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                                      Abstract 

 
This iproject igives ia icontext istudy iof ithe itopic iCONSUMER iPREFRENCE iTOWARDS iBUYING 

iLAPTOP. iit istarts iwith ithe idemonstrate iof ithe idefinition iof ithr iconsumer ibehaviour iand i imodel iof 

iconsumer ibehaviour.Following iwith ithe iillustration iof idifferent ifactors ithat iinfluence ithe 

iconsumer ibehaviour ialong iwith ithe ibuying idecision iprocess iin iorder ito iunderstand i ithe iessence iof 

iconsumer ibehaviour iending iwith ithe iemphasis iwill ibe ion ithe ibrand ifield. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

OBJECTIVES iOF iTHE iSTUDY 

 
 

 

The iobjectives iof ithis iparticular istudy iare:- 

1. iTo iknow ithe ipreferences iof idiffere int itypes iof ibranded ilaptops iby ithe 

people iin iGr. iNoida. 

2. iTo istudy ion iwhich iare iimportant iin ichoosing ibrand iof ilaptop. i 

3. iTo iknow ithe isatisfaction iwhich idifferent ilaptop ibrands ican igive. 

4. iTo iidentify ithe iperception iof iconsumers itowards ithe ilaptop ipositioning istrategy. 

5.iToiknowitheiconsumeripreferenceitowardsilaptopiinitheipresentiera. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

RESEARCHiiMETHODOLOGYi 

 
• Methodology iis ivery iimportant ipart iof ithe iproject. iThough ithe iobjective iis iset ibut iif ithe 

imethodology iused iis inot icorrect ithe idata iinterpreted iwill ibe imisleading. iSo iit iis ivery imuch 

inecessary ithat iprecautions ishould ibe itaken iwhile ideciding ithe imethodology ito ibe iused ifor 

ithe icollection iand ianalysis iof idata. 

• This iproject iis iprepared iwith ithe ihelp iof itheoretical iknowledge ias iwell ias ipractical 

iknowledge i& ia icrumb iof iadvises i& isuggestions ifrom imy imentor. iThe itheoretical ipart iis 

itaken ifrom ivarious ibooks i& iinternet iavailable ion ithis isubject. 

Research iDesign 

• Descriptive 

• Descriptive iis iselected ibecause 

 

1. Variables ihave ibeen iidentified. 

2. I iwanted ito idescribe ithe icharacteristic iof ivariables. 

Sample iSize 

• 100 iRespondents 

Sample iDesign 

• Non iprobability iConvenience i( ibecause) i: 

▪ Population iis ifinite. 

▪ Source ilist iis inot iavailable. 

 

 



Collection iof iData 

The ireliability iof ithe iresult idepends iupon ithe idata icollection ito iconduct ia ipurposeful iresearch. iThe 

imarket iresearchers ineed ivarious itype iof iinformation iregarding imarket, iproduct iand imarketing 

ipolicies. iThe ibasic imeans iof iobtaining iprimary idata iis icommunicating iwith ithe ivarious 

icustomers.iCommunicating iinvolves iquestioning ito ithe icustomers ito isecure ithe idesired iinformation 

iusing ithe idata icollecting itechnique icalled iquestionnaire. iThe iquestion iwill ibe iasked iin ithe iwriting. 

iThis itechnique iwas ivery iuseful ifor icollecting idata iregarding iperception iof ithe iresearcher. 

 

Data iTypes 

There iare itwo itypes iof idata: 

• Primary idata 

• Secondary idata 

Both i iprimary i& isecondary idata ihas ibeen icollected ifor ithe istudy, iboth iplay ivital irole iat ithe itime 

iof ianalysis ito igive ia isuitable irecommendation ito ithe iexisting iproblems, iprimary idata iplayed ia 

imajor irole, ialso isecondary idata iis inecessary ito igive iproper isupport ito iprimary idata. 

iiiiiiinitheimarketiresearchiconducted, iiihaveigatherediPrimaryidataifromidifferentisourcesilikeiiiiiiii 

iiiiiiquestionnairesiandisurveysi&iSecondaryidataiisourceiisiiinternetiandiprinti 

iiiiiimedia. 

