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Abstract 
The prime objective of the study was to understand the mobile shopping behaviour in Indian 

customers. This research paper aims to assess the factors which may affect the mobile shopping 

behaviour of Indian customers. The data was collected from the secondary sources and some 

observations were done by the investigator. The results found that there were several factors like 

price, brand name, durability, services and much more which affect the mobile shopping 

behaviour of Indian customers. A different trend was observed among different age groups for 

mobile shopping and gender also made difference in the behaviour for shopping mobiles. A 

younger generation was fascinated by the new apps, models, and also the peer pressure. But the 

elderly were stick to the price tag, which may fit in their budget. The boys seem to change 

mobiles frequently and prefer different qualities in mobile than girls.  
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Introduction 

India is the world’s 12th largest consumer market. It is projected that by 2025, it will be ahead of 

Germany and will become the fifth largest economy of the world. There is an explosive growth 

in almost all the areas of consumer goods and services. Communication that accounts for 2 

percent of consumer’s spending today will be one of the fastest expanding categories with 

growth of about 13 percent (McKinsey, 2007). Mobile telecommunication industry has shown a 

tremendous growth over the last few years and at present there are about twenty crore (1 crore = 

10 million) subscribers of the mobile telecom services in the country. The market for the mobile 

handset is also growing with the growing demand for mobile telecom services. This demand will 

continue to grow in future also. India at present is the second largest market for mobile handsets 

(Indian Brand Equity Foundation, 2005). The growth in this sector has been improved due to 

liberalization of telecommunication laws and policies. The consumers of both rural and urban 

areas, from college - going students to mature elders, of almost all income groups have started 

using mobile telecom services. The growth is fastest in mobile services as compared to fixed 

lines where it is modest (The World Factbook, 2008).Some of the consumers particularly college 

- going students have to rely on their parents for the buying of products like mobile handset and 

automobile. This is so because large majority of such people are not economically independent 

till the age of 22-24 years. Therefore, they have to satisfy themselves with what their parents buy 

for them. But now-a-days, these people have become more able to influence their parents in 

buying the products of their choice. This is probably due to small family size of one or two 

children these days, where parents comply more with the requests of their children as compared 

to the past. 

Mobile phones are now inexpensive, easy to use comfortable and are equipped with almost every 

feature we desire. Mobile phones are a necessity, a style, a job compulsion and a lifestyle 

durable, all at the same time. They have become an indispensable commodity, reaching across 
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age, sex, demographic and regional boundaries. There are some key trends driving the growth in 

this sector are: 

1) Growth of disposable income 

2) Products becoming increasingly affordable 

3) Increasing share of organized retail. 

A study was conducted namely “My next Mobile Phone” which analyzed buying behaviour in 

two phases: the first one was at individual level and second one at group level. The purpose of 

this study was to analyze market segment behaviour of the mobile phones. The study processes 

the personnel selection and analyzed the buying pattern and analyzes the thought process behind 

the mobile phone selection. Thus it proves that for a company it is very important to assess the 

trends and the demands of their customers. The increasing competition between the telecom 

service providers has increased demand for both mobile telecom services as well as the handsets. 

According to Indian Brand Equity Foundation (2005), the mobile handset market, which was 

worth about $ 2 Billion two years ago, had shown a growth of 60% per annum. The GSM 

(Global System for Mobile Communications) handsets had 84% share and CDMA (Code 

Division Multiple Access) handsets has 16% market share. There are various players in the GSM 

market. Nokia was leading the market with 59% market share (Prashant, 2005). Among the other 

players, the prominent are Sony Ericsson, Samsung, Motorola and LG. They are offering wide 

range of models for the users of different preferences. The manufacturers are introducing newer 

and newer models in quick succession of time. They are motivated to do so because Indian 

mobile subscribers are prepared to pay for upgrades, value-based services, and advanced models. 

The cut throat competition between manufacturers has forced manufacturers to reduce their costs 

and therefore, they are thinking of manufacturing handsets in India. The low wage rates will help 

manufacturers to reduce their costs (Indian Brand Equity Foundation, 2005). Besides this, the 

service providers and manufacturers are offering value added services to make up losses in 

revenues, which have resulted due to decrease in tariff rates. Thus mobile value added services 

has become an important element in the growth of mobile telephony in India. 

Possibly the most challenging concept in the marketing is to deal with understanding the buyer behaviour. The 

attitude of Indian consumers has undergone a major transformation over the last few years. The Indian consumer 

today wants to lead a life full of luxury and comfort. He wants to live in present and does not believe in savings 

for the future. An important and recent development in India’s consumerism is the emergence of the 

rural market for several basic consumer goods. 

