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ABSTRACT 

Purpose: This study investigates how cognitive drives influence media 

consumption patterns among mass communication academics in Pakistan. 

Employing Uses and Gratifications theory as a conceptual framework, the 

research examines the ways in which intellectual curiosity, professional 

development needs, and social interaction motives drive media usage within the 

academic community.  

Research Design: This study has adopted a cross-sectional research design to 

collect data from 160 respondents through an online survey questionnaire. Target 

population for this study is academics from different universities in Pakistan 

specializing in media-related fields. Media academics include professors, 

associate professors, assistant professor and lecturers involved in teaching, 

research, and academic activities on media studies, journalism, communication, 

and related disciplines. Target population is comprised of academicians from 

various universities located throughout Pakistan from different regions, 

provinces, and cities across the country. 

Findings: The findings reveals that in Pakistan, electronic news media is 

primarily used by media academics for cognitive needs because they are more 

interested in acquiring new information and knowledge rather than satisfying 

other emotional or social needs. Conversely, print media, despite its declining 

readership, remains heavily focused on information acquisition, highlighting its 

minimized role in addressing emotional or social needs. Online news media 

reinforced this trend, with cognitive needs driving consumption far more than 

affective or escapist motives for media academics in Pakistan.  

Conclusion: This study concludes that the need for information and knowledge 

make most people resort to electronic news media. Print would be of greater 

relevance to those mainly seeking informational content. The results support the 

premise that what drives most people to online media is cognitive gratification; 

affective and escapism motives. 

Keywords: Gratifications Sought, Consumption Needs, Cognitive Drives, Media 

Academics. 
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1. INTRODUCTION 

We live in the media saturated world (Okocha et al, 2023; Yousaf, 2023; Williams, 2003). In this age of 

mediated realities, media shapes our understanding of the social world regarding defining issues and their 

attributes (Yousaf et al., 2023), constructing reality regarding conflicts (Yousaf et al., 2020; Lee & 

Maslong, 2005), representation of nations (Ji et al., 2016) and adherence to health threats (Iftikhar & 

Yousaf, 2021).  

Hence, consumption of media has multiplied in this current age mediated by a media ecology 

environment. This has led to the increasing interest of researchers on the relationship between the 

cognitive drives and media consumption habits particularly with the academic context. So, understanding 

these factors from a country like Pakistan, which is moving rapidly in its educational scenarios, can give 

understanding into how media academics engage with media and the effect it has on their journey as 

professionals and individuals. 

Cognitive drives such as curiosity, critical thinking, and the quest for knowledge also shape how people 

consume media. Earlier research has shown that these cognitive drives influence the consumption-based 

media across a variety of demographic variables. An example of this is the past research that indicated 

how the academic professional consumes to find scholarly information that comes in handy for research 

and teaching purposes. Such needs become determinants of what an academic prefers to use and thus 

become the basis for consuming specific resources like journals, educational platforms, and peer-

reviewed articles while shunning them from other resources (Carpenter et al., 2023; Mantai & Marrone, 

2023). This is very interesting to study in the context of Pakistan by taking into account distinct socio-

cultural and institutional variables. According to Siddique et al. (2023), there are specific challenges faced 

by Pakistani media academics. These include limited exposure to global academic resources and different 

levels of digital literacy among them. Thus, these factors eventually impact their media consumptions but 

led them towards available locally and other alternative platforms serving their specific academic needs.  

On top of this, research reveals that Pakistani academic cognitive drives are more or so the mixtures of 

most traditional values alongside modern educational demands. This duality influences the media 

consumption of Pakistani media academics in a different way than other parts of the world. For instance, 

preference for traditional print media as opposed to friendly usage of digital platforms signifies cognitive 

drive towards familiar and perceived reliable information source (Shoukat et al., 2024; Siddiqui et al., 

2024). The study will assess such patterns to attempt to deepen understanding of cognitive needs and 

restrictions and their influence on media engagement in an academic context particular to Pakistan. 

International studies about the influence of cognitive media-use patterns in academia on knowledge and 

professional development are presented in Rubin (2009b) wherein it highlighted the factors such as in-

house needs because academic needs should involve these two things most specifically in the context of 

research and teaching. Because academics always give priority to scholarly articles, research databases, 

and educational resources rather than focusing on a form of entertainment, they have developed media 

consumption patterns that accrue to needs related to information seeking and intellectual engagement.  

