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ABSTRACT 

Today mobile phones play a crucial role in the life of both men and women and they use them for a 

variety of communication and media-related activities such as accessing news, listening to music and 

taking pictures. Even Media institutions and government sector also use mobile phones to reach out to 

people in various ways. Many state governments are planning to implement M - governance in their 

states.  News and entertainment companies are trying to engage their audiences by incorporating text 

messaging into television programs. And this rapid growth of mobile phones in India already has 

become the object of international and national media attention in the past few years.  Hence the scope 

for using this platform for developmental and media purposes are relatively high.  India is known for 

its gender differences in the ownership of mobile phones. There is also a substantial urban-rural divide 

in mobile phone ownership with 71 per cent urban penetration and 55 per cent in rural. Therefore 

understanding its usage among men and women are also important because it will enable the media 

and government to segregate their target group. At this Juncture, by using the theoretical framework of 

uses and gratifications approach from media studies, the present study aims at identifying the gender 

difference in the usage of mobile phone for media needs and analysing their preference and priority of 

information and entertainment media. This is essentially a pilot case study based on survey method 

covering the mobile users from two cities of Karnataka (Bangalore and Mangalore).   

 Key words: Communication, Entertainment, Media Gender Difference, Gratification, 

Mobile Phone, New Media,  

 

1. INTRODUCTION 

The sudden boom in the mobile technology has taken the entire communication scenario by a 

storm. As per ‘India Today’, one of the leading Indian news magazine reports in the year 2007 seventy 

per cent of the urban youth between the ages of 18 and 30 years owned a mobile phone, but the 

ownership of a PC or a Laptop was limited to only 23 per cent. Over the past five years the usage of 

mobile phone among men and women in both rural and urban India has undergone perceptible change. 

Smartphones are getting cheaper, mobile data prices have fallen and ongoing urbanization is some of 
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the major reasons. Over the next four years, an increase in speed and wide rural reach will improve the 

usage. 

Young Indians use the cell phones not just for communication, but also as personal 

entertainment device, for listening to music, downloading ringtones or wall papers, playing mobile 

games and receiving sports updates. A paradigm shift has been brought about in the consumption of 

media by the personalised platform of cell phones over a decade. The usage of mobile phones for 

information dissemination is on the rise in regard to public participation in reporting news across the 

country. It is evident from all these, mobiles phones in India have transformed themselves from 

providing wireless interpersonal communication into multi-media devices that allow for a host of 

different communication and multi-media functions. In India there are several socially constructed 

distinctions between men and women which may differ across time and across societies. Societies have 

different social norms, expectations and rules for how men and women should dress, behave and relate 

to each other. These social and cultural rules about behaviours, roles and relationships of men and 

women are considered to be reflected in every sphere. There are also several stereotypical believes that 

men are more tech savvy than women.  

Hence, the researcher applies the uses and gratifications perspective to explore the use of 

mobile phones for different communication, media and gender-related needs. Theoretical usage is the 

uses and gratifications approach, which suggests that individuals use media to obtain certain 

gratifications. This study proposes to use this theoretical perspective to examine what are the different 

communication, media and gender -related needs for which young people in India use mobile phones. 

Recent studies across the globe show that there is an increased dependency on mobile phones for 

media-related needs also show that they are being used for accessing news and for personal 

entertainment. While pertinent from an academic point of view, these issues have not been examined in 

the Indian context, which has the second largest population of mobile phone subscribers in the world. 

Hence, this study can significantly contribute in bridging the literature gap in the country.  

1.1. Objectives 

This study chiefly looks at the different ways in which male and female of a particular age-

group perceive and use mobile phones. Further, this study applies a theoretical model to find out the 

following objectives: 

 To measure the gender gap in the usage of mobile phone for media needs.  

