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ANALYSES OF CONSUMER BEHAVIOUR IN RELATION TO MARKETING STRATEGIES WITH REFERENCE TO 
SMARTPHONE: A STUDY OF NORTH KARNATAKA 

 

PARAMANAND DASAR 

RESEARCH SCHOLAR 

DEPARTMENT OF COMMERCE 

KARNATAK UNIVERSITY 

DHARWAD 

 

Dr. S. G. HUNDEKAR 

PROFESSOR (RETD.) 

DEPARTMENT OF COMMERCE 

KARNATAK UNIVERSITY 

DHARWAD 

 
ABSTRACT 

The invention of smartphone in the field of durables created new world to the customers. On behalf of the use of different products like radio, television, watch, 

videogame, watch, computer, calendar, calculator and so on, people are using only one durable i.e. smartphone. The increasing innovation in mobile phone indus-

tries has brought this craze among the people on Smartphone. The rapidly growing demand of Smartphone has created a buzz around the world. Smartphone is 

configured by an operating system with advanced computing capability and connectivity. Generally, Smartphone has high sensor big touch screens, high capacity 

batteries and high pixel cameras with lots of features and applications. Mostly people use applications for internet browsing, email, navigation, social media, 

listening music, reading news, games, finance, health and fitness, taking notes, calendar, weather forecast, watching time and lots of other things. In the present 

marketing field customer/consumer is a king; marketers along with manufacturers need to attract the consumer by various marketing strategies. The pricing and 

non-pricing strategies like product, place, promotional, pricing and advertising based strategies are framed to influence and motivate the customers. But now a 

days wiser customers/consumers are aware of these all strategies and responding accordingly. The study of consumer behavior in relation marketing strategies 

seems relevant to consumers as well as marketers. The main thrust of the article is analyzing the consumer behavior towards different marketing strategies and 

find out the most influencing strategies on consumers’ purchase decision relating to Smart-Phone in the selected sample area. 

 

KEYWORDS 
4Ps, marketing strategies, pricing and non-pricing strategies, smartphone. 

 

JEL CODES 
M30, M31. 

 

INTRODUCTION 
rofit maximization through customer satisfaction is the basic objective of any business. But it is always difficult to get customer satisfaction. A consumer 

may state his needs and wants and yet may act otherwise. He may not aware of his deeper motivations and he may change at any stage. In spite of such 

diversities among consumers, there are many similarities among them. The study of target customers’ wants, perceptions, buying behaviours, and influ-

encing different marketing strategies will provide information for developing new products, prices, channels communications and other marketing elements. 

The study of consumer behavior enables consumers to become better-i.e. wiser by knowing that what relies behind the marketing strategies. For marketers’ study 

is helpful to recognize why and how individuals make their consumption decisions, so that marketers can make better strategic marketing decisions. If marketers 

understand consumer behavior, they are able to predict how consumers are likely to react to various informational and environmental cues, and are able to shape 

their marketing strategies accordingly.   

Consumer durables goods are often purchased as gifts on a seasonal basis or for special occasions. Smartphones are more popular communication electronic 

devices which perform many of the functions of a computer, typically having a touchscreen interface, internet access and an operating system capable of running 

downloaded apps. 

Strategies are formulated to provide superior customer value. In formulating market strategies, the 4-ps are directed at the target market. 

PRODUCT 
Product is anything that is offered to the consumer which is tangible and can satisfy a need and has some value. Product Strategies are relating product differen-

tiation, new product development and product standardization in terms of product attributes, design, packaging & labeling and providing necessary accessories 

with core product.  

PRICE 
Price is the amount of money one must pay to obtain the right to use the product. Pricing strategies are relating price fixation, made availability of the goods at 

different prices according to customers’ wants and demands, example mobile handsets are made available at different prices according to customers’ wants by 

providing various facilities. 

DISTRIBUTION (PLACE) 
The goods can be distributed by many channels. These could be retailers, wholesalers, agents or by direct selling. Distribution outlets play an important role in 

reaching the goods to the consumer. They provide, time, place and possession utilities. Some goods need to be marketed through the channels or the middleman. 

Others can be marketed directly by the company to the actual consumer. 

PROMOTION 
Promotion is the means of changing the attitudes of the consumer, so that it becomes favorable towards the company’s products. Various means of promotion 

are advertising, personal selling, sales promotion and publicity. 

