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ABSTRACT 
A mobile phone (also known as a hand phone, wireless phone, cell phone, cellular phone, cellular telephone or cell telephone) is a long-range, electronic device 

used for mobile voice or data communication over a network of specialized base stations known as cell sites. There are several categories of mobile phones, from 

basic phones to feature phones such as music phones and camera phone, to smart phone. The first smart phone was the Nokia 9000 Communicator in 1996, 

which incorporated PDA functionality to the basic mobile phone at the time. As miniaturization and increased processing power of microchips has enabled ever 

more features to be added to phones, the concept of the smart phone has evolved, and what was a high-end smart phone five years ago, is a standard phone 

today. Several phone series have been introduced to address a given market segment, such as the RIM Black Berry focusing on enterprise/corporate customer 

email needs; the Sony Ericsson Walkman series of music phones and Cyber shot series of camera phone; the Nokia N-Series of multimedia phones; and the Apple i 

Phone which provides full-featured web access and multimedia capabilities. 

 

KEYWORDS 
Consumer Behaviour, Power of purchasing, Purchasing Decisions  

 

INTRODUCTION 
here are also specialist communication systems related to (but distinct from) mobile phones. In addition to the standard voice function of a mobile 

phone, telephone, current mobile phones may support many additional services, and accessories, such as SMS for text messaging, email, packet 

switching for access to the Internet, gaming, Bluetooth, infrared, camera with video recorder and MMS for sending and receiving photos and video, MP3 

player, radio and GPS. Most current mobile phones connect to a cellular network of base stations (cell sites), which is in turn interconnected to the public 

switched telephone network (PSTN). Nokia is currently the world’s largest manufacturer of mobile phones, with a global device market share of approximately 

40% in 2008. Other major mobile phone manufacturers (in order of market share) include Samsung (14%), Motorola (14%), Sony Ericsson (9%) and LG (7%). The 

present study aims to achieve to identify the type of connection people use, reasons for purchasing cell phone, understanding the importance of factors & 

identify the major influence on purchase decision. A sample of 200 respondents from Hisar district has been used for collecting the response through well-

structured questionnaire. A set of simple techniques of statistical analysis such as mean, percentage and standard deviation and ANOVA test have been used. 

Most of them are obtained with the help of the computerized packages spss (13.0 version) and Microsoft Excel.  

 

REVIEW OF LITERATURE 
Aoki and Dones (2004) focused on the behavioral and psychological aspects of cell phone usage among college students. They tried to find the reasons behind 

why a technology is adopted in particular way. They identified several attitudinal factors based on the exploratory study including, necessity in modern times, 

cost efficiency when compared to landline phone, safety or security, and dependency. The study also endeavored to look at the motivational and behavioral 

characteristics of mobile phone usage. The author tried to combine their results and the result of previous research to find the trends in usage by the youth, 

“why college students in the US use the cell phone, what they think of the technology, and how they use it”. The motivational themes identified by the study 

include personal safety, financial incentive, information access, social interaction, parental contacts, time management/co ordination, dependency, image, and 

privacy management. The results of the focus group interviews indicated five distinct user groups in terms of their attitudes toward their cell phone usage and in 

terms of the levels of integrating cell phones into their lives. 

Day and Deutcher (2005) examined that it appears that services providers are not upgrading their grouping customer base. This needs greater attention and 

implementation of well-defined customer core programmed is likely to benefit service providers. 

Judith Earl (2006) observed that mobile phone have become vital part of our lives. Now mobiles are inexpensive, easy to use and equipped with almost every 

latest feature you desire. Now mobile phones have become craze for people of all the age groups. Mobile phones allow us to stay connected anytime anywhere, 

in general as well as in emergencies. The advantages of mobile phones have scored over their disadvantages. It is more comfortable for communicating over a 

distance. You can get your work done through mobile without physically going to place through mobile. Other than thus you can download ring tones, games 

wallpapers. You can also capture pictures through built in camera. Now a day there is a wide range of mobile phone sets are available depending upon your 

requirement. 

Shailender Gupta (2006), Senior Manager, consumer Research pointed that, “Mobile service providers should not let go of their brands inherent perceived 

strengths’ and continue to device innovative pricing schemes and innovative pricing schemes and offers. With total number of mobile subscriber in India set to 

double to 500million by 2010, the pie is big enough for everyone. 

T
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Shirshendu Ganguli (2006) in his study finds that Indian cellular industry of the mobile telecommunication service industry is currently witnessing a phase of 

tremendous growth. In spite of that, it is facing a high rate of churn (3.5% to 6% per month). The major focus of the industry has been on churn management 

with the customer Relationship Management (CRM) tools and techniques in order to retain the existing customer.  

