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INTRODUCTION
Teenagersare so connected to social media that they even spend time online during class. Instead of taking notes, they are focused on what is happening online, because they regard this vir-
tual world as more exciting than the real world. According to some teenagers, they feel more protected on the Internet and do and say things on social media that they would never do and 
say in real life. They yearn for their peers to comment on their updates as they document almost every aspect of their lives (Weir, 2011). The research aims to determine whether usage char-
acteristics (access, length and frequency of usage, hours spent per log-in and profile update incidence) have an effect on the awareness of BBM advertising amongst South African youth.

PROBLEM STATEMENT AND RESEARCH OBJECTIVES
Africa has the lowest Internet access in the world, but this is changing owing to the high cell phone incidence, and as a result social media usage has increased, especially amongst the youth. Social 
media advertising has thus become a prevalent instrument for marketers, but little is known regarding the effectiveness of said advertising, particularly on BlackBerry Messenger (BBM). In this time 
of fast social media growth, there is an abundance of opportunities for marketers to take advantage of and, therefore, research in this respect has been conducted. The aim of the research is to as-
certain what the perceived effectiveness of BBM advertising is among South African youth and to establish if usage factors have an influence on their awareness of advertising on the application.

LITERATURE REVIEW
According to teenagers in South Africa, BlackBerry is the most sought-after smart phone on the market. MobileYouth (Wilson, 2011) showed that one in two learners in SA desires a BlackBerry. Student 
Village stated that the reason for BlackBerry’s attractiveness among the youth is that through social networks and instant messaging, they can converse with friends instead of having to SMS or make phone 
calls, which cost money. MobileYouth also found out that about 15 million young South Africans use smart phones (Wilson, 2011). A study by Alloy Media and Marketing (2007) revealed that 55% of teen-
agers participated in an advertiser-branded activity in the span of a month. Of those teens, roughly 90% stated that they enjoyed learning about products on social media websites, and 20% reported to 
have added branded matter to their own personal websites. Another study in the United States proved that teenagers were found to be more active social media users in comparison to their younger com-
plement. It was said that teenagers who use social media are more likely to respond to their friends’ posts as well as update their status, upload photographs and share video content (Lenhart et al., 2011).

RESEARCH METHODOLOGY AND DESIGN
Learners at Milnerton High School in Cape Town were surveyed in order to determine, which social media they make use of, their usage characteristics, as well as their general attitudes towards ad-
vertising on social media. The results (which were derived from the responses of 400 participants) were analysed and revealed that BlackBerry Messenger (BBM) was the favourite social media. Green, 
Tull and Albaum (1988:96) state that research design is the method that a marketer uses to collect information that is required. It is the entire structure of the research that determines what informa-
tion should be collected, from which sources and by what procedures. Therefore, the focus for this study on a sample of high school students in Cape Town and a quantitative approach (question-
naires) was used. The better the research design, the more relevant the collected information will be. The questionnaire comprised closed-ended questions, as well as a series of Likert scale questions.

FINDINGS, DISCUSSION AND ANALYSIS
The study revealed that 54.1% of learners agreed that advertising on BBM creates awareness of brands and products (Figure 1). This was then cross-analysed with learners’ usage characteristics, which 
provided some interesting results. BBM can be accessed through use of a mobile device or a personal computer. A total of 56.7% of mobile device users agreed that advertising on BBM creates awareness, 
while 51.3% of mobile and PC users disagreed with the same statement (Figure 2). This is largely owing to the fact that most South Africans access the Internet on their cell phones (SA Good News, 2008). 
The length of membership was then analysed and it was found that a majority of learners, regardless of how long they had been a user, agreed that advertising on BBM creates awareness (Figure 3).
Concerning frequency of usage, learners who log in daily were compared to those who log in 2 to 4 times a week. A total of 54.6% of learners who log in daily agreed that advertising on BBM creates 
awareness. However, the bulk of learners (65.7%) who log in two to four times disagreed with the statement (Figure 4). It was discovered that of the learners who spend an hour or less logged in on BBM 
disagreed (53.9%) that advertising on BBM creates awareness. In an opposite turn of events, 54% of learners who spend 2 hours on BBM agreed with the statement (Figure 5). BlackBerry Messenger 
does not have a log-in/log-out function and, therefore, users are logged in all the time. Nevertheless, it is still the prerogative of the user to read and subsequently reply to messages. Like other social 
media, BlackBerry Messenger gives its users option to update their status and to change their profile picture. By doing this they are able to share their experiences with their BBM contacts and these up-
dates are shown in real time. In this study, 54.8% of learners who update their profile once a week agreed that advertising on BBM is effective in creating awareness. However, the reverse was found with 
learners who update 2 to 4 times a week, while almost exactly half (50.9%) of them disagreed with the statement. With those who update their profile once a week there is a noteworthy change, because 
a majority (68.7%) agreed that BBM advertisements create awareness. And both learners who update 2 to 4 times a month and learners who update once a month, disagreed unanimously (Figure 6).

CONCLUSIONS
It is evident that the usage characteristics of BBM users have an effect on their awareness of the advertising of products and brands. A majority of respondents agreed that advertis-
ing on BBM is effective in creating awareness, particularly with regard to access aspects, period of usage and log-in duration, but disagreed about usage frequency and profile updates. The 
youth of today are opinionated and unapologetically honest. They strive for their voices to be heard and have a real need to feel like they belong, especially amongst their peers, and this 
subconsciously trickles down into their consumer behaviour and conduct on social media. They have short attention spans and are critical of advertising and marketing (Lange, 2010).

RECOMMENDATIONS
Therefore, it is recommended that companies should conduct open and truthful dealings with the youth, and that marketers should be more conscious of these factors. Learn-
ers prefer to receive marketing information via SMS, Facebook and instant messengers such as MXit and BBM (Wilson, 2011), and hence marketers should continue to adver-
tise via these platforms. However, said advertisements should be more eye-catching and should incorporate the youth’s interests. These advertisements should not require much ef-
fort on the part of the learner, unless an incentive such as a prize is involved, as most teenagers do not want to spend their airtime on viewing marketing communications.
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