
Research Article

Corresponding Author:
Anil Pawar, Assistant Professor, Department of Zoology, D.A.V. College for Girls, Yamunanagar (Haryana); Mobile:919467604205; 
Email: sumanil27@yahoo.co.in

Received: 16.6.2014 Revised: 11.7.2014 Accepted: 29.7.2014

Int J Cur Res Rev   | Vol 7 • Issue 12 •  June 2015 7

DEMOGRAPHIC FACTORS INFLUENCING 
CONSUMERS’ LIFE STYLE ON MOBILE PHONE 
USAGE: A CASE OF DILLA CITY, ETHIOPIA

Genet Gebre Tirfe1, Rajyalakshmi Nittala2

1Department of commerce and management studies, Andhra University, Visakhapatnam, 530 003, Andhra Pradesh, India; 2Department of 
commerce and management studies, Andhra University, Visakhapatnam, 530 003, Andhra Pradesh, India.

ABSTRACT
Mobile phones enable people to keep in touch with their families and friends. It makes easy the day to day activity of peoples 
around the world. The aim of this research is to investigate demographic factors influencing consumers’ life style on mobile 
phone usage in Dilla City, Ethiopia. This study evaluates the effect of demographic factors specifically consumers’ age, edu-
cation, income, and occupation on mobile phone usage. The research methodology used in this study is both qualitative and 
quantitative approaches. 381 customers were surveyed by using purposive sampling technique.  The target population of the 
study included businessmen, employees in government offices, teachers, and students. Primary data was collected through 
structured questionnaire. Secondary data were gathered from books, research studies, various governmental and nongovern-
mental organizations reports, and on line resources.  Descriptive statistics and One-Way Analysis of Variance was employed to 
analyze the data. The results of the study revealed that significant difference exist between life style on mobile phone usage and 
consumers’ occupational status and monthly income. On the other hand, the research found out that life style on mobile phone 
usage was not varied by age group and educational level of respondents. The research concluded that consumers’ make their 
purchase decisions by evaluating their life style and demographic factors in mobile phone usage. Hence, the findings of the study 
provided that companies and manufacturers need to consider demographic factors that affect mobile phone usage in order to 
meet the current demand of consumers in Dilla.
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INTRODUCTION

The cell phone’s popularity revolves around convenience, 
business, recreation, and safety (Patel and Singh, 2011). 
The various information services of the cell phone have 
created an environment of immediate communication 
which has produced economic benefit to business and so-
ciety. This makes the device very important in day to day 
activity (Moklis and Yaakop, 2012). Many of the phones 
have several applications such as calling, texting, and 
listening to music (Das, 2012). Patel and Singh (2011) 
further studied that mobile phone usage pattern varies 
from one group to another. Recreationally, cell phones 
have become entertaining devices for not only commu-
nication, but also for music and video activities, color 
screen, camera, and games (Safik and Azizul, 2012). Be-
sides, (Wiliska, 2003) stated that young people relation-
ship with their mobile phone is consistent with their life 
style in terms of technology enthusiasm. Mobile phone 

service applications are enormous attraction especially to 
young consumers who are constantly changing their in-
terests with new innovative features. On the other hand, 
Chaubay, Zafar, Hassen (2011) described in their study 
that cell-phone connection is considered as an important 
mechanism for connecting family and friends. Coogan 
and Kangas (2001) also explained that a cell phone is 
also a symbol of belonging to a group and a part of one’s 
identity. Young people need cell-phone technology to es-
tablish and maintain social networks which help in their 
social interactions and other new dimensions in their 
lives (Downs and Aoki, 2003). Jaysingh and Eze (2009) 
highlighted that in their study that the universal avail-
ability of wireless telephony provides new business op-
portunities. Thus, it can be inferred that mobile phone 
usage varies considerably between the socioeconomic 
variables explained above. Moreover, Engel et al. (1995) 
suggested that an important part of lifestyle marketing is 
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to identify the set of products and services that consum-
ers associate with a specific lifestyle. Marketers need to 
understand the activities, interests, and opinions that in-
fluence life style of consumers, since they often attempt 
to influence consumer purchasing behavior through life 
style marketing. Marketers also need to relate a product 
to everyday experience of the target consumers by de-
picting how a specific product can be used by different 
age, income, occupation, and educational groups. 

