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Abstract

Advertisement has an obvious influence on youth. Whatever people watch upon screen they consider it a truth. In this study males and females youngsters having age 20 to 30 years of Sargodha city are taken as Unit of Analysis. Stratified sampling procedure has also been used. Personal interviews with 320 respondents from Sargodha city were conducted. Respondents’ responses show that overall male and female respondents (45%) currently using Nokia Phone. Analysis of respondents’ responses shows that 31% overall male and female respondents like female models very much in mobile phone advertisements. Overall, 71% respondents respond that they think mobile phone is a false need. 23% respondents consider the mobile phone actual need.
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Introduction
Youth role is structuring of a nation and progression of a country is worth noting. The transformation of a culture is subject to ambitions, adoptions and goals of the youth. In this modern era, the major target of cellular companies is youth. Through advertisements youth is attracted to increase sales and income of mobile phone companies, but it is up to the youth that how much acceptance and receptiveness is shown by them (Bhatti, 2008). Development of mass media is the hallmark of the modern world and youth is the pivotal point of this advancement. Well established and flourishing cultures are dominating the frail ones. The point is to be noted that why these companies are offering new models of mobile phones without exploring the consequences (Bianchi & Phillips, 2005). The advertisement industry has obvious and lasting influence upon the youth. Whatever people watch upon screen they consider it a truth. People follow TV screen symbols in their wearing, eating and doing in their daily life. The advertisers have perceived psychological bents of the viewers and know the ways to attract the senses of viewers. The advertisers use peer pressure in an influential way. The advertiser gives ads on TV screen that have comparative situations, for example the viewers are suggested to wear tennis shoes because a big sports star wears them. The advertisements have raised confusions between needs and wants for our youth (Cappo, 2003).
Advertisers basic goal is to approach prospective customers and control their awareness, behaviors and purchasing bents. A lot of investments are donning to retain the trust of the customers in the products. To achieve the goals, the advertisers have to understand the behavioral bents of the customers (Arens, 1996). Actually the cell phones are meant for a positive use as to be in contact with family members and friends, but our youth is spell bounded by the charms of cell phones. Sometimes they misuse the facility and get entangled into different troubles (Fraz, 2009). Almost everybody is growing in an atmosphere saturated with mass media, consisting of television, newspapers, radio, magazines, internet, advertising, films, billboards and music. According to Latif, Saleem & Abideen (2011) view advertising can be defined as it is a subset of promotion mix which is one of the 4P’s in the marketing mix i.e. product, price, place and promotion. In the early 1950s, the Du Mont television network started the new cult of specifying some time for commercial advertising on the screen in 1960s new trends introduced in the advertising phenomenon that had glamorous attractions for the audience. The youth and children are a favorite target of advertising companies.
The history of advertisements can be traced back into primitive eras. Different models and symbols were used by the producers to divert the attention of the customers. In the old ages, products were handmade and a limited quantity was produced, but the situation changed later and the products were made at large scale. In this modern age, advertisements have achieved a position of effective communicator between the manufacturer and the customer. A company cannot achieve the status of an acknowledged brand until it specifies a lion’s share for its advertisement activities (Hussainy et al., 2008). Advertising activates in Pakistan comprise the standards and trends which are followed universally. Advertising have shown a flexible attitude to the changing business standards, scientific, cultural and social transformation. In 1947, after partition a few numbers of advertisement models were followed, which covered the local population of the age. In Pakistan advertising industry had linear progression. In the early days, the newspapers, magazines, and digests were available mediums of advertisements. As multinational industrial companies started investments in Pakistan, the foreign advertising companies also joined hands with the local advertising agencies  (Siddiqui, 2012).
Now a days not even a single aspect of our life is unaffected by advertising. Length of commercial breaks Criteria is a subject to judging the popularity of TV programs. Usually a popular program specified one-fourth time for advertisements. Just a decade back this ratio was one-tenth. According to an estimate, at the end of 2010, advertising expenditures were 30 billion rupees. TV advertising claims 58% of the total advertising budget in the country which is an indicator of the popularity of TV channels. Other media include 24%, radio 4%, outdoor, 9% and other media 5%. An important point to be noted is that the Telecommunication sector became the largest ad spending sector in Pakistan. Television commercials are a more effective source of promoting products than print ads. Manufacturer packs their products in frames that have ideological and cultural symbols and TV is the most powerful source of advertisements (Hassan, 2012).
Objectives of the Study

· To explore the consumption patterns of Mobile Phone by the Youth.
· To explore the consumption patterns of Mobile Phone Advertisements by the Youth.
· To find out the factors which are liked by the youth.

