Heliyon 8 (2022) €10599

Contents lists available at ScienceDirect

Heliyon

¢ CellPress

ri

journal homepage: www.cell.com/heliyon

Check for
updates

Factors affecting young customers’ smartphone purchase intention during
Covid-19 pandemic*

Md. Rakibul Hafiz Khan Rakib® ", Shah Alam Kabir Pramanik °, Md. Al Amran?,
Md. Nurnobi Islam ?, Md. Omar Faruk Sarker ¢
@ Department of Marketing, Begum Rokeya University, Rangpur, 5404, Bangladesh

Y Department of Marketing, Islamic University, Kushtia, Bangladesh
¢ Department of Marketing, University of Rajshahi, Rajshahi, Bangladesh

ARTICLE INFO ABSTRACT

Keywords:
Smartphone
Purchase intention

Purchase intention has become a critical issue to the marketers of smartphones as the market has become very
competitive, volatile, uncertain and dynamic during Covid-19 than ever before. For sustaining in the competitive
market, every marketer is trying to upgrade its product appearance, product quality, service quality, attractive
features, and latest version of software as a whole. This study has investigated the effects of product features,
brand image, product price, and social influences on young customers' purchase intention of smartphone during
this Covid-19 pandemic time. Survey was conducted using structured questionnaire by collecting data from 305
respondents by using convenience sampling technique. Statistical Package for the Social Sciences (SPSS) inte-
grated with AMOS was employed for data analysis. Cronbach's alpha, composite reliability and average variance
extracted (AVE) were used to test the reliability and validity of the collected data while hypotheses were tested by
using Structural equation modeling (SEM). The findings of the study shows that, there is a significant effect of
product features, brand image, and product price on purchase intention of a smartphone but social influences has
no significant impact on young customers' purchase intention. The study results will help the smartphone mar-
keters to redesign their pandemic and post pandemic segmenting, targeting, differentiation and positioning
strategies. Practical and managerial implications along with the future research directions have been discussed at
the end of this paper also.
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1. Introduction smartphone can be defined as a mobile phone with more sophisticated
computing capability and connectivity than the fundamental feature

Since the technological implications have been rising in every sphere of phones (Falayi and Adedokun, 2014). Google's Android, Apple's iOS,

daily life, the physical shape of technological devices are becoming more
comfortable in size and use. The people of different ages and levels are very
much involved with technological accessories. The invention and devel-
opment of smartphone is one of the indications of the speedy change in
technological improvements (Adekunle and Ejechi, 2018). Smartphones
are now a day's considered as the part and parcel of daily life and most of
the people carry it right along with them (Li et al., 2021; Smura et al.,
2009). At the end of July 2021, the number of internet subscribers in
Bangladesh exceeds 123.74 million (BTRC, 2021), and most of them have
smartphones (Islam et al., 2021). During the Covid-19 pandemic, use of
smartphones increase manifold (David and Roberts, 2021; Li et al., 2021;
Serra et al., 2021) and this trend is expected to increase in future also. A

Microsoft's Windows Phone, Nokia's Symbian, RIM's and BlackBerry OS are
the widely used mobile operating systems (OS) for smartphone; among
them Android is leading the market with 72.11% market share (Lasso and
Kazanzides, 2020; Statcounter, 2022; Suki and Suki, 2013). Customer's
purchasing of smartphone has been increasing over the recent years
(Wijayaa et al., 2021) when the casual mobile phones almost rubbed-out
from the market. People of different ages are using smartphone of
different brands according to their personal inherent and choice about
particular brands. As performing as a minicomputer by adding latest
technology and easiest carrying facilities, smartphone is used by the people
at everywhere (Genova, 2010; Kaushal and Kumar, 2016). Smartphones
are now increasingly perceived as a necessity rather than a luxury in

* This article is a part of the "Business and Economics COVID-19" Special issue.

* Corresponding author.

E-mail addresses: rakibmkt@gmail.com, rakibmkt@brur.ac.bd (Md.R.H.K. Rakib).

https://doi.org/10.1016/j.heliyon.2022.e10599

Received 26 January 2022; Received in revised form 15 July 2022; Accepted 6 September 2022
2405-8440/© 2022 The Author(s). Published by Elsevier Ltd. This is an open access article under the CC BY-NC-ND license (http://creativecommons.org/licenses/by-

nc-nd/4.0/).


mailto:rakibmkt@gmail.com
mailto:rakibmkt@brur.ac.bd
http://crossmark.crossref.org/dialog/?doi=10.1016/j.heliyon.2022.e10599&domain=pdf
www.sciencedirect.com/science/journal/24058440
http://www.cell.com/heliyon
https://doi.org/10.1016/j.heliyon.2022.e10599
http://creativecommons.org/licenses/by-nc-nd/4.0/
http://creativecommons.org/licenses/by-nc-nd/4.0/
https://doi.org/10.1016/j.heliyon.2022.e10599

Md.R.HK. Rakib et al.

people's everyday life (Hew et al., 2015; Walsh and White, 2006), because
smartphones radically changes the behavioral patterns, lifestyles and status
of users by acting as a multi-tasking devices for calling, texting, gaming,
socializing and downloading numerous everyday use applications (Liang
et al., 2018; Shin, 2012; Suki, 2013; Zhu et al., 2012). Smartphones are
playing an amazingly essential role amid the widespread corona pandemic
and this will flourish even after this pandemic is over as almost all the
government services, health, education, financial services etc. all will be
increasingly going online and smartphone will work as an easier and more
affordable gateway to access these services. Smartphones are now
increasingly treated as ‘a new weapon against coronavirus’ (Timberg et al.,
2020). Besides, during the Covid-19 pandemic, educational institutions
remain closed in many parts of the world and teachers had to take online
classes (Iyengar et al., 2020; Sandars et al., 2020). In Bangladesh, due to
Covid-19 induced closure, students had to attend their online classes by
using laptop and smartphones. Hence, a large number of students being
financially insolvent, government allow them interest free soft loan of Tk.
8000 each (Alamgir, 2020) for purchasing smartphone so that they can
attend online classes.

