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Abstract 
Smartphones have become the daily necessity among people. People always look for the new model of 
smartphones, and the trend of changing smartphones is still very strong. The purpose of this research is to study 
the factors affecting the purchase intention of smartphones in Sultanate of Oman.  The study has chosen seven 
variables to study the relationship between brand name, price, product features, convenience, dependency, social 
influence and purchase intention. An online questionnaire was adopted to carry out the study. The content of the 
survey included demographic factors and questions based on each variable. A sample of 51 responses are collected. 
It is concluded that the purchase decision has no significant relation between gender and age. It is proved that 
purchase decision of smartphone by Omanis is influenced by price, product features and social influence. Brand 
name, convenience and dependency has no impact significant impact on the purchase decision.  
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1. Introduction 
The Sultanate of Oman is a very vibrant mobile market with over 177% penetration on mobile usage. There is 
active regulation and enforcement of the market regulations, and high levels of supervision of mobile and internet 
operators. Almost 92% owned a smartphone and there is widespread use of the latest smartphone handsets, and 
almost 82% of the respondents indicated they had intermediate level skills with mobile technologies 
(www.tra.gov.om, 2011). Oman is the fastest growing market for smartphones in the GCC region with 65 per cent 
users switching to these devices, according to Ashrf Fawakherji, Vice-President, Middle East, for Huawei (Gulf 
News, 2013). Oman has a strong young customer base and 4G is more acceptable to that age category. According 
to Hootsuit Digital 2020 Report, the total population in Oman is 5.04 million with 72.4% using mobile phones. 
Compared between December 2018 to December 2019, there was an increase of 22% usage in mobile phones. The 
percentage of active social media users accessing via mobile is 100%. The percentage of Facebook users accessing 
via a mobile phone is 93.1%. The share of web traffic originating from android device in December 2019 is 88.8% 
and from Apple IOS device is 11%. The mobile network infrastructure index score is 70.49 out of 100. The 
affordability of devices and services index score is 69.34 out of 100. Consumer readiness to use index score is 
61.14 out of 100. The index score of availability of relevant content and services is 66.03. According to the Mobile 
market vendor market share, Oman, between August 2019 to August 2020, Huawei holds 51.05%, followed by 
Samsung 28.45%, Apple 12.65%, Xiaomi 2.66%, Oppo 1.25%, and Nokia holds 0.82% market share (Statcounter, 
Global Stats, 2020). Excluding persons living in institutional households, Communications are essentially based 
on mobile phones. Smart phones are used almost as often as basic ones, with almost 95% of households having 
one, revealing a recent acceleration of access to and use. The number of mobile telephones is closely correlated 
with household size. The use of mobile phones starts at an early age. Among adolescents (15-19 years), 91% of 
males and 83% of female already own a mobile phone and it is quite homogeneous throughout the country and 
between the population groups (ICT Household and Individuals Survey, 2013). 
 
2. Literature Review 
2. 1 Purchase Intention 
Purchase intention is a dependent variable in this research that may be affected by different independent variables. 
Chang and Wildt (1994) defined purchase intention as an advance plan to purchase certain good or service in 
future. Purchase intention can identify the possibility to purchase through the intensity of intention. If consumers 
think that the product value is low, then their purchase intention will be weak, and the possibility to purchase will 
also be lower. Ayodele and Ifeanyichukwu (2016) found that different consumers will have different requirements 
for smartphone based on the characteristics such as price, brand name, functions, quality. Consumers will search 
the relevant information of the different products, compare and evaluate them before making purchase decision. 
The product is valuable if it satisfies the consumers’ needs and wants. The purchase intention will be stronger, and 
the possibility to purchase will also be higher. 
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2.2 Price 
According to Sata (2013), every product should be priced as a certain level of acceptance from consumers. When 
products are priced at a lower price range, the consumers will not have enough confidence to buy it because 
consumers believe that lower price means lower quality. Although the price is lower, they strongly believe that 
they will find the best value of the product they purchased (Suki, 2013b). But still, price is a critical factor for 
people for purchasing smartphones. According to Kotler and Armstrong (2010), price is the sum of money that 
consumers usually pay for acquiring and using any product. According to Suki (2013b), the price is a tool of 
exchange to obtain a product or service. When people perceived that the quality of smartphone has exceeded their 
expectation, they will find it is good value for their money. Mobile phones’ price is an important factor that many 
consumers considered in choosing a mobile phone model (Karjaluoto et al., 2003). In particular, younger 
customers considers price besides the technological advancements while purchasing any mobile phone (Karjaluoto 
et al., 2005). Whether the consumer buy a mobile handset often significantly affected by its price (Chapman & 
Wahlers, 1999; Munnukka, 2005; Uddin et al., 2015). Suki (2013) also argued that product price significantly 
affect young university students’ smartphone choice and buying behavior. Many prior studies (e.g.Lay-Yee, Kok-
Siew and Yin Fah, 2013; Suki, 2013; Falayi and Adedokun, 2014; Kaushal and Kumar, 2016; Lin et al., 2017) 
also suggest that price of the product have significant influence on intention to purchase the product. 
 
