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MOoRE THAN Just TALK ON THE MOVE:
USES AND GRATIFICATIONS OF THE
CELLULAR PHONE

By Louis Leung and Ran Wei

Mokility, immediacy, and instrumentality are found the strongest instru- |
mental motives in predicting the use of cellular phones, followed by
intrinsic factors such as affection/soc mbrlztu Subscription to functionally
enhanced services such as call transfers and caller 1D appears to be
important predictors for overall cellular phone use, especially for those who
are on the go. As expected, the use of cellular phones on buses, cars, and
tratns or in malls and restaurants is strongly linked to mobility and
immediate access gratifications. Further, young and less educated women
(tend totalk longer on each call. Finally, talking to co-workers and business
i partiers via cellular phones appears to be for instrumental reasons, while
o talking to immediate family members is for mobility and showing
affection.

The on-going technological revolution in telephone gains momentum
with the rapid diffusion of cellular phones’ worldwide.* Wireless technology
expands telephone applications by empowering people on the go to use it
anywhere and anytime. It thus assumes an increasingly important role in
interpersonal and social communications. Nevertheless, as several scholars?
argue, empirical research on the telephone in contemporary society has been
conspicuously rare, falling far behind advances in telephone technology.
New generations of the cellular phone (such as PCS—Personal Communica-
tions Svstems) have evolved from a mobile talking device into a multi-
purpose communication medium that is capable of transmitting and dis-
seminating voice, text, graphics, data, and even video. Thus, new empirical
studies are called for to examine this converged technology that mixes
interpersonal and mass communications. Some intriguing questions surface:
How do people use the cellular phone? Do they use it differently from the old
wired and land-based telephone? If so, how does it affect their telephene
behavior? These questions raise broad theoretical inquiries about the motiva-
tions, uses, and psychological needs and satisfaction concerning the use of
new communication technologies.

Theoretically motivated, this study attempts to address these broad
questions with empirical data collected through a cross-sectional survey
using a probability sample. The goal is to develop a uses and oratxﬁ(atmns
perspective that will foster a better understanding of how people use the
umquclv converbed mobile telephom tgchm)lo;.,v Fmdm;,s of the study
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should help establish a research agenda for examining the far-reaching social
implications of the new cellular phone as an emerging mixed or hybrid
medium, which maximizes freedom of movement and provides speedy
access around the clock.

T e ———
Telephony was initially categorized as interpersonal mediated com-  Repiew
munication,* that is, interactive person-to-person communication that tran-
¢ scends the limitations of time and space. Others viewed it as a mass medium?®
i that provides informational and entertainment services comparable toestab- ~ Research
lished electronic media. Dimmick, Sikand, and Patterson® further argued that
this long familiar medium integrated interpersonal and mass communica-
tion. As a new medium, the cellular phone unmistakably possesses elements
characteristic of both unmediated interpersonal communication and medi-
ated mass communications. On the one hand, it fulfills the basic function
similar to the land-based phone in providing point-to-point interactive
communication between two parties; on the other hand, it overcomes mobil-
ity barriers of the conventional land-based phone. At the same time, it
expands telephone services from an unmediated common carrier to multi-
purpose content services including paging, voice mail, fax, data transmis-
sion, news and weather updates, stock information, and Internet access,
among others. Accordingly, previous research on the conventional land-
based telephone serves as a departure point for grounding the present study
in existing theory. In addition to establish a theoretical framework of analy-
sis, this study also integrates recent studies on uses of new telephony
technologies such as the pager.

Research on the Conventional Telephone. The uses and gratifications
theory, which seeks to examine audience media uses in light of social and
psychological needs” has stimulated numerous studies of media use in
general and on telephone use in particular. Among the relatively few uses-
gratifications studies on the conventional telephone, those done by Keller
and Noble® were seminal. They differentiated telephone uses into two broad
motives or gratifications: intrinsic or social and instrumental or task-ori-
ented. Intrinsic motivations of phone use refer to making calls to socialize
(such as chatting, gossip, keeping family contacts, and having a sense of
security); while instrumental motivations of telephone use concern the utility
of calls (such as making appointments, ordering products, information
seeking and thelike). Their findings show that social uses were more frequent
than utilitarian uses.