Dilla’s importance as a market center grew especially for 
its coffee market after the mid-1920s. It is the admin-
istrative center of the Gedeo Zone in the Southern Na-
tions and Nationalities, and Peoples Region. The city is 
located on the main road from Addis Ababa the capital 
city of Ethiopia to Nairobi. The city is the major transfer 
and marketing point for coffee grown farther south, par-
ticularly of the much-prized Yirga-Cheffe varietal1. Cen-
tral statistical agency of Ethiopia (2014) estimated that 
the total population of Dilla city is 125,599 out of which 
male account 63,360 and female constitute 62,239. In-
frastructure problems slow down the socio-economic 
development of the town. According to Dilla structure 
plan project draft (2012) the most important means of 
transport is road transport. The existing road network 
in Dilla is insignificant in relation to the size and area 
of the city. This has been one of a great challenge in the 
development of communication technology. Besides, mo-
bile phones’ marketing is low as compared to the devel-
opment of commercial activities of the city. The growing 
need for modern communication technology devices in 
each sector of the economy calls for more research in 
Dilla as well as in Ethiopia. Hence, considering mobile 
phone as one of the telecommunication services, the cur-
rent study explores demographic factors influencing con-
sumers’ life Style on mobile phone usage in Dilla city.

Objectives of the study
	To identify demographic factors influencing con-

sumers’ life style on mobile phone usage
	To examine life style factors that affect consumers’ 

mobile phone usage. 

LITERATURE REVIEW

Ling and Yittri (2002) study revealed that adolescents 
used the mobile phone for emotional and social commu-
nications specifically in building and sustaining relation-
ship with friends. Furthermore, their study found that 
adolescents viewed mobile phone as an outstanding, 
prominent, and liberating personal tool that allows them 
to have a better social position in life. Their further inves-
tigation disclosed that individuals with high self esteem 
understood to use less of the mobile phone for commu-
nication compared to those with low self esteem. Low 
self-esteem users were assumed to use mobile phone for 

reassurance and not mainly for social purposes. Chaubey, 
Zafar, and Hasan (2011) in their research also observed 
that different factors affecting customers’ decision of mo-
bile service providers are associated with their level of 
education and income. Karjaluoto et al. (2005) added 
that students are buying low-priced phones. Some groups 
regarded new technological features such as multimedia 
messaging service (MMS) handy but too expensive to use 
at present. 

College students’ use of mobile phone for a variety of 
purposes was studied by Aoki and Downes (2003). The 
study found out that mobile phone helps them to feel 
safe, financial benefits or to manage time efficiently, keep 
in touch with friends, and family members. Moreover, 
the Brtish education communication technology agency 
(2008) highlighted that the multi-tasking capabilities by 
young people who are exceptional mobile game players. 
Juwaheer, Pudaruth,, Vencatachellum, Ramasawmy, and 
Ponnusami (2013) also found that mobile phone fea-
tures and young consumers’ lifestyle impacted mobile 
phone selection. In another study, Wilska (2003) found 
that mobile phone choice and especially usage is consist-
ent with respondents’ general consumption styles among 
Finnish young people aged 16-20. The research showed 
that addictive use was common among females and was 
related to trendy and impulsive consumption styles. On 
the other hand, males were found to have more tech-
nology enthusiasm and trendy-consciousness. These at-
tributes were then linked to impulsive consumption. The 
study concluded that genders are becoming more alike in 
mobile phone choice.

