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AB T 

In ord r to k p up with the ompetition and changing con umer n ed and w n in the 

c mp titi e bu ine marph ne manuf31 turers ne d pr du 

etfecti ely in the mark t in rd r to achie e their long term bjective . P iti ning tr tegie 

hould be a ed on the Pr duct, price place and pr motion. 

The objective of the study as t determine the fact rs that contribute to th penelrati n and u e 

of martPhone in We Uland airobi Kenya. In methodology the study adopted a d criptive 

survey. The target p pulation for this study wa martphone u er and owner in Kenya. Thi 

study utilized an nline qu tionnaire a the data collection to I. Data collect d wa analyzed 

through descripti e stati tics\ ith the help of P 

The study e tabli hed that mo t of the consumer were influenced by their friend and family 

members to purch e a mm phone. The tudy identified that the fascinating features of the 

mmph ne which included ae thetics, de ign and appearance incre d the u age and 

penetrati n of the martph ne in the market. rt was e tabli hed that ocial cia pia d a maj r 

r le in the usage and pen tration of the martphone in the market. It wa e tabli hed that 

business application feature of the martph ned increased the u age and penetrati n of th 

martphone in the market. 

The study found out that martphones were perceived as expen ive and targeted a particular 

ocial class. Therefore the study recommends that the government hould inter ene by reducing 

le ies charged on mobile phone dealers thus making it easier for ordinary Kenyan t purchase 

martphones. 
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PTERO TROD TIO 

1.1 Background of the tud 

Technological ad ance u h as wirele s applications ha e had a pr [I und impa t n 

communications all ver the \ orld re ullin in the development of ne\! techn Iogie to 

transcend di tance and time. The mobile phon industry has impacted on the cial beha i ur f 

con umers in terms of purchasing behaviour and lifestyles. A priority of thi indu try i t keep 

abreast of change in the business environment, to identify new market opp rtun itie and threat 

and to ultimately increa e pr fitability. Coping " ith the constantly changing en ironment is 

probably the mo important determinant of a c mpany's success r failure in a free enterprise 

(Kuratko and Hodgett, 2008:193).' The environment has an enormous impact on the mobile 

market as far a the te hn logical, economic s cial politico-go emmentaJ and internati nal 

envir nment are c ncerned. 

ver the last fi w year the u e of m bile phone has increa ed dramatically throughout the 

w rid where mobile phone nd service ar already a multi-billion rand indu try. W rldwide it 

i e timated that there are over 5.3 billion mobile ubscribe of which aim t 4 billion arc in the 

developing world (I , 20 I Ob . or developing c untries the digitaJ divide in terms of acces 

has begun to close with the n w of digital information through c re mobile ervices ev n in the 

p orest of countrie . This offers the potential to capitalize on the e nomic benefit and 

impro ement in quality of life that can come ab ut with improved c mmunication (Rashid and 

lder 2009). 
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In additi n th r pid pre d of thi inno ati n in d el ping c untri al o pa'v the \' •a fi r 

gr ter c nn cti ity and L the Lher ervice ia m nd difh.J ing f lue-

added rvi bit banking. M bit ph ne u age h pr lifl rat d in rc · nt y ar . 

me area of th " orld have enjoyed rapid depl yment and high r nctr ti n f mobile 

t I phony. 70% ofth world s p pulati n own at I I Jarman and 

2 6). The market penetrati n of modern smart-ph ned vice i gr wing teadil . 

fnformation and communication technology I T is p rvading m dem lifl and ha om a 

general-purpo e L chn I gy. Its impact on the growth of m dem e on mi h taken plac in 

different wa e . The year 2002 marked an imp rtant tllming p int in the hi tory of infl rmati n 

and communication technol gie : the total num r of mobile ub cri er overt k th numb r of 

fixed lines on a global cale Wei and Lo, 2006 . 

Moreover, with the ad ent of per onalized and always-on c mmunication the im act of 

techno! gy on the onomic land cape i c ming m re and m re ignilicant. he 

widespread u of m bile ph nes ha affected the way in which humans learn int ra t and 

cialize. The u e of m bile phones ha triggered con umer market demand a it form a new 

dimensi n f virtual mobility to a continuing tr nd for geographically extended f: Ler and m re 

pe naJized s cial int ra lion (Wei and Lo 2 ). 

In recent years them bile phone has evolved fr m es entially an interper onal ommunication 

device to a multimedia machine known as martph ne. The yea of r ce i n and 

uncertainties ha e coincided with one of the mo t vigor us wa es f innovation in 

telecommunication : th uptake of mobile broadband devices and ervice . he e add new 
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mark t opp rtunili 

ne' de ic uch 

n t p of the structural trend f digitalizati n f ur cidy. he ·urge in 

man h ne and tablets c mbin d with an incr asing num r f multimedia 

applic tion h - led t p n ntiaJ growth in data tram volume and increa d spending n 

wirele and IP network . he fl urth generation wireles netw rk i b ing d pted fa tcr than 

e peeled. 

l.l.J arket Penetrati n 

The market penetration pr e s refer to individual that are non- uyers of a pr duct r rvice 

and then when given om typ of information-ba ed decision they b c m buyer (Yang et at. 

2007). Market penetrati n i a gr wth strategy that involves elling m re of current product r 

services to your current target market. Although there i no radical change to the company's 

corporate trategy, it often provides a significant opportunity t increa e b th r venue and 

profit. 

Many busine s wners naturally begin to consid r tactical acti ns that are focu ed on immediate 

sales. Price di counting is an obvious example that may pr vide a spike in demand ll r your 

product or service. But cu tomers attracted by low price are opportunistic and rarely will 

repurchase at regular price . Permanent market hare i more likely obtained thr ugh incr a ·ing 

the perceived value y u offi r relative to c mpetitor . According t han and Khan (2008 an 

alternative t increa ing market share a company can use a market penetrati n trategy by 

increasing product u ag . mall changes to the busine will often directly incr ase the Jume 

or frequency with which customers use a company products and ervice . 

According to Taylor (2004) the evolution of the wirele s indu try will depend not only n 

engineering innovation but more importantly on understanding what the consumer want, what 
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v ill fit their particular life t)l' and what will enhance their li e in th futur . In m bil 

ph n indu try has b me increasingly larg r within the last three year a a rc ult f m r 

affi rd ble c llular phone well as I wer er ice o ts. ompani are c mp ting in an 

a ance techn I gy and communication sector in v hich success attract cu tomer. t bu their 

pr du ts and r ice . he market is ery competitive because they lli r the am pr du t and 

rvic but has diffi rent phy ical attribute to the phones and different co ts which u er 

have choice t choo e fr m. 

ompanie want t provide the best pr du t and ervice to attract uyer by I wering co t nd 

impro ing p~ ducts, which makes the cell phone industry very competitive. The usage f mobile 

phone in the market is affected by macro and micr environment. he macr -environment 

involves factor outside of the direct control of the bu ines . These factor th n in lude the 

economy government policies and social changes and thu macro factors hav t.he ability to 

fundamentally hange th environment of an rganization but the r lationship i typicall ne 

way (Gillespie 2007 

Market penetration was dev loped to permit busine es to know what percentage fal l pos ·ible 

sales was represented by their actual sales Makgo a and Muhube 2007). In mmon practice 

one measures market p netration by mea uring all real sales of a given g d fl r a given p ri d 

and then comparing that total with the total fall ale of that specific g od for the same peri d 

made by one's own ompany. According to ronje et al., (2004) is important t mea ure mar et 

pen tration becau e one' ales fa given g d may g up, implying ucce , but actually not 

have increa ed a much a the total sale have increased. In this ca e one' har of the market 

has fallen and one's penetration has actually weakened. 
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1.1.2 obiJ iodu t in oya 

Th m bile ph n ha e b om an integral p rt of eryday life in many countri all o er th 

, rid. obile ph ne i. a pt d as one of th m t wid ly pr ad t elm Iogie f l day. ince 

the first comme ial m bile ph ne ervice wa launched in 1978 in Japan the total num r f 

m bile phone ub ri er in the world was e timated to have reached 5.2 billi n 2 

20 II). Mobile phone penetration rate vary by country to country with me c untrie having a 

penetration rate of le than fifty percent an with me countrie ha ing a p netrati n rat f 

more than 1 0 percent. Ac rding to statistic from ommunications ommi ion f Kenya 

( K 2010) there w rem re than 19 million mobile telephone u ers in Kenya by th nd f 

2 9, as compared t under IS 000 in 1999. 

tati tic how that mobile network coverage i pred minantly urban with data from 

Communicati n ommissi n of Kenya ( K 20 I 0) indicating that cellular network ha e a 

nationaJ cov rage f ab ut 84.5% of the p pulation and only about 34% of ge graphic area 

co erage. This may require government intervention in expansion of the cellul r netw rk to 

underserved areas whi h are usually regarded n l c mmercially attractive by profit ori nted 

m bile teleph ne ervice provider . Mobile teleph nes and related ervice have reatcd new 

livelihoods through creation f profes i nal and n n-pr fi ional j hs. tati tic fi rm th K nya 

ational Bureau of tati tic (KNB ) indicate that m Kenyans about 67.7% (KNB 2 I 0 

live in rural and rem te are fthe country whil nly 32.3% Jive in urban areas. 

Data released by ommunication ommi si n of Kenya ( CK 20 I 0 in March 20 I 0 indicat 

that mobile teleph ne n tw rks have a nati nal coverage of about 84.5% f the Kenyan 

population and 34% geographic coverage. This 34% geographic coverage implie that large 
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poni n of K n an I n rna · are n t co er d by mobile teleph n n h' rk c r i lly in th 

rid and mi-arid areas. al o e timate martphC'n u age at a ut 4% of the p pulati n 

and an timat d p pul ti n that had acce m bile ph ne ervi e during the m p ri d 

10.2%. ut with high m bile phone netw r penetrati n martphone a e uld in re 

dramaticall . 

K sector tati tic indi at a penetration rate f m bile ervice as 51 per I 0 inhabit nts 

which compar fa orably \ ith the developing world' penetrati n f 49.5 per I inhabitant 

(IT 2009). nlike its fi ed-line tel ommunication market, Kenya boa ts a ibrant and 

compeliti e m bile ph n market that i gr wing quickly. Mobile ph ne penetrati n i defined 

as the number of mobile ph ne added per I 00 inhabitant (otherwi e known mobile ph ne 

owner hip). urthermore n of the reasons fi r the remarkable ucce of m bile in Kenya ha 

been the stagnation of the fixed line-market. Mobile ph nes have pro en a far m re efficient 

technology in pr viding acce s to communication esp ially in the I wer inc m p pulati n of 

Ken a ( ant and Machad 2005:7). Profitability of the m bile netw rk per-c1tor rc ult fr m 

this growth in mobile ph n p n !ration. 

1.1.3 martPb ne Jlaod et 

Mobile communicati n in luding mobile phon is a complex rapidly ch nging indu try 

consisting of hardware, oftware, network and busine aspect . he usage in lvcs the m bi le 

phone, the telecommunication y tern the m bile ph ne user the adoption and the u e f the 

y tern. One of the be t b nefits of mo ile ph nes is that thi technological in ention ha made 

people acces ible almost anytime and anywhere. he mobile ph ne has totally changed the 

world. In a short period the mobile phone has learned to do lots of thing uch as to take 
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picture , t li ten t mu ic, t ha Internet a c and you call en br ak with meb d ' ith 

the help f 

In rd r t c n ider m bile ph n u ge ariel it al ' ould c c nsidered in m bile ph ne 

u ge. bit ph ne u m th m bil phone u r the 

a pti nand u f th y tern (Pede en I 3 . dvance in technology and mark I c mp titi n 

dri e i an additi nal f nev ervice and capabilities. I Iuman cogniti n and att nti n have 

limited and many u r ar difficult t cope with the infi rmation verload and the d mand f 

mobile ph ne te hn logy (Zieflt and Ray 20 5 . 