The Indian middle class has provided a big boost to the consumer culture during the recent past and it is hoped 

that their buying behaviour will continue to change in the coming future. Due to fast growth of the services sector 

per capita income of people of India is also increasing. The number of middle class is increasing due to another 

fact that people are fast shifting from agriculture to the services and industry sector where growth 

prospects are reasonably high as compared to the agriculture sector which is showing slow growth. The 

consumption pattern of a country depends on liberalization of economic policies, buying habits of the younger 

generation, financial independence at a young age, increase in number of nuclear families and increase in media 

exposure of the people. The tastes and preferences of the current generation are changing rapidly. The current 

generation does not mind paying extra for better facilities and ambience. Another major factor that 

has led to increased consumerism is the growth of credit culture in India. The Indian consumer does not feel 

shy to purchase products on credit and pay tomorrow for what they use or buy today. This tendency has led to a 

tremendous increase in purchase of homes, cars, two-wheelers and consumer goods. The market for luxury 

products in India is also climbing at an astonishing rate as compared to a decade ago when it was almost 

negligible. The reason behind this is that the purchasing power of people of India is rising very steeply. The 
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Indian consumer today is highly aware about the product, price, quality and the options available with him. The 

purchasing is done by keeping all these factors in mind. Today, price is not the only consideration as it was a few 

years back when prices played a major role in purchasing. Marketers are trying hard to capture this ever 

increasing Indian middle class as they form the bulk of Indian consumers. 

  

Literature review 
Consumer behaviour reflects the totality of consumer’s decisions with respect to the acquisition, 

consumption and disposition of goods, services, activities and ideas by human decision making units. (Hoyer, 

Macinnis and Pinaki Das Gupta, 2008). Consumer behaviour means more than just how a person buys tangible 

products such as bath soap, digital music players and automobiles. It also includes consumer’s use of 

services, activities and ideas such as going to the doctor, visiting a theme park, etc.(Source-

 Hoyer, Macinnis and Pinaki Das Gupta, 2008)David M Potter (1954) presented the situation of 

consumers with diverse nature and ambitions. Cyndee Miller (1995) has described the 80 different natures 

of women as a purchaser in different capacities. Fitzerald (1994) has described the role of life style in deciding the 

consumer behaviour factor. The advertising age (1995) has given the reasons for developing 

different consumer images. Maxine Wilkie (1995) has advocated that Demographic plays a vital role 

for deciding the culture of consumer. Adweek's Marketingweek (1994) has given the scene of vanishing culture 

of housewives and replacement by working wives. Howard and Sheth (1969) explained how 

consumer’s buying behaviour influenced by internal and external factors. They explained that human mind is 

“BLACK BOX” which receives stimuli. This stimulus creates perception in the mind of consumer which 

implied the kind of learning favorable or unfavorable. This will give the output in the form 

of acceptance or rejection. Basically this model is based on Stimulus -Response theory. 

Sabnavis (2002) identified three different consumer types of three generations in India. 

Traditional consumers of pre-liberalization phase (1960-70s) were, stable, inward looking and 

had limited choices. They kept their family needs on the top and their own personal needs were 

subordinate to their family needs. They avoided risk. In the transient phase (1980-90s), the 

consumers were more risk taking than their predecessors. They had experienced multi-choices 

and had a tendency to be better off than their parents. Economically, they had no fears or 

concerns. The new millennium consumer tends to enjoy life. He has greater self-control, and 

looks for personal style and pleasure. Exposures to variety of products and enhancement of 

economic status have changed the attitudes of the upper middle – class consumers towards 

brands. Indian society being hierarchical in nature is therefore, status conscious (Sahay and 

Walsham, 1997).Indians gives very high value to brands. In India, a brand is a cue to quality 

because the quality of the unbranded products varies widely (Johansson, 1997). According to 

study conducted by Maxwell (2001) on testing of homogeneity versus heterogeneity of global 

consumption in a cross-cultural price/brand effect model; Indian consumers in comparison to 

Americans are tougher for the marketers to sell their products. However he found Indian 

consumers more prices and fewer brands conscious. 

 Objective 

 The purpose of this research paper is  

 To understand the buying behaviour of mobile users in India 

 To identify the factors affecting the buying behaviour of mobile users 

 To identify the future trends in buying behaviour of mobile users. 

