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Abstract

This article deals with the consumer behaviour in view of branded and generic (non-branded) goods on the mobile phone
market in the Czech Republic. The methodology of this article employs the theory of planned behaviour to investigate how three
selected factors - experience, price sensitivity and loyalty influence consumer behaviour on the mobile phone market. The author
used a survey of 350 consumers conducted in 2018 to determine the importance of the abovementioned factors for consumer
behaviour and loyalty on the mobile phone market.

Most of the respondents (59%) own mobile phones of the brands Samsung (20%), Huawei (16%), Xiaomi (12%) and Apple (11%).
In terms of brand ownership, the most loyal are the owners of Apple (91%) and Samsung (84 %) mobile phones. The respondents
who own unspecified brands are ready to switch to another brand in case of lower prices.

The empirical evidence of the research suggests that the previous experience with the brand is a critical factor influencing
consumer behaviour on the mobile phone market: 64% of all the respondents, regardless of whether they prefer branded or
non-branded goods, stated that they are willing to pay more for the brand they have had a good experience with. However, the
consumers who prefer branded mobile are more loyal. Answering the question «l am loyal to brands of mobile phones | have
had a very good previous experience with», 96% of the respondents who prefer branded mobile phones gave a positive answer
in comparison with 63% of the respondents who prefer non-branded mobile phones. The conducted ¢ -test proved statistical
differences in responses for male and female respondents and both groups of consumers at the confidence level of 0.005.

It has been concluded that the companies operating on the mobile phone market should primarily focus on customers’ positive
experience with their products which positively effects customer loyalty to the brand.
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Cna6a M.

KaHanaaT eKOHOMIYHMX HayK,

Buicoka nonitexHiuna wkona irmaeu (Irascbkunii nonitexHidHMiA yHiBepcuTeT), Imasa, Yecbka Pecry6nika

BnnuB gocsiay, WiHM Ta NOSANbHOCTI HA NOBEAIHKY CNOXXMBa4viB CTOCOBHO 6peHAO0BUX | HEOpeH[o0BUX TOBapiB

Ha PUHKY MOGiNIbHUX TenedoHiB

AHoTauia

CTaTTio NPUCBSAYEHO BUBYEHHIO MOBELiHKM CMOXMBAYiB 3 Ornsgy Ha ix cTaBneHHs o 6peHOoBuMX | HEOPEeHOOBUX ToBapiB
Ha PUHKY MOGINbHUX TenedoHiB y Yecbkinn Pecny6niui. B ocHoBy pocnigxeHHs 6yno MoknafeHo Teopilo 3annaHoBaHol
nosepiHkn. OB6paHa MeTohoNOriA Aana 3Mory aBTopLi CTaTTi 4OCNIANTM TPW peneBaHTHI akTopu, a came: hakTop gocsigy
crnoxXxusadis, pakTop LiHOBOI YyTINBOCTI CMOXMBAYIiB i (PAKTOP NOAALHOCTI CMOXMBAYiB Ha PUHKY MOGINIbHUX TenedoHis y
Yecbkin Pecny6niui. B ocHoBY pocnigykeHHs 6yno noknageHo onntyBaHHs 350 cnoxuBadis, sike 6yno nposegeHo y 2018 poui.
OTpuMaHi eMnipu4yHi faHi BKa3yloTb Ha Te, WO KPUTUYHUM (hakToOpoM, Lo BMANBAE Ha MOBEAIHKY CrOXMBaya, € NonepeqHin
OOCBiZ BUKOPUCTaHHSA CMoXXmnBaveM MOGifIbHOro MPUCTPOIO OKPEMO B3ATOro 6peHay Ha pUHKY MOBinbHNX TenedoHiB y Hecbkil
Pecny6niui. MpoBegeHnn ¢ -TecT 3acBif4MB HAsABHICTb BiGMIHHOCTEN Yy BiAMOBIAAX PECMOHLEHTIB-YOMOBIKIB Ta PECNOHAEHTIB-
XKIHOK 3a CTaTUCTMYHUM NOKa3HNKOM PiBHSA AOBipK, Akuii gopisHioe 0,0005.

