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Abstract : This paper aims to study the factors affecting adult buying behaviour with reference to mobile phones. The paper is 

based on data collected from Primary and Secondary sources. ANNOVA has been used to interpret the data from 610 respondents 

from Bhubaneswar and Cuttack, the leading cities from the state of Odisha, India. All the external as well as internal factors that 

affect the decision-making process of the consumer have been explained in detail. The paper also highlights the existing literature 

with respect to smartphones and their features. Factors that affect the consumer while making a smartphone purchase decision 

have been explored as well. The smartphone industry in India has been examined with the help of a consumer decision-making 

model which focuses on the consumer decision-making process and buying behavior for the same. 

_______________________________________________________________________________________________________  

I. Introduction 

Imagining just a single day without phone, feels like a fish out of water. It makes people feel restless even if 

they don’t have it for some hours. They are obsessed about it. People keep checking their phone even if 

there are no notifications. It gives them a short relief while doing so. Mobile phones have in fact become a 

lifestyle product. It is being used for a variety of purposes. 

 

Source :(India Brand Equity Foundation, Telecommunication, 2018) 

According to the (India Brand Equity Foundation, Telecommunication, 2018) report, India accounted 

for the 2nd largest telecom network in the world with a subscriber base of 1,194.58 million, as of February 

2018.India has become the world's second largest Mobile phone market, with 3rdhighest number of internet 

users in the world. It continues to hold its position of being the biggest feature phone market globally 

according to International Data Corporation. Since, the usage of internet is increasing rapidly, so is the 

purchase of smartphones. 
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The increasing trend in Mobile phone among the people is the main reason that has amplified the interest to 

research on the topic. People’s obsession about the Mobile phone has been increasing rapidly.The aim of 

this research is therefore to find out factors affecting consumer behaviour of Mobile phone buyers in the 

twin city of Odisha. The research is trying to find out that why do people desire to purchase a Mobile 

phone, what influences people in purchasing a Mobile phone and what motivates them in making the 

purchase decision. 

Different consumers have different characteristics in their life that also influences their buying behaviour. 

Social factors such as (family, groups, roles and status) and personal factors (such as age, occupation, 

lifestyle, personality and self-concept) are those characteristics that could influence the buyer behaviour in 

making final decision. 

Nowadays economical smart phones are also available in the market. But why do people buy expensive 

Mobile phones? Price, quality, brand, features, marketing, sales, word of mouth etc. could be several factors 

that a consumer may think before buying a Mobile phone. How much does brand of Mobile phone affect the 

buying decision of a customer? And how they impact the customer buying decision? 

II. Literature review 

Price & features 

(Sethi & Chandel, 2015) examined the buying preferences of consumers towards entry-level smartphones. 

Stratified sampling was used to select a sample size of 200 respondents. Exploratory and descriptive 

techniques were adopted for the study. Data analysis was done using conjoint analysis. The results of the 

study revealed that consumers chose to brand as the most significant attribute while purchasing a 

smartphone. This was followed by price and purpose being other important attributes.  

 (Moosylvania, 2013) found through his study that options such as text messages, mobile ads, links to 

information videos, mobile coupons, QR codes, and apps are used by owners of smartphones in order to 

compare prices among various retailers and also search for products. Such consumers also do not mind 

spending huge amounts on smartphones. Thus, purchase decisions and sales are influenced by the price of 

the product. 

(Das, 2012) carried out a study in the coastal areas of Odisha in order to explore the factors that influence 

the buying behavior of youth in these areas towards mobile handsets. The study involved empirical research 

based on survey method. Data collected were analyzed using chi-square test, percentage test and paired T-

test model. The results revealed that youth in these areas bought mobile phones on credit.  

(Rashid, Hashim, & Raheel, 2012) examined the mobile phone buying behavior of consumers in rural and 

urban areas of Pakistan. Data collection was done by administering a structured questionnaire to 600 

consumers. Data analysis was done using AHP (Analytic Hierarchy Process). The results of the study 

indicated that consumers in rural areas of Pakistan are price conscious and more concerned about the 
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functions of the mobile phone whereas consumers in urban areas of Pakistan are more concerned with the 

brand image and style of the mobile phone. 