Th t rm martPhone refers to apr grammabl m bile phone that offer advanced apabilitie 

and feature that help individual in their daily work and per onal life ( ·urom nit r 2010 . It 

contajn functions uch a in 1 nt messaging downl ading applicati n , utilizing infl rmati n 

ervices uch w· i and lobal P iti ning ystem (GP and entenainment. With the 

popularit and functi n offi r d in th phon 

demand. 

martphone have en an in re in term f 

Ni eJ a/., (2 ) [! und that in the third quarter of2 8 analy reported that global hipments of 

martphone had hit a n w p k f just under 40 million units despite the glo my 

picture and martph ne repre ented ar und 13 percent of the t tal m bile phone market In 

meeting the e demand everal companies such a Apple Micr oft, N kia and ogle ha e 

developed variou martph ne perating y tern ( ) such as ymbian iPh ne 

Windows Mobile and ndroid, re pecti ely for the con enience of their u er by providing 

different upp rts, feature and application ( hanna 2008 . A marrphon decrea e in price 
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th re in ·ing rapidly in h th w r and fun ti nality and their pularity h ri ·en 

ill, 2 I ). 

Th r ent ad\ an ·e regarding ellular ph n te ·hnolog} ha e na led mobile di: i e to 

ible with handheld d e advan cd functi n h. 

en captur d by a n \ m bile de icc kno\! n a mart ph ne. 1 hi p werful de ic i i nt mJ d 

to ti fy users by pr iding perating y tern imilar to mput rs in a cu t mer' hand (Ma 

and Liu 20 5). martph ne po e operating y tern uch as ymbian, v ind w M bile, and 

Android. Th c perating y tern allov martphone u r to read and edit Mi r fl Word 

xcel and PO\ erPoint file . 

Additionally, martph ne ha e enabled u er t conveniently acce s the Intern l thr ugh 

' ir less connections thereb providing gr ater data transfer capabilit . m rtph ne al 

provide high re olution digital cameras, voice and vide recording featur . Thee capabilitie 

enable a martph n to erve as both a m bile c mputing and c mmunicati n device and thu 

be m a p \.\erful t ol to upp rt healthcare de i ion-making pr ce e . 

Along with the martph ne fundamental capabilities t make voice call, ideo call, M and 

MMS martphone have be n repo iti ned a new infirmation medium ' May nd II m 

20 5). In th r word , martph ne ha e extended list f information procc ing fun ti nalitie 

such as managing pe nal time chedule, acce ing Internet contents editing d lcument , 

utilizing I ati n-awarene function and many ther exciting applicali ns. All the e 

functionalitie are deli er d through the ftwar in tailed on the martphone. 
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It i that th e er in re ing imp rtan f m bile o ' ar and th r m bil nt nt 

licit d the pre alent of martph ne. itch field 20 I 0) xamin d the t p fi m t 

f mart ph ne and concluded that there " a n ingl , a ptcd d finition. 

Du to th ev I ing nature f mobile ph n techn I gy, th line between •· mart and 

''dumb" ph ne i unclear. ctually e en ' umb" phone n ha e om ". mart ph ne 

feature such a at uch r nand a proper op rating system. t the conclu ion of hi r ·earch 

Lit hfieJd fTered th definition of smart phon in 20 I 0 a a ph ne that "run an p n p rating 

y tern and i permanently c nnected t the lnt m r Litchfield 20 I 0). 

1.2 R earcb Problem 

The unprecedented penetrati n and u e of martphone has allowed the u e to a ces ariety f 

rvices which wa nly ailable on c mputers. Krieger el a/., (2009 stated h w martph n 

have cbanged from being an object of conspicuous con umption, and int n e epidemic 

curiosity to b ming a mundane ordinary artifact. The a ciati n that link human and 

martphone together has been descri ed a an increasingly indissoluble unit. his martph n 

trend i big be au e it help fe d con umer addicti n to other mart hon trends that have 

The ri e f the martph ne u age in Kenya ha b en astr n mica! over the pa t year r . The 

main reason for thi has een the arrival of affordable martphone in many na or fr m N kia 

am ung JJuawei RIM AKA BlackBerry and even ther le ·ser kn wn rands uch as Mi

one and ecno. As thing tand in Kenya it is e timate that martph ne penetration sh uld be 
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in the regi n of 7% which i till quit low when many th r gl al markc have o er 3 % 

pen trati n. n man le els n c uld ay that it i till earl)' day for en a' her~ m rtph n 

are c n m d but thi ~ill hange radic Jly ov r the n xt fl \ ea h realit i that ~ r pr tty 

much th fi t tim in n a, th re are martph ne r tailing fl r little a Ksh. 7 0.0 

d pending n th brand and m del. 

t the sam time m l f lhe e low-co t martph ne run on o gle ndroid a trend Lh t \ a 

tarted by Huawei gr und-breaking 10 ~ aim t 2 year ago when it retailed C r ar und K h 

8 000.00 at launch. HO\• ver currently there ar as many a I 0 Andr id smattph ne m el 

retailing for under Ksh. 10 000.00 in Kenya - including uai-SIM m dels. It therefi r goe 

without saying that when it comes to entry-le el martphone, gle' Andr id ha all the 

potential to wipe out okia and BlackBerry in Kenya. 

Recent studies d ne the n factors that contribute t the penetration and u e of martph ne 

include: Ma ika (2005 did retail marketing trategie ad pted by c mm rcial bank in Kenya 

and found ut that c mmercial bank in K ny pur ue t:veral trategies as part of the wi er 

retail banking marketing trat gi . The m t pursued strategic are marketing segm ntati n, 

product strategie di tribution pricing, marketing relationship and prom ti ns. NgutJtuku (2 08) 

researched n an anal si f fa tors contributing to increased marketing a tivities by K ·nya 

commercial bank limited and e tablished that c mpanies constantly tran [i rm and mu t adapt to 

new frameworks as camp titi n in the banking industry has incr ased as a r ult of b th local 

and foreign banks and banks need tore pond to this competition t retain market hare. 
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tudy by fak ri 2 06) n hall ng f: ed hy African airlin m k tin • and ntcring 

intemati nal markets ta I i h d that h nging m cr -en ir omental fa t r inJ · ·d po. c ariou · 

challeng to the e airline . The p liti 1-1 gal en ir nment. n mic. demographic. 

technological and · i - ultural nvir nment "" re ea h a fi r e t r ·k n \ ith in their "' n 

respecti e v ay . e c ntinu u a qui iti n of martph ne b m l1i at the e r ns ( r 

other ph ne nece itate an understanding f fact r that c ntri utc t the p m.:tration and u ·e 

of martphone. Thi tudy there~ re aimed at an ' erin the qu ti n· what fa tor c ntribut · to 

the penetration and u e f martphone in Kenya? 

1.3 R earcb Objective 

To abli h the fact r that contribute to the penetration and u f martPhon in W stlland , 

airobi. 

1.4 Value ftbe tud 

The local distribut rs f mobile ph ne will btain valuable in~ rmation on the fa tor that 

contribute to the penetration and u e of mart phones thu the can pw uc in order to ha e 

competitive edge er their competit r . Thi tud ill b acadcmi value t tho e int 're ted 

in mobile ph ne udie with an aim of establi hing a bu ines in the tel rnmunicati n indu try 

since th y will be abl t under tand what to d right t ucceed and what if d nc \ r ng will 

bring the busine d wn. 

From th academic viewp inl, the overviev o the martphone market in Kenya provide them a 

foundation where they further de ign their re earch. n the th r hand pra titi ner such a 

mobile phone manufacturers application dev I per , and rei nt lakeholder in th indu try 
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ouJd greatly appreciated the in~ rmati n 

strategie , and plan fi r the future directi n . 

th y an be u d to trategiLc th ir m rkcting 

Thi study ill benefit th g vemment specially th inistry of infl rmati n for m· king poli y 

decision who e o erall objectiv are to accelerate th rate f gr wth in the telec mmunicati n 

industry and take advantage of the gr wing world marke . Thi study i peel d to in r e 

body of knowledge to the cholar on market penetration trategie u d by · m bile ph ne 

companies and e pecially make them in touch with the internal and external fo I r innu n ing 

marketing by the mobile phone c mpanie . 
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p R J ... R l~ ... f ~ If 

2.llntr duction 

hi chapt r pr ide inft nn lion fr m publi ati n on t pi s r I t d t th r I m. h 

examin what ·ch lar and auth r ha e id a ut the fa lt u , t ' lutin th 

penetration and u e f pr duct . fhc chapter is di id intu thr 

con umer beha i ur, mark l pen tration and u. gc, fa t r contrihutin to th net tion 11 u 

martPh ne . 

2.1Tbeoretical fram work 

This study fit int the th retical framew rk f on urn r Bch i ur, r • hnnl , • tan 

Mod I and Diffu i n r Inn vati n .• mart Phone Will c unt for I ~fi nt ,lo al 

Handset ell-thr ugh in 2015 ( an 2011 ). manph n arc d tin d a a mer •in • de •i · tl ul 

include cellular teleph nc pr gramma I infi rmati n mana • mcnl fi atur int 111 t 

ace s. A numb r f th rie have been · dvanccd l plain the p n tralion lf m 1rtf '" an 

the market and the the rie are explained b I w. 

2.1.1 The theory f con urn r b ha i ur: 

The change in con umer pr duct and r ice p fcrcncc · ond th ·ir c.Jitlc 'Ill 1 • of hu 111 • 

produce the tudy r c n um r ha i ur. '1 he ·tud. f con umer b ·h 1 inur im 11 ha in • 

kn wledg on h v c n umer will ha in th future, ' pc ially a a n: ult u tnd 

knowledge innuencing th ir buying deci i n (Lam ., a/., 200R . rhcr. ur. thr ·c wrnr Ill 

the m del f c n umcr ha i ur, namel • indi idu I fact< r . 

rvice. Individual fa tor intluen ing n ·umer u ing de i i n: hc!\c ore fit I rs su h us 

13 



p rception, m tivati n I aming, alu , heli attitud s. per n lit 

hey have a werful ffect n n. umcrs thr ugh ad ni m nt • nd t purth ur 

ocial fact r influencing c n umer uying d ci i n: c rding t 1 I mb ~~ al.. ( ... OOK) th 

external en ir nmental ·i ting fr m intcmcti n bet\ ccn th c n urnct an th 

system. They are the e nd m t important gr up f fact rs influ n ing tJ ci it n m kin • 

including all effect n buying beha i ur. ocial f: 1 . a ccting con m r de i i m 1 , 

buy or not to buy are cia! cia refer n e group , opini n I a<.lcr . cuhur •. ubcuhur s .tnd 

family life cycle. Purchase situation influencing con umcr bu)in , I th · tim ol 

purchase indi idual c n ·umer behaviour i influenced b 1h i ling purcha c c nditic n . I h • 

three condition that play a maj r role in buying arc: th re 'On fi r uying, th · tim~.: uf bu m • 

and the phy ical urr unding affecting buyin, Lamb tal., 20 8). 

2.1.2 Tech ool gy c ptan e ode I 

Technology Accept n e M del M) and if usion of Inn v ti n D I) th ha pro · ·n 

to be a u eful the r ti I framew rk fi r under tanding u cr a c ptan and I ·ha iour r ·l,tt I to 

inti nnation t hn Iogie . vi 1989) d vel p d the T and inv tigatcd th d 1 rmin 1111 of 

u r acceptance that can explain a u cr' behavi ur in reg. rd t Lh • u , r' gcn ·raJ tllitud · 1m trJ 

the electi n of an inti rrnalion y tern. According t th TAM. u. rs v.thr 1 th · · I m h ·cd 

on the perceiv d e f u ·e and per i cd u efulne . of the 

b ing easy to u e nd u eful; a u · r w uld ha e a po ili c attitud tO\\ rd th . sl m \ hi ·h in 
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tum le d to th u r' intenti n t ' u the y tcm. h n th int nti 

le t a parti ular infi m1ati n t 

Kim 20 5) ext nded 

attitude t ward mart ph n ad pti n in a j b · tting by 

c t avings j b rele anc , company s willingn s to fund und c. p ricn ·c. I h 

applied in an online urv ) and \ ere t ted a' in ·t the prop · ·d m d ·I u in • trm:turcd 

Equation M delling • M . The re ult fr f datu ·upp rtcd the nc\ m tJcl und 

raised the percentage f the variance of th m cl to 62.7% fr m appr imatcl) 0% fr m lh 

Davis TAM m del alth ugh there " as an in rea c in the varian • tw f lh • ucld d a tnrs 

that accounted for ab ut 5%. he model wa able to b tter pn:di t r 

Accordingly it i cl ar that although Kim s e pan i n f the Da i 'I 

sophistica ed, and repre ent a better m d I the Kim s expand d I 

identified all fact r to be considered. 

