[image: image1.wmf]Frequency Distribution of Laptop Brands

9

2.8

26

8.0

49

15.0

20

6.1

60

18.3

42

12.8

12

3.7

75

22.9

34

10.4

327

100.0

Acer

Asus

Dell

Fujitsu/Siemens

HP

IBM

Sony

Toshiba

Other

Total

Frequency

Percent (%)

6th Global Conference on Business & Economics

ISBN : 0-9742114-6-X

FACTORS INFLUENCING CONSUMERS’ LAPTOP PURCHASES
Dr. V. Aslıhan Nasır, Sema Yoruker, Figen Güneş and Yeliz Ozdemir

Bogazici University, Istanbul, Turkey

ABSTRACT
The rapid developments in IT sector accompanied by increased competition and acquisitions and mergers in the market, lead both academicians and practitioners to concentrate on the consumers’ purchase decisions in portable PC industry. The NDP group’s report published by PC World state that in May 2003, U.S. retailers made more money selling laptop/notebook computers than they did selling desktops. It was the first time that laptops have outsold desktops in the U.S.  This research seeks to develop a better understanding of the factors influencing consumers’ laptop purchases. What makes this study distinctive from other sectoral studies is that, this research also seeks the differences among three consumer groups (stayers, satisfied switchers, and dissatisfied switchers) of a company with respect to the factors influencing consumers’ laptop purchases. It is found that core technical features, post purchase services, price and payment conditions, peripheral specifications, physical appearance, value added features, and connectivity and mobility are the seven factors that are influencing consumers’ laptop purchases. Furthermore, price and payment conditions factor shows significant difference among three consumer groups of a company’s customer base.
INTRODUCTION

