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Abstract 

This research aims to investigate the preferences that these students have regarding 

mobile brands and all the factors that influence their choices in the contemporary digital 

world. Smart phones have become highly important tools for scholars, and they are used for 

academic functions as well as enjoyment. People are really getting into smart phones because 

they can do a lot of things that other device cannot do. Smart phones are something that 

people use all the time. That is what makes them so interesting to talk about and understand 

how they affect our daily life. Mobile brand preference means the mobile brand students like 

most. Students choose brands based on factors such as price, features, appearance, 

performance, camera quality, and public image. There are four types of brand preference: 

hardcore, split, shifting, and no preference. Brand preference is important because it reflects 

product quality, customer satisfaction, emotions, and social identity. The study employs a 

descriptive type of research design, which used primary data collected from a structured 

questionnaire among 50 college students selected using a convenient sampling method. The 

secondary data are collected from various journals, web articles, and reports. The analysis of 

the data used percentage analysis, which was complemented by tables and graphics. 

 

Keywords: Mobile Brand Preference, Student Consumers, Buying Decision Factors, 

Customer Satisfaction AI shapes students buying decisions, spending and value perception. 

Mobile brands use AI to gain an edge and support financial apps. The study finds AI helps 

students make informed choices by comparing prices, features and reviews. 

 

Introduction  

There was a time when phones used to be just basic communication tools, but now 

they have become complex devices that can understand and adapt according to ours needs. 

This is where the advancement of AI in smart phones has been incredible. Artificial 
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intelligence (AI) is becoming increasingly common in contemporary smart phones, changing 

the manner in which users interact with their mobile phones. Students typically employ the 

usage of smart phones not only for the purpose of communication, but for educational and 

entertainment, as well as the creation of content on various networks and platforms on the 

internet. Although the traditional parameters of cost, design, and performance continue to 

play an important role in influencing the purchase of mobile brands, AI can be recognized as 

the emerging and additional influential factor among students in perceiving value for money 

and brand image on the internet and the web. 

 

In 2022, the value of the global mobile artificial intelligence market was 13.40 billion 

and is estimated to grow at a compound annual growth rate of 26.9% from 2023 to 2030. Key 

milestones that AI traversed on the mobile phone journey are voice recognition, predictive 

text, and personal assistants. Today, it has deeply embedded itself into mobile operating 

systems with functions such as facial recognition, augmented reality, and optimizing 

performance based on user behavior. 

 

Statement of the Problem 

There was such a variety of available mobile phone brands to students, such as 

Samsung, Apple, Xiaomi, Oppo and Vivo that a student has Brand Reputation, 

Functionality, Cost, Camera Quality, Battery Life and Peer Recommendations to influence 

their choice of device. With smart phones that have numerous AI features, many students 

are utilizing their mobile phones for a variety of academic assistance, communication, 

security of personal data, budgeting expenses and preventing fraud, improving their Digital 

and Technological Skills and promoting healthy ways to use technology. Some recent 

studies have indicated that little is known about what influences students to select the 

particular mobile brand they chose. There are also negative effects associated with mobile 

phones, such as issues of Privacy, Digital Wellness and difficulties for students in assisting 

with responsible use of AI technology. The purpose of this study is to understand what 

mobile brands students prefer, what influences their preferences and how AI technology 

will impact them. 

 

Scope of the Study 

The horizon of innovations in the realm of Artificial Intelligence (AI) in the world of 
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mobile brands is widening swiftly, and the impact is being felt in the manufacture of smart 

phones as well as the usage habits of the public. In the case of student consumers, the impact 

is substantial, as they come from an adaptive and digitally engaging community. 

 

The Relationship with AI  

AI may influence consumption regarding purchasing decisions, recommendations, 

interaction, satisfaction, information sharing, and safety. It is important to note that the 

competence and ease of use of AI tools bear significance. The perception of ease relates to 

use, emotional character, and interactivity, and might lead to the perception of trust and thus 

characterize a good relationship. 

 

The Functionality of AI 

AI can offer solutions to problems in numerous ways. Even when there is a need to 

compare prices, the response potential is huge, which may, in turn, boost price wars and 

market crashes. This is why it is important that businesses must prepare and execute the 

necessary processes through the aid of data and AI. The technologies will benefit those 

businesses that implement the right strategies while taking care that the preferences of every 

consumer profile are respected, aiming to create a balance between humanization and 

convenience without undermining effectiveness. 

