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Abstract: This paper investigates the antecedents of addictive-based mobile 
phone behaviour; a new phenomenon in mobile phone consumption. Specifically, 
it examines the effects of impulsive behaviour and post-modern consumer 
behaviour on the addiction of young consumers to mobile phones, which is 
reflected in leaving their cell phones switched on for 24 hours per day. This 
study has been conducted on 450 consumers from the cities of Bursa and 
İstanbul, Turkey. The results imply that post-modern consumer behaviour has a 
positive effect on all aspects of the addictive pattern of always-on behaviour, 
whereas impulsive behaviour has only a partial effect. Unreal world dimensions 
of postmodern consumer behaviour have a positive effect on addictive 
behaviour. Also, sensation-seeking, which is a part of the impulsive behaviour 
dimension, was assessed to have an effect on continuous connectivity. 
According to the knowledge of the authors this is the first interdisciplinary 
study explaining the antecedents of addictive mobile phone behaviour of young 
consumers. The innovative findings of the study are suggested to inform, 
besides other marketing related studies, also sociological and psychological 
studies on the identity and roles of young citizens in the society. 
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1 Introduction 

In the new consumer society the consumers are much more flexible and depressed and 
prefer to live in a network referring to social constructionism (Brinkmann, 2008). The 
global popularity of the mobile phones can be attributed to this phenomenon. The mobile 
phone users may be classified as the ones who see the mobile phone as a useful object 
which supports life, the ones who recognise it as a harmful object for the society and 
human health, the ones who regard it as a useful tool and the ones who think that it not an 
useful object for life (Liu, 2008). 
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Although mobile phones provide convenience, they may create anxiety and 
dependency (Rosen, 2004). Tian et al. (2009) determined three major attitudes of the user 
towards mobile phones namely sense of security, sense of self-character extension, and 
sense of dependence. Even though cell phone usage does not live in the same class  
as a substance addiction with biological effects, we can nevertheless refer to a 
consumption-based addiction or dependency, a viewpoint, discussed in more detail in  
the following literature section. Technological addiction, including internet addiction,  
is increasing at a conspicuous pace. Regarding technological addiction, internet  
addiction which resembles similar behavioural patterns as mobile phone behaviour is 
seen as a clinical disorder (Young, 1998) creating biological and behavioural 
complications (Young, 2004) such as depressive symptoms, interpersonal anxiety and 
lower self-esteem (Ha et al., 2008). As its daily usage increases it may cause problems 
like impaired concentration and impaired memory (Khan, 2008). The prime purpose of 
this study is to determine the relation between the constant use of mobile phones by the 
young people of Turkey (addiction or addiction-like behaviour) and impulsive 
consumption or postmodern consumer structure. The related literature was thoroughly 
surveyed and the quantitatively derived empirical data were analysed and the findings 
presented. 

1.1 Mobile phone behaviour and addiction – a psychological perspective 

Some researchers regard the notion of mobile phone behaviour to be addictive as 
problematic and rather associate addiction with the use of the internet (Beranuy et al., 
2009), abusive behaviour (Sanchez-Carbonell et al., 2008) or habitual power (Peters, 
2009). The majority of researchers, however, relate the concept of addiction to mobile 
phone behaviour based on factors such as excessive or frequent use (Billieux, 2007; 
Buck, 2007; Billieux et al., 2008; Carbonell et al., 2009; Chóliz and Villanueva, 2009). 
This view is confirmed by Shih et al. (2009) perceiving a mobile phone dependency 
syndrome to exist. 

Excessive cell phone usage contains elements of the definition of addiction: 
fundamentally it is related to performing the same behaviour for more than a ‘normal’ 
number of times, allocating a lot of time to acts necessary to enable this behaviour, 
feelings of joy and becoming out of control (Goodman, 1990). This transition from 
normal into an uncontrolled state of behaviour (addiction) reflects a deficiency in the 
inhibitory system (Lubman et al., 2004). Dodes (2009) states that addiction has three 
major functions:  

a helplessness or powerlessness as the psychological function of addiction 

b emotional function referring to helplessness causing a narcissistic rage 

c helplessness turning into addiction which reflects a displaced action. 

