
IJSART - Volume 11 Issue 8 – AUGUST 2025                                                                                  ISSN  [ONLINE]: 2395-1052 
 

Page | 81                                                                                                                                                                       www.ijsart.com 

 

A Study on The Consumer Buying Behaviour of 

Smartphones 

 

Sathiyanithi.N1, Sanjay kumar .S2, Srignanasakthivel.J3, Suriyabalan.D4 

1, 2, 3, 4 School of Excellence in Law 
1, 2, 3, 4 The Tamil Nadu Dr. Ambedkar Law university, Chennai-600113 

 

Abstract- This research looks at how consumers purchase 

smartphones, examining the factors that influence these 

purchases. The smartphone market is highly dynamic, and 

manufacturers need to understand what consumers want in 

order to remain competitive. This research uses both 

qualitative and quantitative methods, including surveys and 

interviews with a range of consumers. Brand loyalty, price 

sensitivity, technological features, social influence, and online 

reviews are all important drivers of purchasing decisions. The 

research shows that digital platforms, particularly social 

media, are increasingly influential in forming consumer 

perceptions. The findings are useful for businesses looking to 

develop more effective marketing strategies and meet 

changing consumer demands in the highly competitive 

smartphone industry. 
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I. INTRODUCTION 

 

 Over the past 20 years, the smartphone industry has 

experienced substantial growth, emerging as one of the most 

competitive and rapidly changing markets globally. With 

technological advancements, the variety of available 

smartphones has increased, making the decision of which one 

to buy more complex. Once considered luxury items, 

smartphones have become essential for everyday life, making 

it important to understand how consumers choose which 

phones to purchase. 

 

Consumer buying behavior involves the decision-

making process and factors influencing product or service 

choices. In the smartphone market, factors like price, brand, 

features, social influences, and personal preferences play 

crucial roles. With numerous brands offering similar 

smartphones, elements such as camera quality, battery life, 

software experience, and customer service can significantly 

influence purchasing decisions. 

 

This study explores the key factors that impact 

smartphone purchasing decisions. By examining both internal 

and external influences on consumer behavior, it offers 

insights into why people select certain phones, exhibit brand 

loyalty, and engage in the buying process. These findings can 

assist manufacturers and marketers in crafting strategies to 

align with consumer needs and maintain competitiveness in a 

crowded market. 

 

The smartphone industry has grown rapidly, 

becoming a key competitive area in the global market. 

Smartphones are now vital for communication, work, and 

entertainment, making consumer choices more complex. 

Decisions go beyond functionality, with brand loyalty, 

technological advancements, pricing, and social influences 

being important factors. 

 

With numerous choices available, it's crucial for 

manufacturers and marketers to understand why consumers 

prefer certain phones to stay competitive. Consumer buying 

behavior includes deciding what, when, where, and how to 

buy products. In the smartphone market, this involves external 

influences like advertising and social pressure, alongside 

internal factors such as personal needs and perceived value. 

This study examines the main factors influencing smartphone 

purchases, focusing on brand reputation, price, technological 

features, and the role of online reviews and social media. 

Understanding these elements offers insights into consumer 

perceptions of smartphone brands and what drives their 

buying decisions. The results can assist smartphone companies 

in refining marketing strategies and creating products that 

better align with consumer demands, enhancing their market 

position. This study offers key insights into smartphone 

purchasing habits through surveys, interviews, and other 

relevant data on consumer preferences and decision-making. 

With the world becoming increasingly technology-driven 

today, smartphones have become an integral aspect of human 

life. From entertainment and communication to learning and 

commerce, smartphones play diverse roles, revolutionizing the 

way people engage with the world around them. The fast pace 

of technological developments and the ever-growing reliance 

on mobile connectivity have driven the growth of the global 

smartphone market. Therefore, knowing consumer purchasing 

behavior in this highly competitive industry has become more 

crucial than ever before for firms seeking to maintain 

customer loyalty and increase their market share. 
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Consumer buying behavior is the decision-making 

activities and actions of consumers when buying products or 

services. For smartphones, this behavior is determined by a 

range of factors such as brand image, product specifications, 

price, aesthetics, technological advancements, operating 

system choice, peer pressure, and marketing strategies. 