Similarly, Kumjonmenukul (2011) found out that factors 
that determine the selection of mobile phone by young 
people include touch screens, built-in cameras, and mp-
3capabilities. Style of ringtones on offer with the phone, 
the colors of mobile phone model available, chat or mo-
bile internet application considered as important factors 
that affect mobile choice of young consumers. Ozcan and 
Koçak(2003)studies showed that income, previous expe-
rience with cellular phones, brand of handset, and use 
at the workplace and in car are found to be important in 
determining the level of usage. On the other hand, Patel 
and Rathod (2011) conducted a study on mobile phone 
usage habits of students in the rural areas of Visnagar 
by emphasizing on different influential factors affecting 
mobile purchase. The result of the study revealed that 
mobile phone has been largely accepted by students pur-
suing their graduation.

Conceptual frame work
The various studies discussed above identified important 
points in understanding demographic factors that are in-
volved in consumers’ life style of mobile phone usage. 
The detail discussion above also suggested that compa-
nies to consider demographic factors of consumers in 
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production and mobile phones marketing. A conceptual 
frame work for this research (see figure1) is developed 
based on the research work of Juwaheer, Pudaruth, Ven-
catachellum, Ramasawmy, and Ponnusami, ( 2013) to 
show the effect of demographic factors on life style of 
mobile phone usage.

 

Occupation 

Age 

Education 

Income 
Consumers’ life style 

of mobile phone 
usage 

Figure 1. Demographic factors that influence consumers’ life 
style on mobile phone usage. 
Source: Adopted from the works of Juwaheer et al. (2013).

RESEARCH METHODOLOGY

This section describes the research plan for this study and the 
way in which the research was conducted. The research sam-
ple, research methods, research instruments used to collect the 
data, and the method of distribution of questionnaire. Tech-
niques of data analysis including methods used to maintain 
validity and reliability of the instrument are also explained. 
The research employed a descriptive research design for this 
study. Descriptive research describes behavior, attitudes, val-
ues, and characteristics (Kothari, 2004). It was found to be ap-
propriate for this study because the purpose of the study was to 
investigate demographic factors that influence consumers’ life 
style on mobile phone usage. The target population included 
business men, teachers, employees in government office, and 
students. Effort was made to collect data from 400 consumers 
by using purposeful sampling technique. However, 381 quali-
fied questionnaires were returned. The instrument used for 
data collection in the form of a structured questionnaire was 
designed to obtain information on demographic factors and 
life style of consumers in usage of mobile phone. 

The questionnaire had a mix of close-ended and open-ended 
questions in it. The first part was related to the demographic 
factors of consumers while the rest included factors related to 
life style of mobile phone usage such as keep in touch with 
family and friends, entertain with multimedia, connect peo-
ple with social net works, update with current technology, 
and internet operation anywhere. This section contains some 
subsections on relevant aspects. The subsection is supported 
by some statements. Respondents’ responses were taken in 
the form of 5-point Likert scale as 1 for strongly disagree, 
2 disagree, 3 neutral, 4 agree, and 5, strongly agree respec-

tively. The open ended questions also assist the study in un-
derstanding the demographic factors that affect consumers in 
mobile phone usage. Consumers’ life style factors for usage 
of mobile phone were selected from the study conducted by 
Juwaheer, Pudaruth, Vencatachellum, Ramasawmy, and Pon-
nusami (2013) keeping in view of their importance to mobile 
phone usage in Dilla city. In order to achieve the objective 
of this research, One-Way Analysis of variance was used for 
data analysis. This method was selected to identify the de-
mographic factors that affect consumers’ life style on mobile 
phone usage. Table 1 below illustrates the demographic char-
acteristics of respondents. 