 

Survey iMethod 

Survey iis ia isystematic igathering iof idata ifrom ithe irespondents ithrough ithe iQuestionnaire. iThis iis ithe 

imost iwidely iused imethod ifor ithe iresearch. iTwo iopinions iare iavailable ito ithe iperson iconducting ithe 

imarket iresearch ieither ihe isurveys ithe ientire iuniverse ior ia ipart iof ithe iuniverse iand idraws 

iconclusions iabout ithe iwhole iuniverse ion ithe ibasis ithe iinformation iobtained ion istudying ia ipart iof iit. 

iin isurvey itwo imethods iare iused ione iis iquestionnaire imethod iand ianother iis iinterview imethod. 

 

 

 

ResearchiObjective 



 
i 
Primaryiobjectivei 
 
➢ Aistudy ioniStudent’siBuyingiBehavioritowardsilaptops.i 

 

 iSecondary iobjective i 
 
➢ Toiknowitheipreferenceiofistudentsiwhileipurchasingiofilaptops.i 

➢ Toiknowitheiperceptioniofistudentsitowardsilaptops.i 

➢ Toistudyitheibuyingipatterniofistudentsiwhileipurchasingiofilaptops.i 

 

 

Scopeiofitheistudy 
i 
➢ ThisireportiisilimiteditoisurveyiareaiiniGr.iNoidaiabouticonsumeripreferencesitowardsibuyingilaptopsi

amongiyouth.i 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 i i i i i CHAPTER-2 

        COMPANY iPROFILE 

“The ilaptop icomputers iare imade ifor iincreasing ithe iconvenience iof iusers. iThe ilaptop icomputer iis 

iportable iequipment. iThe ilaptop icomputers iare iportable idue ito ilight iweight. iThey ihave imany 

ifeatures iwhen ithey iare icompared iwith idesktop icomputers. iLaptop icomputers iare ioperated iusing 

ibuilt iin ibatteries. iThese ibatteries iare imade ifor ilong ilife. iThe ilaptop icomputer ihas ia ibuilt iin itouch 

ipad iso ithat iit ican ibe ioperated iwithout ia imouse. iThe ikey iboard iand imonitor ihave ialso ibeen ibuilt iin, 

iso ithat ithe iequipment ifacilitates iall ifunctions. 

The ilaptop icomputers iare ismaller iand ienergy iefficient. iThe iparts iused ito imake ithem iare iexpensive. 

iThe ifacilities iprovided iin ia ilaptop icomputer iare isimilar ito ithat iof ia idesktop icomputer. iDifferent 

iversions iof ilaptops iare iavailable iin ithe imarket iwith ilarge iscreens, ihigh icapacity igraphic icards ietc. 

The ispecialty iin ilaptop icomputers iincludes ilight iweight iand ilower ienergy iconsumption. iAlso ithey 

iare iless inoisy iand ieasy ito ihandle. iSimilar ito idesktop icomputers ithe ilaptop icomputers iinclude 

imother iboard, iprocessor, ihard idisk, imemory, igraphic icard, ikeyboard, imouse iand idisplay idevice. 

The imajor ibenefits iof ia ilaptop icomputer iare ithat iit iis ilighter iin iweight iand ican ibe iused iwhile 

travelling. iThe idisadvantage iof ia ilaptop icomputer iis ithat iit idoes inot isupport ifor iexpansion ior 

upgrade. iThe ilaptop icomputers iare iequipped iwith ibuilt iin iwireless inetwork icards. iit ifacilitates 

users ito iconnect ito ithe iinternet iwithout ia icable. 

 

Processor, igraphics iand imemory iProcessor i(CPU) 

 
The iprocessor, iusually iintel ior iAMD, iis ithe imain ibrain iof iyour icomputer iand ihas ithe ibiggest 

effect ion ihow iyour ilaptop iwill irun. 

Most iare iat ileast idual-core i- itwo iprocessors ion ione ichip isharing ithe iworkload. iSome iintel's 

processors iuse i'Hyper-threading', iboosting ithe idual icore iprocessor ito iact ilike ia iquad-core ione. 



Processor iclock ispeed i(in iGHz) ihas isome iimpact ion iperformance i- ithe ihigher ithe ifigure, ithe 

faster ithe icomputer. 

If iyou’re ilooking ifor ia ihigh-performance ilaptop, ior isomething ithat'll ilast iyou ifor ia igood ifew 

years,igoiforiaifasteriprocessor. 

 

Memory i(Ram) 

 
Ram i(random iaccess imemory) iis iyour ilaptop's ishort-term imemory, istoring iinformation iwhile 

you're iusing ithe ilaptop i(the ihard idrive iis iused ifor ilong-term ifile istorage). 

