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Abstract 

 

 This study focused on segmenting the tablet and smart phone users in the Philippines. It 

surveyed 200 respondents composed of a mix of students and working professional. This study 

used the K-means-Type cluster analysis in grouping the psychographic segmentation. The result 

showed that smart phones and tablet users are comprised primarily of young, educated females 

who own multiple smartphones and gadgets having a monthly income of P 100,000.00. As for the 

psychographic segmentation, the market is a mixture of fashion-oriented, achievement-oriented 

and tradition-oriented. Lastly for the behavioural segmentation, tablets and smart phones are 

primarily used for texting and browsing the internet.  
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Background of the Study 

 

Marketing may be based on broad markets or small sub-segments. Mass marketing is the 

process or strategy to use the same marketing channels for all consumers without identifying the 

needs of a specific group of people. Mass marketing strategy employs mass promotion, mass 

production and mass distribution in the same way for mass consumers. In the past, companies have 

used mass marketing to achieve the economies of scale. However, times have changed, and it is 

almost impossible to create products to appeal to the entire market. Pursuing this strategy, several 

companies have lost their market leadership or a considerable chunk of their market share. An 

example would be Ford Motors when they offered T Model to all buyers "in any color as long as 

it is black." This is why there is a need of market strategy based on specific groups of customers 

as buyers’ needs are different; they cannot be satisfied the same way. The division of markets into 

various sub groups on the basis of several variables will more closely match particular needs of a 

particular group of consumers. It is therefore important to segment the market in order to know 

what, when and where to offer the product or service.  

In recent years, mobile service usage increase rapidly following the emerging use of 

smartphone technology by the mobile users. The increase use of mobile service poses challenge 

for actors in mobile ecosystem to constantly meet the dynamic change of needs and requirement 

of mobile users. Based from Euromonitor Report in December 2013, Volume sales of mobile 

phones increased by 3% in 2013, a slower performance than in 2011. The moderate growth was 

attributable to declining handset costs because of the widespread availability of basic models and 

low-priced brands, and falling post-paid and pre-paid service prices due to stiffer competition 
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between telecommunications companies. As a result, owning a mobile phone became more 

affordable in the country.  

According to the same report, Samsung Electronics Philippines Corp maintained its lead 

in mobile phones, accounting for a volume share of 28% in 2012. The South Korean-based 

manufacturer continued to strengthen its position in the category because of the high acceptance 

of Samsung Galaxy smartphones, aggressive advertising and marketing campaigns, and large 

investments in research and development, which enabled it to constantly introduce new models 

with innovative and technologically-advanced features. In 2012, the company also saw the largest 

volume share increase within smartphones. 

In the Philippines, mobile and tablet usage had increased in the past years with the 

proliferation of cheap and affordable tablets and mobile phones. Many users of smart phones and 

tablets had also demanded newer features of their devices, which means that the basic call and text 

features are no longer just what these users would like from their gadgets.  One study (One Device 

Research, 2014) showed however, that the current smartphone penetration rate in the Philippines 

stands at 15 percent, the lowest in Southeast Asia but to increase by as much as 50% in the next 

three years. The study showed that there will be an optimistic increase of users of these gadgets.   

Market segmentation is a marketing strategy which involves dividing a broad target 

market into subsets of consumers, businesses, or countries who have, or are perceived to have, 

common needs, interests, and priorities, and then designing and implementing strategies to target 

them. The importance of segmentation is it will enable the marketers to identify and design specific 

strategies that will appeal to a specific group of the target market.  This study therefore showed 

the segmentation of the users of tablets and smart phones so that the manufacturers of these will 

be able to design specific marketing mix strategies that will appeal to the segments.  

 

Statement of the Problem 

 

This study determined the demographic, psychographic, behavioral segmentation and 

purchase decision considerations of the users of smart phones and tablets.  Specifically it answered 

the following problems:  

1. What is the demographic profile of the respondents in terms of:  

a. Type of Ownership; 

b. Brand Owned;  

c. Age; 

d. Gender; 

e. Civil Status; 

f. Monthly Family Income; and 

g. Highest Educational Attainment;  

 

2. What is the psychographic segments of the smart phones and tablet users in the 

Philippines? 

