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Smartphones, used for various purposes, are one of the most popular devices in the world. The usage 

of smartphones is growing day-by-day around the world including Nepal. Variety of brands for 

smartphone are available in Nepal which plays a vital role in affecting the buying behavior of the con-

sumer. The aim of the thesis is to find out the factors affecting the decision-making process of con-

sumers in Nepal to buy a smartphone and to analyse the purchasing behavior in the case of 

smartphone. The main objective of this thesis was to study the influential factors that affect the buy-

ing process in the case of smartphone in Nepal and present the overall analysis.  

 

The market situation and the influence of smartphones in the buying process in Nepal has been intro-

duced. The theoretical framework includes a brief description of factors that affect consumers buying 

behavior such as cultural and social factor, brand perception, prices, and recommendations. The theo-

retical contents were retrieved from various sources, such as videos, internet, and articles. A survey 

was created in the form of questionnaire as a quantitative research method and presented to individu-

als from 15-60 years of age groups and backgrounds.  

 

Based on the data collected from the survey, it is known that the brand perception and pricing play a 

vital role in the buying process of an individual. 
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1 INTRODUCTION 

Smartphones are small and portable devices that has the functionality of a computer with additional 

features such as phone call, a camera, an internet connection, a touch screen display, GPS navigation, 

and music playback. Smartphones are used globally for different purposes such as productivity, games, 

entertainment, and social media. Additionally, smartphones are used to share data from one device to 

another. Companies like Apple, Samsung, Xiaomi, Huawei, and Honor are the market leaders in the 

case of smartphones because of their brand reputation, innovation products, and huge distribution and 

marketing networks. (Statista 2024.) The availability of various brands and their competitive strategies 

gives individuals or consumers numerous options of smartphones to choose. 

 

At present, smartphones have predominantly set a foothold in human life and their day to day activities 

due to which the consumption of smartphone has significantly increased. A modern life is a digital life 

where smartphone is an important device to stay connected with the world and manage a busy life.   

Companies have been upgrading the functionality and the utilities of the smartphone according to their 

consumers’ needs and activities. The development of the hardware and software for smartphones has 

made smartphones more efficient, durable, and credible. The human factor and design of the 

smartphones has become the most influential factor in the smartphone market. Apple, a globally 

known smartphone company, became the first trillion-dollar company in the world (Gershgorn 2018).  

 

The aim of the thesis is to find out the factors affecting the decision-making process of consumers in 

Nepal to buy a smartphone and to analyse the purchasing behavior in the case of smartphone. In this 

thesis, the authors aim is to explore the factors influencing consumer behaviour of smartphone users in 

the Nepalese market. The main objective of this thesis is to analyse consumers’ decision-making pro-

cess while buying a smartphone. Social, cultural, personal, and psychological factors along with brand 

perception, price, and consumption values are the factors that are analysed in this thesis. Moreover, 

this thesis will provide ideas for smartphone companies that are looking to step into the Nepalese 

smartphone market. Overall, through this thesis, following research questions of the Nepalese 

smartphone market will be explained: 

- What are the factors that affect consumers when buying a smartphone? 

- What is the future of the Nepalese smartphone market? 
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This thesis begins with an introduction of the aim of the thesis, basic information about the 

smartphones, and the structure of the thesis. The second chapter comprises the theoretical framework 

where the influential factors in the consumer decision-making process, various consumption values, 

and brand perception are explained. The third chapter explores the current market situation and the in-

fluence of smartphones in Nepal. The data collection method, the reliability and validity of the data 

collected through the survey, and the response rate along with limitation occurred during the survey 

are explained under the Research methodology section in the fourth chapter. Moreover, the analysis of 

the data collected and representation of the statistics of the data are presented in the sub-chapter 4.4 of 

this thesis. Additionally, it also includes the summary of the survey and the perception of the authors. 

The overall achievement of the thesis, survey, recommendations for further research, and analysis is 

concluded in the final chapter, chapter 5 of the thesis.  
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2 CONSUMER BEHAVIOR, VALUE, AND PERCEPTION 

This chapter consists a brief definition of consumer behavior such as social, cultural, personal, situa-

tional, and psychological factor. Additionally, this chapter discusses the different attributes that affects 

the consumption value of a consumer. Factors such as product attributes, price, social factor, and brand 

image are also explained. 

 

 

2.1 Consumer Behavior 

 

Consumer behavior is the decision that people or households make when they choose, buy, use, and 

dispose of a product or service. Many psychological, sociological, and cultural elements play a role in 

how consumers engage with the market. (Bhat 2024.) The decision of someone about how to spend 

their money have a huge impact on their own lives and on the planet. Credit card debt, climate change, 

plastic pollution, dietary choices—all these and more, to some extent, depend on companies’ decisions 

about what to sell and consumers’ decisions about what to buy. (Pappas 2021.) 

