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Abstract 

This study examines Generation Z students' smartphone buying intentions at Malaysian higher education institutions. The Theory 
of Planned Behavior (TPB) was chosen for its usefulness in studying Malaysian smartphone buying intentions. The study evaluates 
smartphone purchase intentions based on key factors such as attitudes (ATT), subjective norms (SN), perceived behavioral control 
(PBC), and perceived enjoyment (PE). This quantitative study collected data via survey questionnaires. Malaysian higher education 
Generation Z students are the targeted population. An analysis of 384 completed surveys was done. The study found that perceived 
usefulness, ease of use, subjective norms, product features, brand image, perceived price, and social influences from friends, family, 
coworkers, and society affect young consumers' smartphone purchase intentions. The results shed light on Generation Z students' 
smartphone buying intentions in Malaysian higher education institutions. Smartphone makers will use the findings to understand 
Generation Z's smartphone buying habits. The study may also encourage corporations to promote their products and services to 
Generation Z and improve product features to fit their wants, boosting brand loyalty and sales. This study provides new insights 
into Generation Z students' smartphone buying intentions in Malaysian higher education institutions. It addresses several underlying 
issues and gives smartphone marketers real insights into how different elements affect consumer experiences and buying behavior. 
This helps us understand Generation Z's smartphone buying intentions. 

Keywords: Generation Z, Smartphone Market, Malaysia, Purchase Intentions, Sustainable Growth, Economic Growth. 

 

Introduction 

Generation Z, born between the mid-1990s and early 2010s, rely heavily on cellphones for 
communication, entertainment, and productivity. They are well-versed in and fond of brands, 
often choosing phones from reputable companies that align with their lifestyle. This generation 
is attracted to fashionable, cutting-edge, and socially conscious items, preferring smartphones 
with advanced features and technology. They favor devices equipped with high-quality cameras, 
fast processors, ample storage, and innovative technologies like AR and AI (Veybitha et al., 
2021). 
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Despite valuing luxury, Generation Z are also frugal. Many are students or young professionals 
with limited financial resources, leading them to prefer mid-range or budget phones that balance 
cost and functionality (Leong et al., 2024). They are adept at researching and comparing phones 
online, reading reviews, and making purchases through e-commerce sites or mobile apps. This 
demographic is particularly drawn to futuristic technology; features such as 5G connectivity, 
flexible screens, and biometric security significantly influence their purchasing decisions 
(Tiwari & Joshi, 2020).  

Generation Z is highly cost-conscious and seeks smartphones that offer a good balance between 
price and functionality. They may be willing to pay a premium for phones with superior features 
(Abdullah et al., 2021). User-friendly interfaces and responsive customer support are crucial, as 
they enhance the overall user experience by focusing on simplicity and utility (Liaw et al., 2024). 
Factors influencing their smartphone purchases include brand image, features, social media 
presence, cost, customization options, longevity, ease of online purchasing, and technological 
advancements (Huang & Copel, 2020). To attract and retain this demographic, smartphone 
developers and marketers must consider these factors. 

Additionally, Generation Z change their cellphones more frequently than other age groups. In 
2020, over 25% of Generation Z replaced their cellphones, and 27% planned to purchase a new 
phone in 2021, according to Statista (Ahmed, 2019). Recent data indicates that Generation Z in 
Malaysia exhibits a higher frequency of smartphone replacements compared to other age groups. 
A study by Nielsen highlighted that 99% of Malaysians aged 18-24 own a smartphone, 
underscoring their deep integration into digital lifestyles (Nielsen, 2019). This demographic's 
strong reliance on smartphones for daily activities contributes to their tendency to upgrade 
devices more frequently (Jamil & Khan 2025). In the broader Malaysian market, smartphone 
penetration reached 94.8% in 2021, reflecting the nation's high adoption rate (MCMC, 2021). 
The market is characterized by a diverse range of brands, with Apple leading at a 32.03% market 
share as of October 2024, followed by Samsung at 13.28%, Oppo at 11.12%, and Xiaomi at 
10.6% (StatCounter, 2024). These statistics highlight the dynamic nature of smartphone usage 
in Malaysia, particularly among Generation Z, who are at the forefront of frequent device 
upgrades and digital engagement. While existing literature highlights university students as a 
significant market segment (Hemsley, 2016), the impact of various factors on their online 
purchasing intentions in Malaysia remains unclear, warranting further research (Aziz & Wahid, 
2018). 

Problem Statement 

Generation Z is well-known for its distinct smartphone purchasing patterns and preferences, 
making it a challenging demographic for smartphone marketers to understand and engage 
effectively. Recognizing the factors that influence their buying intentions and behaviors is 
crucial. Advanced mobile phones facilitate global communication and data exchange, and since 
1983, the US mobile phone industry has seen significant growth with the entry of renowned 
companies (Gupta & Singh, 2019). Students face the challenge of choosing a smartphone from 
a wide array of options. This decision impacts their academic, social, and personal lives as 
smartphones are integral to their daily routines. The multitude of choices, each with different 
features, specifications, and prices, can complicate the decision-making process (Siang et al., 
2018). Financial constraints, varied preferences, and the need to balance features, brand loyalty, 
and peer influence further complicate this choice (Pooja et al., 2022). The diverse socioeconomic 
backgrounds of college students add complexity to this decision, as financial and cultural factors 
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influence their preferences and priorities (Haque et al., 2020). Social pressure and cultural 
expectations regarding smartphone brands and features can also complicate the decision-making 
process for students (Asheri et al., 2022).  

To address these issues, it is essential to understand how students in higher education choose 
new smartphones. Approaches and resources that help students make informed decisions that 
meet their academic, social, and personal needs, while considering their financial and cultural 
constraints, should be explored (Josephine et al., 2018). These insights are crucial for educators, 
policymakers, and technology providers to assist students in navigating the evolving smartphone 
market (Almuhatresh et al., 2022). Additionally, introducing a newly developed questionnaire 
for measuring customer buying behavior would be beneficial. Several factors influence 
smartphone purchases, including intense competition between manufacturers (Aziz et al., 2022). 
This competition provides customers with numerous options, which can lead to indecision. The 
competition among smartphone manufacturers is a significant concern from various perspectives 
(Chowdhury et al., 2024). Buyers may struggle to choose as many vendors offer similar features 
and standards, leading to decision fatigue and purchase delays. Competition can lead to price 
wars, initially benefiting customers but potentially reducing manufacturers' profit margins and 
compromising quality or innovation (Yie & Shafi, 2023). 

Smartphone manufacturers create separate ecosystems of applications, services, and accessories, 
leading to ecosystem fragmentation. This fragmentation can make it difficult for consumers to 
switch brands while maintaining their preferred environment. Although this can result in new 
features and performance improvements, it also causes devices to become obsolete quickly, 
forcing users to upgrade. The abundance of options raises consumer loyalty issues, making it 
challenging for manufacturers to retain customer loyalty. As brand loyalty declines, 
manufacturers find it increasingly difficult to keep customers (Yie & Shafi, 2023). 