2.3 Brand Name 
Brand name is the most valuable asset of a company and is an exclusive name which indicates product to the 
market. Brand name is more than just names and symbols. It is also the element of relationship between company 
and consumers (Kotler & Armstrong, 2010). Researchers have concluded that brand name and brand image act as 
the critical factors for adding value to the product (Yeh, Wang & Yieh, 2016). Liu, C.J. and Liang (2013) suggested 
that brand positively affects behavioral outcomes, including purchase intention. Consumers prefer a widely 
accepted brand of smartphone as it reflects a unique status symbol that display information quickly. The effect of 
brand name towards smartphone shows that people trust the well-known brand for its quality, performance and 
believe that brand shows a person lifestyle and social status. The product’s brand name influenced consumers’ 
evaluation and subsequently affected their buying decision (Malviya, Singh Saluja, & Singh Thakur, 2013). Also, 
Bojei, J. and Hoo (2012), opines that consumers prefer to buy branded products and services as brands offer quality 
assurance and generate choices as well as simplifying purchase decision. Thus, smartphone’s brand name is 
positively related to purchase behavior. 
 
2.4. Product Features 
Product features can be defined as the attributes of a product that can satisfy consumers’ preferences through 
having the product, using and applying the product (Kotler & Armstrong, 2007). Different people choose different 
features of smartphones that can meet with their needs and desires. According to Oulasvirta et al. (2011), 
smartphones nowadays are being featured with wireless connectivity, a built-in web browser, application 
installation, full programmability, a file management system, multimedia presentation and capture, high-resolution 
displays, high storage and location as well as movement sensors. There are five design characteristics of mobile 
phone being preferred by consumers such as camera, color screen, voice activated dialing, internet browsing and 
wireless connectivity (Ling et al., 2006). College students prefer to purchase mobile phone due to its physical 
appearance, size and menu organization. According to Lay-Yee et al (2013), hardware is the surface of device that 
can be physically touched such as body of the smartphone, size, weight, color as well design. Hardware and 
software can be categorized as product features. According to Russell (2012), consumers in Malaysia mostly prefer 
Android consists of 41%, followed by IOS with 18%, RIM Blackberry and Windows recorded the same with 6%. 
The users in the other countries such as Singapore, Australia, New Zealand, Thailand and Vietnam mostly use 
Android operating system. Based on previous done by Lay-Yee et al (2013), 31% of users prefer software compare 
to hardware only 17.6%. This indicates consumers will look more on software rather than hardware in the purchase 
of smartphone. 
 
2.5 Convenience 
When buying a mobile phone, most of the people feel comfortable in buying a phone which they can operate easily 
and with minimum effort (Park & Chen, 2007; Dunlop & Brewster, 2002). Ease of use represents the scope to 
which a system can be used with a minimum level of efforts by its user (Davis, 1989) and is associated with easy 
learning, unproblematic and convenient use, flexibility and less complexity (Davis, Bagozzi & Warshaw, 1989). 
Consumers frequently asses a particular mobile phone brand’s ease of use with convenience. Consumers are 
interested to buy a mobile phone which is easily available and involves less complexity in using (Uddin et al., 
2015). Previous studies (e.g. Ting et al. 2011; Lay-Yee et al., 2013; Suki and Suki, 2013) also suggested that 
convenience and ease of use have significant impact in determining consumer's purchase intention.  Convenience 
in Smartphone may refer to the ability to use the Smartphone at anytime and anywhere, without having to port the 
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Smartphone in a fixed workstation (Ding et al., 2011). The use of applications (apps) in Smartphone has flourished 
businesses by having ability such as documenting expenses and processing credit cards anywhere (Ranson, 2009). 
Smartphone able to keep everything such as documents, photos, games and apps in one’s pocket, (Anthony, 2012). 
A study by Liew (2012) also used convenient as one of the determinants to test the significant relationship with 
demand of Smartphone. Ding et al. (2011) and Suki and Suki (2013) found the significant relationship between 
convenience and university students’ dependency on Smartphone with purchase behavior.  
 
