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Abstract

The importance of smartphones as a primary means for accessing information and communi-
cating has influenced the manner in which college students evaluate and purchase them. This is
especially true in economies that heavily rely on technology, such as India. The rapid pace of
technological advancement, intense competition among different brands, and the increase in re-
liance on mobile technology have changes how students view and ultimately purchase devices.
The purpose of this paper is to explore the determinants influencing college students'
smartphone-purchase behavior through an exploration of existing literature pertaining to
smartphone purchasing, to assist in developing a more thorough understanding of college stu-
dents' purchasing intentions regarding smartphones at a large, demographic diverse university
on three main determinants: price; product characteristics; and social influences.

This paper is the product of an extensive research effort, combining methods of conceptual re-
search with existing academic literature, reports, and empirical studies on purchasing intention
(s) and purchasing decisions for smartphones to determine the conceptual relationship between
prices, technology features and social influence(s) on the way that students (like other groups)
reach decisions about purchasing smartphones. In addition to building on the prior research,
various demographic variables that have been identified in previous studies are discussed as ad-
ditional contextual elements to better understand student(s)' smartphone purchase decision-
making.

This paper aims at analysing how economic factors such as price; technological characteristics
(features of products); and social influences (from friends and family) affect university student
buyers’ purchasing intention for smartphones. Using university as a context and other relevant
studies as a basis for analysis, this paper attempts to fill a gap in the existing literature by
providing a conceptual view of students' purchasing intention when purchasing in an academic
and urban setting. It is therefore concluded that as technology continues evolving and competi-
tion grows in the smartphone industry; marketers, technology providers and researchers who
research consumer behaviour must be aware of how university students’ purchasing intention
are likely to change.

Arimaa Nokku 134 Volume-1 / Issue — 1 / July 2026 Special Edition



ISSN: 2320-4842 (Print) https:llarimanokku.com ISSN: 3049-2688 (Online)
International Conference on Indian Knowledge Systems (ICIKS 2026)

Introduction

Smartphones have seen significant growth in their use among college students, especially due
to the vast development of the digital economy in India. At colleges like Delhi University,
smartphones have become must-have devices for students to use to communicate, for school-
work and for entertainment. Smartphones provide students with the ability to engage in mobile
learning, socialize and conduct digital transactions, all of which are part of their everyday rou-
tines. With the rise of low-cost data plans, advancements in technology, and the push for digi-
talisation, the growth of smartphones has been fast-tracked for young consumers.

The variety of smartphones has made the decision-making process around purchasing a
smartphone more complex than ever before. Students now have to consider many different
things, including the price, features, and the influence of other people. Price (whether the de-
vice is affordable) is still a major driver for student purchase decisions, but things such as the
quality of the camera and battery life improve the perceived value of a device. Furthermore,
friends and family influence the brand (the group of companies that produce similar types of
products) the student purchases and how they behave when considering what will be purchased.

While there has been a lot of research on the individual factors that affect students purchasing
decisions regarding smartphones, there has not been any study that has integrated (combined)
these factors together to understand how they impact students' overall purchase intentions. This
study will focus on how the combination of price, product features, and social influence affect
students' willingness to purchase smartphones at Delhi University who come from diverse socio
-economic backgrounds.

This study develops a conceptual framework examining how multiple factors interact to influ-
ence student intention to purchase smart phones. In addition, it creates a comprehensive frame-
work that illustrates all the relationships between major determinants, as well as illustrating the
different types of trade-offs that students face when they make decisions related to their pur-
chase.

Research Problem

Smartphones are extremely important to nearly every single student. However, most research
done on purchase determinants of smartphones have been generally piecemeal in their ap-
proach. They have focused on either (1) price elasticity, (2) tech preference, (3) social-
networking impact, (4) etc., and rarely examine all these perspectives together. In India, there is
also a significant lack of research that integrates the economic, technological, and social factors
concerning smartphones in a university-type environment, such as Delhi University, with its
70,000+ students, a majority of whom are tech-savvy, price-sensitive, and have an active peer
culture. Accordingly, there is no overall model explaining how students at DU weigh (1) price
(both cost and value), (2) product features (such as camera quality or storage capacity), (3) so-
cial factors (such as peer and/or family advice), when making their smartphone purchase deci-
sion.