 (Worlu, 2011) studied the motives behind cell phone purchases in Nigeria. 297 Nigerian consumers were 

surveyed in order to identify their motives behind purchasing a cell phone. The results of the study indicated 

that factors such as market conditions, manufacturer and influential persons played an important role in 

affecting purchase motives. Factors such as features, pricing, brand components, quality and influential 

persons were found to be important in case of the choice of operator. 

Psychological factor 

(Lau, Lam, & Cheung, 216) examined the factors that influence the purchase intentions of smartphones in 

Hong Kong. They considered several factors such as perceived ease of use, perceived value, perceived 

usefulness, external influence and subjective norms. The study was conducted among 150 undergraduate 

students at a university in Hong Kong.  The data collected were analyzed through exploratory factor 

analysis, reliability tests, and multiple regression analysis. The results of the study indicated that the factors 

taken into consideration for the study were found to have a significant influence on the purchase intentions 

of smartphones.  

(Ayodele, 2016) explored the factors that influence the smartphone purchase behavior among young adults 

in Nigeria. The results of their study revealed that factors such as features of the smartphone and aesthetic 

value influenced the purchase decisions of these young adults. 

(Naing & Chaipoopirutana, 2014) examined the factors affecting the smartphone purchase intentions of 

consumers in Myanmar. The study was conducted by collecting data from 400 respondents. The data 

analysis was done using Pearson’s Correlation. The study had taken into account various factors such as 

product image, consumer aspiration, consumer uncertainty, perceived quality, emotional value and attitude 

towards the product. The results of the study indicated that a positive and imperative relationship existed 

among the mentioned factors. 

Brand Loyalty 

(Smith & Wright, 2004) investigated the customer loyalty for and found out that product value attributes 

directly impact the levels of loyalty. In their analysis, they concluded that brand image, firm viability, 

product quality and post sales service quality significantly affect repeat sales. (Punniyamoorthy & Mohan, 

2007) investigated the antecedents of brand loyalty and found out that involvement, functional value, price 

worthiness, emotional value, social value; brand trust, satisfaction, commitment and repeat purchase are 

having positive relationship with brand loyalty. Marketers in smartphone industry influence consumer with 

high quality of product and brand engagement to make sure that consumer be loyal to the brand. In 

summary, loyalty had been investigated to been formed through the following antecedents such as brand 

trust, commitment, satisfaction, perceived value, image, association, quality and others. Likewise, the 
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consequences of brand loyalty are related to their relationship with repeat purchase, purchase intention, 

word of mouth, preference, price premium, brand equity, variety seeking, performance, resistance to 

competitor and brand switching. Loyalty can be hard to define as it can be formed from attitudinal or 

behavioral dimensions. One of the attitudinal loyalties is attitude towards brand. Attitude toward brand is an 

attitudinal measure for loyalty as attitude toward the brand is a relatively enduring, one-dimensional 

summary evaluation of the brand that presumably energizes behavior. This study encompasses the 

dimensions of appealing, good, pleasant, favorable and likeable as found in (Spears & Singh, 2004) as the 

measurement for the construct of attitude toward brand. Thus, brand loyalty is defined as the attitude toward 

brand. 

Brand Association 

Consumers’ favorable brand beliefs will influence their purchase intentions and choice of the brand. For 

smartphone, brand associations can be represented by the functional and experiential attributes offered by 

the specific brand. Consumers associate the brand with, such as dynamism, high technology, innovativeness, 

sophistication, distinctiveness, excellence and prestige (Norjaya, et al., 2007). The combination of tangible 

and intangible attributes creates a brand identity, that is “a unique set of brand associations that the brand 

strategist aspires to create or maintain,” which drives brand associations Therefore, the identity of the 

specific brand may impact brand associations and ultimately sales. In short, brand association is defined as 

the strength of functional and experiential attributes perceived by the consumers 

Social factor 

(Khan & Rohi, 2013) conducted a study among the students of City University and Sarhad University in 

Peshawar in order to gain an understanding of the factors that affect the choice of mobile phone brands 

among the youth. Brand choice criteria were measured by administering a questionnaire to 110 respondents. 

Descriptive statistics, regression and coefficient analysis was used for data analysis. The results of the 

survey revealed that some of the key factors that affect the mobile phone brand choice among youth in 

Peshawar were recommendations by family and friends, brand image and quality. Hence, it was suggested 

that marketers focus on and prioritize these factors while targeting young consumers. The authors also 

suggested that future research should focus on examining other variables that might have a significant 

relation to the choice of mobile phone brands.  