Rajnish (2007) Head of Sale and Marketing, MSN India, said,” social networking on mobile trends which very popular internationally. But in India it is confined 

among only those who have access to high-end mobile phones, which are compatible to allow high-speed Internet browsing and social networking. At present 

time mobile phone prices coming down, and the availability of value added services likes cameras, MMS, GPRS/EDGE facilities, there will definitely be a surge in 

the number of people who would then socially interest via mobile phones. 

Aggarwal Vir Bala (2008) author observed that today the cell phone has become a powerful media of communication. It is on the verge of replacing traditional 

media like newspaper, television, Internet and radio etc. It has greatly helped the print and electronic media to provide thorough access to the news and 

information from different parts of the globe. The study attempts to analyze the mobile usage behavior of students of Himachal Pradesh University, Shimla. The 

study concludes that mobile phone has converted the whole world in to a global village. It points out that the government is a better and preferred service 

provider. In nutshell it can be concluded since the mobile is very convenient media to provide information to its users, it must be utilized for giving very positive 

information to the customers and the government should take all appropriate measures to prevent all unnecessary and irrelevant information, which can be 

harmful to society. 

David Nagel, (2009) Author observed that cell phones and other mobile devices have existed on the fringe of educational technology. Some districts encourage 

them; some districts ban them and even go so far as to suspend students for bringing them to school; many don't have a policy one way or the other, as long as 

students keep them turned off during class. But recent developments in mobile technologies may help give cell phones a boost in the education space, although 

policy challenges still abound. 

 

OBJECTIVES OF THE STUDY 
The presents study attempts to achieve following objectives: 

1. To identify the type of connection people use. 

2. To study the reasons for purchasing cell phones.  

3. To understand the importance of factors, which influence the purchase decision. 

4. To identify the major influence on purchase decision.   

 

HYPOTHESIS OF THE STUDY 
In view of exploratory research carried out by collecting information from the knowledgeable persons and review existing literature, the following hypothesis 

has been developed: 

H1:  At the time of purchase of mobile, people consider more factors. 

H2: Family is the main factor to influence the purchase decision of the mobile users.  

H3: Most of the people intend purchasing cell phone in near future. 

 

SCOPE OF THE STUDY  
The present study covered the area of Hisar district and the results are generalized on population basis.  

 

SAMPLING PLAN  
The sampling was done on the random basis. A sample of 200 respondents has been used for collecting the response through well-structured questionnaire. 

 

DATA COLLECTION  
An extensive literature review facilitated theory development and item generation. Further, to answer the research questions (objectives of the study) and to 

verify/test the tentative answers (hypotheses of the study), the required information is identified. Then, the questionnaire was developed, which was the main 

instrument used to collect the required information. It is thoroughly discussed with respondents to clarify and doubts, if any, regarding what is asked. Secondary 

data was also collected from different previous research studies, including several journals, compendium, and handbook of statistics, articles, books, newspapers 

and business magazines. Furthermore, Internet is also used for gathering worldwide information. The respondent profile is detailed as follows:  

 

TABLE 3.1: AGE-WISE PROFILE OF RESPONDENTS 

Age-group (Yrs.) No. of Respondents Per cent 

<20 33 16.5 

21-35 128 64.0 

36-50 29 14.5 

>50 10 5.0 

Total 200 100.0 

Source: Survey 

Table 3.1 stated that sixty four per cent respondents belong to 21-35 age group followed by sixteen and half per cent and fourteen and half per cent from 

teenage as well as 36-50 groups respectively. Above 50 years respondents were only five per cent. 

 

TABLE 3.2: GENDER-WISE PROFILE OF RESPONDENTS 

Gender No. of Respondents Per cent 

Male 176 88.0 

Female 24 12.0 

Total 200 100.0 

Source: Survey 

Table 3.2 stated the gender group of respondents. Eighty eight per cent respondents are male and twelve per cent are female. 
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TABLE 3.3: EDUCATION-WISE PROFILE OF RESPONDENTS 

Education No. of Respondents Per cent 

Matric 48 24.0 

Senior secondary 55 27.5 

Graduation 68 34.0 

Post-graduation 25 12.5 

Others 4 2.0 

Total 200 100.0 

Source: Survey 

Table 3.3 stated that thirty per cent respondents are graduates followed by more than twenty five per cent and twenty four per cent from senior secondary and 

matric.  