Knio4oBi cnoBa: noeefjiHKa cnoXkmBadiB; NIOANbHICTb; AOCBIA; LiHOBA YyTNMBICTb; TEOPIs 3anfiaHoBaHO! NOBEAiHKN; MOGINbHWIA
TenedoH.

Cna6a M.

KaHamaaT 9KOHOMUYECKMX HayK,

Bbicokast nonutexHnyeckas wkona Mrnasbl (MrnaBckmin nonnTexHn4ecknin yHnsepcuTeT), Mirnaea, Yewckasa Pecny6nvka
BnusiHue onbiTa, LLeHbl U NOSINILHOCTU HA NoBeAeHne NoTpe6uTeneil OTHOCUTENIbHO 6PEeHA0BbIX U HEGPEeHA0BbIX
TOBapoB Ha pbIHKe MO6GUNbHBIX TenedgoHoB

AHHOTauusA

CTtaTbs NOCBSLLEHa N3YHEHWIO MOBEAEHNSA NOTPeOGUTENEN BBUAY X OTHOLWEHMSA K 6pEeHA0BbLIM 1 HEGPEHOOBLIM TOBapaM Ha
pbIHKe MOBUNbHLIX TenedoHoB B Heluckoln Pecnybnnke. B ocHOBY aHHOro nccnefosaHuns nerna reopus 3annaHMpoBaHHOro
nosefeHusi. BoibpaHHas MeTOLoONorus MO3BoSivna aBToOpy CTaTbW UCCenoBaTb TPU PeNeBaHTHbIX (hakTopa, a UMEHHO:
hakTop onbiTa NnoTpebutenein, GakTop LLEHOBOWN YyBCTBUTENBHOCTN NoTpebutenein n haktop nosnbHOCTU NnoTpebutenei Ha
pbIHKE MO6UNbHbIX TenedoHoB B Hewwckon Pecnybnuke. [JaHHOe nccnegosaHue ocHoBaHO Ha onpoce 350-Tn noTpebuTenen,
nposegeHHoM B 2018 rogy. MNony4eHHble 3MNUPUYECKe OaHHbIe YKa3bIBaKOT Ha TO, YTO KPUTUYECKUM (DaKTOPOM, BAUSAIOLLMM
Ha noBegeHve noTpebuTens, SABNSETCA NpenbiAyLUMA ONbIT MCMONb30BaHMSA MNOTPebuTenemM MOOWUIbHOIO YCTpPONCTBa
OTAEeNbHO B3ATOro 6peHpa Ha pbiHKE MOOGWIbHBLIX TenedoHoB B Yewlckon Pecnybnuke. MpoBeaeHHbIN ¢ -TeCT nokasan
Hanu4yme pasnuynii B OTBETaX PECMOHAEHTOB-MY>X4YMH N PECMOHAEHTOB-XXEHLUMH N0 CTaTUCTUHYECKMM MoKasaTensM ypoBHS
posepus, pasHbiM 0,0005.

KnroueBble cnoBa: nosegeHNe NoTpeduTenen; NosanbHOCTb; OMbIT; LEHOBasA Y4yBCTBUTENIbHOCTb; TEOPUS 3arniaHnpOoBaHHOIro
nosefeHnsi; MOBUIbHbIN TeNeqoH.
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1. Introduction

Knowledge of consumer behaviour, loyalty, and prefe-
rences are considered to befundamental factors of busi-
ness success. Therefore, understanding these aspects and
revealing factors that impact consumer behaviour, brand
loyalty and preference is necessary to determine the right
target segment. There are plenty of different branded and
non-branded goods and services in all categories on the
world markets. Nevertheless, with the growing private labels
share (Statista, 2018a), the competition between branded
and non-branded products is growing rapidly. It is clear that
customers who prefer branded goods and customers who
prefer non-branded goods will have different preferences,
and different factors may affect their consumer behaviour
and purchasing loyalty.