Generation Z's purchasing decisions are heavily influenced by peer recommendations and social 
proof. They choose smartphones based on advice from friends, family, virtual networks, and 
user-generated content such as reviews and unboxing videos. Gen Z prefers subscription services 
for smartphones and related services, valuing the flexibility, affordability, and convenience of 
subscription programs that offer regular updates, bundled services, and warranties. This 
generation also prioritizes privacy and data security more than previous generations, preferring 
strong encryption, biometric authentication, and transparent data processing (Veybitha et al., 
2021). According to Statista (2024), the smartphone penetration rate in Malaysia has been on an 
upward trend, reaching 89% in 2023, with continuous growth forecasted for 2025. This indicates 
that penetrating the Malaysian smartphone market is becoming increasingly challenging due to 
strong competition and high ownership rates, with 9 out of 10 people already owning a 
smartphone. The rise in mobile phone companies has led to the entry of brands like Apple, 
Samsung, Lenovo, and Huawei into the Malaysian market (Li et al., 2023). 

Research Objectives 

The objective of the newly created questionnaire is to determine the key factors that affect 
towards smartphone purchase intentions-based Attitude (ATT), Subjective Norms (SN), 
Perceived Behavioural control (PBC) and Perceived Enjoyment (PE). The research questions for 
this study are as follows: 

RQ1: What is the relationship between attitude and purchase intention of smart phones amongst 
university students in HEI in Malaysia. 
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RO2: What is the relationship between subjective norms and purchase intention of smart phones 
amongst university students in HEI in Malaysia. 

RO3: What is the relationship between perceived behavioural control and purchase intention of 
smart phones amongst university students in HEI in Malaysia. 

RO4: What is the relationship between perceived enjoyment and purchase intention of smart 
phones amongst university students in HEI in Malaysia. 

RQ 5: What is the effect of the independent variables (Attitude (ATT), Subjective Norms (SN), 
Perceived Behavioural control (PBC) and Perceived Enjoyment (PE) on Purchase intentions in 
Smartphones for Gen Z in Higher Education Institutions Malaysia? 

Literature Review and Hypothesis Development 

Global Perspective of Behavioural Intention of Generation Z to purchase new smartphones  

The propensity of Generation Z to obtain a new smartphone may differ based on their cultural 
background and physical location. Various widespread trends can be discerned at a global level. 
The Gen Z cohort is a highly networked generation that significantly depends on technology for 
their everyday endeavours. Their everyday activities consist of entertainment, interaction, and 
employment. The Gen Z demographic cohort exhibits a greater propensity to acquire novel 
smartphones in comparison to previous demographic cohorts. According to Statista's 2020 data, 
the global smartphone industry had a value of 497.75 billion USD in 2021 and is expected to 
surpass 700 billion USD by 2026. There is a substantial increase in the worldwide demand for 
smartphones (Laricchia,2023) On a global scale, the cost of smartphones will be the foremost 
determinant for Generation Z's decision-making process. A significant portion of Generation Z 
individuals, especially those living in rural regions, exhibit a strong awareness of prices. They 
tend to use budget-friendly smartphones that offer a balanced blend of features. This issue is 
widespread in numerous developing countries characterised by a high cost of living and a 
persistently low average income. The perception of a brand plays a vital role in influencing the 
purchasing decisions of Generation Z. Apple and Samsung, two prominent smartphone 
manufacturers, hold a substantial portion of the market in different countries across the globe. 
Their devoted clientele remains unwavering as a result of their well-established brand awareness 
and dedication to manufacturing top-notch gadgets (Khalil & Haque, 2022). Furthermore, the 
influence of society has started to have a significant effect on a worldwide level. Various 
prominent social media platforms, such as Facebook, YouTube, and TikTok, are employing 
celebrities and influencers to promote their smartphone brands. This method has the capacity to 
influence the purchasing choices of Generation Z, as they may be motivated to select the brands 
endorsed by their beloved celebrities to distinguish themselves (Shaw, 2023). The behavioural 
intention of Gen Z individuals to purchase new smartphones may be influenced by a variety of 
cultural and national factors. Nevertheless, it is advisable to consider numerous factors such as 
cost, societal influence, and global brand standing, as indicated by Rakib et al., (2022) 
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Figure 1 Research Model 

Hypothesis Development 

Attitudes are people’s overall thoughts or emotions toward engaging in a certain activity. 
Acquiring a new smartphone may be affected by variables such as perceived utility, pleasure, 
and happiness with the device's features and abilities (Boateng, 2021). Gen Z customers in 
Penang may see smartphones positively if they consider them beneficial for communication, 
entertainment, education, and socialisation. Attitudes may be shaped by how individuals see 
certain smartphone brands. Gen Z customers may be highly motivated to buy smartphones if 
they see them as status symbols or have a desire to keep up with the newest technological trends. 
Purchase intentions might be influenced by practical requirements, such the need for dependable 
communication, social media access, educational tools, or gaming features (Chang & Wildt, 
1994). The first hypotheis proposed is as follows: 

H1: Attitude has a positive and significant influence on purchase intention of smartphones 

Subjective norms (SN) refer to individuals' impressions of the social pressure or influence from 
important people on their conduct. Peer ideas, family opinions, and social media influences 
might affect personal criteria while choosing a new smartphone. Subjective norms significantly 
influence the purchasing intentions of Gen Z consumers in Penang, Malaysia, regarding 
smartphones. Peer influence, family dynamics, social media impact, and cultural/community 
norms all shape subjective norms, which impact the purchasing choices of Gen Z consumers. 
Marketers focusing on this age group must comprehend and use these social effects efficiently 
to synchronise their marketing tactics with the subjective norms predominant among Gen Z 
customers in Penangn (La Barbera & Ajzen, 2020). The second hypotheis proposed is as follows: 

H2: Subjective Norm has a positive and significant influence on purchase intention of 
smartphones 

Perceived Behavioural Control (PBC) refers to an individual's evaluation of their ability to do 
an action, including internal and external factors that might facilitate or hinder the activity. 
Financial constraints, technological knowledge, and availability of purchasing options might 
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affect perceived control over behaviour when acquiring a new smartphone (Xu et al., 2022). 
Perceived behavioural control significantly influences Gen Z customers' purchase intentions for 
smartphoness in Penang, Malaysia. Factors including cost, knowledge access, resource 
availability and buying channel accessibility might impact perceived behavioural control, which 
then affects purchase intentions (Pathmanathan et al., 2022). Marketers aiming at this age group 
should take into account these aspects and work on overcoming any obstacles to perceived 
behavioural control in order to boost purchase intentions among Gen Z customers in Penang 
(Tsamwa et al., 2022). The third hypotheis proposed is as follows: 

H3: PBC has a positive and significant influence on purchase intention on type of smartphones. 

Perceived Enjoyment delight refers to an individual's expectation of the pleasure or happiness 
they would gain from participating in a certain activity, such as buying a new smartphone. 
Perceived pleasure significantly influences Gen Z customers' purchase intentions for 
smartphoness in Penang, Malaysia (Umesh et al., 2023). Factors including user experience, 
entertainment value, customisation possibilities, social connectedness, innovation, and novelty 
may impact perceived pleasure, which then affects purchase intentions. To effectively reach Gen 
Z customers in Penang, marketers should emphasise the positive features of smartphones and 
create user experiences that align with their tastes and lifestyles to boost buying intentions 
(Tiwari & Joshi, 2020). This hypothesis proposes that those who believe they would like to use 
a new smartphone are more likely to have favourable views regarding obtaining one. The 
smartphone's features, design, user interface, entertainment choices, and overall user experience 
may all have an impact on perceived pleasure (Haque et al., 2024). Individuals who expect to 
like these elements of the new smartphone are more likely to acquire positive views regarding 
acquiring it. The fourth hypotheis proposed is as follows: 

H4: Perceived Enjoyment has a positive and significant influence on purchase intention on 
smartphones. 