A subsequent study of Claisse and Rowe” conceptualized “functional”
and “relational” motives or gratifications sought from the telephone use
Williams, Dordick, and Jesuale!’ expanded the gratifications categories by
adding a “fun” or “entertainment” motivation. That is, making phone calls
is fun-seeking, particularly among teenagers. Dimmick, Sikand, and
Patterson'! identified yet another gratification factor labeled “reassurance,”
namely using the telephone to fulfill one’s psychological needs for feeling
secure. In their study of uses and gratifications of the telephone, O'Keefe and
- Sulanowski'? elaborated gratifications sought through telephone use and
examined how differences in gratifications sought affected individual tele-
L phone behavior. Their findings identified a mix of interpersonal and mass
media gratification factors as motivations of telephone use, including socia-
bility, entertainment, acquisition, and time management. Further, they found
that the greater the motives for entertainment, time management, and socia!
interaction, the more time telephone users spent making or receiving calls.

of Previous

More Tran Just Tark on THE Move 309

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.



Research on Newer Telephony Technologies. In their study, Leung and
Weil” applied the gratification dimensions to examine the use of pagers
among college students through a series of confirmatory factor analysis.
Their findings verified previously tested gratification structure based on
exploratory tactor analysis. More important, they identified a new factor
emerging from pager use: “fashion and status.” That is, among late adopters
having a pager was viewed asamark of social identify anc status symbol. The
unique gratification sought was integration into peer networks.

Research Questions. O'Keefe and Sulanowski' projected that as the
telephone became a content-oriented medium, “the likelthood of telephones
also retaining their interactive, interpersonal attributes allows a duality of
purposes quite unlike that of any other technology.” Their predication has
become a reality. The boundaries of the cellular phone between people-to-
people and one-to-many mass communication have dissolved. Moreover,
the functionally enhanced telephone services such as call redirections to
avoid missing calls, caller ID displays to screen unwanted calls, and paging
services, also available in mobile phone services, have further removed
mobility restrictions and spatial limitations to an unprecedented extent. Past
diffusion research affirmed that the adoption of new communication tech-
nologies was best predicted by the adoption of functionaily similar technolo-
gies and user perceptions toward them.'® As Rogers argued that “the adop-
tion of cne new idea may trigger the adoption of several others in a cluster
which consists of one or more distinguishable elements of technology that are
perceived as being interrelated.”'® Past studies demonstrated the validity of
the concept in the studies of videotext!” and cable television.™ As a result, this
study will also examine the relationship between the subscription of func-
tionally enhanced services in the use of the cellular phone (call redirections,
caller 1D displays, and paging services) and the level of cellular phone use.
What will the total yield effects, as suggested by Rogers, of all the tunctionally
enhanced services be, plus the interaction etfects of cach service on the
others?

How to make sense of this new and uniquely converged telephony
technology hybrid from a user’s perspective? This study treated the cellular
phone as a new domain to test the uses and gratifications theory.” Specifi-
cally, it raised these research questions:

(1) What are the gratifications that are most sought in
cellular phone use as compared to that of the conventional wired
telephone?

(2) Canditferencesingratifications soughtand subscrip-
tions of functionally enhanced phone services predict the fevel
of cellular telephone use? If so, how?

(3) Towhatextentcangratifications soughtand function-
allv enhanced phone services predict specific celiular
telephoning behavior in terms of (a) persons talking to and (b)

locations?
] - e _ : -
Methods Data for this study were collected from a telephone survey using a
probability random sample of 834 respondents ef 18 years of age or older in
May 1998 in Hong Kong. The most updated telephone directories were used
310
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in drawing the sample. Each interview lasted for twelve minutes. The
completion rate was 52% when non-eligible respondents, non-working
numbers, and numbers that were never answered after five attempts were
excluded. Among the 834 respondents, 446 (53.5%) were cellular phone
users, while 388 were non-users (46.53%). The length of using the cellular
phone among the respondents ranged from 1 to 12 years (M = 2.36 vears,
SD = 2.45).

