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ABSTRACT

Global adoption of smartphones has changed the way people communicate, interact and perform their 
daily tasks. Smartphones have many highly attractive features that assist people in performing their 
daily tasks. This paper discusses a survey on the utilization of smartphones by consumers in Brunei 
Darussalam (Brunei). We use the Theory of Reasoned Action Model to reveal customers preference in 
choosing a specific product over the other. We conducted a survey with consumers, stressing on product 
preferences, consumption behavior of smartphones, as well as opinions on the functionality of smart-
phones. Smartphones are considered very useful by the majority of the respondents who are strongly 
attached to them as they are heavily used in social networking. As such, smartphones have reached to 
become necessary devices in Brunei and for many Bruneians, performance and appearance are more 
important than price.

INTRODUCTION

It cannot be denied that the global adoption of smartphones has had a major influence on how people 
interact, communicate, and to some extent perform their daily tasks (Hur et.al., 2017). Since its intro-
duction, smartphones have attracted mobile phone users as it outperforms old cell phones, which has 
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caused the major player in mobile phone industry, Nokia, to lose its market and the new major players 
such as Apple (iPhones) and Samsung (Android phones) to take over the market. The smartphone is a 
communication and at the same time a data processing device. Although it cannot replace all laptops or 
desktop functions, most daily tasks can be performed using available applications (apps), which continu-
ally grow and develop in varieties and numbers.

The main advantage of smartphone is a constant connection to the Internet through available mobile 
networks, such as 3G/4G or Wifi networks, which allows its users perform their tasks in their preferred 
locations anytime (Weal, 2011; Ciavarrini, Luconi, & Vecchio, 2017). As such, users of smartphones, 
through the Internet, can stay in touch with their families, friends or social networks, read news, check 
flight schedules, book tickets, find taxis, collaborate with peers or colleagues to complete tasks or as-
signments, or watch TV or movies online.

The availability of various apps to help users has made smartphones a general information and com-
munication device (Fullwood et.al, 2017; Anshari & Lim, 2016). Apps either in iOS or Android platforms 
are easily available and can be downloaded anytime from an online store, either free or at reasonable 
prices. As the size of apps are relatively small, like a desktop or laptop, a smartphone can have many apps 
depending on its memory capacity. An example of a useful app for travelling is a digital map app such 
as Google Maps or Waze that help a user navigate to a location. Finding a place using a digital map is 
straightforward and the directions toward the place can be generated. The GPS receiver in any smartphone 
helps track the direction so that the destination can be reached accurately at a reasonable time (Wang, 
& McArthur, 2017; Li, et.al, 2017). The availability of GPS in a smartphones has made them become a 
location aware device, which can help users in finding more information on the surrounding area.

No doubt, the world-wide adoption of smartphones has created great opportunities for mobile de-
vices related businesses (Srivastava, Singh, & Srivastava, 2013). As such, the smartphone market is 
expanding and new smartphones with innovative and better features are introduced every year, making 
the smartphone market a very lucrative and at the same time a very competitive market. Samsung is still 
the market leader with a market share of 22.8% in the first quarter of 2017, followed by Apple, 14.9%. 
Three Chinese vendors have entered the top 5 market leaders, namely Huawei, Oppo and Vivo with 
market shares of 9.8%, 7.4% and 5.2% respectively (IDC, 2017).

Mobile penetration in Brunei is very high, 119.5% in 2016 Q1 (AITI, 2016), and indicates that there 
are more mobile phones than there are people and most of these mobile phones are smartphones. We 
think that it is important to understand behaviour of smartphone users in Brunei. Our research is geared 
towards understanding customers’ behaviour, especially on the use of smartphones in Brunei. This re-
search is aimed to reveal: (a) the market share of smart phones, (b) the reason why people want to have 
smartphones, (c) monthly spending on smartphones, (d) the usage of smartphones, (e) the influence of 
smartphones on daily activities, (f) public opinions on whether smartphones have positive or negative 
effects, and (g) how parents control their children’s use of smartphones.

We distributed a questionnaire containing 36 questions in a survey of the general public in Brunei 
from February to March, 2012. 430 respondents took part in this survey. The data were designed to 
provide initial ideas and recommendations to the service providers, decision makers, and even policy 
makers on how to move forward in anticipating the fast adoption of smartphones in Brunei.