Table 1: Demographic distribution of the sample data 

Parameter Class Frequency
%of Total 
sample

Age
Below 20
20-35
36-50
Above 50 years

67
196
93
25

17.6
51.4
24.4
6.6

Gender Male
Female

117
264

30.7
69.3

Marital 
Status

Married
Unmarried

183
198

48
52

Educational
Qualification

Primary School
Secondary School
Certificate
Diploma
Bachelors Degree
Masters Degree

13
80
17
93
154
24

3.4
21
4.5
24.4
40.4
6.3

Occupation
Businessmen
Teachers
Employees in 
Government Of-
fice
Students

93
98
97
93

24.4
25.7
25.5
24.4

Monthly 
Income

Below 2000
2000-3000
3001-4000
Above 4000birr

188
91
66
36

49.3
23.9
17.3
9.4

Source: Primary Data

Table 1 above indicates that sample customers in all age 
groups are users of mobile phones. However, age group 
20-35 consists of the highest percentage (51.4%) of us-
ers compared to others. On the other hand, the table 
shows that the least number of respondents above 50 
years are (6.6%). The majority of the respondents are 
females (69.3 %); and unmarried respondents repre-
sent (52%). Besides, sample respondents who posses’ 
bachelors’ degree level are (40.4%). The least number 
of respondents (4.5%) and (3.4%) are in certificate and 
primary level of education. The table also shows that ac-
cording to occupational status, the number of respond-
ents in each group is similar. Besides, (49.3%) samples 
respondents are within income group of below2000ETH 



Int J Cur Res Rev   | Vol 7 • Issue 12 • June 2015 10

Tirfe et. al.: Demographic factors influencing consumers’ life style on mobile phone usage: a case of dilla city, ethiopia

birr. While, (9.4%) of respondents earn monthly income 
of above 4,000ETHbirr.

Hypothesis
We use mobile phones in our everyday life and for enter-
tainment regardless of our age, occupation, income, or 
education. Consumers’ behavior is influenced by demo-
graphic factors, which include buyers’ age, occupation, 
income, and education. Products and brands are also 
perceived by consumers as having symbolic meaning 
(Loudon and Della Bitta, 1993). The profession or the 
occupation a person is in again has also an impact on the 
products they consume. Thus the following hypothesis 
was developed.

H1: Consumers’ life style in usage of mobile 
phone is different by consumers’ age, income, 
occupation, and educational level.

DATA ANALYSIS AND DISCUSSION OF RESULT

Reliability and validity of data
This section describes the reliability of instruments used 
in the research. Item total correlation applied in this 
study to investigate the validity of instruments. Item to-
tal correlation has been employed in this study to evalu-
ate whether the factors under life style measure the same 
construct. Factors which have correlation coefficient of 
below.3 have been omitted (Pallant, 2005). 

Table 2 below illustrates the reliability analyses related 
to consumers’ life style factors in mobile phone usage. 

The content validity of the questionnaire was assessed 
through examination by experts in the area. Initial 
changes were made to clarify or delete some statements 
according to recommendations or comments of the ex-
perts. A pilot survey was also conducted with 24 custom-
ers from each occupation i.e., business men, teachers, 
employees in government office, and students prior to 
the data collection in terms of vague questions and word-
ings. Few modifications were made to avoid misunder-
standing among respondents

Table 2: Item-total correlation for consumers’ life 
style of mobile phone usage 

No Life style factors Item-total 
correlation

1 Keep in touch with family and friends .401**

2 Entertain with multi-media .460**

3 Connect people with social net works .673**

4 Update with current technology .585**

5 Enables internet operation any where .759**

**Correlation is significant at the 0.01 level (2-tailed)
Source: primary data
Table 2 depicted that life style factors in usage of mobile 
phone such as helping to keep in touch with family and 
friends, entertain with multi-media, connect customers 
with social net works, keep up to date with current tech-
nology, and enables internet operation anywhere. Thus, 
the results in the table revealed that items stated under 
life style are acceptable. 