There are seminal studies on consumer purchase decision models in the literature, however, consumer purchase decisions vary greatly depending on the product to be purchased. Therefore, sectoral studies are needed to delineate the factors affecting consumer purchase decisions in various product markets. The International Data Corporation (IDC, 2006) report mentioned that in 2005 consumers continued to respond very positively to very attractive price points, but portable demand in the business space remained very strong too. According to What Laptop (2005), Dell was the number one choice in worldwide with 7.9 million sales. It was followed respectively by HP (7.4 million), Toshiba (5.8 million), IBM (4.3 million), and Acer (3.9 million) in year 2004. Furthermore, revenue generated from notebooks has long surpassed desktops, thanks to higher average selling prices for notebooks. According to CRN (2006) in June 2005, notebook sales accounted for $216.1 million, or $1,442.66 per notebook whereas desktops accounted for $113.9 million, or $762.98 per unit. The average notebook price fell 11.8 percent from $1,635.07 in the year-ago month and in the same period, desktop prices fell 5 percent from $803.38 (CRN, 2006). In addition, new product launches to the market, acquisitions and mergers in the sector, rapid developments in the nano-technology, integrated wireless networking, and decreased prices make it extremely vital for the companies to understand the factors underlying consumers’ laptop purchase decisions. 
The customer base of a company consists of three groups of consumers: stayers (those who had never switched from a previous brand), satisfied switchers (those who switched for reasons other than dissatisfaction), and dissatisfied switchers (those who switched because they were dissatisfied from their previous brand) (Ganesh et al., 2000). Understanding the attitudes of these three different groups of customers plays an important role when implementing effective and feasible retention and loyalty strategies. Furthermore, it is also crucial to understand whether there are differences among these groups in terms of the factors affecting their future laptop purchases when they are upgrading their computers.  
The objectives of this study are two fold. Initially, it is aimed to determine the factors influencing consumers’ laptop purchases, and the findings of this first objective will provide the basis for the second research objective in the study. Secondly, it is intended to find out whether there are differences among consumer groups of a computer company with respect to the importance given to the factors influencing consumers’ laptop purchases. In the following part a brief and recent literature will be given about consumers’ purchase decisions.
BACKGROUND
The literature on purchase decision in this part has been limited to IT related purchase decisions due to the product category which will be examined in this current study. Consumers can prefer certain products, brands or companies over others, and to understand the reason behind these choices is exceptionally essential in order to market existing products more effectively than rivals. Consumers’ demographic profile, purchase perceptions, and their attitudes towards products or brands influence their purchase decisions. Jarvenpaa and Tedd (1996/1997) identify many factors that affect a consumer’s electronic shopping purchase decision: product understanding, shopping experience, customer service, and consumer risk. Geisler and Hoang (1992) identify five steps in the decision process to purchase IT: 1. Establish or articulate the need for IT. 2. Establish or determine which unit(s) will receive the new or modified IT. 3. Select the technology. 4. Select the suppliers. 5. Authorize the purchase and sign the authorization to commit the necessary funds. The authors conclude that services companies follow a relatively logical and analyzable decision process.
According to decision making model, consumers process the environmental cues; the physical factors of the product, psychosocial cues, such as advertising, and consumers put these cues into a set of perceptions that shape their preferences (Hong and Lerch, 2002). Based on these preferences, consumers make their choices subject to situational constraints, such as price (Hong and Lerch, 2002). According to Hong and Lerch (2002), people evaluate various objective features when buying an IT product, and  because of imperfect information and simplifications according to the decision rules people often abstract these various features into few perceptual dimensions such as ‘usefulness’ and ‘price’. In another research conducted by Kim et al. (2002), small-office/home-office professional (SOHO) procurement choices are influenced by a number of salient dimensions (i.e. income, performance, price, inter-purchase time, network externalities). Furthermore, surveys have repeatedly identified performance and price as two of the most important attributes in SOHOs' PC purchase decisions. In a more recent study, Dillon and Reif (2004) examine factors influencing consumers’ e-commerce commodity purchases, and find that a history of e-commerce purchasing have a more positive attitude towards on-line buying. 
RESEARCH METHODOLOGY
Data Collection
In line with the research purposes of this study, an on-line questionnaire was prepared and then it was displayed for two weeks on the web site of the department of Management Information Systems of Bogazici University. Since this research was focused on the factors influencing laptop purchase decisions of consumers, it was seen appropriate to perform an on-line survey rather than traditional survey. On Yahoo! web page, electronic groups (e-groups), which were established for the purposes of information and communication technologies (ICTs) in Turkey were searched, and 50 of those e-groups were randomly chosen. The reason to choose ICT related e-groups in Turkey was to prevent the probability of unawareness of consumers about different laptop brands. In addition, a cover letter, which had explained the purpose of the study, with the survey link was sent to the moderators/owners of these e-groups. Once the moderators/owners accepted our request, they immediately delivered our message to their members.
During the data collection of this research, most of the electronic shops were selling IBM laptops as well as desktops. Hence, even though IBM no longer exists as a PC brand name, it was included to the questionnaire. Another PC brand Compaq was eliminated from the questionnaire, since it was long ago merged with HP. Furthermore, in order to omit the confusion of national or international brand distinction from the minds of consumers, only international brands were examined in this study. Consequently, since the total market shares of the following eight brands constituted more than 80% of the portable PC market in Turkey, the laptop brands examined in this research were limited by the following brands: Acer, Asus, Dell, Fujitsu-Siemens, HP, IBM, Sony, and Toshiba. 
A total of 903 responses were collected, but only 360 of the respondents declared that they had a laptop. Furthermore, 33 of the responses were eliminated since they were considered as unusable, so as a consequence, 327 of the responses were covered in this study. 
Questionnaire Design and Measures of Constructs
In the first part of the questionnaire, the consumers were asked whether they had a laptop or not, and those who had a laptop were allowed to continue to rest of the survey. The brand name of their laptop was also asked to the consumers. As stated earlier, Ganesh et al. (2000) classified the consumer base of a company into three groups: stayers, satisfied switchers, and dissatisfied switchers. Therefore, the consumers in this study replied to the question about whether the current brand that they were using was their first laptop brand or whether they had switched from a previous laptop brand. As a following question, consumers, who had switched, were asked to state the reason of why they switched from a previous laptop brand to their current brand. The options for switching included (a) overall dissatisfaction from the previous laptop brand, and (b) reasons other than dissatisfaction. These questions helped us divide respondents into three groups as (1) stayers (those who had never switched from a previous mobile brand), (2) satisfied switchers (those who switched for reasons other than dissatisfaction), and (3) dissatisfied switchers (those who switched because they were dissatisfied from their previous mobile phone brand).
One of the objectives of this study was to investigate the factors that influence consumers’ laptop purchase decisions. For that purpose, a list of laptop features was stated in the questionnaire, which were gathered from the analysis of PC journals as well as personal interviews with the experts from the sector. The consumers were asked which factors they found important when they were purchasing a laptop. In this question, we used a 4-point Likert-scale that is comprised of 27 items in order to measure the factors influencing consumers’ laptop purchase decisions.  However, one of the items was dropped from the item list because its absence increased the reliability of the scale from 0.883 to 0.896. Finally, demographic questions such as age, education and gender were also asked. 