The iamount iof iRam iyour ilaptop ihas idetermines ihow imany itasks iit ican iaccomplish 

simultaneously. 

Aim ifor ias imuch iRam ias iyou ican iafford i– iideally iat ileast i4GB ito imake iit ieasier ito irip imusic 

while iyou're isurfing ithe inet, iupdating iyour isecurity isoftware, iand isending iand ireceiving iemails. 

With isome ilaptops iyou ican iadd imore iRam ilater, ibut iit’s imore icomplicated ithan iadding iRam 

toiaidesktopiPC. 

 

 

 

 

Graphics icard 

 
Laptops icome iwith ieither iintegrated ior idedicated igraphics. 

Laptops iwith iintegrated igraphics iuse ia ichunk iof ithe ilaptop’s imemory i(Ram). iThis iis ifine iif 

you’re ijust iplanning ito ido ibasic, ieveryday itasks, ibut iif iyou iwant ito iplay igames ior iuse ivideoediting 

software, ifor iexample, iit’s ibest ito igo ifor ia ilaptop iwith ia iseparate igraphics icard, ifreeing 

up iyour iRam. 

Expectitoipayimoreiforiailaptopiwithiaidedicatedigraphicsicard. 

 

 

 

Laptop istorage 

 
Hard idisk idrive i(HDD) 
The ihard idisk iprovides imemory ifor ilong-term idata istorage i– imeasured iin igigabytes i(GB). 



It istores ithe ioperating isystem iand iapplications i(programs) ias iwell ias ifiles iincluding imusic, 

photos iand idocuments. 

We irecommend ia iminimum iof i500GB ihard idisk ispace i- istoring ivideo, ihigh-resolution iphotos, 

music iand isoftware iuses iup ia ilot iof ispace. 

If iin idoubt, igo ifor imore ihard idrive ispace iif iyou ican iafford iit. 

 

Solid istate idrive i(SDD) 
Solid istate idrives iwork ilike ihard idrives. iThere iare ino imoving iparts i– iso ithey idon’t’ iget ias ihot 

 iand ishould ihelp iproduce ifaster istart-up itimes iand iprocessing, iand ialso iextend ibattery ilife. 

The idownside iis iit idoesn't ioffer ias imuch ispace ias ia ihard idisk idrive. 

Many ipremium ilaptops, isuch ias iultra-books ihave ia isolid istate idrive i(the imost icommon isize iis 

128GB) i, ior ia ihybrid iof iSSD iand ihard idisk istorage. 

Hybrids ioften itake ithe iform iof ia i16GB isolid istate icache ito iboost iloading ispeeds iwhile ikeeping 

the ilarger istorage icapacity iwith ithe inormal ihard idrive. iin ithis icase iyou ican’t isave ifiles ito ithe 

SSD. 

 

 

 
 

 

 

 

 

Optical idrive 
Some ilaptops icome iwith ia iCD/DVD idrive. iAll ibut ithe icheapest imodels iinclude iDVD iburners 

as iwell ias iCD iburners, iso iyou ican isave ito iCD ior iDVD. iA iDVD iburner iis iuseful ifor imaking iyour 

iown ivideos iand ibacking iup ilarge iamounts iof idata i- 

DVDs ihold imuch imore idata ithan iCDs. 

Higher-end ilaptops iinclude ia iBlu-ray idrive iso iyou ican iwatch ihigh-definition i(HD) ifilms ion ithe 

move. iSlot-load idrives iare ipreferable ito itray-mounted idrives, ias ithey’re iless iprone ito ibreakage 

on ithe imove. 

Many iultra-book, ior iultra islim, ilaptops idon’t ihave ia idisk idrive, iso ithey’re islimmer iand ilighter. 

With ithese ilaptops iyou imay iwant ito iconsider igetting ian iexternal idrive ior icloud istorage ifor 

backing iup. 

 



USB, iHDMI iand imemory icard 
USB iis ithe imost icommon itype iof iconnection. iYou’ll iusually iget itwo ior ithree iUSB iports ion ia 

laptop iso iyou ican iconnect iperipherals isuch ias ia imouse ior iexternal ihard idrive iand isave ito ia 

USB i istick. 

They imay ibe iUSB i2 ior ithe ifaster iUSB i3 iports, ior ia imix iof ithe itwo. 