 

Methodology 
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The research design selected for this study id descriptive. The research paper explains the 

changes occurred in buying behaviour of mobile users in India. The synthesis of this research 

paper is based on secondary data sources and some purely observations by researcher. In this 

research we put an effort to find out what are factors affecting shopping behaviours of Indian 

customers.  

 

Results 

There are various factors affecting shopping behaviour like personal motivations, needs, 

attitudes, and values, personality characteristics, socio-economic and cultural background, age, 

sex, professional status. We found these factors affect the shopping behaviour of mobile like 

price, social factors, durability, brand name, product features, after sales. 

Price of the mobile is assumed to be the main concern for the population of India as maximum 

users of mobile come under the category of middle class status. So the price is the main factor 

which affects shopping behaviour of mobile users in India. The social factors which matters for 

mobile shopping among Indian users are they prefer mobile according to their social status and 

among the youngsters the peer group choice matters a lot. They prefer to have the same mobile 

as their close friends are having. The social factors include the current trend also. The durability 

of the mobile was also a factor which affects the shopping behaviour of mobile users in India and 

Nokia was mostly rated as the durable (in terms of battery backup etc). The brand name also 

matter for shopping behaviour as people prefer the famous brand. The mobile features were also 

important factor for the Indian population to select the mobile. The features like Bluetooth, net 

facilities, games application and much more were preferred. Based on observation of investigator 

a trend of shopping mobile was different for young and old; male and female. The difference was 

on the basis of choice, price, trend, peer pressure, lifestyle, competition etc. Moreover, there was 

no scientific research done but it was evaluated on the basis of observation.  

 

Limitations of the study 

 The study was based on observations only; the research could have done on the prescribed 

population with survey method. The results cannot be generalized. The research  further can 

incorporate  variables like gender, age, socio-economic status etc. 

 

Future researches 

The study can be extended to more number of variables such as different income groups, 

different occupations, and different personality traits and lifestyles of consumers. The future 

studies may further investigate reasons for differences between different consumer groups. 

 

Implications of the study 

India has become the second largest mobile handset market in the world. It is now worth about 

US$ 2 billion, but will rush forward by over 60 percent (Indian Brand Equity Foundation, 2005). 

It is very important for the marketers to understand the preferences of the users belonging to 

different age and gender groups. The marketers must be very clear about their customer base 

while offering the products. Different customers value a product or a firm differently. Therefore, 

all products are not meant for all customers (Ganesh et al, 2000). Therefore, the companies must 

translate preferences of their target segments into the diverse models meant for different 

segments.  

 References 



IJEBR /Aug.2014 / Volume- 1 / Issue- 1 / Article No-3 / Research Article / 18 - 22 

 

WWW.IJEBR.COM                                                                           22 

 

McKinsey. (2007). India Consumer (Full Report), 

[Online]Available: http://www.scribd.com/doc/47945/McKinsey-MGI-india-consumer-full-

report (Retrieved from July15, 2007). 

 

Ganesh, J., Arnold, M. J. and Reynolds, K. E. (2000).Understanding the Customer Base of 

Service Providers: An Examination of the Differences between Switchers and Stayers. Journal of 

Marketing, 64 (3), pp. 65-87. 

 

Indian Brand Equity Foundation (2005). Mobile Manufacturing: India goes China way. 

[Online] Available: http://www.ibef.org/artdisplay.aspx?cat_id=83&art_id=7757 (Retrieved 

from July 13, 2007). 

 

The world factbook (2008).[online] Available; http; www.bartleby.com/151/in.html#people 

(Retrived from june 27, 2008) 

 

Prashant, P. (2005). MOBILE HANDSETS: GSM up, CDMA down, [Online] Available: 

http://voicendata.ciol.com/content/vNd100/2005/105061325.asp (Retrieved from November 13, 

2007). 

 

Hoyer,Macinnis,and pinakis Das Guptas, consumer behaviour, 2008 

 

David M Potter (1954), people of plenty. 

 

Cyndee Miller (1995), Study of Dispels 80’s Stereotypes of women, Marketing news 

 

Sabnavis, M. (2002). Getting A fix on the New Middle-Class Consumer, Indian Management, 41 

(7), pp. 52-54. 

 

Sahay, S. and Walsham, G. (1997). The Use of Geographic Information Systems in Developing 

Countries: Social and Management Issues, United Nations Industrial Development Organization, 

Vienna, Austria. 

 

 
 

http://www.bartleby.com/151/in.html#people