 

Consumer buying behavior is based on stimuli coming from a variety of sources—from marketers in 

terms of the 4Ps which are product, price, promotion, and place as well as from environmental stimuli, 

such as economic factors, legal/political factors, and technological and cultural factors. Buying behav-

ior is not influenced solely by the external environment. It is also determined by individual level of in-

volvement in a purchase and the amount of risk involved in the purchase. (Tanner & Raymond 2024, 

45.) As shown in FIGURE 1, consumer behavior is influenced by various factors within the categorical 

factors such as cultural, social, personal, psychological, and situational factors which are explained in 

the sub-chapters. 



4 

 

 

 

FIGURE 1. Factors influencing consumer behavior (Dudovskiy 2024) 

 

 

2.1.1 Cultural factors influencing consumer behavior 

 

It comprises a set of values or ideologies of a particular community or group of individuals. These can 

include culture, subcultures, social class, and gender. (Tanner & Raymond 2024.) Human behavior has 

its connection with childhood, how we were taught and brought up. A child learns basic rules and reg-

ulations, taking the example of the ceremony a child attends. A child growing up in Hindu culture in 

Nepal has been seeing a dresses of a bride and a groom. The bride wears a red sari with lots of glitter 

and decorations and when she is a widow, she wears a white dress. Most of women does not wear red 

again after being widow in Nepal but there is no especial dress code for a groom. On the other hand, 

Christian Bride in Nepal, and other western country she wears white in her wedding and when she is 

widow, she wears darker colors.  
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A subculture is a group of people, such as environmentalists or bodybuilders, who share a set of val-

ues. Ethnic and racial groups share the language, food, and culture of their heritage. Other subcultures, 

like the biker culture, which revolves around a dedication to motorcycles, are united by shared experi-

ences. Cultural factors play a significant role in determining how best to market to consumers. There 

are numerous examples of company efforts that failed because they did not reflect an understanding of 

the culture in a particular market. (Tanner & Raymond 2024.) 

 

 

2.1.2 Social factors influencing consumer behavior 

 

Social factors are those factors that are prevalent in the society where the consumer lives. Every soci-

ety is composed of individuals who have different preferences and behaviors, and these individuals in-

fluence the personal preferences of others in society. Humans are social individuals, and the influences 

of people’s family, reference groups, and roles and status have a huge impact on their buying behavior. 

(Tanner & Raymond 2024.) Since childhood everyone has been growing up through such a buying be-

havior which is like the parents or elder members of the family. A child has grown up in that environ-

ment which automatically makes him buy a similar product in the future.  

 

Social factor also includes social class, level of education, religious and ethnic background, sexual ori-

entation, customer orientation, and people around – family, friends, colleagues, or social network. Dif-

ferent cultures have different customs and rituals that influence how people live their lives and what 

products they purchase. Generally, consumers in the same social class exhibit similar buying behavior. 

Most market researchers believe a person’s family is one of the biggest determinants of buying behav-

ior. (Bhat 2024) 

 

 

2.1.3 Personal factors influencing consumer behavior 

 

Personal factors include demographic factors such as age, gender, income, and occupation. It also de-

pends on one’s interests and opinions. To further understand consumers, companies also look more 

closely at their lifestyles – their daily routine and leisure activities. (Bhat 2024.) 

 

https://www.questionpro.com/blog/customer-orientation/
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Age is a major factor that influences buying behavior because consumers need and want change with 

age.  Buying habits as a teenage or a younger person are likely to be totally different from buying hab-

its of the people middle age and beyond. Personality is the combination of thoughts, feelings, and be-

haviors that make a person unique. Personality arises from within the individual and remains con-

sistent throughout life. Some examples of the many personality traits people might have included 

things like self-confidence, individualism, extroversion, introversion, aggression, or competitiveness.  

Personality greatly influences what you buy as well as when and how you use or consume products 

and services. (Tanner & Raymond 2024.) Likewise, how the economic situation of a person is and oc-

cupation also plays an important role in buying behavior. If the economic situation of a person is low, 

he will not have an eye on expensive products, rather he will go for a substitute.  

 

 

2.1.4 Psychological factors influencing consumer behavior 

 

Buying choices are also influenced by several major psychological factors, including motivation, per-

ception, learning, feelings, beliefs, and attitudes. Perception is the way in which people identify, organ-

ize, and interpret sensory information. It’s another variable in consumer buying behavior because the 

perceptions you have about a business, or its products or services have a dramatic effect on your buy-

ing behavior. (Tanner & Raymond 2024.) 

 

The ability of a person to understand information, perception of needs, and mind-set influence con-

sumer behavior. One’s reaction to a marketing campaign will depend on one’s beliefs and state of 

mind. (Bhat 2024.) If in a mind person thinks that Nokia is a great product it has been helping me in a 

positive way he will probably buy Nokia product second time too whereas, if he does not think it has 

help him a lot he will replace the product to other and also suggest close ones not to get Nokia best on 

his experiences. 

 

 

2.1.5 Situational factors influencing consumer behavior 

 

Situational factors influencing consumers are external. These factors play an important role in how 

consumers experience a product and how these consumers’ opinions are formed. Environmental fac-

tors such as music, lighting, ambient noise, and even smells can either discourage or encourage a con-

sumer’s purchase decision. (Tanner & Raymond 2024.)  
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The physical and social environment of the purchasing location such as existing of long queues di-

rectly affect the consumers buying behavior in a negative way. This is also one of the reasons for the 

growing trend of customers who are switching to online shopping in recent years. (Dudovskiy 2024.) 