Research Methodology 

Demographic Profile of the Respondents 

The demographic profile of respondents are tabulated in Table 1. 

 

Demographic Characteristics 

of Sample 

Frequency Percentage 

Gender 
Male 88 51.5 

Female 83 48.5 

Age 

16 - 19 years old 43 25.1 

20 - 23 years old 60 35.1 

24 - 27 years old 68 39.8 

Education level 

Certificate / Foundation                 31                                                             18.1 

       Diploma 73 42.7 

Degree 
Master degree & above 

49 
18 

28.7 

10.5 

Monthly Income 

Above RM8000 11 6.4 

RM6001-RM8000 18 10.5 

RM4001-RM6000 46 26.9 
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RM2001-RM4000 40 23.4 

Below RM2000 56 32.7 

Table 1: Respondents' Characteristics 

Procedure 

This research will focus on students from INTI, KDU, and SEGi College, which are Higher 
Education Institutions in Malaysia. The target population includes male and female students 
belonging to Generation Z. The research aims to involve a total of 384 students. According to 
the sample size determination table by GPower (Cohen, 1992), a sample size of 137 is required 
to ensure adequate representation for the four independent variables. To ensure adequate sample 
size for this study, a total of 171 respondents were included. The study will be conducted with 
students from these institutions who will participate by filling out a questionnaire created by the 
researcher on the Google platform. The survey questions will be designed to be clear and 
comprehensible to ensure effective data collection. Each survey is expected to be completed 
within a maximum of 15 minutes.  Methodological practices from previous studies were utilized 
(Almonawer et al., 2023; Annathurai et al., 2023; Khalil et al., 2022; Gazi et al., 2024; Liew et 
al., 2024).    The use of a qualitative approach departed from earlier studies that used a 
quantitative methodology (Jiang et al., 2023, Wider, 2023).             

Questionnaire Development and Instrument 

A three-section questionnaire was developed in English. Participants were asked to rate their 
agreement with statements using a 5-point Likert scale, ranging from 'Strongly Disagree' to 
'Strongly Agree'. In this study, the Likert scale will be employed. The Cronbach's Alpha for the 
variables during the pilot test indicated acceptable reliability: Intentions (DV) 0.917, Attitude 
(IV1) 0.751, Subjective Norms (IV2) 0.781, Perceived Behavioral Control (IV3) 0.791, and 
Perceived Enjoyment (IV4) 0.885. 

Section A collected demographic information, including gender, age, education level, time 
spent, purpose of phone use, and income level. Section B required responses to five questions 
about Generation Z's intentions to purchase new smartphones, adopted from Needle (2021). 
Section C comprised 20 questions, distributed across four variables with five questions each: 
Attitude (ATT) adopted from Nazir and Tian (2022), Subjective Norm (SN) adopted from La 
Barbera and Ajzen (2020), Perceived Behavioral Control (PBC) adopted from Hardin-Fanning 
and Ricks (2017), and Perceived Enjoyment (PE) adopted from Venkatesh et al. (2012). 

Principal Component Analysis (PCA) was employed to reduce the dataset's dimensionality and 
improve data presentation before distributing the questionnaire. The Kaiser-Meyer-Olkin 
(KMO) measure and Bartlett's Test of Sphericity were used to assess the dataset's suitability for 
factor analysis. The KMO measure of 0.900 confirmed that the dataset was suitable for factor 
analysis, indicating sufficient correlation among the variables to identify relevant factors. 
Bartlett's Test of Sphericity yielded a significant result (Approx. Chi-Square = 2537.670, df = 
300, p < .001), indicating significant correlations necessary for component analysis. The Total 
Variation Explained table from PCA showed that the first five components explained 65.44% of 
the dataset's variability, confirming that factor analysis can be used to understand the dataset's 
core structure (Ling et al., 2023). This study aims to uncover underlying constructs and 
relationships between variables, guiding future research and practice. 
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Ethical Consideration 

Ensuring ethical concerns is critical for protecting the rights, well-being, and dignity of 
participants in a study, as well as preserving the research's integrity and credibility. This study 
was approved by the Institutional Review Board (IRB) or Ethics Review Committee, which 
evaluates research proposals to ensure they follow ethical guidelines. 

Results and Findings 

Descriptive Analysis and Reliability Results 

Descriptive analysis employed measures such as mean, median, mode, standard deviation, 
skewness, and kurtosis to summarize and interpret a dataset, illustrating the average, spread, and 
distribution of the variables. It is essential to conduct descriptive analysis before performing 
statistical investigations to gain an understanding of the data. Reliability analysis was conducted 
to assess the internal consistency of the constructs. Cronbach's alpha of 0.925 indicated excellent 
internal consistency among the items used to evaluate intentions. Cronbach's alpha scores of 
0.867 and 0.819 indicated high reliability for Subjective Norms and Perceived Enjoyment, 
respectively. However, Attitude and Perceived Behavioral Control demonstrated moderate 
internal consistency, with Cronbach's alpha values of 0.735 and 0.776, suggesting fair construct 
reliability. The reliability analysis shows varying levels of internal consistency among different 
constructs. Intentions were highly reliable with a Cronbach's alpha of 0.925. These findings 
underscore the importance of ensuring the reliability of assessment instruments for accurate 
result interpretation. The moderate reliability of the Attitude and Perceived Behavioral Control 
constructs highlights the need for ongoing monitoring and potential enhancement of the 
measurement tools to ensure consistency and accuracy. 

 

Variable Mean Std 

Deviation 

Skewness Kurtosis Distribution 

Intentions (DV) 4.0316 0.92453 -1.468 1.581 Normal 

Attitude (IV1) 4.0421 0.58459 -1.543 4.047 Not Normal 

Subjective Norms (IV2)  3.6316 0.94642 -0.552 -0.55 Normal 

Perceived Behavioral 
Control (IV3) 

4.2596 0.48551 -2.074 11.018 Not Normal 

Perceived Enjoyment 
(IV4) 

4.1895 0.60089 -1.338 4.014 Not Normal 

Table 2 Descriptive Statistics Results 

Table 2 above tabulates the descriptive analysis of all the variables. Participants exhibited a 
generally positive inclination towards the desired behavior, with an average intention score of 
4.03 (SD = 0.92). However, the intention scores displayed negative skewness (skewness = -1.47) 
and significant kurtosis (kurtosis = 1.58), indicating a departure from a normal distribution. 
Regarding attitude (IV1), participants held a mean attitude score of 4.04 (SD = 0.58), reflecting 
a favorable outlook on the behavior. Similar to intentions, attitude ratings also showed negative 
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skewness (-1.54) and peakedness (kurtosis = 4.05), signifying deviation from normal 
distribution. The mean score for subjective norms (IV2) stood at 3.63 (SD = 0.95), indicating a 
neutral perception of societal influences on behavior. The distribution displayed reasonably 
symmetric characteristics with negative skewness (-0.55) and minimal kurtosis.  