Global smartphones sales to end users grew 10.8 percent to reach 328.8
million units in the second quarter of 2021 (Gartner, 2021). In 2020, the
global smartphone shipment stands at 1.29 billion units (Statista, 2021).
The marketers of the smartphones are always facing the challenges like
bringing new features, upgrading the products quality, appearance, ser-
vices quality, and using of latest version of software as a whole to sustain in
the volatile, and dynamic market (Chow et al., 2012; Le and Yang, 2021;
Satriawan and Setiawan, 2020). Most of the people are using smartphone
for browsing internet, communicating through social media, searching
information, playing video games and so on (Ho and Yang, 2017).
Research shows that around 35% of the total people penetrate smartphone,
of them, 94% search for local information via their phone, 91%
researching products through phone and 42% made a purchase through it
(Wong, 2014). Product appearances and packages have an essential role in
influencing the consumer purchase intention when they are at the point of
purchase. It affects on the attitudes concerning brands while purchasing
(Ricardo, 2008). The factors affecting consumer intention towards smart-
phone are complex in nature as there are many other reasons that can
affect their purchase decision. In deciding to purchase a smartphone, the
people of different ages and levels especially the young consider some
factors like-product features, convenience, brand image, price, family,
psychological factors, electronic word-of-mouth, and social influence etc
(Chen et al., 2016; Suki, 2013; Tanveer et al., 2021).

Although several researchers (i.e. Adetola and Ifeanvichukwu, 2016;
Falayi and Adedokun, 2014; Suki, 2013) have attempted to investigate
the factors influencing the demand for smartphones among young adults
and students, the little effort has been made by the researchers to find the
purchase intention or behavior of young customers of smartphones in
Bangladesh, especially in the northern region during this tough time of
Covid-19. With respect to customers purchase intention, smartphones
proliferation in a developing economy like Bangladesh signals a need for
empirical studies. To satisfy those needs, this study focuses on the specific
observatory factors that affect young customers' purchase intention to-
wards smartphone brands in the northern region of Bangladesh. In this
context, the study has analyzed and studied the young customer's and
smartphone markets to identify and examine the factors influencing
purchase intention towards Smartphone brands. The existing body of the
study related literature has raised an opportunity to explore the main
differences among factors influencing purchase intention for this specific
product category and proved the effectiveness of the study.

2. Objectives of the study
The objectives of the study are as follows-

e To identify the key factors that influence young customers' purchase
intention of smartphone.
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e To examine the effects of the factors on purchase intention in case of
smartphone buying behavior among the young generation during
corona pandemic.

3. Literature review and hypotheses development

Throughout this study, the researchers have tried to find the factors
that affect young customers' purchase intention towards smartphone.
Numerous theories and models like the theory of reasoned action (TRA)
(Fishbein and Ajzen, 1975); technology acceptance model (TAM) (Davis,
1989); theory of planned behavior (TPB) (Ajzen, 1991); the unified
theory of acceptance and use of technology (UTAUT) (Venkatesh et al.,
2003) have been extensively used to explain the purchase intention,
acceptance and adoption of information technology phenomenon. A
single factor cannot determine the demand for smartphones and a group
of complex factors affects its demand (Chow et al., 2012) which varies
from person to person (Suki, 2013). Hence, young customers’ purchase
intention of smartphone is affected by a lot of variables ranging from
perceived usefulness, perceived ease of use, subjective norms, product
features, brand image, perceived price, social influences, friends and
family members, colleagues, and the society as a whole.

3.1. Smartphone

Smartphone is an advanced type of calculating and communicating
device (Falayi and Adedokun, 2014). It is a multi-tasking device which
not only enables calling and texting but also facilitates gaming, social-
izing, and downloading of everyday use smart applications (Shin, 2012).
It provides wireless voice services to connect and internet services like
social networking and emailing for communication. The easiest way to
differentiate a smartphone and a traditional cellular phone is the inclu-
sion of a mobile operating system (Shabrin et al., 2017). The smartphone
market has grown rapidly since 1990s and it is expected to increase in
future (Liang et al., 2018; Liu and Li, 2019; Rebello, 2010). The numbers
of Smartphone users have been increasing with the development in
technology and telecommunication sector. Apple, Samsung, Huawei,
HTC, Sony, Nokia, and LG are some of the popular smartphone brands
(Lay-Yee et al., 2013). In the 1% Quarter of 2015, Apple, Microsoft and
Samsung were the top-selling smartphone brands. But Samsung is now
leading the smartphone market with maximum number of unit sales up to
the second quarter of 2021 (Gartner, 2021). Two-thirds of the global
smartphone market share was hold by the top eight smartphone brands
and the shipment of smartphones forecasted to be 1.57 billion in 2022
(O'Dea, 2021). Smartphones are hand-held mobile device similar to an
average computer that is beneficial for the young, particularly for the
students than a tablet or laptop (Hingorani et al., 2012). Smartphones are
thus becoming an inseparable part of people's daily lives because of their
powerful computational capabilities and diverse applications, such as
email applications, online bill payments, online banking, online shopping
and intelligent multi-modal transportation system (Barot et al., 2014;
Gan et al., 2016; Ho and Yang, 2017; Liang et al., 2018). Although use of
mobile phone (via personal digital assistants or PDAs, laptops, and
wireless mobile phones) in the form of mobile learning in educational
fields increased in the past decade (Zhang et al., 2014); but young gen-
eration is the largest segment of the smartphone users and during the
Covid-19 pandemic time, the use of smartphone among young customers
for educational purpose increases manifold and reaches its pick (Mel-
la-Norambuena et al., 2021; Saadeh et al., 2021).

