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Abstract  

Technology has taken over all areas of human life and marketing is no more untouched. With globalization 

introduction of internet and mobile based brought revolution in marketing. Fast payment option, 

customization related facilities as per user saves a lot of time and makes marketing easier. The present paper 

investigates the differences among the individual based on the gender and socio economics status towards 

the perception related to technological and environmental factors related to the use of mobile marketing 

applications. For this a sample of 120 youth who uses mobile based technology for marketing purpose was 

selected using convenient sampling among which 60 were males and 60 were females were selected among 

which 40 were from low economic status, 40 were from medium economic status and 40 were from low 

economic status. The mean age of the sample was found to be 23.48 years. A Structured Questionnaire 

developed was used to measure consumer perception was used it measures two dimensions namely perception 

related to Technological factors which includes Interference, Convenience, Extent of Customization, Device 

Interference, and over all Technological Factor, and perception related to environmental factors includes 

Lifestyle, Outlook, Aspire Group, and, over all Environmental Factor, related consumer perception. The 

calculated alpha reliability of the scale is found to be .906, and split half reliability is .947. The content validly 

was found to be high. The finding of the study shows that no gender difference exists on the perception of 

technological factors such as internet connectivity, images related to goods, payment options in mobile based 

applications, and to certain extent perception related to environmental factors associated with mobile 

marketing applications which differs among male and females. Whereas socioeconomic status related 

difference exists in the perception towards technological factors such as convenience of use, extent of 

customization, interference produced due the device while using mobile based application used for marketing, 

similar difference was observed for the environmental factor especially for perception related to life-style 

whereas no such difference was observed for outlook and aspire group related perception of mobile marketing 

applications. At the end the limitation, implication and suggestion for further study were discussed. 

 

Keywords: Gender, socio-economic status, consumer perception, mobile-app based marketing, technological 

factors, environmental factors. 
 

Introduction 

With the introduction of technology in human life are greatly benefited. Businesses are no more 

untouched. With the introduction of computers and world web services the new ways of marketing emerged. 

As globalization open the barriers between the markets world web services helped in bringing market on 

single platform breaking the barriers of space and distances. As the mobile technology was introduced the 

marketing via tele calling and SMS came into existence when the call rates fallen considerably. With time as 

the technologically enhanced smartphones were new addition in the marketing. People got the comfort of 

using world web services on their hands earlier where they must sit on desktops. Gradually with advancement 

the versions the app-based technology was a new boom in mobile technology. Large number of businesses 
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now have their own websites as well as mobile based marketing applications. It greatly advanced the 

marketing style of consumers. Now consumers do not have to travel and visit stores for shopping, nor they 

must search a lot of item to find desired article. It’s all available on their fingertips. Simply they to either 

create a customized /personalized account and feed their credentials and the app will provide you your choice-

based articles at your fingertips with the ease of cash less transaction or cash on delivery facility without any 

extra charges at your door steps.  

Bose, & Nussey (2018), Walmart, an American chain of hypermarkets and discount stores, declared a 

partnership with Japanese e-retailer Rakuten to launch an online grocery store in Japan, and e-book store in 

the United States, reflecting a increasing convergence of online and offline channels in the retail world.   46% 

of a retail store’s visitors, come from cross-channel initiatives. Out of this, 29% visit a brand’s website, then 

in-store, while 17% follow the opposite journey. As retail customer journeys become more omni-channel than 

ever before, marketers must ensure such touchpoints are fully optimized to direct customers to convert. With 

this many additional benefits were offered to consumers such as: 

 Mobile apps, which store personal customer profiles 

 “Buy online and pick up in store” capability 

 Loyalty programmes, including online and offline redemption options 

 Specialized return policies that allow in-store return of items purchased and vice versa 

 

Chue, (2018) further reports that Technologies like augmented reality (AR) and interactive maps, are 

just what traditional stores need to get that long overdue facelift! To reduce waiting time for the dressing 

rooms, ZARA, an international women’s fashion line released a mobile phone app that allowed customers to 

visualize specific clothing items on themselves in-store. Simple features like these that add convenience to a 

customer’s shopping experience, can go a long way in making brands stand out from competitors and increase 

loyalty. 

Physical stores and online stores can be successfully hybridized cross-channel strategies as it facilitates 

information sharing which will help in catching and hold customers, and delighting them by surprising with 

personalized experiences.  

 

Mobile Apps 

In the era of online web-based service where people started selling via online websites. It enabled 

merchandising easy and online with the benefits of easy customization, catherization and with multiple mode 

of payment. It brought boom in the industry. Paytm, Alibaba, Amazon, like many other big companies 

emerged. New ways to attract sales from customers emerged. They started diverse sources to reach customers 

at the ease and comfort. It focused the mobile based customization with advancement in fast mobile based 

technology. 

