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Abstract: In the present scenario laptop market is a highly competitive market in the world. Also, the consumer needs and expectations 
are changing rapidly. Therefore, for manufacturers of laptop it is difficult to survive in the market if they don’t move forward according 
to the growing needs of their customers. The buying behaviour of consumer for Laptop plays significant role for manufacturers and 
marketers. Therefore this study would be useful for manufacturers and marketers so that they can build up successful marketing 
strategies to increase the market share. The present paper highlights the relationship between motive for purchase of laptop and 
demographic profile which includes occupation, age, qualification and gender. In this research paper, four null hypotheses have been 
prepared, tested and results are complied by using SPSS (Statistical Package for the Social Science). Finally present paper comes with 
some findings which shows the impact of demographic profile on purchase of laptop.
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1. Introduction to Hypotheses Testing 

This section presents an analysis of the proposed hypotheses 
using ANOVA and t-tests. In this section, each hypothesis is
first listed which is followed by a Table that shows the result 
of the administered ANOVA (or t-test, wherever 
appropriate). This is followed by an inference stating 
whether the hypothesis is supported/accepted or not
supported/rejected. 
First, the set of four hypotheses have been analysed and 
presented. These are hypotheses Ho1 to Ho4. The set refers 
to hypotheses relating the variables with demographic 
profile like age, gender, occupation, and educational 
qualification.  

1. 1Formulation of Hypotheses

The following four hypotheses were designed for testing.  
Ho1: There is no significant relationship between motive for 
purchase of laptop and occupation.  
Ho2: There is no significant relationship between motive for 
purchase of laptop and age.  
Ho3: There is no significant relationship between motive for 
purchase of laptop and qualification.  
Ho4: There is no significant relationship between motive for 
purchase of laptop and gender.  

2. Administration of Questionnaire 

Two methods were adopted for administering the 
questionnaire. The first was contacting in person and second 
was through email. 

Questionnaire was distributed in Aligarh city in the 
University (to academicians and home makers) and also in
selected residential areas of Aligarh. Selection of
departments in University and selection of residential areas 
was purely based on judgement of researcher. Therefore, 
methodology adopted was convenience and judgemental. 

These respondents were contacted personally by the 
researcher. 

Questionnaire was also sent by e-mail to the addresses on
the researcher's e-mail list (address book). For this, first a 
list of addresses of these were made and the questionnaire 
was sent to all of them. Therefore, the methodology adopted 
in this case was census sampling [1]. 

Reminders in person were made to the respondents. A total 
of 100 questionnaires were distributed. Finally, 90 filled in
questionnaire were received. The response rate is 90%. A 
response rate of 25% is considered desirable for survey 
findings [2],[3]. As per Gupta, minimum sample size 
required is based on number of question items in the 
questionnaire [4]. 
Minimum sample size required = four times the number of
question items. 
As number of questions in questionnaire used by researcher 
is 16. Therefore, response rate of 64 is satisfactory.  

3. Data Analysis and Results 

Ho1: There is no significant relationship between motive 
for purchase of laptop and occupation.  

Table 1.1: ANOVA Test for Testing Relationship between 
Motive and Occupation 

Occupation N Mean Std.
Deviation F Sig.

Professional/Service 61 3.5508 0.55576 0.283 0.838
Business 7 3.6000 0.57735

Home maker 4 3.4000 0.83267
Any other 18 3.6556 0.56070

Total 90 3.5689 0.56323

Table 1.1 shows the result of ANOVA test, which is run to
test the difference across different occupational group on the 
dimension of motive for purchase of laptop. It has been 
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found that the value of F = 0.283 and Sig = 0.838, which is
more than 0.05. Hence no difference exists.  

Hypothesis Ho1 is supported (accepted); that is, there is no
significant relation between motive for purchase of laptop 
and occupation. The descriptive statistics of the sample 
along with the mean values and the standard deviation are 
presented in Table 1.1. The Table shows the highest mean 
value was for the any other sector at 3.6556 followed by
business sector which was at 3.6000 and then by
Professional/Service at 3.5508. 

Ho2: There is no significant relationship between motive 
for purchase of laptop and age.  

Table 1.2: ANOVA Test for Testing Relationship between 
Motiv and Age

Age N Mean Std.
Deviation F Sig.

