Middle-East Journal of Scientific Research 23 (7): 1404-1406, 2015

ISSN 1990-9233
© IDOSI Publications, 2015
DOI: 10.5829/idosi.mejsr.2015.23.07.22243

Buying Pattern of Mobile Phones among Rural,
Semirural and Urban Teenagers of Pakistan

"Umar Faroogq, “Muhammad Qasim Magbool,
’Mazhar Abbas and *Muhammad Shahid Nawaz

'Govt. College of Commerce, Khanewal, Punjab, Pakistan
*University Utara Malaysia

Abstract: The rate of teens with cell telephone varied fundamentally between the urban, semirural and rustic
settings.Nokia was the most mainstream cellular telephone among the Nepali youngsters, in each of the 3
territories, most so in semirural area of jatoi. Urban teens had a more extensive scope of brands when contrasted

with their semirural and country partners. The dominating wellspring of data in semirural and rustic settings
were companions, though in urban settings, different wellsprings of data like TV and web, were more normal.
The transcendent budgetary wellspring of versatile were from folks in every one of the three gatherings,

however most extreme in the urban gathering.
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INTRODUCTION

The investigation of purchaser conduct has risen up
out of spotlight on sound decision (microeconomics and
traditional choice theory) to silly purchasing needs
(motivational examination) and sensible stream models of
limited soundness, in light of data transforming model [1].
The data methodology sees the customer as a legitimate
mastermind who tackles issues to settle on obtaining
choice [2]. The customer personality is not the same as
one single person to another as per the human brain
research, demographical contrasts, age and sexual
orientation. [3] This fluctuates from nation to nation and
town to town and individual to single person. As per [4],
purchaser conduct is the way individuals purchase what
they purchase when they purchase and why they
purchase. It is a subcategory of showcasing that includes
segments of brain science, humanism, human studies and
financial aspects. It endeavors to study the purchaser
choice making process separately and in gatherings.
It mulls over attributes of individual buyers, for example,
demographics, psychographics and behavioral variables
so as to comprehend individuals' necessities. It likewise
tries to evaluate the impact on the single person of

gathering, viz, family, companions, reference gathering
and society by and large. In one family diverse individuals
have distinctive decisions and feelings for a solitary ware.
Subsequently the shopper conduct inside a family is
distinctive [5].

Literature Review: The relevant literature about Customer
purchasing conduct as indicated by [6] is characterized
as the purchasing conduct of purchaser's people and
families who purchase merchandise and administrations
for individual utilization. Customer can be depicted as
individual who gets merchandise and administrations
for vanity. Individual buyers purchase products and
administrations for his or her own needs. Though,
authoritative shoppers purchase items, types of gear and
administrations to run their association [7]. Dwindle and
Olson state that customer conduct relies on upon
cooperation’s between individuals' feelings, states of
mind, warmth and particular needs.

Research on purchaser purchasing conduct of
youngsters began just in 1950s. The absence of much
efficient research on this subject is because of the way
that advertisers were at first hesitant to acknowledge
kids as "business"[8]. However there has been extensive
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research in the previous 34 decades. Kids are shoppers
in their own particular right. Statistical surveying
demonstrates that kids have impressive power as buyers
and impact purchasing choices in the gang. state that
youthful impact on family unit spending changes by item
client and by degree. They have a more prominent say in
the buy of items for their own particular utilization.
Today's kids and teenagers live in a quickly changing
world with data and innovation propelling at an unstable
rate. This age gathering grasps new innovation quicker
than all other age gathers and are effectively impacted by
media and companion weight. Indeed, now advertisers
spend a considerable measure of cash and time attempting
to study and foresee changing conduct of youth
are of conclusion that youngsters and youths take in
their purchasing aptitudes while shopping with folks.
Five phases of shopping learning process through
which a youngster/ pre-adult advances has been depicted
by Youngsters' introductory association with the
commercial center. Moms typically take their newborn
children to stores and shops and kids reach the shopping
environment. study demonstrated that the middle age
months, with a scope of 133 months.
John's perceptual stage begins from 36 months to 7

was two

years. Amid this stage, (somewhat John's perceptual
stage) kids make asks for by guiding, motioning or
expressing what they need, when they see an object of
enthusiasm for the store. In the recent piece of the stage,
youngsters they make demands even in the wake of
coming to home. At the point when kids begin strolling,
(34 years old, incompletely in John's perceptual stage)
youngsters pick an article by taking it from the store
retires and experience their physical contact with the
article. Amid this stage, kids begin burning through cash
all alone, whatever they have gotten as blessings from
folks and relatives. This relates to right on time part of
John's expository stage. This adds to the youngster's
understanding that cash is the medium of trade.

MATERIALS AND METHODOLOGY

An arbitrary example of 150 understudies each was
browsed an urban, semirural and provincial area in
Pakistan. An irregular example of 100 school kids each
from Multan Punjab Pakistan was taken. The examination
instrument of the present study was an organized survey.
The poll was basic and simple to take after and was
arranged to capture the conclusions and demeanor of the
teens towards buy of cell telephones.

Urban Area Findings: 150 youngsters were met. Age
extent was 15-17 years with a middle age of 16. 40 were
females and 60 were guys. Of the youngsters talked with,
71 had a versatile (71%), 29 did not have a portable.
The greater part of the mobiles utilized were driving
brands 42.42% utilized Nokia, 24.24% utilized Samsung
and 15.89% utilized Sony Ericson. Different brands utilized
were apple iPhone, blackberry, Colors, LG, Motorola,
Spice and G5. Data in regards to mobiles they purchased:
36% got data from TV commercials, 14% from daily
papers, 20% from companions, 10% from web, 10% from
portable merchants and 8% from different sources. 2 of
the respondents did not specify the source.

Semirural Area Findings: 150 youngsters were met.
Age extent was 13-17 years with a middle age of 15. 46
were females and 54 were guys. Of the kids talked with,
44 had a versatile (44%), 56 did not have a portable.
The vast majority of the mobiles utilized were driving
brands 80% utilized Nokia, 3% utilized Samsung and
9% utilized Sony Ericson. 8% utilized different brands.
Data about portable they purchased: 22% got data from
TV commercials, 12% from daily papers, 38% from
companions, 16% from web, 5% from versatile merchants
and 7% from different sources.

Rural Area Findings: 150 youngsters were met.
Age reach was 14-17 years with a middle age of
15.44 years. 56 were females and 46 were guys. Of the
youngsters talked with, 16 had a multipurpose (16%),
84 did not have a portable. The majority of the mobiles
utilized were driving brands 55.14% utilized Nokia,
9.14% utilized Samsung and 25.57% utilized Sony Ericson.
10.14% utilized G5. Data about portable they purchased:
16.29% got data from TV notices, 5.14% from daily
papers, 44.86% from companions and 33.71% from
versatile merchants.

CONCLUSION

The rate of teens with cell telephone varied
fundamentally between the urban, semirural and rustic
settings. Nokia was the most mainstream cellular
telephone among the Nepali youngsters, in each of the
3 territories, most so in semirural area of jatoi. Urban teens
had a more extensive scope of brands when contrasted
with their semirural and country partners. The dominating
wellspring of data in semirural and rustic settings
were companions, though in urban settings, different
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wellsprings of data like TV and web, were more normal.
The transcendent budgetary wellspring of versatile
were from folks in every one of the three gatherings,
however most extreme in the urban gathering. The most
essential consider choosing the brand was quality in
dominant part of the semirural and country respondents,
yet an unmistakable rate of the urban respondents cited
style as the most critical integral component.
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