It is essential to recognize the importance of this gap in understanding how integrated views
can help guide marketers and researchers to identify which variables are the most important, as
well as how the different variables interact with one another. For example; can a student trade
camera quality for a more affordable price? Is the recommendation of friends enough to out-
weigh any concerns regarding price? The challenge is to systematize the way in which these
dynamics are conceptualized. The other point necessary to keep in mind is that demographic
factors (i.e., family income, gender, field of study) may act as moderators for any of these influ-
ences. Unfortunately, the majority of existing studies looking at youth's adoption of
smartphones do not analyze these aspects of variability. Therefore, the research problem is the
absence of a multi-dimensional examination of DU students' purchase intentions of
smartphones that considers the interaction between price, product characteristics, and social
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influences through a proper theoretical lens.
Objectives of the Study
1. To analyze the effect of price on purchase intention of smartphones among Delhi Univer-
sity students.
2. To examine the role of social influence (peer and family impact) in students’ smartphone
purchase decisions.
3. To evaluate the impact of product features (e.g. camera, battery, storage) on students’
purchase intentions.

4. To compare the relative importance of price, social influence, and product features in
driving purchase intention.

Literature Review - Price
Price is one of the main elements of economics that drives how people behave when making a
purchasing decision. For students, who often find themselves on tight budgets, they are typical-
ly very sensitive to price. When it comes to purchasing a smartphone, young people consider
affordability to be one of the most important criteria. The purchase intention of many students
in India (where they have limited disposable income) is also affected by how fairly priced, and
how much perceived value, they feel is being offered when purchasing a smartphone. Value-for
-money is a primary driver of price perception. An expensive smartphone can still be perceived
as value-for-money because of its functional capabilities and performance level being greater
than what would otherwise be expected from that price point. Conversely, if a smartphone is
priced less than what would be expected based on how it functions, that smartphone can also be
considered value-for-money.
Price sensitivity is also affected by the financial access channels available to students such as
financing through an EMI plan or promotional offer or being eligible for a coupon. Students are
less likely to make an impulse buy if they know they will have access to the flexibility of differ-
ent payment options even for higher-priced smartphones than if they just see the prices change
because of a temporary promotional offer or the introduction of a new model.
In general, price has a direct effect by reducing the intent to purchase and an indirect effect by
affecting the perceived value of the product, the availability and utilization of promotion, and
the ability to afford the product. By examining these dynamics, we can learn much about what
factors related to price students at the University of Delhi consider when making their selection
of smartphones.

Social Influence (Peer & Family Impact)

One of the most impactful aspects of purchasing decisions regarding smartphones among col-
lege students is social influence. As peers often help shape students' preferences within the uni-
versity setting, many times it is friends and classmates who provide suggestions for products as
well as give guidance to make smart product selections.

When a particular smartphone brand is popular among members of a group, it creates a band-
wagon effect, causing others in the group to adopt a similar smartphone .Social media amplifies
social influence because it continues to expose students to trends, reviews, and endorsements
from influencers. As a result, students may choose a smartphone based on personal preferences
and what they see in their social circles as socially acceptable or desirable.

Family also plays a role in decision-making, particularly if parents are financially tied to the
students' purchases. Family members tend to focus on reliability, brand reputation, and long-
term value. The influence of social influence is not always equally experienced. While it will
typically have a strong influence on the decision-making processes of individuals when there is
uncertainty, individual preferences and limitations created by cash budgets will also serve to
limit the effectiveness of social influence.
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Overall, through a majority of social influences that affect a person's intention to purchase tend
to have a positive yet contextual impact upon the likelihood of making a purchase.
Product Features

Smartphone product features are some of the key technological attributes of the phones and are
therefore a key element in how the consumer evaluates them. Product features can come in the
form of hardware specifications, including battery life, storage capacity, camera quality and
performance of the processor, as well as how easy-to-use the software is and the design ele-
ments of the phone.