In general, smartphone consumers in Brunei are less sensitive to price. This is because the younger 
generation dominates the usage of smartphones and for them, having the latest smartphone is a prestige 
regardless of price. In terms of usability, consumers prefer smartphones than tablets or other mobile 
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devices. In making the decision to buy a new smartphone, functional features are important determinants 
to the majority of consumers.

This chapter is organized into five sections. In the next section, we will discuss the literature review on 
smartphones, the theory of action model and related information about Brunei. Methodology is presented 
in Section 3. Section 4 contains results and discussions. Finally, the conclusion is presented in Section 5.

LITERATURE REVIEW

Smartphones are a result of the integration of computers, mobile communication technology and the 
Internet. The first smartphone-like device, Simon, was produced in late 1992 by IBM and BellSouth. 
It went on sale in 1994 (Aamoth, 2014). The massive adoption of smartphones was started by Apple’s 
iPhone. However, over time Samsung took the spot of top manufacturer worldwide after adopting Android 
as the operating system of its smartphones. Android smartphones are among the top 10 best smartphones 
in the US (PC World, 2012), Western Europe and Asia (Gartner, 2011).

The total smartphone users almost reached two billion in 2015 globally and is now predicted to 
exceed two billion by 2016 (E-marketer, 2016). The annual rise of smartphone users globally indicates 
that people are getting more dependent on this smart mobile device, potentially affecting their manner-
isms in smartphone management.

Smartphones are becoming ubiquitous and are owned by youngsters and oldsters alike (Gafni & Geri, 
2013). It is widely used throughout Asia, North and South America, Europe, and varies in use in other 
regions (Mutchler, Shim & Ormond, 2011; Anshari & Alas, 2015). The behavioral intention to use was 
largely influenced by perceived usefulness and attitude toward using smartphones (Park & Chen, 2007;).

Smartphones are becoming a multipurpose device. Every day people use smartphones to commu-
nicate and access the internet. For example, besides making calls, people use smartphones in research-
ing, browsing the Internet, social networking and educational purposes (Cochrane & Bateman, 2010). 
Smartphones are highly adopted by all age groups, both younger generations and older generations. In 
fact, both generations are likely to become addicted with smartphone (Boulos, Wheeler & Tavares, 2011).

Smartphones have been used in various areas such as education, healthcare, business, production and 
logistics (Chen, Chiang & Storey, 2012; Anshari, et.al, 2017). Due to its popularity and the useful func-
tions offered, the demand for smartphones has been increasing (Zeman, 2013 & Anshari et.al., 2016). 
Students heavily use WhatsApp, Facebook, Twitter and other social networking sites available in their 
smartphones. Nowadays most students use their smartphones accessing these social networking sites.

For students, smartphones allow them to communicate with their peers and exchange ideas through 
networking sites. Moreover, students are motivated to learn in surroundings which encourage conver-
sations. Gerlich, Browning, and Westermann (2010), found that college students are the major users 
of smartphones. Another advantage is that the information required can be accessed instantly. Prompt 
interactions among learning peers can be established by a smartphone communication network by utiliz-
ing the prompt notifications of message reception (Jacob & Issac, 2008).

Nowadays people are more dependent on their smartphones. Although smartphones are very useful, 
excessive usage is considered to be problematic as it may cause behavioral addiction such as loss of 
control, tolerance and withdrawal (Billieux, Maurage, Lopez-Fernandez, Kuss, & Griffiths, 2015). As 
social networking sites are heavily accessed through smartphones, spending too much time on it create 
many issues (Nazri & Latiff, 2013).
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The Theory of Reasoned Action Model

The Theory of Reasoned Action Model (RAM) is widely used to understand a consumer’s preference 
relating to accurately predict consumers’ behavior. The main contribution of RAM is its prediction of 
consumer purchase decisions. Another important aspect of RAM is the realization that the components 
used to make a decision are also the ones that are employed by a consumer to evaluate the performance 
of the product or service purchased. Therefore, as the components of preference change, the elements 
influencing satisfaction changes.

Research done over the past fifteen years demonstrate that high satisfaction scores, while a measure 
of organization performance on a set of important criteria, do not adequately explain the composition of 
preference formation and therefore often serve as insufficient predictors of sustained preference or what 
is normally referred to as customer loyalty (Schiffman & Kanuk, 2004). For instance, a high consumer 
satisfaction does not assure continued consumer preference (Almunawar, et.al, 2015).