For the media academic, media consumption is usually meant for confined and specific areas of 

information related to their fields. Based on Kiousis (2002), gratifications expected through media usage 

almost always align with the side of acquiring deeper knowledge and keeping pace with recent change in 

one’s domain. A study by Karatas et al. (2019), provided support to this contention by finding that the 

bulk of media used by academic professionals consists of such outlets that provide high-quality peer-

reviewed content and scholarly discussion, serving intellectual and research-related needs. 

U&G theory identifies the use of media to create personal and professional identities and development as 

a very important dimension. This has been marked as media which performs the task of persuading many 

academics, such as Bischof et al. (2022), for consolidating their professional identities and academic 

expertise. It is usually achieved through engaging in professional networks, academic forums, and 
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continuing educational platforms. In Pakistan, Siddique et al. (2023), further reveal that Media 

consumptions of academia are informed by the need to keep up with local educational needs against 

global academics, thus signifying a blend of traditional and modern practices. Integration and 

socialization among academics is another purpose fulfilled by the media. Such use of the media helps 

overcome geographical and institutional barriers in order to develop a sense of community and 

cooperation. McQuail (2010)  states that the consumption of specific mass media creates networks for 

professional contacts and possibilities of collaboration. Such sharing, whether through blogs, online 

communities, or social networking sites such as Facebook, allows Pakistani universities. Riaz et al. 

(2016) observe academics' social spaces where they hang out with colleagues privately or with the rest of 

the world to share their research findings and academic discourse. 

Certainly, academics spend a fair amount of time on various activities, such as information seeking, 

professional development, and activities for media consumption, such as for entertainment. Even 

academics pursue media content that is cognitively rejuvenating and relaxing, according to Sundar and 

Limperos (2013). The cultural content includes leisure academic documentaries which may be used for 

leisure reading that provides a temporary break from overwhelming scholarly activities. The literature on 

Uses and Gratifications theory completely describes the patterns of media consumption of academics 

studying in the area of mass communication studies in Pakistan. It addresses in those terms the cognitive 

drives with information seeking, professional identity, social interaction, and cognitive rejuvenation, 

which we expect will further enhance the understanding of how these kinds of necessities shaped media 

choices among academics of mass communication field in Pakistan. The review underscored the fact that 

above all, academics are actively involved in selecting the media aligned with their intellectual and 

professional needs, and this is affected mostly by local-global factors in their media consumption 

behavior. Therefore, the current study assesses what gratifications media academics seek in relation to 

their consumption habits. 

Media roles have not been sufficiently evaluated as essential functions of the media, and the gratification 

of audiences has not received adequate analysis within the Pakistani context. All these factors hamper a 

large amount of research as well as a number of theoretical gaps regarding understanding of relations 

between media and audience (Blumler & Katz, 1974; Rubin, 2009).The research study is, therefore, 

imperative from the academic perspective for mass communication researchers; the questions which have 

remained forever unanswered about the functions that media perform and the gratifications sought by 

their consumers compel the inquiry. Filling the gap in knowledge base of the study, this investigation 

would advocate how perceptions of needs in media consumption are held and valued especially among 

media academics who present themselves as key stakeholders in shaping future media practitioners and 

scholars. Thus, current research extends gratification-need studies to media consumption patterns through 

electronic, print, and online media among academics in Pakistan. 

1.1. Problem Statement 

Media academics, being an audience dependent on knowledge, make use of different types of media—the 

electronic, print as well as online—to satisfy their inquisitiveness, information, and professional needs. 