Gowthami & Kumar (2016) reports that very first Smartphone “Simon” from IBM in 1993. Blackberry 

is considered as the revolutionary device of this era, it introduced many features including Email, Internet, 

Fax, Web browsing, Camera. Apple revealed its first smart phone in 2007. Sarwar & Soomro (2013) 

Smartphone introduced another business sector of mobile application market. Every business-oriented 

organization attempts to have their mobile based application to reach their consumers. Even based on the 

common operating system like iPhone application market, BlackBerry application market, Android market, 

Microsoft each organization introduced customized applications. Most of the applications are free of cost and 

other utility-based applications are available at reasonable cost and a consumer can download it as per his 

need. Mobile based marketing has made face-to-face to interactions easy and convenient to conduct business.  
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SI, (2015) further argues that Social media is the medium to socialize. These new media win the trust 

of consumers by connecting with them at a deeper level. Social media marketing is the new mantra for several 

brands since early last year. Marketers are taking note of many different social media opportunities and 

beginning to implement new social initiatives at a higher rate than ever before. Social media marketing and 

the businesses that utilize it have become more sophisticated. One cannot afford to have no presence on the 

social channels if the competitor is making waves with its products and services. Global companies have 

recognized social media marketing as a potential marketing platform, utilized them with innovations to power 

their advertising campaign with social media marketing. 

Voice Search Facilitate in marketing apps 

Google Home, Amazon Alexa, and other voice-activated devices provided ease and more comfort and 

more customized features which attract users while operating mobile phones for various purposed. In a article 

a leading website Quintang (2018) reports that Monoprix, a leading French retail brand, partnered with Google 

Home to launch a voice application allowing customers to create a shopping list by simply speaking, along 

with a chatbot that recommended products based on the user’s buying habits. 

Kumar (2016) Nowadays, Mobile phones turn out to be a major part of our life due to its advanced 

features. Security and Access Control There are several initiatives from different vendors to combat the 

misuse of Smartphone at workplace and at Universities. Smartphone can certainly be smart if the vendors, 

society and technologists understand their responsibility towards usage of these devices smartly to get more 

benefit in business, education, health and social life. It is apparent from above facts that the benefits of 

Smartphone are tremendous and negative impacts are minor. So, it is important to concentrate on how to stop 

and avoid smartly the misuse of Smartphone rather trying to stop or avoid use to Smartphone. 

 Earlier among youth mobile phones were not easily accessible for to all. The technology advanced 

and android phones came into existence, Smartphone using for official as well as personnel commination like 

chatting with friends, relatives over, google talk, yahoo messenger. As the advanced apps came into online 

mobile market like WhatsApp, Instagram communication become faster. It might be other apps used too it all 

depend upon youth preferences. Someone like to use WhatsApp, or someone may be use more often Facebook 

chat or some may be using to opt Instagram. As per all this kind of apps are usually used on daily basis which 

is very common.  

But now as the innovation towards technologies are increasing day by day. Due to increase of new 

apps technology the brands are more through by this mode also. It has created a diversification option for 

youth. For which mobile phones as an object is being used by youth for multi-purpose. In this recent decade’s 

youth are mostly using mobile phone also for online shopping from an app as a mode. Looking for more 

option of products that too fashion related products will be easier for youth they can find variety of stuff on 

it. 

Youth introduce in mobile phones when they experienced it buy buying products (fashionable) from 

apps which they find an easier, time saving and money saving way. Youths start running up their own startup 

hubs on it for everyone. They either get connected with fashion apps can say tie-ups with them or they start 

forming their own apps. This what young generation are into now a day. Buying of most fashionable outfits, 

accessories, bags, belts etc from various states, countries and cites and selling it on their own created apps.  

Objectives 

Based on the above review of literature following it was found that no study was conducted on the areas of 

present research objectives addressed in present research, thus following research objectives were formulated: 

 

1. To investigate gender difference on consumer perception related to technological factors.  

2. To investigate the Socio-economics status difference on consumer perception related to technological 

factors 

3. To investigate gender difference on consumer perception related to environmental factor.  
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4. To investigate the Socio-economics status difference on consumer perception related to environmental 

factor. 

 

 

 

 

 

Problem 

 

The paper investigates the perception of consumers towards of technological and environmental factor 

towards mobile apps-based shopping. 

 

. 

Hypothesis 

 

Based on the review of literature the following hypothesis were formulated: 

1. There will be no gender difference on consumer perception related to technological factors. 

2. There will be no socio-economic status difference on consumer perception related to technological 

factors. 

3. There will be no gender difference on consumer perception related to environmental factor. 

4. There will be no socio-economic status difference on consumer perception related to environmental 

factor. 

 

Methods 

 

Variables  

Independent variable: Gender differences and socio-economic differences. 

Dependent variables: Perception related to technological factors and environmental factors. 

 

Sample 

A sample of group 60 were males and 60 were females were selected among which 40 were from low 

economic status, 40 were from medium economic status and 40 were from low economic status. The age wise 

distribution is shown in table. The mean age of the sample was found to be 23.48 years. 