Since the relationship between satisfaction and preference is dynamic, static or predetermined sat-
isfaction often overlooks the most important elements of preference (Yu, et.al, 2017). This may create 
a false sense of security on the part of the organization, thinking that since their consumer satisfaction 
scores are high, they must in turn have relatively loyal customers.

In fact, consumer preferences are subjective. The idea that consumer prefers one product or one ser-
vice over another is not new. Though, the ability to detect and measure the elements of such decisions 
with accuracy and reliability has only recently become available. The idea behind this model is to make 
sure of the stages that consumers go through when deciding between a selection of similar products and 
ultimately to make their decision.

In general, a consumer’s purchase experiences can be derived from the model. Figure 1 provides 
an overview of how a customer’s preference is formed from a RAM point of view (Bruner & Kumar, 

Figure 1. Model of customer preference formation consumer behavior
Schiffman & Kanuk, 2004
(Source: ICR, 2012)



239

How People Choose and Use Their Smartphones
 

2005). RAM states that a consequence of an action is taken care of. According to RAM, a consumer 
prefers some products or services because they think that products/service are best aligned with their 
performance and emotive requirements. The performance of a product or service is determined by how 
well the product or service meets their personal expectations.

Smartphones and Supporting Technology in Brunei

Brunei Darussalam is located on the northwestern edge of the island of Borneo, an island that is also a 
part of Indonesia and Malaysia. The current population of Brunei Darussalam is 433,654 with the total 
land area of 5,269 Km2 and the country into two parts making up four districts (Worldmeters, 2017). 
The eastern part is Temburong and the western part is comprised of Brunei-Muara, Tutong and Belait 
districts (Figure 2). Bandar Seri Begawan (BSB) is the capital, located in the Brunei-Muara District and 
is the center of government and business activities.

Smartphone usage started in 2011. The sharp market shift was indicated by the sudden increase of 
the smartphone market share to 50% of the total market for mobile telephones in 2012. The statistic on 
Brunei Internet users from 2006 to 2009 has shown an increase in penetration of the Internet usage to 
78.5% according to the Oxford Business Group’s 2010 report on Brunei (AITI, 2010). Brunei Internet 
penetration has reached 81% in 2015 (Kemp, 2015).

In Brunei, smartphones are widely used in the population to carry out daily tasks. Users consist of all 
age groups, including toddlers. Although smartphones have many benefits, they also present a number 
of drawbacks. For example, there is no doubt that smartphones help people to connect to each other 
through applications such as WhatsApp and Telegram, to name a few. Nowadays, it is not used only for 
communication but also to pay bills through their mobile bank applications. In this case Bank Islam 
Brunei Darussalam provides various online bills payments, for example users are allowed to buy prepaid 
credit from DST to top up their balance which is in fact less time consumption.

Internet literacy in Brunei is high. Overall, Internet use is strongly correlated with age, education 
and income. Households access to the Internet reached to 71%, Brunei is among the top 50 countries in 
the world in terms of Internet penetration and 2nd rank in Asean (AITI, 2016).

Figure 2. Map of Brunei Darussalam
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With the increasing adoption of smartphones in Brunei, agencies (government and NGOs) have initia-
tives to improve ICT to support it. In 2000, the government expressed a wish to see Brunei implement-
ing e-government and e-business initiatives as a way to encourage economic development which also 
includes the use of smartphones (Kifle & Cheng, 2009). It has been revealed during the 8th Legislative 
Council (2012) meeting that future studies and learning should be able to be conducted through mobile 
devices to take advantage of various educational features of these devices (Roslan, 2012).

In term of social media usage, Brunei Darussalam scores the third highest social media penetration in 
the world, 86% of the total population, according to the recent Digital in 2017 Global Overview report 
released by We Are Social and Hootsuite (Othman, 2017). Brunei scored 69% a couple years ago (Kemp, 
2015). Note that the majority of Bruneians use smartphones to access social media.