 
  

P
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Below diagram shows marketing strategies and their influence on consumer behavior: 

 

DIAGRAM 1 
 
 
 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

LITERATURE REVIEW 
Dr. D. S. Chaubey, K. R. Subramanian & Shyam Sunder Saini (2014) have analysed “Consumer Behavior towards Celebrity Endorsement of Products and Services”, 

in the study influences of celebrity endorsement of products and services of selected companies have analysed and concluded that use of celebrity in advertise-

ments or celebrity endorsement contributed lot to the sale of the products. 

Manish jaguar (2013) have analyzed “Impact of advertising on consumer durables markets: A study of Refrigerator consumer”, in this study a ranking/importance 

of refrigerator among other consumer durables is studied. Study of 200 owners of Allwyn refrigerator in the twin cities of mumbai and pune in maharastra indicates 

that a very positive impact of advertising is found on the consumer durables market.  

Aradhana Krishna (2003) viewed that buyers’ purchase behaviours can be influenced not only by the current prices of a product but also by those prices expect 

in the future. And study reveals estimated future price also impact lot while purchasing the product. 

Gupta & Verma (2000) have done a study under convenience sampling of 50 household of New Delhi by questionnaire. It indicates that husband’s influence is 

considerably higher that the wives. Children also play an active role in brand selection of CTV. Moreover, educated and workingwomen influence more than non-

working and less educated. 

Jain and Sharma (2000) studied 584 respondents out of 800 questionnaires of Delhi in five professional category observed that selected products represent 

different product categories in terms of both durability and frequency of purchase as required. Study shows that the levels of consumer involvement differ across 

products. As against non-durables, consumer perceives durables as more involving products.  

SRI – IMRB (2000) evaluated a comparison of the education and income levels of different clusters, and it indicated that those who give higher priority to consumer 

electronic products are more educated and affluent. The study also revealed that transportation durables preceded consumer electronic products in the acquisition 

hierarchy, suggesting a tactical approach.  

Venkteshwar and Rao (2000) have focused on tracing and identifying the elements in consumer decision-making; the research has studied 200 urban working-

women belonging to different occupation, educational and income groups. Study observed television as a major source of information, for 65.5% consumers. 

While group forces affect 50% respondents. Surprisingly 45%-employed women still feel radio as a source of information. In purchase of consumer durables, 53% 

would decide for brand. Price is relatively more important factor and husband and wife take decision jointly. 

Bayus (1991) studied “The consumer durable replacement buyer”, and found that replacements account for a substantial portion of the sale of consumer durables 

in the U S. Results of replacement of automobiles indicate that “early” replacement buyers are more concerned with styling and image and less concerned with 

costs than “late” replacement buyers. Moreover, early replacements have higher income but lower levels of academic achievement and occupational status than 

late replacement.  

 

OBJECTIVES OF THE STUDY 
1. To know and analyze the opinion of the respondents regarding impact of marketing strategies on purchasing decisions of smart phone. 

2. To study and analyze the most influencing marketing strategies and their influence on consumer buying behavior. 
 

HYPOTHESES OF THE STUDY 
Hypothesis 1: There is no significant difference of opinion among different genders; different occupational groups; different income groups and different places 

of residence of respondents regarding impact of marketing strategies on purchasing decisions of smart phone. 

Hypothesis 1A: There is no significant difference of opinion among different genders of respondents regarding impact of marketing strategies on purchasing 

decisions of smart phones. 

Hypothesis 1B: There is no significant difference of opinion among different occupational groups of respondents regarding impact of marketing strategies on 

purchasing decisions of smart phones. 

 

Consumer 

Behaviour 

Pricing  

Strategies  

 

Product 

Strategies   

 

Place 

Strategies 

 

Promotional 

Strategies 

  

Branding 

Strategies 

 

Advertising 

Strategies 



VOLUME NO. 11 (2020), ISSUE NO. 07 (JULY)   ISSN 0976-2183 

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE & MANAGEMENT 
A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories 

http://ijrcm.org.in/ 

8

Hypothesis 1C: There is no significant difference of opinion among different income groups of respondents regarding impact of marketing strategies on purchasing 

decisions of smart phones. 

Hypothesis 1D: There is no significant difference of opinion among different places of residence of respondents regarding impact of marketing strategies on 

purchasing decisions of smart phones. 