 

 
 

 

Table a : Age wise distribution of sample 
 

Age 

 Frequency Percent Valid Percent 

Cumulative 

Percent 
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17 4 3.3 3.3 3.3 

18 6 5.0 5.0 8.3 

19 12 10.0 10.0 18.3 

20 14 11.7 11.7 30.0 

21 12 10.0 10.0 40.0 

22 10 8.3 8.3 48.3 

23 3 2.5 2.5 50.8 

24 3 2.5 2.5 53.3 

25 8 6.7 6.7 60.0 

26 14 11.7 11.7 71.7 

27 11 9.2 9.2 80.8 

28 11 9.2 9.2 90.0 

29 8 6.7 6.7 96.7 

30 4 3.3 3.3 100.0 

Total 120 100.0 100.0  

 

 

 
 

 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Male 60 50.0 50.0 50.0 

Female 60 50.0 50.0 100.0 

Total 120 100.0 100.0  

 

 
 

 
Socio Economic Status 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Low Income 40 33.3 33.3 33.3 

Medium Income 40 33.3 33.3 66.7 

High Income 40 33.3 33.3 100.0 

Total 120 100.0 100.0  
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Tool used  

Structured Questionnaire developed to measure consumer perception was used it measures two dimensions 

namely perception related to Technological factors which includes Interference, Convenience, Extent of 

Customization, Device Interference, and over all Technological Factor, and perception related to 

environmental factors includes Lifestyle, Outlook, Aspire Group, and, over all Environmental Factor, related 

consumer perception. The calculated alpha reliability of the scale is found to be .906, and split half reliability 

is .947. The content validly was found to be high. 

  

Results & Interpretation 
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Figure 1: Histogram showing normality of Data for Technological Factors and its Sub- Scales 

 

 

 

 

Table 1.1: Shows Shapiro-Wilk test for Normality of Data for Technological Factors and its Sub- Scales 

 

Dimensions 

Shapiro-Wilk 

Statistic df Sig. 

Interference .978 120 .050 

Convenience .965 120 .003 

Extent of Customization .963 120 .002 

Device Interference .908 120 .000 

Technological Factor .962 120 .002 
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Figure 2: Histogram showing homogeneity of variance among males and females on Technological and sub factors. 

Table 1.2:  Shows Levene’s test for homogeneity of Variance for Technological Factors and its Sub- 

Scales among males and females. 

 

Dimensions F df1 df2 Sig. 

Interference 2.845 1 118 .094 

Convenience .004 1 118 .950 

Extent of Customization 2.935 1 118 .089 

Device Interference .217 1 118 .642 

Technological Factor 2.584 1 118 .111 

 

Table 1.3: Shows Mann Whitney U for Technological Factors and its Sub- Scales among males and 

females. 

 

Dimensions Gender Mean 

Mean 

Rank 

Sum of 

Ranks 

Mann-

Whitney 

U Z 

Effect 

Size 

Asymp. 

Sig. (2-

tailed) 

Interference Male 22.00 57.33 3440.00 
1610.00 1.001 0.008 .317 

Female 25.00 63.67 3820.00 

Convenience Male 20.50 62.93 3776.00 
1654.00 .769 0.006 .442 

Female 21.50 58.07 3484.00 

Extent of 

Customization 

Male 13.00 60.23 3614.00 
1784.00 .084 0.001 .933 

Female 15.00 60.77 3646.00 

Device 

Interference 

Male 14.00 66.30 3978.00 
1452.00 1.854 0.015 .064 

Female 13.00 54.70 3282.00 

Male 69.00 61.53 3692.00 1738.00 .326 0.003 .745 
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Technological 

Factor 

Female 
71.50 59.47 3568.00 

 

 
Prior to conduct test for determining significant difference between independent groups the assumption of 

normality for perception towards technological factors of mobile marketing was evaluated and determined using 

Shapiro-Wilk, since the p (.050),(.003),(.002),(.000),(.002) < (.05)  for Interference, Convenience, Extent of 

Customization, Device Interference and Technological Factor, respectively, thus null hypothesis that the data is normal 

was rejected and alternative hypothesis the data is not normal is accepted (see table 1.1).  

The assumption of homogeneity was met, because p (.094), (.950),(.089),(.642),(.111) > (.05) Interference, 

Convenience, Extent of Customization, Device Interference and Technological Factor, respectively and it was found 

homogenous. This is indicated by the Levene’s Test of Homogeneity of Variances, F (1, 118) =2.845, p = .094 for 

interference, F (1, 118) =.004, p = .950 for convenience, F (1, 118) =.2.935, p = .089, for Extent of customization  

and F (1, 118) =.217, p = .642  for Device Interference, F(1,118) = 2.584, p = .111  for technological factor with an 

alpha level of .05, because p (.371), (.669), (.497), (.698) > α (.05), which indicates non-significance, the null hypothesis 

(no variance difference) is accepted – as such, indicating that the assumption of homogeneity of variance is met. the 

null hypothesis (no variance difference) is rejected – as such, indicating that the assumption of homogeneity of variance 

is not met (see table 1.2). 

As the assumption of normality was not met, thus non-parametric test Mann-Whitney-U was administered. 