But, not much is understood about the cognitive motivations in how they prefer these categories of media, 

particularly with the impetus that is being related to the use of online media. Electronic news media, 

immediate, while print media is regarded as being used for deeper cognition and reflection. The other 

major developments brought about by online media, besides interactivity and dynamism, include real-

time research access, membership in professional networks, and collaborative learning contexts. The 

unique behavioral proclivity for media among academic audiences can be thus understood in terms of 

cognitive motivation but also includes social, habitual, or convenience-based motives for media 

production and education. This study fills the gap by investigating which cognitive motivations influence 

media consumption patterns in the academic community of Pakistan; in particular, how the growing 

significance of online media changes the scenario with regard to traditional electronic and print platforms. 
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1.2.  Significance of the Study 

Cognitive drive as a factor in the media consumption patterns warrants an exploration among the media 

academics of Pakistan since it would give insight into the difference in motivation among a knowledge-

driven audience. It is important to mention that consumption of media for the purpose of intellectual 

enrichment, information, and professional development makes cognitive needs one of the important 

determinants for media use among them. This study would go on to add to the literature on media 

consumption patterns in other contexts, especially in educational and professional frameworks. Moreover, 

the findings could bring great implications for media producers as they would tend to design content that 

takes cognizance of the intellectual and informational needs of the academic audience. For instance, both 

(Kim & Rubin, 1997) found that print is still one of the most available, accessible, and immediate media 

types in an electronic world (Papacharissi, 2002). As online media continue to develop, they provide new 

venues for accessing dynamic and interactive platforms for cognition and social needs among media 

academics. Online platforms increasingly promote real-time access to research, peer dialogues, and 

multimedia resources that have become an impending influence on academic consumption of the media. 

1.3.  Study Objectives 

To explore the cognitive motivations behind media consumptions among media academics in Pakistan, 

the following research objectives guide the study: 

1. To understand media consumption patterns relating to cognitive motives among media academics in 

Pakistan 

2. To assess how far cognitive motivations affect the choice and use of media among media academics 

compared to other motivations such as social, emotional, and habitual considerations. 

1.4.  Hypotheses 

Based on the research objectives, the following hypotheses are created to test the investigation: 

H 1: There is significant association with media consumption needs types and time spent with electronic 

news media consumption. 

H 2: There is significant relationship between media consumption needs and readership of press with 

cognitive needs as the major driver and alongside other contributing factors. 

H 3: Consumption patterns are significantly associated with specific consumption needs, pointing at the 

fact that audience engagement of online media is a result of purposeful motivations rather than random 

behavior. 

1.5.  Theoretical Framework 

According to UGT, man is an active participant in media use whereby he/she makes intentional choices to 

gratify specific gratification needs (Blumler & Katz, 1974; Katz et al., 1973) For the academician, such 

cognitive needs would govern the consumption of: where does the need for a medium exist-acquisition of 

knowledge? Keeping in touch with events, aids communication between complex pieces of information 

while online adds to basically that immediacy that electronic information sources provide along with the 

interactive-expansive nature of the internet. They will turn to this particular medium for prompt provision 

of current information, digital research resources, and interaction between academic communities. The 

study demonstrate about the effect of such cognitive motivation on media selection. That is whether the 

academic selects a given media type based on immediacy originated in electronic news media, or whether 

the particular type, such as print media, will have heavens of depth and reflection attached to it, or if an 

online platform will offer added advantage- as dynamic and interactive opportunities. 
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2. RESEARCH DESIGN 

In this regard, a cross-sectional research design has been developed using an online survey through 

Google Forms that collected responses from university media academics across different universities in 

Pakistan. According to (Babbie, 2020) the survey method enables researchers to efficiently collect 

responses from a wider pool of media academics across universities in Pakistan. This cross-sectional 

research design captures the current perceptions and their preferences among media academics regarding 

the functions of news media; attitudes and behaviors then become a snapshot at one point in time 

(Dillman et al., 2014). This design enables researchers to compare the responses based on different 

demographic categories such as age, gender, academic discipline, or years of experience in academia to 

explore variations in gratifications sought based on various characteristics of the participants (Fowler Jr, 

2013). Compared to the longitudinal designs tracking changes in time for individuals over time, the costs 

associated with conducting cross-sectional designs are low and require less resource input, an all-

important factor that makes them very attractive for research that has tight fiscal straits (Babbie, 2020). If 

proper sampling techniques are applied and a representative sample is obtained, the findings from the 

cross-sectional designs can be generalized to the whole population of media academics in Pakistan, hence 

enriching the external validity of the research findings (deVaus,2001; Dillman et al., 2014). It is through 

this cross-sectional research design vis-a-vis where the researchers effectively explored the gratifications 

sought by media academics in Pakistan and, thus, provide critical insights into both scholarly and 

practical implications of the study field in this media context. 