2. Brief Literature Review

Since the 1960s, many authors have dealt with the study
of consumer behaviour. Theoretical postulates formulated in
the 1960s say that behaviour is a function of salient needs,
beliefs, and desires that are relevant to individual beha-
viour. Consequently, significant needs, wishes or expecta-
tions of an individual are considered to be the predominant
determinants of personal intentions and actions. Consumer
behaviour, in this context, is a psychological process that
the consumer goes through in recognising his needs, while
looking for ways to satisfy these needs, making purchase
decisions, searching for and interpreting information, plan-
ning, and implementing plans for purchasing goods or ser-
vices (Furaiji, katuszynska & Wawrzyniak, 2012) [18]. Most
authors agree that any consumer decision-making process
has five primary phases: the consumer goes through prob-
lem recognition, information search, alternative evaluation,
purchasing decisions and post-purchase behaviour (Han-
sen, 2005) [12]. Consumer behaviour is described in many
theories, such as the theory of reasonable behaviour or the
theory of consumer perception. The author of the present
article selected three parameters of the theory of planned
behaviour (TPB) for her research on the mobile phone mar-
ket in the Czech Republic.

Theory of Planned Behaviour

The TPB is a very widely endorsed model of behaviour
that is used to understand behaviour. This model was in-
troduced 30 years ago and has been used to understand
specific behaviour cognitive determinants until these days
(Barua, 2013) [5]. Ajzen’s theory of planned behaviour was
constituted as an extension of the theory of reasoned ac-
tion. The Ajzen’s theory is probably one of the most of-
ten used theories that proves that intentions of individuals
and groups towards any action are determined by subjec-
tive norms, perceived control and attitudes and may lead
to the consumers’ action. The TPB works with a large num-
ber of determinants, which are not strictly prescribed and
can be appropriately modified for various research problems
(Ajzen, 1991; Lodorfos, Mulvana & Temperley, 2006) [2; 19].
The major factors that impact consumer behaviour are satis-
faction, quality, trust, recommendation, expectation, loyalty,
price sensitivity and experience (Ali, Leifu & Rehman, 2014;
Latif, Islam & Noor, 2014; Gegti & Zengin, 2013; Satvati,
Rabie & Rasoli, 2016; Sugrova, Sedik, Kubelakova & Svet-
likova, 2017) [3; 17; 11; 22; 26].

Previous customer experience significantly influences re-
curring purchases, customer loyalty, and switching between
brands (Lodorfos, Mulvana & Temperley, 2006) [19]. Custo-
mer experience involves experience with the brand (product),
purchasing experience, services and consumer experiences
(Brakus, Schmitt & Zarantonello, 2009) [6]. The customer of-
ten decides to purchase the product based on experiences.
In scientific literature, it is possible to find a whole range of
researches that deal with this phenomenon, among others,
for example, Mohammad (2012) [20], Gegti and Zengin (2013)
[11], etc. Brand trust can be defined as security and a feeling
of safety held by a consumer, wherever, consumer interaction
takes place with a concrete brand and is based on commit-
ments and promises of the brand with regard to the consu-
mer in the context of sense and reliability of responsibilities
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and benefits regarding not only the consumer’s but also com-
munity welfare (Upamannyu, Bhakar & Gupta, 2015) [27]. Stu-
dies dealing with consumer behaviour, customer satisfaction
and customer loyalty often address the issue of price sensiti-
vity. Price sensitivity affects not only trust and loyalty but also
the frequency of purchases (Kalyanaram & Little, 1994) [15].
Price sensitivity is usually measured by the slope of the de-
mand curve or by the price elasticity of demand (Kaul & Wit-
tink, 1995). It can also be affected by customer experience
from previous purchases. Perceived quality affects not only
customer loyalty but also brand value. It can be understood
as the customer’s judgment regarding the characteristics and
the excellence of the product or its superiority over others.
Aaker (2009) defines the perceived quality as the perception
of customers on the quality of a product (service) compared
to its competitors and the aim of its design. Customer satis-
faction is an important determinant of long-term behaviour.
Brand customer satisfaction and brand loyalty are construc-
ted over time through a collection of positive experiences with
a particular brand (Latif, Islam & Noor, 2014) [17]. Oliver (1981)
defines customer satisfaction as a sum of psychological ele-
ments and emotional aspects resulting from the customer’s
past feeling and experience associated with the consumption
of a particular product [21].