 

RESEARCH METHODOLOGY 
To analyze the consumer behavior in relation to marketing strategies with reference to Smart phones in the North Karnataka a survey of opinions of 800 (400 each 

from Dharwad and Gulbarga) is conducted. Required primary data has been collected from sample respondents through well-structured questionnaire. Essential 

secondary data has been collected from marketers of smartphones and websites of durable manufacturing and marketing companies. The study collected infor-

mation regarding personal details (Gender; Occupation; Annual income; Place of residence and Monthly savings) of these 800 respondents. Impact of marketing 

strategies on purchasing behavior of consumers in the study area regarding marketing strategies is collected and examined. 

Sampling unit: Households (consumers) 

Sampling method: Convenient sampling 

Sample size: 800 Households  
 

RESULTS AND DISCUSSION 
TABLE 1.1: GENDER-WISE DISTRIBUTION OF RESPONDENTS 

 Frequency Percent 

Male 

Female 

Transgender 

Total 

492 61.5 

284 35.5 

24 3.0 

800 100.0 

Source: Survey during 2017-19 

Inferences: According to the table 1.1 there are a total of 492 (61.5%) male respondents; 284 (35.5%) respondents are females while 24 (3%) are transgender. So 

it may be noted that the response of respondents is driven majorly by male respondents.  

 
TABLE 1.2: OCCUPATION-WISE DISTRIBUTION OF RESPONDENTS 

 Frequency Percent 

Govt. Employee 

Agriculturist 

Businessman 

Daily wage worker 

Pvt. Sector employee 

Total 

184 23.0 

92 11.5 

72 9.0 

208 26.0 

244 30.5 

800 100.0 

Source: Survey during 2017-19 

Inferences: In the sample considered there seems to be a majority of pvt. sector employees. According to table 1.4, of all respondents, 244 (30.5%) respondents 

are private sector employees; 208 (26%) of them are daily wage workers; 184 (23%) respondents are government employees; 92 (11.5%) respondents are agricul-

turists while 72 (9%) are businessmen. 

TABLE 1.3: INCOME-WISE DISTRIBUTION OF RESPONDENTS 

Annual Income. Frequency Percent 

Below Rs. 50,000 

Rs. 50,000-Rs. 1,50,000 

Rs. 1,50,000- Rs. 3,00,000 

Rs. 3,00,000 – Rs. 5,00,000 

Total 

264 33.0 

112 14.0 

128 16.0 

296 37.0 

800 100.0 

Source: Survey during 2017-19 

Inferences: According to the table, majority of respondents in the sample are found to have an annual income between Rs. 3,00,000 and Rs. 5,00,000. Of all 

respondents, 296 (37%) respondents have an annual income of Rs. 3,00,000 to Rs. 5,00,000; 264 (33%) respondents have an annual income that is below Rs. 

50,000; 128 (16%) respondents have an annual income between Rs. 1,50,000 and Rs. 3,00,000 and 112 (14%) respondents have an annual income between Rs. 

50,000 and Rs. 1,50,000. 

TABLE 1.4: PLACE OF RESIDENCE-WISE DISTRIBUTION OF RESPONDENTS 

 Frequency Percent 

Urban 

Semi Urban 

Rural 

Total 

408 51.0 

300 37.5 

92 11.5 

800 100.0 

Source: Survey during 2017-19 

Inferences: According to the distribution of respondents based on place of residence presented in the table, majority of respondents in the study are from urban 

areas. Of all respondents, 408 (51%) respondents are from urban areas; 300 (37.5%) respondents are from semi-urban areas while 92 (11.5%) respondents are 

from rural areas.  

Moving on to detect possible difference of opinion among different genders; different age groups; different education levels; different occupational groups; dif-

ferent income groups; different places of residence and different monthly saving levels regarding impact of marketing strategies on purchasing decisions of re-

spondents, One-way ANOVA is used.  
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TABLE 1.5: IMPACT OF MARKETING STRATEGIES ON PURCHASING BEHAVIOR OF RESPONDENTS 

 Strongly disagree Disagree Neutral Agree Strongly agree 

The standardized colors, designs, sizes and shapes of durables. 0 0.0% 160 20.0% 36 4.5% 16 2.0% 588 73.5% 

