
   

  

   

   
 

   

   

 

   

   394 Int. J. Business Excellence, Vol. 21, No. 3, 2020    
 

   Copyright © 2020 Inderscience Enterprises Ltd. 
 
 

   

   
 

   

   

 

   

       
 

Investigating the relationship between age and smart 
phone usage patterns: evidences from Indian smart 
phone users 

A.M. Sakkthivel* 
School of Business, 
Skyline University College, 
University City of Sharjah, 
Sharjah, United Arab Emirates 
Email: sakthivel@skylineuniversity.ac.ae 
Email: drsakkthi@gmail.com 
*Corresponding author 

V. Moovendhan 
Department of Technology Management, 
VIT University, 
Vellore, India 
Email: moovendhanv@gmail.com 

Githa S. Heggde 
IFIM Business School, 
#8P & 9P KIADB Indl. Estate, Electronics City, 
Bangalore 560100, India 
Email: githa.heggde@ifim.edu.in 

Abstract: This study intended to develop new categories of smart phone usage 
patterns in to three types such as professional, social and personal centric usage 
and tested the same among different age groups, i.e., young, middle, old, etc. 
with reference to finding the intentions of usage patterns among the selected 
age groups. The survey had been conducted among 150 Indian smart phone 
users belong to different age groups and the results revealed: 1) all age groups 
intended to use smart phones for personal usage; 2) young age group users 
intended to use smart phones for professional usage; 3) whereas middle age 
group and old age group users intended to use smart phones for social and 
personal usage, respectively. The implications of the outcomes were discussed. 

Keywords: smart phones; usage pattern; personal; social; professional; young; 
middle; old; age groups; structural equation modelling; growing smart phone 
market. 

Reference to this paper should be made as follows: Sakkthivel, A.M., 
Moovendhan, V. and Heggde, G.S. (2020) ‘Investigating the relationship 
between age and smart phone usage patterns: evidences from Indian smart 
phone users’, Int. J. Business Excellence, Vol. 21, No. 3, pp.394–409. 

 



   

 

   

   
 

   

   

 

   

    Investigating the relationship between age and smart phone usage patterns 395    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

Biographical notes: A.M. Sakkthivel is a Full Professor of Marketing  
at the School of Business, Skyline University College, Sharjah, United Arab 
Emirates. He holds an MBA and PhD in Business Administration  
(Marketing). His research interests are consumer behaviour, internet consumer 
behaviour, marketing information, mobile promotion response behaviour, 
marketing environments, leisure behaviour styles, advertising tools, brand 
communications, women consumer behaviour and mathematical modelling 
(metrics). His papers appeared in the International Journal of Mobile 
Communications (SSCI), Journal of Promotion Management, International 
Journal of Mobile Learning and Organisation, International Journal of 
Business Forecasting and Marketing Intelligence, Journal of Services 
Research, International Journal of Entrepreneurship and Small Business, 
International Journal of Electronic Finance, Journal of Internet Banking and 
Commerce, IIMB Management Review, International Journal of Business 
Excellence and International Journal of Business Forecasting and Marketing 
Intelligence, and published book chapters with the IGI-Global, USA, etc. to 
name a few 

V. Moovendhan holds an MTech in Information System and Management from 
the International School of Information Management at University of Mysore 
and a Doctoral Fellow of Indian Institute of Management Indore. He has over 
decade of industry and entrepreneurial experience. His research interest spread 
across strategic management, strategic marketing and machine learning. 
Presently, he teaches at the VIT University – Vellore as an Associate Professor. 

Githa S. Heggde is the Dean at the IFIM Business School. She has 28 years of 
experience in teaching, consulting and research and consults corporates on 
sales and marketing. She is the Chairperson of the CII-Indian Women Network, 
Karnataka. She is a member of the Editorial Board of International Journal on 
Emerging Markets – Emerald. She is a core member at the Center for Emerging 
Markets, IIM Lucknow, and a faculty resource for MDP at IIM Kozhikode. She 
was also the Country Director for the EuroMed Business Research Institute, 
India. She has authored books on applied marketing, social media marketing 
and several case studies. 

