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| ABSTRACT 

Technology has revolutionized the world and our daily lives over the years. Technological advancements have had a wide-ranging 

impact on our lives, such as the dramatic shift in communication. This study is to determine what affects the purchase intention 

of Gen Z towards Electronic gadgets. Using the Descriptive Analysis and Cluster random sampling, data is collected through an 

online survey with the respondents of 150 in selected cities of Metro Manila. And findings suggest that brand identity plays a 

significant role in influencing the purchase intention of Generation Z. The people who will benefit from this paper are Businesses, 

Entrepreneurs, Future researchers, and retailers. It will give them enough information to be knowledgeable about the purchase 

intention of Gen Z consumers when it comes to electronic gadgets. 
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1. Introduction 

A symbol of design that identifies and differentiates a product from another product is the soul of what we call advertising on 

marketing. Consumers are usually influenced by the quality of buying a product. Most companies see to it because such factors 

are taken into consideration in creating a certain product, such as electronic gadgets. 

 

The image a business projects builds customers' confidence with the product they produce. Images and usage of a product like 

electronic gadgets are shown online on television and even on billboards. Customers are very meticulous in choosing gadgets by 

searching for customers' feedback and ratings when it comes to the quality of the product. 

 

In addition, there are behaviours that consumers possess in choosing electronic gadgets. Some customers look for gadgets to 

satisfy their needs. However, marketers do not create needs but can make consumers aware of needs. A long time ago, people did 

not need gadgets to survive. As time passes, people realize that in order to go with the flow of information, they need gadgets to 

satisfy their quest for knowledge. However, people perceive things differently, Upper-class people look for gadgets that have good 

quality and warranty as well. On the other hand, middle-class people consider price as a dominating factor in buying electronic 

gadgets. For low-class people, possessing simple gadgets is enough. 

 

The use of technology has been introduced to us for more than a decade now and continually evolving each year. One of the 

technological advancement products is mobile phones, laptops, and tablets, where it made a massive impact on improving 

people’s lives due to the convenience it gives throughout the years. It became a tool for people to use for their work, school, or 

solely for personal use. It allows people to easily accomplish specific tasks even in the comfort of their homes, and at the same 

time, it can serve as a tool also for entertainment purposes. 

 



JBMS 4(1): 08-15 

 

Page | 9  

The American Marketing Association (AMA) defined a brand as “name, term, sign, symbol, or design, or a combination of them, 

intended to identify the goods and services of one seller or a group of sellers and to differentiate them from those of competitors.” 

Product branding is a fundamental concept within the marketing discipline in which consumers determine the difference between 

a product to another product. An example of this is in the gadget; Gadget A is branded as a product with a good quality of 

performance, while Gadget B has a poor performance.  

 

Consumers' perception and feeling affect their decision since they usually consider the brand's image. Consumers look for a 

product that is made of good quality, how it performs, etc. Products possessing these types of qualities drive customers to want 

more offerings leading to product expansion. 

 

Promotion strengthens the consumer’s confidence to purchase the product. Most consumers are motivated to buy a product 

depending on how they are promoted on social media since most of their target audience uses it. Other promotions they utilize 

are television, radio, magazines, newspapers, and pamphlets. Giving information about a product and presenting it in an engaging 

way attracts and persuades consumers to try and purchase it. However, not all information on the packaging is true. Sometimes 

facts are exaggerated, leading to frustration on the consumers.  

 

A good product quality leads to consumers' high intention to purchase or repurchase the product and loyalty to the brand. As a 

customer, the product's performance is perceived as worth buying at an acceptable price. 

 

Understanding influences in consumer buying decisions have become an essential goal for every marketing technique because 

they all have different buying decisions. Purchase decisions start when consumers want to fulfil a need. Customer purchase 

decisions of a gadget are influenced mainly by the source of credibility in buying the gadget products. Buying decisions occur 

depending on the consumer’s perception of the product. In electronic gadgets, they check the product’s specifications and physical 

appearance whether it passes their standards. 