 

DATA ANALYSIS AND INTERPRETATION 
After collection of data through various sources, different statistical tools and techniques have been used for the analysis of data. A set of simple techniques of 

statistical analysis such as mean, percentage and standard deviation has been used. Further, ANOVA test have been used. Most of them are obtained with the 

help of the computerized packages spss (13.0 version) and Microsoft Excel. Interpretation of data is based on rigorous exercise aiming at the achievement of the 

objectives of the study and findings of the existing studies. 

TYPE OF CONNECTION (PRE-PAID AND POST PAID)  

From the table it may be concluded that more than seventy per cent people prefer pre-paid connection whereas less than thirty per cent people prefer post-paid 

connection (Table 4.1, 4.2). Moreover it is found that thirty five per cent respondents are paying their bills monthly followed by dual month payment and tri 

month payments. Less than ten per cent people prefer the payment of their connections yearly. Among the post-paid connection users, only seven and half 

percent peoples prefer the payment in the continuum of Rs. 500-Rs.700. Only three per cent of respondents are there who prefer the payment of Rs. 1,000-Rs. l, 

500.  

 

TABLE 4.1: DESCRIPTIVE STATISTICS FOR PREPAID CONNECTION 

Plan Frequency Per cent 

Monthly 70 47.9 

Every two months 39 26.7 

Every three months 16 11.0 

Any other 10 6.8 

Total 146 100.0 

Mean 1.9863 

S.D. 1.23169 

Source: Survey 

 

TABLE 4.2: DESCRIPTIVE STATISTICS FOR POST-PAID CONNECTION 

Cost (Rs.) Frequency Per cent 

< 500 12 22.2 

500-700 15 27.8 

700-1,000 14 25.9 

1,000-1,500 6 11.1 

> 1,500 7 13.0 

Total 54 100.0 

Mean 7.6481 

S.D. 1.30539 

Source: Survey 

REASON TO PURCHASE CELL PHONES  

To know the most important reason for purchasing the mobile Table 5.1 has been prepared after collecting the responses from respondents in the terms of like 

gives the convenience of calling any time, It is easy to communicate with friends, No landline, Any other etc., results shown in the table indicate that 62 per cent 

respondents prefer reason for purchase is gives convenience of calling any time, followed by 20 per cent with easy to communicate with friends with mean value 

= 1.650, SD = 0.93828. On the application of ANOVA (Table 5.2), it is noticed that there is significant difference among the respondents educationally at 0.05 

level of significance. 

 

TABLE 5.1: DESCRIPTIVE STATISTICS FOR REASON TO PURCHASE CELL PHONES 

Reasons Frequency Per cent 

Gives convenience 124 62.0 

Easily accessible 29 14.5 

Communicate with friends 41 20.5 

No landline 4 2.0 

Any other 2 1.0 

Total 200 100.0 

Mean 1.6550 

S.D. 0.93828 

Source: Survey 
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TABLE 5.2: ANOVA VALUES FOR REASON TO PURCHASE CELL PHONES 

 Sum of squares df Mean square F Sig. 

Age-wise 

Between groups 2.919 3 0.973 1.107 0.347 

Within groups 172.276 196 0.879   

Total 175.195 199    

Gender-wise 

Between groups 0.509 1 0.509 0.577 0.448 

Within groups 174.686 198 0.882   

Total 175.195 199    

Education-wise 

Between groups 13.107 4 3.277 3.942 0.004 

Within groups 162.088 195 0.831   

Total 175.195 199    

Source: Survey 

IMPORTANCE OF FACTORS IN PURCHASE DECISION  

Regarding rating the factors which plays important role in purchase decision it is found that the respondents opts looks as very important factor with (mean 

value= 1.5950, S.D= 0.73051) followed by the battery life and brand (Table 6.1). Whereas the Easy availability and weight size of the cell phone are very 

unimportant factors in opinion of respondents while making purchase (mean value = 2.4600, S.D. = 1.13350, mean value = 2.2600, S.D. = O.90359).  

As far as ANOVA (Table 6.2) value is concerned is not a significance difference among the opinion of respondents Gender-Wise regarding rating the factors, 

which are important in, purchase decision. In case of Age-wise the battery life and looks are two factors, which gave the significant difference due to age at 0.1 

per cent and 0.05 per cent significance level respectively. As far as education is concerned the respondents significantly differ on the factor namely brand at 0.05 

per cent significance level, which accept first hypothesis (H1).  

 

TABLE 6.1: DESCRIPTIVE STATISTICS FOR IMPORTANCE OF FACTORS IN PURCHASE DECISION 

Factors Mean S.D. 

