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a b s t r a c t

This study investigated two main research questions: 1) What is the degree of mobile
phone uses in Jordan? 2) Why do Jordanians buy mobile phones? This study shed light on
the social behavior of Jordanians with respect to mobile phone use and purchase. The
sample utilized 233 usable responses from diverse classes of people. The results showed
that Jordanians used mobile phones mainly for communication, as an alarm or watch, and
sending messages. In addition, they indicated that the most significant reasons for buying
phones were: the existence of phone camera, the easiness of using them, and because they
were practical. Finally, 51 major reasons for buying mobile phones were clustered into 11
main categories. The most popular categories were reasons related to phones features,
then reasons related to performance, and finally, reasons related to price. These clusters
depicted the social behavior of Jordanians in relation to using and purchasing mobile
phones. Conclusions and implications are stated at the end of this paper.

� 2014 Elsevier Ltd. All rights reserved.

1. Introduction

There is a rise in the propagation and use of mobile
phones around the world. Using mobile phones may save
time and cut down travel cost through the efficiency of
transactions [1]. The number of mobile phone users in the
world reached five billion by the end of 2010 [2]. Nowadays,
about 90% of the world’s population is covered by a mobile
network, and is likely to reach 100% by 2015. Therefore, it’s
expected that more than half of the world’s populationwill
be using mobile phones by 2015 [3]. This trend in usage
implies that Jordanians will continue using mobile phones
and theywill be replacing other modes of communications.
Even now, this mobile channel is replacing traditional types
of communication and even face-to-face event-based
types.

The growth of mobile phone services in recent years is
volcanic, especially indeveloping countries [4]. Suchgrowth
is the result of the on-going development of the service,
and the entry of successive generations of such technology
into action. Jordanian telecommunication sector is part of
a huge global and regional industry that brought into the
country new developments and new technology. Such
firms, like Orange and Zain, are pushing new features and
uses of mobiles into the country for the sake of competition
and thus changing the social dynamics of the society.

In spite of having an extensive use of mobile phones
across many countries around the world, there is a defi-
ciency in the understanding of its ownership and use pat-
terns by people [5–8]. There is also a gap in methodological
approaches which reveal the differences between why
customers purchase a technology and how they actually
use it. Mobile phones are not always acquired for their
advanced features or their new offered technology, that,
many people buy advanced mobile phones and don’t use
their full features and capabilities [9]. So there is a need to
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understand the use patterns so that phones imported are
tailored to the needs of Jordanians. In addition, the devel-
opment of techniques to illuminate the patterns of differ-
ences between purchase and use would expand scholarly
understanding in the area.

Based on this, a mix between grounded theory method
and a structured synthesis technique was adopted to
explore data instances and conclude to a pattern of
behavior with respect to the buying behavior of Jordanian
citizens [10]. The method used in this study classified all
responses related to phone buying reasons into a short list,
and then proposed a set of general category lists.

This paper tries to investigate mobile uses and purchase
patterns in Jordan as one of the most advanced developing
countries in information and communication technology
(ICT). The following sectionwill review the literature related
to mobile use and ownership patterns around the world,
specifically in Jordan. Then, the research method and data
analysis and discussion will be reviewed. Finally, conclu-
sions, limitations and future directions related to the com-
mon factors affecting such use and purchase are presented.

2. Literature review

2.1. Mobile phones use research in the world

The mobile phone is considered an important commu-
nication tool. It has become very important in recent years
with the spread of wireless communication networks.
Mobile phones can be considered as an emerging tool in e-
commerce for browsing and payment purposes. Mobile
payment is closely related to trust in the technology and
showed a significant relationship with the intention to use
such service [11]. Research papers indicated that mobile
phones use and adoption are positively correlated to the
following factors: income, revenue from mobile phones,
mobile network coverage, and digitalization of mobile
phones [4]. Such result is in alignment with the economic
needs of developing countries, especially Jordan, where
low income and the cost of new services are factors that
limit the use of mobile phones.