METHODOLOGY

Study Design

We conducted a survey to find out customers’ preference and tendency towards smartphones and mobile 
technology in general. The random sampling method was employed in which respondents of a variety 
of ages, educational level, and income level participated. The majority of respondents were Bruneians. 
There was a relatively large number of people that participated in our survey; 430 persons were randomly 
selected, 35% of them being students, 61% government officers, private officers, and entrepreneurs, while 
the other 4% unemployed. The respondents vary from teenagers to above 50 years old. Therefore, they 
are a fair representation of the public. The time taken in order to complete the questionnaire on average 
was 15 minutes. Some respondents required as long as 20 minutes. Table 1 shows the demographic traits 
of the participants.

Data Analysis

Reports of single items were made by simple frequencies. We conducted data analysis using Statistical 
Package for the Social Sciences (SPSS version 17.0 Inc.) to find out the customers’ behavior and prefer-
ences toward smartphones. Subsequently, we use Reasoned Action Model to understand the phenomenon 
of the customer’s behavior on smartphones in Brunei.

RESULTS AND DISCUSSION

Data Analysis

It can be seen that our respondents from the survey agree that smartphones are very popular as 88% of 
them own smartphones and the rest are planning to purchase one. This indicates that the adoption of 
smartphones is very high due to its usefulness that supports nearly all daily activities such as leisure 
and work.

The study shows that the younger generation view smartphones as a necessity which is also the main 
reason why the number of younger users is greater than the older users. The younger generation normally 
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adopt new technologies faster than the older generation. Popular social network applications for the 
younger generations such as Facebook, Twitter and Whatsapp are easily accessible from smartphones, 
which further enhances the importance of owning smartphones among the younger generation.

Smartphone vendors, public and private organizations and policy makers should take advantage of the 
data revealed from this survey and develop an appropriate strategy and act according to their respective 
interests and authority from the popularity of smartphones.

Table 1 shows the demographics of the 430 respondents of which 61% of them are working, and 35% 
of them are students. The age distribution is as follows, 9% are under 20 years old, 57% are between 20 
to 30 years old, 27% are between 30 to 50, and 7% are 50 years old and above. 

The majority of our respondents have medium incomes with the following distribution: 37% of them 
have incomes below BND 500 (low), about 50% have incomes between BND 500 to BND 3500 (medium) 
and 10% of them have incomes above BND 3500 (high). From the gender perspective, there are 20% 
more women who own smartphones and they appear to be more likely to perform a range of activities 
on their smartphones than men. The leading activity across both genders is text messaging. There can 
be seen that there are differences from the other activities whereby women are more active in accessing 
social networking sites while men favour gaming activities.

Based on the data collected, it can be seen that 88% of the respondents own smart mobile devices. 
Table 2 shows that most of the devices owned are smartphones. Smartphones are currently the most 
popular mobile devices, making the standard mobile phone the second most prevalent followed by the 
tablet. However, when asked whether the respondents are interested to have smart mobile devices, about 
35% of the respondents answered yes. When asked about how many smart mobile devices they owned, 

Table 1. Demographic traits

Number of samples, N= 430

Gender: Male 42% District: Brunei Muara 69%

Female 58% Tutong 8%

Age: 10-19 9% Kuala Belait 22%

20-29 57% Temburong 1%

30-39 16% Income: Less than $500 37%

40-49 11% $501 - $1000 13%

> 50 7% $1001 - $2000 16%

Education: Primary 1% $2001 - $3500 20%

Secondary 15% $3500 above 10%

Pre-U 23% Not mentioned 4%

Degree 52% Occupation: Student 35%

Master 6% Government 36%

PhD 1% Private 18%

Certificate 2% Entrepreneur 5%

Professional 2%

Unemployment 4%
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57% of the respondents said that they have one, 35% of them said they have two or three and 3% of them 
said they have four or more.

When asked about their preference for mobile devices, 68% of the respondents specified that they 
preferred smartphones, while the rest preferred standard mobile phones (25%) and tablets (21%). As 
showed in Table 2, the majority of the respondents can afford to buy a smart mobile device in the 
range of $501 to above $1,000. In response to a particular brand, the majority of respondents (34%) are 
comfortable with the Apple brand, making it the most popular smart mobile device brand in Brunei. A 
cross-tabulation was made to determine what causes respondents to choose Apple products over others 
and the results are due to its price, function, trendiness, size and mass (Figure 3).