 

Online Challenges 

E-commerce has presented several challenges to companies related to trust and 

security. This issue is related to the current concerns about data security and privacy, which 

tend to be more concerning in money-related matters, for example. On AI, effectiveness and 

ease make use convenient. However, besides the mentioned factors, security, social influence, 

ethics, and performance expectations, among others, also influence use. 

 

Scope of AI Innovations in Mobile Brands 

AI-Powered Camera and Multimedia 

AI allows image and video enhancement capabilities like scene analysis, low light 

enhancement, and portrait effects. This is particularly relevant to students who engage 

actively in using social networking, content development, and virtual communication. 
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Customized User Experience 

AI allows smart phones to learn the usage patterns of users and offer notifications, 

application suggestions, and settings based on these patterns. This proves to be student-

friendly because it makes student interactions with the phone effortless by allowing the phone 

to learn their patterns.  

 

Artificial Intelligence and Smart Assistants 

Artificial Intelligence Voice assistants and AI applications help students create 

reminders, organize their schedules, search. They can extend the functionality of smart 

phones from communication aides to learning buddies. 

 

Affordable AI Integration 

Today, many brands have introduced AI functionality in their mid and low-budget 

phones, allowing students to have the best possible technology, no matter how limited their 

budget is. 

 

Objectives of the Study 

• Examine which mobile phone brands students prefer and the reasons behind their 

choices (e.g., reputation, price, features). 

• Assess the impact of AI-enabled features on students’ education, financial 

management, communication, and overall quality of life. 

• Evaluate the positive and negative effects of AI in mobile devices, including privacy, 

digital well-being, and responsible us 

 

Research Design 

A research design is a plan or method used to collect, analyze, and present data for a 

study. It helps guide the research from beginning to end. 

 

Nature of the Study 

This study is descriptive in nature. It is used to describe the preferences and opinions 

of students regarding different mobile brands. 
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Nature of Data 

Primary data is collected directly from students through a questionnaire. 

Secondary data is taken from websites, articles, and mobile industry reports. 

 

Source of Data 

Primary source: Answers collected from students using a structured questionnaire 

Secondary source: Information from mobile brand websites, articles, reports, and Journals 

that talk about brand popularity and market trends. 

 

Sample Design 

This study uses a convenient sampling method. A total of 50 students were selected 

for the survey based on availability and willingness to participate. 

 

Nature of Population 

The population includes college students. 

 

Sample Unit 

Each student who responded to the questionnaire is considered a sample unit. 

 

Method of Sampling 

The study uses convenient sampling. This means students who were easily available 

and ready to respond were selected. To make it more balanced, the sample was divided into 

two groups: male students and female students 

 

Review of Literature 

A literature review is an overview of the previously published works on a topic. It is a 

report of studies found in the literature related to the specific topic. Several studies have 

explored mobile brand preferences among students, highlighting that affordability, features, 

and performance are key factors influencing their choices. Researchers have noted that 

students tend to prefer brands that offer the latest technology within a reasonable price range. 

Marketing strategies, peer influence, and online reviews also play a significant role in 

shaping their decisions. 
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• Mishra and Verma (2023) 

Mishra and Verma conducted a study to understand mobile brand preferences among 

college students, focusing on popular brands and influencing factors. Using a structured 

questionnaire with 120 students via convenient sampling, they found Xiaomi, Samsung, and 

Realme to be top choices. Key factors included affordability, camera quality, battery life, and 

online reviews. Their study highlighted that student make informed and flexible brand 

choices based on current trends and peer influence. 

 

• Gupta (2022) 

Gupta’s research explored the factors influencing mobile phone choices among 120 

randomly selected college students. The study used a structured questionnaire and analyzed 

data through Excel, identifying affordability, performance, peer influence, and online reviews 

as major decision drivers. While specific brands were not named, students preferred feature-

rich, cost- effective phones, indicating a dynamic market with low brand loyalty. 

 

• Kumar and Sharma (2021) 

Kumar and Sharma studied the mobile brand preferences of 100 college Students 

using random sampling and a descriptive research approach. Samsung, Vivo, and Apple 

emerged as preferred brands. Students based their choices on battery life, performance, 

design, and camera quality, often influenced by friends and online reviews. The study 

emphasized students’ preference for reliable and stylish phones 

 

• Das and Roy (2020) 

Das and Roy surveyed 150 college students to identify top mobile brands and key 

purchase factors. Using Excel and SPSS for analysis, they found Samsung, Xiaomi, and 

Oppo were the most favored due to affordability, camera clarity, and internal storage. The 

research showed that both technical features and social influences, such as advertising and 

peer recommendations, shaped student choices. 