Participants expressed a high level of perceived control over the behavior (IV3), with an average 
score of 4.26 (SD = 0.49). However, significant negative skewness (-2.07) and high kurtosis 
(11.02) suggested a departure from normality and potential outliers. Regarding perceived 
effectiveness (IV4), the mean score was 4.19 (SD = 0.60), indicating participants' belief in the 
behavior's efficacy. Similar to other variables, perceived effectiveness exhibited negative 
skewness (-1.34) and significant kurtosis (4.01), indicating deviations from normal distribution. 

Key statistics for research variables were summarized. Mean scores for intentions, attitude, 
subjective norms (SN), perceived behavioral control (PBC), and perceived effectiveness (PE) 
were 4.03, 4.04, 3.63, 4.26, and 4.19, respectively. Standard deviations ranged from 0.48 to 0.95, 
indicating moderate to high variability. 

Negative skewness was observed for all variables, suggesting a leftward distribution skew. 
Notably, PBC (-2.07) and PE (-1.34) displayed substantial skewness scores, indicating 
deviations from normality. Kurtosis values ranged from -0.55 to 11.02, indicating peakedness 
or flatness in distribution. PBC exhibited high kurtosis (11.02), suggesting the presence of 
heavy-tail enders and potential outliers. These findings highlight favorable attitudes and 
intentions towards the studied behavior, but caution is warranted due to significant deviations 
from normality and the potential impact of outliers, especially in the perceived behavioral 
control measure. Interpretation of study findings should consider these statistical characteristics 
carefully. 

Pearson’s Correlation Analysis 

Refer to Table 3 below, the correlation matrix showed substantial connections between research 
variables. Intentions (dependent variable) correlated moderately with Attitude (r = 0.540, p 
<.001), Subjective Norms (r = 0.585, p <.001), Behavioural Control (r = 0.329, p <.001), and 
Enjoyment (r = 0.500, p <.001). Positive attitudes, subjective Norms, perceived Behavioral 
control, and reported enjoyment are associated with increased intentions to engage in the desired 
activity. The variables of Attitude (IV1), Subjective Norms (IV2), Perceived Behavioral Control 
(IV3), and Perceived Enjoyment (IV4) revealed moderate to high positive correlations (r = 
0.671, p <.001). Positive attitudes are associated with greater subjective standards, increased 
behavioral control, and higher pleasure with the conduct. Subjective Norms (IV2) correlated 
positively with Perceived Behavioral Control (IV3) (r = 0.396, p <.001) and Perceived 
Enjoyment (IV4) (r = 0.477, p <.001). This suggests that people with stronger subjective Norms 
have more behavioral control and satisfaction. Perceived Behavioral Control (IV3) showed a 
moderate positive correlation with Perceived Pleasure (IV4) (r = 0.631, p <.001), indicating that 
individuals who feel more control over their behavior are also more likely to experience greater 
pleasure associated with it. All correlations were statistically significant at 0.01 (two-tailed), 
suggesting strong and stable links. 
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Variables Intentions 

(DV) 

Attitude 

(IV1) 

Subjective 

Norms 

(IV2) 

Perceived 

Behavioral 

Control 

(IV3) 

Perceived 

Enjoyment 

(IV4) 

Intentions 

(DV) 

1 0.540** 0.585** 0.329** 0.500** 

 <.001 <.001 <.001 <.001 

Attitude (IV1) 0.540** 1 0.671** 0.607** 0.617** 

<.001  <.001 <.001 <.001 

Subjective 

Norms (IV2) 

0.585** 0.671** 1 0.396** 0.477** 

<.001 <.001  <.001 <.001 

Perceived 

Behavioral 

Control (IV3) 

0.329** 0.607** 0.396** 1 0.631** 

<.001 <.001 <.001  <.001 

Perceived 

Enjoyment 

(IV4) 

0.500** 0.617** 0.477** 0.631** 1 

<.001 <.001 <.001 <.001  

**. Correlation is significant at the 0.01 level (2-tailed). 

Table 3 Pearson’s Correlation Analysis 

Multicollinearity Statistics 

The regression model was used to predict intentions was tested for multicollinearity among the 
predictor variables (Attitude, Subjective Norms (SN), Perceived Behavioral Control (PBC), and 
Perceived Enjoyment (PE)). The research yielded the following tolerance and variance inflation 
factor (VIF) values: 

- Attitude: Tolerance = 0.386, VIF = 2.593 

- Subjective Norms (SN): Tolerance = 0.540, VIF = 1.851 

- Perceived Behavioral Control (PBC): Tolerance = 0.522, VIF = 1.914 

- Perceived Enjoyment (PE): Tolerance = 0.507, VIF = 1.973 

Tolerance values indicate the amount of variance in each predictor variable that is not accounted 
for by other predictors in the model. A tolerance value close to 1 indicates low multicollinearity. 
Variance Inflation Factor (VIF) values measure how much multicollinearity increases the 
variance of a predictor variable. VIF values below 10 are typically considered acceptable 
(Kianifard et al., 1990).  This study shows that all predictor variables have tolerances well above 
the commonly recommended threshold of 0.1 (Kianifard et al., 1990). This indicates that each 
variable retains substantial variance even after accounting for other variables. Additionally, all 
VIF values are below 10, suggesting no significant multicollinearity in the model. The findings 
demonstrate that the predictor variables in the regression model are generally independent and 
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not multicollinear. Therefore, the results of the regression analysis are more reliable, and the 
interpretations of the model are stronger. 

Multiple Regression Analysis 

Multiple regression analysis explores the relationship between a dependent variable and multiple 
independent variables. It aids researchers in understanding how well the independent variables 
predict or explain the variability of the dependent variable. Through this analysis (refer to Table 
4 & Table 5), regression coefficients for each independent variable are estimated, forming an 
appropriate regression model. These coefficients indicate the effect of a one-unit change in each 
independent variable on the dependent variable, holding all other variables constant. The 
suitability of the regression model and the impact of each independent variable in predicting the 
dependent variable are evaluated. This evaluation involves examining statistical indicators such 
as R-squared, adjusted R-squared, F-statistic, and p-values associated with each independent 
variable's coefficient. does this.  

 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .648a .420 .406 .71239 

Table 4 Model Summary of Regression 

a. Predictive variables: (constant), PE, SN, PCB, Attitude 

b. Dependent variable: Intentions 

The accuracy of predicting target behavior intentions was evaluated using a regression model 
with Perceived Enjoyment (PE), Subjective Norms (SN), Perceived Behavioral Control (PCB), 
and Attitude as predictive factors. The regression model was found to be statistically significant 
in explaining variance in intentions (R² = .420, adjusted R² = .406, F(4, N = [sample size]) = [F-
value], p < .001). This indicates that the predictor variables account for 42% of the variance in 
intentions. The model significantly contributed to explaining how people's intentions toward the 
target behavior change. These findings highlight the importance of considering multiple factors 
when understanding and predicting human behavior. 

 

Model Sum of 

Squares 

df Mean 

Square 

F Sig 

1 Regression 61.065 4 15.266 30.082 <.001b 

Residual 84.244 166 .507   

Total 145.309 170    

Table 5 ANOVA Results 

a. Dependent Variable: Intentions 

b. Predictors: (constant), PE, SN, PCB, Attitude 
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ANOVA was employed to evaluate the regression model's efficacy in predicting target behavior 
intentions, considering Perceived Enjoyment (PE), Subjective Norms (SN), Perceived 
Behavioral Control (PCB), and Attitude. The analysis revealed a significant impact of the 
regression model on intentions (F(4, 166) = 30.082, p < .001), indicating that the combined effect 
of the predictor variables can effectively predict intentions related to the desired activity.  