Brand 1.7250 0.80162 

Cost 1.9800 0.75661 

Battery life 1.6600 0.99970 

Weight size 2.26000 0.90359 

Looks 1.5950 0.73051 

Easy availability 2.4600 1.13350 

Features 1.8450 1.0080 

Source: Survey 

 

TABLE 6.2: ANOVA VALUES FOR IMPORTANCE OF FACTORS IN PURCHASE DECISION 

 Sum of squares df Mean square F Sig. 

Age-wise 

Brand 

Between groups 1.985 3 0.662 1.030 0.380 

Within groups 125.890 196 0.642   

Total 127.875 199    

Cost 

Between groups 0.612 3 0.204 0.353 0.787 

Within groups 113.308 196 0.578   

Total 113.920 199    

Battery life 

Between groups 6.693 3 2.231 2.275 0.081 

Within groups 192.187 196 0.981   

Total 198.880 199    

Weight size 

Between groups 2.263 3 0.754 0.923 0.431 

Within groups 160.217 196 0.817   

Total 162.480 199    

Looks 

Between groups 5.262 3 1.754 3.406 0.019 

Within groups 100.933 196 0.515   

Total 106.195 199    

Easy availability 

Between groups 3.803 3 1.268 0.986 0.400 

Within groups 251.877 196 1.285   

Total 255.680 199    

Features 

Between groups 1.785 3 0.595 0.582 0.628 

Within groups 200.410 196 1.023   

Total 202.195 199    

Gender-wise 

Brand 

Between groups 0.614 1 0.614 0.955 0.330 

Within groups 127.261 198 0.643   

Total 127.875 199    
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Cost 

Between groups 0.587 1 0.587 1.025 0.313 

Within groups 113.333 198 0.572   

Total 113.920 199    

Battery life 

Between groups 0.221 1 0.221 0.220 0.639 

Within groups 198.659 198 1.003   

Total 198.880 199    

Weight size 

Between groups 0.361 1 0.361 0.441 0.508 

Within groups 162.119 198 0.819   

Total 162.480 199    

Looks 

Between groups 0.867 1 0.867 1.630 0.203 

Within groups 105.328 198 0.532   

Total 106.195 199    

Easy availability 

Between groups 0.000 1 0.000 0.000 0.994 

Within groups 255.680 198 1.291   

Total 255.680 199    

Features 

Between groups 1.320 1 1.320 1.301 0.255 

Within groups 200.875 198 1.015   

Total 202.195 199    

Education-wise 

Brand 

Between groups 8.103 4 2.026 3.298 0.012 

Within groups 119.772 195 0.614   

Total 127.875 199    

Cost 

Between groups 1.849 4 0.462 0.804 0.524 

Within groups 112.071 195 0.575   

Total 113.920 199    

Battery life 

Between groups 1.540 4 0.385 0.380 0.822 

Within groups 197.340 195 1.012   

Total 198.880 199    

Weight size 

Between groups 4.264 4 1.066 1.314 0.266 

Within groups 158.216 195 0.811   

Total 162.480 199    

Looks 

Between groups 2.144 4 0.536 1.004 0.406 

Within groups 104.051 195 0.534   

Total 106.195 199    

Easy availability 

Between groups 4.717 4 1.179 0.916 0.455 

Within groups 250.963 195 1.287   

Total 255.680 199    

Features 

Between groups 2.269 4 0.567 0.553 0.697 

Within groups 199.926 195 1.025   

Total 202.195 199    

Source: Survey 

MAJOR INFLUENCE ON PURCHASE DECISION  

Table 7.1 depicts that nearly 46 per cent respondents purchasing decision influenced by family followed by friend’s factor twenty five per cent. On the other 

hand dealer is considered least factor which influence purchase decision among the respondents with the (mean value 2.11, S.D. =1.32160).  

When ANOVA (Table 7.2) test is applied, it is observed that there is not a significant difference in the opinion of respondents in terms of all variables at 0.05 

significance level that accept the second hypothesis (H2).  

 

TABLE 7.1: DESCRIPTIVE STATISTICS FOR MAJOR INFLUENCE ON PURCHASE DECISION 

Factors Frequency Per cent 

Family 93 46.5 

Friend 50 25.0 

Dealer 12 6.0 

Advertisement 32 16.0 

Review in media 13 6.5 

Total 200 100.0 

Mean 2.1100 

S.D. 1.32160 

Source: Survey 
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TABLE 7.2: ANOVA VALUES FOR MAJOR INFLUENCE ON PURCHASE DECISION 

 Sum of squares df Mean square F Sig. 