People always search for the substitute which is easy and convenient for them in this process a lot of 

situations faced in daily life influence the buying behavior of the costumers. 

 

 

2.2 Consumption Value 

 

Consumer buying behavior encompasses the intricate process through which individuals select, pur-

chase, and utilize goods and services to satisfy their needs. This process involves various stages, from 

awareness and information gathering to preference formation and final purchase (Rai, Dahal & 

Ghimire 2023). Factors such as product attributes, price, social influences, and brand image play cru-

cial roles in shaping consumer behavior (Kotler, Armstrong, Wong, & Saunders 2024, 70). 

 

Research findings suggest that product attributes significantly influence consumers' purchase inten-

tions, albeit with variations across different contexts (Rahim, Safin, Kheng, & Abas 2016). Social fac-

tors, including recommendations from friends and family, have been consistently linked to consumer 

behaviour in smartphone purchases. Similarly, the price of smartphones is a critical determinant of 

consumer behaviour, with affordability and perceived value playing key roles. Furthermore, brand im-

age significantly influences consumer preferences and choices, highlighting the importance of brand-

ing in the smartphone market (Rahim et al. 2016). Let's dig deeper into the hypotheses tailored to the 

context of Nepalese culture and market: 

 

 

2.2.1 Product Attributes 

 

The features and specifications of smartphones hold significant sway over Nepalese students' purchas-

ing decisions (Dahal 2023). For instance, the demand for smartphones with advanced camera technol-

ogy may be fuelled by the Nepalese youth's penchant for capturing and sharing moments on social me-

dia platforms like Facebook and Instagram. Additionally, functionalities such as long battery life and 

robust processing power might be valued due to Nepal's challenging terrain and frequent power out-

ages, ensuring uninterrupted connectivity and usage. (Dahal 2023.) 
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2.2.2 Social Factors 

 

Nepalese society is deeply influenced by social norms, peer opinions, and familial expectations. There-

fore, the influence of social factors on smartphone purchases among students cannot be overstated. 

Peer pressure, societal trends, and the desire for social validation through smartphone ownership may 

significantly impact their buying decisions. Moreover, the role of family members, particularly par-

ents, in guiding and influencing purchase choices cannot be overlooked. Recommendations from 

friends and family members might carry considerable weight in the decision-making process. (Rah-

man, Jahan & Bala 2020.) 

 

 

2.2.3 Price 

 

In a predominantly middle-class society like Nepal, price sensitivity heavily influences consumer be-

havior. While affordability is a key consideration, perceived value for money also plays a crucial role. 

Nepalese students may opt for smartphones that offer a balance between features and price, gravitating 

towards brands like Vivo, Oppo, and Xiaomi known for offering competitive specifications at rela-

tively affordable price points. Additionally, instalment payment options and promotional discounts 

may sway purchase decisions, especially among budget-conscious consumers. (Rahman et al. 2020.) 

 

 

2.2.4 Brand Image 

 

Brand perception holds significant sway over Nepalese consumers' smartphone preferences. While af-

fordability is crucial, the perceived prestige and reliability associated with certain brands like Samsung 

and Apple may influence purchasing decisions. Moreover, brand loyalty and the desire to maintain sta-

tus symbols may drive some Nepalese students towards premium smartphone brands, despite their 

higher price tags. However, the rising popularity of mid-range brands like Huawei and Xiaomi signi-

fies a shift towards value-oriented choices, where brand reputation aligns with affordability and perfor-

mance. (Ngian, Sim & Chiu 2023.) 
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2.3 Brand Perception and Price 

 

Consumer behaviour theory emphasizes the role of brand perception in shaping consumer choices. In 

Nepal, smartphone brands are instilled with symbolic meanings and associations that influence brand 

loyalty and purchase decisions. Understanding the underlying motivations driving brand preferences 

enables businesses to craft targeted marketing campaigns and cultivate brand loyalty among Nepalese 

consumers. Price sensitivity analysis reveals insights into how consumers perceive the value proposi-

tion of smartphones. Nepalese consumers exhibit varying degrees of price sensitivity, with certain seg-

ments of the market gravitating towards affordability while others prioritize premium features. By em-

ploying pricing strategies that resonate with consumer perceptions of value, businesses can optimize 

their market positioning and appeal to diverse consumer segments. 

