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Abstract— In this paper we are presenting a study on 

purchasing behavior of consumer towards smart phone 

industry with reference to Ajmer District.   The consumer 

smart phone industry is operating in a highly competitive, 

complex and rapidly changing business environment. 

Business leaders of consumer toward smart phone 

organizations know their importance of having ready to 

access timely, accurate, consistent information and data 

for the purpose of establishing, nurturing and managing 

customer relationships across divisions. The research 

paper deals with the study on purchase behavior of 

consumer towards smart phone industry in Ajmer district. 

Keywords— Towards; Accurate; Division; Across; Data; 

I.  INTRODUCTION  

India is the largest consumer market in the world. The Indian 

consumer profile has been changed and developed in every 
moment.  The consumer purchasing inclinations are quickly 

changing and moving towards top of the line innovation items 

with cultural assimilation. Items which were once viewed as 

extravagance things have turned into a need in view of the 

changing way of life and rising salary levels. The marketers 

are confronting a great deal of difficulties: with respect to 

separation which is esteemed by the customers. 

Today in an aggressive market, the inquiry is about the 

survival of the organization in the market. The appropriate 

response is the survival of organizations by marking. The best 

possible technique of marking arranging is expected to 
accomplish income, deals, quality and piece of the overall 

industry. A decent system separates one organization's image 

from the other contender's brands. 

The worldwide cell phone advertise has turned out to be 

soaked and advancement has hindered, sellers have 

progressively looked to different intends to advance deals and 

look after benefits. One mainstream methodology has been to 

present new items and encounters –, for example, new tablets, 

brilliant watches, computer generated reality, adornments, 

music, and video administrations. Another strategy is to 

plunge further into creating markets. Over the US, China, and 

EU5, cell phone deals have outperformed 90% of the potential 
market. Indeed, even in Latin America – explicitly Brazil and 

Mexico, cell phone deals likewise surpass 80%.  

With a populace of 1.3 billion individuals and the second-

biggest portable market after China, India is the following 

major point of convergence for cell phone sellers from around 

the globe. The Indian cell phone showcase recorded 29% 

consecutive development in the second from last quarter of 

2018 attributable to merry season deals wherein the 

measurement delineates the unit shipments of cell phones in 

India from the principal quarter of 2012 to the second from 

last quarter of 2018. In the second from last quarter of 2018, 
around 39 million cell phones were delivered in India. 

As per the recent Quarterly Mobile Phone Tracker by IDC for 

Q3 2018 discloses that Xiaomi along with Samsung captured 

23.5 percent market share in the last quarter. Furthermore 

repost states that Xiaomi nearly tripled its shipments year-on-

year and doubled quarter-on-quarter in last quarter. The 

market research firm added Samsung had a "record breaking 
quarter" where it registered 39 percent sequential growth 

quarter-on-quarter and 23 percent year-on-year. 

 
Fig. 1: Smartphone shipments statistics in last 7 years- India 

(Source: Internet www.ijarcsms.com) 

 

II. CONSUMER BUYING BEHAVIOR 

Customer purchasing conduct includes a long procedure where 
the purchaser needs to recognize the item, examine well its 

highlights, the aces and the cons and in conclusion choosing 

whether to buy it or not. Customer purchasing conduct would 

make a specific purchaser to buy item A rather than item B or 
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whether to buy a specific item or disregard it and all that is 

because of the purchasing choices made by the purchaser with 

respect to whether the item suits his/her needs and 
prerequisites. The Consumers of products and enterprises may 

have distinctive kinds of buyer purchasing conduct that are 

extraordinary to themselves. The purchasing conduct of 

purchaser A might be not quite the same as those of shopper B 

and the distinction may shift purchasing choice made by a 

buyer. To see more on this let us give a definition to every one 

of the diverse kinds of purchaser purchasing conduct that are 

related with various purchasers and buyers of items. Indian 

shopper strong market is outstanding by the outside firms who 

inclusion remote items and innovation according to inclination 

of Indian purchaser. The customer purchasing conduct can be 

characterized as the manner by which shoppers or purchasers 
of merchandise and ventures will in general respond or act 

when buying items that they like. Purchasers will in general 

display distinctive kinds of purchasing conduct when they are 

buying merchandise and ventures and the practices saw are 

impacted by the sort of item he/she needs to purchase. 

III. CONSUMER BEHAVIOUR 

As cited by Patricia Seybold, "many individuals feel that the 

new economy is about the web. I imagine that it's being 

energized by the web – just as by mobile phones, 

computerized associates, and so forth – yet that it's extremely 

about clients." (MARUCA, 2000) We are living in time of 
innovation where the items are fabricated focusing on buyers 

and their fulfillment. A few looks into has been led to 

comprehend the purchasing conduct of shopper like (ROOK 

and FISHER, 1995); (Hausman, 2000); (Kacen and Lee, 

2002).Various researchers like (Evans, et al., 2006), 

(Solomon, et al., 2013), (Schiffman, et al., 2012) have 

actualized organized and orderly speculations to decipher how 

an individual settle on a decision among different accessible 

options.  

 

Shopper purchasing conduct is a human conduct with a 

method partner various occasions which includes 
investigating, feeling and carrying on, as an individual tends to 

the current needs. As a field of study, shopper conduct is the 

exploration of examining a lot of significant worth looking for 

exercises in return of their current assets, for example, time, 

cash and exertion of customers which is inspired by tending to 

genuine requirements. There are a few meanings of buyer 

purchasing conduct, anyway the vast majority of the 

definitions are comparative in extension. As expressed by 

Solomon, shopper conduct is the investigation of procedure 

when people make determination, utilization or transfer of 

items and administrations amid buy so as to address their 
issues and satisfy their wants. (Solomon, et al., 2010)  

 

Shopper conduct centers around the conduct of regularly 

changing human needs and needs that an individual procession 

in hunting down, acquiring, using, assessing the items and 

administrations that they expect will satisfy their needs and 

wants ( Schiffman, 2012).  