DATA ANALYSIS and RESULTS

Demographic Profile of the Respondents
Of the 327 respondents, approximately 22% were female whereas 78% were male; in fact this result reflected the general status of PC usage in Turkey because according to the Pew Global Attitudes Project (2005) only 39% of Turkish people used computer in 2005 and 46% of them were male and 33% were female. Additionally, almost 85% of all respondents were under the age of 35, this was also expected since 65% of the whole population was under the age 40 in Turkey. The age structure of the participants of this survey was as follows: 31.5% of the consumers was between 18-25 year old, 53.2% was between 26-35, 11.6% was between 36-45, and finally 3.7% was 46 and above. The education level of the respondents was high as expected; 4.6% of the respondents were high school graduates, 86% were university or school of applied disciplines graduates or students, and 8.6% had a MA or Ph.D. degree.
Brand Usage Profile of the Respondents

The participants were asked to choose the laptop brand that they were using at the time of the survey.  Table 1 illustrated the frequency distribution of laptop brands by the respondents of the survey. In other words, the frequency of laptop brands used by the respondents can be summarized as follows: 23% Toshiba,18.3% HP, 15% Dell, 12.8% IBM, 8% Asus, 6.1% Fujitsu/Siemens, 3.7% Sony, 2.8% Acer, and 10.4% other brands.
Table 1. Frequency Distribution of Laptop Brands
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The respondents of this study were also asked whether the current laptop brand that they were using was their first laptop brand or whether they had switched from a previous laptop brand. Furthermore, the participants who declared that they had switched from another brand, were asked to state the reason of why they had switched. The alternatives for switching included (a) overall dissatisfaction from the previous laptop brand, and (b) reasons other than dissatisfaction. Hence, the laptop users were classified into three groups: (a) stayers (those who did not switch), (b) satisfied switchers (those who switched for reasons other than dissatisfaction), and (c) dissatisfied switchers (those who switched because they were dissatisfied from their previous mobile phone brand). Table 2 demonstrated that 62.4% of the respondents were stayers, while 25.7% of them were satisfied switchers and 11.9% of them were dissatisfied switchers.
Table 2. Distribution of Respondents According to Three Consumer Groups
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The Features Influencing Consumers’ Laptop Purchase Decisions
Consumers, who participated to this survey, were given a list of features related with laptops and then they were asked to show how important these features for them while purchasing a laptop. Respondents who found a feature “very important” gave “4” to that item while others who found it “unimportant” gave “1”. Hence, as it was seen in Table 3, processor speed and type, memory and hard disk capacity, technical support, guarantee and warranty conditions, and display resolution quality became the top five features which had the following highest mean values respectively: 3.80, 3.66, 3.66, 3.62, 3.58. It was also noteworthy to mention that all the features listed in the survey were considered important by the respondents since the lowest mean value was 2.64 for the feature of wireless Internet. 
Factors Influencing Consumers’ Laptop Purchase Decisions
After identifying the importance degree of the laptop features by the respondents, the authors tried to group them under some factors by employing “Factor Analysis” through SPSS 14.0. However, prior to factor analysis, the reliability analysis for the variables was conducted and it was found that Cronbach’s alpha (α) was 0.896 for the 26 variables given in Table 3, a result which is well above the minimum acceptance level of 0.6 (Hair et al., 1998). Later, in order to find out whether our data fit factor analysis, we also utilized KMO and Bartlett’s test. Bartlett's test of sphericity indicates whether the correlation matrix is an identity matrix, which would indicate that the variables are unrelated. Table 4 presents the significance level of this test. Very small values (less than 0.05) indicate that there are probably significant relationships among the variables. A value higher than about .10 or so may indicate that the data are not suitable for factor analysis. Since the significance level of our data was 0.00, it can be concluded that the data of this study is suitable for factor analysis. 
Principal components method was used while conducting the factor analysis. As it can be seen in Table 5, 26 variables were grouped under seven factors. The results of the factor analysis show that 60% of the total variance is explained by classifying these 26 variables into 7 components. Varimax rotation has been used to see which variables load together. The first factor was composed of TV/Audio connection, Bluetooth, infrared technology, and wireless Internet features, and it had an eigenvalue of 2.98 and this factor had the power to explain 11.48% of the variance; so this factor was named as “Connectivity & Mobility Feature”. Spill resistant keyboard, ease of usage, durability of chassis, brand image, security solutions, and variety of accessories were the variables that constituted the second factor with an eigenvalue of 2.74 and 10.56% of explained variance. Hence, the second factor was called as “Value Added Features”. Prevalence of technical service network, maintenance and repair, guarantee and warranty conditions, and technical support were grouped under the third factor, which was named as “Post Purchase Services”, and this factor had an eigenvalue of 2.65 and 10.19% of explained variance. The fourth factor was made up of stand-by duration, modem/Ethernet, number of USB ports, speakers/amplifiers, and DVD/CD player features, hence this factor was named as “Peripheral Specifications”, and it has an eigenvalue of 2.20 and 8.48% of explained variance. On the other hand, “Core Technical Features” is the factor with an eigenvalue of 1.76 and 6.80% of explained variance, and this factor was composed of the following variables: processor speed and type, memory and hard disk capacity, and display resolution. In the sixth factor, “Physical Appearance” related features (weight and dimensions, and design and color) were grouped together, and this factor had the power to explain 6.80% of the variance and an eigenvalue of 1.76. Finally, the seventh factor, namely “Price and Payment Conditions”, was comprised of price, and payment conditions and campaigns. The eigenvalue and % of explained variance of this factor are respectively as follows: 1.54 and 5.92%.