 To identify male and female usage of mobiles for various media purposes  

 To analyse male and female preference and priority of information and entertainment media 

 To examine the gratifications associated with the use of mobile phones 

2. METHODOLOGY 

There are two methods that are adopted by the researcher to conduct this study. Primarily, 

Quantitative data collection is adopted to meet the specific objectives of the research and the method 

employed for quantitative data collection is survey and the tool used is questionnaire. There are several 
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different types of surveys that are available to quantitative researchers, for example, mail, telephone, 

online, or face-to-face. In order to have a general understanding about the study a secondary data 

collection method is employed by analysing various news reports, research articles and books.  

 

             The survey was conducted in the two cities of Karnataka that is Bangalore and Mangalore to 

examine the gender differences regarding mobile phone usage. Each of the survey responses was 

entered in a database and then analyzed using SPSS software. The percentages were calculated for each 

variable to study the gender gap.  Although the survey contained many items, this paper presents results 

for only those sections which seemed pertinent in view of the research questions of this study. 

3. REVIEW OF LITERATURE 

             Buckingham D (1990) in the book Watching Media Learning-Making Sense of Media 

Education highlighted the necessity of media education as similar to computer literacy, economic 

literacy and emotional literacy. A study like this is highly beneficial in terms of identifying the 

knowledge gap and proposing new area of focus.  

Keval J Kumar (2000) in his book Mass Communication in India focuses on traditional media 

in India. The author’s point of view on the rapid integration of telecommunications, computing, 

broadcasting and other media is relevant to the present study.  

 Marshal McLuhan through his book: Understanding media suggests the medium effect on 

society and the necessity of understanding the characteristics of each medium. He also mentioned any 

extension of technology is an extension of individuals. Hence it is necessary to focus on the 

technological extension and its impact on individuals. The seventh edition of Stovall James (2008): 

Writing for the Mass Media provides an understanding of preparing effective media content. The book 

also highlights the characteristics, basic tools, structure of writing for the web.  

 

4. ANALYSIS / FINDINGS 

There are significant differences in the usage of mobile for various media purposes among 

men and women. Primary difference lies in the cost of the mobile phone that they use and it is noticed 

that females prefer costlier phones rather than males. 30 per cent of the females who were part of the 

survey use costlier mobiles and only 24 per cent of male participants use phones above the range of 

Rs.15, 000.  When asked about the various factors that influence while purchasing mobile phone 60 per 

cent of males look for various functions, 34 per cent look for brand image and only  6 per cent are 

carried away by the price and feel. Whereas 24 per cent of the females consider price as an important 

factor, 40 per cent of them are influenced by brand image, 12 per cent look for feel and 24 per cent 

gives importance to various functions.  

 According to the study 80 per cent of the people who were part of the survey prefer to use 

English language and 16 per cent of them prefer regional languages and only 4 per cent prefer Hindi for 

communicating on through mobile phones especially for texting.  
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Gender difference in the average usage of mobile phone in a day 

 

Gender Less than 1 hr 1-2 hrs Above 2 hrs 

Male 20% 30%  50% 

Female 10% 50% 40% 

 

Gender difference in the purpose of usage mobile phone 

 

Gender Entertainment Information Office 

Male 40% 40% 20% 

Female 44% 48% 8% 

Table 1 

Time spent watching television the traditional way has decreased while female spend more 

time on mobile phones. 90 per cent of the females who were part of the study spend more than one 

hour on mobile phone conversations while 80 per cent of their counterparts spend. 20 per cent of the 

males use mobile phone for official purpose and 80 per cent of them use it for entertainment and 

information purpose. Whereas 92 per cent of the females use it entertainment and information purpose 

and 8 per cent use for official purposes.  Dependency on mobile phone for information (48%) and 

entertainment (44%) can be observed higher in females compared to their male counterparts and this 

provides a hope for the media industry and advertisers to target females through mobile phones. It is 

true that the media effects paradigm conceptualizes mass media audiences as passive users of media 

and susceptible to media influences. Therefore the increased dependency of mobile among both men 

and women create a need to analyse their participation. Are they passive users or active participants? 

The uses and gratifications approach has been used by the researcher to examine the gratifications 

associated with the use of mobile phone.  