Table 3: Responses on life style of consumers on mobile phone usage 

S. 
No

Life style factors consumers in 
usage of mobile phone

Responses

SDA D N A S.A M S.D

1 Mobile phone helps to keep in touch 
with friends and family 

-

-

2

.5(%)

11

2.9(%)

115

30.2(%)

253

66.4(%)

4.62 .57

2 Mobile phone entertains with multi-
media and take photos

6

1.6(%)

7

1.8(%)

47

12.3(%)

234

61.4(%)

87

22.8(%)

4.02 .75

3 Mobile phone helps to be connected 
on social networking sites

16

4.2(%)

27

7.1(%)

61

16(%)

183

48(%)

94

24.7(%)

3.82 1.02

4 Mobile phones helps to cope up with 
current technology

-

-

 2

 .5(%)

22

5.8(%)

241

63.3(%)

116

30.4(%)

4.24 .57

5 Mobile phone enables internet 
operation 

80

21(%)

65

17.1(%)

81

21.3(%)

79

20.7(%)

76

19.9(%)

3.02 1.42

SDA= Strongly Disagree, D=Disagree, N=Neutral, A=Agree, S.A=Strongly Agree, M=mean, S.D= Standard deviation
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Table 3 above indicated that 96.4 percent of respondents 
agreed or strongly agreed that mobile phone helps them 
keep in touch with family and friends (M=4.62 and 
S.D=.57); Similarly, 93.7 percent of respondents agreed 
or strongly agreed that advanced functions in mobile 
phones makes them to cope up with current technology 
(M=4.24 and S.D=.57). Likewise, 84.2 percent of re-
spondents agreed or strongly agreed that mobile phone 
helps them to entertain with music, games, and video 
(M=4.02 and S.D=.75). Moreover, 72.7 percent of the 
sample respondents agreed or strongly agreed that mo-
bile phone helps them to be socially connected on social 
networking sites (M=3.82 and S.D=1.02). On the other 
hand, 40.6 percent of respondents agreed or strongly 
agreed that mobile phone enables them internet opera-
tion anywhere (M=3.02 and S.D=1.42). 

Therefore, the results of the study above shows that con-
sumers life style factors such as use of mobile phone for 
keeping in touch with family and friends (96.4%), ad-
vanced functions (93.7%), entertainment with multime-
dia and photos (84.2%), and getting socially connected 
on social networking sites (72.7%) significantly affected 
consumers behavior toward mobile phone usage. On the 
contrary, for the factor mobile phone enables internet 
operation anywhere (40.6%) does not significantly af-
fect consumers’ behavior toward mobile phone usage as 
compared to other factors. 

Table (4-7) below is constructed to investigate consum-
ers’ life style differences on mobile phone usage for vari-
ous purposes by ages, occupation, income, and educa-
tional level of respondents. In order to investigate life 
style differences in usage of mobile phone by these fac-
tors One-Way-ANOVA analysis was used.

Table 4: Life style differences in usage of mobile phone by occupational status of respondents

Occupational Status N Mean
 
Std. Deviation ANOVA

Business men 93 3.42
.
.61

Sum of 
Squares

df Mean 
square

F Sig.

Teachers 98 3.94 .57 Between 
Groups

Within 
Groups

7.303

139.106

3

377

2.434

.369

6.598 .000

Employee in Govern-
ment office 

97 4.05 .60

Students 93 4.11 .65 Total 146.409 380

N= Number of respondents
p<0.05

One-Way-ANOVA in table 4 shows that sample respond-
ents’ occupational status, mean, standard deviation, and 
results of life style differences on mobile phone usage. 
The sample respondents’ occupational status is business 
men, teachers, employee in government office, and stu-
dents. 

The mean and standard deviation in usage of mobile 
phone for business men is (M=3.42, S.D=.61); Teachers 

(M=3.94, S.D=.57); Employee in government office 
(M=4.05, S.D=.60); Students (M=4.11, S.D=.65). 
The results of ANOVA table in table 4 above shows 
that there is significant life style differences in usage 
of mobile phone in the mean scores across the four oc-
cupational status groups at p<.05 level as [F (3, 377) 
=6.60, p=.000].