Additionally, demographic factors like age, gender, income, 

education level, and lifestyle play an important role in 

determining consumer tastes and buying behavior. 

 

The smartphone landscape is dominated by intense 

competition among prominent brands including Apple, 

Samsung, Xiaomi, and new players, and this requires 

companies to get deep insight into what propels consumer 

decisions. With an increased role for digital platforms and e-

commerce, customers today get easy access to massive 

amounts of information, review sites, and comparison, heavily 

impacting their path to purchase. 

 

This research seeks to examine and determine the 

different factors that affect consumer purchasing behavior 

when buying smartphones. The study aims to reveal trends 

and inclinations among different consumer groups, providing 

insights into their motivations and expectations. Through this, 

the research will help to better understand consumer decision-

making processes in the smartphone industry and assist 

businesses in creating more effective marketing and product 

strategies to suit consumer needs. 

 

Finally, the results of this study are hoped to be 

useful for smartphone producers, distributors, and advertisers 

looking to improve customer satisfaction, increase brand 

loyalty, and prosper in the increasingly dynamic marketplace. 

 

II. REVIEW OF LITERATURE 

 

Kim J.& Lee M.(2019), This research explores how 

brand image, product quality, and sensitivity to price affect 

decisions when purchasing smartphones. The study reveals 

that brand image strongly influences how consumers perceive 

a product and their intention to buy it, with many people 

willing to pay extra for brands they recognize and trust. 

Younger consumers tend to be more sensitive to price, often 

looking for smartphones that provide good value for their 

money. Additionally, the study highlights that the quality of 

the product, especially regarding its performance and features, 

is a significant factor in what consumers decide to purchase. 

Sharma S. &Singh J.(2020), The author looked into how 

social media and online reviews sway people when buying 

smartphones. The research highlighted that positive online 

reviews and an active social media presence greatly influence 

how consumers perceive the trustworthiness and appeal of 

smartphone brands. More and more, people depend on reviews 

and recommendations from others, with social media being a 

crucial platform for brand visibility and consumer interaction. 

The findings showed that smartphones with high ratings and 

positive feedback on sites like YouTube and Instagram 

typically see higher sales. 

 

Choi T.& Lee Y.(2018), This study looked into how 

new smartphone technologies like improved camera features, 

longer battery life, and 5G compatibility influence why people 

decide to buy certain phones. Researchers Choi and Lee found 

that consumers are very interested in new tech features, 

especially when these features clearly enhance the user 

experience. Advances in both hardware and software are 

crucial factors. Many people are keen to upgrade their 

smartphones frequently to enjoy the latest features available. 

Mishra P. & Sharma A.(2017), The author explored how 

loyalty to a brand affects smartphone buying habits. The 

research highlighted that brand loyalty significantly influences 

consumer choices, particularly in mature markets where 

products are quite similar. The study found that customers 

who are loyal to a brand often continue buying from it because 

they trust the brand, believe in its quality, and feel satisfied 

with it. This strong loyalty means they are much less likely to 

switch to a competitor's product. 

 

Gupta R. & Soni R. (2021),The author explored 

differences in smartphone buying habits between city and 

rural populations. The study revealed that rural buyers are 

more price-focused, often choosing less expensive phones. In 

contrast, urban buyers are open to spending more on phones 

with better features and from popular brands. The research 

emphasized that discounts and promotions are crucial for 

attracting rural consumers, whereas urban buyers prioritize 

high quality and advanced technology in their purchasing 

decisions. 

