibition, 

and was released into the market the following year by a firm called BellSouth (Schnei-

dawind, 1992). 

3.4.2.Smartphone Consumers 

User segmentation is defined as “the classification of users into groups based on 

specific needs, characteristics, or behaviors” (Lee et al., 2018). The much more studied 

dimensions in the existing body of research on customer segmentation based on mobile 

product usage, such as smartphone, tablet, wearables, and so on, are demography and cus-

tomer behavior (Plaza et al., 2011; Husnjak et al., 2018; Ameen and Willis, 2018). 

Prior research classified smartphone users into four categories: geographic segmen-

tation based on nations, regions, cities, and so on; demographic segmentation based on age, 

gender, income, and so on; psychographic segmentation based on social class, lifestyle, as 

well as personality characteristics; and behavior segmentation based on occasion segmen-

tation, benefit segmentation, and so on (Schejter et al., 2010; Chua et al., 2011; Lee et al., 

2018; Ameen et al., 2018). In demography-based segmentation, there are a few more spe-

cific definitions of criterion originality lead by age and gender. Young users are more likely 

to be extensively involved in smartphone use, according to various studies, whereas elderly 
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individuals simply use cell phones to connect with relatives (Walsh et al., 2011). According 

to Plaza et al. (2011), elderly people use mobile phones mostly to interact with close rela-

tives, as memory and daily living assistance, as entertainment and self-actualization, and as 

instruments to feel protected and secure. Regarding gender, Castells et al. (2004) find that 

female users not only appropriate mobile phone as a fashion item but, more importantly, 

also as a key channel to maintain intimate personal relationships, as opposed to men who 

tend to use mobile phone for instrumental purposes. The smartphone industry differs from 

other industries in that its user segmentation is far greater than in other industry sectors be-

cause smartphone owners are more integrated with their phones and exhibit a variety of 

behaviors and characteristics while using their smartphones (Lee et al., 2018). Behavioral 

segmentation examines users’ real behavior, such as critical situations, rewards, user posi-

tion, usage rate, loyalty status, product readiness, and attitude about products. The majority 

of the researchers begin with behavioral segmentation. Psychological segmentation is not 

as common among market researchers as demographic and behavioral segmentation, ac-

cording to Hashemi (2010), Mazzoni et al. (2007), Sell et al. (2010), Siddiqui et al. (2009), 

and Tao et al. (2009). (2008). Mazzoni et al. (2007) discover that lifestyle groups may have 

different motives and product qualities when they merge psychographic segmentation with 

demographic and behavioral segmentation. Molina-Castillo et al. (2008) describe a psy-

chographic segmentation based on sociological and psychological factors in how people 

interact with their social lives (introvert or extrovert). Individual needs, requirements, mo-

tivations, product or service needs, and communication are four segments observed. De 

Reuver and Bouwman (2010) also found that those four lifestyle segments modify the ef-

fect of mobile phone context-usage on smartphone behavioral intentions to utilize products 

and services. 

Samsung and Apple Smartphone brands are chosen for this study as these two 

brands are most competitive in the globe and they are competing head-to-head over the 

world (Vijaya and Vidyashree, 2016). 

3.4.3.Apple: Values and Strategy 

29



Apple Inc. is a multinational corporation based in the United States that specializes 

in technology, electronics, and computing. It was founded in 1976 by Steve Wozniak, 

Steve Jobs, and Ronald Wayne. Apple Inc.’s principles include environmental stewardship, 

supplier accountability, accessibility, privacy, inclusion, and diversity. They plan to make 

their products carbon-free and totally manufactured with clean energy by 2030, in addition 

to inventing creative products utilizing recyclable materials. Moreover, they also provide a 

secure and respectful working environment for its employees, as well as educational op-

portunities (Apple, 2022). 