The construct of customer loyalty has been discussed by
theoreticians and practitioners for decades. Customer loyalty
plays an important role in today’s highly competitive markets.
According to Jackoby and Kyner (1973), customer loyalty can
be defined as a response to consumer purchasing behaviour
that occurs over a period of time and leads to deliberate de-
cision making among the available brands [14]. Loyal custo-
mers tend to make repeated purchases of a specific brand.
Loyalty affects customers, especially, when deciding on re-
peated purchases and switching among different brands
(Inman & Zeelenberg, 2002) [13].

3. The purpose of this paper is to analyse the consumer
behaviour in view of branded and non-branded goods and
to identify the differences in their purchasing behaviour on
the mobile phone market in the Czech Republic. Basing on
the TPB, the article is focused on the analysis of three pa-
rameters, namely previous experience, price sensitivity and
customer loyalty. The main aim of the author’s research is
to find out which of the individual parameters affects cus-
tomers who prefer branded goods as well as those who pre-
fer non-branded goods when buying a mobile phone. Diffe-
rences in consumer behaviour when buying a mobile phone
will also be addressed with regard to primary demographic
variables.

4. Material and methods

The methodology used in this article is based on the
TPB and the research of Lodorfos, Mulvana and Temperley
(2006) [19]. The author focuses on selected factors the TPB.
The key advantage of the TPB is the fact that the researcher
can select the most appropriate parameters for the research
intention. The author’s research focuses on three selected
parameters influencing customer buying behaviour - loyal-
ty, previous experience and price sensitivity. These default
variables will be analysed in the context of both customer
groups (groups preferring branded goods and groups pre-
ferring the non-branded goods). The author’s research aims
to understand the relationship between selected variables
which are significant in determining the customer’s buying
decision. The author obtained primary data for the research
by means of a questionnaire survey.

The questionnaire was presented to the respondents as a
standardised set of several questions and statements to com-
plete. The questionnaire was utterly anonymous. It included
demographic information - the respondents’ sex, age, month-
ly income, the brand name of the owned mobile phone, etc.
The respondents were also asked to rate the importance of the
brand when buying a mobile phone. A five-point Likert scale
was used to evaluate the statements. The individual state-
ments were divided into three groups related to the above-
mentioned factors, i.e. customer experience, price sensitivity
and loyalty (Table 1).



Basic mathematical methods,
such as mean and standard devia-
tion, as well as absolute and rela-
tive frequency were used for pri-
mary data processing. The follo-
wing statistical methods were
used for detail analysis:
® Independent ¢ -test was used

to compare responses of: male
and female respondents, re-
spondents who prefer branded
and respondents who prefer
non-branded goods.

Factor
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Tab. 1: Statements for selected factors

Statement

Experience

E1l: If I had a very good experience with a brand of the mobile phone, I would recommend
this brand or this mobile phone to my friends.

E2: I prefer to purchase a brand of mobile phone that I have previously purchased.

E3: I am prepared to pay more money for a brand of mobile phone that I have had a very
good experience with.

E4: I am loyal to brands of mobile phones I have had a very good previous experience with.

Price
sensitivity

P1: I will buy whichever a mobile phone brand is the cheapest.

P2: I think, I am a price-sensitive customer.

P3: I will usually search for the cheapest brand of a mobile phone.

P4: Price of the mobile phone is not important to me when I purchase a brand of the mobile
phone I have had a very good previous experience with.

L1: I always buy the same brand of the mobile phone.

e One-way analysis of variance

L2: I would only recommend to my friends a brand of mobile phone that I am loyal to.

ANOVA was used to test the im-

L3: I would change my loyalty if a cheaper alternative to a mobile phone were available.