 (Junco, 2013) found that cell phones in the present era are considered to play a critical role when it comes 

to maintaining social relationships. They form a very important part of everyday life.  

 (Bridges, Rempel, & Giggs, 2010) found that consumers have a higher level of engagement with others 

when they meet offline. This also leads to better and easier access to social networking sites such as 

Facebook, Twitter, and MySpace, which come embedded within today’s smartphones. Using features such 
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as live chat and social networking enables consumers to stay connected with each other and satisfy their 

various needs. Smartphones also help in facilitating social relationships.  

(Hundley & Shyles, 2010) found through their study that consumers tend to feel disconnected socially, 

excluded from social activities and friends and uninformed when they engage with a smartphone even 

though their social needs are fulfilled through the same. 

III. Statement of the problem –  

As found from the literature review, it was evident that that the buying behavior of consumers have changed 

significantly from time to time due to introduction of new features and technology. Hence, I want to study 

the impact of various factors that are affecting consumers in the present day scenario. 

IV. Objective  

To study the impact of various factors affecting adult buying behavior of mobile phones. 

V. Methodology 

Primary data, Secondary data and ANNOVA for data analysis have been used. 

VI. Hypothesis 

H1: There is no significant difference in the opinion of different age groups regarding Brand Image of the 

mobile phones. 

H2: There is no significant difference in the opinion of different age groups regarding price of the mobile 

phones. 

H3: There is no significant difference in the opinion of different age groups regarding Design of the mobile 

phones. 

H4: There is no significant difference in the opinion of different age groups regarding different product 

features of the mobile phones. 

H5: There is no significant difference in the opinion of different age groups regarding influence of the peer 

group in buying a particular brand of the mobile phone. 

H6: There is no significant difference in the opinion of different age groups regarding Technology of the 

mobile phones. 
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VII. Interpretation 

Age group 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-25 Yrs 314 51.5 51.5 51.5 

25-34 Yrs 66 10.8 10.8 62.3 

34-42 Yrs 81 13.3 13.3 75.6 

42-50 Yrs 81 13.3 13.3 88.9 

More than 50 Yrs 68 11.1 11.1 100.0 

Total 610 100.0 100.0  

 

More than 51% of the respondents are 18-25 years of age and other age groups are around 11% to 13% in 

the entire sample.  

Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 403 66.1 66.1 66.1 

Female 207 33.9 33.9 100.0 

Total 610 100.0 100.0  

Sixty six percent of the respondents are male and thirty three percent of them are female 

Monthly Income 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less 20K 264 43.3 43.3 43.3 

20K-40K 144 23.6 23.6 66.9 

40K-60K 113 18.5 18.5 85.4 

Above 60K 89 14.6 14.6 100.0 

Total 610 100.0 100.0  

More than 43% of the respondents belong to the income group of Less than Rs. 20,000 per month. Around 

24% of them belong to Rs. 20000 to Rs. 40,000 income group and rest of the groups i.e. Rs. 40,000 to Rs. 

60,000 and More than Rs. 60,000 constitutes 19% and 15% respectively. 

When did you purchase it? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 0-1 month 38 6.2 6.2 6.2 

1-3 months 92 15.1 15.1 21.3 

3-6 months 114 18.7 18.7 40.0 

6months to 1 yr 240 39.3 39.3 79.3 

1-3 yrs 93 15.2 15.2 94.6 
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More than 3 yrs 33 5.4 5.4 100.0 

Total 610 100.0 100.0  

 

Around 39% of the respondents have purchased the mobile phones within a period of 6 months to one year. 

Around 20% of the respondents have mobile phone more than 1 year old. Only 5.41% of the respondents are 

having a mobile phone which is more than 3 years old. 

