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ABSTRACT   

In the last few years, the technological products market has seen rapid growth, driven by continuous innovation, 

increasing digital adoption, rising disposable income and growing dependence on smart devices in daily life. The 

study examined consumer perception and purchasing behaviour towards technological products with an emphasis 

on psychological, social and economic factors influencing purchase decisions. The products of technology are 

defined by their high performance, innovation, usability and brand name, but the consumer choices are not limited 

to their functional advantages but are also influenced by perceived value, trust in the brand and the general 

experience of using the product. 

The research shows that things like how good a product is, what people think of a brand, how advanced the 

technology is, how much it costs and what kind of service you get after you buy something really matter to 

consumers. People are also really influenced by what their friends think, what they read online and what is popular 

in the media when they are deciding what to buy. This study also points out that websites, social media and online 

reviews are becoming more and more important in helping people make up their minds about what to buy for 

younger people who are good with technology. Consumers want things that're easy to use and have the latest 

features and they want to stay up to date with the newest technology so they are looking for products that are both 

useful and cool. The product quality and brand image are really important to consumers. They are always on the 

lookout for something to improve. 

Finally a study finds that how people think and act when buying tech products keeps changing.It is influenced by 

things around them like pressures and their own thoughts and feelings.Marketers and tech firms need to get a grip, 

on these factors.This will help them make plans make customers happier and stay ahead in a tech world that is 

changing fast. 
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INTRODUCTION  

Consumer buying behaviour is the understanding of the customer decision making process while purchasing 

products. It's the analysis of the things people want, things they enjoy, how they view things, and what they believe 

in. They have many factors that can influence their decisions. People's perception of tech products is what counts. 

It assists them to determine what a product can accomplish, its effectiveness, and whether it is worth their while.  

Tech products are indeed items. They resemble smart phones, laptops and smart household gadgets. These are 

some of the technological products that really do help to make life a lot easier. They are also useful for making 

our life efficient. As we use tech products everyday, we should all be responsible for them. Tech products such as 

computers are extremely convenient as well. There are also tech items such as smart home gadgets that make our 

lives simpler, at home. People have been purchasing more tech products in years, as people are in a more digital 

world today. We have funds to invest, and technology is an integral part of our lives. Due to the shift in the way 

we learn, work and communicate we have purchased even more tech products. 

 People think differently while buying tech products as compared to that of product. It's not simply the quantity 

of product and the expense it demands. Brand reputation is important Also, When purchasing tech products, How 

easy it is to use the product and How useful the product are both those aspects are under consideration. Sales of 

tech products continue to rise. Technology is transforming the way we live and work.  

Purchases of tech products are often about convenience and being efficient. Others purchase them just to keep up 

to date with the tech. Some folks use tech to express themselves and improve their lives. Consumers don't place 

much importance on things such as product quality, brand image and tech features.  

The cost of a product is the key to an effective branding. This is also greatly determined by the opinions of others. 

However after sales is also a key aspect. The opinions and feedback from friends and family can impact a buying 
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decision. In today's day and age, online reviews and social media platforms also influence the buying decisions 

of people. They also play a pivotal role in making a consumer's decision with expert recommendations. 

 

LITERATURE REVIEW  

They're interested in understanding the purchasing process for technology products. There are always new 

technology products available. There are plenty of people out there surfing the web. Smartphones and smart home 

systems are commonplace technology products that are used on a daily basis. This has all of a sudden changed 

everything... They consider the workings of the technology products; and how technology products make them 

feel. The technology products are extremely popular, such as smart phones, smart home systems, etc. People 

purchase these technology items as a result of their interest in how the technology items operate and how the 

technology items make them feel. Today, technology is driven into almost every product. 

 

Concept of Consumer Behaviour in Technological Products 

People purchase a computer and they purchase a phone because they need a computer and they are fond of a 

phone. Before they purchase computers and phones, they consider what they want and what they like to select. 