2.6 Social Influence 
Consumer behavior is influenced by social factors, such as the consumer’s small groups, family, and social roles 
and status (Kotler & Armstrong, 2010). It will be affected by variety of people, such as relatives, family member 
or friend etc. and also by the media. Social influence related to an individual may affect another person to change 
their feelings, attitudes, and behavior. Social influence has a significant relationship of student’s dependency on a 
smartphone (Ting et al., 2011). If smartphones make a good impression or the experience from the consumer or 
their friends, consumers will base on them and it will lead to positive word-of-mouth. Friends and family members 
are seen as social influence perceived to be important to consumers in promoting and encouraging greater 
dependence on smartphones (Suki, 2013a). Consumers may be susceptible to social influence by observation, 
perception or anticipation of decisions made by others in relation to smartphones (Suki, 2013a). The intention to 
buy a branded smartphone is based on a consumer’s attitude towards the brand as well as the influence of social 
norms and other people’s expectations (Wong, 2017). 
 
2.7 Dependency 
Dependency is the strong propensity for continuous high usage, being engaged and unwilling to be apart from it 
(Ding et al., 2011). The smartphone is not only a conventional phone for talking or messaging; people can use 
them for a range of reasons, including banking, emailing, documenting, playing games, sharing photos, and social 
networking. For the younger generation, online education or E-learning has grown popularity in countries such as 
Malaysia, China, South Korea and India. People have become much dependent on Smartphone by doing most of 
the jobs using a Smartphone. In the United States, with growing dependency toward Smartphone, more people 
interact with the Smartphone rather than human. People are so obsessed that company introduced thousands of 
apps to make their Smartphone usage experience better (Gibson, 2011). In Malaysia, people spend around 20 hours 
per week for online surfing, with the purpose of connecting to people, learning, leisure and online purchase. 
Smartphone and tablets have also become an important device in surfing the internet (Lisa, 2011). There is a 
positive relationship between university students’ dependency and their future purchase behavior, and “high 
dependency on Smartphone tends to make evaluations based on their past experiences in determining future 
purchase behavior” (Ding et al., 2011, Suki and Suki, 2013).  
 
2.8 Conceptual Model 

 
There are seven variables taken for the study. Purchase Decision is the dependent (outcome) variable. The 

factors that influence purchase decision are brand concern (Bhattacharya and Mitra, 2012, Khan et.al. 2015, Lay-
Yee et al. 2013, Mudondo, 2014), Product features (Mudondo, 2014), Price (Chow et al.2012, Chew 2012, Khan 
et.al. 2014, Lay-Yee et al. 2013), Convenience (Liew 2012, Lay-Yee et al. 2013, Ding et al. 2011, Mudondo 2014, 
and Suki 2013), Social influence (Wei and Lo 2006), and Dependency (Lay-Yee et al. 2013, Ding et al. 2011, and 
Suki 2013). These six variables are taken as the independent (predictor) variables.  
 
3. Statement of the problem 
Mohd Azam Osman et al. (2012), agreed that smartphone technology is changing peoples’ behaviours especially 
young adults however surveys that have been carried out are still insufficient. There are lacks of understandings 
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on the behavior and consumers’ preferences towards the smartphone usage especially for young adults. According 
to Ericsson Consumer Lab (2013), 57 percent of university students use smartphone, 60 percent feel addicted to 
their phone, while 75 percent of them sleep next to their phones, 88 percent texted in class, 97 percent use them 
for social networking, and 40 percent utilized smartphone to study before test. In addition, the industry of mobile 
phone always showed drastic and tremendous changes or development in the telecommunication market. New 
models of smartphone are launched to the market from time to time in order to gain the competitive advantage in 
the market. The evolution of smartphone market has affected the users especially the young generation in term of 
motives and choice underlying the smartphone buying decision process.  
 