A student tends to use their smartphone for different purposes, including for academic work,
social interaction, and entertainment. As a result of this, product features such as long battery
life, high quality cameras and sufficient storage space are very important for this user group.
All of these characteristics improve the usability of the devices and also have an impact on their
perceived value. Smartphone manufacturers have increased their use of and the availability of
cutting-edge technological features in their smartphones because of the intense competition in
this market. This has also raised the expectations of students, and feature comparison is now a
critical part of how students make a decision on which smartphone or smartphone service to
use.

In summary, when the product features of a smartphone are improved, it increases the attrac-
tiveness of that smartphone and has a positive impact on the purchase intention of the consum-
er. Additionally, the relative importance of each feature to the user will differ depending upon
the user's normal use of their smartphones and their own personal priorities.

Purchase Intention

The likelihood of purchasing something is termed purchase intention and therefore is a predic-
tor of actual behavior. Purchase intentions are influenced by attitudes about the product
(including things such as price or features), subjective norms (how our peers influence us), and
how much control we think we have over being able to buy the product.

The Theory of Planned Behaviour (TPB) looks at how our attitudes about aspects of a product
(such as price and features) and the subjective norms we perceive in society (the social influ-
ence) and our perceived ability to purchase/use the product all work together in forming our
intentions. The Technology Acceptance Model (TAM) relies on the perceptions of usefulness
we derive from the features of the product or service when creating our purchasing intention.
Functional (useful) and social factors play a role in the formation of students' purchase inten-
tions; however, the strength of these factors cannot be generalized by context or individual mo-
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tivations but can be established in each situation.
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Research Methodology

This is conceptual study (no new surveys or experimental data collected). Utilized extensive
reviews of existing academia, industry reports, and/or relevant empirical studies besides
"consumer behavior" research in/from purchase of mobile phones. Combination of insights
from prior research used to form a coherent theoretical understanding of the relationship be-
tween price, product features, and social influence as it relates to the smartphone buying inten-
tions of students. While we analyzed a number of published studies conducted globally and in
India to identify greater constructs and propose associations among them, our focus is on build-
ing a theory and not measuring them. This coincides with a conceptual research methodology in
which secondary sources are synthesized and then added to rather than gathering new data.
Relationships among Variables

Price — Purchase Intention: We hypothesize a generally positive effect of perceived value
and a negative effect of high cost. A reasonable price enhances intention by improving per-
ceived affordability. If students see the price as fair for the features offered, they are more like-
ly to intend to buy. Conversely, if the price is deemed too high relative to their budget, intention
decreases. Price also enters as price sensitivity: students who are highly price-sensitive may for-
go additional features or brands to stay within budget.

Social Influence — Purchase Intention: It is assumed that there is a generally positive re-
lationship between social influence and purchase intention (i.e., when friends and/or family
have recommended a model and/or brand, the purchase intention of the student will be in-
creased; additionally, social (i.e., seeing numerous peers with a particular phone) can be posi-
tively impactful on purchase intention). An example of this is a popular influencer promoting a
specific phone, which may produce a normative pressure for students to purchase the phone;
however, the strength of this social influence can vary depending on the strength of the individ-
ual’s preferences (e.g., if a student has a set budget and a defined feature that they would like to
attain, the student may disregard the phone choices of their peers for those reasons).

Product Feature — Purchase Intention: If a product has several or all the right tech fea-
tures, it will attract more people to buy it. For instance, if a student wants a phone mainly for
taking photos and social media, he/she would be more inclined to purchase a phone with a ex-
cellent camera. A student that needs a long-lasting battery will also have this same level of in-
tent. Also, someone that wants to use a phone mainly for apps, video, photos etc., will want as
much memory/storage as possible on the phone. Ultimately, more features (and therefore utili-
ty) result in an increased likelihood of buying the product.