Result shows perception towards individual factors of mobile marketing and sub-dimensions. On perception towards 

interference due to technological factors was found that males (Mdn=22.00) did not differ significantly from females 

(Mdn=25.00), U=1610.00, z=--1.001, ns, r=-.008 of very low effect size. Similarly, on the perception of convenience 

while using mobile based application among males (Mdn=20.50) do not differ significantly from females (Mdn= 20.50), 

U=1654.00, z=--.769, ns, r=.006. On perception related to extent of customization of among males (Mdn=13.00) do 

not differ significantly from females (Mdn=15.00), U=1784.00, z=--.084, ns, r=.001. Similarly, on perception towards 

device interference through mobile marketing apps, males, (Mdn=14.00) do not differ significantly from females 

(Mdn=13.00), U=1452.00, z=--1.854, ns, r=.064. Similarly, on the over technological factors towards mobile marketing 

apps, males (Mdn. =69.00) do not differ from females (Mdn. =65.00), U=1738.00, z=.326, ns, r=-.003 (See table 1.3).   

 
Figure 3: Histogram showing homogeneity of variance among different socio-economic groups on measures of Interference. 

Table 2.1.1 Shows Levene’s test for homogeneity of variance of sub-dimension Interference among 

different socioeconomic status.  

 

Dimensions F df1 df2 Sig. 
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Interference 4.185 2 117 .018 

 

Table 2.1.2 Descriptive Statistics of sub-dimension Interference 

 

Comparative 
Groups N Mean 

Std. 
Deviation 

Low Income 40 23.15 5.27 

Medium Income 40 23.45 5.03 

High Income 40 23.10 7.43 

Total 120 23.23 5.96 

 

Table 2.1.3 Shows Welch ANOVA for determining differences among groups. 

 

 

Dimensions F-Value df1 df2 Sig. 

Interference .046 2 76.28 .955 

 

Assumption of normality shows that the data was not normal (see table 1.1). Whereas on sub-dimension 

interference data assumption of homogeneity was not met, as p= (.018) >.05. This indicates that Levene’s test of 

homogeneity of Variance, F (2, 117) =4.185, p = .018, which indicates significance, the null hypothesis (no variance 

difference) is rejected – as such, indicating that the assumption of homogeneity of variance was not met (See table 

2.1.1). 

 
Since the assumption of normality of data and homogeneity were not met for this data, we obtained Welch’s 

adjusted F ratio (.046), which was not significant (p shown as .955, that is p > .05 ) and adjusted omega squared was 

found to be .001, reported as Welch’s F(2, 76.28) = .046, p = .955 (or, p > .05),ω2=.001, we can conclude that at least 

the three groups differs significantly based on the socio-economic status on the perception of interference produced 

while using mobile marketing apps and .1% of variance in the dependent variable perception of interference produced 

while using mobile marketing apps is accounted for by (3 socio-economic status) (See table 2.1.3).  

 

 
Figure 4: Histogram showing homogeneity of variance among different socio-economic groups on measures of Convenience. 
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Table 2.2.1 Shows Levene’s test for homogeneity of variance of sub-dimensions convenience among 

different socioeconomic status.  

 

Dimensions F df1 df2 Sig. 

Convenience 1.458 2 117 .237 

 

Table 2.2.2 Descriptive Statistics of sub-dimension Convenience  

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 19.20 5.50 

Medium Income 40 24.40 7.52 

High Income 40 19.25 7.03 

Total 120 20.95 7.12 

Table 2.2.3 Shows Welch ANOVA for determining differences among groups. 

 

Dimensions F-Value df1 df2 Sig. 

Convenience 7.068 2 76.45 .002 

 
Assumption of normality shows that the data was not normal (see table 1.1). Whereas the assumption of 

homogeneity was met, p (.237),) > (.05) for Convenience, this is indicated by the Levene’s Test of Homogeneity of 

Variances, F (2, 117) =1.458, p = .237 for Convenience. With an alpha level of .05, p (.237) > α (.05), which indicates 

no significance, the null hypothesis (no variance difference) is accepted – as such, indicating that the assumption of 

homogeneity of variance was met (see table 2.2.1).  

 

Since the assumption of normality of data is not met for this convenience data, we obtained Welch’s adjusted 

F ratio (7.068), which was significant (p shown as .002, that is p < .01 ) and adjusted omega squared was found to be 

.119, reported as Welch’s F(2, 76.45) = 7.068, p = .002 (or, p < .01), ω2=.119, we can conclude that at least the three 

groups differs significantly based on the socio-economic status on the perception of convenience produced while using 

mobile marketing apps and 11.9% of variance in the dependent variable perception of convenience produced while 

using mobile marketing apps is accounted for by (3 socio-economic status) (See table 2.2.3).  

 

 
Figure 5: Histogram showing homogeneity of variance among different socio-economic groups on measures of Extent of Customization. 

Table 2.3.1 Shows Levene’s test for homogeneity of variance of sub-dimension Extent of 

customization among different socioeconomic status. 

 

Dimensions F df1 df2 Sig. 
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Extent of Customization 2.185 2 117 .117 

 

Table 2.3.2 Descriptive Statistics of sub-dimension Extent of customization  

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 12.65 5.07 

Medium Income 40 16.70 5.19 

High Income 40 14.05 4.17 

Total 120 14.47 5.08 

 

 

Table 2.3.3 Shows Welch ANOVA for determining differences among groups. 

 

Dimensions F-Value df1 df2 Sig. 