3.1 Objectives of the study 
1. To test the association between age, gender on purchase decision of smartphone brand. 
2. To establish the correlation of independent variables on purchase decision of smartphones 
3. To identify the impact of independent variables on purchase decision of smartphones.  
 
4. Research Methodology 
The study is conducted among the young Omanis in Nizwa, Sultanate of Oman. The period of study is from April 
2020 to June 2020. The sampling frame includes mainly young Omanis as well as of all age groups residing in 
Nizwa. The sample size is 51. Primary data is collected with the help of a structured questionnaire which is shared 
through google form due to Corona pandemic. Hypothesis testing is done with the help of chi-square analysis. 
Regression analysis is conducted to find the impact of predictor (independent) variables on the dependent variable. 
 
5. Analysis and Discussions 

Table no.1 Demographic profile of mobile users 
Gender 

 Frequency Percent Valid Percent Cumulative Percent 
Valid Male 8 15.7 15.7 15.7 

Female 43 84.3 84.3 100.0 
Total 51 100.0 100.0  

Age (in years) 
 Frequency Percent Valid Percent Cumulative Percent 
Valid <20 1 2.0 2.0 2.0 

20-30 40 78.4 78.4 80.4 
>30-40 7 13.7 13.7 94.1 
>40-50 3 5.9 5.9 100.0 
Total 51 100.0 100.0  

Brand 
 Frequency Percent Valid Percent Cumulative Percent 
Valid Apple 27 52.9 52.9 52.9 

HTC 1 2.0 2.0 54.9 
Huawei 14 27.5 27.5 82.4 
Lenovo 1 2.0 2.0 84.3 
Nokia 1 2.0 2.0 86.3 
Samsung 7 13.7 13.7 100.0 
Total 51 100.0 100.0  

It is clear from table no.1 that 84.3% of the respondents are females and 15.7% of the responses are from 
males. 78.4% of the mobile users are in the age group between 20-30 years. Nearly 14% of the responses are from 
the age group of 30 to 40 years and 6% of them are between 40 and 50 years. The brand share of mobile shows 
that 53% of the users are Apple brand owners. 27.5% of the users use Huawei brand and only 13.7% of the people 
use Samsung. Remaining brands own a market share of 2% respectively. To determine whether there is any 
association between gender and mobile brand, the following hypothesis is proposed and tested.  
Ho: There is no significant relationship between gender and brand of smart phone used. 
H1: There is a significant relationship between gender and brand of smart phone used 
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Table no.2 Gender and Brand of smart phone  

 
Brand Total 

Apple HTC Huawei Lenovo Nokia Samsung  
Gender Male Count 5 0 2 0 0 1 8 

Expected Count 4.2 .2 2.2 .2 .2 1.1 8.0 
Female Count 22 1 12 1 1 6 43 

Expected Count 22.8 .8 11.8 .8 .8 5.9 43.0 
Total Count 27 1 14 1 1 7 51 

Expected Count 27.0 1.0 14.0 1.0 1.0 7.0 51.0 
There is not much difference found between the observed and the expected counts of gender compared with 

the brand owned.  
Table no.3 Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square .753a 5 .980 
Likelihood Ratio 1.212 5 .944 
N of Valid Cases 51   
a. 9 cells (75.0%) have expected count less than 5. The minimum expected count is .16. 

The Chi-square test carried out on the data is insignificant at 0.05 level (p > 0.05) of significance. The Chi-
square value is 0.753 at df = 5 and therefore it is concluded that there is no significant difference in the 
representation of gender across the mobile brands used. The Phi value is 0.122 with a significance of 0.980. 
Cramer’s value is also 0.122 that shows there is a weak relation between gender and brand used with a significance 
value of 0.980 which is greater than 0.05. Hence it is concluded that there is no significant relationship between 
gender and brand of smart phone.  