 

• Rao Et Al. (2020) 

Rao et al. conducted a descriptive-analytical study involving 300 college students 

from the Amaravati region, using stratified random sampling. Their findings highlighted the 

influence of brand value, screen size, and promotional offers on mobile phone choices. 
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Students frequently switched brands, driven by peer influence and market trends, reflecting 

low brand loyalty and a preference for value-balanced product 

 

Thoeritical Framework 

▪ Meaning Of Mobile Brand Preference Among Students 

Mobile brand preference refers to the choice or inclination students show toward 

specific mobile phone brands over others. This preference is often based on features, pricing, 

social influence, and brand image. It reflects their buying behavior and satisfaction level with 

technology. 

 

▪ Definitions Of Mobile Brand Preference 

According to Kotler, brand preference is “the degree to which customers favor one 

brand over another.” 

 

According to Schiffman & Kanuk, brand preference is “a consumer behavior pattern 

where a consumer prefers a particular brand over competing options due to perceived quality, 

experience, or emotional connection.” 

 

▪ Features Of Mobile Brand Preference Among Students 

• Affordability: Students often prefer brands that offer high features at lower prices. 

• Design and Innovation: Sleek, trendy designs and new technologies attract students. 

• Performance: Good battery life, speed, and storage are critical factors. 

• Camera Quality: Many students prioritize phones with high-resolution cameras. 

• Social Influence: Peer opinion, influencer reviews, and brand popularity affect choices. 

• After-Sales Service: Reliable service centers and warranties boost brand trust. 

 

▪ Factors Affecting Mobile Brand Preference 

• Price Sensitivity: Students often have limited budgets, so cost is a major factor. 

• Features and Specifications: RAM, storage, camera, processor, and battery 

influence decisions. 

• Brand Image and Reputation: Well-known brands like Apple, Samsung, Xiaomi, 

and OnePlus create strong impressions. 

• Peer Influence: Friends and social media greatly influence brand choices. 
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• Advertising and Promotion: Attractive campaigns and offers attract students. 

• User Experience: Positive reviews and hands-on experience influence repeat 

purchases. 

 

▪ Types Of Brand Preference 

o Hard Core Loyalty: Students who always buy the same brand, e.g., only iPhones. 

o Split Loyalty: Preference shared between two or three brands, e.g., Samsung 

and Vivo. 

o Shifting Loyalty: Preference changes based on new models or promotions. 

o No Loyalty: Students buy based on current deals or features, without brand 

attachment. 

 

▪ Components Of Brand Preference 

• Product Quality: Performance and durability of the mobile. 

• Customer Satisfaction: Satisfaction after use influences future purchases. 

• Emotional Connection: A sense of pride or attachment to a brand. 

• Social Identity: Preference based on how owning a brand reflects the student’s 

personality. 

 

▪ Factors Influencing Students' Choice Of Mobile Brand 

▪ Economic Factors: Budget constraints and financial support from parents. 

▪ Cultural Influence: Family preferences and regional brand popularity. 

▪ Technological Awareness: Students who follow tech trends prefer advanced 

brands. 

▪ Marketing Influence: Promotions, discounts, and online sales impact preferences. 

▪ Academic or Professional Needs: Dependence on apps, storage, or camera for 

content creation or studies. 

▪ Parental Approval: Parents may guide or limit brand choices based on cost or 

reputation. 

 

▪ Advantages Of Preferred Brands To Students 

• Value for Money: High satisfaction for the money spent. 

• Enhanced Productivity: Devices suited for study and entertainment increase 
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efficiency. 

• Peer Recognition: Popular brands may boost a student’s confidence and social 

standing. 

• Better Features: Preferred brands tend to offer innovative features that benefit 

students. 

• Customer Support: Trusted brands provide reliable service and long term satisfact 

 

Data Analysis 

1. Analysis: Awareness Of AI  Features 

The students-as-consumers group is aware of the AI capabilities offered by advanced 

smartphones. The popular AI capabilities include face unlocking, fingerprint recognition, AI-

based voice assistants, and smart notifications. 

 

Example: Most students must be aware of Google Assistant or Siri that can answer 

questions, set an alarm, or search data using a voice command. It shows that AI capabilities 

are integrated into the normal usage of a smartphone 

 

2. Analysis: Impact On Academic Activities 

Innovations in the field of AI assist students in completing their academic work 

efficiently. Functions like speech typing, scanning documents, and translation help in 

learning and completing homework.  