 

1 Introduction 

Revolution of new technologies such as Android, etc. enabled the rapid development of 
smart phone usage among mobile phone users replacing traditional phones. Moreover, 
ability to do multitasking through smart phones influenced more users to shift from 
traditional phones (Sakkthivel and Ramu, 2017). Several researches attempted to explore 
the smartphone usage behaviour (Osman et al., 2012; Nagarkoti, 2014). However, not 
much of researchers attempt to study the influence of age factor over smart phone usage. 
There were studies attempted to identify demographic and social influence over the usage 
of smart phones and found no influence age factor of smart phone usage (Basha et al., 
2011; Juwaheer et al., 2013; Marumbwa, 2014). Sakkthivel and Ramu (2017) attempted 
to identity the influence of different variables over smart phone usage of women 
consumers and found usage variables influenced the usage of smart phones. Several 
studies focused on developing a separate construct such as usage related variables in 
order to test the same on intentions of women consumers to use smart phones (Osman  
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et al., 2012; Nagarkoti, 2014; Sakkthivel and Ramu, 2017). There was a study attempted 
to find the influence of gender over technology adoption model (TAM) towards smart 
phones and found the influence of male users of perceived ease of use (Sakkthivel and 
Ramu, 2018). The past research had focused in the lenses of human computer interaction 
functionality and specification and satisfaction. As the smart phone became indispensable 
instrument for human’s daily life of any social strata, there was a pertinent need to 
investigate the purpose behind the use of smart phone. Smart phone users employed this 
instrument for various purposes such as information seeking, accessing e-mails, social 
interaction, e-commerce and so on. Smart phone applications were used for many 
purposes. This research intended to classify usage intentions into three major categories 
such as such as professional, personal and social, thus attempting to explore the intensity 
of the type of usage intentions among the selected age groups such as young, middle and 
old. The outcomes of the study would benefit practicing managers and academia to work 
out new strategies and new vistas on research in this regard. The unique contribution of 
the research to the literature is its categorisation by usage type and shifted the focus of the 
research from utility of the mobile application and value added services to age wise usage 
types. 

2 Smart phone usage intentions 

Despite being the innumerable research conducted on the smart phone usage intention, 
the literature is dominated on the perspective of human computer behaviour perspective. 
This stream of research focused on functions, specification and applications aspects of 
smart phone usage intentions alone. Further, the studies explored antecedent such as 
quality affects consequences such as satisfaction. Smart phone usage also increased 
media usage (Woo et al., 2014), the deficiency needs such as physiological, safety, 
belongingness mediates the growth needs such as self-esteem and self-actualisation leads 
to smart phone use and satisfaction. Value added services influencing the smart phones 
usage through the perceived values (Kim and Kang, 2012; Chi and Lai, 2015; Vargo and 
Lusch, 2008) and perceived use (Kim and Kang, 2012). The mobile value added service 
intentions are further mediated to influence usage intentions (Wang et al., 2014). The 
hedonic and utilitarian smart phone’s personal centric usage being influenced through, 
value added services (Ng and Kwahk, 2010). The influence of service (Wang et al., 
2014), innovative technology, function and quality enhances the smart phone usage 
intentions (Chi et al., 2009, 2011). The usage intention and perceived value can be 
triggered through promotion by communicating the available value added services of the 
phone to users (Ke, 2002). Vendeursen et al. (2015) assessed the impact smart phone 
usage on different aspects such as addiction, usage types, emotional intelligence, social 
stress, self-regulation, age and gender. The study revealed that usage of smart phones for 
social purposes led to increasing addiction. Gokcearslan et al. (2016) conducted a study 
in Turkey to find the influence of smartphone usage in deriving addiction, self-regulation, 
self-efficacy, and cyber-loafing among university students. The study found that duration 
of the smart phone usage had significant impact of addiction behaviour. Berenguer et al. 
(2017) involved in a study to identify the involvement of elderly population, i.e., seniors 
in using smartphone and adoption behaviour. The study acknowledged that the seniors 
were not keen to use smart phones. Sakkthivel and Ramu (2018) investigated the 
influence of gender on technology acceptance model towards using smart phones in 
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Sultanate of Oman. The results revealed that both male and female users shown negative 
response towards perceived usefulness of smartphones. The study further revealed that 
the male users shown positive response towards perceived ease of use, whereas the 
female users shown negative response. Kuss et al. (2018) assessed the influence on 
mobile phone use over predicting psychopathological issues among Gen X and Gen Y. 
The study revealed that the excess use of social media using smartphone affected Gen Y 
and excess use of smartphone to make calls affected Gen X. Barnes et al. (2019) 
examined the difference between smartphone addiction v/s social networking services, 
differences for demographics with reference to smartphone addiction v/s social 
networking services addiction and user perceptions. The study found that smartphones 
addiction dominated over social networking services addiction, failed to identify the 
differences in demographics such as age, gender or education with reference to social 
networking services addiction. 