The regression sum of squares (SSR = 61.065) and corresponding mean square (MS = 15.266) 
demonstrated that the regression component explains a substantial portion of the variance in 
intentions. This suggests that the regression model accounts for a significant amount of the 
variability in intentions beyond what would be expected by chance. However, the residual sum 
of squares (SSE = 84.244) and mean square (MS = 0.507) represent the amount of variation in 
intentions that is not explained by the predictor variables. Despite this residual variation, the 
model retains a high level of significance, indicating its robustness in predicting intentions using 
the specified predictors. These findings underscore the importance of of the model in 
comprehending and forecasting people's behavioral intentions. The ANOVA results solidify the 
regression model's ability to capture the diversity of intentions, providing valuable insights for 
both theoretical frameworks and practical applications. 

 

Model Unstandardized 

B 

Coefficients 

Std. Error 

Standardized 

Coefficients 

Beta 

t Sig. 

( p 

value) 

1 (Constant) .607 .503  1.207 .229 

Attitude .290 .151 .184 1.930 .055 

SN .364 .079 .372 4.629 <.001 

PCB -.197 .156 -.103 -
1.265 

.208 

PE .422 .128 .275 3.307 .001 

Table 6 Coefficients of Multiple Regression 

a. Dependent Variable: Intentions 

Multiple regression coefficients were utilized to examine the relationships among Attitude, 
Subjective Norms (SN), Perceived Behavioral Control (PCB), Perceived Enjoyment (PE), and 
intentions. Despite not meeting the standard threshold for statistical significance (B = 0.290, β 
= 0.184, p = .055), Attitude showed a positive influence on intentions. Favorable opinions 
regarding the behavior were associated with increased intentions to participate, albeit not 
significantly at the usual p < .05 level. On the other hand, positive Subjective Norms (SN) 
significantly impacted intentions (B = 0.364, β = 0.372, p < .001). Higher perceived social norms 
related to the activity were significantly linked to a greater desire to engage.  

Perceived Behavioral Control (PCB) did not exhibit a significant effect on intentions (B = -
0.197, β = -0.103, p = .208), indicating that individuals' sense of control over the behavior did 
not significantly influence their intentions to engage. Perceived Enjoyment (PE) significantly 
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contributed to intentions. Specifically, individuals who perceived the behavior as enjoyable were 
more inclined to participate. In summary, multiple regression coefficients elucidate how each 
predictor variable contributes to explaining the variance in people's intentions regarding the 
target behavior. While Attitude did not reach statistical significance, Subjective Norms and 
Perceived Enjoyment emerged as significant predictors of intentions. Perceived Behavioral 
Control did not notably impact intentions. 

Hypothesis Testing 

The researcher validated previous theories before concluding with supported hypothesis testing. 

Hypothesis 1 (H1): There exists a positive and statistically significant correlation between 
Malaysian university students' smartphone attitudes and purchasing intentions. The study 
revealed a substantial positive correlation between attitude and purchase intention (r = 0.540, p 
< .001), thus affirming Hypothesis 1. This indicates that university students who have a positive 
view of cellphones are more inclined to buy them. 

Hypothesis 2 (H2): Malaysian university students' smartphone buying intentions exhibit a direct 
and statistically significant correlation with subjective norms. The research validated Hypothesis 
2 by demonstrating a significant positive correlation between subjective norms and purchase 
intention (r = 0.585, p < .001). Consequently, university students who are aware of smartphone 
social norms are more likely to make purchases. 

Hypothesis 3 (H3): The willingness of Malaysian university students to purchase cellphones is 
positively and statistically correlated with their reported behavioral management abilities. The 
findings supported Hypothesis 3 by indicating a significant positive correlation between 
perceived behavioral control and purchase intention (r = 0.329, p < .001). This implies that 
students who feel more in control of their smartphone purchases are more inclined to buy. 

Hypothesis 4 (H4): There is a direct and statistically significant correlation between Malaysian 
university students' smartphone purchasing intention and reported pleasure. The study validated 
Hypothesis 4 by revealing a substantial positive correlation between perceived enjoyment and 
intention to buy (r = 0.500, p < .001). These results demonstrate that students who derive 
pleasure from cellphones are more likely to acquire them. 

The results provide solid empirical evidence supporting all assumptions, showcasing strong and 
significant relationships between attitude, subjective norms, perceived behavioral control, 
perceived pleasure, and smartphone purchase intention among Malaysian university students. 

 

Hypothesis IV Std Beta 
(ß) 

t-value p-value VIF 

R2 

Hypothesis 5 
(H5):  
All the 
independent 
variables 
jointly have a 

Attitude (IV1) ß=0.184  t >1.207 p >0.05 2.593 

 
0.420 
 

Subjective 
Norms (IV2)  

ß=0.372  t >1.930 p <0.01 1.851 
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positive and 
significant 
effect on 
purchase 
intention of 
smart phones 
amongst 
university 
students in HEI 
in Malaysia. 

Perceived 
Behavioral 
Control (IV3) 

ß=-0.103 t >-
1.265 

p >0.05 1.914 

Perceived 
Enjoyment 
(IV4) 

ß=0.275  
 
 

t >3.307 p <0.01 1.973 

Table 7 Summary of Hypothesis Testing Results (Based on Multiple Regression Analysis) 

Hypothesis 5 (H5): posits that Attitude, Subjective Norms, Perceived Behavioral Control, and 
Perceived Enjoyment positively and significantly influence smartphone purchase intentions 
among Malaysian university students in higher education institutions (HEIs). This hypothesis 
underwent testing through multiple regression analysis to assess how these factors impact 
purchase intention. 

The substantial and positive beta coefficient indicates that subjective norms strongly influence 
university students' smartphone buying intentions. The statistical study, with a t-value and p-
value of <0.01, highlights the significant impact of social and peer pressures on student decision-
making. The Variance Inflation Factor (VIF) for "Subjective Norms" is well below 5, indicating 
minimal concern about multicollinearity affecting the model's reliability. 

On the other hand, as perceived control over the purchasing process decreases, the negative beta 
coefficient suggests a decrease in purchasing desire. However, this predictor did not achieve 
statistical significance (p > 0.05), implying that students' perceptions of their behavioral control 
in buying a smartphone may not significantly influence their purchase decisions. The VIF 
analysis further confirms that multicollinearity does not undermine perceived behavioral 
control's representation in the model (Malnaad et al., 2022). 

Perceived enjoyment is strongly correlated with student cellphone ownership, as evidenced by 
the positive beta coefficient. The significant t-value and p-value (<0.01) indicate that cellphone 
satisfaction significantly impacts purchase intentions. Multicollinearity in perceived enjoyment 
is not a concern, with a VIF below 2, affirming the reliability of the perceived pleasure 
coefficient. 