Some people studied the way in which people purchase items, such as computers and telephones. For instance, 

Ravikanth and Rao asserted this in their conversation with buyers of products such as computers and phones in 

2016.Another person Akyol said in 2014 that technology, like computers and phones has changed the way people 

live. People use computers and phones – nowadays, computers and phones are an integral part of their everyday 

lives. 

 

Technology Readiness and Adoption Behaviour 

People's thoughts on and purchases of technology are very important to understanding technology readiness. It is 

about how willing someone's to use new technology. Demirci and Ersoy say that there are four components to 

technology readiness namely optimism, innovativeness, discomfort and insecurity. The combination of these parts 

influences the adoption or rejection of technology by people. Stankevičiėne et al. (2025) Also say that optimism 

and innovativeness make people think technology is valuable and they are more likely to buy technology. People 

do not use new technology due to hand discomfort and insecurity. This indicates peoples perception of technology 

is not just about the functionality of the product. It's also and about how ready are people to accept and use new 

technology, for instance computers and telephone. 

 

Factors Influencing Consumer Buying Behaviour 

1. Product-Related Factors 

When purchased, it is the quality, features, design and performance of a product that really matter to consumers. 

According to a 2016 study by Ravikanth and Rao, people consider electronics purchase based on factors such as 

size, weight, color and tech features. Also research on home technology says that benefits like comfort, energy 

efficiency and convenience are big drivers of purchase decisions. 

 The quality and features of the product are factors to consider. 

 

2. PSYCHOLOGICAL FACTORS 

The way people think about a product and how they feel about it are crucial to technology adoption. A research 

of Stankevičiėne et al. The researchers found that in 2025, when people think a product is valuable, this impacts 

their intention to purchase it. If consumers feel that technology is beneficial and convenient, they will be inclined 

to use it. In cases of fear and insecurity regarding technology, the chances of adoption are decreased on the hand. 

 Perceived value of technology plays a role, in technology adoption. 

 

3. SOCIAL AND CULTURAL FACTORS 

When people consider purchasing a product or service they are definitely influenced by the people around them 

and their existing culture. It can be due to their class, the groups they hang out with, their family and what is 

considered "normal" behavior in their culture. 

 For instance, in the case of technology, when their peers are using it, they're more inclined to follow suit, 

particularly if they are younger. Social influence and others opinion of what people should buy is a factor and 

particularly that of technology products. 

 

4. TECHNOLOGICAL AND FUNCTIONAL FACTORS 

Issues such as usability, compatibility and innovation are of paramount importance to consumers when they 

evaluate technology.Research in home technologies indicates that people are more inclined to use technologies 

which have the potential to increase their efficiency, comfort and safety within the home. 
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There are some challenges like high cost, complexity and worries, about privacy that might stop people from 

adopting these technologies. 

 

Role of Consumer Perception in Technology Adoption 

Consumers and users have various thoughts about products. The aspects that influence how people see these 

products include their helpfulness, their ease of use and how good they. Their level of trustworthiness. Chrysochou 

et al.'s study. In 2009 found out that consumer perception of products is influenced by things like how good people 

think the products are, how easy they are to use and how good the products are.  

Other factors such as privacy and security concerns, and ethical issues, will influence consumer perceptions of 

products. If people are worried, about these things they will not think highly of products. 

Emerging Trends in Consumer Behaviour towards Technological Products 

 These are now more concerned with being eco friendly and tech. A recent study of Stankevičiėne et al. In fact, in 

2025 buyers consider IoT products and recycling using sustainable concepts as important.  

Studies have been conducted on the home that demonstrate that people want their home to be energy efficient and 

environmentally responsible.  

These changes reflect the changes of mind of buyers who now seek more, rather than something that functions. 

They also look for products to be environmentally friendly, new and useful to them in the long run. 