Extent of Customization 6.391 2 77.17 .003 

 

Assumption of normality shows that the data was not normal (see table 1.1). Whereas the assumption of 

homogeneity was met, p (.117) > (.05) for Extent of Customization. This is indicated by the Levene’s Test of 

Homogeneity of Variances F (2, 117) =2.185, p = .117 for extent of customization. With an alpha level of .05, p (.117) 

> α (.05), which indicates no significance, the null hypothesis (no variance difference) is accepted – as such, indicating 

that the assumption of homogeneity of variance was met (see table 2.3.1).  

 

Since the assumption of normality of data was not met, we obtained Welch’s adjusted F ratio (6.391), which 

was significant (p shown as .003, that is p < .01 ) and adjusted omega squared was found to be .110, reported as Welch’s 

F(2, 77.17) = 6.391, p = .003 (or, p < .01), ω2=.110, we can conclude that at least the three groups differs significantly 

based on the socio-economic status on the perception of Extent of Customization produced while using mobile 

marketing apps and 11.0% of variance in the dependent variable perception of Extent of Customization produced while 

using mobile marketing apps is accounted for by (3 socio-economic status) (See table 2.3.3).  

 

 
Figure 6: Histogram showing homogeneity of variance among different socio-economic groups on measures of Device Interference. 
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Table 2.4.1 Shows Levene’s test for homogeneity of variance of sub-dimension Device interference 

among different socioeconomic status.  

 

Dimensions F df1 df2 Sig. 

Device Interference 1.663 2 117 .194 

 

Table 2.4.2 Descriptive Statistics of sub-dimension Extent of customization  

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 13.20 2.115 

Medium Income 40 13.90 2.170 

High Income 40 12.35 2.851 

Total 120 13.15 2.465 

 
Table 2.4.3 Shows Welch ANOVA for determining differences among groups. 

 

Dimensions F-Value df1 df2 Sig. 

Device Interference 3.757 2 76.88 .028 

 

 

Assumption of normality shows that the data was not normal (see table 1.1). Whereas the assumption of 

homogeneity was met, p (.194) > (.05) for Device Interference, this is indicated by the Levene’s Test of Homogeneity 

of Variances, F (2, 117) =1.458, p = .237 for Device Interference. With an alpha level of .05, p (.194) > α (.05), which 

indicates no significance, the null hypothesis (no variance difference) is accepted – as such, indicating that the 

assumption of homogeneity of variance was met (see table 2.4.1). 

 
Since the assumption of normality of data was not met, we obtained Welch’s adjusted F ratio (3.757), which 

was significant (p shown as .028, that is p < .05 ) and adjusted omega squared was found to be .067, reported as Welch’s 

F(2, 76.88) = 3.757, p = .028 (or, p < .05), ω2=.067, we can conclude that at least the three groups differs significantly 

based on the socio-economic status on the perception of Device Interference produced while using mobile marketing 

apps and 6.7% of variance in the dependent variable perception of Device Interference reported while using mobile 

marketing apps is accounted for by (3 socio-economic status) (See table 2.4.3).  
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Figure 7: Histogram showing homogeneity of variance among different socio-economic groups on measures of Technological Factor. 

 

Table 2.1.1 Shows Levene’s test for homogeneity of variance of Technological factors and among 

different socioeconomic status.  

 

Dimensions F df1 df2 Sig. 

Technological Factor 1.588 2 117 .209 

 

 

Table 2.1.2 Descriptive Statistics of Technological factors 

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 68.20 10.92 

Medium Income 40 78.45 14.97 

High Income 40 68.75 17.67 

Total 120 71.80 15.40 

Table 2.1.3 Shows Welch ANOVA for determining differences among groups. 

 

Dimensions F-Value df1 df2 Sig. 

Technological Factor 6.526 2 74.82 .002 

 

Assumption of normality shows that the data was not normal (see table 1.1). Whereas the assumption of 

homogeneity was met, p (.209) > (.05) for Technological Factor respectively. This is indicated by the Levene’s Test of 

Homogeneity of Variances, F (2, 117) =2.185, p = .117 for Technological Factors. With an alpha level of .05, (.209) 

> α (.05), which indicates no significance, the null hypothesis (no variance difference) is accepted – as such, indicating 

that the assumption of homogeneity of variance was met.  

 

Since the assumption of normality of data was not met, we obtained Welch’s adjusted F ratio (6.526), which 

was significant (p shown as .002, that is p < .01) and adjusted omega squared was found to be .094, reported as Welch’s 

F(2, 74.82) = 6.526, p = .002 (or, p < .01), ω2=.094, we can conclude that at least the three groups differs significantly 

based on the socio-economic status on the perception of Technological factors produced while using mobile marketing 

apps and 9.4% of variance in the dependent variable perception of Technological factors reported while using mobile 

marketing apps is accounted for by (3 socio-economic status) (See table 2.5.3).  
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Figure 8: Histogram showing Normality of Data for Environmental Factors 

 

 

Table 3.1 Shows Normality of Data for Environmental Factors. 

 

Dimensions 

Shapiro-Wilk 

Statistic df Sig. 