Limitations

1. Limited Scope of Research: The results are specific to university students at Delhi University
and may not apply to older adults or younger teenagers who have different needs and ways of
making decisions.

2. Limited Focus on Context: The study deals only with students at Delhi University and
doesn't deal with differences based on geography or culture in India. The nature of students at
DU (i.e., urban, competitive, and diverse) makes it unreasonable to generalize results to rural
colleges or other types of schools.

3. Use of Secondary Data: The model is based solely on secondary data (i.e., published litera-
ture and reports), and therefore carries potential publication bias. In addition, unpublished in-
formation/rapidly changing market conditions may influence some of the relationships in the
model.

4. Exclusion of Other Factors: The research study does not include all factors that may have an
effect on how consumers make decisions about smartphones (e.g., brand image, after-sale ser-
vice, marketing communications). Therefore, while these factors may be significant, they are
outside of the three key drivers for consumers' smartphone decisions.

Arimaa Nokku 138 Volume-1 / Issue — 1 / July 2026 Special Edition



ISSN: 2320-4842 (Print) https:llarimanokku.com ISSN: 3049-2688 (Online)
International Conference on Indian Knowledge Systems (ICIKS 2026)

5. Rapidly Changing Market Conditions: The market for smartphones is changing rapidly (i.e.,

new product features, price competition, and government regulation such as tariffs on phone

components). The relative importance of the key drivers for consumers' smartphone decisions
can also change dramatically based on changes in the market, so this model may need to change
often based upon the differences in market conditions.

Future Scope

1. Conducting Empirical Validation: To empirically validate the relationships outlined above,
surveys or experiments can be conducted on actual students at Delhi University to test the
proposed relationships. For instance, researchers can measure how changes in price, and/or
peer recommendations, quantitatively impact a student’s intention to purchase a
smartphone.

2. Incorporating Additional Variables: Variables such as brand image/reputation, quality of
after-sale service, availability of financing, and brand loyalty can be added to the model to
extend its range. For a student, variables such as student discounts and EMI options may be
particularly relevant.

3. To conduct Comparative Studies: The framework could also be applied to conduct compar-
ative studies between other universities in India (for example, IITs or state colleges) in or-
der to compare their respective results. Cross-cultural comparisons (for example, between
urban and rural campuses) would provide greater insight into the impact of context on the
factors being studied.

4. Conducting Longitudinal Research: The intention and behaviour of students can also be
studied longitudinally to examine how these change over time, particularly as new
smartphone technologies emerge. For example, the emergence of 5G technology, as well as
new features utilizing artificial intelligence, will affect the relative importance of technical
attributes and price to students.

Conclusion

As smartphones are now essential for students' studies as well as connecting with others, it is
critical to understand what drives their intention to buy these devices. This conceptual paper
brought together three important factors — price (defined by both how much students could ac-
tually afford to pay for a phone and what they think about the kind of value they get from a
phone) and how much both family and peer influence affect recommendations and social norms
for purchasing a particular model of a phone; and technical (the various features of the phone
such as the camera, battery and storage capability). The findings showed that both of these are
important contributors to a student's final decision to purchase. Additionally, it found evidence
for trade-offs or compromises that students make when deciding on what phone to buy. For ex-
ample, there were many instances in which students having a high-quality phone with all of the
latest features were willing to sacrifice purchasing a phone (based on its cost) to keep to a strict
budget; and in some cases, when the student is trying to decide between two different models of
phones based on their perception of the quality of the phone, social forces may have played a
key role in determining which model of phone they ultimately purchased.

The research findings indicate that there are many factors beyond just one alone that will con-
tribute to an understanding of how students in India intend to buy smartphones. In order to un-
derstand the purchase intention of students, all three dimensions must be looked at together,
along with the context of an ever-changing economy for digital devices. By looking at all three
dimensions with the availability of evolving smartphone technology and changing market con-
ditions, stakeholders will be able to determine what students prefer when creating products to
market to them, thus better serving this large group of consumers.
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