· To dig out respondents’ perception about mobile need.  
Literature Review  
Worldwide is increasing use of mobile phones, especially among the young people have become one of the favorite topics of academic researchers. Usually, the researcher has a major focus upon effects of mobile advertisements, upon the youth and cultural and social changes due to these package advertisements. Mass media are not only used for advertising purposes, but it is also used to impart manners, what the behaviors should be, what roles should prevail, who should be respected, what should be valued (Sohail, 2010). Clark & Salomon (1986) study revealed that mass media itself has not strong effects on the audience, but the quality of the message which is being delivered by the mass media has its effects (Clark, 1986). What people see is what they believe is a renowned proverb. It is evident from different research studies that people try to compare themselves with what they consider better. Westbrook (1998) has suggested that people may apply a variety of different types of evaluative standards in reaching a particular satisfactory appraisal, depending on the situation and personal factor.
Now-a-days all the marketers are gaining benefits from mass media by using it for marketing communications. The selection of media depends upon the nature of the message and the target audience to whom the message is to be imported (Etzel et al., 2008). Television is one of the best and economical mediums for advertisements. This is an influencing and unmatched medium for advertisements (Sexena, 2005). Television is a medium which is blend of audio and video features, so this medium has one of the greatest advantages. This medium has a broad scope for variety and diversity of advertisements (Kavitha, 2006). This medium has another advantage to print media that it is more effective in the regions where literacy rate is low (Ciochetto, 2004). Advertisers have controlling influence in changing social values and standards. For this purpose television is the best tool for advertisers (Dyer, 1996). TV advertisements project a life in which one’s social status is recognized in terms of material possession. The reality is mingled with fancy. Material achievements are considered key to happiness. Desires are projected as needs. Sex and alcohol are presented as a source of relaxation and recreation (Hafzallah, 1987). Brugge (2004) gives other meanings of advertisements of communicating cultural values. Advertisement is a medium that transfers the traditions, customs and norms of a generation to next one, so that cultural assets may remain alive in the coming generations. Television is the most charming medium for advertisement as it has maximum number of viewers and broader range of influence (Abideen et al, 2011).