Lifestyle .977 120 .038 

Outlook .939 120 .000 

Aspire Group .961 120 .001 

Environmental Factor 
.974 120 .021 
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Figure 9: Homogeneity of Variance among Gender on Measures of Environmental Factors 
 

Table 3.2:  Shows Levene’s test for homogeneity of Variance for Environmental Factors and its Sub- 

Scales among males and females. 

 

Dimensions F df1 df2 Sig. 

Lifestyle .381 1 118 .538 

Outlook 2.024 1 118 .158 

Aspire Group 1.621 1 118 .205 

Environmental 

Factor .595 1 118 .442 

 

Table 3.3: Shows Mann Whitney U for Technological Factors and its Sub- Scales among males and 

females. 

 

Dimensions Gender Mean 

Mean 

Rank 

Sum of 

Ranks 

Mann-

Whitney 

U Z 

Effect 

Size 

Asymp. 

Sig. (2-

tailed) 

Lifestyle Male 24.00 63.20 3792.00 
1638.00 .852 .007 .394 

Female 23.00 57.80 3468.00 

Outlook Male 12.00 63.03 3782.00 
1648.00 .802 .007 .423 

Female 11.50 57.97 3478.00 

Aspire Group Male 13.50 65.73 3944.00 
1486.00 1.653 .014 .098 

Female 12.00 55.27 3316.00 

Environmental 

Factor 

Male 48.00 67.30 4038.00 
1392.00 2.145 .018 .032 

Female 45.00 53.70 3222.00 

 
Prior to conduct test for determining significant difference between independent groups the assumption of 

normality for perception towards environment factors of mobile marketing was evaluated and determined using Shapiro-

Wilk, since the p(.038), (.000), (.001), (.021 )< (.05)  for Lifestyle,  Outlook, Aspire Group, and Environmental Factor, 

respectively, thus null hypothesis that the data is normal was rejected and alternative hypothesis the data is not normal 

is accepted (see table 3.1).  

The assumption of homogeneity was met, because p (.538), (.158), (.205), (.442)> (.05) Lifestyle, Outlook, 

Aspire Group, Environmental Factor respectively and it was found homogenous. This is indicated by the Levene’s Test 

of Homogeneity of Variances, F (1, 118) =.381, p = .538 for lifestyle, F (1, 118) =2.024, p = .158, for outlook, F (1, 

118) =.1.621, p = .205, for aspire group  and F (1, 118) =.595, p = .442,  for overall environmental factor, with an 

alpha level of .05, because p (.371), (.669), (.497), (.698) > α (.05), which indicates non-significance, the null hypothesis 

(no variance difference) is accepted – as such, indicating that the assumption of homogeneity of variance is met. the 

null hypothesis (no variance difference) is rejected – as such, indicating that the assumption of homogeneity of variance 

is not met (see table 3.2). 
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As the assumption of normality was not met, thus non-parametric test Mann-Whitney-U was administered. 

Result shows perception towards lifestyle of mobile marketing and sub-dimensions. On perception towards lifestyle 

among environmental factors, males (Mdn=24.00) did not differ significantly from females (Mdn=23.00), as 

U=1638.00, z=-.852, ns, r=-.007 of very small effect size. Similarly, on the perception towards outlook while using 

mobile based application among males (Mdn=12.00) do not differ significantly from females (Mdn= 11.50), 

U=1648.00, z=-.802, ns, r=.007 with very small effect size. On perception towards aspire group of among males 

(Mdn=13.50) do not differ significantly from females (Mdn=12.00), as U=1486.00, z=--1.653, ns, r=-.014, with nearly 

small effect size. Similarly, on perception towards over all environmental factor affecting usages of mobile based 

marketing apps, males, (Mdn=48.00) do not differ significantly from females (Mdn=45.00), U=1392.00, z=--2.145, ns, 

r=-.018 with small effect size. (see table 3.3).  

 

 
Figure 10:Histogram showing homogeneity of variance among different socio-economic groups on measures of Life Style. 

Table 4.1.1 Shows Levene’s test for homogeneity of variance Lifestyle related factors among different 

socioeconomic status. 

 

Dimensions F df1 df2 Sig. 

Lifestyle .635 2 117 .532 

 

Table 4.1.2 Shows Descriptive Statistics of Lifestyle related factors 

Comparative Groups N Mean 
Std. 

Deviation 

Low Income 40 22.60 6.47 

Medium Income 40 22.85 5.93 

High Income 40 22.55 5.40 

Total 120 22.67 5.90 

 

 

 

Table 4.1.3 Shows Welch ANOVA for determining differences among groups 

 

Dimensions F-Value df1 df2 Sig. 

Lifestyle .030 2 77.58 .970 
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Assumption of normality shows that the data was not normal (see table 3.1). Whereas the assumption of 

homogeneity of variance was met, p (.532) > (.05) for Lifestyle related Factor. This is indicated by the Levene’s Test 

of Homogeneity of Variances, F (2, 117) =.635, p = .532 for life style related factor. With an alpha level of .05, (.532) 

> α (.05), which indicates non-significance, the null hypothesis (no variance difference) is accepted – as such, indicating 

that the assumption of homogeneity of variance was met (see table 4.1.1).  