Many studies have been conducted to investigate the
use of mobile phones. Belwal and Belwal analyzed mobile
phone services use among 179 university level students in
Oman. In their research, they used survey and focused
discussions [12]. Results showed that students have un-
comfortable feelings without their mobiles that they are
switching on their mobile phones all the time because they
are fanatic of being always available. Moreover, group dis-
cussion demonstrated that the most common uses of mo-
bile phones are: making calls, sending short messages
(SMSs), watching videos, listening to music, exchanging
media using Bluetooth technology, using the phone as a
calculator, camera, and dictionary. It was found that stu-
dents prefer prepaid subscriptions and they rely on their
parents to pay their bills. Also, their monthly average
money spending on mobile services was reported to be 10
Omani Rials (25 USD). They make less than 10 phone calls,
and send more than 10 short messages. Finally, Nokia was
the most popular brand used in Oman, even though stu-
dents have a tendency to change their mobile devices to

more modern models influenced by the desire to own
phones that contain new and modern features. The simi-
larity between the Omani and Jordanian societies implies
that dependent consumers will have similar behaviors and
similar uses of phones.

Zulkefly and Baharudin surveyed a sample of 386 stu-
dents from Putra University in Malaysia to investigate the
extent of using mobile phone [13]. The study determined
personal and family factors related to the mobile phone
use. Students’ spending rate on mobile services was
18.7 USD and time spent was 6 h daily. Sending SMSs was
the most used service. Depending on age and sex, voice
calls were the most commonly used among older students
and females preferred using SMSs. On the other hand,
younger students andmales preferredMMS & GPRS mobile
services. Moreover, students descending from high income
families spend more time and money on their mobile
phone use.

Another study at Yazd University in Iran was conducted
using a sample of 309 students selected from medical sci-
ences colleges [8]. The results of the distributed question-
naire showed that students’ average chatting was (28.3–
50.5) minutes daily. They also send (18.8–37) SMSs per day.
In addition, they listen to music on their mobile phones at a
rate of (51.9–81.5) minutes each day. Depending on their
location, the percentage of mobile phones use has the
following distribution: at home (87.2%), street (79.6%),
classroom (37.6%), during driving (18.6%) and in the library
(17.8%) [8]. Use patterns distilled from surveys and
measured by percentages are one type of indicators that
reflects the degree of technology use within societies. Such
studies are important to better understand the society’s
development and economic transformation.

In Hungary, a study utilized 1301 fourth grade school
students discussing their mobile phone ownership and use
who are distributed in three Hungarian cities [14]. The
study found that (76%) owned amobile phone, (24%) used a
mobile phone daily for voice calls, (33%) used mobile
phones for voice calls several times a week, (5%) sent text
messages daily. Moreover (24%) students sent text mes-
sages several times aweek [14]. Differences in use patterns,
reported in the previous mentioned studies, may result
from social and cultural characteristics of the society itself.

2.2. Mobile propagation and ownership in Jordan

Similar to all countries of the world, Jordan has wit-
nessed a huge rate of propagation and use of mobile
phones. Despite its small population and humble economic
conditions, (86.6%) of Jordanians own mobile phones [15].
According to official reports issued by the Telecommuni-
cations Regulatory Commission in 2010, the number of
cellular phone subscribers in Jordan reached (6.25) million
subscribers, and a penetration rate of 103% [16]. Jordanians
are using mobile phones as a way to keep in touch with
their families, friends, colleagues and business associates.
Jordanian cellular market was ranked first in the intensely
competitive index of the 19 Arab countries discussed by a
study conducted in 2010 [17].

Department of Statistics survey conducted in Jordan
asserted that cell phone service surpassed all the services
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related to the telecommunication technology in the
Kingdom. Mobile phone services entered the houses of
most families in the Kingdom, where it reached (97%) in
2009 compared to (94%) in the previous year [18]. In
addition, the official reports of the Department of Statistics
in Jordan showed that Jordanians’ spent 1.8 billion call
minutes and exchanged about 1.8 billion SMSs in 2009 [19].
Moreover, Jordanians spent a total of 622 million Jordan
Dinars on cellular services and its organs during the first
nine months of 2010 [20].

A study in Jordan in 2006/2007 surveyed a sample of
(993) students from nine public and private universities.
The results showed that 87.2% of respondents own mobile
phones. The study revealed significant use differences
among respondents, due to the following variables: gender
(males more), age (more for (24–26) and (27þ) age groups,
college type (more for the faculties of Science)), and the
academic level (higher for master students) [21].