It is interesting to find that most respondents (85%) will keep their smartphones for more than a year. 
This means that most consumers will not buy new smartphones to replace their current ones within a year. 
As for the satisfaction rate for the overall performance of their smartphones, 21% of the respondents said 

Table 2. Survey results

Number of samples, N= 430

1. Have a smartphone 88% 7. Why choose this brand

2. Intend to have 35% Price 29%

3. How many own devices Function 78%

1 only 57% Size and Mass 33%

2 or 3 35% Appearance 42%

4 or more 3% Trend 23%

N/A 5% Advert 10%

4. Type of devices Others 9%

Standard mobile phone 25% 8. How often change mobile phone

Smartphone 68% Less than 6 months 2%

Tablet 21% 7-12 months 13%

Others 3% More than 1 year 85%

5. Price of phone 9. In overall satisfied

Below $200 9% Very satisfied 21%

$200-$500 32% Satisfied 40%

$500-$1000 41% Moderate 33%

Above $1000 18% Dissatisfied 5%

6. Brand Very dissatisfied 2%

Samsung 28% 10. Monthly expenditure

Apple 34% Less than $50 52%

HTC 15% $50 – $100 33%

Blackberry 3% $100 – $200 11%

Sony 7% $200 – $300 3%

Nokia 27% $400 –$ 500 1%

Others 6% Over $500
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that they are very satisfied, 40% of the respondents said that they are content, 33% moderately pleased, 
and only 2% unsatisfied (below average). In terms of monthly expenditure, 52% of the respondents spent 
less than $50, 33% spent between $50-$100 and 11% spent between $100 and $200 and only 4% spent 
more than $200. Most respondents have never changed service providers and very few of them (8%) 
have changed their service providers due to technological issues.

Smartphones come in a diverse range to meet customers’ needs. Figure 3 shows the sequences of 
the reasons why customers use smartphones in Brunei. These devices have many useful functions and 
can act as Personal Digital Assistant (PDA), mobile phone and portable media, these funtions attract 
customers. This is the main reason why people find smartphones desirable. Besides functions, people 
choose a particular smartphone because of its appearance. This can be easily understood as smartphones 
are not merely communication tools or personal digital assistant devices. They have become part of an 
individual’s lifestyle. Size and mass are also considered by customers. Interestingly, the price of the 
smartphone is considered less important. Strangely this Table 2. Survey results is understandable because 
Brunei, although a small country, is known to be wealthy. Price is not the main purchasing factor because 
major smartphone stores offer loans for Bruneians.

Discussions

The majority of the respondents considers smartphone to be very useful and are strongly attached to 
them. As such, smartphones have become necessary devices to be carried around. Current smartphone 
features are highly appreciated because they are useful and interesting. However, some respondents 
complain about their smartphones’ characteristics such as short battery life and uncomfortable buttons 
& keyboards. Table 3 below shows desirable/undesirable features from the respondents’ point of view.

Consumer behavior is defined as behavior that consumers display when searching for, using, evaluat-
ing, and disposing of products, services, and ideas which they expect will satisfy their needs (Shiffman 

Figure 3.Reasons for choosing smartphones
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and Kanuk, 2004). Furthermore, a customer is a person or organization who acquires goods or services 
for his own or someone else’s use (Shiffman and Kanuk, 2004). In this case, the theory of consumer 
behavior is going to be used to analyze customer behavior in Brunei for smartphone ownership.

Price Sensitivity

Pricing strategies for products encompass three main ways to improve profits: cut production costs, sell 
more in high quantity, and find more profit with a better pricing strategy. When production costs are 
already at their lowest and an increase in the volume of sales is hard to achieve, adopting a better pricing 
strategy is a key option to stay viable (Courtney, Kirkland, & Viguerie, 1997).

However, it is important for suppliers or resellers to understand the price sensitivity of their customers 
as this knowledge can be used as an effective strategy to attract more consumers.

In general most consumers are price sensitive, they prefer to buy cheaper products that fulfill their 
expectations (Yan, et.al, 2017; David, Bearden, & Haws, 2017). However, consumers’ price sensitivity 
depends on the condition of the market. For example, if a product is very popular and the market is expect-
ing the product (the demand is high), consumers tend to be insensitive to the price offered. Nevertheless, 
if the market is supplied by many similar products offering different prices then customers tend to be price 
sensitive. Customers’ price sensitivity is also affected by their income. Customers with higher income 
are generally insensitive and antithetically, low income customers are generally very sensitive to price.