It is proved by theoretical and practical evidences that projection of super stars in advertisements draws fruitful attention from public circles (Ohanian, 1991). The basic objective of advertisements is to develop a convincing impression about the brand in the viewers’ mind (Solomon, 2002). Believability of the images pictured in the advertisement is the basic factor to realize the charms of the product to the target viewers. Celebrity endorsement strategy is a factor that makes advertiser cast an image that is credible regarding its skillfulness, believability, persuasiveness and objectivity (Till & Shimp, 1998). Projecting charming personalities in television and print advertisements is a common trend. Physically charming communicators have proved themselves to be more successful in molding customers, behaviors than unattractive personalities (Ohanian, 1991).   Kahle & Homer (1985) have the view that attractive representatives are more influential in transforming behaviors while promoting brand and their presentation also adds to their popularity. In this worldwide competitive atmosphere, most of the companies are compelled to adopt new policies to survive in fluctuating circumstances in the market. It is revealed in many research papers that organizations have realized that it is easier and cheaper to retain existing customers than to convince new ones. Companies have realized that for establishing fruitful long-term connections with customers. It is better to concentrate upon economically valuable customers and to avoid “economically invaluable” ones (Romano, 2000).
In Pakistan, people have a religious bent of mind and usually try to regard Islamic laws. In our culture, people are very sensitive about their life partner’s especially female family members and children. So while drawing advertising images these facts should be kept in mind. Situations where girls are talking to their boyfriends, students using their cell phones in educational complexes, girls getting mingled with boys, should not be reflected in advertisements. Although, pictures showing villagers using cell phones and other such type of images may be projected. This proposition has footing upon the masculine versus feminine dimensions of culture (Daecheun & Sanghoon, 2007). Haghirian et al., (2005) stated that advertiser should regard the age and gender of viewers. Young viewers are unusually attracted to both conventional and mobile phone advertisements. In cellular sector, have to face many threats for surviving in the competitive market and to assure customers’ loyalty, at the entrance of new investors with new offers.  Luna (2002) says that the mobile phone industry regards interpersonal influence factor in their advertising and marketing activities and this factor cast consequential effects upon the consumer, selecting or rejecting attitude towards brands.
The Cell phone is electronically processed medium of conversation that has facilitated a large number of people than ever before in the human history. Almost half of the world’s telephone users have cell phones for their communications. The International Telecommunication Union has admitted cell phone technology as one of the fastest progressing communication technology. In some places mobile phone communication is faster than internet (Rao, 2003). The Mobile phone is not the only medium of contacting friends, or to avail in emergency circumstances, but it has become a great tool of interrelated the mobile world (Hasan, 2006). Five major cellular companies are currently functioning in Pakistan, which are, Nokia, Q Mobile, Samsung and Sony. Due to competitive atmosphere they are providing their services at cheaper rates. So this has become very easier for the layman to avail the facility (Qizilbash, 2013). In Pakistan, young generation is vulnerable to rapid adoption of mobile phone technology, as it is happening in other contemporary societies. The young generation is considered the best consumer of mobile phone service (Sultans, 2012). Use of cell phone is becoming a feature of our culture, but still we have not explored the effects of this technology upon behaviors and communicative practices of our people. As the trend of mobile phone increases in coexisting societies, comprehensive understanding of practice and social effects becomes easier for both researchers and practitioners (Palen et al., 2008). It is revealed in a survey conducted by Nokia in Pakistan that cell phone users give preference to style over quality and need. This study shows that new cell phone is manufactured in fold design and quick cover key are gaining more value in Pakistani markets as compared to other Asian Pacific markets (Niaz, 2008).

Student of schools, colleges and universities, sometimes make misuse of mobile phone while being in classrooms (Srivastava, 2005). According to a survey regarding usage of cell phone in students, which is conducted by Aoki & Downes (2003) most of the students bought their cell phones when joined collage. Most of the students use to make five or few calls in a day. Students usually call their boyfriends, girlfriends, relatives and family members. Most of the respondents make calls at night. For more than half of the respondents, parents have to pay mobile phone bills. In Australia, according to a survey conducted by Mathews (2004) most of the adolescents make less than five calls per day. The point is noted in the research that the high users of cell phones usually make calls at night, or late night, as majority of youngsters go to schools or colleges, so they have time management problems to make calls at day time. The habit of making long calls at late night causes laziness and tired, so students develop habits of missing classes. Due to long calls at night students are unable to take proper sleep. So they may loss proper attention in the class and may not be able to understand the lesion properly. Excessive and late night usage of cell phone may cause conflicts between parents and children. The factor behind the conflict may be that children do not observe norms of making communication which are approved by parents. Parents believe in a specific time, place and purpose of communication (James & Drennan, 2005). 
Methodology

In this study males and females youngsters having age 20 to 30 years of Sargodha city are taken as Unit of Analysis. The Purpose was to explore their consumption patterns of mobile phones and to document their perceptions about mobile phones. By using stratified sampling, Sargodha city was divided into two major categories: A (Blocks) & B (Colonies). Stratified sampling procedure has also been used. Five Blocks out of 36 are selected through using Systematic sampling, similarly five colonies out of 28 are selected by using Systematic sampling see table. Total 32 respondents consist of 16 males & 16 females from each block/colony are finally selected by using a Quota Sampling for data collection. Keeping in view the requirement of the study and for drawing meaningful inferences, personal interviews with 320 respondents (160 males and 160 females) from Sargodha city were conducted.
	Total Sample Size 320