3. What are the behavioral segments of the smart phones and tablet users in the Philippines?  

4. What are the purchase decisions of smart phones and tablet users in the Philippines as to:  

a. Influencers in the purchase decision;  

b. Attributes; 

c. Brand-new or second hand purchase; and 

d. Location of the Purchase? 
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Population and Sample  

 The study used a quota sampling method and focused on the Metro Manila smart phones 

and tablet users. It surveyed 200 respondents which are a mix of students and working 

professionals. 

 

Statistical Method 

 This study used the K-Means-Type cluster Analysis in clustering the Psychographic 

Segmentation that classified the respondents through the four different orientations which are a) 

Achievement cluster, b) tradition-oriented, c) fashion-oriented and d) moderate oriented. There are 

three groups that was compared to one another, and the highest among the three groups classified 

the respondent based on the orientation with the highest score. To avoid confusion and to justify 

that the highest score, an interval of 2 points determined if that orientation is the highest. On the 

other hand, moderate-orientation was merited if the scores are not 2 points higher or more than the 

other two orientations. This means that if the difference of the orientations was just one point, the 

respondent was classified under moderate-orientation. Also, the respondent is moderate-oriented 

if the highest score could not be determined.  

 

 

Presentation, Interpretation and Analysis of Data 

 

This section of the study presents the analysis and interpretation of the data as gathered 

from the questionnaire and follow up interviews. The responses were organized, tallied, tabulated 

and presented in tables to facilitate their interpretation.  

 

Table 1. Demographic Profile of Respondents  

Indicator Frequency Percentage 

Ownership   

Smart Phones  114 57% 

Tablets  12 6% 

Both  74 37% 

Total  200 100% 

Brand Owned    

Cherry Mobile  6 3% 

Apple 68 34% 

Sony Erickson  2 1% 

Samsung  30 15% 

Blackberry  14 7% 

Nokia 4 2% 

Multiple Ownership  76 38% 

Total 200 100% 

Age   

11-20 years old 100 50% 

21-30 years old  48 24% 

31-40 years old  46 23% 

41-50 years old 4 2% 

51-above  2 1% 
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Indicator Frequency Percentage 

Total 200 100% 

Gender    

Male  64 32% 

Female 136 68% 

Total 200 100% 

Civil Status    

Single  158 79% 

Married  42 21% 

Total  200 100% 

Monthly Income    

15,000 and below  16 8% 

15,001-30,000 8 4% 

30,001-50,000 30 15% 

50,001-99,000 48 24% 

100,000-above  98 49% 

Total 200 100% 

Educational Attainment    

High School Graduate  24 12% 

College Undergraduate  100 50% 

College Graduate  76 38% 

Post Graduate  2 1% 

Total  200 100% 

 

 Ownership. Out of the 200 respondents of this study, 57% owns smart phones and 37% 

owns both smart phones and tablets. This indicates that many Filipinos prefer the smart phones 

because of its call-text feature as compared to tablets which is only used for gaming and for 

browsing the net. Smart phones can also become a gaming console and gadget used for browsing 

the net. Moreover because many smart phones are more compact and easier to carry as compared 

to tablets, it is more preferred by the consumers.   One of the respondents said that because of the 

dual purpose of smart phones, she preferred to buy smart phone rather than the tablet.  

 Brand Owned. The table shows that 38% of the respondents own multiple cellular 

phones/tablets and 34% of them own an Apple cellular phone/tablet. On the other hand, 15% said 

that they own Samsung smart phone/tablet. This shows that many Filipinos patronage foreign 

owned brands as compared to Philippine-made brands. Also we can deduced from this table that 

many Filipinos have multiple cellular phones/tablets and that they are not satisfied with owning 

only one. The researcher asked the reasons of owning multiple phones/tablets and the respondents 

said that many of them are carrying phones or tablets because one is for personal use and another 

is for office use. Another reason that came up is that many smart phones/tablets have only short 

battery life span, so the other phone will become a reserve phone/tablet especially those that are 

always on-the-go.  

 The results of the study is not in accordance to the results of a well-known website that 

reviews different aspects in technology. Pinoytechblog.com issued a survey which says that the 

most popular smart phone in the Philippines is MYPHONE and Cherry mobile. Samsung and 

IPHONE only came in third and fourth respectively. It can be attributed to the fact that the survey 
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conducted by the website blog was nationwide so there was a diversity of respondents while the 

current study only concentrated in Metro Manila.  