 

Relevancy of the Study 

Understanding Consumer Perception and Buying Behaviour in the Growing Technology Market 

Addressing the Rapid Growth of the Technology Market in the Digital Economy 

This is the ever-growing tech market around the world and we need to know what people think about the products 

they purchase and how they make their decisions. The bulk of the research we have is on how people tend to go 

about shopping in general. The purpose of this research is to identify the gaps by analyzing the factors influencing 

tech purchases and how they can contribute to economic growth. They're attempting to develop strategies. 

Elaborating strategies. 

1. Identifying Key Drivers of Technology Product Adoption: 

Contented businesses could definitely reap the benefits of this info to develop products and ads that resonate with 

content buyers by understanding their key factors.  

2. Understanding Psychological and Social Influences: 

Our thoughts, habits and peers all play a role in our attitudes about tech and this study will offer a glimpse into 

that—helping marketers connect with customers in more meaningful ways and understanding how to talk about 

their products more cleverly.  

3. Analysing the Impact of Demographics on Buying Behaviour: 

The study found that different age groups, income levels, educational backgrounds, and tech-savvy levels have 

varying perceptions and tendencies towards adopting tech gadgets, helping businesses align their marketing 

strategies with their target audience. 

4. Evaluating the Role of Digital Media and Online Reviews: 

Due to the internet, consumers now purchase tech items differently. This research delves into the reality of what 

influences thinking and decision-making, namely, through the power of online reviews, social media noise, 

influencers and the world of ecommerce. It has some thoughts for businesses to focus on trust in the saturated 

digital world. 

5. Identifying Best Practices for Technology Product Positioning: 

Technology is a highly saturated industry, and companies must be able to catch customers' eyes. They do this by 

envisioning how they would like to be perceived and how they are different from others. I had a look at what the 

top tech brands do to get such things to happen; they actually think about new ideas and make the customers happy 

after they purchase any product. These are the best performing brands that demonstrate the way to brand. They 

make experiences customers will love. They continue to create new and improved products/services. They ensure 

that customers are satisfied with the products once purchased. Businesses can achieve this customer satisfaction 

by doing all these. Happy customers come back. Stay loyal. This enables businesses to remain competitive. It's 

all, about providing customers with what they need and want. Tech firms have to continue to innovate and enhance 

their product. 

 

OBJECTIVES  

Consumer Perception and Buying Behaviour towards Technological Products 

Problem Identification: 

Technological products are an integral part of our daily lives in the fast-paced and innovation-driven market 

environment. Smartphones, laptops and tablets, improved smart home devices like Alexa and wearables – 
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technology is critical for most consumers when it comes to convenience, efficiency, connectivity and so much 

more, yet it is incredibly difficult for enterprises to comprehend the nuanced and ever-evolving consumer attitudes 

and behaviors around consumer purchase activity with technology.  

Along with these challenges, rapid evolution in technology continues to create hurdles for the growing further 

compounded by frequent upgrade cycles of products/service offerings open up dynamic and competitive 

environment between brands along with a hyperactive digital ecosystem.  

An in-depth understanding of the factors—psychological, social and economic—that affect consumer perception 

and his or her buying behavior is essential for businesses attempting to formulate effective marketing strategies, 

refine their product offering levels with optimal service value delivery systems that enhance customer satisfaction 

as well as sustained growth in an increasingly competitive technology landscape 

 

STUDY OBJECTIVES: 

• Identifying Key Drivers of Consumer Buying Behaviour 

We are investigating how a person's beliefs, influences and experiences affect their thought and preference of 

technology purchases, including what the technology can do, how new it is, how it looks, how much it costs, how 

good it is and what happens after they have purchased it. 

1. Evaluating the Impact of Consumer Perception on Purchase Decisions 

The purpose of this is to get a better understanding as to why customers choose to purchase products, how they 

interact with products, how much they trust the brand and what others have to say about them 

2. Exploring the Role of Demographics in Technology Adoption 

This objective gives insight into the behaviours and product acquisition of different consumer segments 

commenting on and purchasing gadgets and products. 