Our findings are very interesting as it does not follow the above assertions, especially on customer 
income. Although the majority of the respondents (customers) are low income customers, they seem to 
not hesitate to buy relatively expensive smartphones. This is further confirmed in Figure 3 which shows 
that relatively few customers consider the price of the product as the main reason for purchase.

For instance, a simple scenario from the survey revealed that when the income of the participant is 
less than B$ 2000, the majority of them can afford to get smartphones for the price between the ranges 
of B$200 – B$1000, and they feel satisfied with the product.

The above situation can be explained in the context of customer satisfaction, in this case customer 
satisfaction on products (smartphones) and the related services (network access). The majority of cus-
tomers in Brunei are price insensitive, as long as they are satisfied with the products and the related 

Table 3. Comparative features of smartphones on customers’ perceptions

Positive Negative

✓ Have the basic features of the voice call, text messaging and other 
features. × High battery usage or short battery life

✓ Consists of PDA features such as Personal Information Management 
(PIM), multimedia applications & program notes. × More expensive than ordinary mobile devices

✓ Includes an operating system which allows user to install and use various 
applications and programs. × Beginners need to be familiar with the features

✓ Accessibility of Internet including wireless networks × Not user-friendly

✓ Very organized × Uncomfortable keypad button and inconvenient small 
sized touch screen

✓ Easily keep in touch with others × Although it is very advanced, but it cannot perform some 
useful applications like a PC (such as Microsoft Office)
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services. This finding is important for vendors. They need to focus more on customer satisfaction by 
offering demanded features.

Customer satisfaction is the degree of fulfillment of customers’ expectation on a product/service 
performance (Agnihotri, et.al, 2016; Oh, et.al, 2017). The survey revealed that most of the customers are 
satisfied (61%) because the smartphones bought met their expectations, even though the price of those 
smartphones are relatively high and their income relatively low (Table 4). As a result, most customers do 
not consider price as a determining factor in the purchasing of smartphones (only 29% of the respondents 
said that price is a determinant factor). This indicates that demand will be high no matter the price of 
smartphones, the demands are still high. The demand is further supported by third parties (banks) that 
collaborate with resellers. This demand is also supported by third parties (banks) that collaborate with 
resellers to offer loans to Bruneians to pay for smartphones by installments. As a matter of fact, market 
segmentation for smartphones in Brunei is still promising, especially for the younger generation as they 
are prepared to pay for a product they want to experience. However, it is noticeable that the psychologi-
cal price limit is about $1000 as many are reluctant to pay more than $1000.

It is recommended to promote smartphone products through one of the market mix elements known 
as promotional mix or promotional plan to support the smartphone sensitivity issue.

Moreover, to support the smartphone price sensitivity issue, it is recommended to promote smart-
phone products through one of the market mix elements known as promotional mix or promotional plan. 
There are five promotional mixes or promotional plans: personal selling, advertising, sales promotion, 
direct marketing, and publicity. A promotional mix specifies how much attention is needed for each of 
the five subcategories, and the financial budget for each. A promotional plan can have a wide range of 
objectives, including a sales increase, new product acceptance, creation of brand equity, positioning, 
competitive retaliation, or creation of a corporate image. Fundamentally, however, there are three basic 
objectives of promotion (Kotler & Keller, 2011). These are:

1.  To present information to consumers as well as others.
2.  To increase demand.
3.  To differentiate a product.

There are different ways to promote a product in by utilizing different areas of media. Promoters 
could use Internet advertisement, special events, endorsements, and newspapers to advertise their prod-

Table 4. Comparison between income and behavior

Behavior (Reason buying because of) Percent
Behavior

Most likely Moderate Unlikely

Price 29% V

Function 78% V

Style and appearance 42% V

Size and weight 33% V

Trend 23% V

Social Networking 61% V

Note: Income less than B$ 2000 is 66%, price of phone (B$200 - $B 1000 or above is 91%, and level of satisfaction (satisfied) is 61%
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uct. Many times,T the incentiveenticement to buy a product is usually due to discounts, free items, or a 
contest, also known as psychological promotion.