	5 Blocks out of 36 & 5 Colonies out of 28 are selected, Household = 16*2^= 32

	A
	B

	Selected Block
	Male
	Female
	Total
	Selected Colony
	Male
	Female
	Total

	Block 1
	16
	16
	32
	Eid Gah Colony
	16
	16
	32

	Block 9
	16
	16
	32
	Islam Pura
	16
	16
	32

	Block 17
	16
	16
	32
	Nawab Colony
	16
	16
	32

	Block 24
	16
	16
	32
	Old Civil Line
	16
	16
	32

	Block 32
	16
	16
	32
	Satellite Town D
	16
	16
	32

	Total
	80
	80
	160
	Total
	80
	80
	160

	^= 2 persons consist of male & female


Findings
In the modern-day life, media is playing an incredible role in providing information about every field of life round the clock. Therefore, in the field of advertisements, media has become the basic need of individuals everywhere. This research study’s results explore the consumption of mobile phones, their advertisements and their perception about mobile phone advertisements. Respondents’ responses show consumption of different mobile phones. It is observed that overall male and female respondents (45%) currently using Nokia phone followed by Q Mobile (26%), Samsung (16%), Sony (8%) and Others (5%). Comparative analysis of the empirical findings indicates that the major portion of male respondents (51%) is currently using Nokia than female respondents (41%) who use Nokia Mobile. Furthermore, Results reveal that 29% female respondents more prefer to use Q Mobile phones than male respondents (19%) (Figure 1).
Figure 1 Consumption of Mobile Phones [image: image1.png]51
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Table 1 Exposures to Mobile Phone Advertisements
	 
	Over All
	Male
	Female

	Very Frequently
	 21*
	19
	22

	Frequently
	36
	35
	37

	Somewhat
	13
	13
	13

	Little
	23
	22
	25

	Never
	7
	11
	3

	----------------------------------------------------------------

*: Figures showing percentages


In survey research male and female respondents have been given the equal representation. The analysis of given data reveals little difference between male and female respondents. Overall, 21% male and female respondents expose to mobile phone advertisements very frequently, while 36% respondents watch mobile phone advertisements frequently. Respondents’ responses about exposure to mobile phone advertisements further reveal that 22% female respondents watch more mobile phone advertisements very frequently that male respondents (11%). Also, female viewers (37%) expose more to mobile phone advertisement frequently than male viewers (35%) (Table 1).
The results of the study further indicate that both male and female respondents significantly pay much attention to the mobile phone advertisements. A little difference is observed in male and female responses about their attention on mobile phone advertisements (Figure 2).
Figure 2 Attention paid to Mobile Phone Advertisements
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An analysis of the present study shows respondents’ preference to different sources to get the information about their mobile phones according to their interests. It is observed from the empirical findings of the study that overall majority of the respondents are those who significantly preferred television to get information about mobile phone advertisements. The overall responses of the respondents reveal that 43% male and female respondents expose to mobile phone advertisements very often on television, while 33% respondents expose to advertisements on the Internet. The  comparative analysis of the study further indicates that female respondents (49%) more watch mobile phone advertisements very often on television than male respondents (37%). Outcomes of the study further indicate that 34% male respondents more expose to mobile phone ads very often on Internet than female respondents (33%) (Table 2).
Table 2 Exposure Mobile Phone Advertisements
	
	
	Over All
	Male
	Female

	TV
	
	
	

	
	Very Often
	 43*
	37
	49

	
	Often
	31
	31
	31

	
	Somewhat
	13
	16
	10

	
	Little
	9
	11
	7

	
	Never
	4
	5
	3

	Radio
	
	
	

	
	Very Often
	7
	9
	5

	
	Often
	14
	12
	16

	
	Somewhat
	12
	9
	14

	
	Little
	37
	41
	33

	
	Never
	30
	29
	31

	Newspaper
	
	
	

	
	Very Often
	19
	19
	19

	
	Often
	32
	31
	33

	
	Somewhat
	19
	23
	14

	
	Little
	19
	17
	21

	
	Never
	12
	9
	14

	Magazine
	
	
	

	
	Very Often
	10
	7
	13

	
	Often
	25
	23
	27

	
	Somewhat
	24
	26
	21

	
	Little
	25
	19
	30

	
	Never
	17
	25
	9

	Internet
	
	
	