 

Since the assumption of normality of data was not met, we obtained Welch’s adjusted F ratio (.000), which was 

significant (p shown as .970, that is p > .05) and adjusted omega squared was found to be .094, reported as Welch’s 

F(2, 77.58) = .030, p = .970 (or, p < .05), ω2=.000, we can conclude that at least the three groups differs significantly 

based on the socio-economic status on the perception of life related factors produced while using mobile marketing 

apps and no variance in the dependent variable perception of Technological factors reported while using mobile 

marketing apps is accounted for by (3 socio-economic status) (See table 4.1.3).  

 

 
Figure 11:Histogram showing homogeneity of variance among different socio-economic groups on measures of Outlook. 

Table 4.2.1 Shows Levene’s test for homogeneity of variance Outlook related factors among different 

socioeconomic status.  

 

Dimensions F df1 df2 Sig. 

Outlook 8.945 2 117 .000 
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Table 4.2.2 Shows Descriptive Statistics of Outlook related factors 

Comparative Groups N Mean Std. Deviation 

Low Income 40 13.00 4.69 

Medium Income 40 11.45 3.23 

High Income 40 11.45 5.53 

Total 120 11.97 4.60 

 

Table 4.2.3 Shows Welch ANOVA for determining differences among groups 

 

 Dimensions F-Value df1 df2 Sig. 

Outlook 1.603 2 73.901 .208 

 
Assumption of normality shows that the data was not normal (see table 3.1). Whereas the assumption of 

homogeneity of variance was not met, p (.000) < (.01) for Outlook related factor. This is indicated by the Levene’s Test 

of Homogeneity of Variances, F (2, 117) =8.945, p = .000 for Outlook related factor. With an alpha level of .01, 

(.000) < α (.01), which indicates significance, the null hypothesis (no variance difference) is rejected – as such, 

indicating that the assumption of homogeneity of variance was not met (see table 4.2.1).  

 

Since the assumption of normality of data and homogeneity of variance was not met, we obtained Welch’s 

adjusted F ratio (1.603), which was not significant (p shown as .208, that is p > .05) and adjusted omega squared was 

found to be .025, reported as Welch’s F(2, 77.58) = 1.603, p = .208 (or, p > .05), ω2=.025, we can conclude that at least 

the three groups differs significantly based on the socio-economic status on the outlook related factors produced while 

using mobile marketing apps and small  2.5 % variance in the dependent variable perception of outlook reported while 

using mobile marketing apps is accounted for by (3 socio-economic status) (See table 4.2.3).  

 

 
Figure 12:Histogram showing homogeneity of variance among different socio-economic groups on measures of Aspire Group. 

 

Table 4.3.1 Shows Levene’s test for homogeneity of variance Aspire Group related factors among 

different socioeconomic status.  

 
 

Dimensions F df1 df2 Sig. 

Aspire Group 1.993 2 117 .141 

 

 

 

http://www.jetir.org/


© 2018 JETIR  December 2018, Volume 5, Issue 12                               www.jetir.org  (ISSN-2349-5162) 

 

JETIR1812A84 Journal of Emerging Technologies and Innovative Research (JETIR) www.jetir.org 619 

 

 

Table 4.3.2 Shows Descriptive Statistics of Aspire Group related factors 

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 11.10 4.46 

Medium Income 40 13.90 3.87 

High Income 40 11.50 4.73 

Total 120 12.17 4.51 

 

Table 4.3.3 Welch ANOVA for determining differences among groups 

 

 Dimensions F-Value df1 df2 Sig. 

Aspire Group 5.380 2 77.41 .006 

Assumption of normality shows that the data was not normal (see table 3.1). Whereas the assumption of 

homogeneity of variance was met, p (.141) > (.05) for Aspire Group. This is indicated by the Levene’s Test of 

Homogeneity of Variances, F (2, 117) = 1.993, p = .141 for Aspire Group. With an alpha level of .05, (.141) > α (.05), 

which indicates non-significance, the null hypothesis (no variance difference) is accepted – as such, indicating that the 

assumption of homogeneity of variance was met (see table 4.3.1).  

 

Since the assumption of normality of data was not met, we obtained Welch’s adjusted F ratio (5.380), which 

was significant (p shown as .006, that is p < .01) and adjusted omega squared was found to be .076, reported as Welch’s 

F(2, 77.41) = 5.380, p = .006 (or, p < .01), ω2=.076, we can conclude that at least the three groups differs significantly 

based on the socio-economic status on the aspire group related factors produced while using mobile marketing apps and 

small  7.6 % variance in the dependent variable perception of aspire group reported while using mobile marketing apps 

is accounted for by (3 socio-economic status) (See table 4.3.3).  

 

 
Figure 13: Histogram showing homogeneity of variance among different socio-economic groups on measures of Environmental Factor. 

 

Table 4.4.1 Shows Levene’s test for homogeneity of variance Environmental factors among different 

socioeconomic status.  

 

Dimensions F df1 df2 Sig. 