 

As shown below (FIGURE 2), the Nepalese smartphone market exhibits diverse brand preferences, in-

fluenced by factors such as price range, brand perception, and technological innovation. While mid-

range brands like Vivo, Oppo, and Xiaomi dominate the market due to their affordability and feature-

rich offerings, premium brands like Apple and Samsung also maintain a significant presence, driven by 

brand loyalty and prestige factors. Market share trends indicate a gradual shift from traditional players 

like Nokia to dominant brands like Samsung, with emerging contenders like Huawei and Xiaomi gain-

ing traction in recent years.  
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FIGURE 2. Brand Shares in Nepal updated in 2024 (Statista 2024) 

 

Figure 2 represents the key brands of Nepalese smartphone market. The presented data was updated on 

April 2024 which shows the brands along with their shares in Nepalese market. The above figure 

shows that the key brands that are dominating the smartphone market in Nepal are Apple, Samsung, 

Vivo, Oppo, and Huawei. 
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3 MARKET SITUATION AND INFLUENCE OF SMARTPHONE IN NEPAL 

In recent years, Nepal has witnessed a significant transformation in its smartphone market landscape, 

driven by various socioeconomic factors and technological advancements. The penetration of 

smartphones has surged from a modest 15% in 2013 to a remarkable 62% in 2019, indicating a sub-

stantial increase in accessibility and adoption among the populace. In Nepal, the smartphone market 

reflects a unique blend of consumer preferences, economic factors, and cultural influences. While tech-

nical specifications undoubtedly play a role in purchasing decisions, there is a prevailing trend favour-

ing smartphones with appealing design aesthetics over sheer technical prowess. Table 1 shows that this 

phenomenon is not unique to Nepal but reflects a global trend where consumers prioritize visual ap-

peal and brand recognition. (Nutan 2020.) 

 

TABLE 1. Status of Mobile Vendor Market Share in Nepal (Nutan 2020) 
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Table 1 shows the status of smartphone brands’ market share in Nepal. The brands that are represented 

in the table are Nokia, Samsung, Apple, Huawei, Xiaomi, and Oppo. The market share shown above 

starts from the year 2010 to 2019. The data shows that brands like Huawei, Xiaomi, and Oppo did not 

have market share between the year 2010 – 2013. 

 

 

3.1 Consumer Behavior and Preferences 

 

Nepali consumers exhibit a strong inclination towards smartphones that offer visually striking designs 

and premium aesthetics. This preference is evident in the popularity of flagship models from renowned 

brands like Apple and Samsung, which are perceived as status symbols. While technical specifications 

remain important, they often take a backseat to factors such as design, brand image, and perceived 

value for money. Consumers prioritize smartphones that reflect their lifestyle and social status, driving 

demand for sleek, stylish devices. (Nutan 2020.) 

 

 

3.2 Market Dynamics and Growth Trends 

 

The smartphone market in Nepal is poised for substantial growth, with projected revenues reaching 

US$1.2 billion by 2024. This growth is fuelled by factors such as increasing affordability, expanding 

access to telecommunications infrastructure, and a burgeoning youth population with a growing incli-

nation towards digital connectivity. Brands like Apple and Samsung leverage premium marketing 

strategies to position their flagship models as aspirational products, targeting affluent consumers and 

trend-conscious segments of the population. Additionally, brands like Xiaomi, Realme, and OnePlus 

capitalize on the demand for budget-friendly yet aesthetically pleasing smartphones, catering to price-

sensitive consumers who seek value for money without compromising on design. (Nutan 2020.) 

 

 

3.3 Digital Inclusion and Connectivity 

 

The proliferation of smartphones has played a crucial role in bridging the digital division in Nepal, em-

powering marginalized communities and enhancing access to online resources and services. Mobile 

internet connectivity facilitated by smartphones has expanded internet access to remote regions, ena-

bling individuals to participate in the digital economy, online learning, and e-government initiatives. 
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Smartphones have become indispensable tools for communication and information dissemination, par-

ticularly in times of crisis such as natural disasters or public health emergencies. Mobile applications 

and social media platforms provide real-time updates, emergency alerts, and communication channels, 

enhancing disaster preparedness and response efforts. (Nutan 2020.) 

 

 

3.4 Cultural Influence and Digital Trends 

 

Smartphones have become cultural artifacts and symbols of modernity and social status in Nepal, in-

fluencing lifestyle choices, consumer preferences, and social interactions. The rise of social media 

platforms, content creation apps, and digital entertainment has reshaped leisure activities and media 

consumption patterns among Nepali youth and urban populations. Digital trends and smartphone cul-

ture have permeated various aspects of Nepali society, from fashion and entertainment to education 

and activism. Influencers, content creators, and online communities wield significant influence, shap-

ing cultural norms, social discourse, and collective identities in the digital age. (Nutan 2020.) 

 

 

3.5 Impact on Telecommunication and Business Sectors 

 

The proliferation of smartphones has had a profound impact on Nepal's telecommunication and busi-

ness sectors. Higher smartphone adoption rates translate to increased cellular internet usage, driving 

revenues for telecom operators and fostering digital inclusion. The growing smartphone user base pre-

sents lucrative opportunities for digital advertising, mobile applications, and innovative start-ups, con-

tributing to the overall economic growth of the country. It also has created a fertile ground for entre-

preneurial ventures and digital start-ups, leveraging mobile technology to innovate and address societal 

challenges. Mobile applications and e-commerce platforms have flourished, offering new avenues for 

business growth, job creation, and economic empowerment. (Nutan 2020.) 
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4 THE RESEARCH PROCESS AND FINDINGS 

Research is a process of collecting a data in a systematic way, which is further documented, analysed, 

and interpreted systematically (Hampshire 2024). Research methodology is a way to explain the ap-

proach of a researcher, during a research, to resolve the research problem. This chapter explains the 

methods used to collect the data, reliability and validity of the collected data, response rate of the con-

sumer, and the limitation of the survey. 

