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Abstract

This study investigates the key factors affecting smartphone user satisfaction
among Generation Z. The study uses a sample of Gen Z consumers to examine
the impact of five critical factors—features, price, brand, durability, and after-
sales service on overall user satisfaction. Using a quantitative approach, the
study shows that all five factors have a positive impact on user satisfaction,
with after-sales service having a significant effect followed by durability and
price. The findings show that although features and brand names are im-
portant, Gen Z consumers in Bangladesh emphasize the reliability of after-
sales support and the durability of their devices. The study provides valuable in-
sights for smartphone manufacturers and retailers who want to increase cus-
tomer satisfaction among this population. The results also provide a basis for
further research on Gen Z’s evolving preferences for technological advances
and cultural change.
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1. Introduction

Due to the growing influence of technology in every facet of daily life, technical
equipment is becoming more and more pleasant to use in terms of size and form.
Technical accessories are trendy among people of all ages and skill levels. The de-
velopment of smartphones is one indication of the rapid changes in technological
breakthroughs (Adekunle & Ejechi, 2018). In contrast to smartphones, which have
an operating system that permits the use of third-party applications, traditional
mobile phones do not have one, according to Garga et al. (2019). The operating

systems for smartphones are Linux, Google Android, and Windows Mobile. To
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meet the information demands of users and enable them to execute a variety of
activities, mobile phones are constantly getting new applications and functions.
These days, cell phones are utilized for purposes other than texting and phone
calls. According to Rahim et al. (2016), they can be utilized for a variety of things,
such as multimedia and entertainment services like games, music, and movies;
wireless internet functions like email and banking; and communication services
that convey data in audio, graphic, and text formats. Due to their indispensability
in contemporary life, most individuals always have cell phones in their pockets at
all times (Li et al., 2021; Smura et al., 2009). There were 131 million internet users
globally by the end of December 2023, with 118.49 million of them accessing the
internet via smartphones (BTRC, 2023). According to Falayi and Adedokun
(2014), a smartphone is a mobile phone that has advanced computing capabilities
and connections compared to conventional feature phones. The predominant mo-
bile operating systems (OS) for smartphones are Android developed by Google, i0S
by Apple, Windows Phone by Microsoft, BlackBerry OS by RIM, and Symbian by
Nokia. Among them, Android has the biggest market share at 72.11% (Lasso &
Kazanzides, 2019). As well as the market for casual mobile phones has almost van-
ished, while the demand for smartphones has been growing (Wijayaa et al., 2021).
Depending on their tastes and inclinations, people of different ages use cell phones
made by different companies. Because smartphones combine the newest technol-
ogy with the most practical-carrying alternatives, people use them everywhere as
minicomputers (Kaushal & Kumar, 2016). People nowadays consider cell phones
more of a need than a luxury because of all the things they can do with them: make
and receive calls, send and receive messages, play games, connect with friends and
family, and download a plethora of useful apps (Hew et al., 2015; Walsh & White,
2006). As a result, the status, way of life, and behavioral habits of users have dras-
tically changed (Zhu et al., 2012).

According to Ho and Yang (2017), most individuals use smartphones for social
media interaction, internet browsing, immersive gaming, and information retrieval.
When selecting a smartphone for purchase, individuals of all age groups and pro-
ficiency levels, particularly the younger generation, consider many dimensions,
including the device’s functionalities, user-friendliness, brand reputation, cost, fa-
milial considerations, psychological elements, online recommendations, and so-
cietal impact (Chen et al., 2016; Tanveer et al., 2021). Several scholars (Alshare et
al., 2020; Garga et al., 2019; Ismail et al., 2014; Mokhlis & Yaakop, 2012; Rahim et
al., 2016) have sought to examine the determinants that impact consumers’ pur-
chasing behavior regarding smartphones and elements that contribute to cus-
tomer satisfaction with mobile phones (Nath et al., 2015), fewer researchers have
attempted to identify factors affecting Gen Z smartphone satisfaction in Bangla-
desh. The prevalence of smartphone uses in developing countries like Bangladesh
suggests the need for empirical studies on user satisfaction. The objective of this
research is to examine the many observational factors that influence the satisfac-