	
	Very Often
	33
	34
	33

	
	Often
	26
	21
	30

	
	Somewhat
	11
	17
	6

	
	Little
	15
	17
	13

	
	Never
	15
	11
	19

	Out Door
	
	
	

	
	Very Often
	8
	9
	7

	
	Often
	20
	27
	14

	
	Somewhat
	18
	20
	17

	
	Little
	30
	29
	31

	
	Never
	24
	16
	32

	------------------------------------------------------------------------
*: Figures showing percentages


Table 3 Extent of Likeness in Mobile Phone Advertisements
	
	
	Overall
	Male
	Female

	Male Model
	
	
	

	
	Very much
	25
	27
	23

	
	Much
	18
	22
	15

	
	Somewhat
	17
	19
	15

	
	Little
	20
	15
	25

	
	Not at all
	20
	17
	22

	Female Model
	
	
	

	
	Very much
	31
	34
	28

	
	Much
	25
	26
	25

	
	Somewhat
	15
	13
	17

	
	Little
	14
	11
	17

	
	Not at all
	15
	15
	14

	Sports Person
	
	
	

	
	Very much
	20
	27
	14

	
	Much
	24
	23
	25

	
	Somewhat
	26
	27
	25

	
	Little
	16
	15
	17

	
	Not at all
	13
	8
	19

	Actors
	
	
	

	
	Very much
	25
	23
	27

	
	Much
	28
	29
	27

	
	Somewhat
	24
	25
	22

	
	Little
	11
	11
	12

	
	Not at all
	12
	12
	13

	Social workers
	
	
	

	
	Very much
	19
	17
	22

	
	Much
	15
	15
	16

	
	Somewhat
	20
	22
	17

	
	Little
	28
	29
	27

	
	Not at all
	17
	17
	17

	-----------------------------------------------------------------------
*: Figures showing percentages


Different mobile companies use models, celebrities, actors and social workers in advertisements to influence their consumers about different mobile models. Analysis of respondents’ responses about the likeness of different components in mobile phone advertisements shows that 31% overall male and female respondents like female models very much in mobile phone advertisements, while 25% respondents like male models in ads and the same number of respondents also like actors very much. Mobile companies use testimonials and famous personalities to convey their messages to their targeted audience, comparative analysis of male and female respondents shows that 34% male respondents like very much female models in ads followed by male models (27%) and sports person (27%). The findings further illustrate that female respondents (28%) like female models very much followed by actors (27%) and male models (22%) in mobile phone advertisements (Table 3).
Figure 3 shows the respondents’ perception about mobile phone. The question was asked that mobile phone is a false need or actual need? Overall, 71% respondents respond that they think mobile phone is a false need. 23% respondents consider the mobile phone actual need. Comparative analysis of study reveals that 75% male respondents consider mobile false need, while 63% females think mobile phone as false need. Moreover, Female respondents (28%) more consider the actual need than male respondents (20%) (Figure 3)
Figure 3 Respondents Perception about Mobile Phone
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Conclusion
This research study conducted the consumption of mobile phones, their advertisements and their perception about mobile phone advertisements. Respondents’ responses show consumption of different mobile phones. It is observed that overall male and female respondents (45%) currently using Nokia phone followed by Q Mobile (26%), Samsung (16%), Sony (8%) and Others (5%). Overall, 21% male and female respondents expose to mobile phone advertisements very frequently, while 36% respondents watch mobile phone advertisements frequently. The results of the study further indicate that both male and female respondents significantly pay much attention to the mobile phone advertisements. An analysis of the present study shows respondents’ preference to different sources to get the information about their mobile phones according to their interests. It is observed from the empirical findings of the study that overall majority of the respondents are those who significantly preferred television to get information about mobile phone advertisements. Different mobile companies use models, celebrities, actors and social workers in advertisements to influence their consumers about different mobile models. Analysis of respondents’ responses about the likeness of different components in mobile phone advertisements shows that 31% overall male and female respondents like female models very much in mobile phone advertisements, while 25% respondents like male models in ads and the same number of respondents also like actors very much. The question was asked that mobile phone is a false need or actual need? Overall, 71% respondents respond that they think mobile phone is a false need. 23% respondents consider the mobile phone actual need. 
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