3.2. Purchase intention

Actual purchase behavior can be measured with the help of purchase
intention and purchase intention is a predisposition of the customers
regarding their action of purchasing (Liu and Li, 2019; Trivedi and Raval,
2016). Consumers' willingness to buy a product can be described through
the extent of purchase intention. Purchase intention is an advance
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planning of the customers for purchasing certain products in future
(Warshaw and Davis, 1985). It describes an individual's preference for
product purchase and their categorization of the available options (Zei-
thaml, 1988). Purchase intention represents consumer's willingness to
purchase, that is, if purchase intention is high the likelihood of consumer
willingness to purchase a product or service is also high (Schiffman and
Kanuk, 2000). At first, consumers will go through the recognition of the
product to purchase after that they search for information about the
product, then evaluate, purchase and feedback about their response
(Kotler et al., 2010). Blackwell et al. (2006) stated that, what cross in the
mind of customers' signifies their intention to purchase. The character-
istics of smartphone such as the brand name, quality, price, innovation
awareness, and recreating capability etc. can influence the buying
behavior of customers before purchasing (Leo et al., 2005; Rahim et al.,
2016; Rakib, 2019). There are many brands, models and designs avail-
able in the smartphone market that create difficulties for consumers to
choose a smartphone. When customers have intention to buy smart-
phone, they generally consider several factors like-brand, price, func-
tions, reputation, durability, social influence, relative advantages etc (En
and Balakrishnan, 2022; Tran, 2018).

3.3. Product features

Product features refers to the attributes of a product that can satisfy
consumers' needs and wants through having, using and applying the
product (Chen et al., 2018; Kotler et al., 2010). Product characteristics
along with product quality and functions can affect the adoption and
usage of product (Gu and Wei, 2020). Different consumers have different
emotion on attributes of the product. Sometimes, consumers don't know
how to judge the quality of products. In most cases, they feel for difficulty
of information processing and inconsistent product attribute reviews
(Pan et al., 2017). For improving the performance of the products, many
components like software and hardware are developing faster, and both
components are considered by the customers before purchase (Osman
etal., 2012). Smartphones are also assembled as per consumer preference
on numerous components and peripherals. Many small companies are
making computers and smartphones those are carrying out the same
functions what the consumers actually expect (Sargunam and Bruce,
2015). People with different needs and wants can chose smartphone with
different features. Hardware (such as body of the smartphone, size,
weight, design) can be physically touched while operating software (such
as Android, i0S, Windows, and memory) includes computer programs,
procedure and documentation. Customers are more preferable with the
design, color, screen size, camera, voice activated dialing, wireless con-
nectivity, gaming facility, speedy internet browsing, and video calling as
features of a smartphone brand (Oulasvirta et al., 2011; Persaud and
Azhar, 2012). Design was considered as the most important determinant
of consumer purchase response (Bloch, 1995; Crilly et al., 2004). Most of
the college students search for the size, physical appearance and menu
organization of a smartphone brand (Rahim et al., 2016). Technology, OS
version and hardware features also have a significant effect on young
student's choice while purchasing a smartphone. Innovative features,
durability and portable aspects do arrive on top of the list in consumers'
choice of smartphone brands (Trivedi and Raval 2016). Thus, the re-
searchers have proposed the following hypothesis:

H1. Product features have significant positive influence on young cus-
tomers' purchase intention of Smartphone.

3.4. Brand image

Brand image refers to the perceptions and beliefs that the customers
hold, which reflects the association placed in the memory of customers
(Kotler and Keller, 2006; Li et al., 2021). Brand image explains how the
brand is perceived by the consumers (Aaker, 1996). It is the means of
making choices by the consumers about specific brand and the available
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alternatives after gathering information (Ataman and Ulengin, 2003;
Chen et al., 2018; Li et al., 2021). Brand image is formed through the
effective communication of brand regarding its name, logo, symbol or
attributes; from consumers experience with the brand and their percep-
tion about the brand; and from the diverse group of social influences
(Riezebos, 2003). In the field of high-tech new products like smartphones
and tablets the effects of brand image is very high. Reputed brand with
higher image enjoys the major advantages compared to non-reputed
brands as it is associated with psychological assurance (Raj and Roy,
2015). How a product is perceived and come into customers' memories is
termed as the product image. It is a perception of customers towards the
products or related associations as reflected by the experience or imag-
ination of customers (Naing and Chaipoopirutana, 2014). Brand experi-
ence applies to all kinds of products and services that consider human
being as an emotional as well as a rational decision maker during their
purchase, repeat purchase and recommendation behavior (Li, 2018).
Brand experience is the consumers' internal behavioral and subjective
responses at different levels of interaction, both direct and indirect, with
brand-related stimuli. They are getting more attention from marketers as
their brand preference is an important step towards understanding con-
sumer purchase behavior (Ebrahim et al., 2016). Brand name, another
construct of brand image and identity, has the most significant effect on
the increasing demand for smartphone among customers. Brand and
brand ambassador are the important drivers in purchase decision of
smartphone (Trivedi and Raval, 2016). Studies of Savitri et al. (2022) and
Khasawneh and Hasouneh (2010) also found that product's brand image
significantly affects customers' brand evaluation and buying intention.
The study of Suki (2013) confirmed that brand name have a profound
effect on the young students smartphones' demand in Malaysia. Brand
name, brand experience, brand communication and promotion, brand
perception and related association altogether establish a strong brand
image that affects young customers purchase intention of smartphone.
Hence, the researchers have propounded the following hypothesis:

H2. Brand image have significant positive influence on young cus-
tomers' purchase intention of Smartphone.

3.5. Product price

Price is the sum of money consumers is indebted to pay for products
and services to fulfill their needs or want (Kotler et al., 2010). It is the
sum of money necessary to make payment for buying a product (Swani
and Yoo, 2010). Some people think a product's value is better against the
amount paid but others may think it as just opposite. Different people
have different perspectives and ideas about the value for money
(Campbell, 1999). Hence, price deduction may affect the customers'
purchase decision. Most of the time, customers have higher intention to
purchase a product, if the discount rate is higher. There is also opposite
picture like, when the discount rate is lower, customers may have lower
intention to purchase a product (Lay-Yee et al., 2013). Although price of
the product affect consumers purchase decision (Bloch, 1995; Crilly
et al., 2004; Hew et al., 2015) and consumers often try to maximize their
value, but they are rarely afraid of spending big amount of money for
purchasing their desired smartphone (Suki, 2013). Purchasing of
smartphone depends on a particular choice situation that is guided by
factors such as price, brand, features or properties etc. Price is the fore-
most influencing factor to the choice of purchasing a smartphone (Rakib,
2019). While Chow et al. (2012) argued that price has profound influence
on the demand for smartphone, other study considered price as a core
issue of customer purchase intention (Tran, 2018). Price plays an
important role in creating customer value and deciding customer pur-
chase intention (Malviya et al., 2013). Demand for smartphones are
increasing rapidly and price is one of the factors affecting this demand
and the purchase intention of the young customers, specially the uni-
versity students (En and Balakrishnan, 2022; Khan and Rohi, 2013). But
for purchasing a smartphone, price is not a key concern to the people
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when the convenience provided by the smartphone is worthy enough.
The customers are also willing to pay a little higher for the smartphone
(Malviya et al., 2013). Therefore, the researchers have developed the
following hypothesis:

H3. Product price has significant positive influence on young cus-
tomers' purchase intention of Smartphone.

3.6. Social influences

Changing of thoughts, feelings, attitude, and behavior, intentionally or
unintentionally, and being influenced by other person of the society is
termed as social influence (Rashotte, 2007). Social influence affects
behavioral intention of customers (Lu et al., 2016; Rigopoulou et al., 2017).)
as it is associated with the way other people influence one's beliefs, feelings
and behavior (Mason et al., 2007) and people often adopt the thoughts,
feelings, attitudes and behavior of others (Chow et al., 2012). Surrounding
people influence the action of consumers (Kotler et al., 2010). Social in-
fluences inaugurate the impacts of three interrelated social forces on an
individual to adopt or reject a new system; those are subjective norm,
voluntariness, and image (Venkatesh et al., 2000). It happens from the
interaction among the various levels of people in the society those who are
known to each other like parents, family, peers, friends, relatives and so on
(Rahim et al., 2016). While purchasing any product, family members can
strongly influence buyer behavior (Tikkanen, 2009). Some customers pur-
chase high priced smartphone to demonstrate their social status. Besides,
internet creates both positive and negative influence on the customers
purchasing intention through social media communication (Wei and Lo,
2006). Customers can learn and get available information about different
brands from various online media provided by other consumers sharing
own experiences and opinions (Cong and Zheng, 2017). People can also be
influenced through social media such as Facebook, Twitter, Instagram and
so on. They can find comments and product reviews from other users those
who currently or previously used the smartphone. Media, parents and peers
usually influence consumers purchase intention of Smartphones (Nelson
and McLeod, 2005). Young generation especially students are very much
depended to the suggestions from others when purchasing smartphone
(Rahim et al., 2016). Throughout the Covid-19 pandemic time, advices and
recommendations from pertinent and important people become more
important for purchase decision making of individuals (Zhao and Bacao,
2021). Thus, the researchers have posited the following hypothesis:

H4. Social influence has significant positive influence on young cus-
tomers' purchase intention of Smartphone.

Product

Features

Product
Price

Social

Influences
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3.7. Overview of the proposed research model

Based on the above mentioned reviews of literature, the researchers is
now in a position to propose a theoretical framework for this study. By
combining the frameworks of students demand for smartphone (Suki,
2013) and generation Z consumers’ smartphone purchase intention
(Mohammed, 2018), the researchers propose the framework of young
customers smartphone brands purchase intention during Covid-19
pandemic (Figure 1). The conceptual framework dictates the effects of
various independent variables on the depended variable. The proposed
model in figure-1 tries to show the causal relationship between the
research variables in order to examine the impact of product features,
brand image, product price and social influence on the purchase inten-
tion of smartphone among the young generation consumers of northern
region in Bangladesh during Covid-19 pandemic.