  

From this perspective, the study is conducted along with the intention to know the effect of brand identity on the buying behaviour 

of Generation Z Students. 

2. Methodology  

 A descriptive approach is used in this study. It was conducted through an online survey. The data came from 150 respondents 

aged 18 to 23 in selected cities of Metro Manila, such as Manila, Mandaluyong City, Marikina City, Caloocan City, San Juan City, 

and Quezon City. The study used a validity and reliability test to determine the questionnaire’s contribution to this study that 

returned a value of 0.81. The data was collected using online Google Forms and Facebook to distribute the questionnaire. The 

survey was limited because Electronic Gadget Gen Z consumers frequently use Electronic Gadgets. The instrument is divided into 

three parts, the first contains the respondents' demographic information, and the second is a four-point Likert scale questionnaire. 

Finally, the final section discusses the factors they consider when deciding whether or not to purchase an electronic device. It also 

used a Partial Least Squares (PLS) to determine the levels of effect of the variables from brand identity to purchase intention 

leading to predict the consumer’s electronic gadget buying behaviour.  

 

Figure 1 depicts the research model used in this study. 

 
Figure 1: Conceptual Framework 
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Image, Quality, and e-WOM are the Brand Identity factors that influence consumer purchasing behaviour. Customers' perceptions 

of a brand are referred to as its "image." The extent to which a product is perceived to meet the expectations of the customer is 

referred to as its quality. When a consumer buys a product, they usually check to see if it is worth purchasing, and their decision is 

usually influenced by the reviews they read online. The shopper's attitude toward a specific purchasing behaviour and the 

consumer's willingness to pay is referred to as purchase intentions. When it comes to purchasing an electronic gadget, people's 

intentions vary depending on their motivation, preferences, and economic status. Finally, purchasing channel preferences include 

both online and in-store purchases. An online store is a website that sells goods and services over the internet, whereas a physical 

store is a traditional store that people can go to in person. This study sought to answer the following questions: 

 

1. What are the characteristics of the respondents’ demographics? 

2. Is there a significant effect of Brand Identity on Purchase Intention? 

3. Is there a significant effect of Purchase Intention on Gen Z Consumer Buying Behavior? 

4. Is there a significant effect of Brand identity on Consumer Buying Behavior? 

5. Is there a significant mediating effect of Purchase Intention on the impact of Brand Identity on Consumer Buying 

Behavior? 

6. Is there a significant moderating effect of Purchasing channel preferences on the impact of Brand Identity on 

Consumer Buying Behavior? 

7. What can be introduced to Gen Z that will predict their Purchase Intention for electronic gadgets? 

 

3. Results and Discussion  

The following figures and tables below show the findings of the study. 

 

Table 1: Demographic Profile of the Respondents (n=150) 

 

 Category Frequency Percentage 

Age 18-23 years old 150 100% 

Location Caloocan City 29 19.3% 

Mandaluyong City 17 11.3% 

Manila 39 26% 

Marikina City 26 7.3% 

San Juan City 9 6% 

Quezon City 30 20% 

 

Table 1 depicts the respondents' demographic profile, which includes their age and location. No respondents answered outside of 

our study because the survey closes automatically if the respondent does not fit the age bracket and location. 

 

Table 2: Results of the variables used in the Study 

Variables Indicators E(X) σ 

Brand Identity Image 3.54 0.598 

Quality 3.8 0.463 

EWOM 3.71 0.535 

Purchase Intention Motivation 3.05 0.834 

Perception 2.71 0.922 

Economic Status 3.69 0.451 

 

Gen Z’s Electronic Gadget 

Buying Behavior 

 

Motivation 3.68 0.535 

Perception 3.83 0.374 

Personality 3.12 0.759 

Financial Stability 3.25 0.695 

 

Table 2 illustrates the mean and standard deviation of the variables used in the study. This includes the variables of brand identity, 

purchase intention, and Gen Z's electronic gadget buying behaviour. 
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Table 3: Results of the variables used in the Study 

Variables E P 

Mediating effect of Purchase Intention E = 0.067 P = 0.121 

Moderating effect of Purchasing Channel Preference E = 0.052 P = 0.262 

 

Table 3 shows the results of the mediating and moderating effects of Purchase Intention and Purchasing Channel Preference on 

the relationship between Brand Identity and Generation Z Consumer Buying Behavior. 