Gratifications Measures. According to findings reported in studies of
the conventional telephone,™ sociability, instrumentality, reassurance, eri-
tertainment, acquisition, and time management were identified motives or
gratifications. These motives and gratifications sought were incorporated in
thesurvey questionnaire. Moreover, gratifications of pager uses as suggested
by Leung and Wei* were included as well. To refine the questionnaire, a pilot
study based on a convenientsample of 107 respondents was conducted to test
B 45items that might reveal different reasons for using cellular phones. These
. items ranged from affection or sociability, relaxation, mobility, immediate
. access, instrumentality, reassurance, to fashion and status. The pre-test
eliminated 18 items. A 5-point Likert scale was used in rating the 27 gratifi-
cations items, namely “1” means strongly disagree and “5” strongly agree
with the reasons for using cellular phones.

Cellular Telephoning Behavior Measures. Respondents were also asked
to report their cellular phone uses. These questions included (1) how long
they had been using a cellular phone; (2) how often they communicated with
immediate family members, co-workers, or business partners via their cellu-
lar phones; and (3) how often they made a call with their celiular phone in
buses, cars, trains, restaurants, and shopping malls or stores in a 5-point
Likert scale with “1” meaning “never” and 5" meaning “often.” Further,
respondents were also asked about the number of messages they make and
receive on a typical day and the average number of minutes they spentoneach
call. Toassess the level of overall cellular phone use, the number of calls made
and received on a typical day were combined, yielding a composite score for
subsequent analyses.

Subscription to Functionally Enhanced Telephone Services. Diffusion
scholars and market researchers affirmed that the adoption of new commu-
nication technologies was best predicted by the adoption of functionally
similar technologies.”** As a result, the survey also asked whether respon-
dents subscribed to four functionally similar and enhanced telephone ser-
vices with their cellular phones, namely call transfers, news headlines and
weather updates, caller ID display, and paging services. These four services
were coded as dummy with “1” being “ves” and “0” being “no.”

Control Measures. Demographic characteristics of respondents were
measured by age, gender, monthly household income, education attainment,
marital status, size of family, number of children at home, and occupations.
Gender and occupations (both in business and in sales) were coded as
dummy in subsequent regression analyses.

Gratifications Sought in Cellular Phone Use. Principal component Results
factor analysis was run to determine the potential groupings of the 27
gratifications items of cellular phone use. Varimax rotation was used to better
account for expected correlations among potential factors. Accordingly,
seven factors emerged with eigenvalues greater than 1.0, explaining 60.8% of
the total variance (see Table 1).
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TABLE 1
Factor Loadings (Principal Components, Varimax Rotation) of 27 Gratification Items
(N =417)
Having a cellular telephone Mean SD Factors
is helpful for me... 1 Z 3 4 5 6 7
Fashion/Status
to look stylish 1.99 - 880 7802 39002 -08 <00 05
to look fashionable 216 96 74 09 F2i=08 =08 02 -00
to have it as a status symbol 207 - .91 ¥ 11 36, .01 02 088 . .03
to avoid looking old-fashioned 233105 .90 A0 07 o 00 37 DT -07
without a cellular phone
because using the cellular phone is fun 208 .92 . 63l F L EAD L 05 - 0200 08
Affection/Sociability
to feel closer to your family members 332 108" 07 78 s Ey 00 e 02
to improve the relationship 309 1712 .14 - 68 28 05 02 07
with your family
to allow parents to carry out family 362 TR IR st e e = ae i 2

responsibilities while at work
to let others know you care for them 3.05: .30 A7 5 BEL-08 7 20018 ~1D
to being always available to the children 3.75 1.04 .13 49 B £ T ) B9 1A% 28