Table 5: Life style differences in usage of mobile phone by Monthly income of respondents

Monthly Income 
(in birr)

N Mean Std.
Deviation

ANOVA

Below 2000 188 4.02 .63

Sum of 
Squares

df Mean 
square

F Sig.

2000-3000 91 3.89 .62 Between 
Groups
Within Groups

3.811

142.598

3

377

1.270

378

3.359 .019

3001-4000 66 3.80 .61

Above 4000 36 4.14 .49
Total 146.409 380

N= Number of respondents
p<0.05 
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Table 5 above indicates sample respondents’ monthly in-
comes, mean, standard deviation, results of life style dif-
ferences in usage of mobile phone between different in-
come groups. The sample respondents’ monthly income 
ranges below 2000ETH birr; 2000-3000 birr; 3001-4000 
birr; and above 4000 birr. 

The mean and standard deviation of life style in usage 
of mobile phone for income groups are: below 2000 

birr (M=4.02, S.D=.63); 2000-3000 birr (M=3.89, 
S.D=.62); 3001-4000 birr (M=3.80, S.D=.61); above 
4000 birr (M=4.14, S.D=.49). The results of ANOVA in 
table 5 shows that there is significant differences in life 
style in usage of mobile phone in the mean scores across 
the four income groups at the p<.05 level as [F (3, 377) 
=3.36, p=.019]. 

Table 6: Life style differences in usage of mobile phone by Age of respondents

Age groups N Mean
Std.
Deviation ANOVA

Below 20 67 4.07 .66
Sum of 
Squares

df Mean 
square

F Sig

20-35 196 3.96 .64 Between 
Groups

Within Groups

1.621

144.788

3

377

.
540

.384

1.407
.
.240

36-50 93 3.87 .52

Above 50 25 3.96 .68 Total 146.409 380

N= Number of respondents
p<0.05

Table 6 illustrates that sample respondents’ ages, mean, 
standard deviation, and results of life style differences 
in usage of mobile phone with different age groups. The 
sample respondents’ ages are: below 20, 20-35, 36-50, 
and above 50. 

The mean and standard deviation for these age groups 
are: below 20 (M=4.07, S.D=.66); 20-35(M=3.96, 

S.D=.64); 36-50 (M=3.87, S.D=.52); above 50 
(M=3.96, S.D=.68). The results of ANOVA in the table 
above shows that there is no significant difference in life 
style in usage of mobile phone in the mean scores across 
the four age groups at p<.05 level as [F (3, 377) =1.41, 
p=.240].

Table 7: Life style differences in usage of mobile phone by Educational level of respondents
Educational level N Mean  Std. Deviation ANOVA

Primary School 13 3.69 .75

Sum of 
Squares

df Mean 
square

F Sig

Secondary 
School

80 3.89 .66 Between 
Groups

Within 
Groups

2.792

143.618

5

375

.558

.383

1.458
.
.203

Certificate 17 3.76 .66

Diploma 93 4.04 . 62

Total 146.409 380

Bachelor Degree 154 3.99 .60

Masters Degree 24 4 .42

N= Number of respondents
p<0.05
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Table 7 above indicates that sample respondents’ edu-
cational level, mean, standard deviation, and results of 
life style differences in usage of mobile phone. The sam-
ple respondents’ educational level ranges from primary 
school up to Masters Degree holders. 

The mean and standard deviation for these educational 
level are primary school (M=3.69, S.D=.75); Second-
ary School (M=3.89, S.D=.66); Certificate (M=3.76, 
S.D=.66); Diploma (M=4.04, S.D=.62); Bachelor 
Degree (M=3.99, S.D=.60); Masters Degree (M=4, 
S.D=.42). The results of ANOVA in table 7 shows that 
there is no significant differences in life style in usage of 
mobile phone in the mean scores across the six educa-
tional level groups at p<.05 level as [F (5, 375) =1.46, 
p=.203]. 