Table no. 4 Symmetric Measures 
 Value Approx. Sig. 
Nominal by Nominal Phi .122 .980 

Cramer's V .122 .980 
N of Valid Cases 51  

To determine whether there is any association between age group and mobile brand, the following hypothesis 
is proposed and tested.  
Ho: There is no significant relationship between age group and brand of smart phone used. 
H1: There is a significant relationship between age group and brand of smart phone used 

Table no. 5 Age and Brand of smart phone 

 
Brand Total 

Apple HTC Huawei Lenovo Nokia Samsung  
Age <20 Count 1 0 0 0 0 0 1 

Expected Count .5 .0 .3 .0 .0 .1 1.0 
20-30 Count 23 1 10 1 0 5 40 

Expected Count 21.2 .8 11.0 .8 .8 5.5 40.0 
>30-40 Count 1 0 3 0 1 2 7 

Expected Count 3.7 .1 1.9 .1 .1 1.0 7.0 
>40-50 Count 2 0 1 0 0 0 3 

Expected Count 1.6 .1 .8 .1 .1 .4 3.0 
Total Count 27 1 14 1 1 7 51 

Expected Count 27.0 1.0 14.0 1.0 1.0 7.0 51.0 
There is not much difference found between the observed and the expected counts of gender compared with 

the brand use.  
Table no. 6 Chi-Square Tests 

 Value df Asymp. Sig. (2-sided) 
Pearson Chi-Square 12.215a 15 .663 

Likelihood Ratio 11.506 15 .716 
N of Valid Cases 51   

a. 21 cells (87.5%) have expected count less than 5. The minimum expected count is .02. 
 
  



Journal of Marketing and Consumer Research                                                                                                                                  www.iiste.org 

ISSN 2422-8451 An International Peer-reviewed Journal  

Vol.72, 2020 

 

46 

Table no. 7 Symmetric Measures 
 Value Approx. Sig. 

Nominal by Nominal Phi .489 .663 
Cramer's V .283 .663 

N of Valid Cases 51  
The Chi-square test carried out on the data is insignificant at 0.05 level (p > 0.05) of significance. The Chi-

square value is 0.663 at df = 15 and therefore it is concluded that there is no significant difference in the 
representation of age group across the mobile brands used. The Phi value is 0.489 with a significance of 0.663. 
Cramer’s value is 0.283 that shows there is a weak relation between age group and brand used with a significance 
value of 0.663 which is greater than 0.05. Hence it is concluded that there is no significant relationship between 
age and brand of smart phone.  

Table no.8  Reliability Statistics 
Cronbach's Alpha N of Items 

.899 9 
Cronbach’s alpha coefficient is the most frequently used to test the internal reliability of the items used in the 

study. Cronbach’s alpha reliability coefficient normally ranges between 0 and 1. If the value of Cronbach’s alpha 
coefficient closer to 1.0, it means that the greater the internal consistency of the items in the scale. The obtained 
Cronbach’s alpha value with 0.899 which is greater than 0.6. This indicates that all questions for the independent 
and dependent variables are standardized and can be accepted as the rule of thumb about Cronbach’s alpha 
coefficient (Nunnally & Bernstein, 1994). 
 
5.1 Inferential analysis  
This section presents the correlation analysis and regression analysis. In order to find the correlation and the impact 
of brand concern, price, product features, convenience, dependency and social influence on purchase decision, the 
mean values of the statements are taken into analysis. 

Table no. 9 Descriptive Statistics 
 Mean Std. Deviation N 
Purchase Decision 3.4678 .81320 51 
Brand concern 3.5238 .78541 51 
Price 3.5137 .75499 51 
Product Features 4.0308 .81931 51 
Convenience 3.9471 .79733 51 
Dependency 3.8922 .75116 51 
Social influence 2.9765 .91446 51 

Table no.9 shows the descriptive analysis of brand concern, price, product features, convenience, dependency 
and social influence (independent variables) and purchase decision (dependent variable). The mean value of 
dependent variable, purchase decision is 3.46 with a standard deviation of 0.81. The mean value of social influence 
is lowest with 2.97and a standard deviation of 0.91. A low standard deviation indicates that the data points tend to 
close to the mean. A high standard deviation indicates that the data points are spread across a wider range of values. 
The mean is high for the independent factor ‘product features’ (4.03) but the standard deviation is less for the 
independent factor ‘dependency’ (0.751). Therefore, dependency is a consistent factor that affects purchase 
decision, as the spread around the mean is less.  