 

III. RESEARCH GAP 

 

Although there's extensive research on shopping 

habits across various industries, our understanding of the fast-

changing smartphone market remains limited. Most studies 

examine individual factors like price sensitivity, brand loyalty, 

or technological features but rarely consider how these 

elements interact. Moreover, the impact of emerging 

influences such as social media trends, influencer marketing, 

and online reviews is not sufficiently explored, particularly 

among different demographic groups. 
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IV. STATEMENT OF THE PROBLEM 

 

The smartphone industry is fiercely competitive and 

changes rapidly, with countless brands competing for 

consumer attention. This study aims to fill these gaps by 

investigating the main reasons people buy smartphones, 

considering both traditional elements (brand, price, 

technology) and newer influences (online reviews, social 

media). By offering a more complete view of the buying 

process, this research intends to provide insights that help 

phone manufacturers and marketers understand consumer 

preferences better, adjust their strategies, and stay competitive 

in this fast-evolving industry  

 

V. OBJECTIVES OF THE STUDY 

 

1.To identify and analyse the key factors influencing 

consumer buying behaviour in the smartphone market. 

2. To assess the role of online reviews, social media, and 

influencer marketing in shaping consumer perceptions and 

purchase intentions. 

3. To investigate the differences in consumer buying 

behaviour across different demographic segments (age, 

income, geographical location, etc.). 

 

VI. RESEARCH METHODOLOGY 

 

Study implements a research methodology 

combination between doctrinal research and non- doctrinal 

methods to explore various aspects of consumer buying 

behaviour of smartphones. The sources of data collected from 

various books, newspapers, magazines, reports and e-

resources The data collected from 50 respondents. This 

research is done using a questionnaire with multiple choice 

questions, Linear scale questions . The duration of the research 

is 3 months. 

 

Table-1 

Personal details 

S. 

No 

Items Particulars No of 

responden

ts 

Percenta

ge 

1 Gender Male 32 64 

Female 18 36 

Total 50 100 

2 Age Below 18 6 12 

18-25 17 34 

26-35 13 26 

36-45 11 22 

Above 45 3 6 

Total 50 100 

3 Educatio

nal 

qualificat

ion 

Highschool 10 20 

Diploma 12 24 

Undergradua

te 

20 40 

Postgraduate 8 16 

Total 50 100 

4 Occupati

on 

Student 13 26 

Employed 21 42 

Self 

employed 

10 20 

Retired 6 12 

Total 50 100 

5 Monthly 

income 

Below 

10,000 

12 24 

10,001-

30,000 

13 26 

30,001-

50,000 

19 38 

50,001-

1,00,000 

6 12 

Total 50 100 

Source: Primary data 

 

The survey data shows a majority of male 

respondents (64 percentage of the respondent) compared to 

females (36percentage of the respondent). Most participants 

are between 18-25 years old (34 percentage of the 

respondent), with a small proportion being above 45 years 

 (6 percentage of the respondent). The largest group holds an 

undergraduate degree (40 percentage of the respondent), and 

the majority are employed (42 percentage of the respondent). 

In terms of income, most respondents earn between 30,001-

50,000 (38 percentage of the respondent), while a smaller 

group earns below 10,000 (24 percentage of the respondent). 

This suggests a relatively young, educated, and employed 

population with a moderate income range. 

 

Table -2 

Smartphone Use & Purchase Trends 

S. 

No 

Particulars Items No of 

responde

nt 

Percent

age 

1 Purchase a 

new 

smartphon

e 

Every 2 

year 

5 10 

Every 2-

3 yrs 

18 36 

Every 4-

5 yrs  

16 32 
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Only 

when 

necessar

y 

11 22 

Total 50 100 

2 Brand of 

smartphon

e currently 

use 

Samsung 9 18 

Apple 6 12 

Xiaomi 11 22 

Vivo 11 22 

Other 13 26 

Total 50 100 

3 Choice of 

smartphon

e 

Brand 

reputatio

n 

10 20 

Price 14 28 

Features 15 30 

Recomm

endation 

11 22 

Total 50 100 

4 Price range 

of a 

smartphon

e 

Below 

10,000 

4 8 

10,001-

20,000 

17 34 

20,001-

30,000 

21 42 

Above 

30,000 

8 16 

Total 50 100 

5 Usually 

purchase 

your 

smartphon

e 

Online 

stores 

12 24 

Offline 

stores 

24 48 

From 

friends/s

econd-

hand 

14 28 

Total 50 100 

Source: Primary data 

 