Relaxation
to enjoy the pleasure of talking to people 275 1.12 .19 28 72 08 .04 -01 -09
to gossip or to chat 287 V. 13:.36ii .0 .65 01500306 .16
to relieve boredom by calling people 235 106 40 03 .64 .. 040 06 01 . 23
Because using the cellular phone SO7- A0 Fis 28 1620 | 0F - 20 B Vo 0¥
relaxes me
to help pass the time 200 ""93 .50 06 54 -05 -13 -03 .22
Mobility
to eliminate the need to queue up 409" 81 A -y L pRE - ET SR

for public phone

to eliminate the need for change (coins) 0 v AR R | S 037 E I A PR S 06
required to use a public telephone

to avoid the need of looking for a fixed 395 .87 -08. 05" 13 66 08 07 29
public telephone any more

to tell others you will be late 4830075 %06 - A lB B8 o 2800 G 8l
during a traffic jam

Immediate Access

to be always accessible to anyone 395 < B0 LOZ R8s R Ba TR e 00
no matter where you are

to provide immediate access 403781 <0 B IS0 A (TR Ly RS
to others anywhere anytime

to be available to the ill or aged 3.90 .93 i Sl i St Sl e ¢ e

members of the family
Table 1 cont. next page
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Table 1 cont.
Having a cellular telephone Mean SD Factors

is helpful for me... 1 S 4 5 6 7
Instrumentality
to do business transactions 347 129 63 14 -01 96 1092 05
to talk business 346 130 4 13 @3 10 10 91 06
Reassurance
to feel safe and secure in case of emergency 393 90 -04 25 02 25 26 .01 .62
to have a sense of security 336142 - 37740 06 04 -02 .04 49
to change your appointment in short notice 397 84 -04 -13 22 37 25 |23 4%

Eigenvalue b3 BV Az 8- 4.0 L L
Variance explained (%) 234 136 64 5.5 4339 37
Cronbach’s alpha 80 .76 .79 J4 o664 B89 49

The first factor marked the use of the cellular phone for looking stylish,
fashionable, and as a status symbol. It was named “fashion and status”
following Leung and Wei’s term.? Although the internal consistency among
the items underlying this factor was high as indicated by Cronbach’s alpha
(-80), the items had the lowest mean scores (see Table 1). This result may be
due to the widespread use of cellular phones that made fashion and status no
longer a strong motive. The second factor, “affection and sociability” re-
flected the motivations of using cellular phones as a means to show affection.
Items such as “feeling closer to family members,” “improving family rela-
tionships,” and “carrying out family responsibility while at work” loaded the
highest on this factor followed by “caring for others” and “making them-
selves always available to their children” through the use of cellular phones.
“Relaxation” was the third factor. It reflected the pleasure of using the cellular
phone to talk, gossip, relieve boredom, relax, and help pass the time. It seems
that the cellular phone is perceived as a new pleasure phone. However, the
mean scores of these five items were low, indicating that high cost of calling
prevented respondents actually from using it to simply pass time.

The fourth factor, “mobility,” marked the elimination of the need for
change (coins) and queuing up for public phones because of cellular phone
use. The means scores of the items in this factor were high, suggesting the
mobility as a strong gratification sought in cellular phone use. “Immediate
access” was the fifth factor generated. It demonstrated that cellular phones
allow immediate access by users regardless of time and location, especially
being available to the ill or aged members of the family. The sixth factor,
“instrumentality,” reflected that the cellular phone was used as an instru-
ment for business transactions or facilitator of business talks. The last factor
was called “reassurance,” which reflected the sense of security and safety in
having a cellular phone in case of emergency. But its Cronbach’s alpha was
relatively low at .49.