 

Purchasers settle on various kinds of choices in regular day to 

day existence. The choice buyer make while acquiring is the 

point of convergence that advertisers attempt to think about. In 

this focused business world, it has turned out to be vital for 
each association to put extraordinary exertion on inquiring 

about customer purchasing conduct to discover nitty gritty 

data on what buyers buy, where, when and why they buy, how 

and the amount they buy. (Kotler and Armstrong, 2012). This 

examination plans to insightful investigation by utilizing 

Black Box Model of purchaser conduct as the fundamental 

hypothesis so as to comprehend the affecting components of 

youthful shoppers purchasing advanced cells. 

IV. PURCHASE 

It is the terminal stage in the buying decision process that 

completes a transaction. It occurs either as a trial or adoption. 

If a consumer is buying something for the first time, from the 

behavioral view point, it may be regarded as trial. This trial 

enables him to accumulate experience about the product 

purchased. (Beatty et al : 1987). If this experience is positive 

in terms of satisfaction derivation then repeat purchases may 

occur. However repeat purchases will occur only when he is 

satisfied with the performance. But the possibility of trial 

purchase is available. In the case of durables like refrigerator, 

air- conditioner and microwave oven, trial purchase is not 

possible because, once a product is purchased it has to be 
adopted and repeatedly used. 

V. POST PURCHASE BEHAVIOUR 

Post Purchase conduct alludes to that conduct showed after the 

buy choice. The objective of buyers' choice framework lies in 

utilization and utilization happens amid the post-buy stage. 

Therefore buys are just ''necessary chore the end being the 

accomplishment of advantages from devouring the item or 

administration. From marketers‟ point of view, long haul 

achievement streams from having customers experience 

fulfillment amid the post-buy stage. The post-buy forms 

represent two noteworthy exercises, utilization and mien. 
Destroying, sparing and selling the item are the three 

noteworthy alternatives of item air. Post Purchase conduct 

alludes to the conduct of a shopper after his pledge to an item 

has been made. It begins out of purchaser experience with 

respect to the utilization of the item and is shown as far as 

fulfillment. This conduct is reflected in rehash buys or 

restraint from further buy. 

VI. CONSUMER SATISFACTION 

Each individual is a shopper of various produces. In the event 

that there is no shopper, there is no matter of fact. Along these 

lines, customer fulfillment is critical to each businessman. The 

customer fulfillment after buy relies upon the item execution 
in connection to his/her desires. Philip Kotler(2008) saw that 

fulfillment is an individual's sentiments of weight or 

disillusionment coming about because of item's apparent 

execution (result) in connection to his or her desires. Shopper 

fulfillment is the dimension of an individual's felt state coming 

about because of looking at an item's apparent exhibition 

(result) in connection to the individual's desires. This 

fulfillment level is a component of contrast between apparent 

execution and desires. In the event that the item's execution 

surpasses desire, the client is exceedingly fulfilled or pleased. 

On the off chance that the execution coordinates the desires, 
the client is fulfilled. In the event that the items execution 

misses the mark regarding desires, the client is disappointed. 

Customer fulfillment or disappointment is the inclination 

inferred by the buyer when he contrasts the item's real 

execution and the execution that he expects out of it. Buyers 

make their desires from the administration quality, 

administration, conveyance, correspondences, past encounters 

and references. These all are to be judged effectively by the 

administration so their discernments coordinate with purchaser 

desires. On the off chance that any of these elements are 

wrongly translated, at that point the normal dimension of 

shopper fulfillment can't be come to. 
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VII. THE FACTORS AFFECTING PURCHASE INTENTION OF A 

SMART PHONE 

According  to Dodds and Monroe (1985), purchase intention is 

a behavior tendency of a customer who is intended to purchase 

a product. Previous studies and researches stated that purchase 

intention is an important indicator of actual purchase behavior. 

Farquhar (1989) stated that perceived quality is essential for 

developing a positive evaluation of a product or brand in 

customer’s memory. Choo et al. (2012) explored that 

customers are more emphasized upon emotional value, such as 

closeness with products and involvement with products when 
they are making purchase decisions.  

Laroche et al. (2005) investigated that product image is an 

important part for the evaluation of products in the emerging 

economies and country image of a specific product can impact 

the product beliefs and product evaluations of customers. 

Sherwood (1989) stated that an aspiration is a future goal in 

which a customer is willing to invest effort, time or money. 

Lopez-Nicolas et al., (2008) investigated that attitude is an 

important variable for products which are related to the 

technology adoption and information systems and various 

studies showed that customers’ attitude towards the adoption 
of the mobile phones and their services is positively related 

with their intention to purchase the mobile phones and their 

services. 

This study investigates the relationship between perceived 

quality, product image, consumer aspiration, emotional value, 

consumer uncertainty, attitude towards product and purchase 

intention of a smart phone. To do so a survey was conducted 

by distributing 400 questionnaires in 5 different shopping 

malls in Ajmer, Rajasthan. The Pearson Correlation was 

applied for the data analysis. The results show that there is a 

positive and significant relationship among perceived quality, 

product image, consumer aspiration, emotional value, attitude 
towards product and purchase intention. They also indicate 

that there is a negative and significant relationship between 

consumer uncertainty and purchase intention. Based on these 

results, it seems that the smart phone company needs to 

develop marketing strategy to increase purchase intention. 
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