tion of Gen Z with cell phones in Bangladesh. Generation Z, comprised of indi-
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viduals born between 1997 and 2012, is a newly emerging generational trend that
has been more evident in recent times. Bangladesh sees Gen Z as a group who are
now pursuing its education and will enter the labor market in the next years. This
consumer group is typically tech-savvy, and their lifestyle has a big impact on what
they buy and use. Generation Z, as defined by the Pew Research Centre, refers to
those born between 1997 and 2012 (Geiger, 2024). In addition, the age range of
this generation will be 7 to 25. Considering the increasing significance of mobile
communication, this research aims to examine the elements that influence user
satisfaction with cell phones among Generation Z in Bangladesh. The large amount
of existing literature on this topic has enabled the investigation of the main differ-
ences among the factors that affect user satisfaction in this specific classification
and has shown the effectiveness of the research.

The topic of smartphone embracing and usage has been investigated to a great
extent in Western countries, but little research has been done that specifically con-
cerns the Gen Z market in Bangladesh. Furthermore, many of the current studies
carry out the factors that bring about smartphone satisfaction in the same way and
do not clearly state the cultural and economic contexts of developing countries.
This study aims to fill these gaps by providing region-specific insights.

The essence of this investigation is to find out which particular elements bring
smartphone satisfaction to the Gen Z population in Bangladesh. It is necessary to
reveal through the investigation of the situation on the market with the help of the
newest technologies the influence of particular factors such as features, price,
brand, design, durability, and after-sales service to the satisfaction of the genera-
tion that is highly tech-savvy. The study is intended for Bangladesh, the market
where the rate of smartphone penetration is increasing at a rapid pace, but the

behavior of consumers in this group is still a neglected research area.

2. Literature Review and Hypothesis Development

2.1. Theoretical Underpinning

The analysis of this research utilizes three theoretical frameworks named Tech-
nology Acceptance Model (TAM) and the Uses and Gratifications Theory (UGT)
together with Expectation-Confirmation Theory (ECT). Users develop technol-
ogy acceptance by assessing both usefulness and ease of use according to the Tech-
nology Acceptance Model (TAM) created by Davis in 1989, which influences their
satisfaction outcomes. Generation Z, who is not new to digital technology, re-
quires smartphones with simple interfaces that function well and include new fea-
tures, which is why TAM provides the right tools to measure their satisfaction
levels. Generation Z selects smartphones according to their capacity to meet their
social needs, entertainment wants, communication requirements and productiv-
ity goals through the Uses and Gratifications Theory (UGT) (Katz et al., 1973).
UGT provides understanding of the motivation forces that drive this generation
toward higher satisfaction because they use smartphones so extensively for ex-

pression and social content and entertainment access.
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Post-purchase satisfaction can be studied through the Expectation-Confirma-
tion Theory (ECT) (Oliver, 1980) which explains users base their satisfaction on
matching expectations against smartphone performance outcomes. User satisfac-
tion grows whenever a device delivers superior performance than originally ex-
pected along with more efficient speed and longer battery life along with better
camera quality resulting in enhanced brand loyalty and generates positive reviews
from end-users. The neglect of consumer expectations leads to both customer dis-
satisfaction as well as behavioral changes toward switching devices. The current
study combines three theories into one examination of Generation Z smartphone
satisfaction which establishes a unified understanding for technology adoption

factors as well as usage intentions and evaluation responses after purchase.