Emotive vs. Functional

If we overlay the theory of reasoned action on the stages of the purchase experience, we can interpret 
the evaluation experience in light of a given purchase journey. The utilization of the ‘theory of reasoned 
action’ as a model for preference formation explains why such evaluation takes place. When an indi-
vidual is considering to buy a new smartphone, he/she tends to follow the model of Customer Preference 
Formation consumer behavior proposed by Schiffman & Kanuk (2004). A smartphone customer may 
have a preference profile with a number of emotive and functional components that must be met for a 
preference to form. Emotive attributes refer to dignity, authenticity, integrity, empathy, sincerity, and 
timeliness. On the other hand, functional attributes are product/service focused and often refer to the 
functional components of the offering. Function attributes are efficiency, effectiveness, consistency, 
availability, responsiveness, and convenience (Oliver, Rust & Varki, 1997).

The evaluation experience is not simply focused on the performance and reliability of smartphones 
but also on how customers are treated. The emotive elements of customers’ treatment can be clearly 
defined and measured as the functional components of the experience. However, each customer is unique 
and different. They have different functions or emotive demands. The key to understanding customer 
preference is to understand the number of evaluation experiences existing within a single market, what 
the mix of emotive and functional attributes are with each experience, and which of the attributes provide 
the greatest return on investment which comprises a preference demand that is a requirement within 
several of the identified customer segments. For instance, the factors influencing the buying of the 
device are in accordance with their personal attitude towards the decision making. In this survey, most 
of the respondents look at the function of the device. This is because people want to find out about the 
device’s content functions and its friendliness interoperability to other applications. Another important 
feature is the size and mass followed by its appearance.

The size of a smartphone is also taken into consideration by an individual. Consumers tend to prefer 
lighter phones with bigger screens. Each individual’s preference is different in product’s appearance in 
terms of color and design.

An individual can evaluate an outcome of a product or service from functionalities as well as emotive 
factors. Apart from functionalities, emotive factors can determine how individuals evaluate an outcome of 
a product or service. Emotive factors are closely related to the managing of customer relationship. Many 
companies cannot align to the preferences of customers. Companies should provide the best customer 
service before and after sales to prevail and triumph over competitors.

The fact that customer service expectations in smartphones are high poses a serious challenge to 
companies as they have to make an exceptional impression on every customer. Organizations’ strategies 
should transform customer strategies and systems to customer engagement. Proactive strategies will im-
prove customer services. Great customer support will increase loyalty, revenue, brand recognition, and 
business opportunity. Therefore, the ‘theory of reasoned action’ suggests that the emotive and functional 
factors must integrate since both components are evaluated by customers.

Furthermore, based on the model of Customer Preference Formation Consumer Behavior of Schiffman 
& Kanuk (2004), functional and emotive outcomes determine the evaluation leading to the purchasing 
of a preferred smartphone. In the case of Bruneians, both factors are comparable in determining the 
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final decision of one’s preference. Function is not the only element for buying a product albeit it being 
the main reason in the study.

Albeit being the main reason for buying a product, the function is not the only element. For instance, 
in the case of Blackberry and HTC users in the country, HTC has a much bigger market share (15%) 
compared to Blackberry (3%). The issue here is not just within the domain of functionalities because 
both have similar functionalities. The determinant factor in this case is the emotive factor which is more 
dominant. The Blackberry is a new player in Brunei’s market and this evidently affects customer’s 
preference because they are less familiar to the new product and the customer service centers are hardly 
available. Secondly, the price of HTC is much cheaper. Overall, psychological pricing uses the customer’s 
emotional response to encourage sales. By pricing products strategically, a company may increase sales 
without significantly reducing prices. While from the perspective of customers, psychological pricing 
for smartphones is less than B$1000. Only a few people will buy the product that is over the psychologi-
cal price limit.

Social Networks

The intention to afford the product is also determined by subjective comparison norm, which is influenced 
by “the conviction that the choice is considered correct by others” and “the motivation to comply with 
the opinion of others” as shown in Figure 1. The survey revealed that 61% of the users use smartphones 
for social networking activities. Social Networks refers to the Web 2.0 technology that customers may 
freely join. A social network provides a medium for customers/users to interact virtually.