 Age. Majority of the respondents are from the age range 11-20 years old. This means that 

many smart phones/tablet users belong to the young generation. The main characteristic f this 

generation is that they are social and adventurous. This means that in order to penetrate the market 

smartphones/tablets should have added features that could capture videos/photos and can browse 

the internet.  

 Gender. 68% of the respondents are female and only 32 percent are male. According to 

research done by EDigitalResearch, a market research specialist in the United Kingdom, more 

female are using smart phones and tablets because there is an increase in the purchase through 

online retailing of fashion apparels. The same research also dictated that more female are using 

smart phones and tablets as compared to males.  

 Civil Status. Majority of the respondents are single (79%). The main reason for this is that 

single people have lesser priorities in their purchases since they still do not have a family and 

because of this they are more inclined in buying gadgets for themselves as compared with married 

individuals that have other priorities.   

 Monthly Income.49% or almost half of the respondents have monthly income of P 

100,000.00 and above. This means that this individuals have the capacity to purchase smart phones 

and tablets that are a little expensive than the Philippine made phones and tablets. This result is 

aligned to the results of brand ownership where Apple and Samsung came in first and third because 

these are the brands that are more expensive than the other brands.  

 Educational Attainment.  Half of the respondents are still college undergraduates (50%). 

This coincides with the results as to their age where half of the respondents are from the age range 

of 11-20 years old. In this group of respondents when the researchers asked their preferences over 

a smart phone and tablet, they said that most of them used their tablets for researching home works 

and taking down notes. There is also a huge group of college graduates as respondents comprising 

of 38%. When asked about their preferences, the respondents said that they prefer their smart 

phones and tablets to be sleek and fashionable.  

 

Psychographic Segmentation  

Psychographic segmentation is dividing your market based upon consumer personality 

traits, values, attitudes, interests and lifestyles. Segmentation will allow you to better develop and 

market your products because there will be a more precise match between the product and each 

segment's needs and wants (study.com, 2013).  

In this research there are 4 types of segments used namely fashion-oriented, achievement-

oriented, traditional-oriented and moderate-oriented. Fashion-oriented people like to keep up with 

latest fashion. They prefer fashionable than being practical. They like to try new products and new 

brands. They lack independence and are prone to be affected by other people's opinions. They 

prefer to be told what to do rather than take responsibility. They are satisfied with their current 

condition and don't want change. Although they like latest fashion, they are generally price-

conscious. They like to bargain to get the cheapest product. Therefore, they are more inclined to 

buy fake brand. They pay attention to advertisements and are easily swayed due to their impulsive 

and fashion-orientation. 

On the other hand, achievement oriented people place a lot of value on their personal 

achievement, hoping to get to the very top in their career. They are full of self-confidence and 

pursue a life of challenge, novelty and change. They are generally rational, decisive and 
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independent. They want to be seen as individual. They are sociable but not easily affected by other 

people's opinions. They like to take responsibility and pay attention to social problems such as 

environment protection. 

Moreover, tradition-oriented are fogeyish and conservative. They don't like change and 

fashion. They are much more practical compared to fashion-oriented consumers. They are family-

oriented, enjoying the family and believe that family is more important than their career. Watching 

TV at home is their main leisure pastime. They are price-conscious. They usually buy the cheapest 

product and watch their budget carefully. They prefer to buy domestic brands due to lower price 

compared to foreign brands. 

 Lastly, moderate-orientation is a psychographic category when the respondents’ scores 

cannot be determined as either fashion, traditional or achievement oriented because their scores 

for each segment are equal.  

   

Orientation Frequency Percentage 

Fashion-Oriented  56 28% 

Achievement Oriented  46 23% 

Tradition Oriented  46 23% 

Moderate Orientation  48 24% 

 

 The study revealed that market for smartphones and tablets in Metro Manila are a mixed 

of the four psychographic segments. Although 28% of them belonged to fashion-oriented group, 

the difference between the segments are not that significant since moderate-oriented got 24% and 

achievement-oriented and tradition-oriented got 23% each.  