2.2. User Satisfaction

User satisfaction is a measure of how effectively a business meets or surpasses
customer expectations with its goods and services. It is a true assessment of the
degree of satisfaction, which differs depending on the individual and the goods to
service. Satisfaction is the result of numerous psychological and physiological fac-
tors linked to actions related to it. Kotler and Armstrong (2012) provided a defi-
nition of satisfaction as the emotional state experienced by an individual when
comparing the apparent performance or outcome of a product to their intended
expectations. Customer satisfaction, as described by Grénroos (1997), is a durable
and collaborative business connection between a seller and a consumer. The pro-
vision of this instrument by service providers significantly enhances consumers’
inclination to regularly use their services. According to Oliver (2006), customer
satisfaction is a highly dependable measure of a customer’s loyalty or willingness
to continue using a product or service. To determine user satisfaction in the mo-
bile phone industry, this study looks at a few key dimensions. Price equity, brand
recognition, longevity, customer service excellence, multimedia, and social impact
are among these aspects. These characteristics have a major influence on user sat-
isfaction, even though user satisfaction can be assessed generally or limited to a
few specific dimensions (Athanassopoulos et al., 2001). Hokanson (1995) asserts
that a number of variables affect customer satisfaction. These elements include
staff members who are polite, knowledgeable, helpful, responsive, and on time;
accurate and pertinent invoicing; reasonable pricing; service features; exceptional
value; billing transparency; and prompt service. A customer’s level of pleasure
may vary depending on the other options and goods/services they have available
to them. Businesses can attain customer satisfaction by satisfying the needs and
preferences of their customers (La Barbera & Mazursky, 1983). Customer satis-
faction is also defined as the general opinion that customers have about the level
of service provided by a business (Johnson & Fornell, 1991). In the context of
smartphone commerce, Lin and Wang (2006) define user satisfaction as the con-
sumer’s assessment of the goods or service following a purchase as well as their

emotional reaction to the environment’s overall familiarity with it.
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2.3. Features

Product features, as defined by Kotler et al. (2007), relate to the characteristics of
a product that, when employed and put into practice, may meet the preferences
of consumers. Oulasvirta et al. (2011) assert that smartphones in the mobile phone
industry offer a diverse array of advanced technological capabilities such as inte-
grated web browsers, wireless connectivity, application installation, file manage-
ment systems, multimedia presentation and capture, complete programmability,
multiple gigabytes of storage and location, high-resolution displays, and motion
sensors. Consumers choose cell phones based on a variety of functionalities that
better suit their requirements and preferences, even when various features provide
them with varied levels of satisfaction (Pinto et al., 2019). According to empirical
data from past research, features are the most crucial factors to take into account
when choosing a smartphone while Rahim et al. (2016) outlined the fundamental
characteristics of the product, Mokhlis and Yaakop (2012) highlighted the distinc-
tive qualities, while Adetola and Ifeanyichukwu (2016) suggested the appealing
attributes. The validation of technology and innovations was conducted by Ah-
mad and Sherwani (2015), while Nath et al. (2015) identified value-added and
technical factors as the primary determinants in smartphone selection. Gopal et
al. (2013) state that slim phones are better than big ones, but Riyath and Musthafa
(2014) emphasize that a phone needs to be stylish in order to be identified as pop-
ular. According to Negi and Pandey (2013), the most important attribute to con-
sider when young ladies buy mobile phones is the duration of battery backup. The
preference of contemporary customers is for cellphones that possess distinctive
attributes, including the capacity to promptly and effortlessly access information,
as well as a straightforward graphical user interface designed for touchscreen op-
erations (Mohd Suki, 2013). Progressive features and apps are becoming more and
more popular due to the various services that mobile operators are offering, like
internet, entertainment, and multimedia, according to Sullivan et al. (2010). De-
sign features including the camera, color, screen, and internet browsing can all be
used to predict user satisfaction, according to research by Ling et al. (2006). Fur-
thermore, larger-screened smartphones with more functions are generally more
in demand than smaller-screened smartphones (Liu, 2002). As a result, we hy-
pothesize the following:

H1: There is a significant relationship between smartphone features and user

satisfaction.

2.4. Price

According to Kotler and Armstrong (2012), the term “price” refers to the total
amount that buyers are required to pay for products and services that fulfill their
wants or requirements. Acquisition cost refers to the total amount of money re-
quired to complete a transaction (Swani & Yoo, 2010). Although some individuals
may believe that the value of a product justifies its price, others may have a differ-

