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ABSTRACT 

Android technology is the hottest topic in the present phenomena. In recent scenario most of the organizations 

are developing mobile apps which is a way to save considerable amount of time and money because these apps 

can help to boost employees' productivity.  Apps are now becoming an integral part of our day to day life. Time 

spent on mobile is skyrocketing. Due to this, these apps are progressing drastically. Through a mobile 

application, users can accomplish a difficult and time-consuming business process in just a few minutes or even 

seconds. Customers also benefit from the convenience, speed and round-the-clock availability of apps services. 

Though mobile apps provides many advantages, there are still a significant number of customers who refuse or 

reluctant to adopt the facilities of apps services. In India the adoption rate of the technology is significantly 

different from other nations because of the country’s unique social and economical characteristics. The aim of 

this research study is to investigate the factors influencing the adoption of mobile apps in West Bengal, India. 

Survey from 100 local respondents was used to accomplish this objective. This research study would also help 

in understanding various reasons for this resistance (reluctance) and would be useful for organizations in 

formulating strategies aimed at increasing the overall usage of the technology. 

 

Keywords: Demographic study, Customer Adoption behaviour, Mobile Apps, Performance, Security, User 

Friendly. 

 

I. INTRODUCTION 

 

A mobile application marketplace is software which allows the user to download mobile apps for their 

smart phone. Free applications may be found in these marketplaces along those offered for sale. In 

most cases, apps are programmed by third party developers notably companies hoping to advertise 

and enhance their existing products, or by freelance programmers who sell their apps for revenue. 

However, one of the major challenges of both m-commerce developers and user is the need to know 

consumers’ perception of m-commerce applications in order to better design and deliver m-commerce 

service.  

http://searchcio.techtarget.com/opinion/Harvey-Koeppel-dives-deep-into-the-app-economy
http://searchconsumerization.techtarget.com/news/4500248795/IT-sees-little-demand-for-complex-mobile-apps
http://searchconsumerization.techtarget.com/news/4500248795/IT-sees-little-demand-for-complex-mobile-apps
http://searchconsumerization.techtarget.com/news/4500248795/IT-sees-little-demand-for-complex-mobile-apps
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E-Marketer (2015) has estimated that more than 2 billion people worldwide will own and use smart 

phones by the end of 2016, representing a 31% increase over 2014. The United States is the second 

largest smart phone market, behind China, and is projected to have 207 million users by the end of 

2016.  As of January 2014, about 75% of U.S. adults owned smart phones (E-Marketer, 2015).  

Among young adults aged 18-34, however, smart phone penetration increased to 83% (Pew Research 

Center, 2015). 

A smart phone is a mobile phone which runs on a mobile operating system as it  provides more 

advanced computing capability. Smartphone provide a greater range of functions compared to 

standard mobile phones.  In addition to calling, texting, and email functions, smart phones offer 

application software – or mobile apps – that allow easy access to a wide range of services.  Mobile 

apps, which became available in 2008, are distributed by mobile operating systems such as Apple, 

Google, and Windows and are downloaded from the application platform to smart phones. Apps are 

available in two forms:  free (with ads) and paid (without ads). Approximately 90% of apps 

downloads worldwide are free apps indicating that consumers want free apps more than they want to 

avoid advertising (Gartner 2013).  

As of December 2015, the Apple App Store alone offered 1.5 million different apps (Apple, 2016).  

The App Store organizes the apps into the following categories:  games, education, entertainment, 

lifestyle, business, books, utilities, travel, music, and sports.  Smartphone owners can download apps 

for anything from weather reports to movie ticket purchases.   

 

II. LITERATURE REVIEW 

A new model for investigating consumer’s behavioural intention in mobile advertising is developed and related 

to mobile marketing theory and practice (Mika Westerlund, RistoRajala 2009).  However attributes of 

environment and cultural influences are explore to develop a model on consumer attitudes towards M- 

Commerce (Qi Ying Su et al.2010).  