An iHDMI ioutput ilets iyou ihook iyour ilaptop iup ito ia iTV. 

Some ilaptops ialso ihave imemory icard islots, imaking iit ieasy ito iget iphotos ioff iof iyour icamera’s 

memory icard. 

 

Wi-Fi iand iGigabit iEthernet 
Most ilaptops iinclude ia iport ifor iconnecting ito ithe iinternet, ieither ia iwired i100Mbps ior ia ifaster 

gigabit iEthernet iconnection. 

Most ilaptops iwill inow iuse ithe ilatest i802.11n iwireless iprotocol. 

 

 

 

Laptop iscreen 

A i15-inch iscreen iis ithe iaverage isize ifor ia ilaptop. iA idesktop ireplacement-type ilaptop imight icome 

iwith ia i17-inch idisplay, iwhile iultra-portables imight igo ias ilow ias ithe i11-inch imark. iYou iwill ifind 

ioptions iin ibetween itoo. iif iyou're iplanning ito iuse iyour ilaptop ion ithe imove, iit imight ibe iworth 

iconsidering ia imatte iscreen. iGlossy idisplays itend ito isuffer ifrom ireflections. iTouch iscreens iare 

ibecoming ithe inorm iwith iWindows i8 ilaptops, icertainly ion imid iand ihigh-end imodels. 

 

Keyboard 
A ilaptop’s ikeyboard iis ismaller ithan ia idesktop icomputer’s i- ikeys iare icloser itogether, iand imay” 

also ibe ismaller. 

 

 

 

 



CHAPTER- 

i 
III 

 
 

Q1. iPlace ia itick ito iindicate iyour isex: 

Options 

i 1 2 

Content Male Female 

Count 40% 60% 
 

 

 
 

 

 
 

 

 

➢ As iper ithe igraph iabove, 

 

 i i i i i i i i i i i ithe i60% iof ithe ipopulation iare ifemales iand i40% iare ithe imales. i 

 

 

0% 20% 40% 60% 80%

Male

Female

Count i

Count



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

➢ As iper ithe iabove igraph, 

 

the i25% iof ithe ipopulation ifalls iin i15-20 iage igroup, i30% iof ithe ipopulation iis ifalling iin i21-25 

iage igroup, i25% iof ithe irespondents iare ibetween ithe iage iof i26-30 i& i20% iof ithe ipopulation 

iis ifalling iin iAbove i30 iage igroup. 

 

 

15-20
25%

21-25
30%

26-30
25%

Above 30
20%

Chart iTitle

  Q2. iin iwhich iage igroup ido iyou ifall?  
Options 1 2 3 4 

Content 15-20 21-25 26-30 
Above 

i30 

Count 25 30 25 20 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  i i i iQ3. iWhat iis iyour iincome?  
Options i 1 2 3 4 

Content 

Below 

i1000 

1000-

10000 

10000-

50000 

Above 

i50000 

Count 25 34 27 14 

 

 

 

 
 

 

 

➢ As iper ithe igraph iabove, 

 

25% iof ithe ipopulation’s iincome ifalls iBelow i1000, i34% iof ithe ipopulation ihave iincome 

ibetween i1000-10000, i27% iof ithe ipopulation ihave iincome ibetween i10000-50000 iwhereas 

i14% iof ithe ipopulation’s iincome ifalls iabove i50000. 

 

25%

34%

27%

14%

Chart iTitle

Below 1000 1000-10000 10000-50000 Above 50000



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  Q4. iOccupation   
Options 1 2 3 4 5 

Content 

Govt. 

iEmployees 

Pvt. 

iEmployees 

Self-

employeed Student Others 

Count 10 16 22 34 18 
 
 
 
 
       

 
 

 

 

10%

16%

22%34%

18%

Count i

Govt. Employees Pvt. Employees Self-employeed Student Others



➢ As iper ithe iabove igraph, 

 

10% iof ithe irespondents iare iGovt. iEmployees, i16% iof ithe irespondents iare iPvt. iEmployees, 

i22% iof ithe irespondents iare iself-employeed, i34% iof ithe irespondents iare istudents i& i18% 

iof ithe irespondents iare ifrom iother ioccupation iother ithan ithese. 