 
Figure 1 

 

The figure above indicates that the brand identity (M=3.69, SD=0.451) in terms of Quality (M=3.8, SD=0.351) has the highest value 

among the indicators. Quality is the main reason why consumers buy/own a certain product in which they make sure that the 

features of the brand are beneficial to their needs. These components are the usability, aesthetic value of the product, features, 

reliability of the product, and its durability, leading to the customers' satisfaction. Electronic Word of Mouth (EWOM) brand identity 

ranks second, with a mean of 3.71 and a standard deviation of 0.535. The respondents are all in favour of brands with positive 

technological reviews, which leads to them purchasing the product. Images rank third among the indicators, with a mean of 3.54 

and a standard deviation of 0.598. It is proven that consumers prefer to purchase products from a well-known brand. Teenagers 

are more conscious of their social status, so they prefer branded products.  

 

In terms of Purchase Intention (M=3.08, SD=0.646), Economic Status ranks first in the study (M=3.69, SD=0.451). This means that 

a person's economic status, as measured by factors such as income, education, and occupation, indicates a high level of purchase 

intention. Motivation comes in second place (M=3.05, SD=0.834). Which involves a person's cognitive aspect for their purchase 

intention. Finally, perception comes in last place among the other indicators (M=2.71, SD=0.922). This also includes cognitive 

aspects of a person, particularly the ability to be aware of an electronic gadget through their senses in order to have a purchase 

intention. 

 

The figure shows that consumer buying behavior (M = 3.49, SD = 0.397) has the highest value in terms of perception (M = 3.83, 

SD = 0.374). When purchasing an electronic device, the first thing you want to know is if it works and has the features that these 

consumers are looking for, and the most effective way to do that is to visit a physical store. Motivation ranks second (M = 3.68, SD 

= 0.535) as a factor influencing consumer purchasing behavior. Because this study is about electronic gadgets and generation Z 

students, it is critical to understand what motivates your consumers to purchase e-gadgets that can be used for studying and other 

purposes. Financial stability (M = 3.25, SD = 0.695) is ranked third, allowing your consumer to have an efficient working electronic 

gadget based on how much they can spend and if there are deals and payment options for the electronic device with quality and 

efficiency. Finally, personality (M = 3.12, SD = 0.759) refers to how these consumers want to show everyone who they are by 

purchasing electronic gadget brands that they believe match their personality. This can include the opinions of people close to 

your consumers, such as a friend or family member. 
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On the moderating effects of purchasing channel preferences on the relationship between brand identity and consumer purchasing 

behaviour, the findings show that among Generation Z respondents, purchasing channel preferences have no moderating effect 

on the relationship between brand identity and consumer purchasing behaviour (ß = 0.052; p =.262). This simply means that they 

are comfortable purchasing a product from both online and physical stores. 

 

Lastly, Mediating effect of Purchase Intention does not affect the buying behaviour of Generation Z respondents  (ß = 0.067; p = 

<.0.121). 

 

Table 4: Respondents’ recommendation electronic gadget preference 

 

 FREQUENCY PERCENTAGE 

Simulator of an OS through a website 27 36.98% 

Companies engaging with CSR practices 16 21.92% 

Collaboration of a brand with an influencer or Tech Reviewer 10 13.70% 

Extension of Warranty 7 9.59% 

Improved product features 3 4.11% 

Others 10 13.70% 

Total 73 100% 

 

 

Table 4 summarizes the respondents’ recommendations on electronic gadget preference. The table displays the top six 

recommendations made by respondents, with the simulator of an operating system via a website ranking first with a frequency of 

27 and a percentage of 36.98 percent. Companies engaging in CSR Practices came in second with a percentage of 21.92 percent. 