Different studies supported the research findings dis-
cussed in table (3-7) above. Chaubay, Zafar, Hassen 
(2011) found out that cell-phone connection is an im-
portant device for connecting family and friends; Lee, 
Lim, Jolly, and Lee (2009) pointed out in their study 
that the importance of selecting mobile phones which 
matches customers’ lifestyles. On the other hand, Banu-
mathy and Kalaivani (2004) suggested in their study that 
service providers have to introduce the cellular phones 
which are economical to the low income group people. 
Karjaluoto et al. (2005) revealed in their study that pro-
fessions in middle or top management of various compa-
nies value enhanced data and networking features signif-
icantly higher than students and employees that perform 
tasks on the operational level in manufacturing or ser-
vice industries. The only exception is the design, which 
is considered equally important between employees that 
perform tasks on the operational level in manufacturing 
or service industries workers and students. 

In contrast, the findings of the current research do not in-
dicate that life style differences in usage of mobile phone 
by different ages and educational qualifications. This re-
sult is different from the previous works of Ling (2001) 
who found that young adult men spent more time on 
mobile phones as compared to adolescent girls; Ling and 
Yittri (2002) study results showed that Adolescents used 
the mobile phone for emotional and social communi-
cations specifically in building and sustaining relation-
ship with friends. Furthermore, Zulkefly and Baharu-
din (2009) found that age of the students also played a 
factor in determining patterns of using mobile phones. 
Therefore, the research findings above support as well 
as presented different result from the current study. The 
research results above support the current study in such 
a manner that there are life style differences in usage of 
mobile phone especially for different occupational and 
income groups. On the other hand, the current study 
findings is different from the research studies above in 
that it doesn’t show life style differences in usage of mo-

bile phone for various purposes for different age groups 
and educational levels. 

CONCLUSION

The research was carried out to investigate demographic 
factors influencing consumers’ lifestyle on mobile phone 
usage in Ethiopia, Dilla city. This study contributes to the 
knowledge of consumers’ life style in product usage is 
affected by demographic factors such as income, and oc-
cupational status of consumers. The research also sug-
gests that consumers make their purchase decisions on 
the basis of their evaluation related to their life style on 
mobile phone usage such as keep in touch with family 
and friends, entertainment, social networks, update with 
current technology, and internet operation anywhere and 
their demographic characteristics. The qualitative result 
of the study revealed that among different reasons con-
sumers prefer to use mobile phone for keeping in touch 
with their family and friends. 

On the other hand, based on the findings of (Juwaheer 
et al., 2013 and Karjaluoto et al., 2005) the quantita-
tive results of the study found out that significant differ-
ence between monthly income and occupational status 
of consumers and life style on usage of mobile phone. 
However, the current research findings indicated that life 
style on mobile phone usage was not varied by age and 
educational level of respondents which is different from 
previous studies of Ling (2001); Ling and Yittri (2002); 
and Zulkefly and Baharudin (2009). Therefore, manu-
facturers and dealers in Dilla city achieve their future 
marketing strategy best if they take in to account vari-
ous application services related to mobile phone use and 
demographic factors of consumers. Despite this study 
provides an insight based on major services of mobile 
phones and consumers’ demographic factors that influ-
ence mobile phone usage in Dilla City. Besides, this re-
search is an attempt on consumers’ behavior toward mo-
bile phone usage and certain limitations concerning the 
research setting should be suggested to guide future re-
search. Hence, the study used purposive sampling tech-
nique which is not totally free from bias. The study was 
also conducted in Dilla City with business men, teachers, 
employees in government office, and students. 

Future research may focus to validate the current result 
by using probability sampling technique encompassing 
more customers from other cities of Ethiopia. Further in-
vestigation may be required by focusing on other aspects 
of demographic factors. 
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