Age-wise 

Between groups 6.561 3 2.187 1.257 0.290 

Within groups 341.019 196 1.740   

Total 347.580 199    

Gender-wise 

Between groups 0.088 1 0.088 0.050 0.823 

Within groups 347.492 198 1.755   

Total 347.580 199    

Education-wise 

Between groups 5.477 4 1.369 0.781 0.539 

Within groups 342.103 195 1.754   

Total 347.580 199    

Source: Survey 

SUMMARY OF CONCLUSIONS 
There are various mode of communication to communicate feelings, emotions, ideas etc. More than seventy per cent respondents are using Cell phone with 

(mean value=1.8850, S.D. =0.57744) followed by E-mail (twenty one per cent responses) and telephone having four per cent response to communicate their 

feelings, emotions, ideas etc. Whereas, respondents conveyed that the communication process is completed through letters is least.  

More than ninety seven per cent respondents are of opinion that they own mobile followed by three per cent not own with mean value= 1.0300, S.D= 0.17722. 

The responses collected from the respondents in terms of variable like ‘Yes’, ‘No’.  

There are various currently owned cell phone brand like Nokia, Samsung, Sony Ericson, Panasonic, Motorola, LG, Reliance, Tata and Any Other. It is concluded 

that More than sixty six per cent respondents are using Nokia with mean value= 2.6650, S.D= 2.58965 followed by Sony Ericson (seven and half per cent 

responses). On the other hand, Motorola is considered least currently owned brand among the respondents.  

Twenty and half per cent respondents are using the model no. of Nokia i.e. 6300 having (mean value= 10.6550, S.D.= 8.70661) followed by Nokia 1108 (nine per 

cent responses) and Motorola having four per cent response to communicate their feelings, emotions, ideas etc.  

In terms of variables Gift, Given by office, Bundled with service, Purchase and other. It is concluded that ninety six per cent respondents acquire their cell phone 

by their own “Purchase” with mean value= 3.8800, S.D= 0.58935 followed by Gift (four per cent).  

More than seventy per cent people prefer pre-paid connection whereas less than thirty per cent people prefer post-paid connection Moreover it is found that 

thirty five per cent respondents are paying their bills monthly followed by dual month payment and tri month payments. Less than ten per cent people prefer 

the payment of their connections yearly. Among the post-paid connection users, only seven and half per cent people prefer the payment in the continuum of Rs. 

500-Rs. 700. Only three per cent of respondents are there who are preferring the payment of Rs. 1,000-Rs. 1,500.  

Sixty two per cent respondents prefer reason for purchase is gives convenience of calling any time, followed by twenty per cent with easy to communicate-with 

friends with mean value= 1.650, SD= 0.93828. 

Regarding rating the factors which plays important role in purchase decision it is found that the respondents opts looks as very important factor with (mean 

value= 1.5950, S.D= 0.73051) followed by the battery life and brand. Whereas the Easy availability and weight size of the cell phone are very unimportant factors 

in opinion of respondents while making purchase (mean value= 2.4600, S.D= 1.13350, mean value= 2.2600, S.D= 0.90359). 

Nearly forty six per cent respondents purchasing decision influenced by family followed by friends factor twenty five per cent. On the other hand dealer is 

considered least factor which influence purchase decision among the respondents with the (mean value 2.11, S. D. = 1.32160).  

Regarding currently used service provider thirty three per cent respondents says Bsnl, followed by nearly fifteen per cent (Idea) with mean value=4.8100, S.D. 

=2.12284.0n the other hand, Hutch is considered least currently used Service provider among the respondents. 

Regarding the satisfaction parameter on the part of service provider it is found that the respondents are highly satisfied with range (mean value = 1.6050, S.D= 

0.80761) followed by the cost of services and sms delivery. Whereas the respondents are not so satisfied in terms of Offers and Add on (mean value= 2.4800, 

S.D=1.02217).  

Nearly forty five per cent respondents are “Very Satisfied”, whereas thirty three per cent are not so satisfied with the service provider, with mean value= 1.7950, 

S.D= 0.84650.0n the other hand, three per cent respondents are somewhat dissatisfied with the service provider.  

More than sixty per cent respondents says Nokia followed by seventeen percent (Motorola) with mean value= 1.8150, S.D= 1.21166. On the other hand, 

Samsung is considered least brand of intended cell phone among the respondents.  

 

SUGGESTIONS 
Price of the mobile phone must be reasonable.  

Battery life of mobile phone should be improved.  

Advertisement should also be in regional language.  

There should be a proper system to avoid the unwanted calls and sms also.  

There should be a proper billing system or recharge system.  
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