Table 3. Importance of Laptop Features in Consumers’ Purchase Decisions

	Items
	N
	Mean
	Std. Deviation

	Processor speed and type
	327
	3.80
	.413

	Memory and hard disk capacity
	327
	3.66
	.524

	Technical support 
	327
	3.66
	.522

	Guarantee and warranty conditions
	327
	3.62
	.529

	Display resolution quality
	327
	3.58
	.519

	Maintenance and repair
	327
	3.57
	.612

	Price
	327
	3.53
	.615

	Prevalence of technical service network
	327
	3.51
	.645

	Ease of usage
	327
	3.46
	.624

	DVD-CD player
	327
	3.44
	.608

	Speakers/Amplifiers
	327
	3.39
	.742

	Weight and dimensions
	327
	3.38
	.672

	Stand-by duration
	327
	3.37
	.684

	Modem/Ethernet
	327
	3.35
	.651

	Durability of chassis 
	327
	3.28
	.695

	Spill resistant keyboard
	327
	3.25
	.858

	Number of USB ports
	327
	3.22
	.680

	Payment conditions and campaigns 
	327
	3.21
	.819

	Bluetooth
	327
	3.11
	.829

	Security solutions
	327
	3.11
	.797

	Design and color
	327
	3.07
	.752

	Brand image
	327
	2.99
	.865

	Infrared technology
	327
	2.93
	.900

	Variety of accessories 
	327
	2.89
	.869

	TV/Audio connection
	327
	2.65
	.938

	Wireless Internet
	327
	2.64
	.946


Table 4. KMO and Bartlett's Test


	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.892

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	2741.682

	 
	df
	325

	 
	Sig.
	.000


Table 5. Factors Influencing Consumers’ Laptop Purchases
	Factors
	Eigenvalue
	% of Variance
	Cumulative %

	F1: Connectivity and Mobility Feature
	2.985
	11.482
	11.482

	TV/Audio connection
	
	
	

	Bluetooth
	
	
	

	Infrared technology
	
	
	

	Wireless Internet
	
	
	

	F2: Value Added Features
	2.747
	10.565
	22.047

	Spill resistant keyboard
	
	
	

	Ease of usage
	
	
	

	Durability of chassis 
	
	
	

	Brand image
	
	
	

	Security solutions
	
	
	

	Variety of accessories 
	
	
	

	F3: Post Purchase Services
	2.650
	10.192
	32.240

	Prevalence of technical service network
	
	
	

	Maintenance and repair
	
	
	

	Guarantee and warranty conditions
	
	
	

	Technical support 
	
	
	

	F4: Peripheral Specifications
	2.207
	8.487
	40.727

	Stand-by duration
	
	
	

	Modem/Ethernet
	
	
	

	Number of USB ports
	
	
	

	Speakers/Amplifiers
	
	
	

	DVD-CD player
	
	
	

	F5: Core Technical Features
	1.769
	6.803
	47.530

	Processor speed and type
	
	
	

	Memory and hard disk
	
	
	

	Display resolution
	
	
	

	F6: Physical Appearance 
	1.572
	6.246
	53.776

	Weight and dimensions
	
	
	

	Design and color
	
	
	

	F7: Price and Payment Conditions
	1.540
	5.923
	59.699

	Price
	
	
	

	Payment conditions and campaigns 
	
	
	


Differences among Three Consumer Groups Regarding the Factors Influencing Laptop Purchases
After determining the factors influencing laptop purchase decisions of consumers, we try to find out whether there are differences among stayers, satisfied switchers, and dissatisfied switchers regarding these factors. Therefore, one-way ANOVA analysis was conducted, and it was found that only “price and payment conditions” factor shows a significant difference among three groups with an F value of 4.89 and a significance value of 0.008. Table 6 illustrates that these three groups of consumers did not show significant differences from each other, except the “price & payment conditions”, with respect to the factors that are influencing their laptop purchase decisions at the significance level of 0.05.