 

 

4.1 Data collection 

 

Data were collected through a survey consisting of 11 questions, as shown in Appendix 2. The authors 

chose Nepalese smartphone users as respondents to conduct a survey. The respondents belonged to dif-

ferent age groups with different social backgrounds. A survey was created using Webropol. After cre-

ating the survey, it was initially presented to 143 smartphone users of Nepal between the age of 15 to 

60 from various educational, economic, and social backgrounds. The authors opened a public link to 

the questionnaire in Webropol which was accessible by anyone with the link. The link was shared to 

the respondents using various social media platforms such as Messenger, WhatsApp, and Gmail. Ini-

tially, the authors shared the link within the authors’ social network, family, and friends. Additionally, 

the authors instructed their associates to forward the link to others in their network and so there were 

more than expected respondents. Free-text option to some questions were also provided with some 

condition such as the option would be visible once the respondent chooses a certain option. Most of the 

questions was provided with maximum options to minimize the margin-error. The questionnaire was 

structured with multiple choice questions, Likert scale questions, rating, and categorical questions. The 

questionnaire design used to collect the data is presented below: 

- Demographical information: age, gender, and education level. 

- Financial information: monthly budget. 

- Previous smartphone brand. 

- Reason for choosing current smartphone and price of it.  

- Purpose of the smartphone. 

- Influencing factor according to the respondent. 

- Value for price of respondents’ smartphone.  
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4.2 Survey response rate 

 

The survey was presented to 143 respondents using various sharing platforms such as Messenger, 

WhatsApp, and Gmail. Ensuring the quality of the analysis and findings of the survey was prioritized 

by the authors which led to collecting the responses of survey from random individuals regardless of 

their social class and economical background. Survey was concise and unwanted questions were 

avoided to make the questionnaire easy and engaging which also ensured the large number of response 

rate. To get a response to the questionnaire, the authors shared a public link by forwarding it to the 50 

known respondents. Surprisingly, the respondents forwarded the link to their known network and the 

questionnaire received more than expected respondents which was 143 respondents. The questions in 

the survey were designed so that it could be interpreted by anyone within the targeted age group. This 

resulted in more response to the survey as many respondents understood the question and were inter-

ested to answer. Hence, the response rate increased. 

 

 

4.3 Survey limitation, reliability and validity 

 

Survey is the mostly used research method for various purposes and offers a systematic approach to 

collect data from respondents. Survey limitation, reliability and validity are the 3 main aspects that 

should be carefully considered to ensure the usability and credibility of the findings.  

 

Every survey has its utility and some limitations that can be relative to the research or the issues faced 

by the researchers to carry out a research in the form of survey. The authors came across several limi-

tations while carrying out the survey. We did not have the prior knowledge about questionnaire tools 

such as Webropol or Google forms. After careful consideration, the authors decided to use Webropol 

as a tool to create a questionnaire which took a learning curve for the authors. Webropol is an online 

survey tool that provides analytical data. The questionnaire was shared to those who the authors have 

accessibility to through various sharing platforms. When responding to the survey, the respondents 

might have filtered the thoughts they shared to the researchers which is the limitation of surveys. The 

other limitation was that the authors, also the researchers, were not able to watch all the respondent 

take a survey. Most of the questions in the survey is a close-ended questions which might lower the 

validity rate. Limited amount of time to conduct the survey, resulted in receiving only 143 responses. 

The gathering of small samples may result in a lack of reliability to some extent as it cannot be used on 
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a larger scale. Some of the questions might have been difficult to interpret their actual meaning, some 

respondents might have understood it in an incorrect way. 

 

On the other hand, the survey was distributed to small group of individual to conduct a test before it 

was shared to the participants. The questions of the survey were designed with simple words and pro-

vided with clear choices. This made the survey as easy as possible to answer. The survey consisted 11 

questions in total and the questions were clear and self-explanatory for participants to grasp the actual 

idea behind the question. 

 

 

4.4 Survey findings and analysis 

 

This chapter contains the findings of the survey and analysed data that was collected through a survey 

in the form of questionnaire. The 1st question in the survey was the respective gender of the respond-

ents. This was the first demographical information the authors asked from the respondents. The pie 

chart shown below (FIGURE 3) represents the data related to the gender of the respondents. 

 

 

FIGURE 3. Gender of the respondents  
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67.8% of the respondents were female, 20.3% were male. Out of 143 respondents, 11.9% preferred not 

to say anything about their gender. The majority of the respondents were female in this survey. 

The 2nd question in the survey was about the age group that the respondent belonged to. This was the 

second demographical information the authors asked from the respondents. The pie chart (FIGURE 4) 

represents the data related to age group of the respondents. 