The conventional shopping process involves a human being have to visit the store   personally for purchasing 

the item.. A purchase decision is then made according to the information so gathered. However, a number of 

unique challenges a company have to face, if he/she prefers to execute this process using a mobile device. 

Taking this aspect into consideration, Ryan Anthony Brown et al. (2011) propose the use of an Intelligent Agent 

for performing the Mobile Shopping on behalf of customers.  

Antero Juntunen (2012) analyze the NFC mobile ticketing business model holistically from a techno-economic 

viewpoint and identify the critical business model issues that affect the commercial deployment of such 

services. Using single case methodology, the authors evaluate the NFC (Near field Communication)  mobile 

ticketing business model with the help of the Service, Technology, Organization, Finance STOF Model. 

M-Commerce validates the user satisfaction and technology acceptance model in business to customer (Morteza 

Ghobakhaloo et al. 2013). M-Tourism usability can be procure by emphasizing on the significance of fast and 
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reliable access to content, as well as the quality – particularly conciseness, accuracy and coverage – of the 

relevant information (AlessendroInversini et al. 2013). 

ShaikShakedAhamad (2014) identified a Secure and Optimized Proximity Mobile Payment (SOPMP) 

Framework using NFC (Near Field Communication) technology. Khaing Sandar et al.(2014) illustrated that 

although Google clouds offers a poor performance but it is the most cost effective compared to other clouds. 

Mobile apps must design in such a way , so that it can use to call for more novel data to influence eco  friendly 

behavior (Eli Typhina2015). Mobile apps contributes to exploration of strategic moves by mobile payment 

innovates through platform ecosystem (JunyingZhong 2016). According to a recent survey, more than half of all 

such apps are rarely been downloaded. The study thus examines consumer stickiness to continue to use mobile 

apps, using the post-acceptance model of information system continuance and technology acceptance model.( I-

Chan Fang, Shih-Chieh Fang ) 

 

III. RESEARCH OBJECTIVES 

To analyze the any association among the demographic variables(Gender, age, income) and the customer 

perception about mobile apps. 

 

IV.  RESEARCH METHODOLOGY 

4.1 Data collection methodology and sample plan 

The present study is descriptive, exploratory and empirical in nature .To meet the objectives of the study stated 

above both qualitative and quantitative techniques are to be used.  

4.1a) Data source 

 Primary Data:  Primary data collection is based on mainly the information available through a structured 

questionnaire among conveniently selected respondents of different categories and a pilot survey is done to 

finalize it.  

Proposed questionnaire contain two parts: i) the demographic details of the respondents it consist questions 

pertaining to the respondents’ demographic profiles, such as age, gender, educational qualification,  and annual 

income were asked. 

ii) Part 2 consisted of 15 questions (Consumer Opinion) had questions related to major drivers of mobile apps 

and questions relating to their preferences and perceptions about the technology to be measured using 5-point 

Likert Summated scale. All the 15 questions of the questionnaire is used a likert scale ranging from 1 = Strongly 

Disagree to 5 = Strongly Agree. The researcher administered the instruments personally to the Convenient 

sampling techniques is adopted to collect primary data from respondents through final questionnaire. Survey is 

conducted among 100 respondent of Kolkata district. 

 Secondary Data: Moreover, available information on this context published in different journals, books and 

magazines and websites is taken into consideration for the study as secondary source. 

 4.1b)  Sampling Plan: 

Population:  Smart phone user across all demographic characteristics. 
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Sampling Frame: Customer List (s) of the selected Local mobile shop / local service provider 

and selected user of social networking sites. 

Sample Units: Smart phone user of Kolkata district across all demographic attributes. 

Sampling Method: Randomly some local mobile shops to be selected for customer lists. 

Buyers of smart phones are selected using Simple Random . 

Sample size: 100 (approximately) 

 

V. DATA ANALYSES METHODOLOGY 

The data collected from the survey will be subjected to data cleaning in order to identify missing value, sample 

characteristics and meet the assumptions of normality. After this, the Descriptive statistics and frequency 

distribution tables and chi-square testing are used to summarize the respondents’ demography. The researchers 

will ensure that all items meet the acceptable limit level.  