Apple’s success is inextricably linked to its marketing strategy of delivering an ex-

perience that captivates their audience. Apart from the Apple Store idea and the Apple 

Worldwide Developers Conference (WWDC), which are mentioned below, "price skim-

ming" is one of Apple’s unique marketing methods. The establishment of pricing is a criti-

cal part of strategic planning since price generates revenue. Due to their prospective cus-

tomers’ willingness to acquire the product at this high price, "price skimming" charges a 

high price for a short time during the launch of a new, innovative, or much-improved prod-

uct (Besanko et al., 1990). The original high cost is viewed as an indication of superior 

quality, status, and technological utility. Lowering the price would only have a small im-

pact on increasing sales volume and lowering unit expenses (Shavandi and Zare, 1986). 

Apple pays much attention to its consumers and strives to provide them with the 

best possible experience rather than the most possible profit. 

3.4.4.Samsung: Values and Strategy 

Samsung Electronics was launched in 1969 by Lee Byung-Chul. It began by manu-

facturing and exporting household appliances and quickly grew in popularity in Korea. In 

1979, it purchased half of Korea Semiconductor’s stock. Samsung Electronics grew global-

ly in the early 1980s, establishing two research and development institutes to enhance its 

reach in electronics, semiconductors, and optical telecommunications. In this case, Sam-

sung Electronics focused on generating top-of-the-line products in the 1990s, achieving a 

reputation as a leader in digital technology and remaining in the top ten worldwide brand 

rankings today. With ongoing innovation, competitive products, and advanced technology, 
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this corporation has always been able to adapt to adversity (Samsung 2020). Samsung 

Electronics adheres to a simple business concept of using its experience and technology to 

provide better goods and services for a better world. Samsung does this by following to 

strong ideals such as providing wealth chances to their employees, reaching excellence in 

product development, and paying attention to the environment and changing to meet mar-

ket demands. Samsung conducts business ethically, with a focus on honesty and co-pros-

perity. Samsung aims to be socially and environmentally responsible in all communities by 

implementing a forward-thinking management plan, namely to be socially, economically, 

and environmentally sustainable (Samsung, 2022). 

3.5.Marketing and Advertisement 

Adiguzel (2020) defines a brand as a visual, emotional, rational, and cultural image 

related with a company or a product. Remembering a brand not only makes it easier to 

choose products, but it also increases the value and enjoyment based on future purchases 

from that brand (Bhasin, 2019). As a result, a brand’s personality is important for cus-

tomers to identify with it, as they believe that a specific brand may help them express their 

personality and beliefs, as well as communicate their objectives and self-status. Marketing 

positioning establishes a company’s brand identity, which sets it apart from its competitors. 

Marketing techniques can be applied as both attack and defense methods, based on 

the market condition. To obtain new clients or to compete with the market leader or oppo-

nent, a brand employs an assault strategy such as the wing or frontal attack. The wing as-

sault goes for the opponent brand’s weak places, whereas the frontal attack goes after the 

rival brand directly. Defense techniques, on the other hand, are utilized by well-positioned 

brands in the market to maintain a specific position in the market (Adiguzel, 2020). 

Nowadays, brands do not intend to reach the masses due to the high cost associated 

compared to the return of investment (Adiguzel, 2020). Rather, businesses divide their 

markets into smaller groups with specific qualities (Kotler and Keller, 2006). Understand-

ing the uniqueness of each group, on the other hand, is essential for success. The marketing 

approach divides the market into smaller segments based on relevant shared qualities 

(Solomon et al., 2016). It includes geography, demographics, psychographics, and behav-
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ior (Nurwalia and Shofa, 2017). The marketing plan then assesses the value of each possi-

ble segment (targeting). Eventually, the brand’s positioning is determined by marketing 

strategy. In comparison to the competition, positioning refers to how a corporation influ-

ences how a group views a product (Solomon et al., 2016). 

Social media is one tool for firms to reach out to potential customers and introduce 

and explain their products (Adiguzel, 2020). A brand may learn about their potential cus-

tomers, their wants, desires, and consumer expectations by using social media. Consumer 

participation in brand communities, or so-called "brand enthusiasts or brand lovers," can be 

aided by social media. However, social media enhances competition amongst brands tar-

geting the same market (Coelho et al., 2018). Despite this an honest opinion and recom-

mendation currently carry more weight than information provided by the brand. Because 

communities share their thoughts through word-of-mouth, communication strategies that 

allow members to interact with one another and with the business assist in gaining cus-

tomers’ trust and loyalty. However, a brand’s focus should not be primarily on the target 

market. Therefore, it is vital for a business to recognize the competition (Adiguzel, 2020). 