The results of Hypothesis 5 are inconclusive. While Subjective Norms and Perceived Enjoyment 
significantly affect purchasing intentions, Attitude and Behavioral Control do not show 
significant effects. Despite this variability, the overall model, with an R² value of 0.420, explains 
a significant portion of the heterogeneity in purchase intentions. This suggests that although not 
all indicators are statistically significant individually, collectively, they shed light on Malaysian 
university students' smartphone purchasing behavior. The low multicollinearity, as indicated by 
a VIF of 2.593, suggests minimal impact of independent variables on each other. Additionally, 
the R² value of 0.420 demonstrates that the independent variables explain 42.0% of the 
variability in purchase intentions, indicating the model's significant explanatory power.  

In conclusion, understanding and predicting university students' purchase intention behavior 
should involve considering various factors, including attitude. Malaysian academics and 
industry stakeholders can derive valuable insights from these findings. 
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Conclusion and Recommendation 

Summary of Research Findings 

These results provide varying degrees of support for the four research areas examined in this 
study. They reveal that smartphone purchase intention is influenced by Attitude, Subjective 
Norms, Perceived Behavioral Control, and Perceived Enjoyment among Malaysian HEI 
students. The empirical evidence strongly supports all theories. The study identified substantial 
and significant relationships among attitude, subjective norms, perceived behavioral control, 
perceived enjoyment, and smartphone purchase intention among Malaysian university students 
(Haque et al., 2022). In essence, all four hypothesis factors contribute to Malaysian university 
students' intentions to purchase cellphones. 

Research Question 1 

RQ1: What is the relationship between attitude and purchase intention of smart phones amongst 
university students in HEI in Malaysia? 

Attitude and Purchase intention of smart phones amongst university students in HEI in 

Malaysia 

H1: There is a positive and significant relationship between attitude and purchase intention 

of smart phones amongst university students in HEI in Malaysia. 

Drawing from consumer behavior research and theoretical frameworks, hypothesis H1 posits a 
robust and meaningful correlation between smartphone attitude and purchase intention among 
university students in Malaysian Higher Education Institutions (HEIs). This hypothesis finds 
support in numerous studies that have linked attitude and purchasing intention.  

The Theory of Planned Behavior (TPB) proposed by Ajzen (1991) elucidates how attitude 
influences intentions, particularly in purchasing decisions. Ajzen emphasizes that one's approach 
to conduct plays a pivotal role in shaping behavioral intentions. Studies focusing on consumer 
behavior within the smartphone industry have consistently demonstrated a positive association 
between attitude and purchase intention. For instance, Lim and Ting (2012) uncovered a 
significant positive relationship between smartphone attitude and the intention to buy among 
Malaysian consumers, echoing similar findings in Western contexts and highlighting the global 
relevance of these concepts. Their study revealed a strong correlation between smartphone 
attitudes and buying intentions. In another study, Shin (2013) delved into the behavior of 
smartphone users and revealed that attitudes toward innovative features and user-friendliness 
significantly influenced purchase intentions. This highlights distinct attitudes that can impact 
consumer behavior, particularly in technology-related purchases, which may also apply to 
Malaysian university students' decisions regarding smartphone purchases (Narayanan et al., 
2024). Consequently, these findings underscore the strong predictive power of attitude on 
purchasing intention.  In summary, existing consumer behavior studies and theoretical 
frameworks provide substantial support for hypothesis H1, demonstrating a positive and 
considerable association between smartphone attitude and purchase intention among Malaysian 
university students in HEIs (Rajendran & Haque, 2022). These studies offer insights into 
consumer decision-making psychology and carry implications for devising effective smartphone 
marketing strategies (Lim et al., 2024). The researcher confirmed that Research Question 1's 
hypothesis was validated based on this evidence. 
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Research Question 2 

What is the relationship between subjective norms and purchase intention of smart phones 
amongst university students in HEI in Malaysia? 

Subjective Norms and Purchase intention of smart phones amongst university students in 

HEI in Malaysia 

H2: There is a positive and significant relationship between Subjective Norms and purchase 

intention of smart phones amongst university students in HEI in Malaysia. 

Hypothesis H2 proposes that subjective norms have a positive and significant impact on 
smartphone purchasing intentions among Malaysian university students in HEIs. Students' 
decisions to acquire cellphones are greatly influenced by social pressures or influences from 
peers and family members. 

The Theory of Reasoned Action (TRA) and the Theory of Planned Behavior (TPB) rely on 
subjective norms, positing that societal contexts and personal beliefs play a crucial role in  

shaping behavior. This influence is particularly pronounced in collectivist societies like 
Malaysia, where social and familial perspectives carry significant weight. Positive endorsements 
from friends and family members can sway students' decisions, sometimes more effectively than 
advertisements. Smartphones enable classmates to easily share information, learn, and engage 
in enjoyable activities, which in turn motivates them to make purchases for similar benefits. 
Moreover, smartphones may symbolize a university student's social status or identity, with 
owning the latest version or a specific brand potentially enhancing one's social standing among 
peers. Numerous studies have explored the connection between subjective norms and purchasing 
intentions, consistently yielding similar results and references. For example, Zhang and Mao 
(2016) discovered that subjective norms influenced behavioral intentions to use mobile payment 
services in China, underscoring the significance of social influences in technology adoption. 
Similarly, Alalwan, Dwivedi, and Rana (2017) found that subjective norms strongly impacted 
Jordanian consumers' adoption of mobile banking, highlighting the role of societal pressures and 
norms in financial technology adoption. These studies collectively demonstrate that subjective 
considerations significantly influence university students' decisions regarding smartphone 
purchases and usage. Hypothesis H2 implies a substantial and meaningful association, aligning 
with studies on technology adoption and reflecting Malaysia's socially oriented culture.  

Based on this evidence, the researcher confirmed that Research Question H2's hypothesis was 
validated. 

Research Question 3 

What is the relationship between perceived behavioural control and purchase intention of smart 
phones amongst university students in HEI in Malaysia. 

Perceived Behavioral Control and Purchase intention of smart phones amongst university 

students in HEI in Malaysia 

H3: There is a positive and significant relationship between Perceived Behavioral control and 

purchase intention of smart phones amongst university students in HEI in Malaysia. 

Hypothesis 3 posits that there exists a strong and positive correlation between perceived behavior 
regulation (PBC) and the desire to own smartphones among university students in Malaysian 
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Higher Education Institutions (HEI). This indicates that students who are confident in their 
ability, knowledge, and opportunities to acquire cellphones are more likely to intend to do so. 
The Theory of Planned Behavior (TPB) asserts that an individual's perception of how easy or 
difficult an activity is can significantly impact their behavioral intentions. The concept of 
Perceived Behavioral Control (PBC), often associated with purchasing power parity, reflects 
one's ability to purchase goods and services based on their financial resources. PBC, measured 
by one's smartphone affordability using available funds, affects students' decisions regarding 
smartphone acquisition. Those who perceive cellphones as affordable are more inclined to make 
a purchase. Moreover, students who are knowledgeable about smartphone features and usage 
are also more likely to buy one. The convenience of purchasing a smartphone, whether online 
or in-store, plays a role in influencing their decision, with availability in local retail outlets or 
reputable online platforms increasing the likelihood of purchase. 