Collaboration of a brand with an influencer or tech reviewer ranks third with a percentage of 13.70 percent, followed by warranty 

extension (9.59 percent) and finally improving product features (4.11 percent), while others have a percentage of 13.70 percent. 

The expected benefit of an OS simulator toward the Gen Zs is that it will allow them to visualize the possibilities of using a different 

operating system as compared to their current operating system. This will also allow them to determine whether it will be extremely 

beneficial to their specific needs or activities. Lastly, to be familiar with the interface and navigations prior to their purchase. 

 

4. Conclusion 

As Generation Z is known to be the true digital natives, they take a big part of the consumer market. Some of them are also 

considered tech-savvy as they are very proficient with the use of technology. For Gen Z, they are more likely to be flexible with 

shifting physical and digital activities. Being digital pioneers,  they can seamlessly adapt to vast technological advancements 

nowadays, as it also signifies convenience instead of opting for traditional ways. They are charted to perceive technology will be 

part of their lives up until the future, like shifting consumer behaviour through a digital experience. In relation to that, our study 

came up with recommendations based on our respondents' insights. 

 

Firstly, the researchers recommend an OS Simulator through a website. This feature will enable Generation Z consumers who are 

planning to buy a certain electronic gadget product to experience its operating system through an interactive website such as 

(iOS, macOS, iPadOS, Android, Windows, etc.) This will allow the Gen Zs to visualize the possibilities using a different operating 

system compared to their current operating system. This will allow them to assess whether it would be highly useful to their every 

needs or activity or not. As per the study results, the perception had the highest value among all the indicators in terms of buying 

behaviour of the Generation Z. This feature will allow them to perceive the interface beforehand and familiarize themselves with 

its navigation personally through their current devices. This feature will be more likely to trigger the urge of the purchase intention 

of Gen Zs to further finalize their purchase with the aid of this user-interactive interface. 
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Another recommendation is participating through Corporate Social Responsibility (CSR) Initiatives will entice the customers to try 

or purchase products from an electronic gadget brand since they are able to not just produce products that are merely focused 

on the profit but also able to give back to communities and has such initiatives for a cause. This type of initiative by companies 

builds brand awareness towards the  Gen Z consumers and their Brand image, which highly affects how the consumers perceive 

them. Whereas in our study, perception ranks highest among the indicators in terms of buying intention. So with the company 

practising CSR, it is directly being associated by consumers to doing good deeds and so as building a positive image instilled in 

their minds. With that, they are more likely to be more motivated to purchase their products as they believe that their money is 

also being used as an instrument to further extend help to other people or communities. 

 

And lastly, a collaboration with Influencers and Tech reviewers. This will allow the people to see the overview of the specs of the 

electronic gadget they are about to buy. Aside from that, they can immediately see the pros and cons of the product prior to their 

purchase. This will allow them to further look for other alternatives or to set an expectation on what the product will be, whether 

it is worth it or not. In addition, it also drives the purchase intention of people since they can have a glimpse of what to experience 

with the product. Youtube is one of the most visited social media platforms to do tech-related reviews in terms of the platform 

used. Where thousands of different people post their videos, With Gen Zs being digitally-inclined people, it is not by far their go-

to platform whenever they are eyeing to purchase electronic gadgets. As per the conclusion, the Gen Zs residing in selected cities 

in Metro Manila are most likely to have a purchase intention whenever a brand identification is present. The relatability of the Tech 

reviewer is very important as to when they align to how the consumers perceive an electronic gadget regarding its image. 

Therefore, it is important that the opinions of the tech reviewers are based not only on their relationship with the company or their 

personal preferences but also their video mirrors their real experience of the product, which highly influences the possibility of 

purchase intention. This characteristic of a tech reviewer will not just benefit the Gen Z buyer but also companies to be truthful as 

to their claims regarding their product, and at the same time, these tech reviewers may boost their sales and strengthen their 

brand image to more potential consumers. 
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