This means that Metro Manila market for smartphones and tablets are a mixture of 

segments. It is important therefore for the smartphone and tablet manufacturers to define clearly 

their products through advertisements and information campaign so that the market really knows 

what they will get from purchasing the products. Moreover, it is also necessary for the 

manufacturers to come up with different styles and models of phones and tablets with different 

features so that they will be able to capture every market. Or another option for them is to make a 

hybrid phone and tablet that will capture the features that every segments prefer.  

A survey conducted by a rewards platform named JANA, showed an interesting similarity 

with the existing study. According to JANA (2014), 85 percent of respondents in the Philippines 

are happy to buy from a local smartphone brand. That’s very bad news for Nokia and Samsung, 

which are the nation’s top two brands right now. The report from Jana says that Cherry ranks as 

the third most-owned smartphone brand (17 percent), and MyPhone is in fifth spot at four percent. 

Samsung sits as the second most owned smartphone brand in the country at 24 percent. But if the 

adoption of low-cost smartphones in the Philippines continues to increase at the current rate, it’s 

possible that these homegrown brands can wreck Samsung’s market share. What does these 

numbers show? It means that majority of the Filipino smartphone users are price conscious, which 

is a main characteristic of a fashion-oriented person. They would like to be fashionable but they 

are price conscious does, prefer cheaper smartphones and tablets over the more expensive ones.  

 Since the survey revealed minimal differences over the four segments, the next tables show 

the per item analysis on the questionnaire to further analyze the market for the smartphones and 

tablets.  
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Items for Fashion Orientation WM VI 

1. I like to keep up with latest fashion.  2.90 MP 

2. I prefer fashionable to practical.  2.39 SP 

3. I like to try new brands and new products. 2.87 MP 

4. I enjoy expressing my feeling in activities.  2.94 MP 

5. I am usually affected by other people’s opinion.  2.71 MP 

Overall Average  2.76 MP 
   Legend:  

   3.26 – 4.00 Highly Practiced (HP) 

   2.51 – 3.25 Moderately Practiced (MP) 

   1.76 – 2.50 Slightly Practiced (SP) 

   1.00 – 1.75 Not Practiced (NP) 

 

 The table above shows that most of the respondents enjoy expressing their feelings in 

activities which got a mean rating of 2.94 and a verbal interpretation of Moderately Practiced. This 

means that manufacturers showed come up with smartphones and tablets that have capability of 

social applications. In an article by TNS entitled “5 things to know about Filipino mobile phone 

users” published at Rappler (2014), revealed that the top functions Filipinos use their smartphones 

for are SMS/text messaging, listening to music, taking photos/videos and playing games. 

About 75% of Metro Manila respondents surveyed are taking photos or videos with their 

smartphones (up from 73% in the 2012 survey), 45% are browsing the Internet (up from 32% in 

2012), 44% are accessing social networking sites (up from 34% in 2012), and 37% are checking 

their emails (up from 23% in 2012). These functions only shows that most Filipinos are SOCIAL 

people. 

 One item in the list got a verbal interpretation of slightly practiced which is “ I prefer 

fashionable over practical”, suggest that most Metro Manila market prefer to become more 

practical than splurge with high end phones. This coincides with the data that many local brands 

such as MyPhone and Cherry Mobile are ating up the market for Samsung and Apple.  

 

Items for Achievement Orientation  WM VI 

6. I place a lot of value on my personal achievement, 

hoping to get to the very top in my career. 

3.26 HP 

7. I am generally rational, decisive and independent.  3.04 MP 

8. I like to take responsibility and pay attention to social 

problems such as environment protection.  

2.79 MP 

9. I prefer high quality products and famous brands. 2.76 MP 

10. I am not as concerned about the price of the product. 2.15 SP 

Overall Average  2.80 MP 
Legend:  

   3.26 – 4.00 Highly Practiced (HP) 

   2.51 – 3.25 Moderately Practiced (MP) 

   1.76 – 2.50 Slightly Practiced (SP) 

   1.00 – 1.75 Not Practiced (NP) 

 

Based from the table, the item that got the highest mean is “I place a lot of value on my 

personal achievement, hoping to get to the very top in my career.” Most of the Metro Manila 

market for smartphones and tablets have the tendency to become achievers. This means that 

manufacturers should come up with phone that looks classy and at the same time have features 

that can install applications for business and other related matters.  
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On the other hand, the item that got the lowest mean rating is “I am not as concerned about 

the price of the product.” which means that Metro Manila market are price sensitive. This result 

coincides with the item saying that the respondents are more practical than fashionable.  
 