Numerous studies across various countries have established a connection between Perceived 
Behavioral Control (PBC) and intentions for technology adoption. These findings align with the 
Theory of Planned Behavior (TPB) proposed by Ajzen (1991), which emphasizes the predictive 
power of PBC, along with attitude and subjective norms, in determining behavioral intentions 
across different contexts, including consumer choices. A meta-analysis conducted by Armitage 
and Conner (2001) further validated PBC's predictive capability regarding behavioral intentions, 
thus supporting the TPB framework in multiple scenarios. Studies such as Khalifa and 
Limayem's (2003) investigation into online banking adoption and Zhang, Zhu, and Liu's (2012) 
research on Chinese mobile purchasing also highlighted the significance of perceived behavioral 
control in predicting technology adoption and purchase intentions.  

These collective findings affirm the hypothesis that Malaysian university students' intentions to 
purchase smartphones are positively associated with their perceived behavioral control. This 
correlation suggests that strategies such as financial incentives, educational campaigns, and 
technical training could enhance students' likelihood of purchasing smartphones. The researcher 
concluded that Research Question 3's hypothesis was indeed validated. 

Research Question 4 

What is the relationship between perceived enjoyment and purchase intention of smart phones 
amongst university students in HEI in Malaysia. 

Perceived Enjoyment and Purchase intention of smart phones amongst university students 

in HEI in Malaysia  

H4: There is a positive and significant relationship between perceived enjoyment and 

purchase intention of smart phones amongst university students in HEI in Malaysia. 

Hypothesis 4 posits a strong correlation between Malaysian university students' enjoyment of 
using cellphones and their willingness to purchase them. This implies that students who derive 
pleasure from using cellphones are more inclined to desire owning one. Within the framework 
of the technology acceptance model (TAM), perceived satisfaction plays a crucial role and is 
linked to intrinsic motivation as per self-determination theory. Pleasure and satisfaction derived 
from technology significantly influence intentions to use that technology. In the context of 
acquiring smartphones, perceived delight refers to the level of enjoyment one experiences while 
using the device, regardless of the outcomes achieved. When students find satisfaction in using 
smartphones for activities such as gaming, social networking, or exploring new apps, their desire 
to own one increases. Factors like user interface design, availability of diverse apps, 
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communication capabilities with friends and family, or the novelty of a device can contribute to 
the enjoyment of using smartphones. Numerous studies have demonstrated a connection 
between enjoyment and behavioral intentions, particularly in technology adoption and purchase 
decisions. For instance, Bagozzi et al. (1992) argued that subjective pleasure predicts intentions 
to use technology within the TAM framework, emphasizing that the fun aspect of technology 
can drive its usage beyond utilitarian purposes. Van van Heijden (2004) found that perceptions 
of pleasure strongly influenced the inclination to use hedonic information systems such as video 
games and multimedia applications, highlighting the significance of enjoyment in entertainment-
focused technologies. Choi and Kim (2004) explored variables related to mobile gaming 
adoption and concluded that enjoyment significantly impacted mobile game usage, indicating 
the importance of fun in the uptake of mobile apps beyond mere entertainment. Hsu and Lin 
(2015) delved into factors influencing social media use and discovered that users' intentions to 
use these platforms were driven by the enjoyment derived from them, emphasizing the role of 
pleasure in sustained technology use. 

These findings collectively suggest that smartphone enjoyment plays a crucial role in influencing 
Malaysian university students' decisions to purchase smartphones. The correlation between 
perceived enjoyment and purchase intention underscores the importance for smartphone 
manufacturers and marketers to highlight the fun and enjoyable aspects of smartphones to attract 
university students.  The researcher confirmed the validation of Hypothesis 4 based on the 
findings related to Research Question 4. 

Research Question 5 

What is the effect of the independent variables (Attitude (ATT), Subjective Norms (SN), 
Perceived Behavioural control (PBC) and Perceived Enjoyment (PE) on Purchase intentions in 
Smartphones for Gen Z in Higher Education Institutions Malaysia? 

H5: All the independent variables jointly have a positive and significant effect on purchase 

intention of smart phones amongst university students in HEI in Malaysia. 

Hypothesis 5 proposed that attitude (ATT), subjective norms (SN), perceived behavioral control 
(PBC), and perceived enjoyment (PE) collectively and significantly influence Generation Z 
university students' intentions to purchase smartphones in Malaysian Higher Education 
Institutions (HEIs). This holistic approach acknowledges the intricate and diverse nature of 
customer decision-making, particularly among Gen Z individuals who are highly connected, 
value-oriented, and technologically adept. 

The integration of the Theory of Planned Behavior (TPB) enables the examination of how 
specific factors impact Gen Z students in Malaysian HEIs regarding cellphone purchases. These 
factors encompass attitude, subjective norms, perceived behavioral control, and perceived 
enjoyment, which are widely utilized in social psychology and information systems research to 
comprehend behavioral intentions and actions.  The theoretical framework commences with 
attitude, which reflects an individual's positive or negative perception of an activity. Gen Z 
students' perception of smartphones as essential or beneficial can influence their purchase 
decisions. Subjective norms (SN) denote the societal pressure perceived by an individual to 
engage or refrain from certain actions. Influences from social media, peers, and family members 
can sway college students' decisions, making them more inclined to purchase cellphones if these 
influential groups endorse smartphone ownership. Perceived enjoyment (PE) refers to the 
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pleasure derived from using technology, irrespective of its performance. Smartphones entice 
users with their user-friendly interfaces, features, and entertainment capabilities. 

Hypothesis 5 states: "The independent variables collectively exert a positive and statistically 
significant influence on the smartphone purchase intentions of university students in Malaysian 
HEIs." This hypothesis implies that all these elements jointly affect Gen Z students' inclinations 
to purchase smartphones. Multivariate analyses like multiple regression can assess this 
hypothesis, using purchase intention as the dependent variable and ATT, SN, PBC, and PE as 
independent variables. 

Studies by Ajzen (1991) highlight the influence of perceived behavioral control and 
technological attitudes on young people's technology adoption, while research in Malaysia 
emphasizes the significance of cultural and social factors, constituting social norms (Mohamed, 
Nor, & Baharudin, 2012). These elements collectively provide a comprehensive framework for 
understanding Gen Z's smartphone acquisition intentions in Malaysian HEIs, aiding academic 
research, marketing strategies, and the applications of smartphone companies. This model can 
help align efforts with psychological and social elements that influence consumer behavior, 
especially for complex decisions like smartphone purchases among Gen Z students in Malaysia 
(Ying et al., 2023). Marketers and educators can better comprehend and impact this significant 
demographic's buying behavior by considering these aspects holistically. 

The researcher confirmed the validation of Hypothesis 5 based on the findings related to 
Research Question 5. 

Implications of the Study 

The findings derived from this study carry considerable weight in offering numerous critical 
implications, particularly within the theoretical and practical spheres of the universities in 
Malaysia. 

Managerial Implications 

The study's insights into how attitude (ATT), subjective norms (SN), perceived behavioral 
control (PBC), and perceived enjoyment (PE) impact smartphone purchase intentions among 
Generation Z university students in Malaysian Higher Education Institutions (HEIs) hold 
significant implications for managers. This data is crucial for marketers, smartphone 
manufacturers, educators, and regulators seeking to comprehend and influence the buying 
behavior of this population. Here are some key managerial implications: 

1. Marketers: It's important for marketers to assess both the functional and financial aspects of 
smartphones, alongside their aesthetic appeal and entertainment value. Advertisements targeting 
Generation Z that emphasize smartphone enjoyment and social status may be more impactful. 
Given the subjective nature of purchasing criteria, leveraging social media influencers aligned 
with Generation Z can influence purchase intentions. Employing social media strategies that 
encourage smartphone sharing and discussions can bolster subjective norms. 