3. Analysing the Influence of Digital Media and Online Platforms 

This objective is to understand the impact of social media, online reviews and influencers and ecommerce sites 

on peoples' decision making processes and purchasing habits. 

 4. Developing Recommendations for Technology Marketing Strategies 

To provide businesses with some well-informed advice on how to ramp up their marketing efforts and make 

customers feel good about their purchase, understand how to sell their products and products that what makes 

them successful in the tech world. 

 

5. RESEARCH METHODOLOGY  

1. Sampling Technique: 

A - Creation of Google Form 

This led to a Google Form being put together with questions relating to consumer perception and buying behaviour 

towards technological products. It was a multiple-choice question paper with linear scale questions along with 

some open ended questions in both quantitative and qualitative line of thinking. The questions that were mainly 

asked were based on subcategories such as product features, brand preference, pricing strategy of competitor, 

experience of the consumer etc. 

B - Diverse Participant Requirement 

The study is proposed to consist of participants of various ages, incomes, occupations and educational levels. This 

heterogeneity ensured an extensive grasp of how consumers perceive and behave towards tech-based products 

across several segment 

 

2. Methodology and Sample Size: 

 A well designed questionnaire was prepared, with the help of this questionnaire the data were collected related 

to consumer perception and buying behaviour towards technological products.  

The questionnaire was randomly sent to 100 people from various groups and demographic samples selected based 

on diversity and reliability.  

The survey questions focused on the consumer aspect of decision making, namely product quality, technology 

options/features, brand image or reputation of the manufacturer, willingness to pay (up/down), after sales service 

support and online reviews.  

The variety of the responses obtained ensured a snapshot of key trends, preferences and consumers' behavior 

towards technological products. 

 

3. Sources of Research: 

Only primary data has been used in this research. 

Primary data was collected through Google Forms by distributing the questionnaire to 100 respondents. 

 

4. Data Collection Method: Structured Surveys via Google Form 
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A - Questionnaire Design 

This involved designing a questionnaire that investigates different aspects of consumer perception, attitudes, 

preferences and buying behaviour towards technological products to match the research objectives.The 

questionnaire items were designed to be simple, clear and objective towards meeting the research objectives. 

B - Quantitative Data Collection 

For the quantitative aspect of data collection, this was done by creating Google Forms, including multiple-choice 

and scale-based questions to help easy data analysis which helped reveal patterns, trends and correlations in 

consumer perception and buying behaviour. 

 

Data – Analysis and Interpretation  

How strongly do you believe technological products improve efficiency in your daily life?  

 

 
 

The survey reveals that tech gadgets really enhance overall productivity of everyday life. A third 34% are “very 

strongly” with it, while a third 34% are “strongly. ”By this, it is evident that most people are rather reliant on tech, 

as it is getting more entrenched in our everyday work and personal lives.  

Also, 23% reported moderate effects, indicating that technology is valuable, but perhaps usage and familiarity of 

the technology matters.  

These results indicate that there is very little opposition to the use of technology, or even a slight increase, with 

only 9% of consumers indicating that there was very little push-back or tech use to improve productivity and save 

time.  

The results reveal that tech is more essential than an extra fancy feature and that new technologies can influence 

users' perception of a product, and their experience of its use. 

 

Which aspect of a technological product attracts you the most when making a purchase?  

 

 
The study reveals that brand image is the top factor (39%) that influences purchase decision People have a lot of 

trust in the brands and feel that it's a genuine brand when it comes to quality and reliability.  
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Not to mention that 26% of the people are really into the cool, new techy gadgets and how well they operate price 

affordability matters a lot people are attracted to gadgets that have the newest features and how well they operate.  

Price also plays a part, but not as significant as what the product can do (23%) or Looks and Style (12%) do not 

really make a big difference, showing that how well it works is way more important than how it looks It looks 

like people care more about how much they can trust a brand and the tech it offers than how much it costs or how 

it looks This underscores the need to keep your brand's value solid and always coming up with fresh ideas 

 

How important is technological innovation (new features, AI integration, smart capabilities) when choosing 

a product?   