4. Methodology of the study

In performing this study, both qualitative and quantitative ap-
proaches have been used by the researchers. Both primary and secondary
sources of data have been used for conducting this study. The researchers
have collected data from various renowned local and international
journals, different newspapers, and web-sites and by e-mail survey
through self-administered questionnaire when direct face to face con-
versation with young respondents of the northern region of Bangladesh
was made by the research associates (data collector).

4.1. Questionnaire development, sampling technique and data collection

Initially a pilot survey was conducted for developing an effective
questionnaire by considering 50 samples with an initial questionnaire of
28 items developed from various past studies. The researchers selected
samples from Rangpur region for pilot survey and consider those young
who have already used or currently using any types of smartphone. After
initial analysis and recommendation from knowledgeable persons related
with this study such as university teachers, dealers and outlet owner of
smartphone shop, customers and an extensive review of secondary
sources such as relevant literature from different books, journals, news-
papers, websites regarding this study, the questionnaire was finalized for
use with 18 items. For collecting data from primary sources, the re-
searchers sent email questionnaire to students of different universities
and colleges, and made a tour to different smartphone shops by main-
taining proper Covid-19 safety protocols to collect responses from a total

Purchase

Intention

Figure 1. Hypothesized model of young customers smartphone brands purchase intention. Source: Researchers' own construction (2021).
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of 350 young respondents (age between 15 to 30 years) of different parts
of Rangpur region by using a self-administered questionnaire. Data were
collected using the survey method between January 2021 and March
2021. The researchers preferred this time because during that time
educational institutions like colleges and universities, shopping malls
and smartphone shops in Bangladesh were reopened on a small scale
after an extensive shutdown due to Covid-19. 305 useable and completed
questionnaires were selected for the final study after eliminating the
incomplete, problematic, erroneous and unusable questionnaires. Con-
venience sampling method has been employed for this study as this
sampling technique is easy to conduct and inexpensive as well as
frequently used for this type of research (Eze et al., 2011; Hafez, 2018;
Raj and Roy, 2015). The sample size of 305 is regarded as good and
sufficient to perform this study by using structural equation modeling
(SEM) (Comrey and Lee, 1992, Hair et al., 2010).

4.2. Measurement and scaling technique

A total of 18 items were grabbed from different sociology, psychol-
ogy, technology and marketing related literatures in order to develop the
main five constructs for the final study. Product features was measured
by five items; items were adapted from Trivedi and Raval (2018); Chow
etal. (2012); and Kaushal and Kumar (2016). Brand image was measured
by four items; two were adapted from Trivedi and Raval (2018) and one
from Chow et al. (2012) and Kaushal and Kumar (2016) each. Product
price was measured by three items; one of them was adapted from
Trivedi and Raval (2018) and two were from Chow et al. (2012). Social
influence was measured by three items; all are adopted from Shabrin
et al. (2017). Finally, purchase intention was measured by three items;
where two items were modified from Maduku (2013) and one item from
Warshaw and Davis (1985). A 5-point Likert-scale was used to measure
the statements of first part with 5 referring to strongly agree and 1
referring to strongly disagree; and nominal scale was used to measure the
demographic data of the second part of the questionnaire.

4.3. Data analysis procedure

The researchers applied exploratory factor analysis (EFA) for
analyzing the data by using the principle components analysis (PCA).
During the EFA, sampling adequacy and normality of the data have been
checked out with the help of KMO (Kaiser- Meyer- Olkin) and Bartlett's
tests were performed. Further to test the reliability and validity of the
constructs confirmatory factor analysis (CFA) was done. By employing
the path analysis through SEM (structural equation modeling) with the
help of SPSS and AMOS software (Version-21) the proposed theoretical
framework along with the five constructs was tested to find the goodness
of fit indices of the proposed model and hypotheses also.

5. Data analysis and findings
5.1. Respondents’ demographic profile

The demographic profile of the respondents presented in Table 1
shows that 71.5% of the respondents are male. Most of the smartphone
users (63.0%) fall between the age group of 18-25 years, of the total,
67.5% of them are students. The majority of the respondents (50.2%)
hold a post graduation degree, while 59.3% of the respondents earned
less than Tk. 10000. The below table (Table 1) shows the full de-
mographic profile of the respondents.

5.2. Exploratory factor analysis (EFA) with descriptive statistics

In order to identify the influential factors and attributes of customers
purchase intention exploratory factor analysis (EFA) was performed.
With the help of principle component analysis (PCA) with varimax
rotation, EFA for this study was performed which ensures maximum
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number of items with high loadings on a construct/component (Darzi,
2016; Kaiser, 1958; Malhotra, 2003). In case of extraction of con-
structs/factors Eigen value criteria were employed (e.g. Eigen value more
than 1 or equal to 1) and minimum absolute value for coefficient was .20.
To test the reliability of the study, item reliability within each factor was
measured through Cornbach's Alpha (a) and the value was in between
.725 to .919 which is matched with standard threshold value of .70
(Nunnally, 1978). In addition to test the sampling adequacy KMO and
Bartlett's test were performed. Threshold value of KMO should be >0.50
(Nunnally, 1978), in this study the KMO value is found 0.751 which
indicates the sample size is sufficient to consider the data is normally
distributed and justified for factor analysis (Kaiser, 1974). To measure
the level of significance, the chi-square test was applied and its value was
2973.799 that were significant at 1% significant level. The rotated
component matrix, related descriptive statistics along with the sources of
the items under this study are shown in the below Table 2.