Example: Customers employ Google Lens to scan notes extracted from texts within 

their textbooks to turn the texts into digital formats. Others use the technology to translate 

texts from one language to another to enhance their learning. 
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3. Analysis: Performance And Battery Optimisation 

Artificial intelligence enhances mobile device performance by controlling background 

applications and decreasing battery use. This is vital for a student considering the amount of 

time spent on mobile devices. 

Example: Samsung’s AI battery saving mode learns usage habits and cuts down on 

power consumption from unused apps so that students can have online classes without 

constantly charging 

 

4. Security And Privacy Through AI 

Artificial intelligence is a critical component in improving smartphone security. 

Facial recognition and fingerprint scanning, which are biometric recognition systems based 

on AI technology, offer secure entrance. AI systems are also responsible for detecting 

suspicious actions, malware, and other activities performed by unauthorized apps. 
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For students, data security is also relevant considering that smartphones retain 

academic files, personal information, and financial data. AI guarantees secure digital use and 

guards against cyber-attacks. 

 

Example: 

Facial recognition technology keeps others from accessing the phone as well as the 

academic information of the student. 

 

5. AI And Productivity Enhancement 

AI enhances the productivity of students by assisting in managing time, tasks, and 

online activities. Functions such as intelligent reminders, AI-powered calendars, focus 

modes, and app use analysis enable students to stay organized and minimize disturbances. 

 

AI can also multitask by forecasting app usage and system resource allocation. This 

results in smoother functionality while performing educational tasks such as online exams or 

projects. 

 

Example:  

AI-related notifications remind students about exam schedules, submittable work, and 

class schedules. These help the students plan effectively. 
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Findings 

▪ Virtual assistant technology, including Apple's Siri and Google Assistant, has been used 

by college-age respondents to conduct simple tasks like searching for information, 

creating reminders, and scheduling appointments which illustrates the extent to which AI 

has been incorporated into mainstream society. 

 

▪ Students utilize AI innovations such as Google Lens to convert printed materials into 

digital versions and due to the rapid pace of technological advancements, students can 

convert printed textbooks to digital formats as well to provide additional access and 

comprehension of their academic content. 

 

▪ Since many students are participating in classes online, AI-driven performance and 

battery optimization capabilities are assisting students with limiting their reliance on 

charging devices frequently. 

 

▪ AI technologies also allow for the identification of suspicious activity, malware, and 

unapproved applications on devices. This helps to reduce the risk of potential cyber 

attacks against students' devices. 

 

▪ Students can achieve greater levels of privacy and security through biometric 

authentication methods. Furthermore, students can access their academic information 

securely using AI-based security technologies. 

 

▪ AI technology has enhanced productivity for students through its ability to help students 

manage their time, organize their tasks, and create schedules by sending intelligent 

reminders and making use of AI-powered calendars. 
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Suggestion 

• Students need to practice a balance in the use of AI so as not to be overly dependent 

on them, avoiding excessive screen time. 

• Students are recommended to choose smart phones with AI features that actually 

benefit their academic and personal needs. 

• Be More Mindful of Privacy Settings 

• Students should learn how to manage permissions and option for data-sharing in apps. 

• Mobile companies need to incorporate AI functionalities within the price range of 

student-friendly smart phones. 

• Strengthen Data Privacy and Security 

• Privacy policies must be in place, focusing on students' trust, to successfully utilize 

their data. 

• Upgrades in AI can promote improvement in performance, security, and user 

experience without any regular upgrades in hardware 

 

Conclusion 

AI developments have emerged as an important driver in the mobile industry, 

transforming smart phones into smart learning assistants and powerful productivity tools. 

Mobile brands have increasingly integrated AI technology into their products through 

features such as smart cameras, AI-driven virtual assistants, performance optimization, and 

enhanced security systems. For students, who are a major target group, these AI innovations 

play a significant role in supporting learning, communication, creativity, and daily activities. 

 

AI-enabled smart phones allow students to access online learning resources, manage 

their time efficiently, personalize study schedules, and improve academic performance 

through intelligent apps and tools. Features like voice assistants, language translation, and 

AI-based note-taking further enhance students’ learning experiences. At the same time, AI 

innovations influence students’ Smartphone purchasing decisions, as they tend to prefer 

mobile brands that offer advanced AI features at affordable prices and provide long-term 

value. 

 

However, the adoption of AI in mobile phones also presents certain challenges. Issues 

such as high costs of advanced devices, privacy and data security concerns, overdependence 
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on AI-based tools, and the growing digital divide among students from different socio-

economic backgrounds cannot be ignored. Therefore, while AI innovation in mobile brands 

offers numerous benefits to students, it is essential to promote responsible usage and ensure 

balanced access to technology 
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