Consumers today preferred advertisements on streaming media or TV with hedonic 

contents, e-book advertisements, SNS, and coupon advertising technique, according to 

Kim’s (2015) research. 

In fact, on average, advertisements for Apple and Samsung on social media and in 

television shows are considered to be similar. Samsung is better categorised when adver-

tisements occur during commercial breaks on television. Surprisingly, Apple advertise-

ments are less popular in social media. This, together with the fact that the majority hold a 

greater number of Apple products, supports the findings that commercials had a reduced 

impact on customer buying decisions. 
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4. Practical part 
4.1.Survey distribution means 

In order to do the investigation for the practical part of this thesis, the survey 

among different people of different ages and backgrounds has been conducted. The survey 

was in the form of the questionnaire and held through the means of online platforms such 

as Survey Monkey and Google forms. The choice on those forms fell due to the fact that 

they are easy to access and use. Links to this survey have been distributed via means of 

social network, such as Telegram and Meta family – WhatsApp, Facebook, and Instagram. 

The results of this questionnaire help to identify the major factors which affect the behav-

ior of the consumers and their decisions in terms of smartphone purchase as well as under-

stand the importance and the level of influence of advertisements on customer decisions 

when it comes to buying Apple or Samsung phone. 

 These forms have been sent to all groups of female and male people of different 

ages living in Uzbekistan. The reason of limiting the scope of this research to Uzbekistan 

residents stands behind the logic of limiting the broadness of the topic. Moreover, due to 

that fact that an official Apple store has been opened in Uzbekistan only in the beginning 

of the year of 2021, people had less tendency to buy Apple rather than Samsung. One of 

the additional reasons why the choice fell primarily to Uzbekistan since I originally come 

from Uzbekistan Republic. To eliminate the burden of personal identification and for the 

sake of easiness of answering, the questionnaire was fully anonymous, and no confidential 

data has been collected. 

4.2.Overview of questionnaire 

The questionnaire has been distributed between February 1st, 2022, till March 1st, 

2022, in order to reach the number of 150 respondents. The total of 139 respondents from 

Uzbekistan of different age groups have been replying to this survey. The survey had no 

limits in terms of age or gender of respondents as smartphone is a product that can be 

owned by anyone. Hence, the age range has been varying from 18 to 56 years old. Since it 
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was an open question, at the later stage the aging groups have been formed and categorized 

as follows: 

• From 18 to 24 years old 

• From 25 to 35 years old 

• From 35 to 44 years old 

• From 45 and older 

 Despite the fact that the questionnaire had three different groups in gender selec-

tions – “male”, “female” and an option of “prefer not to answer”, there was no people who 

was not willing to reply to this question, hence, there was a clear distribution between 37% 

of men and 63% of women respondents (see Figure 2). 

Figure 2. Categorization of survey respondents by gender 

Source: author’s own proceedings based on the survey results (see Appendix 1) 

As it has been mentioned before, the selected region was Uzbekistan. One of the 

basic reasons why the questionnaire has been limited by geographical means, because it 

was designed to shorten the scope of the thesis. As aforementioned, smartphone industry is 
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not restricted by or dependent on any means and terms such as age, gender, beliefs, atti-

tudes, occupation of the user, etc. 

 The first few questions which have been represented in the survey were aimed at 

collecting the basic data about the respondents with the purpose of giving a basic overview 

of the ones who reply in terms of age, gender, location, types of smartphones they use, if 

they are satisfied with the smartphones they use at the moment. 

4.2.1.Consumer behavior analysis 

• Currently used brand vs. Satisfaction 

 As the result of the survey, we had 51 Apple users accounting 37% of survey partic-

ipants, 60 Samsung users, accounting 43%, and 28 users (20%) of other smartphone 

brands, such as different models of Nokia, Xiaomi, and Huawei. Also, there were few re-

spondents who use Oppo and Motorola (see Figure 3). 