Target population for this study is academics from different universities in Pakistan specializing in media-

related fields. Academics include professors, associate professors, assistant professor and lecturers 

involved in teaching, research, and academic activities on media studies, journalism, communication, and 

related disciplines. Target population is comprised of academicians from various universities located 

throughout Pakistan from different regions, provinces, and cities across the country. 

Past studies showed that desired level of precision and confidence level determine sample size for 

research findings (Bryman, 2016). For instance, Krejcie and Morgan  (1970) have proposed one of the 

most quoted formulae for sample size determinations in educational research and have l authorities. 

According to the research done by Saunders et al. (2009), constraints on resources will determine sample 

size, especially in terms of time, budget, and available personnel. Creating online form on Google was 

quite thorough for respondents across Pakistan about their responses. Eventually, from 38 educational 

institutions all over the country, a total of 160 completed questionnaires were obtained. It was quite 

intensive and demanding in terms of the perseverance and determination; hence, ensuring a quite diverse 

and representative sample could be attained. Responses could reflect a wide range of institutes which 

mean extensive geographical and institutional diversity within Pakistan's academic landscape. It really 

shows the commitment to rigor and inclusion for acquiring such a comprehensive dataset for the study. 

Respondents are drawn from a diverse range of educational institutions across Pakistan, including 

universities located in major cities such as Islamabad, Lahore, Karachi, Peshawar, and others. The 

distribution of respondents varies across institutions, with some institutions contributing a higher number 

of respondents compared to others. For example, National University of Modern Languages (NUML) 

contributed the largest percentage of respondents (26.3%), followed by Superior University, Lahore 

(11.3%), Punjab University, Lahore (5.6%), and others.  

Ten thousand academicians in Pakistan who teach mass communication were the population of my study, 

a sample of 160 academicians out of 10,000 was taken (as per the data discussed by AMCAP (AMCAP
1
, 

personal communication, June 12, 2024), with a 95% confidence level and a ±7.7% margin of error. A 

margin of error of ±8% is acceptable with the confidence level of 95% in social sciences (Hunter, et al., 

2014; Khieu, 2023; Mazzulla et al., 2024; ZOHO, 2022). 

                                                           
1
 Association of Media and Communication Academic Professionals  
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Given the logistical challenges of surveying a large population, a sample size of 160 is considered 

pragmatic and feasible within the available resources (Hair, 2009). Studies in various disciplines have 

underscored the importance of statistical power in detecting meaningful effects or relationships (Cohen, 

1988). While a sample size of 160 offers sufficient statistical power for detecting moderate to large 

effects, it is essential to consider the specific objectives and hypotheses of the study (Faul et al., 2007). 

Population heterogeneity may require larger sample sizes if diversity is needed (Lakens, 2022)., while 

homogeneity on key characteristics may allow smaller sample size to give valid representations (Kish, 

1965). Meta-analysis and systematic reviews provide evidence for the meaning of sample sizes in 

different contexts of research (Borenstein et al., 2021). Synthesizing the data across studies allows for the 

evaluation of variation in sample sizes and the impact that has on research validity and generalizability 

(Ioannidis et al., 2014)
.
 The sampling procedure used in the study was convenience sampling, where the 

researcher depended on those willing and capable of completing an online Google Form survey. A period 

for data collection was set between 25-6-2023 to 24-12-2024, with an encouragement that participants 

should fill out the survey when they want to. The duration for data collection was determined by factors 

such as participant availability and the period of the study. 

On the first stage, the researcher inspected the collected data for completeness, accuracy, and consistency. 

He addressed missing or erroneous responses to entertain the level of measurement of the variables that is 

essential for deciding which inferential statistics to be used (Mahmood & Yousaf, 2024). On the second 

stage descriptive statistics such as frequencies, percentages, means, and standard deviations were 

conducted while using the SPSS. 