 

 
 

Results of the survey show that tech innovation is big deal and a lot of people feel that it's either very important 

or extremely important, with 20% stating extremely and 36% stating very important. So when it comes to 

purchasing, more than half of those surveyed believe innovation is critical, as well.  

30% of individuals believe that it is pretty important to be innovative, indicating that it is cool to be innovative, 

but it should have purpose and meaning to help People think, tech should solve real problems. 

Only 14% believe it is a bit important, suggesting that not too many people are interested in brand new stuff, 

which indicates the increasing need for modern and upgraded products. It's evident from the results that getting 

the creative juices flowing really gets people buzzed and keeps the tech industry on its toes! 

 

To what extent do you trust well-known technology brands compared to lesser-known brands? 

 

 
 

A third of the survey takers said they trust and believe that the big brands are good quality – and an eighth said 

they trusted them a lot more.  

It reveals that new brands can sell if they are providing a good offer, with 27% giving equal credence to both big 

and small brands. Just 16% would like lesser-known brands, suggesting the group like something that offers cost 
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savings or fresh concepts, showing there is some variety in people's preferences when it comes to what they like 

to buy.  

While brands are typically the ones that are always used, the study suggests that even new brands are beginning 

to be taken up as well. 

 

How much does the price of technological goods influence your purchase decision?  

 
 

According to results of the survey, price is a significant deal to the shoppers, with almost one-third stating that it 

is significant, and another fifth stating that it comes with a higher significance. When it comes to purchasing tech 

gadgets, it looks as though more than half of us are super price-sensitive.  

The cost is a key issue when determining value, and 25.3% of people indicated price is important, but not the only 

reason for their purchasing decisions.  

A smaller portion (15.2% a bit swayed; 8.1% not swayed) indicates that some consumers value the quality and 

performance of the product more than the price that they pay.  

This really demonstrates how critical price is, but consumers are willing to pay more for a great deal. 

 

How important are product warranties and after-sales support when buying technological goods?   

 

 
The findings reveal that after-sales service is all important when it comes to purchasing, as 33% of shoppers 

consider it to be very important and 26% extremely important.  

So more than half (59%) believe that 'post consumption support' is essential, while 22% regard it as 'kind of 

important' suggesting that most consumers expect the essentials when it comes to service warranties.  

This indicates that our technology devices must be reliable – Only 17% believed it was somewhat vital after 

acquiring, which actually means very little shoppers ignore service following purchase. 

 

 This helps explain the dangers that people perceive from technology or fixing things, and how good customer 

service and robust warranties inspire trust and can influence consumers' purchasing choices. 



CINEFORUM 

ISSN: 0009-7039 

Vol. 66. No. S7, 2026 (Special Issue 7) 

 

666 

   © CINEFORUM 

 

How often do promotional offers or discounts influence your decision to buy technological products 

 
 

The data reveals that discounts and promotional offers are indeed influencing purchasing decisions, as 40% 

indicated that they occasionally, 29% frequently and 21% very frequently receive a discount or promotion.  

There has to be some reason this is the case, but most buyers are evidently hooked on those sales tactics: Only 9% 

said they were not much influenced by these sales. 

 While promotions are what garner attention and goad people into purchasing, “sometimes” is the highest-

numbered option, suggesting that comparison of product quality and brand are not the primary concerns of those 

who make their purchase.  

Promotional deals work best when the product is already popular, and are more apt to be a spinoff or a positive 

nudge rather than the primary driver. 

 

 

Which factor increases your confidence the most before purchasing a technological product? 

 
 

When it comes to gaining trust in products and services, the results show that 30% trust the word-of-mouth from 

their pals and kin the most.  

This highlights the importance of personal trust and word-of-mouth discussion when people make their decisions 

about products, with Online reviews making up a quarter of what influences the perception of things, and brand 

reputation and product trial driving another key, 25%, of the decision making - for if we could bypass either these 

factors, or perhaps both, I think we should seriously rethink that entire decision. 