Table no.10 Correlations 

 
Purchase 
Decision 

Brand 
concern Price 

Product 
Features Convenience Dependency 

Social 
influence 

Pearson 
Correlation 

Purchase 
Decision 

1.000 .687 .803 .576 .598 .554 .736 

Brand concern .687 1.000 .811 .615 .575 .537 .508 
Price .803 .811 1.000 .576 .707 .653 .702 
Product Features .576 .615 .576 1.000 .764 .805 .318 
Convenience .598 .575 .707 .764 1.000 .788 .546 
Dependency .554 .537 .653 .805 .788 1.000 .513 
Social influence .736 .508 .702 .318 .546 .513 1.000 

Based on the results in table no.10, there is a positive relationship between brand and purchase decision (R = 
0.687). A positive relationship means that when brand awareness increases, purchase decision also increases. The 
r-value is 0.687, which means there is a moderate uphill (positive) linear relationship between brand awareness 
and purchase decision. There is a positively high correlation between price (0.803) and purchase decision. The 
relationship between social influence (0.736) and purchase decision is fairly strong positive.  There is a moderate 
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positive correlation between product features (0.576) and purchase decision, between convenience (0.598) and 
purchase decision, between dependency (0.554) and purchase decision.  
 

Table no. 11 Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate Durbin-Watson 
1 .876a .768 .736 .41768 2.429 
a. Predictors: (Constant), Social influence, Product Features, Brand concern, Convenience, Dependency, Price 
b. Dependent Variable: Purchase Decision 

The model Summary table no.11 provides the R, R2, adjusted R2, and the standard error of the estimate, which 
can be used to determine how well a regression model fits the data. The R value represents multiple correlation 
coefficient and it is considered as one measure of the quality of the prediction of the dependent variable. A value 
of 0.876 indicated a good level of prediction. The "R Square" column represents the R2 value (also called the 
coefficient of determination), which is the proportion of variance in the dependent variable that can be explained 
by the independent variables. Thus 76.8% of these predictors (social influence, product features, brand, 
convenience, dependence and price) contributes to purchase decision of smart phones. Remaining 33.2% 
contributes to other factors that influence the purchase decision. This means that there are other extra independent 
variables that were not put into consideration in this study that is significant in explaining the variation in purchase 
decision. The adjusted R2 (0.736) gives an idea how well the model generalizes that the value is close to R2 (0.768).  
There is a difference of 0.032. This shrinkage means that if the model were derived from the population rather than 
from a sample, it would account for 3.2% less variance in the outcome. The size of Durbin-Watson statistic depends 
upon the number of predictors in the model and the number of observations. The test statistic can vary between 0 
and 4 (Durbin and Watson, 1951). But Field (2009) suggested that values less than 1 and greater than 3 are 
definitely cause for concern. In this case the Durbin Watson value is 2.429 which is an acceptable test statistic.  

Table no. 12 ANOVA 
Model Sum of Squares Df Mean Square F Sig. 
Regression 25.388 6 4.231 24.254 .000b 
Residual 7.676 44 .174   
Total 33.064 50    
a. Dependent Variable: Purchase Decision 
b. Predictors: (Constant), Social influence, Product features, Brand concern, Convenience, Dependency, Price 

The ANOVA test was performed to identify the statistical significance of the regression model on whether it 
is a good descriptor for the relationship between the predictor variables (social influence, product features, brand, 
convenience, dependence and price) and the dependent variable (purchase decision). The F-ratio in 
the ANOVA table tests whether the overall regression model is a good fit for the data. The table no.12 shows that 
the independent variables statistically significantly predict the dependent variable, F (6, 44) = 24.254, p < .05 (i.e., 
the regression model is a good fit of the data). This means that the independent variables (social influence, product 
features, brand, convenience, dependence and price) are significant in explaining the variation in the dependent 
variable (purchase decision). The ANOVA table, proves that the overall correlation 0.876 is significant. Hence the 
model is significant. 

Table no.13 Coefficients  

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

Collinearity 
Statistics 

 

B 
Std. 