ent opinion. There are various ideas and points of view about value for money
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(Campbell, 1999). While buyers usually want to get the best deal possible and con-
sider pricing when making a purchase (Crilly et al., 2004; Hew et al., 2015), they
are rarely afraid to shell out a substantial amount of money to purchase the
smartphone of their choice (Mohd Suki, 2013). Price is identified by Karjaluoto et
al. (2003) as the primary factor influencing customer behavior in the context of
cellphones. Chakraborty and Sengupta (2014) suggest that price structure is a crit-
ical determinant of consumer satisfaction and a means of differentiating a busi-
ness from rivals. According to Nagle and Holden (2002), price can serve as a
means of exchange whereby buyers can purchase goods or services from sellers in
exchange for money. Optimal pricing structure directly influences customer be-
havior, especially in the context of smartphone selection. Price differences be-
tween low and high are significant, especially in the mobile market, and they act
as a differentiator for attributes like features, quality, and brand. Customers who
are price-conscious and have a propensity to compare prices benefit from external
reference pricing. Price volatility and internal reference price are negatively cor-
related, claim Yin and Paswan (2007). Being aware of prices impacts customer
happiness (Iyer, Sharma, & Evanschitzky, 2006; Varki & Colgate, 2001). Con-
sumers’ opinions regarding price level, value for money, and special offers can
be either positive or negative. They can also have complaints about price justice,
price perceptibility, and pricing processibility (Zielke, 2008). When considering
the different price levels of products, many aspects related to price awareness
may significantly impact on customer satisfaction (Matzler et al., 2006). The
growing attention has brought price fairness to the forefront of customers’ per-
spectives (Martin et al., 2009; Xia et al., 2004). As a result, we hypothesize the
following:

H2: There is a significant relationship between smartphone price and user sat-

isfaction.

2.5. Brand

A brand is a distinctive word, phrase, symbol, or appearance that sets apart a prod-
uct from comparable other items or a firm from its rivals (American Marketing
Association, 2024). A brand confers a unique and recognizable identity to a firm,
therefore establishing a connection with its goods and services (Leelakulthanit &
Honcharu, 2012). Most firms highly attach importance to their brand name,
which may greatly enhance the value of their products and services. Moreover, it
might provide the company with a competitive gain. Consumer views and judg-
ments that are ingrained as psychological associations are referred to as brand
image (Li et al., 2021). The public’s impression of a brand is its “image” (Aaker,
1996). After gathering information, consumers use this technique to decide be-
tween a certain brand and the options that are offered (Chen et al., 2018; Li et al.,
2021). Contemporary, high-tech goods, such as smartphones and tablets, are par-
ticularly susceptible to the influence of brand image. A well-known brand with a
greater image has a considerable advantage over less well-known enterprises since

it is linked to psychological confidence (Raj & Roy, 2015). All products and ser-

DOI: 10.4236/0jbm.2025.132071

1361 Open Journal of Business and Management


https://doi.org/10.4236/ojbm.2025.132071

R. U. H. Aubhi et al.

vices that consider customers’ emotional and rational decision-making processes
during first purchases, repeat purchases, and referral behavior are included in the
brand experience (Li, 2018). The brand is the primary factor driving consumers’
increasing desire for smartphones. Trivedi and Raval (2016) assert that a brand’s
ambassador and reputation have a significant impact on a smartphone buyer’s
choice. The research conducted by Khasawneh and Hasouneh (2010) and Savitri
et al. (2021) indicates that the brand image of a product plays a crucial role in
influencing consumers’ brand evaluation and intention to make a purchase. Con-
sumers generally purchase branded goods and services because brands give them
options, reassure them of quality, and assist them in making informed selections
(Juwaheer et al., 2014). The study conducted by Handley and Gray (2015) showed
a noteworthy correlation between the brand image of smartphones and the inten-
tion to purchase. Additionally, empirical studies conducted by Ahmad and Sher-
wani (2015), Bayraktar et al. (2012), Mokhlis and Yaakop (2012), Garga et al.
(2019), and others have demonstrated the critical impact that mobile phone
brands play in consumers’ decision-making processes. Adetola and Ifeanyi-
chukwu (2016) assert that brand image has little influence on the decisions made
by customers to purchase smartphones. Still, creating a lasting relationship with
consumers depends on a brand’s reputation. According to Srinivasan and till
(2002), it is an important tool that supports precise knowledge structures and fa-
cilitates high-quality correspondence. According to Athanassopoulos et al. (2001),
customer happiness is linked to positive word-of-mouth and long-term brand loy-
alty. Mack and Sharples (2009) also pointed out that a product’s reputation affects
a consumer’s choice of mobile device. Conversely, disgruntled consumers propa-
gate false information about a company that lacks brand loyalty. Because using
smartphones encourages favorable word-of-mouth for manufacturers, it tends to
boost customer satisfaction. As a result, we hypothesize the following:

H3: There is a significant relationship between smartphone brands and user

satisfaction.