In the lenses of user gratification theory (Peters et al., 2007), smart phone users 
perform number of activities such as information seeking, recreation, and social 
interaction to gratify their respective or combination of activities to satisfy their  
needs. Wang et al. (2014) has classified communication, entertainment, facilitation, and 
information search use of smart phones. Leung (2007) has designed in another dimension 
as sociability, instrumentality, reassurance, entertainment, acquisition and Wei and Lo 
(2006) has added psychological reassurance, fashion/status, mobility and immediate 
access as user gratification cause. Based on user gratification has majorly classified as 
task oriented and social usage (Dimmick et al., 1994; Keller, 1977; Fischer. 1992). In the 
light of social usage, the mobile media also supports cultural participation such as civil, 
political and social engagement are witnessed in the past (Campbell et al., 2010a, 2010b; 
Campbell and Kwak, 2011b; Chen, 2015; Hampton et al., 2011). Information seeking and 
recreational activities (Campbell et al., 2010a; Rojas and Puig-i-Abril, 2009) and 
relational activates were considered to be positively associated with social activities 
(Chen et al., 2012), however linking with civil engagement was not associated (Campbell 
and Kwak, 2010). Some scholars have noted the positive impact of mobile in professional 
or practical use (ex: Fischer, 1992; Loose et al., 2013). 

The literature further advances with socio-graphic differences among the mobile use 
(Duggan and Rainie, 2013) such as age group variation (Smith, 2011; Purcell, 2011; 
Balakrishnan and Raj, 2012; Dresler-Hawke and Mansvelt, 2008). The cultural 
participation increases with level of education (DiMaggio and Ostrower, 1990; Park  
et al., 2013; Duggan and Rainie, 2013; Purcell, 2011; Hargittai and Hinnant, 2008) 
among privileged class (Hargittai and Hinnant, 2008), gender (Balakrishnan and Raj, 
2012) and personality trait variation (Kim et al., 2015; Bianchi and Phillips, 2005). 

Despite smart phone being researched with positive impact, research also confirmed 
the negative impacts such as smart phone addiction and compulsive use (Kwon et al., 
2013; Park and Lee, 2011). Loneliness and shyness is connected with several type of 
smartphone addiction symptoms (Bianchi and Phillips, 2005; Brook and Newcomb, 
1995; Dobkin et al., 1995; Engelberg and Sjoberg, 2004; Ensminger et al., 2002; Gaev, 
1976; Weiss, 1973). The aforesaid reviews provided a much needed cue to identify and 
classify the smart phone usage in to three major types of usage as professional centric, 
social centric and personal centric usages. However, no reviews provided direction 
towards testing the usage patterns among different age groups. Therefore, the premises of 
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the research had been intended to test the new usage patterns among different age groups 
through setting following hypotheses. 