Figure 3. Categorization of survey respondents by smartphone brand 

Source: author’s own proceedings based on the survey results (see Appendix 2) 
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 The results of the question on current smartphone brand have been combined with 

the results of how much the user is satisfied with the smartphone at the moment. The latter 

question was multiple choice, having the following options: 

• Fully satisfied 

• Somewhat satisfied 

• Neutral 

• Somewhat dissatisfied 

• Not satisfied at all 

Figure 4. Relationship between smartphone brand and satisfaction of users in Uzbekistan 

Source: author’s own proceedings based on the survey results (see Appendix 3) 

 This is a very interesting tendency as 17.99% of respondents are fully satisfied with 

the smartphone brand they use, which accounts 7.19% of Apple users and 5.76% of Sam-
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sung users (see Figure 4). On the contrary, we have completely dissatisfied people, sum-

ming up at 17.27%, 2.88% users own Apple device, and 7.91% own Samsung devices out 

of 139 people replied to the survey. The majority of users are neutral to their device and 

have no issues or problems associated with their usage, hence, the number of people who 

replied “neutral” to the satisfaction question accounts 23.74%, most of which are Samsung 

owners. Apple users are mostly somewhat satisfied and other brand users are mostly not 

satisfied at all. 

 The major reason of why people tend to choose dissatisfaction options is due to the 

slowness of the current model they use, bad user experience, too many updates on the 

background, short memory, failing backup, not supporting some of the applications and 

many more reasons, which have been provided in the next question of the survey. On the 

other hand, why people find their smartphones satisfying is due to the good interface, easi-

ness of use, ability to multitask, and high-resolution camera. 

• Frequency of changing smartphone and reasoning 

 The following questions were focused on asking how often the respondent changes 

the phone and what is the reason behind that choice – fashion, advanced technologies, 

breakage, etc. This was an open question, in which respondent might have written his or 

her own version “why”. Most people were thinking of the slowness of previous model and 

inability to support some of the applications. Besides, some of the participants did not ne-

glect the fashion change and advancements in technologies. Some people are not willing to 

change the phone unless there is a serious necessity – breakage of the phone or current 

economic or occupational status, which forces the person to change the devices in a timely 

manner. 

 The part of the section in which respondent had to choose the frequency of chang-

ing the smartphone, contained the following options: 

• Less than once a year 

• Once a year 

• Once in 2-3 years 

• Once in 4-5 years 

• More than 5 years 
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 The outcome of this question has been combined with the age of the users. The 

main idea why it was done in this way is because there is a major opinion that the older 

people less tend to change the phone as they get used to the older model and it is harder to 

switch to a newer one. Similarly, there is a public opinion that younger people are keeping 

up with the current trends and more attained to the public opinion rather than thinking 

about the pragmatism and convenience of use. Besides, younger people faster get used to 

the new technologies rather than older people. 

Figure 5. Relationship between age and frequency of smartphone purchase in Uzbekistan 

Source: author’s own proceedings based on the survey results (see Appendix 4) 

 As per consolidation of both results, the users change the smartphones at least once 

year (see Figure 5). This is quite frequent answer for the age groups of 18 to 24 and 25 to 

35 years old. I believe this is associated with the annual releases of newer smartphones, 
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hence, the trends. Therefore, this would be very interesting to see the results of the key 

drivers of the consumer behavior, such as advertisement and public opinion. The older 

people, the less frequently they change the phone (see Figure 5). For instance, there is no 

people above 45 years old who change the phone less than once a year, but rather once in 

four to five years. 

Based on the result of the questions above, 73% of people tend to change the phone 

quite often – at least once a year or once in two-three years. The least part of respondents, 

which accounts of 27% of people, tend to change the phone rarely, in most cases when 

there is a serious necessity. The reason behind those choices is obvious. This question was 

open in order to give the respondent a chance to explain the reason of why person changes 

the phone so much frequent or so much rare in more details. The final result of this ques-

tion was quite similar to the previous answer about satisfaction of the user with the current 

brand he or she uses. Again, there were answers associated with the job status, social sta-

tus, following trends, breaking phone, not supporting certain applications, slowness, etc. 