2.1.3 Diffu ·ion of nn ati m 

mod ·I is rnnr 

m cl till h· s nlt 

Park and hen 20 0) confirm d that ha ioral intention l u c a smartph me \ ~s lar •cl. 

influenced b p r ei ed u efulne and attitud t rd u ing a ·manph nc. I h · further 

po tulated that percei ed u fuln s and per i ed a · of u c p . itiv ·I d t ·rminc ·utitud 

toward u ing a mart ph ne. This is con i tent ' ith the avi ' (I 8 'J A t motJcl. cc.: 'r ing tn 

iffu i n of inn ali n ith lh m· nn r in ' hi ·h a n '\ 

technological idea. artifact or te hnique r a ne\ u e fan ld ne. mi •ratt· from r · tit n to 

u e. l11e martph ne was fir t intr due d l the mark t in the ar 200 . I hus, the) vic\ 

smartph ne devic as r cent inn vati n and empl y th R ge . · (2 3) DOl the r to • aluat 
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wh th ran 'ndi idual ran rg ni ti n \ ill clc a m nphun nth ir n I\\ I n 

its fun tionalit m 

ofu • fl r u nilit). 

2.2 arket p netrati 

he lobal st m ( 'M) ha be •n r • gm;r I a th • lir 1 

and Karjaluot , mo ile te ·hn I gy i r oncd to h 

are cheap en ugh and p v erful en ugh t u . A \! ell pi nned mobile l chnul< • de cl m ·nt 

giving th su criber a s to the intern t ia their m upp rts nH. l·m cdu 1ti 1 

and lifi tyles through multimedia nd -mail. 

based service and m bile V and wide- pr ad u e f 3 J and neral P ct Rudio S rvic 

(GPR ) dominate th mobile de ic world (, inisalo aud urj lu t 20 ). 

mart Phone Will Ace unt fl r 5 P r nt of I alllandset S !!-through in 20 15 (Dan. _ I I). 

manphone are delined a a merging de ice that include c llular tcl•phouc 1 ru •nmmahh: 

informati n management featur and the int met a e · . f"h ha c r du d th prndu ·1· · cnst 

and size, and y u d n t have t carry r h a de ice. r in lant mmlUni atiun. 

martph nes ffer a number of techno I gi , in ·luding P. tracking a digital c.tm ·m \ ith mnn.• 

advanced mega pi el, and digital mu ic. man phon · an run a ariel> 1f 'de. ktop' nppli ali< n~ 

and ar typically capable of onn ting t th W rid ide \J cb nd < th r lnt ·met h· • 

service . A the mart ph ne ha · effecti ely bee< me· he lnt·rnct in our pn k t(( , . r •c I im ' 

William, 2 II . 

16 



ntributing to the p n tration nd u of. ·m· rtplu n 

ue t tim carcity c n ·umer ha e a high nc d for \h thl· (0 u 

their martph n at any time and ny place ( ·en t:, 20 l . I Joluh cl fJI , 2010 l.tim~d tl t ' n 

the current m bile rev luti n, th martph n is no port hie, tied to n indh:idu. I an i • t 

fi ed w rk tation. nlike transa ktop and Ia top ut h m 1 r in he \~nrkfll.t 

con umer can perfi rm martph ne time 

con traints, uch a waiting fl r m ne r waiting fl r a tmffic jam to I ·ar. I hu . c msurn · 

has ecome highly d p ndent on martph n t retrieve u ful infi rm ti n by ~• impl I rc' s · 

and click to acce their martph ne as it i \! ith them ' h n the mmut , r I, . 11 hnm ·, tru d 

over eas and so on en e, 20 I 0). 

Holub el a/., (201 a crt d that the n rmal m bile ph n and I pt p. ha h · (lrn id I 

diffused into martphon for c n umer ' nv n ience. e du 1-u e nature and I unci ion 1 f a 

normal m bile ph ne and lapt p ha pr idcd a p iti increa.·e I th • u. a,· rat · o 

martphone u rs. nsumcr are able t mmunic leon o ·i tl net or in • 

web ite and u e nlinc hat n th ir martphonc in tc nf pa 'ing I( r hro rr ·t 111 

computers. lL i cl ar that a the martph nc flr 1 ide ·on cni •n tn oth •rs d p 'IH.l ·n · n 

martphone will b n the ri e. 

2.3.1 ocial- ultu ral Factors 

ocial need ar the need fl r ial int ra tinn f an indi idual th l n.:pr • nl th • need I r 

communicating with friend family and affiliati n uch a gr up m mb· hip. luhs. chun;h • 

and work affiliati ns. cial need i ne f lh d terminant. f on ·umcrs' tlcp ·nd ·n · H 

martphone bccau e the martphonc have be m much m r ersatile. all \ ing onsumcr 

increased u age ~ r ommunicati n and maintaining r lati n ·hip bet ' n un am n' 
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individual (Lippinc n 20 I 0). In ei d Lo (2006) rese h it w f(,un th 

were highly engaged ith m rtph nc hen th re w a po iti 

n. um rs with a high n !Cd t · ializc and be conn f4 ndt 

increase their usag rate n . martphon cl im that intc tion or in 

has been embedded d conveyed lhr ugh th 'mart.ph n If. 

a lower level of ial need arc expect have a lo\\cr u gc rat 

2010). 

The timulus of k ping conta t with con ume ' e i ting gr up of friend and learmn m re 

ab ut individuals th y meet ffiine ncoura · a higher cngag ment on •m with 

martphone with easy accc to embedded social netw r uch 1 witt r. Face k nd 

MySpace (Lippi nco~ 201 0). martph ne · allow n urn rs t 

they are able to stay connected with others eith r through ial networking itc or u ing live 

chat integrated in the martph ne. It can be seen th n that martphon an important 

facilitator of one' social relation hip. According to ei and • 2006) c n umers fulfill their 

ocial need by engaging with martph n and have concern a ut ing iall di nn ted, 

uninformed and excluded fr m friend and th ir. ial 

ociaJ influence is defmed a the way ther people affi t belief: fl lings and haviour 

(Mason el a/. , 2007}. Individual are n t ofl n of ial inOuen th arc so 

pervasive. on umers may be usceptible t observati n , pc ptit n or 

anticipation of deci ions mad by oth in engaging to martph ne. ial inOu n e i ftcn 

een as a strong influencer that affects th consume 'dependen ·y n martph ne (Aut 2007). 
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M n et a/., 2 07 ~ und th t ial inOu nc poi i im tl 

u ing martph n . 

Friend and family mem hour rc ·i d 1 

con urn r in encouraging a great r dependenc n martph me. I ik < th r innu 

must the martph ne i an • exp ri n g 

ambigu u ab ut their p tential u s. If 

con umer ' d p ndency 1 th m will incre 

mouth communication t ther . everthele 

martph nc m· kc I imprcs i n 'n c th 

• and ns quently will Jc d to ro iti c 

rely n positi w rd f-m uth pini n of imp rtant others 

their usage rate by either tr nsft rming them into belie · r thr u h pm nf irnil II ic n 

(Basaglia el a/., 2 9). 

ocial inOuence re related to a person attitud t ~ ard · e- o mmcnt services wd ur h.ts d 

on the concept of pers nat innovativen . Pers nal inn vati en s i11 u in • II i · t .til 

reflecting a willingne ·hnol g 1\ • ~ al · nd Pra nd, I'N ). lnnnv· tic ns 

create uncertainty ab ut their exp cted c n qucn · and indi idu I "1m 'tr 111 omr lrtahl 

with uncertainty will tend to interact with th ir cial nct""nrk bcfi rc m king a dl· isic n. 

u ing an inn vation is ecn a a fi rm of public con umpti n· it can • si •nili antly inllu ·n ·d h 

friends and c lleague (Hong and Tam 20 6). 

H u and Lu (20 4 tudied Lhe impact of cial n rm and ~ unc.J that this on truct · phins 1 

determining fact r in u er· dcci ion to a c pt new techn I< g . I pic's • ttitud , ·ha i ,ur 

and percepti n ar affected by the infl rmati n he r he r fr m the imnm ·nt. 

ocial influenc s ma hape hi r her nfidencc in r ahilit t u n l hnuln >i nl tcm. 
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cl lh 1 a ptin 

will not reouire mu h ff r1 i ial en ir 

ial inOuen en· ura e pc pi to us lo •. th u •h ·, h. n in hn imp t n 

their intention to ad pt. 

External innuence su h as the rna m dia n<.l c p rt pini n 

peopl ' perceptions f a te hn I gy particularly in the initial uf the liOu ion < t 

techn logy (when ther are few ad pter ) Lh chann I ar an ciTe li\ c me ms nf cr tin • 

knowledge-awarene s am ng p tential ad pters ( I ger '. 1995 . r ri r rc carch uppnrt th 

suggestion . Agarwal and Pra d I 

channel wer more imp rtant than interpe onal channel fc r cr ·a tin • knm lct.l • • U\ arcn ul 

the t chnol gy. Peders n (2 05 at fc und that r early adt>pl rs of mobile lntcm ·t . ·rvi s 

external innuence had a significant impact n perc ived u ·fulne s. 

2.3.2 Psych logical Fa tors 

Information proce ing peed of the m rtph nc i fi t incc it h high-perf lllll nc • h r h .. ·•r · 

speci ficati n . And lhe martphone can nncct to \! ~.:II ,, th • ·arri ·r· s 

network. The users an acce the infc rmati n they " ant m re ·a ily and rapi I ' in • 

martph ne have larg r creen siz than ature ph nc and pr vid hi •h t ., lution .m I 

graphic pr ce ing we in general. Anitud re~ r t an indi idual in lination to di pl.•. 

certain re pon e t ward c ncept Vija ·a amthy 2 ), 

generally iewed attitude t ward bj c utcome · f n indi idual ' ht:li Is about Hn ohjccl 

and evaluative re pon e a ociat d with th belief: , In the c nt .. t f'J 
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ov ard n ' techn I gi ha n alidat d a · nl 

echn I gie ( hih 2 4). 

on umer are perceived t d pendent c n their mart ph n ' hen th • '1 \ I th m 1 

nece ity and hav a tr ng pr p n ity for c ntinu u high usage, h in' en • t c I .nd till\ ill in • 

to part fr m it. Ha ing u - 'd r be n highly en gag d with m rtphnne m an' that th • , n urn r 

not only has p onal kn wledge ab ut their attribute· but al ·o ha · the per nal · 

how they v ork for on umer and how they sati ·fy their need · n ian t a/., 2 s ~tr·ult 

con umers' expectation fi r future purch heha i ur will he afTcct d b . their r~· - l c peri n • 

as they ar hea ily dep ndent on martph ne be au c fthc undl.!rlying m ti c . 

This is supp rted by the Mafe and Bias 2006) tud which fi und thnt wnsumc ' hi •h 

dependency n martph ne i po itively c rrelated with c nsumc ' future purchase b ·ha t ur 

Moreover c nsumers wh have pri r experience \ ith a martph ne !cam quickly lr )Ill their 

experience. Whether the e perien of defl\!nding on "martph n i positi c or n ·g tivc 

experienced con umer will quickly adju t th ir subs quent v luati n in pur hnsing th ir n t 

Smartph ne im, 2 8). 