The observable behaviour of the youth of leaving the mobile phones continuously 
switched on may be seen as a reflection of uncontrolled psychological craving. In other 
words, situations when the mobile phone is not used may cause psychological craving to 
arise, a process which might be characterised by ‘wanting’ rather than ‘liking’ (Robinson 
and Berridge, 2001). Some of the recent research studies described anxiety and craving 
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(Leung, 2008) and the inability to control craving (Leung, 2007) as some of the mobile 
phone addiction symptoms. Three of Hooper’ and Zhou’s (2007) categorised five 
subgroups of the use of mobile phones, compulsive, addictive and mandatory, refer to the 
aforementioned uncontrolled state of behaviour. This categorisation is completed by 
habitual and voluntary use. 

Furthermore, this behaviour obeys the rational addiction model (Bentzen et al., 1999), 
in that the past increase of usage of the addicting product has increased its marginal gain 
and therefore leads to an increase in current usage. This in turn reflects the addictive 
pattern of leaving the cell phone turned on for 24 hours to maximise this marginal gain. 
The automatic mechanism that explains this addiction and the fact that it is used under 
every circumstance (Verplanken and Aarts, 1999) sheds light on the infrastructure of the 
addiction to leave the cell phone turned on for 24 hours. 

Beyond psychological aspects, however, it is necessary to consider cell phones to be 
more than an addiction constituting a decisive element of social life; it seems necessary to 
illuminate cell phone culture as a salient sociological topic. 

1.2 Mobile phone behaviour from a sociological perspective 

It is stated that the factor of loneliness plays an important role regarding the constant use 
and dependence on mobile phones (Toda et al. 2008; Takao et al., 2009). Excessive time 
spent on mobile phones weakens the social relations of its users (Yen et al., 2009). 
Mobile phones are a reflection of a new cultural system beyond our everyday lives (May 
and Hearn, 2005). The basic factors of mobile phones regarding to postmodernism are 
(Roos, 2009): independence of time and place (vs. here and now); virtual totality (vs. 
fragmentation of life); absolute individuality with absolute communication; authenticity 
of presence (vs. theatrical forms and rules of communication); proximity and distance; 
individual freedom (vs. total control- panopticon). 

Implicitly, mobile phones are tools which affect the social behaviour and the  
identity of the people (Srivastava, 2005). Mobile phones create alteration on the  
identity of the people but this takes place by the combination with other factors such  
as income, environment etc. (Garcia-Montes et al., 2006). The concept of identity is  
seen to contribute towards explaining behavioural patterns and the reasons behind the  
cell phone boom. Based on multifaceted discussions of identity as provided by  
Kaufmann et al. (2008), three definitional elements of identity are selected and elaborated 
on: self-identity, social identity and the contribution to the quality of social relations 
overall. 

Excessive consumption can be taken as an addiction (Keane, 2004). Compulsive 
buying on the other hand is driven by materialistic and self-discrepancies. This is an 
extended form of identity-seeking (Dittmar, 2005). 

One of the indicators of self-identity is that of the items which are owned by  
an individual (Walsh et al., 2007). In this respect, cell phones can be considered an 
indicator and symbol of self-identity (Kim, 2006). Going beyond the proprietary issue, 
cell phones are the playground for social interaction, and this in turn refers to the 
sensation of immediate communication (Srivastava, 2006). Cell phones are considered to 
be an extension of our existence, and they provide the development of an emotional 
attachment (Campbell and Park, 2008) that creates the opportunity for one to arrange 
his/her individual life. At the heart of the communication model with this object lays the 
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individualised sensation of a connection with others (Townsend, 2000). Since cell phones 
are used as a tool for the systematic reduction of the approach-distance to one’s 
environment (Chen and Katz, 2009), they create a function with regards to the 
fictionalisation of bilateral social relations in a social system (Geser, 2004; Glotz  
and Bertschi, 2006). Cell phones, which are seen to be an indicator of social  
interaction, are an expansion of the adaptation of young consumers to the norms of their 
social environment. In this regard the finding that people, in order to fit to the  
social norms, suppress their individuality in exchange for popularity (Bernheim,  
1994) can be accepted for cell phones as well. Particularly, the ability to be able  
to use their telephone anywhere and being ubiquitously connected are important  
features in this context (Campbell, 2005). Above all, cell phones arrange the  
relationship between two people in the context of reciprocity (Licoppe and  
Heurtin, 2001). Therefore examinations are made about the position of the cell phone in 
daily life and how it will affect the person and his/her interaction with other people 
(Rippin, 2005). 