 Believing what people say and what they've done themselves seems to have a pretty strong influence on things, 

using judgment is critical when purchasing something that has not been tried before 
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When a new technological product is launched, how likely are you to consider purchasing it?   

 
 

The devices get people really excited, as almost half of those surveyed say that they're excited to purchase them, 

and a decent portion of others are thinking of spending big on the latest gadgets, too.  

Many also are willing to take a chance on new ideas (67.7%) and a large share (19.2%) is waiting for some hype 

or another deal to come along before purchasing.  

Here we see that there are those consumers out there who may be wary of what they are buying, as a very small 

portion of survey takers will not be getting the latest gadgets. 

 Many are ready to do something new and the results reveal a definite trend of people taking to new technology, 

wih people really coming down strong for the new gadgets and technology improvements. 

 

6. RECOMMENDATIONS  

1. Promoting Responsible and Conscious Consumption: 

Buyers of gadgets and tech should really consider what they need before buying; businesses should spread 

awareness about the benefits of their products, how they save energy and how they last a long time – thus 

supporting SDG 12 by reducing unnecessary technology upgrades and promoting smart use of gadgets  

2. Sustainable Product Design and Ethical Manufacturing: 

Ethical sourcing and transparency in production processes are essential to this, as this will reduce environmental 

damage and stimulate sustainable production processes, contributing to SDG 12.0 

3. Enhancing Product Longevity and Durability: 

Tech gadgets ought to be built to last, with solid build quality, easy fixes, and regular software patches Brands 

can also provide repair and upgrade options • This method cuts down on e-waste and promotes buying habits that 

are good for the planet, in line with the sustainable Development Goal 12 

4. Digital Awareness and Responsible Marketing: 

Tech businesses should use online platforms to raise awareness of the responsible use of their products and 

promote sustainabililty — and not just focus on the latest new features.Promote responsible use of the products, 

advocate for sustainability, and introduce a sense of responsibility among consumers – this should be included in 

marketing strategies of tech businesses, not just the latest new features, and should support SDG 12 

5. Personalized and Need-Based Consumption: 

Focusing on personalized solutions and user-specific technology, rather than pushing for mass consumption, is 

important for companies.” Customization of products and the application of products that matter greatly enhances 

the satisfaction of the customers; this is a key aspect of SDG 12, about which is more important than more, 

thinking about our purchases. 

6. Consumer Education and Transparency: 

Providing simple information on product functionality, power consumption, recyclability and environmental 

impacts enables consumers to make informed purchasing decisions; smart shoppers choose eco friendly and well-

designed products, which contributes to Sustainable Development Goal 12.  

7. Innovation in Sustainable Technology Practices: 

Tech firms ought to put their money into stuff like recyclable parts, gadgets that don't guzzle power, things you 

can mix and match, and programs for recycling old electronics Sustainable packaging and circular economy 
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practices ought to be embraced too This backs up SDG 12 by encouraging eco-friendly manufacturing and cutting 

down on waste 

 

CONCLUSION  

The research on perception and purchase of tech gadgets reveal that people do not purchase tech gadgets just for 

functional reasons, but also based on factors such as aesthetics, novelty, and convenience They purchase tech 

gadgets not only for their utility, but also for their convenience, aesthetics, and novel features. 

 

In short, the "what they think" and "what they choose" really depends on a number of things, such as how good 

the product is, the brand's message, the appearance of new tech, the price, and how much help they provide after 

purchase, The study reveals.  

The research also indicates a shift towards savvier, fact-led shopping behaviors, as people increasingly research 

products online and before purchasing and tune into their friends' recommendations.  

In summary, understanding the customer view and buying behaviour of tech products is essential to companies 

ensuring they are successful and loyal customers. They must look at fresh product ideas, ensure they are pleased, 

be open and honest during discussion and be environmentally friendly. 
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