The dominant use of mobile technology and the
extensive utilization of such service are well noticed in the
Jordanian society. It seems that young dependents are
eager to own mobile phones and are using them in many
different ways. The Jordanian society is a young one, where
the largest segment is the teenagers and youngsters.

2.3. Mobile phone use differences in terms of age, gender and
income

Age, gender and income where all significantly related
to mobile phone use [22]. Such personal characteristics are
important in understanding the use and ownership
behavior of humans as predictors or as moderators. The
following sections review the literature related to three
major demographic factors: age, gender and income.

Use related to age: Mobile phone use is not limited to a
specific age, as it was in the past. Today users’ age include
kids, teenagers, and adults. Teenagers (12–17 years old)
were surveyed over several years about their mobile phone
use. In 2004 the survey showed that 45% of teens had a cell
phone. The proportion increased to 63% in 2006 and to 71%
in early 2008, while it was 77% for adults in the same year
[23]. The age of the first adoption of mobile phones could
determine the current use intensity. Early adopters who are
considered as pre-teens pay high monthly phone bills and
the average number of monthly outgoing and incoming call
and text messages were higher than 17 years old late
adopters [24].

There are differences in mobile use patterns related to
age differences for the following features: SMS, camera and
music [25]. Some research papers showed that the older
the person, the more probability that he/she will use his/
her mobile phone frequently. Young adults (21–23) make
and receive more voice calls and SMSs than others [26].
Older teens (17-years old) use their mobile phones on daily
basis, while younger teens (12–17 years old) use their
mobile phones to make voice calls and send SMSs few
times a week [23]. Finally, for elderly people, the use fre-
quency decreases. Elderly don’t use all services offered by
mobile phones extensively [27]. Mobile phone use patterns
for elderly can be categorized into one of the following two
areas: communication with relatives and references,

critical services like emergency and health information
services, and municipal services [28–31].

Use related to gender: Significant differences related to
gender were observed in the use of mobile phones for
common purposes such as: contacting family, scheduling
purposes, emergency and safety needs, and collaborate
with colleagues on education or job issues. For most fea-
tures of mobile phones and for all use purposes, females are
better users than males [6,22]. They physically decorate
their phones [32]; listen more hours to the radio [33]; use
extensively mobile phone features and services such as
SMS, alarm, camera and music; in addition, they record
sounds and take more photos [6,22,28,33].

Some researchers noticed that males make and receive
voice calls and send text messages more than females
[24,26]. On the other hand, others showed that females
appear to make more phone calls than males and they tend
to send/receive more messages to/from friends [23,32–34].
However, both groups search for reasons to reduce the use
of their mobiles. However males mention more reasons
than females since they believe that mobile phones waste
time and cause addiction [33].

Use related to income: Economic conditions affect mobile
use patterns in developing countries. Such factors may play
a crucial role in the new use patterns in developing coun-
tries in the few coming years [35]. Nowadays, mobile users
are connected to the best available mobile networks that fit
their service needs. Therefore, they might switch between
different networks to get the best fit to their service re-
quirements [36].

There is a positive relationship between income, mobile
adoption and use. High income increases the probability of
mobile phone adoption, mobile use and expenditure [37].
In addition, high income increases the probability of mobile
ownership between teenagers from rich families [23]. A
study conducted to investigate students’ thoughts about
the importance and costs of mobile devices. It surveyed
students (both males and females) in relation to the
following features of their mobile phones: the mobile
design, its battery life, and storagememory; theMP3 player
feature; phone camera (video & photos); Bluetooth feature;
and other extra features like clock, calendar, organizer and
reminder. The study showed that students spend more
money to have such features supported in their mobile
devices. On the other hand, they are reluctant to have many
important features on their phones such as: touch screen,
voice commands, chat, teleconferencing, encryption and
cryptography, common use of files, and printing [38].

Understanding the use and purchase patterns related to
demographic factors is important for both the telecom-
munication industry and the academic domain. In partic-
ular it is critical to ascertain whether there is alignment
between the reasons for purchase and actual use. A
methodology providing insight into this alignment would
enable future research to understand more about this type
of technology its social impacts as well as how society
contributes to the development of this technology in a
particular national context. The telecommunication sector
will benefit from such information in order to apply suit-
able segmentation and personalization techniques that will
attract buyers and consumers to the offered products and
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services. Finally, it is important for researchers to under-
stand how different segments behave with respect to mo-
bile technology aspects so that we can develop a deeper
understand of this technology and how it is impacted and
impacts society.