Cell phones even have an important place within the context of preserving the vitality 
of a group with continuous communication and follow-up (Couldry, 2004; Humphrey, 
2008). Summarising, the contribution of a cell phone to social interaction and to the 
connectedness of a group (Ling, 2002), along with properties of freeing the user, 
providing social interaction by eliminating the physical distance, call for discussions and 
definitions on multi-dimensions (Arnold, 2003) and disciplines. 

It can be said that cell phones today represent a network and thus, as an individualised 
communication tool, they are an indicator of a cultural alternation and fragmentation 
(Nyíri, 2006). In the postmodern sense, the network also has a structure that leads one to 
feel that, location-wise and time-wise, other people are always available (Rettie, 2005). 
The simplicity of the product (Aversano, 2007) and factors of extraversion (Butt and 
Phillips, 2008; Igarashi et al., 2008), gratification (Leung and Wei, 2000) and 
exploration, orientation and active communication (Lacohée et al., 2003) have been 
effective in making cell phones ubiquitous in social life and advancing mobile  
phone usage behaviours. Furthermore, the importance attributed by people to  
the immediacy element emphasises location and time relationships in communication  
and symbolises belonging (Fortunati, 2002). However, the facts that cell phones  
provide personal technology possibilities, that their functions are easy to understand  
and their domestic spreading property (Fortunati, 2002) is also important factors  
for their widespread acceptance. Some studies (Foley et al., 2007) show that, during  
free time, cell phones represent self-confidence, sexuality and autonomy. Conclusively,  
it is important to stress that cell phones are not just representations of social life  
but that they also reduce feelings of loneliness and that they build social bonds  
by shifting people from formal roles to private roles (Geser, 2006). They give especially 
younger people a sense of autonomy (Pain et al., 2005) and a sense of independence  
from the family (Ishii, 2006). By example: when a scale for the excessive usage of  
cell phones was examined, one of the factors related to the concept of someone  
running away from their problems (Jenaro et al., 2007). Therefore, cell phones  
can be considered to be a tool to share developments in one’s social life with one’s 
friends (Sirgy et al., 2007), and interactions in this regard increase the phenomenon of 
addiction (Chen, 2006). Keeping the cell phone always turned on, even when there  
are no planned calls, creates a feeling of being in a different environment than the  
one currently occupied by a person. This might possibly be the reason for the  
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perception that cell phones are considered to be more than simple products.  
In this respect, the aspect of urgency can be considered to be in a positive relationship 
with the cell phone addiction and that it may also increase this addiction (Billieux et al., 
2007). 

1.3 Impulsivity and addiction 

For consumers, if the attendance of a particular type of product (for example cell phones) 
is high, then the impulsive behaviour in that product group is also high (Jones et al., 
2003; Vrontis et al., 2008; Ktoridou et al., 2007). It is stated that impulsive behaviour is 
one of the characteristics of addiction (Blaszczynski et al., 1997; Kausch, 2003). In the 
same vein, Dawe et al. (2004) emphasised that rash impulsiveness should be integrated 
into the concept of addiction. Since most of the addiction behaviour is regarded as 
compulsory, the biggest motivation is the excessive desire of the person (O’Guinn and 
Ronald, 1989). Again, impulsive behaviour also predicts abuse (Perry and Carroll, 2008). 
The regular smokers were found to be more impulsive than the occasional smokers 
(Mitchell, 1999). Gambling can be viewed as involving repeated participation in 
ritualised ‘impulsive’ decision-making (Chambers and Potenza, 2003, p.76). Mobile 
phone can also be evaluated in the same manner. Impulsivity depends on the loss of 
control over one’s craving, right now understanding and immediate rewarding (Brunner 
and Hen, 1997). In this respect, impulsivity might even lead to antisocial behaviour 
(Blaszczynski et al., 1997). 

Impulsivity, so far, is not included in the decision making process (Rook and  
Fisher, 1995) and is more common in independent and individual cultures (Kacen and 
Lee, 2002). Excessive impulsive buying is examined via the self-concept (Dittmar and 
Drury, 2000). It is possible to state that this is valid for cell phones. Hedonism is reflected 
in the use of mobile devices (Wakefield and Whitten, 2006) and hedonic-based 
consumption has an indirect effect on impulsive behaviour through fashion (Park et al., 
2006). 