3. RESULTS 

Table 1. Association between Electronic Media Consumption and Gratification Needs 

Gratification needs 
Consumption of Electronic News Media (on every day) 

Total 
0 to 1hrs 1+ 2 hrs. 2+ 3 hrs. 3+ 4 hrs. > 4 hrs. N/A 

 Personal Integrative 

needs (to gain 

credibility, 

confidence, self-

esteem, & status) 

3 2 1 1 1 1 9 

1.9% 1.3% 0.6% 0.6% 0.6% 0.6% 5.6% 

Cognitive Needs (for 

information, 

knowledge, & 

understanding) 

60 30 20 3 6 10 129 

37.5% 18.8% 12.5% 1.9% 3.8% 6.3% 80.6% 

Affective Needs (for 

personal pleasure or 

emotional 

satisfaction) 

2 1 2 0 0 0 5 

1.3% 0.6% 1.3% 0.0% 0.0% 0.0% 3.1% 

Escapism (to relieve 

from tension & 

stress) 

1 1 0 2 0 0 4 

0.6% 0.6% 0.0% 1.3% 0.0% 0.0% 2.5% 

Social Integrative 

Needs 

1 6 1 0 4 1 13 

0.6% 3.8% 0.6% 0.0% 2.5% 0.6% 8.1% 

Total 67 40 24 6 11 12 160 

41.9% 25.0% 15.0% 3.8% 6.9% 7.5% 100.0% 

χ²(20, N = 160) = 49.454, p < .001. 
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The table 1 shows that a large number of academics used electronic news outlets to satisfy their cognitive 

needs (information, knowledge, and understanding). These findings are maintained throughout all 

periods, with 37.5% of respondents using 0 to 1 hour for this purpose while 18.8% do so from one to two 

hours each day. The most academics engage with electronic news because it serves their informational 

needs. The survey showed that just 5.6% of respondents read electronic news for personal integrative 

needs which include issues such as trustworthiness, self-assurance, self-worth, and social position while 

1.9% do so within an hour or less. In addition, an insignificant number (3.1%) of them were motivated by 

wanting to feel something towards these media; no specific time period was preferred over others in this 

respect. Merely, 2.5% of those who answered the question use electronic news media as a way out (we 

can relieve tension and not experience stress), and it happens at different points in time. However, 8.1% 

of the academics surveyed reported that they turned to electronic news media to fulfill their need for 

social integration, with the highest proportion spending between 1 and 2 hours on such media every day 

(3.8%). A relationship existed as indicated by Chi-square test between the perceived consumption of 

electronic news media and media consumption needs, χ²(20, N = 160) = 49.454, p < .001. There is 

statistical significance between the type of media consumption needs and time spent consuming electronic 

news media. 

Table 2: Association between Print Media Consumption and Gratification Needs 

Gratifications needs 

Consumption of Print News Media (on every day) 

Total 0 to 1hrs 1+ 2 hrs. 2+ 3 hrs. 3+ 4 hrs. > 4 hrs. N/A 

 Personal Integrative 

needs (to gain 

credibility, 

confidence, self-

esteem, & status) 

5 0 1 0 1 2 9 

3.1% 0.0% 0.6% 0.0% 0.6% 1.3% 5.6% 

Cognitive Needs (for 

information, 

knowledge, & 

understanding) 

83 11 4 0 0 31 129 

51.9% 6.9% 2.5% 0.0% 0.0% 19.4% 80.6% 

Affective Needs (for 

personal pleasure or 

emotional 

satisfaction) 

2 0 1 0 0 2 5 

1.3% 0.0% 0.6% 0.0% 0.0% 1.3% 3.1% 

Escapism (to relieve 

from tension & 

stress) 

1 1 0 0 0 2 4 

0.6% 0.6% 0.0% 0.0% 0.0% 1.3% 2.5% 

Social Integrative 

Needs 

7 2 0 1 0 3 13 

4.4% 1.3% 0.0% 0.6% 0.0% 1.9% 8.1% 

Total 98 14 6 1 1 40 160 

61.3% 8.8% 3.8% 0.6% 0.6% 25.0% 100.0% 

χ²(20, N = 160) = 39.920, p = .005 

Table 2 explores a connection among media usage requirements as well as the likely intake of print news 

media. Most of the respondents (80.6%) satisfy their cognitive needs (information, understanding, and 

knowledge) by consuming print news media. The highest percentage is 51.9%, who read from 0 to 1 hour 

per day while smaller percentages take more hours. Just 5.6% of academics who answered the survey read 
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any print materials for their own sake and for data credibility, assurance (confidence), self-worth, and 