2.3.3 Relativ u age 

The relative advantage i the degr e t whi h the nd pt r per eive · th inn at ion tn r 'Jlfl' 'Ill 

an improvement in either efficiency r efTe ti ne in c mpari. n I e. i ·tin • mcthc ds. 'J her 

are many reas n pe pi accept r reject a n \ pr duct in th market. I rom th · pa. t 11' c. r h 

two stre ors had b n ugg ted t be mor prevalent am n' th man f:t<:lnr · that in flu nc • I 

the intcnti n to IT adoption. ne f them i · r lali advantage. Relarhc I unt:tg • i 

people belief that with the ad pti n f the lal IT pr u l, it .. ill •nhancc th ·ir i< h 
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erfi rmanc . mpirical rc arch indi ate th t rcci ed th 

ncept of p rc iv d u efulne igni fi antly imp t t attitud to\ rd mp 

ban kin y l m and e-pr urcmcnt urali, Wcm an R duan, "'O I 

2.3.4 a eof e 

martphone is easy t c ntr I b any ne from a child 1 cld rly inc • m1 1 . m.1n h me de pt 

multi-touch and intuiti u er interface function . [· c ol u c r fcrs to .m indi .. idu , r 

as e menl of the am unt of elli rt n ded t perform a ta k using a nc .. , h: hn ll • (Lu ·1 ul., 

2008). Although a vi ( 1989 put 

usefulness and attitud s than etween perceived ·a ·c f us· and attitud · (I fuh 1 al., 2< 0 h • 

po ited that users would n t adopt a new techn I gy unle it i cusy t u 

Even though a pr duct i u eful, it a) o need t be ea y to pcrat pr U I th I i di lli ·uft tc) 

u e will result in m r fru trations and complain ·. Thi happ n when the ·It 1rts nc ·d • ut 

weighted the gain fr m u ing it. h elli rts con i t of the re urc s that a person nc ·ds tu in c t 

in order l a hie e a pc ilic t· k. In thi case using th • m rtph nc nuld h hussfc fr in 

getting their j b d n . When thi happen , th pr duct\ ill b m r • like! • nl 

u e is defined a the dcgre t which a u er believe that u ing • martphonc \ uuld h Clt 

ffort. Perceived c mplcxity and its c nceptual ppo ·i te dire ti n, per ·ivcd • · ul u • h tv· 

been exten ively studied b Jnf1 nnation echnolog rc c rchers. . vera! tudi md si •nifi mt 

relati n hip between per ·i ed e e of use ( r omple ity and u e inL ·ntic n 1urali, •m · . ., 

and Raduan 20 I 0 . 
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,_4 onceptual Fram ork 

e manag ment of any m bit ph n company\ ill wi. h to <.let nninc th 

netrati n of the hand et to i potential cu tomcr . n undc t.m tin this 

e p netrati n f the hand t , th n the c mpanic " ill ct m up with uppn pri 11 

bor up the their al and c unt r an) competiiU · lral L!ics. number ol fln:tc 

consider d in the literature r view and th ma.it r ne identified in lu · .md ult 11 r .tl 

actors p ychological, f u e fa ·tors. I hcsc Ia 1 ,r · if addr ·d h · 111 ·mit • 

by c ming up with a pr duct that meet the fact r . will impa t on their level uf ales. 

Fig. 2.1 cb matic dia ram showing variable relation. hips 

lndep ndent Variabl p ndcnt ri1 ll 

martPhnn Pcnetnllion 

conomic fact r · 

ourc : R earcher 2012 
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I1 P JR HR I ( , \ ' 

.1 lntr ducti n 

he chapter d ribed the rc arch m thod th:.at was u •d. J hi includ d th r h tl i •n. lh 

Ulrg l p pulati n, . am piing design, data c ll·cti n in trum ·nt ·md th r r 1 t 

nalysi . 

3.2 Re arch De ign 

The research design fl r th ar h lud) . I h · r •,t t n < r 

using this design of study was becau c d cripti c rc c rch dctcrmin s .mel r p()rts th uy 

things wer . In additi n. thi r ·earch de ign wa d emed appr< pri t r the tud) h ··m · it 

aJiowed the re car her t dra\ conclu ion ut th ariablc that ~er und ·r in c. ligation. It 

influence f price n u tomcr ati facti n am ng the. mart Ph n u •rs in W tl · rld , air hi. 

This de ign pr id d furth r insight into re arch p hlcm hyde cri ing th 

Cr ss ectional study was al o u ed which involved c nductin 

Phone cu tomer in We. tland air bi. 1 h npt I I · aus • it 

provide a quick nap h t f what \ a takin plac ·with the , riables f int ·r t 1i r th • r ar h 

problem. 

3.3 Target Population 

The populati n fthe ·tudy c n i ted f 0 cu tome of the~ ur mrtit r 1 hik phon rv1 

provider namely afaric m, irt I elk m range and u. '1 h 

shopping centre a the area f h re ar h c crnge wa due t th di 
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e I el of cone ntr tion of th · inhabitant and 

rovid d a more repr enrati c r ult ofthe tuc.Jy • 

.4 ampliog ign 

o determin the arnpl size. a 95% confidence Jc cl i · u ·d \\hich r • ul! in , ri k 

5%. At 95% our respon e di tributi n i 50%. The f'i rmula to calculate the tmpl i1c i : 

rt = X2 P (I - P) I d2 - I) 2 P (I - P)(Krcjcie and M rgan, ... 000) 

"Where; 

:X2= the table value II r I degree of freedom at th de. ired c nfidcn c Jc d 

= the populati n ize 

P = the population pr p rti n (a. umed to be 0.50 ·in c thi pr vide th rna irnum . tmpl • 

Size =247,102 p rthe2009census urvey 

d2 = lhe degree of accuracy ex pre d a a pr p rtion of 0.05 (Krcjcie and for' n I 97 . 

n = X2 P I - P) I d2 - I) t X2 P (I - P 

= 3.841 *247 I 02( 1- 0.5) I 0.052 (247, I 02- I) -1 .841•0.5 (I - 0.5) 

= 3.841 * 123,551 (0.5 1668.16 + 0.96025 

= 3.841*61775.5/ 69.12 

n= 355 

The repre entative ample of the study was 280 rc. p ndcnls \'ho were u Cl ( I 'murtpl nncs. 

Upon geUing the sample site. the re ear her U!;Cd purpo. i c sampling hcrch. the rc. car ·h r 

based on the m bile ph ne netw rk of ch i . This appr 't ·h ., as c nsid~:rcd 1pprnpria1 • in • it 

ensured a repre entative ample of the p pulation. In additi n. n idcring the tim · md 
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udgetary e nstraint it wa nsidcr d n • ppr priat mplin 

pre entative re ull . 

he tudy used primary data which was collected thr >ugh self-· dmir i tcrcd 4u ·r 

stru tured que ti nnair w r u ·cd l c llcct data on tt. · r >I 

()f comp titi e ad van tag . he que tionnairc c n. istcd f h )lh open and clc cd en J 

designed to eli it sp eific r ·pon e for qualitativ • and quuntitativ a11al. as rc J • tivcl . J h 

questionnaire\ ere admini tered thr ugh 'dr p and pick later" method. 

3.6 Data Analy is 

The data collected was analyzed u ing de eriptivc tali ti s (mca-;ure of cnt at tcndcn ') 

measur s of variation ). hi method f analy. i. wa m t desirabl it cn·ablctl th · rc ·ar h r 

to have an insight f the fl ctor that contribute to the penetration and u · of mart phone in 

Kenya. nee the data wa 

and completeness. 

However, befi re final analy !s was pcrfonncd, data \ a leaned I e!liminah! liscrcpan k ·tnd 

thereafter, etas ificd n th basis f imilarity and th n tabulat d. 'f h rc~pon\Cs · ·rc lhcn 

into numerical form t facilitate tati tical analysis. Data wa · ltnal zed u. ing Sl' . h<J d on th • 

questionnaire . Afier dcscripti c analysi of datn c fleet d. tahlcs, pic 

and standard deviati n wer u ed t pre nt the inf rmation. 
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c TER 0 R: D T ()I. 

.1 : 1 ntroduclion 

is hapter pre n th anal) i of the data ollcct d fr m th • rc ·p ncl t n di tl • 

II completed questi nnair were edited for accurac ·• unifc rmit • ccmsi tcnC) .md 

completeness. he resp n e rate f93% (280 respondent ' as achieved r rn th tol I lur •ct 1 

300 re pondent ho u ed and owned martphon in Ken a. I his H] r :!-.pnn • h 1s he •r 

attributed to lhc fact that quite a g od number of there. pond nt · \o\.crc kno' I d •utile to fill the 

questionnaire . ummaries f data findings together with their po iblc interpret ti ns have l n 

presented by u e f mean perc ntag frequencic variance·. and tahlcs. 

4.2: Gender of the Rcspooden 

Respondents were asked to indicate their ender and indicated a h wn in I ahl • ·LI : 

Table 4 1: Grndcr of the R poodent 

Gender Fr queocy Per nC I! • t 1tfo) 

Male ISO -7 

Female 130 43 

Total 280 100.0 

Source: Research data 

As hown in able 4.1 57% of the r p ndent · ' re I ale and 4 % were fi ·mall·. B 1lh uf th 

re pondents were self empl yed Businc opcrat r . . 
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4.3: g of the ne pondcnt 

Respondent wer a ked t indi ate their a c and indi atcd a 

Table 4 2: e of the Rc mien 

Ag ! 

Fr qu o •• ·nl ("/ . 
21-30 97 35 

31-40 103 37 

41-50 so 18 

50 and above 30 10 

Total 280 100.0 

Source: R earch data. 

As shown in Table 4.2 37% of the r p nden were aged 

re pondent were aged bet\ e n 21-30 ea .1 Vt, f the rc p nd nts ere a • d h I · ·n ll -~ 

year and I 0% of them were vc 50 yea 

4.4: Educati n level of pondcnt 

Resp ndents were a ked t indicate th ir educati m Je el an indi at d a sh n in I thlc L 

Table 4.3: ducation I vel of R 'pondcnt 

·-
Education level FrequencY Pcrcen!~g'!_ (•/o) 

Secondary 0 0 

Tertiary College 10 4 

Undergraduate 170 61 

Post graduate level 100 36 

Total 280 l 00.0 

Source: R earcb data. 
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s shown in able 4.3 , f the ·pundent h ld 

pondents with M ter Dcgre . Whil % ere ccrtilicat nd II u rh 

re p ndent had adequat kn I dge c nccming mortph n ;, the m r l. 

4.5: Occupational tatu f Re. pond ·nt · 

Resp nden wer a ked t indicate th ir cupali nal t tu and indi · 1 d hm n in I hi 

4.4: 

Table 4.4: Occupational tatu 
-

Occupational St tu Frequ nc) P rc •nt (%) 

Student 0 0 

Employed 200 71 

Unemployed 10 4 

·-
Self employed I busines 70 25 
person 

- ·~ 

Total 280 100 

sOurce: R earch data 

As shown in able 4.4, 71% of the re p ndenLS w ·rc emplo cd. 25cro II mpln ·ll I 

busine people while 4% were unemployed. 

4.6: Mobile T lepbone ervice Pro idcr 

Resp ndents were asked to indicate the preferred f bil scrvi • provitl r <m I indi at • 1 1 

hown in Table 4.5: 
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Fr qu n .,, ·nl fJ (~ .. 

200 71 

Zain/airtel 50 18 

Orange/ TelKom 16 6 

YU 15 5 

Total 280 100.0 

rch data 

s shown in Ta le 4.5, 71% of the r pondent were aric m ·u <.:ritx: 1 • I R ';, \ cr irtcl 

ubscri er . %were Orange ub cribers whil 5 Vo were Yu ·ub. cril rs. 

4.7: umber of im card u ed by ul>scriber 

Respondents were asked to indicate the num r of . im card th · ., ·d . n I indical J u 

hown in Table 4.6: 

One 10 

Two 80 

Three 80 

Four 60 

More than four 60 

T tal 2R 
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29"/o ofth re nd n had two and thr · im rd . 21Vc 

im card. 