. Loyalty
pact of the average monthly in-

come on the responses mea-
sured by the five-point Likert
scale (from strongly agree to
strongly disagree). The differences between

L4: I would choose a different brand of my mobile phone to my usual one if I could not find
my preferred brand of a mobile phone in the first shop.

Source: Own processing based on TPB and Lodorfos, Mulvana and Temperley (2006)

the means of the individual income groups @ 60 57
will be tested by the test criterion F. g 50 6 38 43
5. Results § ;‘g + 6 0
The first question of the questionnaire 22 16 - 14 44
was a filter question - Do you own a cell % 10 l I I I I I I I [ .|
phone? All the respondents stated that g 0
they own a mobile phone. This fact is not 'g male female| male female| male female male female male female male female
surprising. According to the latest surveys = 16-24 2534 35-44 45-54 55-64 more than 64
published by the Czech Statistical Office in
March 2018, there are 135.2 participants of Fig. 1: Gender and age distribution of respondents
the mobile telephone network per 100 in- Source: Compiled by the author
habitants in the Czech Republic (Czech Sta-
tistical Office, 2018a) [7]. Altogether, 350
relevant questionnaires were obtained as T more than 40,000  E—— 110,
part of the research, which was included in S '
the final evaluation. The main demographic £, SUOL-AG0 N —— o
variables were age, gender, and monthly in- cé: 20,001-30,000 I 332
come. 42% of the respondents were males, ?:, 10,001-20,000 I 27 %
and 58% were females. The demographic > lessthan 10.000 IEEEE——— 9 %
E;’gtfji:: $f the respondents is summarised in g 0 s 0 15 20 - 30 35 0
. £

According to statistics by the Czech Sta-
tistical Office, the average salary in the Czech
Republic is CZK 30,265, and the median of
the salary is CZK 25,674 (Czech Statistical
Office, 2018b) [8]. The majority of respondents stated
that their average monthly income is in the range bet-
ween CZK 20,001 and CZK 30,000 (Figure 2).

Most of the respondents (59%) own mobile
phones of the brands Samsung (20%), Huawei (16%),
Xiaomi (12%) and Apple (11%) (Figure 3). Compared
to the research published by Statista.com, the num-
ber of respondents using Xiaomi mobile phones is
slightly different (9% in Statista’s research, 12% in
the author’s research). The brands Nokia and Lenovo
are represented a little bit more on the Czech mar-
ket in comparison to the world market. The brand
OPPO was reported by only 2% of the respondents,
whereas it was 7.1% worldwide (Statista, 2018b). The
author conducted an independent ¢ -test to compare
the responses of both female and male respondents.
The two-sample ¢ -test showed a statistically signi-
ficant difference in male and female responses in terms of
two questions. Specifically, the question «If | have a good
previous experience, | would recommend this brand to my
friend» showed a statistically significant difference in male
and female responses at the confidence level a = 0.005. The
results for males are 3.12 for the mean and 0.821 for the
standard deviation. The results for females are 3.56 for the
mean and 0.992 for the standard deviation. The results of the
t-test are ¢ (350) = - 2.97, p = 0.005. The second question «
would change my loyalty if a cheaper alternative to a mobile
phone were available» showed a statistically significant dif-
ference at a confidence level a = 0.005. with the average of
2.91 and the standard deviation being 0.741 for males, and

brand

Fi

othter

respondents (%)

. 2: Monthly income distribution of respondents
Source: Author’s research

Q@

Nokia 9

HTC I 6
LG S 4

Lenovo TS 3
Xigomi 12
Huawei IS 16
Apple 11
Samsung 20
0 5 10 15 20

respondents (%)

Fig. 3: Brand of the mobile phone
Source: Author’s research

For women, the average of 3.48 and the standard deviation
being 0.972 for females. The results of the ¢ -test are as fol-
lows: ¢ (350) = - 2.87, p = 0.005. In terms of brand owner-
ship, the most loyal are the owners of Apple mobile phones
(91%) and Samsung mobile phones (84%). The most vul-
nerable to switch to another brand in the case of lower pri-
ces are the respondents who own other unspecified brands
of mobile phones (the group «Other») (94%). The analysis of
the responds for all the statements separately for consumers
who prefer both branded and non-branded mobile phones
are summarised in Table 2.