power gain purposes because obviously it boosts their respective areas among them. Only a small 

proportion within this group spends no time at all or one hour only on print media daily (3.1%). An even 

smaller proportion (3.1%) use print media due to the personal joy or emotional experience they derive 

from it but over very short period durations across various periods. Some people tend to take a back seat 

when it comes to reading newspapers and magazines, meaning that only 2.5% of them use printed media 

as an avenue for forgetting their troubled lifestyles. In addition, engagement levels are generally low 

throughout all durations of time. When surveyed, approximately 8.1% of academics indicated they read 

newspapers for social integration-based reasons with most reading sessions lasting just between 0×1 

hours (4.4%). In other words, the significance level of p = .005 along with chi-square values of (20, 

N=160) = 39.920 show there exists a significant relationship between media consumption needs and print 

news media consumption. This means that when a person has different needs for consuming different 

types of media they tend to use different amount of print media for reading the news. 

Table 3: Association between Online Media Consumption and Gratification Needs 

Gratification needs 

Consumption of Online News Media (on every day) 

Total 0 to 1hrs 1+ 2 hrs 2+ 3 hrs 3+ 4 hrs > 4 hrs N/A 

 Personal Integrative 

needs (to gain 

credibility, confidence, 

self-esteem, & status) 

0 3 0 1 5 0 9 

0.0% 1.9% 0.0% 0.6% 3.1% 0.0% 5.6% 

Cognitive Needs (for 

information, 

knowledge, & 

understanding) 

25 46 27 12 16 3 129 

15.6% 28.8% 16.9% 7.5% 10.0% 1.9% 80.6% 

Affective Needs (for 

personal pleasure or 

emotional satisfaction) 

2 0 3 0 0 0 5 

1.3% 0.0% 1.9% 0.0% 0.0% 0.0% 3.1% 

Escapism (to relieve 

from tension & stress) 

1 0 2 0 1 0 4 

0.6% 0.0% 1.3% 0.0% 0.6% 0.0% 2.5% 

Social Integrative 

Needs 

2 1 1 5 4 0 13 

1.3% 0.6% 0.6% 3.1% 2.5% 0.0% 8.1% 

Total 30 50 33 18 26 3 160 

18.8% 31.3% 20.6% 11.3% 16.3% 1.9% 100.0% 

χ²(20, N = 160) = 40.509, p = .004 

Media consumption requirements and projected utilization of online news media were examined through 

the cross-tabulation (table 3). The findings show that the majority of participants (80.6%) used online 

news media mainly for ―Cognitive Needs‖ (information, knowledge, understanding), while the largest 

percentage consumed it for one or two hours per day (28.8%) at most. On the other hand, there are low 

proportions in these other consumption patterns such as "Personal Integrative Needs" (5.6%), "Affective 

Needs" (3.1%), "Escapism" (2.5%) and "Social Integrative Needs" (8.1%). The most indicative factor is 

seen in the significance of the chi-square test, χ²(20, N = 160) = 40.509, p = .004, which shows that 

statistically significant relationship exists between media consumption needs and the estimated 

consumption of online news media. 



 

344 

4. DISCUSSION 

The results of this research suggest that cognitive needs are the main reasons why people use electronic 

news media, which agrees with previous studies on media consumption behavior. Most of the respondents 

in this study (37.5%) access electronic news media for a maximum of one hour every day to satisfy their 

need for understanding, information and knowledge. This corresponds to the uses and gratifications 

theory, which posits that people actively choose the media content for themselves on the basis of their 

informational and educational needs. It has been found by (Huang, 2019) and Lee and Ma (2012) that 

digital news platforms are very good at satisfying what users want, particularly in terms of news 

consumption ability to supply timely and relevant information.  

Previous research has always shown that cognitive demands are the main reasons for consuming 

electronic news media. For instance, Sundar and Limperos (2013) noted that the informational content of 

news media was crucial in shaping users’ daily dredges of information particularly where access to real-

time-updates or breaking news was a necessity. In line with this, the current study validated similar 

tendencies where cognitive satisfaction is prioritized by academics while engaging with electronic news 

media platforms. This also supports earlier studies that found lower levels of participation in other 

consumption needs such as personal integrative (5.6%), affective (3.1%) and escapism (2.5%). The best 

platforms for fulfilling these personal integrative needs of self-esteem and social status are often social 

media networks instead of news media. 