Summarising, cell phones can be considered as a tool for a person to share the 
developments in her/his social life with her/his friends (Sirgy et al., 2007). An interaction 
towards this end can affect the dependency (Chen, 2006). This relationship explains why 
especially the younger population is interested in the new cell phones. In addition, 
keeping the cell phone turned on, whether it is used or not, can be considered as 
compulsive behaviour; and such compulsive behaviour is chronic, repetitive and a 
response to negative events and emotions (O’Guinn and Ronald, 1989). Keeping cell 
phones always turned on can be considered to be a compulsive response. From this point 
of view, the main aim of this study is to determine the effects of impulsive and  
post-modern behaviour on the addictive behavioural patterns of young consumers to 
continuously leaving their cell phones turned. To this end, an analysis has been made 
using structural equation modeling. 

2 Methodology 

The basic research objective is to determine the relationship between postmodern 
perspectives of consumers, impulsive structure and always-on mobile consumers. 
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2.1 Sample 

Since the research is directed to the young population, and to enable participation 
throughout Turkey, an e-mail based snowball sampling method was chosen. A web-based 
questionnaire was used in this research. As a result of the study that lasted for four 
months, a total of 450 single participants (66% male, 34% female) were contacted. The 
profile of the 450 providers of usable responses can be described as young and  
well-educated (73% university students, 27% graduated from high-school). 90% of the 
participants keep their mobile phone on for 24 hours, and 10% of the participants keep it 
on most of the time. However, during the day, 34% of the participants used their cell 
phones for less than an hour, 45% for 1 to 4 hours and 20% for more than 4 hours 
employing voice communication or message services. The cell phone ownership 
percentages are as follows: 4% of the participants are using their first phone, 11% are 
using their second phone, 24% their third, 22% their fourth, 17% their fifth and 22% their 
sixth. 

2.2 Measures 

The first section of the questionnaire was concerned with the respondents’ personality 
and mobile phone usage behaviour. Three scales were used in the second part of the 
questionnaire to measure mobile phone consumers’ addictive behaviour, impulsive 
behaviour and post-modern consumer perceptions. Each scale was translated into Turkish 
and the meanings of the phrases were double-checked using reverse translation. A  
five-point Likert scale was used for all responses (1 = Strongly disagree, 2 = Disagree,  
3 = Neutral, 4 = Agree, 5 = Strongly agree). The scales are explained below: 

2.2.1 Always-on mobile phone addiction scale 

This was composed of a literature survey related to the scale of cell phone addiction 
(Wilska, 2003; Bianchi and Phillips, 2005), the mobile phone dependence questionnaire 
(Toda et al., 2004) and exploratory highly structured interviews given to 200 cell phone 
consumers and a focus group. A total of 28 statements have been selected. The 
participants were asked about the scale level that they attributed to the specified addiction 
elements. The overall Cronbach alpha value of the scale was 0.914 reflecting a very high 
level of reliability of the findings. 

Consecutively, exploratory factor analysis was applied to the 28 variables. Decision 
criteria for the variables were: eigenvalues greater than 1.0 and Cattell’s scree test. First, 
we conducted a principal components analysis (PCA) with varimax rotation to identify 
the number of factors to be extracted. Factor analysis yielded six factors with eigenvalues 
greater than 1.0. The scree test indicated a substantial eigenvalue discontinuity for factor 
three. On the basis of these findings, we extracted three factors. Items with factor 
loadings of less than 0.30 were not included as factors. The three-factor orthogonal 
solution accounted for 53.19% of the variance in the data. After conducting one trial in 
accordance with the predetermined criterion, all three factors were found to be suitable. 
These three factors include 20 variables, with each factor being explained by Table 1. 
The explained variances of the factors are as follows: factor one: 0.18, factor two: 0.18 
and factor three: 0.15. 
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Table 1 Always-on addiction scale (mobile phone) 

 Factor 1 
connectivity

Factor 2 
close 

relations 

Factor 3 
confidence 

My mobile phone is a necessity for my life. .547   
I feel very uncomfortable, if my mobile phone is not 
with me. 

.751   

I feel that everything goes wrong if my mobile phone is 
switched off. 

.602   

Continuous connectivity. .718   
It coordinates my life. .601   
It reduces my social distance. .632   
I feel very comfortable if I am reachable. .744   
I can communicate on a personal level.  .664  
It is a very hedonistic thing to call and be called.  .576  
It reflects my life style.  .720  
It is my special friend.  .618  
It helps me to run away from my life.  .747  
I am always ready to communicate with my mobile 
phone. 

