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Abstract—This paper discusses the factors involved in
deciding on a particular type and brand of smartphone in Ho
Chi Minh City, Vietnam’s largest city. As the 3™-largest
economy in ASEAN, Vietnam may provide a useful insight for
marketing experts and producers of smartphones of consumer
behaviour in emerging markets. First, the study uses
demographic factors and independent variables of Advertising,
Perceived Quality, Word of Mouth, and Price and their impact
on Brand Perception and the resulting strength of brand
perception on the purchasing decision (dependent variable).
Second, the study also connects each independent variable
directly to the Purchasing Decision and thus compares the
importance of each independent variable individually on the
purchasing decision to frame the relative importance of brand
perception.

Index Terms—Consumer behaviour, brand perception, brand
equity, smartphones, emerging markets, Vietnam.

The study presents the overviews of the trend of marketing
and consumer behaviour in Ho Chi Minh City, Vietnam’s
economic centre, by using the market for smartphones as a
case study.

The study investigates the variables that affect brand
perception influencing the customer purchasing decision in
smartphone industry. It will specifically concentrate on the
smartphone market in Ho Chi Minh City in Vietnam.

INTRODUCTION

A. Research Background

In recent years, the global smartphone industry has been
increasing rapidly, reaching about nine million units in 2013
in Vietnam, representing a growth rate of 29 % from 2012.
This number contributes to a rise of total smartphones of
6.9 % from 2012 and reaching 1.7 billion units for the total of
smartphones in the world [1]. The speed of growth is expected
to continue increasing rapidly from 2013 to 2017 and the
number of smartphone shipments in that period of time is
estimated to grow from 1 billion from 2014 to nearly 1.4
billion devices in 2017 (Fig. 1).
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Fig. 1. Smartphone shipments from 2007 to 2017 [Source: Analysis Mason’s
Smartphone Forecast, 2013].

In Vietnam, the third-most populous country in Southeast
Asia with a population of over 90 million, that amounts to
more than 130 million mobile phones [2]. According to
Google report in the end of second quarter in 2013, there are
17 million smartphones in Vietnam, a 20 percent penetration
rate [3]. This is a country hungry for connection,
communication and was the world’s second fastest growing
iOS and Android smartphone and table market between
January 2012 and January 2013 at 266 percent [4]. This
information is illustrated in Fig. 2 as below:
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Fig. 2. Fastest growing iOS and Android markets by active devices from
January 2012 to January 2013.

According to global telecom researcher IDC, the
smartphone market in Ho Chi Minh City posted annual
growth of nearly 100 per cent in recent years and expects
stronger rates in the future. Competition in the smartphone
market is increasing stronger and stronger. In 2012, as
reported by market researching companies, Ho Chi Minh City
was estimated to consume about 350 thousand the
smartphones monthly and 92 percent of the products are from
big firms such as Apple, Samsung, HTC, LG, Sony, Nokia,
BlackBerry and Philips, while the domestic brands
contributed 8 percent [5].
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B. Objectives of the Study

* To point out key variables that influence brand
perception and customer buying decisions in the
smartphone industry.

* To evaluate the impact of brand perception on
customer’s choice in smartphone industry.

* To suggest the key factors for smartphone makers to
improve their brand perception and sales in Ho Chi
Minh City market.

C. Research Questions

The research questions which are conducted to be addressed
as following
* What are the main variables that affect brand
perception in the smartphone industry?
* How do these factors influence customer purchasing
decision?
* How does brand perception impact customer’s choice?

D. Hypotheses

9 hypotheses have been developed:

H1: Advertising has impact on brand perception

H2: Perceived quality affects brand perception

H3: Price has effect on brand perception

H4: Word of mouth has influence on brand perception

H5: There is influence of advertising on customer buying
decision

H6: Perceived quality has
purchasing decision

H7: Brand perception impacts customer’s choice

H8: Price has effect on customer buying decision

H9: Word of mouth affects customer purchasing decision

influence on customer

Il. CONCEPTUAL DEVELOPMENT

A. Brand and Brand Perception

Brand perception is a term used to describe how consumers
really perceive or experience a particular brand of products.
Perception can be known as reality, so brand perception can
be seen as real customer’s views base on what the firm
promises [6].

LBrand Brand
romise Experience

. Brand »
Perception Y

Fig. 3. Relation of brand promise, brand experience, and brand perception.

B. Advertising

Reference [7] advocated the view that when a consumer
considers the alternatives, advertising will play a key role on
his decision. He additionally emphasized that when all other
variables of alternatives are equal, advertising has a strong
influence on  customer’s choice, especially in
low-involvement product categories. [8] demonstrated that
advertising delivers information to allow customers to make a
better selection, and concluded that advertising has
significantly increased information diffusion of new products
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and increased relative consumer welfare compared to absence
of advertising. [7] also indicates that advertising had a
positive impact on customer choice. [8] stated that advertising
was a substantial determinant of retail sales.

