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Abstract – People use Smartphone less for the phone calls and more for internet browsing, social media, 
emails, online shopping, navigation and so many other things. Smartphone are replacing more of our 
gadgets like digital cameras and alarm clocks.   “Smartphone are now being used like a digital „Swiss 
Army Knife‟, replacing possessions like watches, cameras, books and even laptops.” This paper focuses 
characteristics affecting consumer behavior for smart phone users: 
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INTRODUCTION  

Consumer behavior is a wide range of study about the 
decision making processes that a consumer make at 
the time of making a purchase. According to Kotler et 
al.2008 p. 224  

“Consumer behavior is the study of how individuals or 
groups buy, use and dispose of goods, services, ideas 
or experience to satisfy their needs or wants.” In the 
early stages, consumer  behavior  was  taken  as  
buyer  behavior  that  reflects  the  interaction  
between consumers and produces at the time of 
purchase but now marketers recognize consumer 
behavior as an ongoing process not only what 
happens at the time when consumer gives money and 
gains some goods or services. Solmon, in the eye of 
marketers, a consumer is known as “a man with a 
problem” (Bell, 1968 p 433). Therefore a consumer 
purchase is the response to that problem. The process 
that a consumer takes in his decision making is quite 
interesting to most of the large comp anies.  They  are  
extremely  trying  to  research  the  consumer  buying  
process  to  find  out what consumers buy, where and 
how they buy, when and why they buy. It is easier for 
researchers to find the answers for what, how, where, 
when and how much consumers buy but it is not that 
much easy to find why they buy. The reason is “the 
answers are often locked within the consumer’s head” 
(Kotler et al. 2008 p 265).  

Usually a buyer passes through five stages to reach 
his buying decision. First the buyer notices the 
difference between his current state and ideal state 
and recognizes his want and need for something. A 
need can also be aroused by external stimuli. He/she 
starts searching  the  information  for  his/her  desired  
product  through  different  channels  like family, 

friends, advertisement or mass media. After sufficient 
information is gathered, the buyer processes the 
information to evaluate the alternatives brands in the 
choice set. Finally he purchases the product which he 
assumes to be the best for him.  After purchasing the 
product, the buyer will take further action to the 
marketer based on his satisfaction or dissatisfaction 
(Kotler  et al. 2008 pp 265-271) H.-S, Kim (2000), 
Lee, C.K.C., & Beatty, S.E. (2002) 

REVIEW OF LITERATURE: 

A user using a mobile phone can make or receive 
telephone calls to and from other cellular networks 
and also fixed line phones worldwide. Each mobile 
phone holds a subscription with a cellular network 
which then connects it to a mobile network operator 
and thus let's communication to flow freely. Mobile 
phones are not used for calls only, especially modern 
mobile phones. They offer a wide variety of 
communicative services such as: 

 Text messaging 

 Sending and receiving emails 

 Voicemails accessible through voicemail 
inbox 

 Access to internet 

 MMS (Multimedia Messaging Service) 

 Interactive games 
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 Connectivity through Bluetooth and/or USB, 
infrared 

 Music player 

 Camera 

GPS (Global Positioning System) 

With the influx of countless models of mobiles in the 
UK market, with minor or significant differences in 
features, generally they are categorized into two 
groups. We have feature phones, which are normally 
characterized as low end mobile phones having less 
functions, whereas at the other extreme we have 
Smartphone which are high end phones with 
sophisticated, computing capabilities. 

Characteristics Affecting Consumer Behavior: 

 Social factors 

The civilization of human being grew up as they 
started to live in a society. Being a social animal, they 
interact with each other for better solutions. A 
consumer’s behavior is therefore influenced by the 
social factors such as groups, family and roles and 
status. 

 Groups 

Human by nature are social in nature so they all 
belong to different groups in order to satisfy the social 
needs. They observe each other and take cues how to 
behave to fit in and please each other in the group 
(Solomon, 1996 p 339). Therefore, group norms will 
affect the individual’s behavior patterns. 

 Family 

“Family as a consuming and decision making unit is a 
central phenomenon in marketing and consumer 
behavior” (Commuri and Gentry, 2000, p.  1). as an 
individual always make the closest contact with family, 
family members can strongly influence buyer behavior. 

 Roles and status 

Every individual in the society does have different 
roles and status depending upon the position and 
relation that he or she holds in different groups, 
organizations or clubs. For example, a man employed 
as a manager of a company could have several roles 
in several groups. 

 Personal Factors 

The personal characteristics of the buyer such as age 
and life-cycle stage, occupation, lifestyle, economic 
circumstances, personality and self-concept also 
affects the buyer’s decision. 

 Age and life-cycle stage 

With the change in the age and life-cycle stage, people 
change buying patterns on goods and services they 
buy over their lifetimes. Tastes in food, clothes, 
furniture and recreation are generally age related that 
changes over the time. Buying is also shaped by the 
family life-cycle stage. (Kotler  et al  2008 p 250) . 

 Occupation 

A person’s occupation affects the consumption of 
goods and services.  “A person normally buys goods 
that suit his occupation.” Jain 2010 p 134.The nature 
of job of a buyer has direct influence on the products 
and brands that he/she chooses for him or her. 

 Economic Circumstances 

The buying tendency of a buyer is always directly 
related to the economic situation or income of a 
buyer. 

 Lifestyle 

Lifestyle is the way of living that an individual 
chooses according to his/her activities, interests, and 
opinions. People who have similar culture, social 
class or occupation may have different lifestyles.   

Demographic factors: are those factors influencing 
consumer behavior which are the consumer's factors 
comprising of age, gender, income, occupation, 
education, religion and nationality. Demographic 
factors are important as consumers belonging to 
similar demographics have alike buying patterns. 
Based on the research study result, researchers 
would know what brands are favored by the male or 
female consumers, also depending on the income 
and occupation which brands would be the choice for 
consumers. 

Psychographic factors: comprise of factors that are 
based on consumer's social class, lifestyle and 
personality traits. A point to be noted is that same 
demographics may have very different preferences 
when it comes to psychographic structures. Some 
brands are chosen over others if they are better at 
portraying an image which truly reflects the 
consumer's psychographics. 

Behavioral factors: are specifically related to the 
buyers' habits and their attitudes towards different 
brands. Basically it comprises of components that tell 
about the consumer's knowledge, attitudes and 
responses to a product. If the marketer has ample 
knowledge about these behavioral variables then it 
makes the research very informative. 

CONCLUSION: 

With the passage of time, advents in technology 
have given new meanings to almost everything 
around us. Every preconceived notion and idea has 
been forced to go through a metamorphosis to keep 
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in line with the growing pace of change. This tidal 
wave of change has surely altered communication 
drastically. The new advances have led to addition of 
many new forms which came about as a revolution. 
The communicative revolution that concerns us is 
actually the third wave, according to which information 
can now be transmitted through electronic signals and 
controlled waves present in the air around us. 
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