Packaging and informative labeling of durables. 0 0.0% 164 20.5% 48 6.0% 20 2.5% 568 71.0% 

Assortment and demo/sample unit display of durables. 0 0.0% 156 19.5% 76 9.5% 20 2.5% 548 68.5% 

Availability of necessary accessories. 0 0.0% 156 19.5% 48 6.0% 24 3.0% 572 71.5% 

Decreasing price trends. 4 0.5% 152 19.0% 60 7.5% 20 2.5% 564 70.5% 

The wide range of price and payment options. 4 0.5% 168 21.0% 52 6.5% 28 3.5% 548 68.5% 

Easy availability of durables. 0 0.0% 164 20.5% 48 6.0% 24 3.0% 564 70.5% 

Delivery modes of durables. 4 0.5% 160 20.0% 48 6.0% 36 4.5% 552 69.0% 

Strategy of cash backs. 0 0.0% 156 19.5% 64 8.0% 28 3.5% 552 69.0% 

The strategy of cash discounts. 0 0.0% 160 20.0% 48 6.0% 20 2.5% 572 71.5% 

The strategy of premium offers. 0 0.0% 160 20.0% 52 6.5% 48 6.0% 540 67.5% 

The strategy of offering prizes and gifts. 0 0.0% 156 19.5% 64 8.0% 20 2.5% 560 70.0% 

Campaigns, Melas, Exhibitions etc. 4 0.5% 160 20.0% 48 6.0% 28 3.5% 560 70.0% 

The strategy of conducting events like contests, sweepstakes etc. 0 0.0% 160 20.0% 48 7.0% 36 4.0% 552 69.0% 

Advertisements. 4 0.5% 160 20.0% 48 6.0% 32 4.0% 556 69.5% 

Attractive shops. 0 0.0% 160 20.0% 60 7.5% 20 2.5% 560 70.0% 

Maintaining good public relations. 436 54.5% 256 32.0% 104 13.0% 4 0.5% 0 0.0% 

Strategy of personal selling. 436 54.5% 244 30.5% 120 15.0% 0 0.0% 0 0.0% 

The results of the ANOVA on impact of marketing strategies on purchasing decisions of smart phones. 

 

TABLE 1.6: RESULTS OF ONE-WAY ANOVA OF SMART PHONES 

Marketing Strategies. F-value Sig. Conclusion 

The standardized colors, designs, sizes and shapes of durables. 3.835 .022* There is difference of opinion among genders of respondents. 

Packaging and informative labeling of durables. 1.560 .211 There is no difference of opinion among genders of respondents. 

Assortment and demo/sample unit display of durables. 4.267 .015* There is difference of opinion among genders of respondents. 

Availability of necessary accessories. 1.615 .200 There is no difference of opinion among genders of respondents. 

Decreasing price trends. 1.423 .242 There is no difference of opinion among genders of respondents. 

The wide range of price and payment options. 3.091 .047* There is difference of opinion among genders of respondents. 

Easy availability of durables. 1.452 .235 There is no difference of opinion among genders of respondents. 

Delivery modes of durables. .833 .436 There is no difference of opinion among genders of respondents. 

Strategy of cash backs. 2.055 .129 There is no difference of opinion among genders of respondents. 

The strategy of cash discounts. 1.129 .325 There is no difference of opinion among genders of respondents. 

The strategy of premium offers. 1.210 .299 There is no difference of opinion among genders of respondents. 

The strategy of offering prizes and gifts. .836 .434 There is no difference of opinion among genders of respondents. 

Campaigns, Melas, Exhibitions etc… 2.435 .089 There is no difference of opinion among genders of respondents. 

The strategy of conducting events like contests, sweepstakes etc… 1.415 .244 There is no difference of opinion among genders of respondents. 

Advertisements. 1.962 .142 There is no difference of opinion among genders of respondents. 

Attractive shops. 1.249 .288 There is no difference of opinion among genders of respondents. 

Maintaining good public relations. .117 .890 There is no difference of opinion among genders of respondents. 

Strategy of personal selling. .071 .932 There is no difference of opinion among genders of respondents. 

*F-value is significant since it is <0.05 

Inferences and Findings: Based on the results presented in table 1.6 we may conclude that there is no significant difference of opinion among different genders 

of respondents on the impact of following marketing strategies on purchasing decisions of smart phones. That is in other words following marketing strategies 

have almost equal effect on all genders. 