5.3. Confirmatory factor analysis

To measure the reliability and validity of the constructs CFA was
performed. In addition, the study has investigated the model fit indices,
Chi-square value, goodness of fit (GFI) and other indices to check the
study's appropriateness for the next stage that means whether the study
can build measurement model (Byrne, 2001; Kelloway, 1998; Kline,
2005; Schermelleh-Engel et al., 2003). Figure 2 depicts the CFA Diagram.

5.4. Convergent and discriminant validity

In the assessment of a measurement model, the convergent validity
and discriminant validity are crucial (Hair et al., 2016). According to
Fornell and Larcker (1981), the measurement model will be considered
as reliable if the constructs ensure the convergent and discriminant val-
idity. Information for the validity measures are shown in the below
Table 3.

For convergent validity, both the reliability (Alpha value) and com-
posite reliability (CR) of the constructs should be greater than .70. The
AVE (Average Variance Extracted) for each construct should be greater
than 0.50, this study has found AVEs of all the constructs are greater than
0.50 which ensures the convergent validity of the measures (Hair et al.,
2006). In this study Alpha value and CR value of all the constructs are

Table 1. Demographic profile of the samples.

Variables Variable Categories Frequency Percentage
Gender Male 218 71.5
Female 87 28.5
Age Less than 18 years 1 3
18-25 years 192 63.0
26-30 years 112 36.7
Profession Type Student 206 67.5
Private Job 52 17.0
Govt. Job 8] 1.0
Business 41 13.4
Others 3 1.0
Education Below Secondary 0 0
Secondary 4 1.3
Higher Secondary 28 9.2
Graduation 153 50.2
Post Graduation 120 39.3
Monthly Income Less than Tk. 10000 181 59.3
10001-20000 36 11.8
20001-30000 21 6.9
More than Tk. 30000 67 22.0

Source: Field survey (2021)
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Table 2. Rotated component matrix with descriptive statistics.

Attributes Mean Score Std. Factor Factor Mean Reliability Eigen Value Total Variance Literature/Source
Deviation Loadings (Cronbach’ o) Explained Review

Social Influence (SI)

1 usually consult my friends when buying a 3.65 1.119 919 3.56 .835 2.17 12.90% Shabrin et al. (2017)

Smartphone brand.

I love to have the same Smartphone as my 3.70 1.078 .899

family members.

My friends always persuade me to buy the 3.34 1.367 771

same phone as theirs.

Product Features (PF)

1 choose a Smartphone that has a superior 4.73 .458 922 4.69 919 4.59 21.25% Chow et al. (2012);

camera. Kaushal and Kumar

I consider the speedier internet 4.69 .466 .898 (2016); Trivedi and

accessibility of the Smartphone. Raval (2018)

I choose a Smartphone that has a mature 4.76 423 .886

app store.

I consider the operating system of the 4.69 466 .803

Smartphone.

1 consider the design of Smartphone when I 4.58 .506 773

purchase it.

Brand Image (BI)

I consider the brand image when buying a 4.22 .940 841 4.17 .818 2.96 14.73% Chow et al. (2012);

Smartphone. Kaushal and Kumar

I purchase my favorite brand of 4.26 .850 .834 (2016); Trivedi and

Smartphone only. Raval (2018)

1 purchase a brand from my past using 3.95 1.034 .765

experience.

I consider the country of origin of the 4.23 .889 .708

brand.

Purchase Intention (PI)

I will use Smartphone regularly in the 3.81 .870 .821 3.81 .768 1.62 11.65% Maduku (2013);

future. Warshaw and Davis

Purchase intention then make me to final 3.50 .843 .818 (1985)

purchase of the brand.

I intend to start/continue using 4.12 .789 769

Smartphone in the future.

Product Price (PP)

I am willing to buy branded Smartphone 3.44 .826 .875 3.44 725 1.51 10.93% Chow et al. (2012);

even the price is higher.

I prefer buying Smartphone during price 3.77 .833 799
deduction period only.

1 compare prices of other brands before I 4.03 .853 722
choose one.

Trivedi and Raval
(2018)

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.”
@ Rotation converged in 5 iterations.

greater than .70 and MaxR (H) value also greater than .80 which have
ensured the convergent validity of all the constructs (Fornell and Larcker,
1981; Hair et al., 2006).

For discriminant validity the AVEs should be greater than MSVs and
the squared root of the AVEs should be greater than inter-construct
correlation. The bold diagonal in Table 3 represents the square root of
the AVEs. In this study, all of the constructs have mitigated the
discriminant validity conditions (Fornell and Larcker, 1981; Gaskin and
Lim, 2016; Hu and Bentler, 1999).