3. Research method

This empirical study tried to answer the following
research questions related to mobile phone use and
acquisition in Jordan:

RQ1: What are the most popular uses of mobile phones by
Jordanians?

RQ2: What are the main reasons for buying mobile phones
by Jordanians?

Ultimately, we are interested in developing a method-
ology which helps us understand if the reasons for buying
and the use of the mobile phones are aligned.

Sample: previous research in Jordan utilized students as
surrogates for Jordanians, where university students have
similar use aspects and reasons for buying mobile phones.
This study tried to utilize a more diversified sample, where
15 master students helped in collecting the sample from
different sources and places to overcome the limitation of
using students and encourage respondent on filling the
open answer questions accurately. 236 collected surveys
where visually inspected and resulted in (233) usable sur-
veys, where (3) surveys with many missing values were
omitted. The demographic details of the sample are shown
in Table 1. The sample included a balanced distribution be-
tween males and females; mostly young respondents (19–
30 years old); the same can be said with regard to income
and bachelor degree holders (44% & 43% respectively); and
no ubiquitous distribution with respect to specialization.

Data collection method: Awell designed surveywas used
where previous research was utilized to build the research
items [21,34]. The survey included two major sections. The
first section collected demographic data related to re-
spondents like gender, age, income, education, and
specialization of study. Also, respondents were asked about
the price they paid for the phone and the type of job they
occupy. The contribution of this research was an open
question related to the major reasons for buying mobile
phones. Such open question aimed to give freedom to re-
spondents to write what ever they wanted as a driver for
buying mobile phones. The second section included a 9
point Likert scale to measure the degree of use for 11 fea-
tures or applications of mobile phones. The 9 point vari-
ability gave space for respondents to vary their use degree,
where “1” indicated a very minor use of the feature and “9”
indicated a very extensive use of the feature.

Data analyses: Data collected was keyed and analyzed to
answer the two research questions, where two major types
of analyses were conducted. The first research questionwas
answered through ranking the means of the 11 uses pro-
posed by previous research. On the other hand, for the
purpose of identifying the major reasons for buying a
certain mobile phone a clustering method was used. The
clustering method imitated the grounded theory used in
qualitative research, where the authors tried to sum all
types of reasons and repeated the process to come up with

a reduced (short) list of reasons. This research tried to apply
a mix between grounded theory and content analysis.

Glaser and Strauss [39] proposed this method for uti-
lizing qualitative data to create a theory. They named their
book “The discovery of Grounded Theory,” where many re-
searchers used their method to advance knowledge in so-
cial sciences. The method is based on categorizing the
content collected by some means of communication with
subjects in real-life context [40]. The method is based on
inductive research approach, where the claims introduced
(theory proposed) are grounded in data [41], and categories
are explored with no foundation embedded in the research
tool [42], or a concealed theory [43]. Some researchers
utilized multiple former theories to reach a new formula-
tion [10]. The following five steps were followed: 1) data
collected through an empirical method, 2) all responses
were categorized into reasons with approved similarities
(based on researchers’ judgment), 3) new list of categories
were generated where categories are similar in area, 4)
general categories were generated and listed, and finally, 5)
the final step is a backward check that makes sure that all
responses are listed into the general list of categories and
subcategories.

4. Discussion of results

As mentioned in the previous section, reported types of
use were ranked based on the mean of responses reported

Table 1
Demographic data of the sample (total ¼ 233).