 

 

 

 

 

 

 

 

 

 

 

Q5. iindicate iyour ieducational iqualification: 

Options 1 2 3 4 

Content B.Tech B.Com B.Sc Others i(specify) 

Count 13 27 27 33 

 

 

 

 

 

 
 

 

 

➢ As iper ithe igraph iabove, 

 

13% iof ithe istudents iare ifrom iB.Tech, i27% ifrom iB.Com, i27% ifrom iB.Sc i& i33% iare ifrom 

iother icourses. 

 

13%

27%

27%

33%

Count i

B.Tech B.Com B.Sc Others (specify)



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Q6. iWhich ibrand iof ilaptop iare iyou icurrently iusing? 

Options 1 2 3 4 

Content Dell HP Apple Other(specify) 

Count 29 35 16 20 

 

 

 

 

 

 

➢ As iper ithe igraph, 

29% iof ithe ipopulation iis iusing iDell, i35% iof ithe ipopulation iis iusing iHP, iApple iis iused iby 

ionly i16% iof ithe ipopulation i& ithe iother ibrands iof ilaptops iare iused iby i20% ipeople. 

 

 

29%

35%

16%

20%

Count i

Dell HP Apple Other(specify)



 

 

 

 

 

 

 

 

 

➢ As iper ithe iabove istudy, 

41% iof ithe ipopulation iis ikeen ito iuse iApple, i25% iof ipopulation iwill iprefer ito iuse iDell, i23% 

iof ipopulation iwill iprefer iHP i& ithe irest i11% iof ipopulation iwill igo ifor iother ibrands. 

 

 

41%

25%

23%

11%

Count i

Apple Dell HP Other(specify)

 

 

 

 

 

 

 

Q7. iWhat iis ithe inext ibrand iof ilaptop iyou iwould ilike ito iprefer? 

Options 1 2 3 4  
Content Apple Dell HP Other(specify)  
Count 41 25 23 11  



 

 

 

 

Q8. iRank iyour icurrent ilaptop ion ithe ibasis iof ibrand iimage: 

Options 1 2 3 4 

Content Below i5  i6-7  i8-9 10 

Count 4 33 40 23 

 

 

 

 

➢ As iper ithe igraph iabove, 

4% iof ithe ipopulation irate itheir ilappy iBelow i5 ion ibrand iimage ibasis, i33% iof ithe ipopulation 

irate ibetween i i6-7, i40% iof ithe ipopulation irate itheir ilappy ibetween i8-9 iwhereas i23% iof ithe 

ipopulation irate i10. i i 

 

1
4%

2
33%

3
40%

4
23%

Count i



 

      

      

      

 

 

Q9. iReasons ifor ichoosing ilaptops iover icomputers: 

Options 1 2 3 4 

Content Energy isaver Space Portable Environmental iBenefits 

Count 6 0 91 3 

 

 

 

➢ As iper ithe igraph iabove, 

6% iof ithe irespondents ichoose ilaptops iover icomputer ias ithey iare ienergy isaver,91% iof ithe 

irespondents ichoose ithem ias ithey iare iportable i& i3% ipeople ichoose ithem idue ito 

ienvironmental ibenefits. 

 

6%

0%

91%

3%

Count i

Energy saver Space Portable Environmental Benefits



 

 

 

     

     

     
Q10. iColour iof ilaptop iyou iprefer:  

Options 1 2 3 4 

Content Black Pink White Silver 

Count 46 7 4 43 

 

 

 

 

➢ As iper ithe igraph iabove, 

46% ipeople iprefer iblack icolour iof ithe ilaptops, i7% iprefer ipink icolour, i4% iprefer iwhite 

icolour iwhereas i43% ipeople iprefer isilver icolour ilaptops. 

 

46%

7%

4%

43%

Count i

Black Pink White Silver



 

 

 

 

 

 

 

 

 

Q11. iindicate iyour iagreement ion 

ithe istatement ithat iutility imatters 

iand inot ithe ilooks iof ithe iproduct:     

Options 1 2 3 4 

Content 

Strongly 

iagree 

Moderately 

iagree 

Neither iagree 

inor idisagree 

Strongly 

idisagree 

Count 78 14 5 3 

 

 

 

➢ As iper ithe igraph iabove, 

78%

14%

5% 3%

Count i

Strongly agree Moderately agree

Neither agree nor disagree Strongly disagree



78% iof ithe ipeople istrongly iagree ithat iutility imatters iand inot ithe ilooks iof ithe iproduct, i14% 

ipeople imoderately iagrees ito ithis, i5% ineither iagree inor idisagree i& i3% ipeople istrongly 

idisagree iwith ithe iabove istatement. 