4.8: Ownin a martpb n 

Respondents were asked to indicate \ h ther the o\ n or u 

hown in able 4.7: 

Table 4.7: Owning a mart phon 

Fr qu nc) 

Yes 280 100.0 

!No 0 0 

Total 280 100 

Source: R earch data 

AU the re pondents interviewed had wncd and u d martph nc. 

4.9: Mean of acquiring the mart phone 

m' th il 

-
Per nl g · /o) 

Resp nd nts were ask d to indicate the m n th y u d to acquire a martphnn ) ·tncl 

indjcated as sh wn in Ta le 4.8: 

Table 4.8: Mean of acquiring the mart phone 

Mean of acquiring Fr u n 11cr lll:l (%) 

Purchase (self) 120 l4 

Gift 8() 28 

Provided by employer 80 28 

Lottery I prom Lions I 0 0 

competitions 

Total 180 100 

Source: Re earcb data. 
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s h wn in Table 4.8 % of th .. re p nd nt in 

martph ne while 28% f the rc pondent v. ere d 11d pr 1r mpl 

the resp nd nt a quired a . m rtph n from lou ri ·lpr m tion·tl tivit i · . 

4.10: Duration of owning th mart phone 

Re pondent w re ked L indicate the durdtion the) had \ n d anJ u Ill J 

indicated as sh wn in Table 4.9: 

Table 4.9: Duration of wning the mart ph me 

Duration Fr qu nc P n: ·n ·t CO/u) 

Less than two years 120 
- ,- -~ 

2-5 years 100 36 

6-10 years 60 21 

Over I 0 years 0 0 

Total 280 100.0 

Source: R carcb data. 

43% of the re p nd nt indicated that th y had own d a martph n fo r I th n tv.o c•trs. 

bad owned a martph ne for a period of 6-10 year . on of th m h d \ ned a Smanphun · o 

a period of ver I 0 year . 

4.11: Fa tors that influence the purchase of a . ' martphon 

Respondents were asked t indi r.te th fact r thut inOucnc: d th pur ha\ · fa Smanph n •• nd 

indicated a hown in able 4.10: 
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of • m rtpbc n 

N 
Vry r at Moo rat m II 
grc t t nt ert nt t nt Ul ' e tent II 

Facto influenc tbe (5] (4) (3) 121 
purchase of a Smartpbone Ill .\!c.~n 
Newest technology (e.g. new 280 51.2 2.4 17.1 26.8 2.4 3.88 
function n w application ) 

De ign and appearanc 280 41.5 29.3 ::!9.3 0.00 () ()() 3.8S 

Productivity tool of choice 280 39.0 2.4 22.0 2.4 14.1 3.75 
(can do everything on these 
de ices) 

Attractive prom tional offer 280 0.00 39.0 2.1 34.1 2l.4 3.~ 

from mobile phone operations 

Word of mouth (friends 280 48.8 0.00 0.00 }.t.l 17.1 3.3•1 
peers, affiliations and family 
use mart Phone) 

Technology investment is 280 4.9 43.9 22.0 4,Q 2·l.4 J.30 

focused on smart phones 

They're getting cheaper 280 0. 
-_-

0.00 'J.9 26.8 6H.O _;-:io 

Total 280 

Sour e: Research data. 

As shown in table 4.1 0, mo t of the re pondcnts indicated that new tc hnolo ') \ a th' mnj r 

factor that contributed to the pur hase fa martph ne with a m n f (3.gR). 'I hi • du In 

the emerging technological trend in them ile ph n indu ·tr). 

Respondent indicated that d ign and appearance of a martph n \ a an th ·r fu 'h r lhal 

indicated that martphone impr ed their pr du tivity due to the abili • of th martph n • to 

perform various applicati n at the same tim \\ ith a mean f (3.7 ). 
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orne of the re ponden · ndicated that pr m ti n 1 m m hil p 

manufa turers increased their demand of bu>ing the m rtp 

du to tifl' comp titi n from mobile bmnd . 

mouth fr m lh ir friend e r and amity mcmhcr c n cmin Sm rtph 

rd 

influ n d th 

buying b haviour with a mean f(3.34). 

Mo t of the r p ndenls indi atcd that techno{ gy in Lm nt in the m bil p nc in lu r h 

manufacturers had re ulted to increased demand t purch · th martph n "ith 1 mean t f 

(3.30 . This wa Jue to rapid techno! gical chang that \i m· rtphon • 1< I · n u 

advanced compared to ordinary m bile phon that were to in, alu in the market with. m • 

of(3.30). 

orne of the respondents indicated that the pri f. mart ph n in th market ' r · r ·lutiv l 

expen ive but ome were pur ha ing martphone du • t th ir cap bility r · >ardlcss < f the pri • 

with a mean of (2.20). 

4.12: martphone pecification tbat innu nc the purchase 

Resp ndents were a ked to indicate th p cificati n that inOu n ed th pur ha a 

Smartphone and indicated a shown in Table 4.11: 
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Ta 1 4.11: p ification of th martphone that influ n d lh pu~h 

1N r=-

trongly r lod ·r:att', i r Iron •1. 
agr U · •r · 

martph ne pecification 
that influence the nurcbase [51 141 J31 2j 'I M ::E_ 
Ae hetic I Design (touch 280 51.2 2.4 17.1 26.8 2.4 
screen, WERTY ke board, 
etc) I 
Internet ace s I (Built-in Wi- 280 41.5 29.3 29.3 0.00 o.oo 3.61 
Fi Adapter) 

Price 280 2.4 2.4 22.0 34.1 J?.o J.ti I 

Screen Size 280 0.00 2.4 39.0 34.1 24.4 J.SI 

. 
Media /Entertairunent-(Music 280 0.00 O:oo 48.8 .. ·I. I 17.1 J.J·t 
Player and Formats 

User friendly (Simplicity) 280 43.9 4.<> 22.0 4.9 2·CI 3-:Jo 

Brand 280 34.1 34.1 4.<> 26.8 0. :!.20 

Battery Life 280 51.2 2.4 29.3 14.6 2A 2.00 

Busines Supports 280 46.3 2.4 34.1 14.6 i~A 1.91< 

Memory Capacity 280 56.1 0.00 39.0 0.00 4.'> 1.11 

Total 280 

So11rce: Re earch data. 

As showr. in table 4. I I. m t of the re pon<.len · were innucn ·d t purchase th srnurt ph n 

due to improved feature which in luded ae thctics. de ign, I uch . r n. and lJ' •c rt. kc)h a d 

with a mean f 3.68). Internet acce and built-in Wi-Fi adapter \ a a feature t1 at inOu n d 

resp ndenls t purchase a martphone with a mean f (3.63). me nf th · r~ pnndcn in i · tc I 

that the price of the martphone innuenced them to purcha c a martphonc du t th • <J ualit · 

aspect a ociated wilh the rricc with a mean of(3.61). 



cr n ize was another eaturc indicated b> r pon en th t d nnin 

martph ne " ith a mean f 

resp nd nts to pu rcha e t h 

.51}. Media and cnt rtainmcnt were 

m rtphonc ' ilh <~ mean o 

tu 

pur 

th t 

lh 

indicated that user friendly peel of the martph nc influcnc d th rn to pur ·h ·it " ilh 

of 3.30 . Re p ndents indicat d that the brand of the martphon~ in flu ·n d them t , 

the martphone with a mean of 2.20). 

th 

Als s me of the resp ndent indicated that batt ry life c ntribut d t) th pur hn · of th • 

martphone with a mean of (2.00). Busine ·s up rt fcatur • of th 

specification that contributed to the purch c f the martphonc ' ith a mean t r I. &). I h 

reason was that, the martph ne supported businc applicati n like clling n I h •yin • thruu •h 

the internet. The ability of the martphone t tore a large am unt of infonnatinn ''" • I ·atur 

that resulted to the purchas ofthe martphone" ith a mean f(l.ll). 
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-U3: pplicatioo that influence the u ge of 

Respondent w re , ked l indicate the fact lr that influcn rh 

indicated a sho' n in 'I able 4.12: 

Table 4.12: pplicatioo that innuence the u ·age of rnarrphon · 

N 
try .rt~al lod rlf II 

great c•tent c tent c I If lit I 

trlent II 

Factors that inOueo e u age of 151 141 131 121 
the Smartpbones JIJ Mean 

£nstant messaging (push mail / e- 280 I I 6 3.8!1 

mail alerts) 2.-1 29 3 2.4 
51.2 

DownJoadable Application 280 46.3 2.4 3·1.1 I.U 2.'1 3.76 

Access to social n~twork site 280 
56 .• 0.00 39.0 0. 0 

4.') 3.71 

(blogs, facebook, Tweeter,etc 

Teleconference 280 61.0 0.00 2.4 36.6 000 J.fiK 

Different options to inteml!t 280 3.63 

access (wi-fi, LA ) 61.0 0.00 2.-1 (, ,6 
II 00 

Support multiple E-mail accounl!i 280 61.0 0.00 2.4 1( .b 000 JJ,J 

Video (skype, conferencing) 280 3(>.6 3.'i l 

0. 0 0.00 2..1 61.0 

Playing games 280 39.0 2.$.4 0.00 34.1 VI 3.3·1 

Receive and review documents 280 48.8 0.00 0.00 34 I 17.1 3.30 

(edit Microsoft ~ ord, Excel and 
PowerPoint files 

Take pictures (High resolution 280 43.9 4.9 22.0 4,11 24.1 3. "0 

camera) 

Managing personal time and 280 34.1 34.1 4.9 2/I.K 0.00 :1.111 

schedules (smartphone handsets 
can function as personal 
organisers, with electronic diaries, 
contact lists, and automatic 
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.,. reminders) 

Manage work life ( enabl 280 14.6 3 16 
effective communication with 
wor team through corporate e- 1.2 2. 29 2. 
mail access to company 

I computer network, etc) 
-Security featur 280 46.3 2.4 34.1 14.6 2~4 3.12 

Information sharing (dat can be 280 - --:9 -J.lllf 
received and transmitted via a 
smartphone such a large e-mail 56.1 0.00 39.0 0.00 
attachments or data fil es from 
web ites) 

Handling of many . pplications at 280 43.9 4.9 22.0 "' .') 24 1 3~ ()(. 
the arne time 

Send or receive text 280 0.00 29.3 29.3 0.00 41 .~ 3.02 

II Play music 280 2.4 2.4 22.0 39.0 34.1 :lJfu-

Record a video 280 0.00 2.4 39.0 14.1 24.4 2.CJ8 

Multimedia Messaging Services 280 0.00 0.00 48.8 "\4.1 17.1 2.96 

(MMS - include animation , 
~hies and music in a message 
Watch a video I movie 280 51.2 2.4 17.1 26.8 ".4 2.7 c1 

Post a photo or ide online 280 

·~ 
4.9 26!1 0.00 -2.74 

-
Doonlin banking 280 Sl.l 2.-1 29 J 2.4 I IJi 2.7.2 

Allo you to enter, monitor, 280 ,- _9.3 
29.J 0.00 2 6K 

track, and search for all sorts of 
information (news coverage, 
weather reports, traffic 
information, GP , MAP , et ) 

Make I receive call s 280 2A 2.4 22.0 39.11 ll2 2.~6 

Do online hopping 280 39.0 2..1 0.00 34 I 24.5 2 411 

Smart phones are the hot area for 280 48. 1 0.00 0.00 34.1 17. 1 2.3 11 

mobile business oftware 
developers 

Total 280 

Source: R earch data . 
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s sh \ n in T blc 4. J 2 n: ·ptmd nt indi t cl th 1 in 

that ontributed I incrca ·ed u ·age of Smartph< nc in th n 'I 

wnloading ability b) the Smartph nc wa a feat 1rc that cuntrit utc 

m 

martphom; in the mark t with a mean f (3.76 . /\cce s tn . uci,al net\ ork 11 • lik hln •s 1 

book and tweeter was an application that contributed to incr ·:1 . d u · •c n . m nphon in h 

market with a mean of(3.71 ). 

ome of the re pondentr indicated that teleconfcr ncing ' ns n appli atiun th, 1 , nntrilan d to 

increased u age of martphone in the market ' ·ith a mean of (.l . lH). R spond ·nts incli 'll I that 

different option to internet accc s like Wi-Joi and L N wcr • pplication th 11 incre d th 

demand of the martphone in the market \ ith a mean of ( . 3 ). Support muhipl • h-mail 

account application of the , martph nc contribut d to in rca:·cd demand nf th Smurtph :m in 

the mark l with am •an of 3.61 ). · rne f th rc ·(l(mdcnts indica! d th t ·id ·n llnfcrcncin • tnd 

kype application led t increased usag oft he Smart phone in th market \ ith a mean uf (J. I 

Playing games application ofth • manph n • r·. ullcd to im:rcascd usugc ot th • Stnnrtphora ·' tth 

am an of(3.34). 