2.6. Durability

Cordella et al. (2021) provides a definition of durability as the capacity to fulfill its
intended functions under specified maintenance, repair, and use circumstances
until a threshold condition is reached. The European Environment Agency (2017)
states that when maintenance and repair issues are included, a product’s durability
affects both its technical and functional lifespan. The development of smartphone
technology has accelerated due to the widespread use of smartphones for commu-
nication and information exchange. Han et al. (2004) investigated methods of de-
termining a customer’s total degree of pleasure based on luxuriousness, beauty,
and harmony. They found that a phone’s size, weight, material, button layout, and
interface, among other distinctive features, significantly influence consumers’ de-
cisions to buy (Han et al., 2004). User satisfaction is greatly impacted by the phys-
ical attributes of smartphones, such as their weight, size, durability, and menu

organization. As a result, we hypothesize the following:
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H4: There is a significant relationship between durability and user satisfaction.

2.7. After-Sales Service

After-sales service refers to benefits provided to customers after a purchase. After-
sales services, which customers use to explain the value of their purchases, have
an impact on customer satisfaction and loyalty both directly and indirectly (Hus-
sein & Hartelina, 2021; Sugianto & Sitio, 2020; Wahjudi et al., 2018). Customer
satisfaction with many products is mostly influenced by the services provided after
the purchase (Knapp, 2021). After-sales services are used as a non-price competi-
tive strategy to get a competitive edge. A key determinant of consumer satisfaction
with many products is the quality of post-purchase services provided (Knapp,
2021). Competitive advantage over competitors ultimately results in enhanced
customer value and more revenue (Majava & Isoherranen, 2019; Sheth et al.,
2020). Considering the inherent characteristics of high-tech innovations, the is-
sues related to post-sales support for mobile phones, particularly smartphones,
include short device life cycles, manufacturing faults, and a worldwide customer
base (Rofman, 2017). Due to the complexity of the smartphone market, after-sales
services have a big influence on user satisfaction. As a result, we hypothesize the
following:

H5: There is a significant relationship between after-sales service and user sat-
isfaction.

3. Research Model

A conceptual research framework is created to comprehend the elements influ-
encing user satisfaction with cell phones, shown in Figure 1, based on the exami-
nation of empirical literature. The hypotheses and findings of previous studies
(Athanassopoulos et al., 2001; Chakraborty & Sengupta, 2014; Chang & Chen,
2008; Heriyati & Siek, 2011; Nysveen et al., 2005; Yang et al., 2009) provide the
basis for the study model’s reasoning. The model states that there are crucial rela-
tionships between the following latent constructs: features, price, brand, durabil-
ity, after-sales service, and user satisfaction. Moreover, an outline of the study’s

proposed directions is given in Figure 1.

Features \
Pri .
rice
~—— "
2
Brand Hs

User Satisfaction

—_—
/,,,’——‘V
Durablllty snnl H4 /
Hs
After-sales Service /

Figure 1. Conceptual model and hypotheses.
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4. Research Design

This study describes smartphone user satisfaction among Bangladesh’s Gen Z
population using a five-factor approach. Features, price, brand, durability, and
after-sales service are the constituents. Data collection was conducted using a
standardized questionnaire that included a five-point Likert scale. The measuring
items in the questionnaire came from a comprehensive review of previous empir-
ical studies as shown in Table 1 (Olorunniwo et al., 2006; Soltani et al., 2022;
Trivedi & Raval, 2016). Convenient sampling procedures were applied to a variety

of socioeconomic and cultural groups for collecting the primary data.

Table 1. Number of items and sources.