 

 

FIGURE 4. Age group of the respondents 

 

As shown in figure 4, out of 143 respondents, 44% of the respondents belonged to the age group of 16-

24, which were the highest number of the respondents. The second highest number of the respondents, 

holding 30.8% belonged to the age group of 25-33 followed by 18.9% of the respondents belonging to 

34-42, and the lowest number of the respondents belonged to the age group of over 42 which was 6.3% 

of the total number. The majority of the smartphone users, who took part in this survey, were in their 

youth which generally means they are more involved with the technologies. Furthermore, it was inter-

esting to find the buying behavior of the youth users, as the authors themselves are the enthusiasts of 

the technologies, specifically the smartphones. 
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4.4.1 Education Level 

 

The 3rd question in the survey was about the level of education s/he have completed. This was the third 

demographical information the authors asked from the respondents. The bar graph represents the data 

related to the education level of the respondents (FIGURE 5). 

 

FIGURE 5. Education level of the respondents 

 

As shown in figure 5, 41.9% that is 60 out of 143 of the respondents has a bachelor’s degree. The sec-

ond highest number of respondents, 30.8% has the Higher secondary education level which is 12.6% 

more than the number of respondents who has completed master’s degree. 8.4% of the respondents 

have the secondary level education and 1 out of 143 respondents had other kinds of degree that were 

not mentioned by the authors in the questionnaire. Figure 5 shows that all of the respondents were edu-

cated to some extent while most of them were highly educated. The authors find it fascinating to know 

the buying behavior and the impact the colleagues and friends have in their life in case of choosing and 

buying a smartphone. 

 

 

4.4.2 Average monthly budget/pocket money/salary 

 

The 4th question in the survey was the average monthly budget/pocket money/salary. After the demo-

graphical question, the authors asked the financial information from the respondents. The bar graph 

shown in figure 6 represents the data related to the average monthly budget of the respondents. 
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FIGURE 6. Average monthly budget/pocket money/salary of the respondents 

 

Figure 6 illustrates that 55 out of 143 respondents, which is 38.4% of the total respondents have the 

average monthly budget or earns somewhere between 10,000 NRs. to 20,000 NRs. Similarly, 25.2% 

have the average monthly budget of 20,000 NRs. to 30,000 NRs., which was the second highest num-

ber of respondents with the budget range. Moreover, 23.8% of the respondents earns or has monthly 

budget of more than 30,000 NRs. while only 12.6% of the respondents have less than 10,000 NRs. 

monthly budget. 

 

 

4.4.3 Current smartphone 

 

The 5th question in the survey was about the respondents’ current smartphone. This question was to 

determine the reason behind the choosing of their current smartphone. The question was presented as a 

multiple-choice question to which the total selected answers were 165 by 143 respondents. The bar 

graph shown in figure 7 represents the data related to the reasoning of choosing the current 

smartphone. 
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FIGURE 7. Choosing current smartphone 

 

Figure 7 illustrates the different and multiple reasons to choose a smartphone. The authors provided 

the options related to various reason to choose a smartphone. The options were related to the quality, 

brand likeness, pricing, recommendation, and a gift. 44.1% of the respondents selected “I like the 

brand” which demonstrates most of the respondents chose their current smartphone because of the 

brand. Good quality of the smartphone also matters, and the figure illustrates 34.3% of the respondents 

chose their current smartphone because of the good quality of smartphone. Recommendation is another 

way to be influenced by someone to buy a smartphone. The data suggests 4.9% of the respondents 

were recommended by their friends and colleagues to buy their current smartphone. Lastly, 6.3% of 

the respondents received their current smartphone as a gift. 

 

 

4.4.4 Previous smartphone brand 

 

The 6th question in the survey was the previous smartphone brand. The pie chart shown in figure 8 rep-

resents the data related to the respondents’ previous smartphone brand. 
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FIGURE 8. Previous smartphone brand of the respondents 

 

Smartphone brands that respondents owned previously are illustrated in figure 8. Apple, Samsung, 

Huawei, Sony, Honor, and Oppo were the smartphone brands provided by the authors to choose from. 

Additionally, first smartphone was also an option along with a free-text option “Other” was also pro-

vided where the respondents wrote brand names in the text field. The pie chart represented in figure 8 

illustrates that most of the respondents, 41.9% used Samsung smartphone. Followed by 21% of the re-

spondents who used an Apple iPhone. Respondents also used different varieties of smartphones in 

which 11.9% of the respondents used Huawei smartphone, 5.6% of the respondents used Sony 

smartphone, and another 5.6% used Oppo smartphone. Similarly, 3.5% of the respondents used Honor 

smartphone. 

 

Moreover, 7% of the respondents could not remember their previous smartphones’ brand and for some 

of the respondents, their current smartphone is their first smartphone ever. The remaining 3.5% of the 

respondents that is 5 out of 143, previously used different smartphone brands. Table 1 shows that 

Poco, Itel, iPhone, Redmi, and Vivo were some of brands used by the respondents. It also suggests that 

some of the respondents were unaware about the iPhone brand as they wrote a free-text “iPhone” in 

spite of the option “Apple” provided by the authors. 
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TABLE 2. Free-text written for other smartphone brand 

 

 

 

4.4.5 Purposes of using the smartphone 

 

The 7th question in the survey was about the purpose of using the smartphone. The question was pre-

sented as a multiple-choice question to which the total selected answers were 183 by 143 respondents. 