Do you own a mobile phone handset? 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Yes 610 100.0 100.0 100.0 

 

All the respondents are having a mobile phone 

 

Descriptive statistics of different features of mobiles phone in different age groups 
 

 N Mean Std. Deviation Std. Error 

Brand_Image 18-25 Yrs 314 3.5271 .70034 .03952 

25-34 Yrs 66 3.5095 .77810 .09578 

34-42 Yrs 81 3.3966 .76388 .08488 

42-50 Yrs 81 3.4985 .89954 .09995 

More than 50 Yrs 68 3.5938 .79480 .09638 

Total 610 3.5115 .75618 .03062 

Price 18-25 Yrs 314 3.4618 .56716 .03201 

25-34 Yrs 66 3.5471 .58901 .07250 

34-42 Yrs 81 3.4184 .56363 .06263 

42-50 Yrs 81 3.5871 .65505 .07278 

More than 50 Yrs 68 3.5752 .63174 .07661 

Total 610 3.4945 .58979 .02388 

Design 18-25 Yrs 314 3.8589 .83986 .04740 

25-34 Yrs 66 4.1606 .59249 .07293 

34-42 Yrs 81 4.0753 .71336 .07926 

42-50 Yrs 81 4.1370 .65468 .07274 

More than 50 Yrs 68 4.0853 .64929 .07874 

Total 610 3.9825 .76573 .03100 

Product_Feature 18-25 Yrs 314 4.0089 .74997 .04232 

25-34 Yrs 66 4.1121 .61726 .07598 

34-42 Yrs 81 4.0198 .68730 .07637 

42-50 Yrs 81 4.0881 .68782 .07642 

More than 50 Yrs 68 4.1892 .58524 .07097 

Total 610 4.0521 .70384 .02850 

Peer_Group 18-25 Yrs 314 3.1322 .82210 .04639 

25-34 Yrs 66 2.8990 .88765 .10926 

34-42 Yrs 81 3.1276 .88674 .09853 

42-50 Yrs 81 3.1132 1.14377 .12709 

More than 50 Yrs 68 3.0588 .92853 .11260 

Total 610 3.0956 .89814 .03636 

Technology 18-25 Yrs 314 4.0759 .77175 .04355 

25-34 Yrs 66 4.2247 .58563 .07209 
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34-42 Yrs 81 4.1914 .71113 .07901 

42-50 Yrs 81 4.1797 .79511 .08835 

More than 50 Yrs 68 4.2435 .61894 .07506 

Total 610 4.1398 .73416 .02973 

 

Technology has been ranked highest (i.e. 4.13 in a 5 point scale) by the total respondents and peer group 

influence is ranked lowest (i.e. 3.09) by the respondents. The other factors such as Brand Image, Price, 

Design and Product features have been ranked as 3.5, 3.49, 3.98 and 4.05 respectively. It is observed that 

the respondents irrespective of their age they consider the technology and features as the most important 

factor while buying a mobile phone. It is the product that attracts the customer in this case. The following 

table shows the difference of opinion among the different groups regarding the different factors the buying 

behaviour by using ANOVA. 

The following null hypotheses have been tested using ANOVA: 

H1: There is no significant difference in the opinion of different age groups regarding Brand Image of the 

mobile phones. 

H2: There is no significant difference in the opinion of different age groups regarding price of the mobile 

phones. 

H3: There is no significant difference in the opinion of different age groups regarding Design of the mobile 

phones. 

H4: There is no significant difference in the opinion of different age groups regarding different product 

features of the mobile phones. 

H5: There is no significant difference in the opinion of different age groups regarding influence of the peer 

group in buying a particular brand of the mobile phone. 

H6: There is no significant difference in the opinion of different age groups regarding Technology of the 

mobile phones. 

The following table shows the test results of ANOVA. The ANOVA test is run among different age groups 

to find out the difference of opinion regarding the factors of buying behaviour of mobile phones. It has been 

observed that there is no significant difference in the opinion among all the age groups regarding the factors 

such as Brand Image, Price, Product features, Peer group influence and Technology. But in case Design 

there is a significant difference in the opinion of all the groups. The design includes the look of the phone, 

the display quality, camera, attractiveness etc. Here it is inferred that the response of the buyers of mobile 

phones differ significantly about these features of the mobile phones.  

The following Post-Hoc test table shows which age group of respondents differs in their opinion from other 

groups regarding the design of the mobile phones. The Post-Hoc test is carried out to see which group is 

significantly different from other groups. As humans taste and preferences changes in different age so the 

response regarding the mobile phones. During young age the preferences are different than that of older age. 

That may be the reason of differences in opinion regarding the buying behaviour of mobile phones.  
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The high significance level of one factor (i.e. design of the phone), may be due to the fact that, the people of 

different age groups may be having difference of opinion regarding the importance of design feature of the 

phone while taking buying decision. This clearly implies that the different factors of the buying behaviour 

changes according to the age group of the respondent. Further analysis is done by using Kruskal walis test to 

confirm it. 