 

Items for Tradition Orientation WM VI 

11. I don't like change and fashion.  1.87 SP 

12. I emphasize job security rather than high income. 2.49 SP 

13. I am family-oriented, enjoying the family and 

believe that family is more important than my career.  

3.38 HP 

14. I am price-conscious.  2.99 MP 

15. I don't pay much attention to advertisements and are 

not easily swayed by them.  

2.81 MP 

Overall Average  2.71 MP 
Legend: 

3.26 – 4.00 Highly Practiced (HP) 

   2.51 – 3.25 Moderately Practiced (MP) 

   1.76 – 2.50 Slightly Practiced (SP) 

   1.00 – 1.75 Not Practiced (NP) 

 

 Based from the table above, the item that got the highest mean rating is “I am family-

oriented, enjoying the family and believe that family is more important than my career.” with a 

verbal interpretation of “Moderately Practiced”. This means that smartphone and tablet users are 

family oriented people, which is the general characteristic of every Filipino. This means that 

manufacturers should come up with smartphones and tablets that have family game applications 

and other related applications to attract the market of smartphones and tablets.  

 On the other hand, the item that got the lowest mean rating is “I don't like change and 

fashion.” with a verbal interpretation of “Slightly practiced” (1.87). This means that Metro Manila 

market are willing to embrace change and are adventurous in trying other things. For this 

manufacturers should come up with smartphones and tablets that are sleek and fashionable at the 

same time.  

 

Behavioral Segmentation  

 Behavioral Segmentation divides the market into groups based on their knowledge, 

attitudes, uses and responses to the product. It groups individuals according to the occasions when 

they purchase, use or think of buying a product. 

 

Items WM VI 

1. I use my smart phones/tablets for:    

- Texting  3.77 A 

- Calling  3.50 A 

- Browsing/Surfing the net  3.52 A 

- Gaming  2.90 O 

- Reviewing/Taking down notes  2.65 O 

2. I usually take for consideration the following 

attributes:  

  

- Price  3.53 A 
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Items WM VI 

- Aesthetic (Color, Size, Graphics)  3.52 A 

- Brand  3.26 A 

- Technological Capabilities  3.56 A 

3. I am benefited with my smart phone/tablets for:   

- Contacting my loved ones (Texting, Calling, 

Skype, Facetime)  

3.77 A 

- To belong in my group (affiliation)  2.92 O 

- To inform my friends/colleagues of my 

whereabouts (security)  

3.26 

 

A 

- Past-time (gaming and entertainment)  3.16 O 

4. I prefer to buy and use the same brands for my 

smart phones/tablets.  

  

- I prefer to buy and use the same brands   for 

my smart phones / tablets when I upgrade to a 

new version. 

3.13 O 

Legend: 

3.26 – 4.00 Always (A) 

   2.51 – 3.25 Often (O) 

   1.76 – 2.50 Sometimes (So) 

   1.00 – 1.75 Seldom (Se)  

  

 As for usage behavior, smartphone and tablet users always used their gadgets for (1) texting 

(3.77), (2) browsing the net (3.52) and (3) calling (3.50). It is noteworthy to mention that browsing 

the net came second and calling only came in third. This means that smartphone and tablet users 

are using more their gadgets for surfing the net rather than calling. One reason is that calling is a 

little bit more expensive than texting and surfing the net. The market also uses its smartphones and 

tablets for gaming (2.90) and reviewing and taking down notes (2.65). 

 As for the attributes preferred, the respondents said that the main attributes their looking 

are : (1) Technological capabilities, (2) price, (3) aesthetics, and (4) brand. This means that the 

smart phone and tablet users prefer their gadgets with advanced technological capabilities but 

within their budgets. This is a good indication for local manufacturers of these gadgets since they 

can compete with Samsung and Apple in terms of price. The local manufacturers can produce 

gadgets at par with the technology of these two giant foreign manufacturers and can be assured 

that the market will buy their products. Again in the article  by TNS entitled “5 things to know 

about Filipino mobile phone users” published at Rappler (2014), there has been a change in 

purchasing priorities from buying a phone based on its physical design to choosing a phone based 

on the right features that enhance personal experience. This coincides with the results of the study 

where aesthetics came out as not as important attribute as compared to technological attribute and 

price.   