3 Premises of the research and hypotheses development 

Research on smartphone usage used to be pervasive in the areas of ubiquitous computing 
(e.g., Andone et al., 2016; Böhmer et al., 2011; Wagner et al., 2014; Falaki et al., 2010; 
Ferreira et al., 2015), human computer interaction and behavioural addiction (Elhai et al., 
2017; Lopez-Fernandez et al., 2014; van Deursen et al., 2015; Lee et al., 2016). 
Smartphones, despite being the most popular device among the entire spectrum of 
population and demographics, few studies attempted to focus on marketing aspects. Thus, 
this research aimed at filling such vacuum by studying the usage behaviour of users 
towards using smart phones. Albeit, there had been a conscious awareness among  
the marketers and scholars about different usage types such as social, personal  
and professional usage, however, no research had attempted to prove empirically. 
Considering the recognised gap of providing empirical proof on the aforesaid usage 
types, the research theme had been created to test the selected usage types such as social, 
personal, and professional empirically among the different age groups in order to find 
usage discrepancies. This usage typology and discrepancies among the age groups would 
help smart phone manufacturers to design appropriate hardware and software applications 
including an operating system aiming to address such usage types. As discussed earlier, 
though smart phones used to be the most popular device among every spectrum of 
population, unlike cars and wrist watches, the manufacturers never been attempted to 
produce and launch a utility specific model. In wrist watches, there were sports models 
for youngsters and designer and classic models for middle and old age groups. Such 
marketing focus was not widely practiced by smartphone manufacturers. This study 
would attempt to bridge such gap witnessed through providing results which would help 
the manufacturers and marketers to understand the discrepancies between smart phone 
usage pattern and demographic aspects, specifically age factor. This study would support 
future smart phone marketers to devise an appropriate strategy in the process of product 
development. 

From the literature, we inferred that there was a pertinent need to classify the usages 
vertically based on the purpose of use in to three major types as social, personal and 
professional usages. The latest smart phone features/applications could be used for social, 
personal and professional reason. The open social media like Facebook and Twitter were 
purely a social networking media. These social media applications generated social 
capital. Though these applications were used in personal environment but meant for 
social communication. The above usage patterns could be ascertained as social usage 
(Vendeursen et al., 2015; Kuss et al., 2018; Barnes et al., 2019). 

Similarly, using applications such as e-mail, information seeking, online banking, 
online shopping, watching videos for professional works, etc. could be considered as 
professional usage pattern. Some of the social media applications can also be leveraged 
for the intra corporate communication tools such as private corporate social media,  
e-mail, chat and knowledge sharing application also emerged in to the corporate 
environment arena for professional use as knowledge management and communication 
tool. Therefore, aforesaid usage pattern could be identified as professional usage 
(Sakkthivel and Ramu, 2017). 
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Finally, the smart phone features could also be used for personal reason. The use  
of e-mail, short messaging services (SMS) to receive and send personal messages, 
watching videos for entertainment and learning, searching information seeking for 
personal knowledge could be considered as personal usage pattern. Hence, such usage 
pattern could be ascertained as personal usage (Sakkthivel and Ramu, 2017). 

The new generation smart phones are embedded with many features were used for all 
purposes but the literature insofar has not witnessed evidence for relative magnitude of 
usage dispersion among professional, personal and social reasons. The smart phones were 
used for all purposes, however there was no research yet to identify intensity of the 
usages variation among the professional, social and professional use. The usage intensity 
variation could be attributed due to the extent of applicability of the application to all the 
type of usage pattern. Though, smart phone were loaded with all types’ applications, 
leveraging usage the all applications practically not possible for all types user. The usage 
depended upon numbers of factors such as the user’s interest, personality characters and 
technology adoption. The extrovert or shy and lonely users might be more addicted to 
social media usage such as Facebook and Twitter to meet their gratification. The business 
man and professional might not have time to engage in social media usage as compared 
to other socio-graphics. Despite all usage type most of mobile applications were common 
to all purpose were not exclusive a type of usage, most common applications such as  
e-mail, WhatsApp, information search and online purchase were mostly a personal 
reason. Based on the aforesaid arguments, we set the following hypothesis: 

H1 Personal centric usages are relatively higher than social and professional. 