C. Perceived Quality

According to [9], perceived quality can help consumers to
reduce their perception of risk. It also makes the customers
satisfied which will encourage them to repurchase the product
that causes loyalty [10]. Furthermore, [11] suggested that
perceived quality can influence brand image directly or
indirectly through the constructs of perceived value or brand
attitude. It can also lead to dominant market share [12].
Perceived quality will directly affect buying decisions and
brand loyalty, especially, when a consumer is not motivated
or able to conduct a detailed analysis [13].

D. Word of Mouth

Word of mouth has an influence on customer’s knowledge,
the way they do, and their feelings [14]. Moreover, word of
mouth was claimed by [15] to have a strong effect on
customers. Hence word of mouth can bring up the
attentiveness of consumer in making safe the decision to try
the new item more efficient than advertisements. To convert
unfavorable or neutral perceptions to positive attitudes, word
of mouth could be nine times as effectively as advertising.
Thus it is considered that individual opinions are more
trustworthy than other sources [16]. This is the reason why
consumer has tendency to trust the words from relatives or
friends before making purchasing decision. [17] remarked
that consumers seek advice from their friends. Favorable
word of mouth can increase the customer base.

E. Price

According to [18], when a customer considers buying a
product of an unfamiliar brand, price is important. Once brand
credibility is confirmed, the judgment on price will decline
[19]. This view is also supported by [20], and he concluded
that reference prices impact significantly customer’s brand
choice. This is because of poor knowledge of consumers
about brands.

F. Research Framework

Four main factors have strong impact on brand perception
including advertising, perceived quality, price, and word of
mouth. The following model illustrates these conceptually.

Perceived
Quality

Advertising

Brand
Perception

Fig. 4a. The 4 variables that impact brand perception. Source: Authors’
elaboration based on research.
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In addition, five variables other variables influence
customer purchasing decision in terms of advertising,
perceived quality, brand perception, price, and word of mouth.
Accordingly, the framework of this research is illustrated
below:

Brand
Perception

Perceived
Quality

Customer
Purchasing
Decision

Word of Mouth

Fig. 4b. Research framework of this research. Source: Authors’ own
elaboration.

G. Measurements

A questionnaire was used to measure brand perception,
buying intention, and behavior of customer based on main
four factors that affect brand perception. The respondents
firstly were asked for their demographic information in terms
of age, gender, marital status, education qualification and
income level. They then have to answer questions to measure
their brand perception and purchasing decision about four
variables. This research uses a six-point Likert scale
comprising strongly disagree, disagree, somewhat disagree,
somewhat agree, agree, and strongly agree to measure more
detail the answers of participants and researcher does not
expect to receive much the neutral point in the results.

I11. DATA ANALYSIS AND FINDINGS

A. Descriptive Statistics

The respondents were asked to rate the importance of five
factors which involve them in buying a smartphone. The
results from a Likert Scale in which shown as 5 points were
used (1=unimportant; 5=very important).

As can be seen in Table I, all five factors are generally over
3 point which means moderate important. Except “Quality”
factor which rated minimum at 3 point, and maximum at 5
point, the rest of them were selected from 1 to 5 point.
Therefore, “Quality” factor have the highest mean at 4.59
point which over important range. Similarly, “Price” is also
measured at 4.06 point. The next are “Brand” and “Word of
Mouth” with 3.93 and 3.75 point respectively, while
“Advertising” was rated at smallest point of 3.18.

B. Statistic of Levels of Agreement

This part will analyze the answers of respondents based on
part 2 of questionnaire which measured the level of agreement
as 1, 2, 3, 4, 5, 6 point equaled strongly disagree, disagree,
somewhat disagree, somewhat agree, agree, and strongly

agree respectively.

TABLE I: DESCRIPTIVE STATISTIC OF FIVE FACTORS OF RESPONDENTS

Descriptive Statistics
5
© = E - 8
£ =z g £ 3 3
F < 3 = )
= > el
&
Advertising
170 1 5 3.18 1.139
Quality 170 3 5 4.59 .561
Word of
170 1 5 3.75 .813
Mouth
Price 170 1 5 4.06 .834
Brand 170 1 5 3.93 .894
Valid N
170
(listwise)

C. Reliability Test

According to [21], Cronbach’s alpha is a primary for
interpretations of results and it is used to measure the degree
of consistency of the variables. Hence, Cronbach’s alpha
method was selected to use in this research.

TABLE Il: RESULTS OF RELIABILITY ANALYSIS

Variables No. of Items | Cronbach’s Alpha (o) Remarks
Advertising 4 0.836 >0.6
Perceived Quality 4 0.820 >0.6
Price 4 0.843 >0.6
Word of Mouth 4 0.915 >0.6
Brand Perception 2 0.883 >0.6

Table Il indicates Cronbach’s alpha score of each variable
found in the questionnaire. A reliability score or alpha that
above 0.6 is sufficient for any research at its early stage [11],
[22]. Therefore, all collected data of this research is reliable
and valid as all the variables have achieved above 0.6 of
Cronbach’s alpha score.