ANOVA 

 
Sum of 

Squares df 

Mean 

Square F Sig. 

Brand_Image Between Groups 1.619 4 .405 .707 .588 

Within Groups 346.613 605 .573   

Total 348.232 609    

Price Between Groups 2.125 4 .531 1.533 .191 

Within Groups 209.714 605 .347   

Total 211.840 609    

Design Between Groups 10.240 4 2.560 4.465 .001 

Within Groups 346.842 605 .573   

Total 357.082 609    

Product_ 

Feature 

Between Groups 2.291 4 .573 1.158 .329 

Within Groups 299.398 605 .495   

Total 301.689 609    

Peer_Group Between Groups 3.171 4 .793 .983 .416 

Within Groups 488.084 605 .807   

Total 491.255 609    

Technology Between Groups 2.833 4 .708 1.317 .262 

Within Groups 325.415 605 .538   

Total 328.248 609    

 

The following table shows the multiple comparisons (Post-Hoc test) of the different age groups regarding 

design of the phone. Post hoc test for other features has not been run as in all the other cases (features) there 

is no significant difference in the opinion of the respondents. So it is not necessary to run the test. But in the 

case of design there exist a significant difference of opinion among all the five categories of age groups. 

It has been observed from the post-hoc table that respondents belonging to the age group of 18-25 years 

differ significantly from the respondents of the other groups. But all the other groups are not significant. 

This may be due to the fact that young customers of this age group are more tech savvy than other groups. 

So at this age design of the phone carries less importance than technology and other aspects of the phone. 

That is why the opinion of this group of respondents is significantly different from that of other age group of 
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respondents. In case of other groups the design of the phone carries a score of more than four out of five but 

in case of this group (18-25 yrs) it below four. 

The following table shows the post hoc test of the data, post hoc test is done to find out which of the group 

is significantly different from other groups. It is done for a detail analysis of data. It helps in identifying the 

specific group that is responsible for differences in the group. From this analysis the following results has 

been found. 

As it is observed that in all the cases (i.e. factors of buying behavior) the test results of ANOVA is 

insignificant except ‘design’, so the post hoc test is run for design of phone only. It is observed that the test 

results of the respondents of the age group 18-25 years are significant. So it can be inferred that this age 

group is significantly different from the respondents of the other four groups. This may be due to the fact 

that people of this age group tends to be more fashionable and wants to show off much. That is why this 

factor (i.e. design) is significantly different from the other groups. A detailed analysis of this is also done by 

the help of box plots in the subsequent pages. 
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The table above shows the Kruskal Wallis Test, (non-parametric) it is observed from the analysis that all the 

groups are having difference of opinion regarding one factor of the buying behaviour that is design. 

 

VIII. Conclusion 

Telecommunication is one of the integral parts of the society. This may be due to the continuous 

improvement in the mobile phone technology in the recent years. This has also attracted more and more 

producers and marketers. The smart phone has become one of the important aspects of everybody’s life.  

Starting from sunrise to sunset and from sun set to again sun rise everybody is online. This is possible 

because of the invention of smart phones. The migration of mobile networks from 2G to 4G and 5G has 

increased the need for high tech phones. This has resulted in increasing number of mobile phone producers. 

Consequently the competition in the mobile phone market is based on every aspects of the product. Looking 

at that the current study has been made to find out what are the various factors that are responsible for the 

buying decision making among the various age groups of customers. From the literature it is observed that 

the customers focus on various factors before selecting a phone for buying it. In this context a detailed study 

was made to find out what are the most important factors that are really responsible for buying decision 

making of the mobile phones.  

In this context the behaviour of the customer is studies with the use of a structured questionnaire and it is 

observed that out of all the factors the features like large screen, camera, processor, waterproof, RAM etc. 

plays an important role while deciding the to buy a particular mobile phone. However though price is one of 

the important factors but it does not play an important role in buying decision. As it the price is independent 

of all other factors. Because when a customer thinks of buying a mobile phone he first decides his budget 

then he compares all the other factors of different models. So here price is a key factor that is used to select 

different brands of mobile phones then the customer starts comparing different products using all the other 

factors so price of the phone is independent of all the other factors of buying behaviour of the customer.  

Here it can be concluded that the mobile phone producers need to focus on different features of the mobile 

phone to attract more and more customers. 
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