From the arguments in favour of socio-graphic usage difference (Duggan and Rainie, 
2013) and age group usage variation (Dresler-Hawke and Mansvelt,, 2008; Smith, 2011; 
Purcell, 2011; Balakrishnan and Raj, 2012; Vendeursen et al., 2015; Kuss et al., 2018; 
Nahas et al., 2018), set of hypotheses intend to be developed with reference to enquiring 
the difference in usage patterns among the selected age groups for the study such as 
young, middle and old. 

The middle age group was active in all type of usages. However, as they grew up, 
their social networks were comparatively higher than youngsters. The middle age people 
gathered more social contacts from family, friends, neighbours and colleagues as they 
grew up. The increase in social network subsequently increased the social usage of the 
smart phone in relative to professional and personal usage. Though the older age group 
had relatively higher social contacts, their interest might be more on personal usage than 
professional and social usage. Based on the above arguments, we set the following 
hypothesis: 

H2 The middle age group users oriented towards more social centric usage than 
professional and personal centric usage. 

The older age group users, who have grown up, use mobile phone for professional and 
personal purpose relatively higher than social usage. The older users might still prefer 
traditional social networking such as face to face than smartphone for their social activity. 
The older age group users were assumed to be professionally less active than that of 
middle and young age group. The following hypothesis set based on the above mentioned 
arguments: 



   

 

   

   
 

   

   

 

   

   400 A.M. Sakkthivel et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

H3 The older age group users oriented towards more personal use than professional and 
social usage. 

The youngsters in the age group of 21–30 were yet to develop an adequate mass of social 
network. Compared to older and middle age, younger age groups would be in the process 
of developing their career and job prospects and work pressure as they have just started 
their career and are entering in to the professional world. Though they might engage in 
personal and social usage of their smart phone significantly, their professional usage was 
expected to be higher than that of middle and older age group. The above arguments 
leading to developing the following hypothesis: 

H4 Young age group users are oriented towards professional centric than personal and 
social centric. 

4 Methodology 

The study adopted descriptive research design and it explored and intended to find the 
relationship between smart phone usage and age. The study used quota sampling 
technique to collect the requisite data from the selected smart phone users (male and 
female) residing in Bangalore, India (one of the major metros housing most of the leading 
local and global information technology companies and houses most technical savvy 
population). The selected respondents represented different demographic profiles such as 
age, marital status, literacy, occupation, employment status, income, and so on. It was 
imperative to state the Indian smart phone market prove to be one of the fastest growing 
market in the world registering 11% growth in the first quarter of year 2018 (ET Bureau, 
2018). The respondents were appropriately briefed about the purpose of the study, and 
asked to participate in the interview. The study used trained investigators to approach to 
conduct personal interview with the respondents (male and female) in their place of work 
and common places such as malls, retail stores, etc. The primary data had been collected 
from 172 samples, and finally 150 (N = 150) respondents were selected for the analysis 
and the rest of the responses were not considered due to inaccuracy. The questionnaire 
consisted of nine items scale measuring three items each captured social, personal and 
professional centric aspects of the smart phone usage. The respondents were asked to 
respond to their extent of agreement in 1 to 7 scale where 1 is completely disagree and  
7 is completely agree The sample of the questionnaire was developed in the following 
style, ex: 

1 I would like to have and use smart phones to connect with my friends through 
Facebook, Twitter, etc. (social network). 

2 I would like to have and use smart phones to it is important to my work/business 
(work/business). 

3 I would like to have and use smart phones to buy products/services over internet for 
my personal use (personal) (Sakkthivel and Ramu, 2017). 