• Packaging and informative labeling of durables. 

• Availability of necessary accessories. 

• Decreasing price trends. 

• Easy availability of durables. 

• Delivery modes of durables 

• Strategy of cash backs. 

• The strategy of cash discounts. 

• The strategy of premium offers. 

• The strategy of offering prizes and gifts. 

• Campaigns, Melas, Exhibitions etc. 

• The strategy of conducting events like contests, sweepstakes etc. 

• Advertisements. 

• Attractive shops. 

• Maintaining good public relations. 

• Strategy of personal selling. 

Also based on the table 1.6 it was found that the opinion regarding the impact of following marketing strategies on the purchase decisions of smart phones 

significantly differ with respect to gender of the respondent. That is following marketing strategies have different effect on different genders of respondents. 

• The standardized colors, designs, sizes and shapes of durables. 

• Assortment and demo/sample unit display of durables. 

• The wide range of price and payment options. 
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TABLE 1.7: RESULTS OF ONE-WAY ANOVA IN CASE OF SMART PHONES WITH RESPECT TO DIFFERENT OCCUPATIONAL LEVELS OF RESPONDENTS 

Marketing Strategies. F Sig. Conclusion 

The standardized colors, designs, sizes and shapes of durables. .660 .620 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Packaging and informative labeling of durables. .893 .468 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Assortment and demo/sample unit display of durables. 1.574 .180 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Availability of necessary accessories. .821 .512 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Decreasing price trends. .568 .686 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

The wide range of price and payment options. 1.448 .217 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Easy availability of durables. .984 .416 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Delivery modes of durables. .550 .699 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Strategy of cash backs. .805 .522 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

The strategy of cash discounts. 1.021 .396 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

The strategy of premium offers. .345 .847 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

The strategy of offering prizes and gifts. .630 .641 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Campaigns, Melas, Exhibitions etc. 1.505 .200 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

The strategy of conducting events like contests, sweepstakes etc. .970 .424 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Advertisements. .781 .538 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Attractive shops. .640 .634 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Maintaining good public relations. 1.508 .199 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

Strategy of personal selling. .502 .734 
There is no difference of opinion regarding the strategy among dif-

ferent occupational groups of respondents. 

*F-value is significant since it is < 0.05 

Inferences and Findings: It can be observed that there is no significant difference of opinion among different occupational groups of respondents on the impact 

of all marketing strategies on purchasing decisions of smart phones. That is in other words all the marketing strategies have almost equal effect on all occupational 

groups of respondents. That is the hypothesis 1B is accepted for all marketing strategies in case of occupational groups of respondents. 
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TABLE 1.8: RESULTS OF ONE-WAY ANOVA IN CASE OF SMART PHONES WITH RESPECT TO DIFFERENT INCOME LEVELS OF RESPONDENTS 

Marketing Strategies. F Sig. Conclusion 

The standardized colors, designs, sizes and shapes of durables. 3.522 .015* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Packaging and informative labeling of durables. 3.077 .028* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Assortment and demo/sample unit display of durables. 6.471 .000* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Availability of necessary accessories. 3.182 .024* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Decreasing price trends. 2.726 .044* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

The wide range of price and payment options. 6.541 .000* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Easy availability of durables. 2.752 .042* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Delivery modes of durables. 3.761 .011* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Strategy of cash backs. 4.591 .004* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

The strategy of cash discounts. 3.691 .012* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

The strategy of premium offers. 3.775 .011* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

The strategy of offering prizes and gifts. 3.217 .023* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Campaigns, Melas, Exhibitions etc. 6.375 .000* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

The strategy of conducting events like contests, sweepstakes etc. 2.863 .037* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Advertisements. 3.718 .012* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Attractive shops. 3.252 .022* 
There is difference of opinion among different income levels of re-

spondents regarding the strategy. 

Maintaining good public relations. 1.773 .152 
There is no difference of opinion among different income levels of 

respondents regarding the strategy. 

Strategy of personal selling. .313 .816 
There is no difference of opinion among different income levels of 

respondents regarding the strategy. 

*p-value is significant since it is <0.05 

Inferences and Findings: In case of annual income following are the marketing strategies in whose regards a significant difference of opinion is observed. That is 

in case of following strategies respondent’s opinion regarding their impact on purchasing decisions vary with respect to annual income. In other word the hypoth-

esis 1C is rejected for following marketing strategies in case of annual income of respondents. 