Recei e and review docum nt applicability like edit Micr · ,n Word I· l ' ·I unl Po"' rPnint 

file in the martph nc c ntribute to incrca · d usage of the Snwrtphon · in lh • nw t ' ith .t 

mean of (3.30). The appliCCJtion f taking high quality piclur incr !aS d th u a ' of an.trt 

ph nes in the market with a mean of (3.20). Managing pcrs nnl lime and <:h ·dull·s an 

applicati n re pondents indi atcd contributed to incrca cd usage of the martphnn in th • mar 'I 

with a mean of (3. 18). 
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anaging \ ork life nd fTccti c c mmunication ith w rk 1 1 throu 1 .. H, ..... n,.,.. 

ace s l mpany computer n tw rk wa a major &.~pplicutiun th t rc ull d ro il r 

martphone ' ith a me n of (3.16). Ad,an c . curity appli ati m th 

another factor indicated by re p ndcnts that contributed to the u •c uf 

market with a mean r (3.12). Inform ti n haring applic:.bilit catur 

-m il 

influenced th increa ed usage of the smart phon · in the mur ·t \ ith a 111 • n n ( .IlK . II ndlin , 

of many applications at the arne tim by the Smartph n · also contrihut d to th • in rca c J u 1 ,,. 

with a mean of (3. 6). 

end or recci e te l application f the • martphone c ntrihut cl to im:r ·a l'd usa • nl th 

martph ne in the market with a mean f ( .()2). The music · pplic tinn < f rh Smartphon ~ 

influenced r p nd nts to purchase it\! ith a m n of (3.0 ). ideo rc rding .Jhitit nmtrihut 

to increa · d usage f the martph nc with a mean of 2.9 ). Multimedia 1 •in • S rvi 

(MM ) incre. cd th demand of the . martphonc in th market \ ·ith a m an ol f2.<>6 • I 

roo iel photo application of the martph nc influenced the r · p( nd nts tu pun.: has it \ ith 

mean of 2. 7 ). nl inc hanking applic ti n of the Sm rtph( nc ontrillutcd to in ·as 

the martph ne in the market due to minimal costs ns ociated \\ iah mean ol (2.72). 

Ability of the , martphone to allow u cr to ·ntcr, m nitor Ira k, ml s :1 h ur II urt 

in{; rmation including new c vcrage, weather r ports tratli information (,ps • .tnd n1.1p 

contributed to incre ed usage of the martph me in the rn .. rk t \\ iah m 1 of (2.6H . ·r h 

ability f r p nden to mak call and receive b u ·ing a m rt phone contri 

u age f a smart phone in the market \ ith a mean of {2."i6). J) onlin herrin \ ' '" 

application f the martphone that was uggc t d by re ·pondcnls contribute tn incr d u . g~: 
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of th martphone \ ith a mean of (2. 8 . t me rc p md nt 

application of de elopin, Owarc" a maj ,r f:1c1or that ntrib 1 

martph ne in the market martph ncar rh • hnt •trca fc r m bi l • tsm 

with a mean f (2. 8 . 

4.14: Factors ontri utcd to growth of mart phon p n trntio 

Re pondcnt were a ked to indicate th ract r contributed l gro\\th I r 
and indicated as hown in able 4.13: 

Table 4.13: Factors contribut d t growth of mart phon p ·n •t tion 

N 
·-r 

f) ~r~at lotJerate m II 
~r t ten I t nl nlent ul 
e t nt II 

Factors contributed I grO\ th of mart 
phone penetr lion 

(51 J41 131 lj_ ill 
fnstant me saging (push mail / e-m il 280 IU 

alerts) 2. ~9.1 2. 
51.2 

-
Down! adabl · Application 280 46.3 2 . • 14. 1 I u, -

~~ 

Access to social network it s (blogs. 280 
0.00 '>.0 0.00 

19 

facebook, '!" weeter,etc) 
6.1 

~ . . -

Teleconference 280 61.0 0.00 2.4 )(I (t 0,00 

--
Different options to internet a css (wi-fi, 280 
LA ) 6 1.0 0.00 2.4 (.t 

11 00 

Supports multiple E-mail accounts 280 61.0 0.00 2.4 J(i .(, 0.00 

Video ( kype, conferencing) 280 16.6 

0.00 0.00 2.4 61.1 

Playing game 280 39.0 24.4 0.00 3•1.1 2.4 

Receive and revie document (crlit 280 -48.8 0.00 0.00 3-l :ll- 17.1 

Microsoft Word, Excel and PO\\erPoint 
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~~~~~ 
3.118 

3.76 

:1.71 

J t1H 

. - :""('] 

3.61 

3.51 

3.34 

3.30 



files - -

T ke pictures (High re olution c mcra) 280 4J.!) 4 .'1 22.0 4--:9 24A 3.20 

Managing personal time and 280 34.1 34.1 1.9 '26.8 0.00 -l.fB 
chedule (smartph ne hand et can 

function as personal organi ers. with 
electronic diarie • cont ct li t ·,and 
automatic reminders) I 

Manage work life (enable effective -
280 llti 31 

communication with work team th ugh 
~1.2 -··· 

2?. 2..f 
corporate e-mail , cces to c mp.my 
computer network, etc) 
Security features 280 46.J 2.4 1-t . l 14 (i 2. 1 3.12 

[nfonnation sharing (data can lx! n.-c ived 280 1.1J J. OR 
and transmitted via a sm rtph ne, uch as 

6.1 0.00 l9 0 ()(){) 
large e-mail attachments or data fil 
from websites) 

Handling of many applications at the 280 4 .9 4.9 22.0 4.9 24.~ J.(f6 
arne time 

Send or receive te t 280 0.00 21J.3 29.3 O.OCI .u.s 3 . .n2 

Play music 280 2.4 2.4 2".0 -.w.o :fl. I J.Oo 
- -·-

Record a vide 280 0.00 2.4 39.0 J4 I 21.4 2,11H 

Multimedia Messaging Services (\1MS)- 280 () 00 0.00 4H.H 34.1 17. 1 2,f)(, 

includes animation, graphics and mu ic in 
a message --- - "'so -
Watch a vide I mo ic 51.2 2.·1 17.1 l (,.K 2. 1 2.11 

-- --
Pot a ph to r video online 280 J..$.1 J.U 4.Q 2ti.8 () 00 2.74 

Do online banking 280 51.2 2. 29:3 2:-f 14,(1 2.72 

Allow you to enter, monitor. tracl.., and 280 41.5 29.3 29.3 0,00 2 (Ill 

search for all or1 ofinfomHtlion (new 
coverage, weather reports, traffic 
infonnatioo, GP • I P . etc) 

Make I receive call~ 280 2.4 Z..l 22.0 J'JJI J. l .2 2.Sii 

f~-I~ 

Do online hopping 280 3'}.0 2.4 0.00 3 .:1 . 1 2. 1K 

Smart phones are the hoi areu for mobile 280 48.8 0.00 0.00 34.1 17.1 i3K 

business software developers 

Total 280 

Source: Re earch data . 
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hov n in Table 4.13 r ·pondent indic t ·d · hat in tant 01 ''" \ 

c ntributcd to increased gro~th of martphnnc in th mar· l "ith 

ownloading ability b. the martphonc \ a a fi ctor that c ntrihut 

martph ne in lh market v ith a mean of 3. 76 . Access t social n 

m ' r 1c r th tt 

b ok and tweeter wa a fact r that c ntributcd t incrcas I u ' , f martphnn 111 th mar · 

with a mean of (3. 7 I ). 

orne of the respondent indic ted that t I < nfl rcncin wa an lut:tor that ·ontrthu d to 

increased g wth of martph ne in th market\ ith a mean of ( .68). Rc pnruJcnt indi .tt • I th Jt 

different opti n t internet a ss like Wi-fi and LAN were factor. that inrrc.t I the •rm th of 

the martph ne in the market with a mean f (3.6 ). upport multiple h-mail u '' 

the martph ne contributed to increased demand ofth •. murtphnnc in the ltlark ~ ith · m .m f 

(3.61). 

orne f the r spond nl<; indicated that id · > confcn:ncing and to 

increased gr v.th of the martph nc in the mar ·ct ith a mean of . I). th 

th martph ne re ulted to increased gr wth of the. m rtphunc with a mcun (3.34). I( c ·iv · 

and review d cumenl! applicability like edit icrosofi urd. Lxcel <Jnd Pm crPoint file!> in th 

martphone c ntribute t incrca d growth of the . martphonc in th · markl'l ' ith a ml':lll )I 

(3.30). The factor f taking high quality pictur incrca cd the usage of smurt ph1 n · in th 

market with a mean f (3.20 . 

Managing pe onal time and chcdulc v a fact r rc p ndcnt indicateu t:ont• ihutcd t incr · I 

growth of the .. mart ph ne in the market with a mean of (3.1 R . 1anaging ( r · lifi· an,J fl 

c mmunication with work teams Lhr ugh corp rate ,-mail . cc s to mp.m cumput r 
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network wa a major fact r that re ultcd t 

(3.16). Ad\ anced ccurity appli atiCJn of at 

d g 1h o m.r ph 

that c ntributcu to the growth of a smart ph n · in th m. rkct ith 

sharing applicability feature of the martphon inOucn cd th in 

ph ne in the market' ith a mean of (3.08). 

i&h m m 

In 

oth of th · m n 

Handling of many applications at the same time by the Sn11r:tph nc ul ) u ntrihut • J to th 

increased growth with a mean of (3.06). Send or ret:ci c tc. t a plic. tinn f:t tnr 1 th 

martphone contributed to increased growth uf the martphonc in the m sr 1 with a m un of 

(3.02). The music applicati n fa tor of th • . ·martphonc inllucnc d rc pnndcllls to purd a · it 

with a mean of (3.00). Video recording ability ontrihut d t th 

martphone with a mean of(2.98). Multimedia 1c saging crviccs ( iS) incrca c th • •rm th 

of the martphone in the market with a mean of (2.%). 

Video I mo iel photo applicati n f.1ctur of the . martphu11 • intlucn c I th · r pon I nts tn 

purchase it with a mean of (2.70). nlinc banking ;tpplic 1hility f11 tor of th · . rnartpht n· 

c ntributed to increast!d growth of the . mart phone in th murkct du to minim.!l \:O ;t .1 o iutcd 

with a mean of (2.72). Ability of the martphonc to allm u. ·rs to ·nt ·r mnnitnr ll 1 ·k 111 I 

search fl r all sort of infl rmati n including nc\\ coverage. \\ • thcr r"pnrt '> tn1fli • infonn tiun, 

PS and maps c ntributcd t increased gr "th of the mar1phnnc in th ·mar 1 \ ith u mc•m ul 

(2.68). he ability of re pondcnts to make call and rct:cive by using a murt pl. nc contril 11 ·d to 

increased gr wth fa smart phone in the market with a mean of (2.56 ). 

nline shopping "' as an application f the Smartphone thut wa ugg~ tcd b) rt: p nd nt 

contributed to inc rea ed grO\\Ih of the • mart phone with n me n of 2.4R 1. ·orne r · I nd ·nt 

44 



indicated that martph nc i.tpplicution of d 

to increa ed gro-. th of the . ·martph< nc in th m rk t ·nh 

4.15: o ial need · that inOu nee the pen tr tinn a 

Re p ndents were asked t indicat the 

Smartphon and indicated a sh wn in Table .14: 

Table 4.14: ocial needs that influence th pcnetrJtion and usag ur 111:1 on· 

N 
trungl 1od rat , rrun I · 

a ree , gre Oi r I i r 
ocial needs tbnt inOueocc the 

penetration and u age or 
Smartphone 151 141 131 J21 111 _!l('llll 

Communicate I Stay conne ted 280 43.9 4.9 22.0 4.9 2ol.4 J.RH 

with others I tay in touch 

Networking through social and 280 41.5 29.3 2'>.1 o no 0.00 ).88 

professional networking ites 

- ~rr 
Keep abreast on current affairs 280 39.0 2.4 22 () 2. 1 .71 
(news, sports, politics etc) 

To be perceived as being tnmd) 280 3').0 2.4 0.00 14.1 24/1 J.71 

''with if" 

To fit in with the cial eire~ 180 48.~ 0.00 0.110 34.1 i7.l 3.63 

As imilatc I influence n n u ·ers 280 51.2 2.4 17.1 2(t.8 2.~ 

to acquire smart phone .tl 

7 i" r-- ~ No need to work late or ' ork 280 51.2 2.4 17. 1 -6. -· ,(> 

over the weekend , thu more 
time with family and friend . 