The scale had been validated through conducting exploratory factor analysis using 
principle component analysis factoring method with varimax rotation. The items were 
loaded above the threshold limit of .70 and also converged appropriately on its respective 
factor components demonstrated convergent validity of the scale. Further, the Smart PLS 
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version () also validated and ensured the reliability measures while testing the hypothesis. 
It was observed that composite reliability (Nunnally and Bernstein, 1994) of the all the 
constructs were much above the threshold limit of .70 supported the reliability of the 
surveyed data and scale. The average variance extracted (AVE) (Fornell and Larcker, 
1981) for each of the constructs was well above the specified threshold level of above 
0.50 confirmed reliability of the measures. The square of the AVE was much above the 
inter construct correlations in the diagonals supported that constructs were discriminating 
each other (Fornell and Larcker, 1981). The results of the reliability and discriminate 
validity were depicted (Table 1). 

Table 1 Reliability and discriminate validity 

Construct CR AVE Personal Professional Social 

Personal 0.8976 0.7452 0.8633   

Professional 0.8077 0.5835 0.4068 0.7638  

Social 0.8674 0.6857 0.6193 0.4245 0.8281 

From the satisfactory results of reliability and validity tests, we further proceeded to test 
the hypothesis employing structural equation modelling using Smart PLS. 

5 Analyses and discussion 

To test the set hypotheses, we conducted a structural equation modelling-based path 
analysis using Smart PLS (V). The bootstrap analysis (2,000 times) of the base line 
model results indicated that all the constructs were significantly related with usage 
intentions. We used bootstrap analysis to strengthen to rigor of the analysis due to 
inclusion of relatively smaller size of sample for the study. However, the magnitude of 
relation with each type of usage intentions varied significantly. The base line model 
suggested that the personal centric usage of the Smart phone was very high ( = 0.46,  
p < 0.000) while comparing to social centric usage ( = 0.37, p < 0.000) and professional 
centric usage stands ( = 0.39, p < 0.000). Though all types’ usages were highly 
significant, the results indicated that social and professional centric usage fared equally, 
however, personal centric usage stands much stronger, thus proving set Hypothesis H1. 
The outcomes revealed the strength of personal centric usage was prevalent among all 
age groups, thus proved that the smart phone users intended to use smart phone for 
personal centric usage (Figure 1). 

In order to explicate the difference in usage across various age groups as per the set 
Hypotheses H2 to H4, a multi group analysis has been conducted using Smart PLS (V). 
The results revealed that there was a gradual progress in strength in personal centric 
usage as the age gradually increased ( = 0.37) to ( = 0.48), thus reaffirming the set 
Hypothesis H1. The results portrayed the difference in usage pattern found among 
different age groups. 

Baseline model revealed the personal centric usage found to elicit higher response 
than that of other usages such as professional and social. It was found that middle age 
respondents use more of smart phones with social centric usage intentions than that of 
young and older age groups respondents ( = 0.48, p > 0.000), thus the Hypothesis H2 
was supported. Whilst checking on the professional centric usage, it was identified that 
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young age respondents use more of smart phones for the said purpose than that of middle 
age and older age group respondents ( = 0.46, p > 0.000), thus Hypothesis H4 was 
supported. Whilst assessing the usage of personal centric usage intentions, it was evident 
that older age group respondents to use more of smart phones for personal usage than  
that of young and middle age group respondents ( = 0.48, p > 0.000), thus the 
Hypothesis H3 was supported. Whilst comparing over all base line models with different 
age groups taken for the study such as young, middle and old age groups, it was evident 
from the analysis that there was a significant discrepancy exist with reference to the 
intentions of usage among such age groups. It was imperative to ascertain that usage 
pattern varied among users from different age groups. The outcomes proved all the set 
hypotheses, i.e., H1, H2, H3 and H4 (Table 2). 