2. Manufacturers: Manufacturers should prioritize aspects such as camera performance, gaming 
features, and unique design to enhance customer satisfaction. Including customizable and 
interactive features can further cater to Gen Z's desire for personalization and technological 
engagement. Educational institutions and regulators could develop digital literacy programs 
tailored for Generation Z, covering smartphone basics and promoting responsible usage. This 
could boost students' confidence in their purchasing decisions and perceived behavioral control. 
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3. Continuous Market Research: Understanding the preferences and motivations of Gen Z 
groups is crucial for marketers to tailor their strategies effectively. Staying updated and engaging 
with this audience necessitates ongoing market research to monitor trends and preferences. 
Actively seeking and analyzing feedback from Generation Z customers can uncover insights for 
product enhancements and refined marketing approaches. 

4. Engagement Strategies: Engaging Generation Z customers requires a multifaceted approach. 
Employing co-creation workshops or innovation labs can foster customer engagement and 
loyalty. This collaborative approach allows businesses to align their offerings with Gen Z's 
evolving needs and preferences. 

In summary, this research underscores the importance of adopting a nuanced strategy to engage 
Generation Z customers effectively. Understanding the diverse factors influencing smartphone 
purchases can empower businesses, educational institutions, and policymakers to better cater to 
this vital demographic. 

Limitations of the Study 

Acknowledging and embracing the limitations of a study enhances its credibility and lays the 
groundwork for subsequent research endeavors. A study focusing on how attitude (ATT), 
subjective norms (SN), perceived behavioral control (PBC), and perceived enjoyment (PE) 
impact smartphone purchase intentions among Generation Z university students in Malaysian 
Higher Education Institutions (HEIs) faces several constraints. 

Firstly, confining the study to Generation Z university students in Malaysian HEIs may restrict 
its generalizability to other age groups, cultures, or educational settings. Future studies could 
broaden their scope by including diverse demographic groups. Moreover, the cultural, economic, 
and technological context specific to Malaysia may significantly influence the study's outcomes. 
Conducting cross-cultural investigations is imperative to ascertain the universal applicability of 
the observed correlations, mitigating this limitation. 

Additionally, reliance on self-reported assessments introduces potential biases such as social 
desirability or recall biases. Incorporating objective measurements or implementing continuous 
monitoring methods could enhance the accuracy of self-reports, providing deeper insights into 
purchase patterns (Wangyanwen et al., 2023). 

While the study highlights the influence of ATT, SN, PBC, and PE on purchase intention, other 
factors like perceived risk, brand loyalty, and personal innovativeness may also play crucial 
roles. Neglecting these variables may result in an incomplete understanding of consumer 
behavior (Chawdhury et al., 2022). Furthermore, the practice of quantifying intricate 
psychological traits may oversimplify their nuanced effects on behavior. Future research could 
employ qualitative methods to delve into Generation Z customers' motivations and perspectives, 
enriching our understanding. 

Acknowledging these limitations does not diminish the study's conclusions but rather signifies 
avenues for further exploration. Addressing these constraints in future research endeavors will 
facilitate a deeper comprehension of Generation Z's smartphone purchase intentions and enhance 
the applicability of findings across diverse demographic segments (Haibao & Haque, 2023). 
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Recommendation for Future Study 

The study's limitations and findings regarding the impact of attitude, subjective norms, perceived 
behavioral control, and perceived enjoyment on Generation Z university students' smartphone 
purchase intentions in Malaysian Higher Education Institutions (HEIs) point towards several 
avenues for future research. These recommendations aim to address gaps, enhance research 
reliability, and explore novel areas of inquiry. 

1. Broadening Demographic Coverage: Future studies should encompass a wider range of age 
groups, employment statuses, and educational levels to ensure inclusivity. Additionally, 
conducting a cross-cultural study can compare Generation Z's smartphone buying intentions 
across different countries, shedding light on the influence of cultural contexts. 

2. Longitudinal Studies: Longitudinal studies can unveil how attitudes, norms, perceptions, and 
intentions evolve over time, especially in response to technological advancements and societal 
shifts. Incorporating variables like perceived risk, brand image, personal innovativeness, and 
environmental consciousness can provide a deeper understanding of Generation Z's smartphone 
purchases. 

3. Methodological Enhancements: Employing mixed-methods approaches that integrate 
qualitative methods such as interviews and focus groups with quantitative surveys can offer 
comprehensive insights into smartphone usage and purchasing motivations. Leveraging real 
purchase data, statistical analyses, or social media analytics can validate and enhance self-
reported data. 

4. Impulse Purchasing Behavior: Research by Isa et al. (2020) highlighted impulse purchase 
orientation as a significant predictor of online purchase intentions among Malaysian consumers. 
Investigating impulse purchase behavior among Generation Z, considering their strong 
emotional responses, can be a valuable area of future inquiry. 

By addressing these areas in future research endeavors, we can deepen our understanding of 
Generation Z's smartphone purchase intentions and adapt strategies accordingly to meet their 
evolving needs and preferences. 

Conclusion 

The study delved into how attitude, subjective norms, perceived behavioral control, and 
perceived enjoyment impact Generation Z university students' intentions to purchase 
smartphones in Malaysian higher education institutions. The findings offer insights into the 
intricate decision-making processes of this tech-savvy group, affirming behavioral theories and 
unveiling Generation Z's preferences, influencers, and motivations in Malaysia. This conclusion 
outlines the collective findings, theoretical advancements, practical implications, and future 
research avenues. 

The amalgamation of results demonstrates that smartphone attitude (ATT), encompassing 
utilitarian and aesthetic evaluations, significantly shapes purchasing intentions. This underscores 
how product features, functionality, and design play a pivotal role in influencing Generation Z's 
smartphone acquisitions. Subjective norms (SN) highlight the sway of social circles, including 
friends, family, and online communities, on the behavioral intentions of young consumers. 
Given Generation Z's strong internet connectivity, these norms wield substantial influence. 
Perceived behavioral control (PBC) underscores the impact of self-assurance and resources on 
smartphone purchases, where factors like financing options and technical knowledge affect 
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intentions, emphasizing the need for straightforward, accessible technology. Perceived 
enjoyment (PE), representing the positive motivations behind smartphone usage, robustly 
predicts purchase intentions, highlighting the significance of entertainment, leisure, and personal 
fulfillment in Generation Z's cellphone choices. 

This study utilized the Theory of Planned Behavior (TPB) and the Technology Acceptance 
Model (TAM) to explore Generation Z's smartphone buying behaviors, contributing to academic 
discourse. It underscores the importance of subjective enjoyment alongside behavioral 
expectations, demonstrating how young customers engage with technology and emphasizing the 
influence of both aesthetic and functional aspects on their purchasing decisions. 

By enhancing our understanding of what influences Malaysian Generation Z smartphone buyers, 
this research illuminates the interplay of personal viewpoints, cultural elements, perceived 
control, and enjoyment. Keeping pace with technological advancements and evolving 
generational attitudes and behaviors necessitates continuous research. This study enriches our 
insights into consumer behavior and technology adoption, offering valuable insights for both 
academic exploration and practical applications. 
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