The bar graph shown in figure 9 represents the data related to the respondents’ purpose of using the 

smartphone. 

 

 

FIGURE 9. Purpose of using the smartphone 
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Figure 9 illustrates the main purpose of using the smartphone, for most of our respondents, is social 

media or Internet browsing. Many of the respondents have chosen multiple options for their purpose of 

using the smartphone. Among those options, social media, gaming, and photography were mostly cho-

sen with 31.5%, 21.7%, and 17.5% of the respondents choosing respectively. Moreover, 30.8% of the 

respondents uses their smartphone for all of the purposes listed in the questionnaire. 14% of the re-

spondents’ purpose of using a smartphone is for phone calls and 12.6% of the respondents use it for 

messaging and chatting. The data represented in figure 9 suggests that phone calls, messaging, social 

media, photography, and gaming are all viable options to choose a smartphone. It depends upon the 

users using the smartphone so the smartphone should be designed and modelled to fit for most of the 

purposes if not all. 

 

 

4.4.6 Main feature in a smartphone 

 

The 8th question in the survey was the main feature the respondent looks for in a smartphone. The 

question was presented as a single selection multiple-choice question to find the most favourable fea-

ture that users look for in a smartphone. The bar graph shown in the figure below (FIGURE 10) repre-

sents the data related to the main feature in a smartphone.  

  

 

FIGURE 10. Features respondents look for in a smartphone 
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Figure 10 illustrates that 22.6% of the respondents looks for better camera quality and 20.4% of the 

respondents look for great speed and performance which is 2.2% less than the respondents who look 

for better camera. Almost all 4 of the features are equally looked for, by the respondents, in a 

smartphone. 19% of the respondents look for long durability and 37.3%, the highest number of re-

spondents, look for better battery capacity. 

 

 

4.4.7 Price of current smartphone 

 

The 9th question in the survey was the price of the current smartphone. The pie chart shown in figure 

11 represents the data related to the current smartphones’ price of the respondents. Figure 11 illustrates 

the price of the current smartphone owned by the respondents in Nepalese market. The majority of the 

smartphones owned are priced between 30,000 NRs. and 50,000 NRs. 36.3% of the respondents cur-

rently use the smartphone within the price range of 30,000 NRs. – 50,000 NRs., followed by 35% of 

the respondents using the smartphone priced between 10,000 NRs. and 30,000 NRs. 25.9% of the re-

spondents own the smartphone which costs more than 50,000 NRs. in the Nepalese market. Moreover, 

2.8% of the respondents has smartphone that costs less than 10,000 NRs. as shown in the figure below 

(FIGURE 11). 

 

 

 

FIGURE 11. Current smartphones’ price of the respondents 
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4.4.8 Rating the influencing factors 

 

The 10th question in the survey was to rate the influencing factors, based on the statements, from 

strongly disagree to strongly agree. The bar graph below (FIGURE 12) represents the data related to 

the rating of the influencing factors provided in the statement of the question. 

 

 

FIGURE 12. Rating the influencing factors 

 

The statements to rate for their influence while choosing a smartphone were brand, camera, color, 

price, screen size, and social status. The result illustrates that most of the respondents “Agree” with all 

the statements in question. 48.2% of the respondents “Agree” with the brand as an influencing factor 

while choosing a smartphone. 55.2%, 53.8%, 57.3%, 55.2%, and 53.1% of the respondents “Agree” 

with camera, color, price, screen size, and social status as an influencing factor respectively. 

 

Few of the respondents disagreed with the influencing factor in case of buying a smartphone and some 

of them strongly disagreed with the statement. 14% of the respondents disagreed with the brand as an 

influencing factor and 10.5% of the respondents disagreed with the social status as an influencing fac-

tor to choose a smartphone. 20.3% for brand, 19.6% for camera, 21% for color, 16.1% for price, 21.7% 

for screen size, and 25.2% for social status chose to stay neutral to rate the influencing factors. More 

than 15% of the respondents strongly agreed to all of the statements except social status to which only 

9.1% of the respondents strongly agreed. 
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4.4.9 Summary of the Findings 

 

The online research conducted by the authors in the form of a questionnaire provided statistical data to 

the authors that helped them to conclude and give recommendations. The collected data and visualiza-

tion of the data in a graphical form give clarity and complement the findings of research methodolo-

gies. The findings are summarized for concluding the thesis. As mentioned earlier, 2.8% of the total 

respondents earn or have a monthly budget of less than 10,000 NRs. which indicates that they might 

not be able to afford high-end smartphones and according to the analysis provided 57.3% of the re-

spondents agree and 22.4% of the respondents strongly agree that price is an influencing factor which 

affects their purchasing behavior or decision-making to buy a smartphone.  