Gender
Male 136 58%
Female 97 42%
Total 233 100%
Age
10–18 years 30 13%
19–30 years 128 55%
31–50 years 68 29%
>50 years 7 3%
Total 233 100%
Income
<250 JDs 61 26%
251–500 JDs 103 44%
501–1000 JDs 48 21%
>1000 JDs 8 3%
Missing 13 6%
Total 233 100%
Education level
Less than Tawjihi (HS) 31 13%
Tawjihi (high school) 32 14%
Diploma (2–3 years) 41 18%
Bachelor 101 43%
Master 26 11%
PhD 2 1%
Total 233 100%
Specialization
Education 39 17%
Medical area 11 5%
Information technology 36 15%
Engineering 10 4%
Administration area 50 21%
Student 43 18%
Other 22 9%
Missing 22 9%
Total 233 100%
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by the 233 responses; Table 2 shows the mean and the
frequency of each type of use indicated by respondents. The
highest used feature was communication, followed by
using the phone as an alarm or watch, and finally, for
sending messages. On the other hand, the lowest used
features were using mobile phones as a dictionary, for
playing video games, and for Internet access.

It is natural to see the highest use related to commu-
nication (making calls) and sending messages, but tasks
like using it as a camera doesn’t fit with their reported
reasons of purchase. Also, results indicated that smart
phones are not that common among the study sample.
Such results were common in previous research [13,44–46]
and in alignment with the economic conditions of Jordan
and the importance of phone prices. Accordingly, some
previous studies identified SMS use to be more dominating
among other services [13,25,46]. While in this study the
most prevalent service was: to make phone calls
(communication), this finding also is supported by similar
studies in the literature [12,33,47].

On the other hand, when asked about how much they
paid for their mobile phones, the reportedmean of the paid
prices by all respondents was (133.28 JDs), which included
used and new mobiles. When looking into Table 1, data
indicates that 70% of respondents earned an income less
than JD500 (700 USD), which explains why such issue is
important and why the mean of mobile prices is low.
Finally, data indicated that the major brand names sold in
the Jordanian market are the following with the frequency
of responses related to each: Nokia (178), Samsung (23),
Sony Erickson (8), LG (4), I-Phone type (3), “other types”
(10), “not reported” (7). The brand familiarity is a major
reason for mobile phone purchase [22,47,48,50]. Nokia’s
handsets were found to be themost popular handset brand,
which is aligned with the findings of previous research
[12,34]. Such findings, in their own limited manner, are
distinctly a result of Nokia’s domination in the handset
market over other brands like Samsung, Sony Erickson, I-
Phone type LG, Motorola, Panasonic, Siemens and Reliance.

The second research question is related to the major
reasons for buying a certain mobile phone. Researchers
used an open question, where respondents had the
freedom to write as many reasons as they can. Responses
on this question ranged from no reasons (blank space) to
six reasons for buying phones. The researchers collected all

types of reasons generated from the 233 surveys, which
totaled 546 answers. Similar reasons were coded into the
same code level tentatively to guard for the need for new
reasons. The process of identifying the major reasons for
buying a certain mobile phone used a clustering technique.
Same reasons were clustered together either by wording or
obvious meaning and resulted in 51 major reasons. The
clustering process used a coding system to conduct the
backward and forward iterations on data. This step clus-
tered the 546 reasons into 51 major reasons. The number of
different reasons included in each major reason ranged
from 1 to 9 reasons. The major reasons collected (51 major
reasons) were further clustered into 11 major categories
(This process is shown in Table 3).

The highest five reasons reported by subjects with their
frequencies were: because of its camera (40), easy to use
(36), phone is practical (34), to use for communication (27),
and because the phone is cheap (25). On the other hand,
looking into the categories, the highest was related to
specific feature available in the phone (124); followed by
two categories with similar frequency 89, style related
reasons and performance related reasons.

Earlier studies proclaimed that mobile phone prior-
purchase factors were: innovative services, multimedia,
design, brand and basic properties, outside influence, price,
and reliability [48]. Our results indicate an agreement with
Karjaluoto et al. [47] findings with respect to features and
price related reasons. On the other hand, in this study
performance came before price reasons. Many researchers
indicated that the physical attributes influence the choice
of mobile phones, which coincides with the findings of this
research [22,25,48]. While other research [49–51,53] pro-
posed that new technology features are driving customers
to buy new mobile phones, this study ranked phone fea-
tures first (like camera, touch screen and style related
features), which supports the results of this study.

It seems surprising that the major reason for buying
phones was the camera, but the camera was not the most
popular feature used (as seen in Table 2). Also, it might be
expected to see less use of smart phones as the focus for
buying was ease of use, being practical, its use for
communication, and its low-price.