The mean importance scores for three groups of consumers with respect to factors influencing laptop purchase decisions are presented in Table 7. According to this table, dissatisfied switchers gave less importance to “price and payment conditions” when compared to stayers and satisfied switchers. Furthermore, stayers found “price and payment conditions” factor more important than satisfied switchers. In addition, it has to be noted that “connectivity & mobility feature” has the lowest mean score across all groups of consumers. On the other hand, “core technical features” has the highest mean score for all consumer groups (stayers: 3.68, satisfied switchers: 3.66, and dissatisfied switchers: 3.69) which means that stayers, satisfied switchers, and dissatisfied switchers gave the highest importance to this factor among all factors, and the three consumer groups did not show any difference with respect to core technical features. On the other hand, the second most important factor was found to be “post purchase services” for all three groups of consumers.

Table 6. Differences Among Three Consumer Groups Regarding to Purchase Decision Factors
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Table 7. Differences in Three Consumer Groups About Importance of Laptop Purchase Decision Factors
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CONCLUSIONS
Year by year the number of people who are using and owning personal computers (PC) substantially increases in all over the world. Contrary to the introduction years of computers, today they have been used by almost all age groups, and by both males and females, and the gap between age groups and the gap between males and females with respect to computer usage/ownership decreases. Furthermore, consumers’ desire for portable and attractively designed PCs forces the companies to produce laptops/notebooks. In addition, extended battery life, price cuts, prevalence of home-offices, and integrated wireless networking also cause to the increased sales of laptops. On the supply side of the market, the companies try to make profit and even survive in a highly competitive environment. Furthermore, the rapid development in technology, particularly in nano-technology, leads companies to make huge amounts of investments in R&D. Moreover, the acquisitions and mergers in the sector and new players in the market also influence the companies operating in IT industry. In such a volatile industry, it becomes extremely important to learn the factors that are influencing consumers’ purchase decisions. The customer base of a company is comprised of its current customers and those customers who are attracted from competitors. In addition, the customers who are acquired from competitors can be either satisfied switchers or dissatisfied switchers. Hence, it is equally crucial to learn about whether there is a difference among stayers, satisfied switchers and dissatisfied switchers with respect to their laptop purchase decision factors. This issue becomes exceptionally vital when the consumers decide to upgrade/change their laptops.
In this study, it has been found that there are seven factors which influence consumers’ laptop purchase decisions. These factors can be stated as follows: core technical features, post purchase services, price and payment conditions, peripheral specifications, physical appearance, value added features, and connectivity and mobility. On the other hand, stayers, satisfied switchers and dissatisfied switchers demonstrate a significant difference only in one factor: price and payment conditions. The results show that when compared to stayers and satisfied switchers, dissatisfied switchers give less importance to price and payment conditions related factor. 
From the managerial perspective, the findings of this study imply that when a consumer of a company decides to buy a new laptop or in technical terms to upgrade his laptop, the company should consider which customer base he belongs to. For instance, if the consumer is a stayer, the company can offer price discounts when he decides to upgrade his laptop. Likewise, the company can give special promotions to stayers when they bring their former laptop and exchange it with a recent model of the company’s laptops. It is also seen that among all factors, mobility and connectivity factor has received the lowest importance (2.82/4) from three groups of consumers. This can be attributed to the fact that due to the nature of laptops, being mobile is an expected feature. Another explanation to this result can be that consumers usually do not like to use technological words such as infrared and Bluetooth, they prefer to say connecting to Internet or mobile phone, sending pictures and documents to printer, and etc. Hence, it will not be sufficient and efficient to merely underlie this feature in advertisements. If this feature has to be mentioned in ads then the tone and the words used should be plain and explanatory. However, since all consumer groups find core technical features and post purchase services extremely important, these features should be emphasized in advertisements. It has to be also noted that post purchase services factor is tremendously important since it is directly related with customers’ brand loyalty.

This study recommends companies to invest in technology through R&D and create differentiation at utmost level. This research has been limited to laptop/notebook sector and the factors influencing consumers’ purchase decisions in this market, since sectoral differences play a vital role, it is also recommended to replicate this study in distinct sectors.
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