Error Beta Tolerance VIF 
 

(Constant) .232 .338  .685 .497    
Brand concern (X1) -.019 .143 -.019 -.135 .893 .275 3.630 Insignificant 
Price (X2) .536 .181 .498 2.960 .005 .187 5.361 Significant 
Product Features 
(X3) 

.488 .152 .492 3.208 .002 .224 4.459 
Significant 

Convenience (X4) -.165 .145 -.162 -1.141 .260 .263 3.805 Insignificant 
Dependency (X5) -.290 .160 -.268 -1.811 .077 .241 4.142 Insignificant 
Social influence 
(X6) 

.414 .097 .465 4.265 .000 .444 2.253 
Significant 

a. Dependent Variable: Purchase Decision  
The coefficients in table no.13 helped to compare which of the six predictor variables (social influence, 

product features, brand, convenience, dependence and price) contribute the most to the variation of purchase 
decision. To make the comparison, the Beta standardized coefficients were used. The results indicate that Price (β 



Journal of Marketing and Consumer Research                                                                                                                                  www.iiste.org 

ISSN 2422-8451 An International Peer-reviewed Journal  

Vol.72, 2020 

 

48 

= 0.498; p = 0.005) is a significant predictor of purchase decision. Prior studies found that product price affect 
purchase intention of cellular phone (Md. Rakibul, 2019, Karjaluoto et al., 2005; Munnuka, 2005; Uddin et al., 
2015). This study also confirmed that product price has significant influence on young Omanis’ smart phone 
purchase.  

The predictor Product features (β = 0.492; p = 0.002) also influences the purchasing decision. This study 
confirmed that product features is significantly and positively related to purchase intention of smartphone. The 
result is consistent with the findings of the previous studies. Product features were positively related to purchase 
intention of smartphone (Ling et al., 2006; Lay-Yee, Kok-Siew, & Yin-Fah, 2013). The study also found product 
features have significant influence on university students’ cellular phone purchase intention. Chang and Wildt 
(2012) have mentioned that product value affected the purchase intention. Consumers measure value through 
collecting and compare the relevant data of the product. This result is consistent with some other previous research 
(e.g. Karjaluoto et al., 2005, Lay-Yee et al., 2013; Uddin et al., 2015; Rahim et al., 2016, Md. Rakibul, 2019, 
Anthony, 2019).  

Another independent variable that influences the purchase decision of Omanis is Social influence (β = 0.465; 
p = 0.000). This study shows that social influence is significant and positively related to purchase intention of 
smartphone. It is consistent with the results of other studies (Anthony, 2019; Harun, Sulong and Bin; 2015; Lim, 
Han and Chan; 2013). Social influence was reported as significant factor by previous studies like - Qun, Howe, 
Thai, Wen and Kheng (2012); Ding et al. (2011); Suki and Suki, (2013); Malviya, Saluja & Thakur, (2013); Anam 
(2014); Ibrahim, Subari, Kasim & Mohammad (2013), which is supported by the present study. Lim et al. (2013) 
commented that social influence was found to be positively related to purchase intention of smartphone. This study 
also found that there was a significant and positive relationship between social influence and purchase intention 
of smartphone. Similar findings were reported in the study of social influence and purchase intention (Mohd Azam, 
2012; Suki & Suki, 2013; Lay-Yee et al., 2013). According to Ibrahim et al. (2013), social influence was found to 
be positively related to purchase intention of smartphone.  

Brand concern (β = -0.19; p = 0.893) is not a significant predictor of purchase decision of smart phones. This 
is in support with Karen et al. (2013) who identified that there is no significant correlation between Brand Concern 
with Customer Purchase Decision. This is in contradiction with the results of Anthony (2019) where brand name 
significantly affects purchase intention. Another predictor is Convenience (β = -0.162; p = 0.260) which is not a 
significant factor of purchase intention. This result is supported by the findings of Md. Rakibul (2019) where 
convenience do not have an impact on purchase intention. But other studies (Park and Chen, 2007; Joo and Sang, 
2013; Kim, Chun and Lee, 2014; Uddin et al., 2015) found that ease of use has significant influence on consumers’ 
smartphone phone purchase intention. Dependency (β = -0.268; p = 0.77) is another insignificant predictor of 
purchase decision of smart phones. The study results are in contradiction with Kaushal and Rakesh, (2016); Lay-
Yee, Kok Siew & Yin Fah, (2013) where dependency is a significant factor influencing purchase intention.  

Thus it is statistically proved through the model that Price, Product features and Social influence have 
significant impact on purchase decision of smart phone users. Even though brand concern, convenience and 
dependency are positively correlated to dependent variable (purchase decision), they have insignificant impact on 
purchase decision.  