The ones who change the phone often are either following the recent trends and 

keep with the fashion, also one of the reasons that have been introduced in the question-

naire was breakage of the phone, full memory or even due to their occupation needs. On 

the other hand, those people who change the smartphone with lesser frequency, tend not to 

follow the trends, and purchase a new phone only when it breaks completely or stops sup-

porting most of the applications. In addition to that, such people are either very cautious 

about the things in general or tend to repair their smartphones and continue to use them 

even after breakage. What is interesting about this part of the survey is that the people who 

rarely buy a newer version of the smartphone are usually of the older age (see Figure 5 

above). 

Another section of questionnaire contained the questions regarding the level of in-

come of respondents, driving factors of the smartphone choice as well as the importance of 

advertisement and feedback for the product. 

• Income 

The question regarding the level of income consisted of multiple-choice options: 
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• less than 50 USD 

• from 50 to 100 USD 

• from 100 to 300 USD 

• from 300 to 500 USD 

• from 500 USD and more 

Figure 6. Relationship between age and level of income in Uzbekistan  

 

Source: author’s own proceedings based on the survey results (see Appendix 5) 

In average, the respondents are the people are from the lower and middle-income 

classes. The thresholds of the minimum and maximum levels have been chosen in accord-

ance with the average subsistence wage of 93 USD in 2020 and the average stated income 

of 331 USD (see Figure 6). 
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Majority of people have an income from 50 to 100 USD and from 100 to 300 USD, 

especially for the people being aged from 18 to 44. The amount of people who have an in-

come in between 100 to 300 USD is accounting at 43.88% out of 139 participants of the 

survey. Unfortunately, there is not many people who have a monthly income of above 300 

USD. 

• Design vs. Technological parameters 

Figure 7. Relationship between importance of design and technological parameters choice by gender in 
Uzbekistan 

Source: author’s own proceedings based on the survey results (see Appendix 6) 

The next question was regarding the driving factors of the consumer behavior. One 

of the questions was whether the technical side of the product is more important than de-

sign. The opinions have been divided unevenly. However, one of the tendencies that have 
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been noticed in these replies is that men tend to choose the smartphone mostly in accor-

dance with the technical side of the device rather than the design. Nevertheless, the design 

plays a huge role in the female part of participants. 

Women, by their nature tend to choose the smartphone as an accessory rather than 

paying attention to the technicalities of the phone. On the contrary, men tend to be more 

pragmatic. It can be observed in Figure 7. Thus 74.7% of women prefer the design and 

82.7% of men prefer the technicalities of the smartphone. The Figure 7 also represents the 

field with gender type as “prefer not to answer”, which accounts 0 out of total respondents 

and cannot be ignored in a nutshell since this was one of the option, thus, it is empty. 

• Advertisement 

The other section was related to the advertisement. Marketing is one of the most 

powerful ways to influence the audience. People in Uzbekistan are not an exception. The 

issue is that people wither follow the latest tendencies, trusting advertisement, not even 

thinking about the technicalities and benefits of the choice. 

For instance, when Samsung entered the market, one of the key features that de-

rived the interest of people – the Korean technologies, which implies pragmatism, long-life 

technology and high quality. In comparison to Apple, which gained the popularity not that 

long ago in comparison to Samsung, Apple has been widely advertised and caught atten-

tion by its design and technological advancement. The major issue of those technological 

parameters is that they easily get outdated. Every single year IT companies produce a new-

er version of the phone, in pursuit of leadership. 

Hence, the effect of the mass media is enormous, and advertisement is the largest 

part of it. Unfortunately, even if the person answers that he or she is not subjected to be 

impacted, marketing is a very wise tool, which may affect indirectly, on a psychological 

level, which person may not notice. 

As a result of this question, younger people are more exposed to this influence, 

however, this is not surprising as the youngsters follow the trends more than the older peo-

ple. Alternatively, older people tend to stick to classical models they got used to rather than 

changing the phone over and over again in order to cope with the new technological ad-

vancements. 
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In Figure 8, 45% of people aged between 18 to 24 years old are strongly believe 

that the advertisement is one of the factors that influence their decision-making process 

while buying a smartphone. On the other hand, we people aged between 25-35 and 45 and 

more years old are neutral in their opinion and generation from 35-44 years old strongly 

disagree.  