 As for the benefits derived, the study revealed that the main benefit that they derived using 

their gadget is to contact their family and friends and to let their friends of their whereabouts.This 

means that smartphones and tablets’s main function is still communications and the other features 

such as gaming are just an additional or auxiliary feature sought by the market.  

 Lastly as to brand loyalty, it is revealed that often than not, the users of these tablets prefer 

to buy the same brand if they will upgrade to a newer version. This is noteworthy to mention for 
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manufacturers since satisfied customers will buy the ame brand if they will be able to deliver what 

the market prefers.  

 

Purchase Decision: 

Items WM VI 

I usually consider these factors / influencers in my 

decision when purchasing a smart phone / tablet?  

  

- Family 3.23 O 

- Friends 2.91 O 

- Opinion Leaders (artists, models, Idols)  2.29 So 

- Advertisements 2.41 So 

- Store Sales people  2.30 So 

2. I usually take for consideration the following 

attributes when I purchase smart phones / tablets:  

  

- Price  3.58 A 

- Aesthetic (Color, Size, Graphics)  3.45 A 

- Brand  3.22 O 

- Technological Capabilities  3.58 A 

3. I usually purchase my smart phone / tablets as:   

- Brand New  3.72 A 

-  Second Hand 1.66 Se 

4. Where do you usually purchase your smart 

phones / tablets? 

  

- I usually purchase my smartphones / tablets 

from Telcos Shops (Globe, Smart Sun 

Stores)  

2.56 O 

- I usually purchase my smartphone / tablet 

from a Gadget Store in Malls (Greenhills or 

Cyber Zone)  

2.50 So 

- I usually purchase my smartphone / tablet 

from Personal Contacts  

1.97 So 

Legend: 

3.26 – 4.00 Always (A) 

   2.51 – 3.25 Often (O) 

   1.76 – 2.50 Sometimes (So) 

   1.00 – 1.75 Seldom (Se)  

  

 The table revealed that the main influencer of the market when purchasing their gadget is 

their family. This is due to the fact that majority of the respondents belonged to the age range of 

11-20 years old and in this age group, many of them are still dependent to their families. The 

opinions of sales persons and persuasions of advertisements are not usually taken into 

consideration by the market as they only got a verbal interpretation of “Sometimes”.  

 On the attribute being considered when buying still price and technological capabilities 

were ranked as the first attributes they consider when they buy their gadgets. This coincide with 

the results of the previous table where the two were considered the most important attributes for 

their gadgets.  
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 Majority of the respondents buy their gadgets as brand new as compared to second-hand. 

When the researchers asked the reason, the respondents said that this is for them to avoid buying 

defective gadgets so they would prefer buying brand new rather than second hand gadgets.  

 As for the location where they buy their gadgets, the respondents said that they usually buy 

them at Telecommunications companies such as Globe and Smart rather than buying them from 

mall stores. The main reason for this is that many of the respondents are post-paid plan holders of 

which the gadget is being given away for free by these telecom companies.  

 

Conclusions 

 

Based from the results of the study, the following conclusions were derived:  

 

1. As for demographic segmentation, the market is comprised primarily of young females 

owning multiple smartphones and gadgets and are educated with a monthly income ranging 

from P 100,000 and above.   

2. As for psychographic segmentation, the market is a mixture of fashion-oriented, 

achievement-oriented and tradition-oriented.  They enjoy expressing their feelings in 

activities and are practical. They place a lot of value towards personal achievement and is 

concerned with price. They are also family-oriented and likes change and fashion.  

3. As for the behavioral segmentation, smartphones and tablets are used primarily for texting 

and browsing the net. The market considers technological capabilities and price as the two 

main attributes. The market is benefited of their gadget by contacting their loved ones and 

for security purposes. They prefer to buy the same brand when upgrading if they are 

satisfied with their current brand. The main influencer for their purchase decision is their 

family and when buying the market usually consider rice and technological capabilities of 

the gadget. The market also prefers to buy brand new rather than second hand and they 

buy/get it usually at telecommunication companies. 
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