No. of
Constructs . Sources
items

Kaushal & Kumar (2016); Lay-Yee, Kok-Siew & Yin-Fah

Features (FEA) 4 (2013); Ling et al. (2006); Osman et al. (2012); Rahim et al.
Price (PRI) 4 Hooi Ting et al. (2011); Lay-Yee et al. (2013); Zielke (2008)

Lay-Yee et al. (2013); Handley and Gray (2015); Srinivasan
and till (2002); Trivedi & Raval (2016)

Durability (DUR) 3 Han et al. (2004); Ling et al. (2006)
After-sales Service 3 Raditya et al., (2019); Knapp (2021); Nemati et al., (2010);

Brand (BRA) 4

(ASS) Shin & Kim (2008); Singh (2020); Soltani et al. (2022)
User Satisfaction Kim & Chae (2013); Lin and wang (2006); Olorunniwo et al.
(US) (2006)

Additionally, the researcher conducted a pilot study in this study to see if the
questionnaire’s interpretations and instructions were straightforward, under-
standable, and helpful to the respondents. In the pilot study, a total of twelve
responses were gathered, and adjustments were made in response. In February
and March of 2024, the final survey was carried out, and 450 responses were
gathered. After carefully reviewing each questionnaire and eliminating any er-
roneous or incomplete responses, the final sample size for the study was 434.
MS Excel and SPSS were utilized to analyze the survey results and do pertinent
computations for the research. Table 2 reports on the constructs’ validity and

reliability.

5. Analysis and Interpretation

The demographic data is classified into six variables, including gender, age, educa-
tional attainment, occupation, monthly earnings, and preference for mobile service
brands. The sample, as shown in Table 3, is predominantly male, with 72.4% (n =
314) identifying as male, while 27.6% (n = 120) are female. Most of the respond-
ents, with the largest group being those aged 21 - 23 years, constituted 39.4% (n =
171) of the sample. This is followed by the 18 - 20 years age group, which represents
31.6% (n = 137). A smaller proportion falls below 18 years of age (15.4%, n = 67),
and the fewest respondents are aged above 24 years (13.6%, n = 59).
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Table 2. Reliability and validity analysis.

Construct Items Loading Cronabc (a) Value

FEA-1 0.828
FEA-2 0.861

Features (FEA) 0.841
FEA-3 0.778
FEA-4 0.780
PRI-1 0.899
PRI-2 0.834

Price (PRI) 0.822
PRI-3 0.852
PRI-4 0.775
BRA-1 0.807
BRA-2 0.783

Brand (BRA) 0.778
BRA-3 0.803
BRA-4 0.853
DUR-1 0.880

Durability (DUR) DUR-2 0.815 0.839
DUR-3 0.890
ASS-1 0.791

After-sales Service (ASS) ASS-2 0.898 0.852
ASS-3 0.909
US-1 0.863
UsS-2 0.907

User Satisfaction (US) 0.783
US-3 0.833
US-4 0.962

Table 3. Descriptive statistics.

Characteristics Frequency Percent
Male 314 72.4%
Gender
Female 120 27.6%
Below 18 67 15.4%
18 - 20 137 31.6%
Age
21-23 171 39.4%
Above 24 59 13.6%
Secondary 67 15.4%
Higher Secondary 121 27.9%
Education Graduate 191 44.0%
Post-graduate 55 12.7%
Others 0 0.0%
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Continued
Student 353 81.3%
Business 54 12.4%
Profession Govt. Job 9 2.1%
Private Job 14 3.2%
Others 4 0.9%
Below 10,000 TK 227 52.3%
11,000 - 15,000 TK 115 26.5%
Monthly Income 16,000 - 20,000 TK 42 9.7%
21,000 - 25,000 TK 21 4.8%
Above 25,000 TK 29 6.7%
Samsung 69 15.9%
iPhone 36 8.3%
Vivo 78 18.0%
Mobile Brand Oppo 96 22.1%
Symphony 84 19.4%
Walton 32 7.4%
Others 39 9.0%
Note: n = 434.