Figure 1 Modelling on linkage between age and smart phones usage pattern (see online version 
for colours) 

 

The results revealed that all groups intend to use smart phones for personal usage 
intentions among other usage intentions, however, it was credible to state that notable 
difference in intentions to use smartphones among the selected age groups, i.e., young, 
middle and old. It was vital to notice that personal centric usage was found to be popular 
among all age groups, however, such usage intentions differ among different age groups. 
Young users preferred to use smart phones for professional usage, middle age preferred 
to use smart phones for social usage, and older age group preferred to use smart phones 
for personal usage. It was interesting to notice that older age group respondents preferred 
to use smart phones for personal use, whereas middle age preferred to use for social use, 
and young age group respondents preferred to use smart phones for professional use. It 
was safe to infer that the degree of usage preferences varied between various age groups. 
The outcomes of the study were found to be novel and unique in terms of finding 
relationship between smartphone usage patterns and relating with different age groups. 
Moreover, the study revealed the different usage patterns such as professional, social  
and personal and mapping the same with different age groups. Such outcomes would 
immensely benefit and provide useful insights smart phone manufacturers and application 
developers with reference to designing and developing smart phones and applications 
responding to such requirements of the said age groups in terms of adding additional 
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features targeting the respective age groups. The outcomes would enable the practicing 
managers to develop smart phones targeting to respective age groups loaded with options 
satisfy such requirements. 

Table 2 Path analysis (see online version for colours) 

 Path Path 
coefficient 

Mean 
(M) 

STDEV T statistics P values 

Base 
line 
model 

Personal -> usage intention 0.4628 0.4623 0.0202 22.9387 0.0000 

Professional -> usage intention 0.3986 0.3987 0.0219 18.2017 0.0000 

Social -> usage intention 0.3713 0.3705 0.0197 18.8098 0.0000 

21–30 Personal -> usage intention 0.3558 0.3539 0.0247 14.4169 0.0000 

Professional -> usage intention 0.4670 0.4674 0.0333 14.0036 0.0000 

Social -> usage intention 0.3715 0.3723 0.0268 13.8868 0.0000 

31–40 Personal -> usage intention 0.4282 0.4538 0.1130 3.7907 0.0002 

Professional -> usage intention 0.3797 0.3252 0.1135 3.3471 0.0008 

Social -> usage intention 0.4869 0.4643 0.0659 7.3895 0.0000 

41–50 Personal -> usage intention 0.4857 0.4879 0.0772 6.2924 0.0000 

Professional -> usage intention 0.4631 0.4351 0.0911 5.0834 0.0000 

Social -> usage intention 0.3846 0.3589 0.0875 4.3949 0.0000 

6 Conclusions and implications of the study 

This study intended to classify the various usage types such as personal, professional and 
social centric which could be considered a novel dimension in smart phone usage and 
market research. In line with scholars, Dresler-Hawke and Mansvelt (2008), Smith 
(2011), Purcell (2011), Balakrishnan and Raj (2012); Vendeursen et al. (2015) and Kuss 
et al. (2018). The study disproved the findings from the earlier studies with respect old 
age group users did not show interest to use smart phones (Berenguer et al., 2017). The 
study also established the usage discrepancy among various age groups found to be a 
novel observation. Further, the study revealed the usage pattern among the different age 
groups and defined different usage patterns. Such outcomes never found before and 
would immensely contribute to new vistas of research in this area and significant 
contribution to existing literature. The study revealed the different usage pattern of smart 
phone such as professional, social, and personal and the relationship between such usage 
among different age groups such as young, middle and old age. It was evident from the 
outcomes that young age group users intended to use smart phone for professional 
purpose, middle age group users intended to use smart phone for social purposes, and 
finally, old age group users intended to use smart phone for personal purposes. The 
results would provide a much needed direction to smartphone manufacturers to work on 
developing a smartphone aiming to cater to the requirements of consumers belong to 
different age groups referring to different usage patterns found through the study such as 
professional, social and personal. Moreover, the outcomes would help the smart phone 
manufacturers to move beyond the limit of innovation they have already attained through 
further narrowing their focus towards producing smartphones specific to age groups 
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loaded with tools enabling the different usage pattern such as professional, personal and 
social. Such smartphones would create a new segment in the crowded smartphone market 
and would enable smartphone makers to find niche segment of consumers to cater with. 
Such outcomes were unique and immensely contributing to strategies of manufacturers 
and marketers who could make use of this finding in developing and targeting focused 
markets that would satisfy specific and common usage needs of various age group of 
smart phone buyers. This observation not necessarily applicable only to smart phone but 
can also be explored to other type of electronic products such as desktop and laptop 
buyers and their usage intentions among various age groups. The study could act as a  
pre-cursor to ascertain usage pattern such as personal, professional, social, etc. of 
different electronic gadgets. The study determined and proved the validity of the 
constructs such as personal, social, professional usage pattern among smart phone  
users, and could be considered as equivalent of TAM to test acceptance any new 
technologies. The outcomes of the study would open up new vistas of research in this 
area enabling academia to actively involve in further research. 