Less than 25 years 43 3.6512 0.56920 0.681 0.566
25-35 years 38 3.5158 0.57822
35-45 years 8 3.4000 0.47809

More than 45 years 1 3.4000 .
Total 90 3.5689 0.56323

Table 1.2 shows the result of ANOVA test, which is run to
test the difference across different age groups on the 
dimension of motive for purchase of laptop. It has been 
found that the value of F = 0.681 and Sig = 0.566, which is
more than 0.05. Hence no difference exists.  

Hypothesis Ho2 is supported (accepted); that is, there is no
significant relation between motive for purchase of laptop 
and age. 

The descriptive statistics of the sample along with the mean 
values and the standard deviation are presented in Table 1.2. 
The Table shows the highest mean value was for the age 
group Less than 25 years which was at 3.6512 followed by
the age 25-35 years which was at 3.5158. 

Ho3: There is no significant relationship between
motives for purchase of laptop and qualification.  

Table 1.3 ANOVA Test for Testing Relationship between 
Motive and Qualification 

Qualification N Mean Std.
Deviation F Sig.

Technical/ Professional
Graduate 47 3.6085 0.53885 0.856 0.467

Non-Technical Graduate 13 3.3385 0.60764
Post Graduate 23 3.6174 0.61766

Any Other 7 3.5714 0.45356
Total 90 3.5689 0.56323

Table 1.3 shows the result of ANOVA test, which is run to
test the difference across different qualification group on the 
dimension of motive for purchase of laptop. It has been 
found that the value of F = 0.856 and Sig = 0.467, which is
more than 0.05. Hence no difference exists. 

Hypothesis Ho3 is supported (accepted); that is, there is no
significant relation between criteria for purchase of laptop 
and qualification. 

The descriptive statistics of the sample along with the mean 
values and the standard deviation are presented in Table 1.3. 
The Table shows the higher mean value was for post 
graduate which was at 3.6174 followed by
technical/professional graduate which was at 3.6085.  

Ho4: There is no significant relationship between motive 
for purchase of laptop and gender.  

Table 1.4: T- Test for Testing Relationship between Motive 
and Gender

Gender N Mean Std.
Deviation T Sig.

(2-tailed)
Male 60 3.4700 0.58550 -2.419 0.018

Female 30 3.7667 0.46411 -2.613 0.011

Table 1.4 shows the result of independent sample T test, 
which is run to test the difference across different gender 
group on the dimension of motive for purchase of laptop. It
has been found that the value of T = -2.419 and Sig = 0.018, 
which is less than 0.05. Hence difference exists. 
  
Hypothesis Ho4 is not supported (rejected); that is, there is
significant relation between motive for purchase of laptop 
and gender. 

The descriptive statistics of the sample along with the mean 
values and the standard deviation are presented in Table 1.4. 
The Table shows the higher mean value was for female 
which was at 3.7667 while male was close behind with a 
mean value of 3.4700. 

4. Summary of Hypotheses Testing 

This section presents a summary of the results obtained by
administering ANOVA and t-tests on the proposed 
hypotheses. A Table 1.5 has been constructed to present in
brief the various hypotheses and its results. 

Table 1.5: Summary for Hypotheses with Demographic 
profile

Parameter Hypothesis F/T Sig. Results

Motives &
Occupation

Ho1: There is no
significant relationship

between motive for
purchase of laptop and

occupation.

0.283 0.838 Supported

Motives &
Age

Ho2: There is no
significant relationship

between motive for
purchase of laptop and

age.

0.681 0.566 Supported

Motives &
qualification

Ho3: There is no
significant relationship

between motive for
purchase of laptop and

qualification.

0.856 0.467 Supported

Motives &
Gender

Ho3: There is no
significant relationship

between motive for
purchase of laptop and

gender.

-2.419 0.018 Not
supported
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5. Conclusions 

This study concludes that the three Hypothesis Ho1, Ho2 
and Ho3 which are for testing relationship between motive 
for purchase of laptop with occupation, Age, and 
qualification are supported/ accepted because value of F and 
Sig. is more than 0.05.Therefore, this study reveals that there 
is no significant relationship between motive for purchase of
laptop and various demographic profile like occupation, age, 
and qualification. This implies that occupation, age, and 
qualification does not play any role in purchase of laptop.  

The study further concludes that Ho4 hypothesis is not 
supported/rejected and show relation between motive for 
purchase of laptop and gender. Here the value of T = -2.419 
and Sig. (2-tailed) = 0.018. 
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