Data also indicated that durability reasons were not an
issue even though (67) respondents indicated that they
have a field job. Phone brandwas a major reason for buying

Table 2
Frequencies and means of responses related to mobile phone use patterns.

# Use description Frequencies of responses Mean

1 2 3 4 5 6 7 8 9

1 Used for communication 6 0 4 7 9 15 13 11 168 8.034
2 Used as an alarm or a watch 12 10 8 3 9 11 16 30 134 7.455
3 For sending messages 36 12 27 19 23 19 18 22 54 5.365
4 To hear music, songs and Quran 65 11 15 9 23 21 18 17 53 4.948
5 For Bluetooth feature 63 13 22 16 16 11 21 14 52 4.789
6 Used for scheduling or diary 69 16 20 13 15 15 13 21 51 4.704
7 Used as a calculator 46 25 22 17 33 17 19 21 33 4.700
8 Used as a camera 66 20 14 26 28 28 14 9 23 4.110
9 Used for the internet access 144 9 11 10 12 12 8 7 16 2.721
10 Used for video games (gaming) 134 17 15 17 14 8 8 6 12 2.645
11 Used as a dictionary 150 12 10 11 8 13 4 6 14 2.491
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phones, which indicates the dominance of Nokia phones in
the Jordanian market. Finally, Jordanians have an equal
level of importance for performance features compared to
style features.

5. Conclusions

This work had two main objectives: the first aimed to
investigate the most popular uses of mobile phones by

Jordanians (RQ1). The second was to identify the main
reasons for buying mobile phones by Jordanians (RQ2).
Ultimately, developing a methodology for understanding
the alignment of these two was of interest.

The survey results showed high frequency in Jordanians’
use of mobile features and services like: using it for
communication; using the alarm or checking time; sending
messages; enjoying music, listening to songs or reciting
Holy Quran; using the Bluetooth feature; scheduling or

Table 3
Clustering process results.

# Code Rank Reason type (frequency) Category Rank

1 10 10 Suitable price (20) Price related reasons (58) 4
2 11 5 Cheap, economic, poverty (25)
3 12 30 Offer (7)
4 13 32 Installment plan (6)
5 20 3 Practical, simple (34) Performance related

reasons (89)
2

6 21 17 Suitable, good, it’s OK, workable, usable (12)
7 22 35 Its specification (5)
8 23 12 Its applications, its GUI, its OS, language (17)
9 24 30 Minor faults, easy maintenance (7)
10 25 35 Good for my job, work (5)
11 26 48 Distinctive (2)
12 27 30 Fast, efficiency (7)
13 30 10 Stylish, fashionable, feminine (20) Style related reasons (89) 2
14 31 22 Size, small size, weight (10)
15 32 10 Beautiful, attractive, eye catching (20)
16 33 43 Admiration (3)
17 34 43 For bragging (3)
18 35 48 Its color (2)
19 36 11 Elegant, smooth, nice (19)
20 37 17 Its appearance (general) (12)
21 40 19 Touch screen, screen resolution, screen size (11) Required specific features

related reasons (124)
1

22 41 1 Camera, camcorder (video), camera resolution (40)
23 42 13 Memory size, large memory, expandable memory (14)
24 43 22 Bluetooth, GPS (10)
25 44 48 Slide phone (2)
26 45 48 Battery life, efficient charging (2)
27 46 17 Other features (double camera, light, reminder,

loud sound) (12)
28 47 14 Internet access, Wi-Fi, wireless (13)
29 48 26 Radio, Music, entertainment, hearing Quran (9)
30 49 19 Games, multimedia, messaging (11)
31 70 2 Easy to use (36) Easy use related

reasons (44)
5

32 71 37 Comfortable (4)
33 72 43 Easy to use application (3)
34 73 51 Easy to program (1)
35 90 30 Brand name, reliability based on brand, one of

the best types (7)
Brand & quality related
reasons (32)

6

36 91 7 Quality of machine (21)
37 92 51 Widely used (1)
38 93 43 Good service (by dealer) (3)
39 110 6 New model, modern, developed, new

technology (22)
New models related
reasons (22)

9

40 130 4 For communication, personal or work (27) Communication related
reasons (27)