Most respondents purchase a new smartphone every 

2-3 years (36 percentage of the respondent) or every 4-5 years 

(32 percentage of the respondent). Xiaomi and Vivo are the 

most popular brands, each used by 22 percentage of the 

respondent of participants. Price and features are the primary 

factors in choosing a smartphone, with 28percentage of the 

respondent prioritizing price and 30 percentage of the 

respondent focusing on features. The majority of respondents 

prefer smartphones in the 20,001-30,000 price range (42 

percentage of the respondent). Offline stores are the most 

common purchase method (48 percentage of the respondent), 

followed by second-hand options from friends (28 percentage 

of the respondent). This indicates a preference for mid-range 

smartphones and offline shopping. 

 

Table -3 

Smartphone Purchase Preferences 

S. 

No 

Particulars Items No of 

respond

ent 

Percent

age 

1 Online 

platform for 

smartphone 

purchases 

Amazo

n 

8 16 

Flipkart 9 18 

Manufa

cturer 

website 

24 48 

Others 9 18 

Total 50 100 

2 Offline store 

preference 

Local 

shops 

11 22 

Brand 

showro

om 

29 58 

Multi 

brand 

stores 

10 20 

Total 50 100 

3 Gather 

information 

before 

buying 

smartphone 

Online 

reviews 

9 18 

Friends 

and 

family 

16 32 

Social 

media 

ads 

16 32 

In store 

assistan

ce 

9 18 

Total 50 100 

4 Feature 

prioritize the 

most in a 

smartphone 

Camera 

quality 

7 14 

Battery 

life 

15 30 

Storage 

capacit

y 

17 34 

Process

or 

speed 

11 22 

Total 50 100 

5 Preferred 

screen size 

Below 

5 inches 

12 24 
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5-6 

inches 

19 38 

Above 

6 inches 

19 38 

Total 50 100 

Source: Primary data 

 

Most respondents prefer purchasing smartphones 

from the manufacturer's website (48 percentage of the 

respondent), with Amazon and Flipkart being less popular. 

Brand showrooms are the top choice for offline purchases (58 

percentage of the respondent), followed by local shops. 

Information is primarily gathered through friends and family 

or social media ads (32 percentage of the respondent each). 

Storage capacity (34 percentage of the respondent) and battery 

life (30 percentage of the respondent) are the most prioritized 

features in a smartphone. The majority prefer screen sizes 

between 5-6 inches or above 6 inches (38 percentage of the 

respondent each). This suggests a focus on official sources for 

shopping, personal recommendations, and performance-

related features. 

 

Table-4 

Consumer Choices in Smartphones 

S. 

No 

Particulars Items No of 

responden

t 

Percenta

ge 

1 Important 

of camera 

quality 

Very 

important 

15 30 

Some what 

important 

23 46 

Not 

important 

12 24 

Total 50 100 

2 Operating 

system  

Android 37 74 

Ios 13 26 

Others 0 0 

Total 50 100 

3 Important 

of battery 

life 

Very 

important 

19 38 

Some what 

important 

23 46 

Not 

important 

8 16 

Total 50 100 

4 Consider 

resale value 

when 

purchasing 

Yes 25 50 

No 25 50 

Total 50 100 

5 Important 

of after 

Very 

important 

7 14 

sales and 

service 

Some what 

important 

28 56 

Not 

important 

14 28 

Total 50 100 

Source: Primary data 

 

Camera quality is considered important by most 

respondents, with 76 percentage of the respondent deeming it 

either very or somewhat important. Android is the preferred 

operating system, used by 74 percentage of the respondent, 

while iOS accounts for 26 percentage of the respondent. 

Battery life is crucial for 84 percentage of the respondent of 

respondents, either very or somewhat important. Half of the 

respondents consider resale value when buying a smartphone. 

After-sales service is deemed somewhat important by 

56percentage of the respondent, but only 14 percentage of the 

respondent find it very important. Overall, camera quality, 

battery life, and Android OS are key priorities for smartphone 

buyers. 