Since the tolerance is more than 0.2, there is no multicollinearity problem between the independent variables. 
To determine whether there is similarity between the independent variables in the model, it is necessary to do 
multicollinearity test. Multicollinearity test is done to avoid the partial effect of independent variables on the 
dependent variable. Good regression model should be free from correlation between the independent variables or 
there should be no multicollinearity. If the VIF (Variance Inflation Factor) value lies between 1 and 10, then there 
is no multicollinearity. If the VIF value is less than 1 or greater than 10, then there is multicollinearity. Based on 
the Coefficients output (table no.13), Collinearity statistics, obtained VIF values of the predictor variables are 
between 1 and 10. Hence it is concluded that there is no multicollinearity symptoms. 
Therefore, the Regression equation is developed as follows: 
Y= a + b X 
Where ‘Y’ is the dependent variable purchase decision, a and b are constants.  
The model equation based on the analysis is given below: 
Y = 0.232 + 0.536 X2 + 0.488 X3 + 0.414 X6  
where X2 represents Price, X3 Product features and X6 represents Social influence 
Purchase Intention = 0.232 (Price) + 0.488 (Product features) + 0.414 (Social influence) 
Hence, it is concluded that the purchase decision of smartphones by young Omanis in Nizwa is influenced by price, 
product features and by society. Any change in these variables will directly affect the purchase decision of 
smartphone purchase in future.  
 
6. Findings of the study 
1. The data analysis reveal that the gender and age are insignificant in determining the brand choice of mobile 
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phones among Omanis in Nizwa. 
2. The study reveals that a moderate positive correlation exists between the dependent variable purchase decision 

and the predictor variables such as brand awareness, product features, convenience and dependency. The 
relationship between social influence and purchase decision is fairly strong positive relationship whereas there 
exists a high positive correlation between price and purchase decision.  

3. Among the six predictor variables analyzed, three of them viz; price, product features and social influence have 
significant positive impact on the purchase intention of smartphones among Omanis. The other three variables 
such as brand, convenience and dependency are insignificant predictors of purchase decision. The findings 
show that these predictors contribute to 76.8% of the factors that influence the purchase decision of smart 
phones. 

 
6.1 Recommendations 
The results of the study will be helpful for smartphone manufacturers and marketers to devise appropriate strategic 
and operational plans that would contribute towards enhancing the sales.  
Based on the background of the study the following recommendations are made: 

1. The manufacturers may offer improved and innovative product features that would better appeal to young 
adults who form the major market share of smartphone industry. Innovative product features help to 
increase the level of dependency and in turn can positively affect the purchase decision.  

2. Advertising using social media can easily promote brand awareness as it is widely accessed by customers 
particularly the youngsters. Brand awareness helps manufacturers of smartphones to stand out above 
competitors and generate more leads.  

3. An attractive and appealing pricing strategy that best suits the current market conditions may be designed 
by companies. Providing attractive credit facilities, easy installment purchase schemes, offers etc. can 
improve accessibility. 

  
6.2 Conclusion 
The study concludes that the increase in the brand awareness, improvement in the product features, convenience 
in access and usage, level of dependency and the price changes positively affect the purchase decision of 
smartphones among Omani users. However, the study concludes that gender and age are insignificant in 
determining the brand choice of smart phones. It can be concluded that the other factors significant in explaining 
the variation in purchase decision that were not put into consideration in this study accounts to 33.2%. The study 
provides scope for future researches to examine other predictor variables that influence the purchase decision. 
 
6.3 Limitations and Direction for future research  
The results of the study cannot be generalized to the entire population as the sample was collected from one area 
of Sultanate of Oman. The sample size was less due to the pandemic of Corona. The demographic variables taken 
for this study are gender and age. There are other influential predictors of purchase intention of smart phones that 
are to be included in future research. They are Compatibility (Anam, 2014; Qun et al. 2012), Relative advantage 
(Tidd, 2010), Social need (Mudondo, 2014; Tikkanan 2009), and Product sacrifice (Zeithamal, 1996; Sok, 2005). 
Future research could be done by examining the four more predictive variables affecting the purchase decision. 
Researchers could also focus on associating the relationship of income, education, life style and culture with the 
variables under study.  
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