7

41 50 26 Strong, tough (9) Durability related
reasons (15)

11
42 51 35 Shock resistant (5)
43 52 51 Reliable (1)
44 100 22 Options, many options (10) Multiple options related

reasons (22)
9

45 101 26 Great options (9)
46 102 43 Required technology is available (3)
47 80 43 No Reason (3) Other reasons (24) 8
48 60 32 Gift (6)
49 120 48 Recommended by somebody (shop owner, family) (2)
50 140 37 Other reasons (used it, necessity, special purposes) (4)
51 150 26 Vague reasons (not clear or understandable) (9)

Numbers between parentheses are the frequencies of the reason reported by subjects.
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diary functions; using its calculator; using the camera;
accessing the Internet; and playing games.

Prevailing research papers have focused on the common
mobile phone uses and the differences in mobile phone use
based on: age, gender, income, etc. On the other hand, other
research papers which discussed the major reasons for
buying specific mobile phone are rare. This gap in the
literature urges us to explore the second research question
and to see if we can develop a methodology to understand
whether there is alignment between the reasons for pur-
chase and use. The researchers used a mix between the
grounded theory and clustering concepts to cluster the
reasons for buying mobile phones in Jordan. The highest
five reasons in descending order were: the existence of
camera, the easiness of using them, because they are
practical, its use for communication, and its low price. The
second step clustered the 51 reasons into 11 major ones;
the highest were related to specific features available in the
phone, followed by two categories with same frequencies:
reasons related to style and reasons related to phone
performance.

This research illustrates an application of the grounded
theory. Using this method depicts some unique and pre-
viously unobserved knowledge about customer mobile
phone choices. The use of a grounded theory approach
provides richer and deeper insights into customer choices
than other methodologies. The findings of this work are
important to mobile manufacturers when studying the
Jordanian market. Although this study results indicated
that Nokia is dominating the Jordanian market, it is also
important to understand the common uses of mobile
phone features and decision making factors for prior pur-
chase. It is important to know the features that attract
Jordanians to try to promote specific models in the market
that fit with their needs.

The surveyed subjects emphasized the importance of
the following features in their mobile phones: good mobile
style; phone camera (video & photos); memory size; GPS;
Internet access; Bluetooth feature; battery life; and other
extra features like clock, calendar, organizer and reminder.
These features should match the purchasing power of in-
dividuals in Jordan, because mobile phone cost was found
to be a major factor affecting the choice of mobile phones,
especially by younger people [51,52]. The survey shows that
Jordanians can pay prices between 30 and 470 JDs for
buying a mobile. The average paid price for all reported
respondents was (133.28 JDs), which indicates that Jorda-
nians are buying low-priced phones.

From a theoretical viewpoint, this study contributed to
the factors that affect mobile phones buying decisions by
examining customer stimulants and the attributes affecting
the actual acquisition choices. This work improved our
knowledge of such phenomenon as it utilized a diverse
sample, rather than students. Also, using open questions in
this study gave more freedom to respondents to bring their
reasons to the table and use their own language.

6. Implications, limitations and future work

ICT convergence is a predicted paradigm that made
computing and communication a ubiquitous phenomenon.

Mobile phones are the major tool for convergence, where
computing and communication are converging to serve
humanity. Societies are influenced by this phenomenon on
many levels. Yet there are still gaps in methodological ap-
proaches related to purchase and actual use.

This study implies that using diverse methods and
samples would enhance the findings and contributions of
research. The use of grounded theory and clustering tech-
niques contributed to improve the rigor of the findings and
opened new venues for research. Practically, firms working
in the mobile phone industry (local retailers and distrib-
uters) should pay attention to certain features related to
each country and carefully align the prices of different sorts
of phones to certain segments of the society.

This work is still at an early stage, where some limita-
tions can be avoided in the future. A more diversified
sample can be closer to reality, and a larger sample can
draw a more accurate picture of the Jordanian society,
which may improve the generalizability of the results.
Large samples will open doors for future research on the
macro level to utilize more technical and in-depth analysis
using techniques like datamining and information retrieval
to conclude different categorizations or certain associa-
tions. However, the focus of this research studywas to test a
methodology for gaining a deeper understanding of the
connection between use and purchase building on estab-
lished theory.
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