6. Structural equation modeling (SEM) and hypotheses testing

SEM has been conducted to evaluate the hypotheses formulated at the
initial stage of the study as well as to test the goodness of fit of the hy-
pothesized model. In the measurement model the study has found the
following values: Chi square and Degree of freedom were 329.872 and
126. The Cmin/df value should be smaller than 3 to consider the model

having good fit, for the current study the Cmin/df value is 2.618. To
ensure the goodness of fit indices of the structural model the study has
used the modification technique suggested by AMOS. Model modifica-
tion has been conducted among the residual errors those belong to same
construct. Justification for the correlations of residual errors within a
factor are found reasonable (Gerbing and Anderson, 1984; Hermida,
2015). The final structured model is shown in Figure 3 and the goodness
of fit indices for both of the models (measurement model and structured
model) are shown in Table 4.

Table 4 demonstrates that all the fit indices meet up the cut-off point
which is a good figure of acceptability of structural model according to the
cut-off value given by Byrne (2001); Hu and Bentler (1999). In Table 4 it is
found that in both of the models, the GFI value is close to .90. According to
the threshold values, GFI Greater than .90 indicates a good fit whereas a
greater than .80 also indicates an acceptable fit (Forza and Filippini, 1998).
Although the ideal range for AGFI is greater than .90, in a few circum-
stances it might be accepted at a value of .80-.90 (Hu and Bentler, 1999).
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Figure 2. Confirmatory factor analysis (CFA) diagram. In the CFA analysis minimum Chi-square value was achieved 410.248 and degrees of freedom was 125 where
probability level was 0.000. The CMIN/DF (Minimum Chi-Square/Degrees of Freedom) was 3.282. The Goodness of Fit Indices were as follows Root Mean Squared
Residual (RMR) = 0.040, Goodness of Fit Index (GFI) = .873, Average Goodness of Fit Index (AGFI) = .826, Parsimonious Normed Fit Index (PGFI) = .638, Root Mean
Square Error of Approximation (RMSEA) = .087. All the values are consistent with the threshold value (Byrne, 2001).

Table 3. Model validity measures.

Constructs Alpha Value CR AVE MSV MaxR(H) Product Features Brand Image Social Influences Purchas Intention Product Price
Product Features 919 0.916 0.691 0.102 0.967 0.831

Brand Image .818 0.824 0.542 0.067 0.842 0.259%** 0.736

Social Influences .835 0.858 0.672 0.059 0.897 —0.119% 0.243*** 0.820

Purchase Intention .768 0.777 0.547 0.102 0.877 0.320%** 0.238%*** 0.027 0.740

Product Price 725 0.746 0.505 0.024 0.824 —0.001 -0.079 —0.026 0.156* 0.711

Note: CR = Composite Reliability; AVE = Average Variance Extracted; MSV = Maximum Shared Variance; MaxR (H) = Maximum Reliability; Significance of Corre-

lations: {p < 0.100, *p < 0.050, **p < 0.010, ***p < 0.001.

6.1. Hypotheses testing

After getting the standard goodness of fit indices of the measurement
model, SEM was performed to test various hypothesized causal re-
lationships between the four antecedents (product features, brand image,
product price and social influences) of purchase intention and the
outcome variable purchase intention. The results of the hypotheses are
summarized in the Table 5.

The study has found that there is a significant effect of product fea-
tures, brand image, and perceived price on purchase intention of a
Smartphone brand but social influences has no significant impact on
young consumers purchase intention.

7. Discussions on findings

In this digital era, technology shapes almost every sphere of our
lives. Smart gadgets are continuously outperforming the analog devices.
Smartphones becomes an inseparable part of the lifestyle of the young
(Smura et al.,, 2009); and even during this tough time of Covid-19
pandemic it becomes imperative. The study of Trivedi and Raval
(2016) found that latest technology, OS version, speedy internet, ap-
plications, hardware features, design etc. have a significant effect on
young student's choice while purchasing a smartphone (Bloch, 1995;
Crilly et al., 2004). This study also confirmed that, product features
(.000) has significance value less than (<) (0.05) which indicates that
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Figure 3. Smartphone buying intention model.

Table 4. Key goodness-of-fit indices.

Type of fit Key index

In the measurement model In the structured model

Acceptable level

Absolute Fit Chi-Square (x%)

Root Mean Square Error of Approximation (RMSEA)
Goodness of Fit Index (GFI)

Average Goodness of Fit Index (AGFI)

Root Mean Squared Residual (RMR)

Normed Fit Index (NFI)

Relative Fit Index (RFI)

Incremental Fit Index (IFI)

Comparative Fit Index (CFI)

Comparative Fit

Parsimonious Fit Parsimonious Normed Fit Index (PNFI)
Parsimonious Goodness-of-Fit Index (PGFI)

Parsimonious Fit Index (PCFI)

2df < x* < 3df 410.248 329.872
0.05 < RMSEA <.08 .087 0.073
0.90 < GFI <0.95 .873 .900
0.90 < AGFI <0.95 .826 .864
0.05 < RMR <.10 0.040 0.064
0.90 < NFI <0.95 .865 .892
0.90 < RFI <0.95 .835 .868
0.90 < IFI <0.95 .902 .930
0.90 < CFI <0.95 901 929
PNFI >0.5 .707 734
PGFI >0.5 .638 .663
PCFI >0.5 .736 .765

Source: Adapted from Byrne (2001); Hu and Bentler (1999); Kelloway (1998); Kline (2005) and Schermelleh-Engel et al. (2003).