Difference in application preference 

 

Gender Entertainment News SNS* Regular 

applications 

Male 30% 18% 26% 26% 

Female 14% 6% 40% 40% 

* SNS: Social Networking Sites 

Table 2 

 Previous studies in the country have used this approach to study mobile phone usage among 

individuals and have determined that mobile phones are mainly for interpersonal communication 

gratifications such as safety and sociability. Whereas the data in Table 2 provides evidence for some of 
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the other emerging functions of mobile phones like entertainment, news and social networking. Only 

30 per cent of males and 14 per cent of females depend on mobile for entertainment purpose. 40 per 

cent of females and 26 per cent of males are active participants of SNS (Social Networking Sites). 

Today the SNS plays a vital role in information generation and moulding public opinion. 18 per cent of 

males and 6 per cent of females from both the cities use mobile phone for gathering news.  There are 

also differences among males and females in the preferences of media features in mobile phones. It can 

be clearly understood from their downloading and uploading behaviour.  

 

Gender difference in uploading behaviour 

 

Gender News Pictures Videos Don’t upload 

Male 34% 30% 14% 22% 

Female 30% 40% NIL 30% 

Table 3 

Table 3 shows that in Karnataka there are not much gender differences regarding the use of 

mobile phones for uploading news. 34 per cent of the males and 30 per cent females from both the 

cities engage in uploading news on the web. But it is surprising to see the huge gender gap in uploading 

videos. While 14 per cent of the males in the state upload videos there is a hesitation among the 

females to upload videos. 22 per cent of the males and 30 per cent of females do not involve in 

uploading media contents. Majority of the male participants prefer to download videos (56%), music 

(50%) and games (50%). Whereas the female participants are least interested in downloading videos 

(10%) and games (30%). Female participants’ priorities are downloading pictures (50%), ringtones 

(40%) and music (38%). When asked: ‘Are you aware about the negative impacts of mobile phones?’ 

to gain an understanding regarding the awareness about the negative aspects of mobile phone usage and 

54 per cent of the females and 24 per cent of males are unaware about it.  

5. CONCLUSION 

Technology has powered an explosion of media usage among people in India in the last 

decade – so much so that young Indians spend about as much time consuming media every day. And it 

is true that developments with mobile media have driven much of the growth in total media 

consumption and one of the major reasons could be the increase in the ownership of mobile phones. 

Undoubtedly, internet has become a central and indispensable element in the lives of many of the 

Indian mobile users.  While they appreciate the thousands of options, male and female participants 

make use of only few apps. While a majority of the male participants who were part of the study had 

several apps on their phones and they make the effective use of those apps. While many of the female 

participants reported that they only used 03 or 04 apps regularly. Participants split their enormous 

media time by engaging themselves in several activities like social networking, watching TV/video, 

swapping Instant Messages, watching graphics and photos, listening to music, playing games, looking 
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up things, even catching up on the news – often simultaneously. This shows that mobile phones 

encourage the participants to become active users of it rather than being passive users. 

It is challenging for the mobile distributers or to reach them and cannot offer just one thing in 

one place. The distributors may require multiple offerings in multiple places, custom-made options 

catering to their needs and the unique attributes of each platform. The growing number people using 

mobile phones for personal entertainment are also evident from the study. Vast majority of the 

respondents, male and female, use mobile phones for entertainment and information and the women 

folk use it more for entertainment than the men folk. Glaring differences among male and female 

respondents could also be seen in the application preference in the mobile phones. While the women 

used media features in cell phones mostly for SNS and other regular applications giving less 

importance to entertainment and News, the males on the other hand had given a comparatively equal 

importance in using media features in cell phones for Entertainment, News, SNS and regular 

applications. The unawareness of the negative impacts of the mobile phones is much higher among 

women than among men. Finally, from the uses and gratifications perspective, this study shows that 

both the gender use of mobile phones for multiple purposes like inter-personal communication, 

information and entertainment needs and age-related needs such as maintaining privacy, articulating 

individuality and negotiating independence.  
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