This trend is supported by research from Sundar and Limperos (2013), which found that Facebook and 

Instagram-type platforms are typically utilized for social validation and self-presentation purposes while 

news media primarily fulfills the role of providing information. Contrasting this, the lower consumption 

of goods for emotional and thrilling relations affirms that the internet news media is not for fun and 

would not satisfy emotional needs. A study conducted in 2004 by Nabi and Krcmar (2004) showed that 

media intended as a source of entertainment, e.g. streaming services, and videos fulfill affective and 

recreational requirements better than e-news. Thus, it is no wonder that a few of those questioned utilize 

electronic news media with this aim. It is interesting to observe that 8.1% of the respondents consume 

electronic news media as a way of meeting their social integrative needs with a small concentration 

(3.8%) within 1+ to 2 hours daily. As observed in research done by Papacharissi (2002), social integrative 

needs, which include keeping up with friends and talking about what is happening have been found to 

serve as a secondary but important rationale for news consumption. But, alternative types of electronic 

contact like social media web pages and messaging applications satisfy these uniting requirements more 

entirely. The significant association between media consumption needs and the time spent consuming 

electronic news media is confirmed by the chi-square test results χ²(20, N = 160) = 49.454, p < .001), 

which approves the hypothesis 1. This suggests that different types of media content attract distinct 

audiences based on their consumption motivations. 

The results of the study on the consumption of print media confirm the Uses and Gratifications theory, 

which suggests that people consciously select certain content to satisfy their unique wants. For instance, 

cognitive needs take precedence when it comes to print media consumption, followed by smaller groups 

with personal integrative needs, social integrative needs, affective needs and those seeking escape. Prior 

research is consistent with the fact that 80.6% of respondents use print news media to satisfy cognitive 

needs (information, knowledge and understanding). This is because they have always valued print media 

in that regard thanks to its in-depth coverage, investigative reporting and detailed analysis which are 

preferred by people looking for reliable and general information (table 2). Even during the age of the 

Internet, print media is still an authentic ally for consumers concerned about quality and veracity of 

information (Flavián & Gurrea, 2006; Prior, 2007). 

The fact that most respondents (51.9%) spend only 0 to 1 hour on print media every day is consistent with 

similar trends today where time spent on traditional print newspapers has been declining. This transition 

has seen both easier access to digital news and altered ways of reading, an observation made by Berglez 
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and Gearing (2021), who recorded the movement from print to online as a result of readers looking for 

faster, simpler methods of getting information. The previous studies are also consistent with the fact that a 

smaller proportion of respondents consume print media for personal integrative needs (5.6%), affective 

needs (3.1%) and escapism (2.5%). Unlike digital platforms and entertainment-oriented media where self-

presentation or emotional gratification is more prevalent, print media does not really lend itself to this. 

According to Papacharissi (2002) and Quan-Haase and Young (2014), effective Internet platforms for 

such purposes are usually more interactive and visually appealing, hence able to satisfy the self-esteem, 

social validation and escape needs than print media. Furthermore, the static nature of print media makes it 

difficult for emotionally satisfied individuals to read it or find it appealing in any way. 

Print news is consumed by approximately 8.1% of respondents in order to satisfy social integrative needs 

but for not more than 1 hour daily. Historically, there has been print media used for social integrative 

needs whereby individuals engaged in conversations or remained relevant in the society. Still, digital 

platforms that allow for instant sharing and discussion have diminished this role. The research done by 

Ruggiero (2000) indicates that although traditional print media is less effective in real-time social 

interaction compared to digital formats, it still serves people valuing thoughtful and reflective content 

engagement. Results of the chi-square test χ²(20, N = 160) = 39.920, p = .005) show that there is a 

significant relationship between media consumption needs and analog press read. This the same as what 

the uses and gratifications framework suggests when it says that varying needs result in diverse ways of 

engaging with the media. The association implies that even though cognitive needs are the most 

prominent, there are other drivers sometimes contributing to print media consumption. The findings 

confirms the hypothesis 2. 