• The standardized colors, designs, sizes and shapes of durables. 

• Packaging and informative labeling of durables. 

• Assortment and demo/sample unit display of durables. 

• Availability of necessary accessories. 

• Decreasing price trends. 

• The wide range of price and payment options. 

• Easy availability of durables. 

• Delivery modes of durables. 

• Strategy of cash backs. 

• The strategy of cash discounts. 

• The strategy of premium offers. 

• The strategy of offering prizes and gifts. 

• Campaigns, Melas, Exhibitions etc. 

• The strategy of conducting events like contests, sweepstakes etc. 

• Advertisements. 

• Attractive shops. 

Based on the descriptive statistics presented in table 1.8 it can be identified which income group’s decision was most impacted by the marketing strategies men-

tioned above. The average response in case of respondents with annual income between Rs. 3,00,000 and Rs. 5,00,000 is greater than any other income groups 

for all strategies. Hence it may be concluded that all the marketing strategies except for maintaining good public relations and strategy of personal selling have 

had most impact on purchasing decisions of respondents with annual income between Rs. 3,00,000 and Rs. 5,00,000. However, these marketing strategies have 

shown less impact on all other income groups with least effect on respondent with income between Rs. 50,000 and Rs. 1,50,000. 
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TABLE 1.9: RESULTS OF ONE-WAY ANOVA IN CASE OF SMART PHONES WITH RESPECT TO DIFFERENT PLACES OF RESIDENCE OF RESPONDENTS 

Marketing Strategies. F Sig. Conclusion 

The standardized colors, designs, sizes and shapes of durables. 3.630 .027* 
There is difference of opinion among different places of resi-

dence of respondents regarding the strategy. 

Packaging and informative labeling of durables. 2.962 .053 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Assortment and demo/sample unit display of durables. 3.637 .027* 
There is difference of opinion among different places of resi-

dence of respondents regarding the strategy. 

Availability of necessary accessories. 2.652 .072 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Decreasing price trends. 3.071 .047* 
There is difference of opinion among different places of resi-

dence of respondents regarding the strategy. 

The wide range of price and payment options. 2.505 .083 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Easy availability of durables. 2.443 .088 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Delivery modes of durables. 1.192 .305 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Strategy of cash backs. .801 .450 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

The strategy of cash discounts. 2.779 .063 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

The strategy of premium offers. .584 .558 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

The strategy of offering prizes and gifts. 2.193 .113 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Campaigns, Melas, Exhibitions etc. 2.623 .074 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

The strategy of conducting events like contests, sweepstakes etc. 2.694 .069 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Advertisements. 1.528 .218 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Attractive shops. 2.070 .128 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Maintaining good public relations. 2.361 .096 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

Strategy of personal selling. 1.578 .208 
There is no difference of opinion among different places of res-

idence of respondents regarding the strategy. 

*F-value is significant since it is < 0.05 

Inferences and Findings: It is seen from ANOVA results presented in table 1.9 that only standardized colors, designs, sizes and shapes of durables; Packaging and 

informative labeling of durables and reducing price trends of durables have had effect on respondents living in different regions. Since the average response in 

case of standardized colors, designs, sizes and shapes of durables and Packaging and informative labeling of durables for urban respondents is the highest at 4.73 

and 4.65 respectively, then we may conclude that these strategies have affected purchase decisions of respondents living in urban areas the most while having 

least effect on respondents from semi urban areas. However, the average response for reducing price trends has the highest response from rural respondents at 

4.65. Hence this strategy has highest effect on rural respondents as compared to other residents. 

That is the hypothesis 1D is accepted for all marketing strategies except for standardized colors, designs, sizes and shapes of durables; Packaging and informative 

labeling of durables and reducing price trends of durables. 

 

CONCLUSION 

The study of consumer behavior in relation to marketing strategies enables consumers to become better i.e. wiser by knowing that what relies behind the mar-

keting strategies. For marketers’ point of view, the study is helpful to recognize why and how individuals make their consumption decisions, so that marketers can 

make better strategic marketing decisions. If marketers understand consumer behavior, they are able to predict how consumers are likely to react to various 

informational and environmental cues, and are able to shape their marketing strategies accordingly. 
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