 

VII. LIMITATION OF STUDY 

 

The study is limited to a specific geographic area, 

which may not reflect broader consumer trends. Sample size 

may be small, affecting the generalizability of the findings. 

Responses are based on self-reported data, which can be 

biased or inaccurate. 

 

Rapid changes in smartphone technology may outdate findings 

quickly. 

 

The study may not fully capture emotional or subconscious 

influences on buying behavior. 

 

It focuses mainly on current users, excluding potential or first-

time buyers' perspectives. 

 

VIII. FINDINGS OF THE STUDY 

 

● Brand loyalty plays an a major role, with many 

consumers sticking to familiar smartphone brands. 

● Price and discounts remain the most influential 

factors in the final purchase decision. 

● Camera quality and battery life are key technical 

features that affect buyer preferences. 

● Social media reviews and influencers significantly 

impact younger consumers’ choices. 

● After-sales service and warranty influence long-term 

satisfaction and repeat purchases. 
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● Online shopping for smartphones has increased, but 

many still prefer in-store purchases for hands-on 

experience. 

 

IX. CONCLUSION 

 

The study on how people choose smartphones shows 

that buying decisions are complex and influenced by various 

factors. A major factor is brand loyalty, with Apple and 

Samsung having a strong fan base due to their perceived 

quality, trustworthiness, and consistency. However, price is 

also crucial, especially for those who are mindful of their 

budgets, as discounts can greatly affect their choices. For 

younger buyers, features like good camera quality, long 

battery life, and 5G capabilities are very important. In 

contrast, older buyers often look for practicality and ease of 

use when selecting a phone. Social media, online reviews, and 

influencer opinions play a big role in shaping what people like 

and how they view different brands. Factors like age and 

income significantly influence purchasing choices. Younger 

consumers are attracted to the latest technological 

advancements, while older ones place more value on 

reliability. When buyers are satisfied with their smartphones, 

it increases their loyalty to the brand, often leading to repeat 

purchases. 

 

REFERENCES 

 

[1] Kotler, P., & Keller, K. L. Marketing Management (15th 

ed.). Pearson Education (2016). 

[2] Schiffman, L. G., & Kanuk, L. L. Consumer Behaviour 

(10th ed.). Pearson Education (2010). 

[3] Jain, V., & Malhotra, N. K. "Factors influencing 

consumer buying decisions of smartphones in India: A 

study." International Journal of Business and Management 

Invention, 6(5),PP. 27-34 (2017) 

[4] Chinomona, R., & Dubihlela, J. "The influence of brand 

and technology on consumer buying behaviour of 

smartphones in South Africa." Mediterranean Journal of 

Social Sciences, 5(7), PP.111-120 (2014). 

[5] Huang, M. H., & Yang, C. L.  "The impact of consumer 

preferences and purchasing behaviour on mobile phone 

brands: An empirical study of Chinese consumers." 

International Journal of Marketing Studies, 6(5), PP.94-

102 (2014). 

[6] Liao, S., & Hsieh, P. "Consumer perceptions of 

smartphones: A study of Taiwanese consumers." Journal 

of Business Research, 68(6), PP.1360-1366 (2015). 

[7] Sharma, A., & Sood, R.  "Impact of social media 

marketing on consumer buying behaviour of 

smartphones." International Journal of Management, 

Technology, and Engineering, 9(2), PP.1-10 (2019). 

[8] Bashir, M. A., & Rashid, M.  "The influence of customer 

satisfaction and brand loyalty on smartphone purchasing 

behaviour." International Journal of Scientific & 

Engineering Research, 9(7), PP.1453-1461 (2018). 

[9] Jabbar, H. A., & Jameel, A. "Factors influencing 

smartphone purchasing behaviour: An empirical study on 

consumers in the UAE." Journal of International Business 

and Economics, 7(1), PP.20-32 (2019). 

[10] Kim, H. Y., & Lee, H. J.  "A study on the influence of 

smartphone characteristics on consumers' purchasing 

decision." International Journal of Applied Engineering 

Research, 11(12), PP.8286-8291 (2016). 

 

 

 