 .686  

It is very good to be called by my friends.  .693  
I feel very confident with my mobile phone.   .803 
It gives a societal respect to me.   .480 
It’s important to overcome isolations in my life.   .434 
I feel anxious if I have not checked my mobile phone.   .506 
I feel anxious if I switch off my mobile phone.   .745 
I feel comfortable at night with my mobile phone.   .823 

2.2.2 Impulsive behaviour scale 

This was measured with the dimensions of urgency (a total of four statements) and 
sensation-seeking (a total of four statements) which were derived from the impulsivity 
scale (Whiteside et al., 2005; Whiteside and Lynam, 2001). 

2.2.3 Postmodern consumer scale 

As a result of the literature survey (Brown, 1994; Goulding, 2000) a total of 35 
statements were determined which were considered to reflect the postmodern consumer. 
These statements were developed, based upon the results of a focus group, and were later 
reduced to ten. To eliminate some of these statements, each evaluator appraised the 
statements in the context of cell phones and as applied a ‘yes or no’ criteria. Those 
statements that had a high evaluation percentage were used in the research. Explanatory 
factor analysis was applied to the ten variables. Existence criteria for the variables were 
again, eigenvalues greater than 1.0 and Cattell’s scree test. First, we conducted a 
principal components analysis (PCA) with varimax rotation to identify the number of 
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factors to be extracted. PCA yielded two factors with eigenvalues greater than 1.0. The 
scree test did not indicate a substantial eigenvalue discontinuity. On the basis of these 
findings, we extracted two factors. Items with factor loadings of less than 0.30 were not 
included as factors. The two-factor orthogonal solution accounted for 47% of the 
variance in the data. These four factors include ten variables, with each factor explained 
by Table 2. 
Table 2 Postmodern consumer scale 

  Factor 1 
mobility 

Factor 2 
unreal world 

POSTM6 I like a different atmosphere in my life. .689  

POSTM8 It is important for living without any restriction. .663  

POSTM9 Action and liveliness are important for my life. .845  

POSTM10 I prefer and need an unstable and a flexible life. .842  

POSTM11 Objects should add some experience to my life. .515  

POSTM15 It is important to be tied to multi-activities and 
objects at once. 

 .550 

POSTM20 I feel emptiness in my life.  .580 

POSTM21 I like to create an order from contradictions.   .644 

POSTM28 Life is fun and play.  .641 

POSTM34 I dont care for living in a dream world.  .586 

Expl. var (%)  .270 .198 

Table 3 Confirmatory factor analysis results of constructs 

 M (SD) CR N RMSEA GFI CFI 

M-P addiction scale       

CON 3.36 (1.25) .823 7 .07 .952 .937 

CLOS 2.03 (1.13) .836 7 .05 .957 .955 

CONF 2.89 (1.30) .805 6 .06 .959 .949 

Impulsive scale       

URG 2.43 (1.02) .753 4 .00 .997 .999 

SENS 3.37 (1.14) .757 4 .00 .995 .993 

Postmodern consumer scale       

MOB 3.72 (.99) .782 5 .00 .987 .984 

URW 2.66 (1.14) .695 5 .04 .980 .907 

Notes: M = mean; SD = standard deviation; CR = construct reliability; N = number of 
items; RMSEA = root mean square error of approximation; GFI = goodness of fit 
index; CFI = comparative fit index; CON = connectivity; CLOS = close relations; 
CONF = confidence; URG = urgency; SENS = sensation-seeking;  
MOB = mobility; and URW = unreal world 
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3 Results 

3.1 Construct reliability and validity 

Confirmatory factor analysis is usually preferred after the exploratory factor analysis has 
taken place in hypothesising factor structures (Nora and Cabrera, 1993) and matching 
between the dimensions and the theoretical data (Long and Perkins, 2003). Basic 
statistics and confirmatory factor analysis for all of the variables included in the analysis 
are presented in Table 3. The results of the confirmatory factor analysis show a good 
correlation. The RMSEA, CFI and GFI are within the determined criteria. All of the 
values obtained from this study were within the range of acceptable fitness values, or 
very close to them, when the e-mail samples had been reexamined (Segars and Grover, 
1993). 