the product features have profound effect on young customers' smart-
phone purchase intention in Bangladesh. Hence, hypothesis H1 is
accepted. Brand image explains how the brand is perceived by the
consumers (Aaker, 1996) and reflected through the experience or
imagination of customers with the brand (Naing and Chaipoopirutana,
2014). Prior studies also found that smartphones' brand image signifi-
cantly affects customers' brand evaluation and purchase intention
(Khasawneh and Hasouneh, 2010; Savitri et al., 2022). Findings of this
study also support the same as the factor brand image (.009) has sig-
nificance value less than (<) (0.05). Therefore, hypothesis H2 is sup-
ported. As stated earlier, price is the sums of money consumers are
indebted to pay for products and services to fulfill their needs or want
(Kotler et al., 2010). Several previous studies i.e. En and Balakrishnan
(2022), Khan and Rohi (2013), Trivedi and Raval (2016) & Lay-Yee
et al. (2013) also confirmed that smartphones' price is the foremost
influencing factor to the intention of purchasing a smartphone by young
customers. This study shows that, the hypothesis H3 is supported
because the factor perceived price (.010) has significance value less than
(<) (0.05) which indicates that the perceived price significantly affect
young customers purchase intention of smartphone brands. As human is

a social being, they influence and being influenced by others in the so-
ciety. Although the study of Rahim et al. (2016) concluded that young
generation especially students are very much depended on the sugges-
tions from others when purchasing smartphone (Nelson and McLeod,
2005; Wei and Lo, 2006), but in the current study no significant effect of
social influence was found on purchase intention of smartphone. This
study shows that, the hypothesis H4 is rejected because the factor social
influence has p value (.830) greater than the cut-off value (0.05). The
respondents of this study are mainly male students from universities.
This tends to be one of the reasons that social influences have no sig-
nificant effect on their purchase intention of smartphone. Because prior
studies (i.e. Lay-Yee et al., 2013; Suki, 2013) that found social influence
as important determinants of young generations smartphone purchase
intention were mainly female dominant. So in case of the hypothesis
(H4), the researchers of this study think that young consumers are very
intelligent and knowledgeable, hence the young generation may not rely
on the suggestion of others. And even during this pandemic time, the
young generation search information from online, critically assess the
product quality, brand image and price, and then make purchase deci-
sion that's why societal influence does not impact them significantly.
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Table 5. Results of the hypotheses testing.

Hypotheses Dependent Variable Independent Variable Estimate Std. Estimate SE C.R. Critical Ratio P Comments
H1 Purchase Intention Product Features .348 275 .083 4.182 ok Accepted
H2 Purchase Intention Brand Image 132 181 .050 2.672 .008 Accepted
H3 Purchase Intention Product Price 132 171 .052 2.562 .010 Accepted
H4 Purchase Intention Social Influences .007 .013 .033 215 .830 Rejected
Note: H= Hypothesis; SE = Standard Error; CR = Critical Ratio; P = probability; *** = 0.000.

8. Management implications and contributions

The use of Smartphones in Bangladesh is increasing day by day and
during this Covid-19 pandemic time, young generation is considered as
the most promising market for smartphones. Hence their purchase
intention must be understood carefully. Findings from this study can help
marketers to understand the purchasing intention of young consumers'
towards smartphone brands. The result dictates that if the product gives
more attributes and up to date features, customer's purchase intention
towards this brand will rise. The researchers would like to recommend
that marketers should focus on including more features and up grading
the existing features to ensure better online connectivity to increase the
purchase intentions of customers. A positive significant effect of brand
image has been found on purchase intention. The result shows that
customers are more aware about a particular brands' image, the recog-
nition of the brand, past using experience of brands, and consider the
country of origin of the brand before purchasing it. The researcher would
like to recommend that marketers should focus on creating positive
brand image and recognition as well as good after sales service by
improving the quality and effective promotion of the brand to increase
the purchase intentions of customers. Product price also has significant
influence on purchase intention of smartphone of the northern regional
customers in Bangladesh. The result shows that customers are much
aware about a particular brands' price and sometimes search for
comparative price before purchasing it. During this pandemic, many
young students lost their part time jobs which make them even more
price sensitive. Smartphone marketers are therefore expected to set
product price by considering this situation. At last, no significant impact
of social influence has found on the young customers when they are
intending to purchase a smartphone. But sometimes, friends and family
have high influence on the purchase decision of the customers. Cus-
tomers try to consult with their friends or peers before going to purchase
a smartphone. Marketers should keep in mind that young generations are
very much tech friendly and intuitive in case of judging a smartphone
quality; so information should be available in websites and catalog of the
products. The findings will assist marketers in generating necessary and
effective target market coverage strategies to attract the attention of
Bangladeshi young consumers towards purchasing particular smart-
phone brands during this global crisis of Covid-19 pandemic.

9. Conclusions and future research directions

The prevailing factors which stimulate the young consumers' inten-
tion to buy smartphone in northern region of Bangladesh are explored
throughout the study. Four key underpinnings of smartphone purchase
intention namely product features, brand image, product price and social
influence were identified and investigated their effects on purchase
intention during this study. But this research also faces some problems
like respondent's unwillingness to response without any reason, many of
the respondents are not aware about the present smartphone market,
price and latest technology. This study was focused on convenience
sampling where other probability sampling could have been tested.
Mediating effects of brand image and trustworthiness of the smartphone
brands, culture, convenience, and user dependency could be investigated
in future. Further research work in this area should be carried out by
using larger sample size and with moderating variables like age, gender,

occupation, income level in order to facilitate more specific result. The
study was conducted in the northern region of Bangladesh only, more
number of cities and regions could be covered up in order to generalize
the results of the study in future.
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