·- liz-Consumers are getting addicted to 280 1.2 :!9. 2. 
3.30 

their mart phones .4 

-

280 2.4 3.20 Smart phones are encouraging 46.3 ... .t .l I .6 
voice calls I data 

Total 
280 

·--·- --
Source: R earc:h data. 
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s hown in able .14. mo t of the r pond ·m indi • t 

touch with their friend and s cial ncmor ' ere th 

and u ge f the martph nc in the market ith a m ttl 

indicat d that keeping in touch ith current affairs lik • n \ 

percei ed trend w rc me f the social fi:l tur~ that 

martphon with a mean (3.71 ). 

To fit in s cia! circle , ability to innuence non u ·rs, and f.1mily inlcra ti 111 \\ r · iul factur~ 

that contributed to penetration and u ·age nf. murtphon s "ith a m •· n of ( • , 

martph ne wa a fact r c nlributcd t penetration nd US<J '· of Smanphonc. •ith a m Ill uf' 

(3.30) while encouraging voice of martph nc was a factor thut contribute I tn pen ·twti n an I 

usage f Smartph ne • ' ith a mean 3.20). 

4.16: Attribut that influenced the pcnetrati n and u:ag of. martphon 

Re p ndents \ ere asked to indicate the • 

martphon and indicated a sh \\ll in Tabl 4.15; 
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Pre iou brand experien e 280 22.0 

Good user experience (et y 280 22.0 

na igation between application 4. 17 

and ervice) 

Total 280 

earch data. 

A hown in Table 4.15 real performance feature like fn t Wch hrowsin ' , nd ·-mail u and 

extensive aller ale supp rt contributed 1 thl: pen !ration <111d usa •c of a • martphon ' ith 

mean of (4.34) while pre ious bnmd experience nd g xl us r · 

contri uted t penctrati nand usage of a Smartphon \! ith a mc·m f (4. 17). 

4.17: ommonly U cd martphon Brund. 

Resp ndent w r a k d 1 indicate th mmonl u c I Smartph( n · I r ncl :mu indknt I a ... 

sh wn in able 4.1 
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Table 4.16: mm nl ed martph n Dr nd 

Brand c mmool d f'r CJUCn t• r l:t (•') 

~ 

Nokia 69 .. 
Sam ung so 111 

IDEOS 
·-

31 
~. 

I 

Bla kberry 28 -~ 

~ 

i-Phone 24 9 

·-HTC 18 h 

Techno 16 h 

LG 16 6 

Sonny Cricson 13 5 

·- ·~ 
AJcatel II 

T tal 280 100.11 

Source: a carrh data. 

A h wn in Table 4.16 25% of the rc pond nt. indica! d that ukin hrand th • mn 1 

commonly u d • martphone brand in the mark t. I R% o them indicated th t 

second in ranking. Ide was rank d third with II% of th • rc p md nts. 10 :. ol th 

ranked the Blackberry a the fl urth brand. 'Yo of th • P p nd nts runk d 1-ph '" 

Techn , and L , were rank d ixth du to in dcquatc prom t1 n frnm manu u tu ·rs u nrth 

re pondents ranked nny :.ric n e enth v.hil • 4 Yo nf them ranked ighth. Bmn I 

Prom tions wer reas n - gi en by re p ndents th t c ntrihutc l hmnd 

am ng consumer . 

4.18: Factors that influence the choice of hrand ofth martpbon 

Re p ndents were ask d t indicate th fact r that inOu ·n d the h i c c hr nd 

manphone and indicated shown in Tabl 4.17: 
18 



Tabl 4.17: actors that influcnc the ch uf brand of the ' martphonc 
~ 

\'tl") •rr I rtlll ll>dr U: mall 'ol at 
hltnl t&ltnt uttnt utrnt •II 

Futon tlat lo Outo e lbt cboice of brand or 
the Smartpboot lSI 141 IJI 121 Ill \I tan 

Aesthencs I Oestgn (color. touch scrct.:n, 280 41~ 2'> 3 29 3 000 () 00 3.68 
QWERTY keyboard, etc) 

Recommendation b\ fri.:nds/fam•ly 280 24 24 220 000 73.1 363 

r--
39.0 

---
Variety of appliCllucns 280 000 -- 2- 3·1 I :N·I 3.34 

User friend ly (Simple 1 use) 280 3.30 
61.0 000 24 36 6 

1)0() 

Battery Ltfe 280 330 
61.0 000 24 j66 

000 

---- ooo-Afttr sales SupportS 280 61.0 000 24 66 3.30 

Memory Capocily 280 000 3.30 
0 ()() 61.0 2~ 36 6 

Recommendation by mobile phone Slorc 280 48.8 000 000 34 .1 17 I 3.12 

Affordability 280 48.8 000 000 341 17 I 3.12 

Reputnble brand 280 48.8 000 000 34 I 17 I 3.12 

Is classy 280 411.8 000 000 341 17 I 3.12 

Cocnphmenb my hfcstyle, makes me feel 280 48.8 000 000 34 I 17 I 3.12 
complete 

Screen Srz.e 280 43.9 4.9 220 4Q 244 2.88 

Durability 280 ·13.9 49 22.0 4Q 244 2.88 

Open source operaung system 280 43.9 49 220 49 24.4 2.88 

Closed source operating sy.,tem 280 43.9 4.9 22.0 -19 244 2.88 

Lack of I mmimal counterfeits 280 43·.9 49 220 <19 2..1 4 2.88 

I 
Size 280 43·.9 4.9 22.0 <19 2..1.4 2.88 

Total 280 

Source: R earcb datu 
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s hown in tab I 4.17 mo t of the re p nd nt w rc in flu n to pun;ha the sman ph nc 

due to improved feature whi h included a ·th ti s de ign, t uch r en. and q\\crt kcyb ani 

with a mean f 3.68 . R c mmendati n by friend. an I family w a fc tur · that inl1ucnc J 

resp ndents ~ purchase a martphone with a m an f (3. 

orne of the resp ndents indicated that the vari f application of th . martphonc inllu need 

them to purchase it with a mean f (3.34 . . er friend! long Ia ling hattery and m mory 

capacity attribut s of lh martphone contribut d L increa cd purcha wilh a m an f (3.3 ). 

Recommendati n by m bile phone store, affi rda ility reputabl brand, clns~y , compliments self 

esteem were factor rcsp nd nt indicated that influenced th m t purchase the • martphonc with 

a mean of ( .12). Screen ize durability pen ource perating sy t m. lack of I minimal 

counterfeits, and size f th . martphone wer factors that c ntributcd to r pond nt to pur ha 

the martphone with a mean of(2.88). 

4.19: Smartpbone source of information 

Re pondents were asked to indicate the Sour e of infi rm tion vith regard to th purcha e of a 

Smartphone and indicated a hown in able 4. 18: 
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T bl ·t18: martpb ne urc of information 

Sourc of informati n Frequenc P rccotag (%) 

R ie s from the internet 9 r 

Friend I family recommendati n 83 30 

Recommendation from a generaJ r tail outlet 31 II 

Recommendation from U1e brand representative (retail outlet., pitch d 28 II 
tent, r ad sho\ s, etc) 

Written media (newspapers magazines, etc) 29 II 

Recommendation from mobile ervice operator (Safaricom, Airtel. Yu, 24 9 
Orange, etc outlets) 

Visual media (TV movies, etc) 16 6 

Audio media (Radio etc) 16 6 

Total 280 

Source: R earcb data. 

s shown in Table 4.18, 30% of the resp ndent obtained information from fri nd and famil 

mem ers to purchase a martphone. 25% of them they indicated that they r cei ed information 

from the internet. 11% of them indicated that they btaincd inti rmation li m print m dia and 

retail outlets. 9% f them indicated that they tained informati n from mobil ·ervicc operator 

like afaricom Airtel Yu , range and other utle like dealers. 6% of them indicated that they 

obtained information fr m Vi ual media lik elevi ion and Radio ad erti erne t . 
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ARY, 0 

-.llntroduction 

This chapter summarizes the major findings f thi ·tull . Thi tud ought tn find >Ill th 

fa to contributing to the p netration and u of martph ne in Kenya. In additi n, thi chapter 

provide a direction for furth r .tudi and also giv m r commendations for p !icy making 

by the relevant authoritie . Questionnaires ' er u cd t gather primary data. rh • questionnaire 

compris d of b th clos d and open-ended que ti n and were tri tl admini tcr d by th 

researcher. 

5.2 Summary 

Thi tudy sought to establish the fact r c ntributing to the penetrati nand u e f martphones 

in Kenya. Attribute , applicati ns pccificati n s ~ial factors and brand awarcnc ' ere maj r 

factors that c ntributcd t the u e and penetrati n of th martphon s in the marl et. Due 

technological changes in the telecommunicati n industry and change of cu tomer ta. tc anti 

preference and changing bu iness envir nment, mo t f the con umer are no\ neccs ita d l 1 

own and use advanced martphones to enhance their social and bu ines life. martphon 

manufacturers should be in a po ition to pr m te and create rand a\ arene in order to achieve 

profit maximizati n and c st minimizati n. h ir p siti ning strategi s should cmpha izing on 

the marketing mix trategic which include· product trater:,')', pricing strategy pr m tion 

strategy, distri ution strategy people strategy, process strategy an physi al viden e. 

The study esta I ish d that m t of the consumer were influenced b their friend and family 

members to purchase a mart phone. he tud e tablished that the fa cinating featur s f the 
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martphone whi h included aesthetics de ign and app arance incr a d the u a • · and 

penetration of the mart ph ne in the market. It wa establi hcd that ial lass played a major 

role in the u age and pen trati n of the martphonc in the mark t. ll \\'<J c~tabli!->hed th, t 

busine application features of the martphoned increased the u age and pen !ration f th~: 

manphone in the market. It' as established that rand av arcnes campaign though print media 

and electronic media by ph ne manufacturer played a maj r rol in the usage and pcnetr lion of 

the martphone in the market. 

3 Conclu ion 

The findi ngs indicate that phone manufacturer · endeavor t achieves me comp lilive advanlag · 

over their competi tors in the dynamic busines en vir nment hy u ing differ nt ad anced features 

of their product in order t attract and retain a large market share. They emphasiLed that phon 

manufacturers should position their product fr m different perspectives which included; pr du t 

strategy, pricing strategy promotion strategy. di tribution strategy. people strategy, process 

trategy and physical evid nee. It is conclu ed that if a proper mechani m i · 11ut in place by 

martphone manufacturing c mpanies a large number of consumer ar likely l) purchase their 

products thus incrca ed market share and pr fits. 