Figure 8. Relationship between age and advertisement influence in Uzbekistan 

 

Source: author’s own proceedings based on the survey results (see Appendix 7) 

• Feedback and public opinion 

This is also one of the most important factors to mention: the public opinion versus 

the feedback. Some people tend to trust the feedback of others in terms of the technical pa-

rameters, easiness of usage, any kind of user experience that is usually shared on the web-

sites or unofficial forums. 
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Another side of this coin is that other people are dependent of the public opinion. 

This does not mean that they will trust the opinion on the internet, but rather being affected 

by the work, studying environment or closest people. Unfortunately, in Uzbekistan this is 

not rare. People are very dependent on the public opinion, therefore, have a tendency to 

purchase products and any other devices due to the fashion trend. 

 

Figure 9. Relationship between feedback and public opinion affect by gender 

Source: author’s own proceedings based on the survey results (see Appendix 8) 

Both factors might be observed in Figure 9. Similarly, to importance of the design 

versus the technology, women are more dependent on the public opinion rather than feed-

back of the current users, which can be observed in the chart. And the men have divided 

the opinion more or less proportionally. 

44



As an additional question, there was a question about whether the user have 

changed from iPhone to Samsung and vice versa. Since this was an open question, the 

most popular opinion was that older generation is less willing to change the smartphone 

brand rather than young generations. Younger people usually tend to switch from one to 

another. This is how they compare and understand whether the device is easy to use. 
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5. Results and Discussion 
The survey has been conducted among the people in Uzbekistan of different age 

groups. There have been 139 respondents in total accounting 52 of men and 87 of women 

(refer to Figure 2). The results of the survey showed that people in Uzbekistan tend to 

choose Samsung more as the number of Samsung users is higher than the number of Apple 

holders (refer to Figure 3). This can be associated with the fact that an official Apple store 

in Uzbekistan emerged just recently. Besides, 20% of respondents own other types of 

smartphones, different from the given choice. 

In terms of the brand satisfaction, we may conclude that people have a more or less 

proportional distribution of the voices for and against the current smartphone they own. 

However, Apple users are more satisfied with their choice rather than Samsung or other 

brands’ users (refer to Figure 4). 

Regarding the frequency of the purchase, people in Uzbekistan change smartphones 

based on various reasons as much as once a year or once in two or three years (refer to 

Figure 5). Nevertheless, 53 respondents out of 139 total changing phones once a year, 

probably associating this trend with the new releases annually. 

The level of income in Uzbekistan is quite low (refer to Figure 6). Most people 

gain from 100 to 300 USD monthly, the second place is taken by the class of people earn-

ing from 50 to 100 USD. There is only 6 people out of 139 participants of this survey who 

actually earn more than 500 USD monthly. 

The importance of design versus technological parameters have been divided pre-

dictably – women more chose the design of the product and men chose mostly technologi-

cal parameters (refer to Figure 7). Similar tendency is shown in question regarding feed-

back from current users versus the public opinion: women had a tendency to attain to the 

publica opinion since they care more about what others would think versus male respon-

dents who believe that the feedback on the product is more important than the opinion of 

others (refer to Figure 9). 

Nonetheless, one of the crucial factors which affect the choice of the smartphone 

among Uzbekistan users is advertisement. Marketing is a very powerful tool, which can 

affect not only the decision-making process of the person, but also shape the societal opin-
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ion. The tendency in this analysis is very interesting, the younger population is, the more 

they believe in the power of advertisement to affect their minds and decision-making, 

when it comes to buying a new device (refer to Figure 8). 
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6. Conclusion 
All in all, this thesis has examined the different traditional consumer bahvor pat-

terns, key drivers (e.g. advertisement and public opinion), also analyzed the reasoning be-

hind Apple and Samsung choice. 