1) Hypothesis testing based on Kolkata district 

a) H01: Is there any association between Gender and Mobile apps user 

Gender 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1(Male) 60 60.0 60.0 60.0 

2(Female) 40 40.0 40.0 100.0 

Total 100 100.0 100.0  

 

Chi-Square Tests 

 
Value df 

Asymp. Sig. (2-

sided) 

Exact Sig. (2-

sided) 

Exact Sig. (1-

sided) 

Pearson Chi-Square .733
a
 1 .392   

Continuity Correction
b
 .412 1 .521   

Likelihood Ratio .729 1 .393   

Fisher's Exact Test    .402 .260 

Linear-by-Linear Association .725 1 .394   

N of Valid Cases 100     

a. 0 cells (.0%) have expected count less than 5. The minimum expected count is 14.00. 

b. Computed only for a 2x2 table 

Form the above analysis since the p-value is >.05 , therefore the H0 is accepted, the result is non significant. 

Therefore we can infer there is no significant association between the Gender and mobile apps user. 
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b) H02: : Is there any association between Age group and Mobile apps user 

 

Age 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 24 24.0 24.0 24.0 

2 32 32.0 32.0 56.0 

3 20 20.0 20.0 76.0 

4 24 24.0 24.0 100.0 

Total 100 100.0 100.0  
 

 

Chi-Square Tests 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 9.233
a
 3 .026 

Likelihood Ratio 10.405 3 .015 

Linear-by-Linear Association .109 1 .741 

N of Valid Cases 100   

a. 0 cells (.0%) have expected count less than 5. The minimum expected 

count is 8.14. 

 

Form the above analysis since the p-value is <.05, therefore the H0 is not accepted and alternative hypothesis 

accepted (H1), the result is significant. Therefore we can infer there is significant association between the Age 

group and mobile apps user. 

H03: : Is there any association between income group and Mobile apps user 

Income 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 10-15 12 12.0 12.0 12.0 

16-21 23 23.0 23.0 35.0 

22-27 30 30.0 30.0 65.0 

28-33 25 25.0 25.0 90.0 

"Above  33k" 10 10.0 10.0 100.0 

Total 100 100.0 100.0  
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Buyer or Not Buyer 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Buyer 75 75.0 75.0 75.0 

Not Buyer 25 25.0 25.0 100.0 

Total 100 100.0 100.0  

 

Chi-Square Tests 

 
Value df 

Asymp. Sig. (2-

sided) 

Pearson Chi-Square 12.894
a
 4 .012 

Likelihood Ratio 14.348 4 .006 

Linear-by-Linear Association 7.078 1 .008 

N of Valid Cases 100   

a. 2 cells (20.0%) have expected count less than 5. The minimum 

expected count is 2.50. 
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Form the above analysis since the p-value is <.05, therefore the H0 is not accepted and alternative hypothesis 

accepted (H1), the result is significant. Therefore we can infer there is significant association between the 

income group and mobile apps user. 

 

VI. CONCLUSION AND SUGGESTION 

From the above 3 analysis it is observed that - 

1) There is no association between Gender and Mobile apps user. So the result is non significant. 

2) There is strongly association between Age group and Mobile Apps user. So the result is Significant. 

3) There is strongly relationship between Income group and Mobile apps user. So the result is significant. 

 

VIII. LIMITATIONS & SCOPE OF FUTURE RESEARCH 

The main objective of this research is to analyze the any association among the demographic variables (like 

Gender, age, income) and the customer perception about mobile apps. 

 Researchers only used 100 respondents to draw inference on the population which is a very small number 

compared to the massive population of the research. Future researchers can use the findings of this paper for 

further research and can extend their studies to other near district like Midnapur, North24 Pgs, Hoogly, 

Burdwan, Nadia etc… where the use of the mobile apps is still in the nascent stage.  
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