In terms of education, the majority have completed graduate-level education
(44.0%, n = 191). This is followed by those with higher secondary education
(27.9%, n = 121), and a smaller segment has secondary education (15.4%, n = 67).
A minority of the respondents have attained post-graduate education (12.7%, n =
55), with no respondents falling into the “Others” category. Most respondents are
students, accounting for 81.3% (n = 353) of the sample. The remainder is divided
among various professions, with 12.4% (n = 54) engaged in business, 3.2% (n =
14) in private jobs, 2.1% (n = 9) in government jobs, and 0.9% (n = 4) in other
unspecified occupations. A significant portion of the population, 52.3% (n = 227),
reports a monthly income below 10,000 TK. Following this, 26.5% (n = 115) earn
between 11,000 and 15,000 TK. Fewer respondents have incomes in the range of
16,000 - 20,000 TK (9.7%, n = 42), 21,000 - 25,000 TK (4.8%, n = 21), or above
25,000 TK (6.7%, n = 29). Regarding mobile brand preference, the data shows a
diverse distribution. The largest preference is for Oppo, chosen by 22.1% (n = 96)
of respondents. Symphony follows with 19.4% (n = 84), and Vivo is preferred by
18.0% (n = 78). Samsung is used by 15.9% (n = 69), and iPhone by 8.3% (n = 36).
Smaller percentages are associated with Walton (7.4%, n = 32) and other brands
(9.0%, n = 39).

After obtaining satisfactory results from the formation and model, the subse-
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quent phase is to investigate the conceptual framework. The test of hypotheses on
the relationship between each element is shown in Table 4 and Figure 2. In Figure
2 indicates that R* = 0.43 or 43% accounted for the variation, including five inde-
pendent factors: features, price, brand, durability, and after-sales service. These

variables are considered significant at a 5% alpha level.

Table 4. Regression coefficients.

Variable B-value t-value Sig. Tolerance VIF
FEA 0.247 3.387 0.000*** 0.862 2.386
PRI 0.253 3.082 0.000*** 0.834 1.893
BRA 0.218 3.022 0.001*** 0.687 2.350
DUR 0.264 2.998 0.000*** 0.954 1.842
ASS 0.271 3.326 0.001*** 0.702 1.389

Note: R2 = 0.43. Durbin Watson value = 1.932. Dependent variable: User Satisfaction
(USSA). ** p < 0.05; *** p < 0.01 (n = 434). FEA—features; PRI—price; BRA—brand;
DUR—durability; ASS—after-sales service.

Features
| T HI:B=0.247 R%=0.43 or 43%
Price b T
H2: B=0253 —ypl
User
Brand ——— H3:B8=00218 —> Satisfaction
Durability I H4:B= 0.264/'

After-sales Service | — B p=0271

Figure 2. Regression results.

At the level of significance of 5% (p = 0.247, p < 0.05), as depicted by Table 5,
the first hypothesis (a positive correlation between smartphone features and user
pleasure) is supported based on regression analysis. Among the many factors that
influence a young student’s decision to buy a smartphone, Trivedi and Raval
(2016) identified the following: operating system version, internet speed, apps,
features, design, etc. Product features have a proven impact on the intention to
buy a smartphone among young consumers in Bangladesh, according to Rakib et
al. (2022). At a 5% level of significance (f = 0.253; p < 0.05), we support Hypoth-
esis 2, which states that there is a substantial association between the price of
smartphones and user pleasure. En and Balakrishnan (2022), Trivedi and Raval
(2016), and Lay-Yee et al. (2013) are among the prior research that have also
shown that the price of cell phones is the most important factor affecting the in-

tention of young consumers to purchase one.
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Table 5. Summary of hypotheses testing.

Proposed Hypotheses Decision
Hi: There is a significant relationship between smartphone features and user

. . Accepted
satisfaction.
Ho: There is a significant relationship between smartphone price and user

) ) Accepted
satisfaction.
Hs: There is a significant relationship between smartphone brands and user

Accepted

satisfaction.
Ha: There is a significant relationship between durability and user satisfaction. Accepted

Hs: There is a significant relationship between after-sales service and user
. . Accepted
satisfaction.

The correlation between smartphone brand and customer pleasure is further
shown in Table 4. In line with previous research, we have confirmed that hypoth-
esis three is correct at the 5% significance level (f = 0.218; p < 0.05). Research has
shown that users’ perceptions of smartphone brands have a significant impact on
their opinions of such brands and their propensity to buy them (Savitri et al.,
2021). The fourth hypothesis was supported by the positive association between
durability and user satisfaction (p = 0.264; p < 0.05). At the 5% significance level,
hypothesis 5 (p = 0.271; p < 0.05) asserts that after-sales service and customer
happiness are strongly positively related. Customer satisfaction among developing
markets, mobile phone consumers is positively impacted by after-sales support,
according to Jahan et al. (2019).