Environmental Factor 3.725 2 117 .027 
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Table 4.4.2 Shows Descriptive Statistics of Environmental Factors related factors 

 

 

Comparative Groups N Mean Std. Deviation 

Low Income 40 46.70 11.16 

Medium Income 40 48.20 8.16 

High Income 40 45.50 8.49 

Total 120 46.80 9.36 

 

 

Table 4.4.3 Shows Welch ANOVA for determining differences among groups 

 

 Dimensions F-Value df1 df2 Sig. 

Environmental Factor 1.047 2 76.815 .356 

 

Assumption of normality shows that the data was not normal (see table 3.1). Whereas the assumption of 

homogeneity of variance was not met, p (.027) > (.05) for Environmental factor. This is indicated by the Levene’s Test 

of Homogeneity of Variances, F (2, 117) =3.725, p = .027 for Environmental factor. With an alpha level of .05, (.027) 

< α (.05), which indicates non-significance, the null hypothesis (no variance difference) is rejected – as such, indicating 

that the assumption of homogeneity of variance was not met (see table 4.4.1).  

 

Since the assumption of normality of data and homogeneity of variance was not met, we obtained Welch’s 

adjusted F ratio (1.47), which was not significant (p shown as .356, that is p > .05) and adjusted omega squared was 

found to be .014, reported as Welch’s F(2, 77.58) = 1.047, p = .356 (or, p > .05), ω2=.014, we can conclude that at least 

the three groups differs significantly based on the socio-economic status on the Environmental factors produced while 

using mobile marketing apps and small  1.4 % variance in the dependent variable perception of Environmental reported 

while using mobile marketing apps is accounted for by (3 socio-economic status) (See table 4.4.3).  

 

Discussion  

 

The present paper investigates the differences among the individual based on the gender and socio 

economics status towards the perception related to technological and environmental factors related to the use 

of mobile marketing applications.  

 

The first objective was to investigate gender difference on consumer perception related to 

technological factors. The hypothesis that there will be no gender difference on consumer perception related 

to technological factors was rejected. It was found that no gender difference exists on the perception of 

technological factors such as internet connectivity, images related to goods, payment options in mobile based 

applications as today each and every individual who is using smartphones, as a integral part of their life style 

they new features are equally useful for males and females and apart from that customization of applications 

as per the user leads to no difference in the perception related to technological factors such as Interference, 

Convenience, Extent of Customization, and  Device Interference. The present findings are in the line of 

previous findings which states that gender and education level are significant moderating factors (Park, Yang, 

& Lehto, 2007). 

 

The second objective was to investigate the Socio-economics status difference on consumer perception 

related to technological factors. The hypothesis that there will be no socio-economic status difference on 

consumer perception related to technological factors and its sub dimensions was rejected. It was found that 

there was difference in perception towards technological factors such as convenience of use, extent of 

customization, interference produced due the device while using mobile based application used for marketing 
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based on the Socio-economic factors. It can be attributed to the economic status of the user and device on 

which mobile based marketing application were used since differences in the type of device used may lead to 

different end user experiences. Whereas on perception towards interference like services offered by brand 

services no socio-economic difference were observed, as consumers and mobile marketing applications have 

no control over interference related factor.  

 

The third objective was to investigate gender difference on consumer perception related to 

environmental factor. The hypothesis that there will be no gender difference on consumer perception related 

to environmental factor is rejected whereas on the sub-dimensions Lifestyle, Outlook, and Aspire Group was 

accepted. It means that a person to certain extent influenced by environmental factors which differs among 

male and females. As they are differently influenced by peers, family members the work environmental needs 

and the prevailing marketing trends. 

 

The fourth objective was to investigate the Socio-economics status difference on consumer perception 

related to environmental factor. The hypothesis that there will be no socio-economic status difference on 

consumer perception related to sub-dimension life-style and over all environmental factor whereas on outlook 

and aspire group no such differences were found.it shows that the environmental factor more specifically life-

style a person choose is decided by the socio-economic status of the individual. Whereas socioeconomic status 

doesn’t effect outlook and aspire group related perception  

 

Conclusion 

 

As the study investigates the gender and socioeconomic status related differences towards perception related 

to technological factors and environmental factors. Based on the finding of the study it can be concluded that 

no gender difference exists on the perception of technological factors such as internet connectivity, images 

related to goods, payment options in mobile based applications, and to certain extent perception related to 

environmental factors associated with mobile marketing applications which differs among male and females. 

Whereas socioeconomic status related difference exists in the perception towards technological factors such 

as convenience of use, extent of customization, interference produced due the device while using mobile based 

application used for marketing, similar difference were observed for the environmental factor especially for 

perception related to life-style where as no such difference was observed for outlook and aspire group related 

perception of mobile marketing applications.   

 

Implication 

 

Present study helps to explore the understanding of gender and socioeconomic status related differences 

towards perception related to technological factors and environmental factors. The app developers and the 

individuals who want to develop mobile applications for their brands can keep these factors while planning 

to develop mobile marketing applications.  

 

Limitation 

 

The present study specifically focuses on perception towards mobile based marketing applications only 

keeping factors such as gender and socio-economic factors into consideration including youth consumers. 

 

Suggestion 

 

The study on perception on mobile marketing applications can be replicated on other related variables such 

area wise regional differences, marital status related differences, employment status related differences in 

more specific segment of marketing and service sector related applications. 
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