Pombriant (2009) analyzed that customers have more control over their relationships with the organi-
zation than they did a few years ago. This is because customers have access to new levels of education, 
wealth and information. This is a social change that has an impact on all organizations. Activities of shar-
ing and conversation through social networks affect the preferences of the users which comply with the 
theory of model of Customer Preference Formation Consumer Behavior of Schiffman & Kanuk (2004).

In order to capture customers’ subjective comparative norm, conversations which take place in relevant 
social networks should be monitored by either smartphones manufacturer or a service provider. Note that 
a smartphone manufacturer or a service provider can create a dedicated social network or alternatively 
join the existing social network to monitor conversations for useful feedback. Furthermore, it is also 
advised that a service provider or a manufacturer to be actively involved in the discussions occurring 
in social networks, offering professional advice or other services. In summary, the intention to afford 
certain products as stated in the theory (see Figure 1) is also determined by subjective comparison norm 
that is taking place in social networks.

CONCLUSION

Smartphones are definitely highly adopted in Brunei Darussalam. We found that the usage of smart-
phones in Brunei Darussalam is dominated by the younger generation, and they consider smartphones 
as a necessity, meaning that they are attached to their smartphones. Although the older generation are 
adopting smartphones as well, their adoption is comparatively slower. This is easily understood as the 
younger generation normally adopt new technology faster than the older generation. In addition, parents 
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normally support their children to use smartphones as they think that their children will gain benefits 
from smartphones.

The strength of smartphones is the integration of communication and data processing features and 
constant connection to the Internet. Hence, besides communcation they can be used as a personal digital 
assistant. In addition, there are countless applications available to help perform useful tasks. According to 
most of our respondents, smartphones are very useful and convenient for them. As a result, they believe 
that there will be a growing reliance on smartphones in the near future. This is because the applications 
available on smartphones are almost similar to those of computers or laptops, but with the advantage of 
portability. Few also mentioned that with the variety of brands with the same features, prices of smart-
phones are expected to be cheaper in the future.

Price is not a key parameter for customers to buy a smartphone in Brunei. For them, performance and 
appearance are more important. However, we found that the psychological price is BND $1000, meaning 
that many consumers are reluctant to pay more than BND $1000. We consider that it is important for 
suppliers or resellers to understand the price sensitivity of their customers, as the knowledge of price 
sensitivity can be used as an effective psychological strategy to sell a product/service.

Most of the time, respondents use their smartphones for social networking and this is not surpris-
ing as most people around the world use this to communicate conveniently at low cost. Some popular 
social networking sites are Facebook, Twitter, Whatsapp, Instagram, and recently Telegram. Most of 
the respondents agree that smart mobile devices have influenced society in a positive way, including 
education. Finally, smartphones or tablets can be used as tools for teaching and learning as there are 
many applications that can be used to assist or enhance teaching and learning.

The study reveals the customer’s evaluation process in purchasing smartphone. The theory of reasoned 
action is successfully employed as a model to explain why such an evaluation take place and the role 
of customer preference. When a customer considers to buy a new smartphone, he/she tends to follow 
the model of Customer Preference Formation whereas a customer may have a preference profile with a 
number of emotive and functional components that must be met. The emotive component of consumer’s 
treatment can define as the functional components of the consumer’s experience. Therefore, the evalua-
tion is not simply focused on the performance and reliability of smartphones but also on how consumers 
are treated during and after sales.
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KEY TERMS AND DEFINITIONS

Cell Phone: A cell phone is an older mobile phone that can be used to make calls or send short text 
messages (sms) via a cellular system.

Consumer Behaviour: A study on behaviour of consumers and the way they make decisions to 
select, consume, and dispose of products and services.

GPS: Global Positioning System (GPS) is a satellite-based navigation system that allows people who 
have receivers to pinpoint their geographic location.

Smartphone: A smartphone is a mobile phone the let one not only making calls, sending short mes-
sages, but also surf the Internet, playing games, listening music, watching movies and other capability 
normally provided by a computers such as writing and editing documents, sending and receiving emails 
and run myriad of available apps.

Social Media: Social media is websites of web-based tools that allow people to have social networking 
in which they communicate, interact, collaborate, by creating and sharing information and knowledge.

Social Network: A network of social actors (individuals or organizations) who interact and share 
information and knowledge through social media.