There is a number of types of the consumer behavior and decision-making models 

exist. Consumer behavior is a very unpredictable model. There are number of research 

made in terms of the analysis of people’s behavior when it comes to purchasing goods or 

services. However, the represented models in this thesis can be applied only in a hybrid 

way. The reason why is because usually people’s purchasing decisions depend on the num-

ber of external and internal factors – from family member opinions to the social status of 

the person, from financial status of the person to neutrality. 

The result of the survey showed that the number of people in Uzbekistan are de-

pendent on the opinion of others, thus purchase smartphones more often, and they rather 

prefer the design of the device to technological parameters. These options have mainly 

been chosen by female respondents. In contrary, male people were for pragmatism – for 

the technical parameters and feedback before the purchase. 

In Uzbekistan, as in a post-Soviet country, all people have a to be more dependent 

and even attached to the opinion of others. This factor always goes in line with the eco-

nomic, social and job status. Such people buy more expensive phone for showing the de-

cency and luxuriousness of the position they occupy at work or in society. People are mo-

tivated and attained to the richer life and prefer to follow the trends regardless their level of 

income. 

However, as per the survey held, older people in Uzbekistan are not yielding the 

younger generation. They are still people who follow the trends and getting influenced by 

the marketing tools such as advertisements and public opinions. 

To conclude, smartphone industry in Uzbekistan is quite small, people less using 

other types of smartphones, preferring Apple and Samsung to others. The emergence of 

official Apple store back in 2021 may change the consumer decisions more to Apple rather 

than Samsung sooner. 
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8. Appendices 

Appendix 1. Number of respondents by gender in Uzbekistan 

Appendix 2. Number of respondents by smartphone brand in 

Uzbekistan 
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Appendix 3. Smartphone brand satisfaction of users in 

Uzbekistan 

 

Appendix 4. Age and frequency of smartphone purchase in 

Uzbekistan 
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Appendix 5. Age and level of income in Uzbekistan 

 

Appendix 6. Design vs. Technological parameters importance in 

Uzbekistan 
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Appendix 7. Age and advertisement influence in Uzbekistan 

Appendix 8. Feedback vs. Public opinion importance in 

Uzbekistan 

59



Appendix 9. List of questions from survey 
1. Choose your gender: 

• Male 
• Female 
• Prefer not to answer 

2. How old are you? 

• Open question 

3. Location: 

• Open question 

4. Smartphone brand you currently use: 

• Apple 
• Samsung 
• Other, please specify 

5. Are you satisfied with the brand of smartphone you currently use? 

• Fully satisfied 
• Somewhat satisfied 
• Neutral 
• Somewhat dissatisfied 
• Not satisfied at all 

6. Please provide the reason why you are satisfied or not satisfied: 

• Open question 

7. How often you change the phone/purchase a new one? 

• Less than once a year 
• Once a year 
• Once in 2-3 years 
• Once in 4-5 years 
• More than 5 years 

8. Major reason behind purchasing a new smartphone: 

• Open question 

9. What is your average level of monthly income? 

• Less than 50 USD 
• From 50 to 100 USD 
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• From 100 to 300 USD 
• From 300 to 500 USD 
• From 500 USD and more 

10. What is more important for you while choosing a smartphone - technical 

parameters or design? 

• Technical parameters 
• Design 

11. Which factors influence your decision to buy a smartphone? 

• Fashion 
• Economic status 
• Social status 
• Occupation, work-related needs 
• Other 

12. Advertisement is one of the important forces which drives my interest to the 

product. I mostly purchase the product because of the advertisement. 

• Strongly agree 
• Somewhat agree 
• Neither agree nor disagree 
• Somewhat disagree 
• Strongly disagree 

13. What is more important for you when it comes to buying a new smartphone: 

feedback from current users (e.g. feedback shared on the internet regarding 

technical parameters and general user experience, etc.) or public opinion (what 

others will think of me, if I choose that brand? e.g. opinion of fellows, family 

members, colleagues, etc.)? 

• Feedback 
• Public opinion 

14. If you are a current user of Apple, did you ever have Samsung? Or, if you are a 

current user of Samsung, did you ever have Apple? What is your motivation behind 

the decision of changing the brand? 

• Open question
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