As can be seen from the ¢ -test results shown in the table
above, statistically significant differences were detected with
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Tab. 2: Results of the author’s research

«Other») seem to be the most willing to change
their loyalty when purchasing a cheaper pro-

Consumers preferring Consumers preferring duct. Only 8% of those. YVhO own either a Sam-
branded mobile phones | non-branded mobile phones sung or an Apple positively responded to the
Mean Standard Mean Standard 1(350) P question «l would change my loyalty if a chea-
Statement deviation deviation per alternative to a mobile phone were availa-
El 1.891 | 1.281 2.582 1.111 2.67 |0.012 o s
E2 2.008 | 0.889 2.591 1.089 -3.08_|0.0029 ble.» 94% of those who own an Apple and 92%
E3 1.998 [0.819 2.675 1.118 -3.71 [ 0.0001 of those who own a Samsung claimed that they
E4 2.243 | 0.892 2.59 1.045 -2.82 0.0054 are |oya| customers.
Eé ;-gg; g-ggg g-;gg 1333 ’g-zg9 8-88881 61% of all the respondents confirmed that
3 1089 10697 5976 10204 2567 1 0.00045 the brar_ld is a qutlcal factor impacting their
P4 2.459 | 1.0123 3.0297 1.0564 2.789 | 0.0079 purchasing decisions. Only 34% of the respon-
L1 2.798 | 1.0009 3.1124 0.897 -2.897 | 0.00769 dents in the Lodford, Mulvana and Temperley
t; ;?g; (1)-3839 g-;;s g-ggg ’2-3‘3‘2 8-88(1)1? (2006) research confirmed that the brand is an
T 3001 11111 3755 0978 323 000212 essential factor affecting their purchasing de-

Source: Compiled by the author

regard to all the tested statements. Based on the author’s
research, it is possible to state that consumers who prefer
branded mobile phones seem to be more loyal than the re-
spondents who prefer non-branded mobile phones. Answe-
ring the question «| am loyal to brands of mobile phones |
have had a very good previous experience with», the res-
pondents show statistically significant differences. 96% of
the respondents who prefer branded mobile phones and
63% of the respondents who prefer non-branded mobile
phones responded positively to the question.

The respondents from higher income groups seem to
be more loyal to brands. Statistically significant differen-
ces between groups were proved by a one-way analysis of
the ANOVA variance. The one-way analysis of variance bet-
ween-groups was conducted to test the effect of the average
monthly income on responses measured by the five-point
Likert scale ranging from strongly agree to strongly disagree.
The respondents were divided into groups according to their
monthly income:

Group 1: up to CZK 10,000;

Group 2: CZK 10,001 - 20,000;

Group 3: CZK 20,001 - 30,000;

Group 4: CZK 30,001 - 40,000;

Group 5: over CZK 40,000.

There were statistically significant differences between
Groups 2 and 4 at the 5% confidence level for the question «I
am loyal to brands of mobile phones | have had a very good
previous experience with» - FF(4.231) = 2.594. p = 0.039. Fur-
ther, there were statistically significant differences for the
question: «I would change my loyalty if a cheaper alternative
of a mobile phone were available» - F(5.123) = 3.46. p=0.003
for Groups 1 and 5. These statistically significant diffe-
rences indicate that loyalty and willingness to buy cheaper
goods differ with income. Consumers with higher income
are more likely to agree that they are loyal to brands with
which they have a very good experience and are less willing
to buy cheaper mobile phones. In terms of age, the older age
groups, i.e., the 55-64 age group and especially those over
the age of 64, appear to be more price-sensitive. The least
price-sensitive group of customers on the mobile phone
market is the group of 35-44 year olds. If compared with
the research conducted by Lodford, Mulvan and Temperley
(2006) [19], price sensitivity on the mobile phone market in
the Czech Repubilic is different from, for example, the cate-
gory of pharmaceutical products studied by these authors.
The owners of unspecified brands of mobile phones (group
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