3.2 Structural equation modelling 

After pre-analyses of the data, the effects of the related variables to the latent variable, 
which is the keeping of cell phones continuously turned on, was tested by SEM. The fit 
criteria of the model are at the expected values and are sufficient (χ2 /df= 1.96;  
RMSEA = 0.046, GFI = 0.912, CFI = 0.917, NFI= 0.895). Figure 1 displays all of the 
structural relationships among the studied components of the model. Path coefficients and 
their significance for each dependent construct are also presented. As can be seen, of the 
15 relationships nine were accepted and six rejected. 

Figure 1 Path model of constructs 
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4 Discussion and conclusions 

The aim of this study was to determine the effects of impulsive and post-modern 
consumer behaviour on the young population of Turkey with respect to leaving their cell 
phones continuously turned on (addictive behaviour pattern). To this end a quantitative 
web-based study was conducted on 450 young consumers validating the findings of 
exploratory highly structured interviews, a focus group and previous research in the field. 
According to the knowledge of the authors there has been no other study conducted yet 
on this subject. The results of the study lead to interesting inferences that can be drawn. 
First, the mobility and unreal world dimensions of postmodern consumer behaviour have 
a positive effect on the behaviour of keeping the cell phone continuously turned on. 
However, this is not valid for the urgency which is part of the impulsive behaviour 
dimension. Urgency has no effect on any dimension of the behaviour of keeping the cell 
phones continuously turned on. Sensation-seeking, on the other hand, which is another 
part of the impulsive behaviour dimension, was assessed to have an effect on continuous 
connectivity. Also, it was found that the unreal world dimension has an effect on urgency 
and that sensation seeking has an effect on activities of postmodern consumer behaviour. 
Here we refer specifically to making order out of the chaos brought about by 
postmodernism and also hedonism; therefore, to a structure-based upon fashion. 
Sensation-seeking appears to affect connectivity, highlighting the fact that the excitement 
of modern life is reflected onto the cell phone. If it is considered that one of the 
antecedents of compulsive consumption is the absorption factor actuated by external 
stimulations (Neuner et al., 2005), the pressures from external influences to the cell 
phone user or the sensation seeking desire is seen to be important. One of the antecedents 
of addiction is loss of control (Walsh et al., 2007) and the consumers’ perception of their 
inner stability problem (Hirschman, 1992). Two inferences can be made from the results: 
she/he is bored of their current life and the use of a cell phone is an escape, or due to the 
nature of age, the sensation that these feelings be externalised is best reflected onto the 
cell phone. The vital embeddedness principle of cell phones (Henderson et al., 2003; 
Moisander and Eriksson, 2006) is an important factor here. The cell phones give a 
freedom-based chance to the person to make a decision without any limitations in 
consumption conceptualisation (Varman and Vikas, 2007). Therefore, the decision to act 
whenever wanted (to call or be called) is an important antecedent in this regard. People 
are becoming engaged in their ‘phonespace’ and move away from physical 
communication (Truch and Hulme, 2004). This works without circumstances and  
person-based social bonds (Geser, 2005). The mobile phone is a lifestyle element that 
people assign new meaning to (Wajcman, 2008), reflecting flexible time when using their 
phone, reducing self-reliance and creating a missing sense (Katz, 2005). A dynamic, 
chaotic, active society structure converts to an intensive communication model like 
mobile phone usage which leads to addiction. This is the basic motivation for a specific 
consumer type, one that wants to learn and be informed about everything continuously. 
The main reflective part of this in the cell phone behaviour refers specifically to text 
messaging services (Fortunati and Manganelli, 2002). 

If the managerial contributions of this study are to be examined, within the 
framework of leaving cell phones continuously turned on, it is suggested to add 
innovations that strengthen the products functional structure (design, ergonomics etc) and 
network system (speed, communication etc.). Consumers who keep their cell phones 
continuously turned on have an unreal world perception and want to change their life. 
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Those for which the feeling of being continuously connected is related to  
sensation-seeking represent a special consumer body and market segment. Their 
perspectives related to a social life, is that cell phone is a symbol of escape from 
communal living and that they express this as ‘virtual reality’. Cell phone designers and 
advertisers have to be careful about this motif. Also, it is recommended that philanthropic 
activities concerning how to overcome the excessive use of mobile phones should be 
considered. And further, activities should be taken into account which informs consumers 
about negative consequences of constant connectivity using public advertising or event 
marketing methods. There are various limitations of this study. First, it only covers single 
people. Secondly: age and sex differences are not considered. For further studies it will 
be helpful to make an examination from the point of gender role and age. 
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