A substantial link discovered between media consumption needs and online news media consumption is 

consistent with the uses and gratifications theory that stipulates that people actively choose media 

according to their own particular needs (table 3). The ―cognitive needs,‖ which makes up an awesome 

80.6% of online news consumption, are also in line with earlier studies that point to online digital 

platforms as the key sources of information and channels for understanding current affairs globally (Lee 

& Ma, 2012). People are more likely to satisfy their information needs using the internet due to its 

unprecedented accessibility that is ever updated (Peters et al., 2006). This implies that they have to be 

informed quickly in order to fit into today’s world where change takes place too fast. Thus, this current 

study reveals that 28.8% of respondents read one or more up to two hours of online news daily, 

confirming that people seek for online information just intending to keep themselves updated in rapid 

paced environments. 

According to prior research, Rubin and Rubin (2009) the lower engagement for emotional needs (3.1%) 

and escapism (2.5%) is consistent with their fulfilment by entertainment or social media platforms rather 

than news media. In certain niche areas of interest, some users may get emotional satisfaction by 

following news but generally online news media serves a cognitive engagement purpose. Compared with 

previous studies showing that these demands are largely satisfied via professional or social networking 

sites (Brandtzæg & Heim, 2009), the finding that only 5.6% of the participants use online information for 

personal integrative purposes (credibility, confidence, self-esteem) is unexpected. The research indicates 

that social integrative needs (8.1%) do hold some importance, as highlighted by studies showing that 

online news is used to connect with people and discuss topics in local areas (Gil de Zúñiga, 2012). The 

fact that the chi-square is significantly high, χ² (20, N = 160) = 40.509, p = .004, reinforces the idea that 

media consumption patterns are not random but are connected to specific consumption needs, which 

approves the hypothesis 3. This corresponds with recent studies indicating that online news consuming 

patterns are determined by the necessity for instant and reliable information (Dvorkin, 2021). 

5. CONCLUSION 

In this, the results make it apparent to those in the journalism industry how significant it is to create news 

content that matches the main cognitive requirements of the users and at the same time attempting other 
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characteristics that will address emotional or social integration needs. This study upholds the idea that 

most people use electronic news media to seek information and knowledge. But by means of 

entertainment, neediness, as well as for self-concept representation, for interpersonal reasons and 

affective fulfillment these motivations affect consumption in lesser extent than the first ones do. To 

enhance their audience base, media houses may find it worthwhile to develop ways through which they 

can draw in individuals who consume media for different reasons or with varying motives altogether. 

Although there has been an overall drop in print media readership, its role is still shifting to deal with the 

changing environments of different forms of media. It is also clear that there are people who read for 

these reasons only: while it is true that other needs lead to less interest in printed materials, this lack of 

response shows how little they are used for anything other than acquiring information. The increasing 

disinterest by people looking for knowledge confirms previous studies finding print more necessary than 

ever before as knowledge seeking people grow apart from all other alternative systems which are more 

interactive and access more variety of content including emotion-based, communal and entertainment 

types of consumption. 

The results support the notion of cognitive gratification being the main purpose for which people use 

most online newspapers; affective and escapism motives are almost insignificant in this respect. This 

study enhances our knowledge in terms of online media usage behavior by showing us how various 

desires dictate the amount of time we spend on browsing news websites. Further investigations can delve 

into these trends among different social categories so as to determine any contrasts according to age, 

learning level or cultural background. 

5.1  Limitations and Future Directions 

The study indeed brings some valuable insights, but it has its limitations. One of them is the size of the 

sample, especially for some types of media, like print. This sample size limits the generalizability of 

findings. Besides, the study is majorly on media academics; therefore, it may not give an overall picture 

of the media consumption of the general population. Such limitations could be addressed through future 

studies that would consider larger and more diverse samples. In addition, qualitative methods can be used 

to complement quantitative analysis for more in-depth insight into individuals' media consumption 

behavior and motives for gratification.  

5.2  Recommendations 

This study, though providing good insights into the functions of news media sought by media academics 

in Pakistan, also holds promise for future exploration. Future research might focus on how the 

relationships between various variables in this study operate and how cultural, societal, and technological 

factors mediate the gratifications individuals seek from news media use. 
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