 

 

 

 

 

 

Q12. iHow ilikely ido iyou irate ithe ipricing iof ithe ilaptops? 

Options 1 2 3 4  
Content High iPriced Low iPriced Equilibrium/Fairly iPriced No iOpinion  
Count 49 0 42 9  

      
 

 

 

➢ As iper ithe igraph iabove, 

49% iof ithe irespondents ifind ithe iprice iof ilappy ihigh, i42% iof ithe irespondents ifind iits iprice 

ifair iwhereas i9% ihave ino iopinion iregarding ithe iprice iof ilaptops. 

 

49%

0%

42%

9%

Count i

High Priced Low Priced Equilibrium/Fairly Priced No Opinion



 

 

     
 

Q13. iHow ido iyou i ilike ithe iquality iof iproduct ion ithe ibasis iof iusage? 

Options 1 2 3 4 

Content Very iGood Good Unsatisfactory Satisfactory 

Count 33 44 0 23 

 

 

 

➢ As iper ithe iabove igraph, 

33% iof ithe irespondents irate itheir iproduct iVery iGood ion ithe ibasis iof iusage, i44% iof ithe 

irespondents irate iGood i& i23% irate iSatisfactory ion iusage ibasis. 

 

 

33%

44%

0%

23%

Very Good Good Unsatisfactory Satisfactory



 

 

 

 

Q14. iMajor iWeakness iof iLaptops?  

Options 1 2 3 4 

Content 

High 

iPrices Less iAdvertisement 

Smaller iScreen i& 

ikeyboard i 

Less 

iMemory 

Count 16 30 30 24 

 

 

 

 

 

➢ As iper ithe iabove igraph, 

16% iof ithe irespondents iconsider ihigh iprice ias ithe iweakness iof ithe ilaptop, i30% iof ithe 

irespondents iconsider iless iadvertisement iand ismaller iscreen i& ikeyboard ias ithe iweakness 

iwhereas i24% iconsider iless imemory ias ithe iweakness. 

16%

30%

30%

24%

Count i

High Prices Less Advertisement

Smaller Screen & keyboard Less Memory



 

 

 

 

 

 

 

 

 

15. iWould iyou iprefer ionline ipurchase iof ilaptops? 

Options 1 2   
Content Yes No   
Count 6% 94%   

 

  

 

 

➢ As iper ithe igraph iabove, 

6% iof ithe irespondents iwould iprefer ionline ipurchase iof ilaptops iwhile i94% iof ithe 

irespondents iwould inot iprefer ionline ipurchase. 

 

 

     

     

0% 20% 40% 60% 80% 100%

Yes

No

Count i

Count



     
 

 

 

 

 

 

 

Q16. iState iwhether i"The ibattery ibackup iof ia ilaptop idepends ion ithe iusage iand inot ion ithe ibrand". 

Options 1 2 3 4 

Content Strongly iagree 

Neither iagree inor 

idisagree 

Strongly 

idisagree None iof ithese 

Count 85 10 5 0 

 

 

 

➢ As iper ithe igraph iabove, 

85% iof ithe irespondents istrongly iagree ithat ithe ibattery ibackup iof ithe ilaptops idepend iupon 

ithe iusage iand inot ion ithe ibrand, i10% ineither iagree inor idisagree iwith ithis istatement iwhereas 

i5% iof ithe irespondents istrongly idisagrees iwith ithis istatement. 

 

85%

10%
5%

0%

Count i

Strongly agree Neither agree nor disagree

Strongly disagree None of these



 

 

 

 

 

 

 

 

Q17. iis ithe idata ikept iin iyour ilaptop ialways isecure? 

Options 1 2   
Content Yes No   
Count 49% 51%   

 

 

 

 

 

 

 

 

➢ As iper ithe igraph iabove 

➢ 49% iof ithe irespondents ithink ithat ithe idata ikept iin ilaptop iis ialways isecure iwhereas i51% iof 

ithe ipopulation ithinks ithat ithe idata iis inot ialways isecure. 

 

48% 49% 50% 51% 52%

Yes

No

Count i

Count



 

 

 

 

 

 

Q18. iDo iyou iuse ilaptop ifor ientertainment imore ithan ifor iany iother ipurpose? 