 

Among 143 respondents, 37.3% prefer better battery capacity as the main feature in their smartphone 

and 20.4% of the respondents prefer to have a smartphone with great speed and performance. This sug-

gests that most respondents are tech-savvy and know about smartphones’ specifications and function-

alities. It also indicates that the functionality of a smartphone is vital for a total of 57.3% of the re-

spondents. Interestingly, only 19% of the respondents find the long durability of the smartphone to be 

an essential feature in a smartphone, which led the authors to believe that most people change their 

smartphone every 2 to 3 years. 

 

Moreover, 4.9% of the respondents were recommended to buy their current smartphone, which indi-

cates that people are conscious of their smartphones’ features, functionality, and durability. It also 

shows that the purchasing behavior of an individual, in the case of a smartphone, is affected by the so-

cial factor, in the Nepalese market. People tend to buy what others buy, to fit in a group and to main-

tain a social status. It is agreed by 62.2% of the respondents that the decision of an individual to buy a 

smartphone is affected by the reason to maintain a social status in a group. The individual should have 

a branded smartphone, specifically an Apple iPhone which shows the significant influence of Brand 

image and perception in the Nepalese market. 
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5 CONCLUSION 

As mentioned in the introduction, the authors set out to answer these questions through this research: 

- What are the factors that affect consumers when buying a smartphone? 

- What is the future of the Nepalese smartphone market? 

 

The main aim of this thesis was to study the buying behavior of consumers and the factors influencing 

consumer behavior of smartphone users in the Nepalese market. The study also focused on various fac-

tors that affect the decision-making process of consumers, their consumption values, brand perception, 

and pricing while buying a smartphone. Previously people used to buy smartphones within their 

budget. However, nowadays social factors such as social status, and the influence of friends and col-

leagues are playing a vital role in decision-making which enables consumers to buy a smartphone ex-

ceeding their budgets. For instance, the consumer has a budget of 20,000 NRs. to buy a smartphone 

and they buy a smartphone worth 80,000 NRs. which is above their original budget. The majority of 

consumers still look for features such as better battery quality, and great speed and performance in a 

smartphone. However, the search for features such as better camera quality and large screen size is in-

creasing which suggests that smartphone brands should offer great cameras with high megapixels to 

increase their customers. It was interesting to know that consumers prefer changing their smartphone 

every 3 to 4 years.  

 

According to the data collected from the survey, brands like Apple, Samsung, and Xiaomi are taking 

over the Nepalese market as their brand reputation is increasing day by day. Consumers buy the Apple 

iPhone, regardless of smartphones’ expensiveness, because it offers robust functionality and features, 

and it improves social status among the consumers’ friends and colleagues. In the case of the Apple 

iPhone, the affordability of the smartphone plays a minor role, and the social factor plays major role to 

affect the buying decision of a consumer. Samsung offers a camera with high megapixels for better 

photography. Samsung attracts consumers who have a high interest in photography and cannot afford 

the expensive Apple iPhone. There are Samsung smartphones in the market with affordable prices and 

high-quality features which makes it perfect for consumers with less budget or income and still require 

a high-end smartphone. In the case of Samsung, psychological factors, situational factors, and con-

sumption values along with affordability play a vital role in affecting the buying decision of a con-

sumer. Xiaomi or Huawei is better suited for consumers who prefer gaming as this brand offers higher 

stability and performance when playing a game on a smartphone. Xiaomi or Huawei are low-priced yet 
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offer great features and are mostly compatible for gaming purposes. In the past, buying these brands’ 

smartphones was considered a low-class in society. However, that is changing and all class-level con-

sumers in society buy these brands’ smartphones as the interest in gaming is increasing among the vast 

majority of consumers. Some consumers carry multiple smartphones of different brands and utilize 

them according to their use. Currently, the camera quality and durability of Xiaomi or Huawei are also 

increasing as the competition in the smartphone world is increasing every second. In the case of Xia-

omi or Huawei, personal factor, specific usage of a smartphone, and pricing plays a vital to affect the 

buying decision of a consumer.  

 

The Nepalese smartphone market is increasing rapidly and the increment in availability of Internet and 

online services in Nepal is providing opportunities to smartphone brands to reach more consumers in 

Nepal. Further research can be carried out, shortly, to acquire more accurate results by conducting the 

research with large number of samples. Some consumers prefer to use a smartphone from a specific 

brand which shows brand loyalty. Consumers’ attitudes and preferences towards a brand are variables 

that can be changed with better and more affordable offers. Smartphone companies can make updates 

and changes to their smartphones based on further study. With the increased availability of Internet 

services, it would be easier to reach a wide range of respondents for the survey. 

 

Overall, this research provides crucial information to smartphone companies to know the consumption 

behavior of the Nepalese consumer and their perception towards smartphones and their use. The main 

affecting factor for the Nepalese consumer is pricing which can be tackled by the smartphone compa-

nies with their competitive pricing strategies. The Nepalese smartphone market is still evolving and 

this is the right time for the smartphone companies to attract more consumers with their hard-to-say-no 

offers. Moreover, Nepalese smartphone consumers are influenced by the reviews of a smartphone in a 

review channel, and companies can work on the smartphone specifications and needs to gain the con-

sumers. 
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