5.4 Recommendation 

5.4.1 Policy Recommendations 

The tudy found out tha quite a number of fi aturc of the martphone contributed to low 

adoption of martphones in the Kenyan market. herefore thi tudy recommends that 

martph ne manufactur rs should improve their produ t like durabil ity of lhe battery life to 

enable users perform many applications on the de ice. he study found out that m t f the 
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onsumers had little kno lcdg n martph ne. There~ r . this stud · rc ommcn that 

martphon manufa turcrs should conduct ag re tvc markctin mpaign to s ·nsiti:z • th 

publi 0'1 the benefi of the martph ne t=omparcd 1 ordinar. ph nc . 

The tudy found out that martphones are c. pen and targeted a particular · ial cl s. 

Therefore the stud rcc mmends that lh go ernm nt . hould int rv n h> r ducing I vic 

charged on mobil ph ne dealer thus making it ea ier fi r ordinar)' Kenyan· t pur ha c 

martphones. The tudy fi und out that mo t of the con umcrs did n t alue much fi alur of 

the martphone ince they did not have kno vlcdgc n techn I gical advancem nL . 

Therefore the study recommends that the ovcmment should ~ rmulat policies that cnabl the 

Communication ommissi n of Kenya to establi h digital training centre in urban and rural 

areas where Kenyans will e enlightened on c mputer application kills. lnt rnet connectivity 

through fiber Optic cable initiative by the G vernment of Kenya is nc of the major • ocial 

economic developments that will make Kenyan recogniz the value of telccommuni ati n in 

their day to day operations. 

·.4.2 uggestions for Further Research 

Future studies sh uld cx.pl re the reas ns b hind the fa to contributing to the penetration and 

use of martphones Kenya. Rcsearche should go ahead and e tabli h the rea ns b hind the 

penetration and u e of . martphone Kenya. future studies will minimize the marketing 

challenge experienced by martphone manufacture in the market hence competitive dg 
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1 am current! conducting a tudy n martphon and would like t 

regard to th i . 

k u f·\ qucsti ll1 in 

The Inforrnati n y u pr vide will be kept tricll anonym u. and c nfidenti.J and \\ill b u cd 

solely for the purp e of the tudy. 

Your honest feedback will be highly appreciated 

Defmition of a martphone 

The term martphone refers to a programmable m bile phon that fll r· advan cd capabiliti 

and features that help individuals in their dail w rk and personal life. It contain. functi ns uch 

as instant messaging d wnloading application , utilizing in{; rmation servic s such as Wifi and 

Global Positi ning ystem (GPS) and entertainment 

·on A: General information (Tick as appropriate) 

1. Respondents arne . ...................... .............. ............................................. . 

2. Respondents Telephone Number ............. ................................ ........ ..................................... . 

3. ender 

a Fem~le ) 
b) Male ( ) 

4. Whati y ur age bracket? 

a 21 - 30 years ( ) 

b 31-40 year ( ) 

c 41-50 years ( 

d) ver 50 years ( ) 

5. What is y ur current I highest le el of edu ali n qualification? 

a Post graduate level Masters, doctorate( ( ) 

b ndergraduate ( ) 

c) Tertiary College ( } 

d econdary ( ) 
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6. Occupati nal tatu (tick ne 

a) tudent ( 

b) mpl yed ( ) 

c nemplo ed ( ) 

d) elf mployed I bu ine p ron ( ) 

7. Which m bile telephony service pr vider/s are you currently u ing? 

8. Who is the provider for the fM card you MAIN Y 

you use most often? ( ne an wer only) 

Qn. 7 Qn8 

Currently Using 

13y 'mainly' I mean\ hich one do 

Mainly se 

a) Safari com ..................... l..~y,.,..,.,,....,T"", __ __, 

..-------.1 
b) Zain/airtel... ................ :=l ===~ 
c) Orange/ TeiKom ........ ~ 
d) YU .............................. :=I ==~ 

9. How many active SIM card/s do you currently have? By active, we mean the) are operational 

and you are using it/them currently either in your phone, or M dem? 

One { ) 
Two ( 

Three ( ) 

Four ( ) 
Over four cards ( 

Section B: Factors contributing to the purcha e and usage of martphones (Tick a · 

appropriate) 

10. D you own a martphone? 

a) Yes ....... . ............ ( ) 

b ····················· { )< LO 

11. How did you acquire the. martphone? 

a) Purchase (self) 
b ift 
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Provided by employer ( ) 

d) ottery I prom tion I competitions ( ) 

L. Ho' long ha e you owned a martphon~? Tick as applicable) 

a) Le s than two years 
b) 2-5 year 
c) 6-10 year 
d 0 er 10 years 

( ) 
( 
( 
( ) 

Qu tion 13 i appli able to tho c wh purcha cd a mar phon m uc tion 11 bo e 

13. In general t what extent did he following factors innuenct: y ur decision t purch c a 

martphone? 

U e 1- tat all 2- mall extent 3-M derate e t nt 4- r at c t nt an 5-Vcry great ·tent. 

1 2 3 4 5 

Newest technology (e.g. n w functions. new 
applications) 

Design and appearance 

Productivity tool of choice (can do everything 
on these devices) 

Attractive promotional offers from mobile 
phone operations 

Word of mouth (friends peers, affiliati ns 
and family use mart Phones) 

Techn logy investment i focu ed on mart 
phones 

They're getting cheaper 

14. pecifically, to what extent do you agree with the following martph ne p cifications a 

having in flu need your purchase decision? 

Use 1- trongly Di agree, 2- Disagree 3- Moderate 4- Agree and 5- trongly agree. 
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'I J 2 3 4 5 

Ae thetic I Design (touch creen, QWERTY keyb ard, ·t ) 
l 

lnternet access I (Built-in Wi-Fi dapter) 

Price 

Screen Size 

Media !Entertainment (Music Player and F rmats) 

User friendly (Simplicity) 

Brand 

Battery Life 

·- - --
Business Support 

Memory Capacity 

15. To what extent do the following factors influence usage ofthe Smartphones? 

Use 1- ot at all, 2-Small extent 3-Moderate extent 4-Grcat extent and 5-Very great extent. 

1 2 3 4 5 

Downloadable Application 

Video ( kype, conferencing) 

Teleconference 

Access to s cia! network sites (blogs, facebo k. Tweeter,et 
1-

Different options to internet access (wi-fi LAN) 

Support multiple E-mail accounts 

Playing game 

In tant me aging (push mail / e-mail alerts) 

Receive and review documents (edit Micr oft W rd Excel 
and PowerPoint files 

Take pictures (High resolution camera) 
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I Managing personal time and schedules ( martphone hand ct. 
can function as personal organisers with lectronic diarie 
contact lists and automatic reminders 

Manage work life (en ble effective communi ation with' ork 
- :-

teams through corporat e-mails, acce t c mpan computer 
network, etc) 
Security feature 

Information haring (data can be recei ed and tran mitted ia a 
martphone such as large e-mail anachment or data file. fr m 

websites) 

Handling of many applications at the sam time 

Send or receive text 
-

Play music 

Record a ideo 
·-

Multimedia Mes aging Services (MMS) - includes animation 
_&!a£_hics and music in a message 
Watch a video I movie 

Post a phot or video nline 

D online banking 
- ,_ 

Allow you to enter, monitor. track, and search for all s rts of 
information ne\ s coverage, weather rep rts traffic 
information GP MAP etc) 

Make I receive calls 

Do online hopping 

Smart phones are the hot area for m bile business ofh are 
developer 

ection C: Factor contributing to the penetration ofSmartphoncs 

16. he following factors ha e contributed t gr wth of smart phone penetration. 

Please rank in rder of importance: 
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Use 1- tat all, 2- mall e .tent 3-M derate tent, 4- rcat xtent and 5-Vcr) grc. t c. l nt. 

I 2 3 4 5 
1-I----

D "vnloadabl Appli ati n 

Video (sk pe, conferen in g) 

Tete onference 

Access to social network sites (blog , facebo k, 
T eeter,etc) 

Different options to internet acce (wi-fi, LAN) 

Support multiple E-mail accounts 

Playing games 

Instant me saging (pu h mail/ e-mail alerts) 

Recei e and revi w documents (edit Micr ft Word 
Excel and PowerPoint files 

Take picture (High res lution camera) 

Managing personal time and schedules ( martph ne 
handse can function a per onaJ organiser , wilh 
electronic diaries, contact lists and automatic 
reminders) 

Manage work life ( enab!e effectiv ommunication 
with ork team through corporat e-mails acce s to 
company computer network etc) 

Security features 
-

Information sharing (data can be received "nd 
transmitted via a smartphone such as large e-mail 
attachments or data file from w bsite 

Handling of many applications at Lhe same time 

Send or recei e text 

Play music 

Record a ideo 
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~1ultimedia Me aging Servi e (MMS) - includ 
animation, graphics and music in a messag_c 

t Watch a ideo I mo ie 

1 Post a photo or video online 
I 

Do online banking 
L 

I Allow you to enter, m nit r track and earch for all 
sorts of information (new co erage. weath r r p rt 
traffic infi rmation, GP MAPS, etc) 

L 

Make I recei e calls 

Do online shopping 

Smart ph ne are the hot area for mobile busine 
I--

software de elopers 

17. The followings cial needs that influence th penetration and u ge of martphone. 

To what extent do you gree or disagree with these needs 

Use 1- trongly Disagree, 2- Disagree 3- Moderate 4- gree and 5-strongly agree. 

I 1 2 3 4 5 

Communicate I Stay conn cted with other I stay in touch 

Networking through ocial and profe sional netw rking ites 

Keep abrea t n current affairs (news sports, p litics et :) 

To be perceived a being trendy ....... "v ith it" 

To fit in with the ocial circles 

Assimilate I influence non users to acquire smart phones 

No need to work late or w rk o er the weekend thus m re 
time with family and friends. 

Consumers are getting addicted to their smart phones 

Smart phones are encouraging voice calls I data 
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18. To what extent ha e th roH,Jwing attribute in regard to a e of u e in flu n e th 

penetration and usage of martphone. 

se 1- ot at all 2-Small extent 3-Moderate e tent 4- r at ext nt and --Very great . t nt. 

1 2 3 4 

Gr a1 performance (fasr Web brow ing and e-mail u e) 

Smart phon ha e an extensive after sale upp n 

Pr vious brand cxperienc 

G od u er experien e (easy na igation between applicati n 

and ser ice) 

ecti n D: act rs contributin to tbc purchase of brand of martphone 

19. What brand f martphone do y u u em l oftcr.? (Tick on ) 

) 
g echn ....................................... . 
h ................................................ ( 
i) nny ri n . . .. . . . .. . . . . .. ............ ( ) 
j) Alcatel . . . . .. . . . . . . . . . . ... . . . . . . . . . . . . . .. . . . . . .. ( 

lh r write in) ................................................................ . ........ . 

Qu tion 20 and 21 i pplicable to tho e who have purchased a . mart phone in 

Qu tion Jl ab e 

s 

20. p cifically, t what ext •nt did the foil wing fact r innu nee ch i e of brand of the 

martphon ? 

Use 1- ot at all 2- mall extent 3-Mod rate e tent 4-Great e ·tent and -- ery great extent. 
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1 2 3 4 5 

Aesthetic I De ign (color, touch creen QWERTY kcyb ard. 
etc) 

Affordabilit 

Screen Size 

User friend! (Simple to u e) 

Battery Life 

After sale Support 

Memory Capacity 

Recommendation by mobile phone tore 

Rec mm ndati n by friends/family 

lt is cia s 

Reputabl brand 

Compliment m life tyle· make mefl I c mplete 

Variety of application 

Ourabilit 

Op n ourc operating s stem 

Clo ed s urce operating . y tern 

Lack of I minimal c unterfeit 

Size 

Other 
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21. Where did. ou get information on which brand f martphon t purcha ? (tick ne) 

Reviews from the internet 
·-

Friends I family r commendation 

Recommendation fr m a general retail outl l 

Recommendation from the brand repre entali e (retail outlet. 

pitched tent, r ad shows, etc) 

Recommendation fr m mobile ervice operat r (Safaricom. Ainel 

Yu Orange. etc utle ) 

Written media (new paper magazines etc) 

Vi ual media (TV movies, etc) 

Audio media (Radio. etc) 

Thank You for y ur participation 
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