Options 1 2      
Content Yes i No i      
Count 43% 57%      

 

 

 

➢ As iper ithe igraph iabove, 

43% iof ithe ipopulation iuse ilaptop ifor ientertainment ipurpose i& i57% iof ithe ipopulation iuse 

ilaptop ifor iother ipurpose iother ithan ientertainment. 
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Yes

No

Count i

Count



 

 

 

 

 

 

 

 

 

Q19. iWhat ifeatures ido iyou isee iwhile ibuying ilaptops: 

Options 1 2 3 4 5 

Content Inbuilt RAM Processor Screen iSize Other(specify) 

Count 11 26 41 17 5 

 

 

 

 

 

 

➢ As iper ithe igraph, 

11% iof irespondents iprefer iinbuilt iwhile ibuying ilaptops, i26% iprefer iRAM, i41% iprefer 

iProcessor, i17% iprefer iScreen iSize i& i5% iprefer iother ifeatures. 

 

11%

26%

41%

17%

5%

Count i

Inbuilt RAM Processor Screen Size Other(specify)



SITUATIONAL iANALYSIS i: 

 

Situational ianalysis iincludes icurrent iorganizational imission, iownership iand 

imanagement ialternatives, iand icurrent igoods/services icategory. iAs iwe ihave iexplained i 

iabove i ithe i icustomers i iview i itowards i ilaptops i, iso inow iwe ihave idone ithe iSWOT 

ianalysis iof iLaptops. 

 

STRENGTH i 

 

• Variety 

• Range 

• Different ibrands 

• Loyal icustomers 

• Low irisk 

• Good iFinancial iPosition 

 

WEAKNESS 

 

• Very iHigh iPrices i 

• Less iSchemes i 

• Less iDiscounts 

• Competition i 

• Store iMakeover iExpenditure 

 



THREATS 

 

• Entrance i iof i iNew i iPlayers 

• High i iAttrition 

• Lesser i iConsumer i iSpending 

OPPORTUNITIES i 

 

• Awareness iabout ithe ibrands i 

• Quality 

• Youngsters 

• Collaborations i 

 

 

FINDINGS 

 
➢ 51% iof ithe ipopulation ibelieves ithat ithe idata ikept iin iyour ilaptop iis inot ialways 

isecure. 

➢ 43% iof ithe ipopulation iuse ilaptop ifor ientertainment ipurpose. 

➢ 41% iof ithe ipopulation isee iprocessor ias ia ifeature iwhile ibuying ilaptops. 

➢ 85% iof ithe ipopulation ibelieves ithat ithe ibattery ibackup iof ia ilaptop idepends ion ithe 

iusage iand inot ion ithe ibrand. 

➢ 94% iof ithe ipopulation iwould inot iprefer ionline ipurchase iof ilaptops. 

➢ 30% iof ithe ipopulation ithinks ithat iless iadvertisement iand ismaller iscreen i& 

ikeyboard iare ithe imajor iweakness iof ilaptops. 

➢ 35% iof ithe ipopulation iis icurrently iusing iHP ibrand iof ilaptop. 

➢ 41% iof ithe ipopulation iwould ilike ito iprefer iApple ias itheir inext ibrand iof ilaptop. 

➢ 40% iof ithe ipopulation irank itheir ilaptops ibetween i8-9 ion ithe ibasis iof ibrand iimage. 

➢ 91% iof ithe ipopulation ichoose ilaptops iover icomputer idue ito iits iportability. 

➢ 46% iof ithe ipopulation iprefer iblack icolour iof ilaptop. 



➢ 49% iof ithe ipopulation irate ithe ipricing iof ilaptops ias ihigh. 

➢ 44% iof ithe ipopulation irate itheir ilaptops iGood ion ithe ibasis iof iusage. 

➢ 78% iof ithe ipopulation istrongly iagree ithat iutility imatters iand inot ithe ilooks iof ithe 

iproduct. 