D. Results of Survey and Correlation Analysis

A Pearson correlation coefficient is an analysis technique
to measure the association two interval variables when both
are measured on a series of objects. The table below
illustrates the correlations between independent variables and
dependent variables.

Note:

AD: Advertising

BP: Brand Perception
PQ: Perceived Quality
PR: Price
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WM: Word of Mouth
CPD: Customer Purchasing Decision

The results of Pearson correlation coefficient (r) rage from
-1to 1 depending on the correlation strength of two variables.
The value of r and assessment of correlation will be show
below:

0 >r>-1: Negative correlation

r =0 : No correlation

1>r>0 :Positive correlation

TABLE Ill: RESULTS OF PEARSON CORRELATION ANALYSIS

Mean Pearson
Hypothesis | EFFECTS Correlation N Remarks
Coefficient
(r)

H1 AD = BP 421 0.633 170 Accepted

H2 PQ = BP 4.89 0.676 170 Accepted

H3 PR = BP 454 0.599 170 Accepted

H4 WM=BP | 4.36 0.804 170 | Accepted
AD =

H5 CPD 3.84 0.625 170 | Accepted
PQ =

H6 CPD 5.26 0.587 170 | Accepted
BP =

H7 CPD 4.66 0.797 170 | Accepted
PR =

H8 CPD 441 0.813 170 | Accepted
WM =

H9 CPD 4.23 0.783 170 | Accepted

Based on the results of Table IV above, all Pearson
correlation coefficients (r) from H1 to H9 are between 0.5 and
0.9. Therefore, all correlations are significant positive. In
other words, two questions of each hypothesis are substantial
correlation.

IV. SUMMARIES

A. Summary of Analysis

The questionnaire was designed to measure the opinion of
smartphone consumers that relate to brand perception and
customer purchasing decision in Ho Chi Minh City. The
results of hypotheses testing are summarized below:

TABLE IV: HYPOTHESES TESTING RESULT

Number Hypothesis Result

H1 Adverti_sing has impact on brand | Supported
perception

H2 Perceived quality affects brand perception | Supported

H3 Price has effect on brand perception Supported

Ha Word (_)f mouth has influence on brand | Supported
perception

H5 There is influence of advertising on | Supported
customer buying decision

He Perceived quality has influence on | Supported
customer purchasing decision

H7 Brand perception impacts customer’s | Supported
choice

Hs Price has effect on customer buying | Supported
decision

Ho Word of mouth affects customer | Supported
purchasing decision

B. Summary of Analysis
The questionnaire was designed to measure the opinion of
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smart-phone consumers that relate to brand perception and
customer purchasing decision in Ho Chi Minh market. The
frequencies statistic of consumers’ opinions is summarized as
following in Fig. 4:

Means of Level of Agreement s

HO Level of
4.44

§ H7 70 - ﬁgrete r'rlment
E _— 507 eutra
g Hs Level
S H2 2
= 1.87

H1

I T

1 5

LiRert Scales
Fig. 4. The Means of level of agreement from respondents.

As can be seen in Fig. 1, the means of level of agreement
from all respondents are more than the neutral level (3.5
point). Therefore all are positive and accepted. In addition,
this result is tested by the reliability method and correlation
technique. The nine hypotheses were therefore accepted.

C. Summary of Findings

The results of the main questions in the second part of the
questionnaire show that:

* Advertising has slight impact on brand perception in
smartphone market in Ho Chi Minh City (Hypothesis
1).

* Perceived quality affects substantially to respondents’
brand perception (Hypothesis 2).

* Price factor has significant influence on brand
perception in smartphone market (Hypothesis 3).

* There is a significant effect of word of mouth on brand
perception in smartphone market in Ho Chi Minh City

(Hypothesis 4).

* Advertising impact partially customer buying decision
(Hypothesis 5).

* Perceived quality affects dramatically customer
purchasing decision in  smartphone  market
(Hypothesis 6).

* There is a substantial influence of brand perception on
customer choice in smartphone market in Ho Chi Minh
City (Hypothesis 7).

* Price factor has strong impact on customer purchasing
decision in smartphone market (Hypothesis 8).

* Word of mouth influences significantly customer
buying decision in smartphone market in Ho Chi Minh
City (Hypothesis 9).

* In reliability test, the Cronbach’s alpha scores of 5
variables are greater 0.6. It means that all collected
data of the research is reliable and valid.

* Incorrelation analysis, Pearson correlation coefficient
scores of 9 hypotheses are between 0 and 1. It proves
that all correlations are significant and positive.
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