6. Theoretical Implications

The study expands knowledge about technology utilization and satisfaction along
with behavioral reactions by utilizing TAM and its integration with UGT and ECT
concepts to evaluate Generation Z smartphone satisfaction. Many studies have
used the TAM framework to understand how users perceive technology utility
and ease of operation for their acceptance decisions (Davis, 1989). This research
investigation extends its analysis to illustrate that Generation Z members base
their satisfaction on price elements alongside brand recognition. Future develop-
ments of TAM need to add these evaluation components since digital-native users
favor engaging features over basic functionality. This research confirms the core
assumption of UGT that people select technologies according to what needs they
specifically meet, as proposed by Katz et al. (1973). Previous academic research
centered on traditional media; however, this study demonstrates smartphones ful-
fil Generation Z users because they provide multiple functionalities to meet their
needs for being connected, expressing themselves, and obtaining entertainment.
The evaluation process after purchase benefits from ECT through the understand-
ing that system updates alongside customer service and changing user preferences
determine satisfaction metrics and brand commitment (Oliver, 1980). Theoretical
frameworks of technology satisfaction need to integrate systematic user-technol-

ogy relationships that develop over time with changing smartphone technologies.
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7. Practical Implications

The study delivers vital insights which benefit both manufacturers creating
phones and their associated sellers as well as the officials who control the market.
The understanding of Gen Z happiness in Bangladesh enables smartphone man-
ufacturers to create improved phone models. People will be happier because of
this method which results in them choosing to remain loyal to the brand. The
research data has value for service providers as well as retailers who want to attract
Gen Z customers. Gen Z customers tend to respond well to stores that focus their
offerings on what this demographic enjoys because this results in increased sales
and satisfied clients. The study highlights that app developers, along with digital
service providers, should work on enhancing the performance optimization of
their applications designed for the leading smartphone models used by Gen Z us-
ers. The study generates vital knowledge for policymaking bodies and consumer
protection organizations about aspects affecting unhappy customers such as de-
ceptive advertisements and subpar post-purchase customer assistance. The ob-
tained intel can assist the creation of consumer education initiatives which boost
smartphone buying decisions for young consumers through increased knowledge.
Through the collected data regulatory bodies can establish enhanced standards of
marketing transparency along with quality control measures for the smartphone

market to defend consumer interests effectively.

8. Limitations and Future Research Agenda

The study has several limitations. Firstly, because the facts became collected via
self-mentioned questionnaires, there may be a chance of reaction bias, in which
individuals can also offer socially ideal or faulty solutions. Secondly, the study is
predicated on regression evaluation, which, whilst effective in figuring out rela-
tionships between variables, cannot establish direct causality, meaning other un-
measured elements might also influence smartphone satisfaction. Additionally,
the study also faces limitations due to rapid technological improvements, as
smartphone functions and consumer alternatives evolve quickly, potentially mak-
ing the findings much less relevant over time.

This research can open the way for future studies focusing on other dimensions
affecting user satisfaction e.g., social media influence, peer pressure, ethical con-
sumerism, environmental sustainability, usability of interfaces, or some deeper
analysis regarding how these factors change in time due to technology and user
preferences. An interesting next step would be a cross-cultural or geo-demo-
graphic comparative investigation of Gen Z smartphone satisfaction. Lastly, the
qualitative research could discover the additional elements that are most preferred
by using this demographic to help producers understand a way to tailor their ser-

vices to meet Gen Z’s needs properly.

9. Conclusion

This study investigated the factors affecting smartphone user satisfaction among
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Gen Z in Bangladesh. The study shows that all five factors—features, price, brand-
ing, durability, and after-sales service-contribute significantly to user satisfaction.
Of these, after-sales service emerged as the most important factor, closely followed
by durability and price, meaning not if Gen Z values the functionality and cost of
their smartphones not only cost-effective but also the post-purchase support as
valuable. While features and brands were still influential, they were found to be
far less influential. These findings highlight the importance of smartphone man-
ufacturers and retailers focusing on enhancing after-sales services and ensuring
product sustainability to satisfy Gen Z better meet consumers’ expectations in
Bangladesh.
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