 

 

 CHAPTER-V 

CONCLUSION 
 i 
“The iconclusion iwhich iis igeneralized iafter ithe idata ianalysis iis ithat ithe isales iof ilaptops i ican i iincrease i 

iwith i ithe i iproper i iquality iof iproducts, iavailability iof iproducts i iwhereas i iprice, iadvertisements i iand 

iother ifeatures iare inot iso iinfluential. iThe i imain ithing iwhich iinfluence ithe isales ivolume iof ithe iproduct 

iis ithe iconsumer ibehaviour itowards ithe iproduct iand ii ican isay ithat ithe icustomer’s iperception itowards i 

ilaptop i iis ioverall igood. iThe i iimage iof ilaptops iin iconsumer’s imind iis igood ias iper ithe iresponseicollected 

iof iall ithe irespondents. ii ican isay iso ias, ithe irespondents iuse ilaptop ifor itheir idaily iwork, ientertainment, 

istudies, iprojects, iaccess iinternet i iand iagrees ithat ithe ilaptop iis ithe iessential igadget iof ilife. iSo ithis iis 

ihow ithe iproject iwould iconclude.” 
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ANNEXURE i1 

 

 

 

QUESTIONNAIRE: 

STUDY iON iCONSUMER iPREFERENCE iTOWARDS iBUYING iLAPTOPS iAMONG 

iYOUTH. 

 

 

Name: i i i i i i_________________________ i 

Ph. iNo: i i i i________________________ 

Email iid: i______________________ 

 

1. iPlace ia itick ito iindicate iyour isex i: 

a. iMale 

b. iFemale 

2. iin iwhich iage igroup ido iyou ifall? 

a. i15-20 i 

b. i21-25 

c. i26-30 

d. iAbove i30 



3. iWhat iis iyour iincome? 

a. iBelow i1000 

b. i1000-10000 

c. i10000-50000 

d. iAbove i50000 i 

4. iOccupation i: 

a. iGovernment iemployees 

b. iPrivate iemployees 

c. iSelf-employed 

d. iStudent i 

e. iOthers 

5. iindicate iyour ieducational iqualification i: 

a. iB.Tech 

b. iB.Com 

c. iB.Sc 

d. iOther i(specify): 

6. iWhich ibrand iof ilaptop iare iyou icurrently iusing i: i 

a. iDell 

b. iHP 

c. iApple 

d. iOther i(specify): 

7. iWhat iis ithe inext ibrand iof ilaptop iyou iwould ilike ito iprefer? 

a. iApple 

b. iDell 

c. iHP 

d. iOther i(specify): 

8. iRank iyour icurrent ilaptop ion ithe ibasis iof ibrand iimage i: 

a. iBelow i5     

b. i6-7 

c. i8-9 

d. i10 



9. iSpecify ithe ireason ifor ichoosing ilaptops iover icomputer i: 

a.Energy iSaver 

b.Space 

c.Portable 

d.Environmental iBenefits 

10. iColour iof ilaptop iyouth iprefer i: 

a.Black 

b.Pink 

c.White 

d.Silver 

 

11. iindicate iyour iagreement ion ithe istatement ithat iutility imatters iand inot ithe ilooks iof ithe 

iproduct i: 

a.Strongly iAgree 

b. iModerately iAgree i i 

c. i iNeither iagree inor idisagree 

d. i iStrongly iDisagree 

12. iHow ilikely ido iyou irate ithe ipricing iof ithe ilaptops i: 

a. iHigh iPriced 

b. iLow iPriced 

c. iEquilibrium i/ iFairly iPriced 

d. iNo iOpinion 

13. iHow ido iyou ilike ithe iquality iof iproduct ion ibasis iof iusage i: 

a. iVery iGood 

b. iGood 

c. iUnsatisfactory 

d. iSatisfactory 



14. iMajor iWeakness iof iLaptops i: 

a. iHigh iPrices 

b. iLess iAdvertisement 

c. iSmaller iScreen iand iKeyboards 

d. iLess iMemory 

15. iWould iyou iprefer ionline ipurchase iof ilaptops? 

a. iYes 

b. iNo 

 

16. iindicate iyour iagreement ifor ithe istatement i“The ibattery ibackup iof ia ilaptop idepends ion ithe iusage iand 

inot ion ithe ibrand.” 

a. iStrongly iagree 

b. iNeither iagree inor idisagree 

c. iStrongly idisagree 

d. iNone iof ithese 

17. iDo iyou ifeel ithat ithe idata ikept iin iyour ilaptop iis ialways isecure? 

a. iYes i 

b. iNo 

18. iDo iyou iuse ilaptop ifor ientertainment imore ithan ifor iany iother ipurpose i: 

a. iYes i 

b. iNo 

19. iWhat ifeatures ido iyou isee iwhile ibuying ilaptops? 

a. iinbuilt 

b. iRAM 

c. iProcessor 



d. iScreen iSize 

e. iOthers 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