7 Limitations of the study 

The study intended to find the different usage pattern among the smart phone users 
residing in Bangalore, India. Albeit, the study conducted in one city of a country, 
however, the selection location housed the smart phone users who were technically savvy 
and adapted to new technologies. The study focused on mapping the different usage 
pattern of the smart phones into three types such as professional, social and personal. 
However, the study did not divulge into the reasons behind using smart phones for such 
uses. The study was conducted among relatively smaller group of smart phone users, 
however, such group had provided the requisite data to identify and define new usage 
pattern. 

8 Scope of further research 

Further researchers could work on testing the above constructs over different electronic 
gadgets or equivalent. It is pertinent to mention here the major contribution of the study 
into existing literature about categorising usage pattern such as personal, social, and 
professional and validated the same through different age groups. It would pave way to 
opening vistas in future research in this area. The further researchers could also work on 
identifying usage pattern pertinent to different demographic profiles, thus could provide 
insights to manufacturers, marketers and academia. Further researchers could also work 
on identifying discrepancy on usage intensity towards different gadgets including 
smartphones. 
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Annexure 

Collection tool 

1 Age group: below 20__ 21–30___ 31–40___ 41–50___ above 50___ 

2 Gender: male__/female__ 

3 Marital status: single___/married____ 

4 Employment: employed___/unemployed____ 

5 Occupation: student__ govt.___ private___ business___ homemaker___ retired___ 
others (pls. specify) ____________________ 

6 Monthly income (INR): less than 25 K___ 25 K–50 K___ 51 K–75 K__  
76 K–100 K___ above 100 K___ 

7 Education: school final____ bachelor___ masters____ PhD___ 

 



   

 

   

   
 

   

   

 

   

    Investigating the relationship between age and smart phone usage patterns 409    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

8 Mode of stay: with family___ stay alone____ 

9 State your brand of smartphone: Apple/Samsung/HTC/Sony/others (pls. specify) 
_________ 

10 Please state your agreement on the following factors that influence you to use smart 
phones 

(Scale starts with 1 is completely disagree ……… 7 is completely agree) 

S. no. Statements 1 2 3 4 5 6 7 

1 I would like to have and use smart phones to watch 
movies/listening music/playing games/browsing internet 
(entertainment) 

       

2 I would like to have and use smart phones to capture 
photos/videos for my collection (hobby) 

       

3 I would like to have and use smart phones to buy 
products/services over internet for my personal use 
(online purchase) 

       

4  I would like to have and use smart phones to 
communicate and chatting with my friends (connection) 

       

5 I would like to have and use smart phones to connect with 
my friends through Facebook, Twitter, Instagram, etc. 
(social network) 

       

6 I would like to have and use smart phones to collect 
information through interacting with my friends over 
internet (information) 

       

7 I would like to have and use smart phones to it is 
important to my work/business (work/business) 

       

8 I would like to have and use smart phones to do online 
business through Instagram or WhatsApp (own business) 

       

9 I would like to have and use smart phones to do online 
banking for my business/work (online banking) 

       

 