In summary, findings in this study verified gratifications factors such
as sociability, relaxation or entertainment, instrumentality or acquisition,
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reassurance, and fashion and status in previous studies on the use of the
conventional telephone and the pager. Moreover, this study found that
instrumental uses of the cellular phone are more frequent and the instrumen-
tal motives are much stronger than social ot intrinsic uses when compared to
the use of the in-place telephones. However, to answer the remaining two
research questions, only four out of seven identified gratification factors,
namely affection/sociability, mobility, immediate accexs, and instrumental-
ity were included for further analysis. Other factors such as fashion/status,
relaxation, and reassurance were omitted due to inadequace reliability (al-
pha=.49) or lack of variance. Here, gratification factors were operationally
defined based on the items used in each dimension. For example, affection/
sociability reflected the gratification of using cellular phones as a means to
show affection, to feel closer to the family, to improve family relationships,
to carry out family responsibility while at work, to care for others, and to
make themselves always available to their children. Similarly, mobility.
immediate access, and instrumentality were operationally defined according
to the items resulting from the factor resolutions in subsequent regression
analyses.

Gratification Motives as Predictors of Level of Cellular Phone Use.
Before answering the second research question, this study found that the
cellular phone use among respondents was active. The means of calls made
and received in a day were 9.33 and 9.57 respectively. In terms of the length
of each call, the mean was 3.35 minutes. Results of hierarchical regression
show that these cellular telephoning behaviors had significant links with the
identified gratification factors. As shown in Table 2, wealthy men who are in
business tended to use the cellular phone more than their female counter-
parts for instrumental purpose. The beta weight for instrumentality gratifi-
cation was the highest at .24, significant at p < .001 level, indicating that
cellular phones were used overwhelmingly for doing business. The demo-
graphic and gratifications blocks combined explained 15% of the total vari-
ance for the level of cellular phone use. When functionally enhanced services
were entered into the equation, both call transfers (beta=.15, p < .01} and caller
ID display (beta=.17, p < .001) were found significant predictors for the
overall level of cellular phone use in a typical day. This finding indicates that
subscription to functionally enhanced services does increase the overall
cellular phone use, especially the services of being able to identify the
incoming calls and redirecting calls from in-place phones to mobile cellular
phones. These two variables explained the additional 6% of the variance.
Altogether, the regression equation was able to account for 21% of the total
variance. Contrary to earlier research on in-place phone that social uses were
more frequent than utilitarian uses, this study found instrumentality the
strongest predictor of general cellular telephoning behavior, followed by
caller ID display and call redirections.

Gratification Motives as Predictors of Specific Cellular Telephoning
Behaviorin Terms of Persons Called. Results of more hierarchical regression
analyses in Table 2 show that household size and occupations in business and
in sales had significant predictive power over the use of cellular phones to
talk to their immediate families. Results further show thataffection /sociabil-
ity (beta=.09, p <.05) and mobility (beta=.11, p < .05) significantly predict the
level of cellular phone use. This particular finding means that business and
sales people with a small household size tended to use the cellular phone to
show affection to their immediate family members. This made a great deal of
sense, for their work required them to be on the road from time to time. As
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TABLE 2
Hierarchical Regression Analysis of Cellular Telephoning Behavior Using Demographics
Gratifications, and Functionally Enhanced Services as Predictors
where cellular

Persons talked to Locations

,’h‘.mw- were used
Co-workers
Predictors Level of Use Immediate & business Buses, car Malls &
family partners & tr restaurants
Beta Betz Beta Beta Beta
Block 1: Demographics
Gender (Male) 11* -.04 1 05 )
Age 00 .06 )4 02
Household income 09* .01 )2 0
Education -.05 .01 ) 07 03
Household size -03 11 007 09 0
Profession in business .09* s 12* 27
Profession in sales 09 g {
Adjusted R? (%) .08 03 3 07
Block 2: Gratifications
Affection/sociability .06 09* -01 3 0
Mobility .03 ik 07 ' 11*
Immediate access .07 03 05 15 15*
Instrumentality 2413 -.08 27 6 0
Change in adjusted R* (%) .07 02 )7 04 02
Adjusted R? (%) 15 .05 11 3
Block 3: Functionally enhanced
services subscribed
Call transfers (yes=1) St .01 7 04
Display of news headlines, .05 04 04 7 0
weather, traffic, stock,
& horse race results (yes=1)
Caller ID (yes=1) Sl -.03 6 20 .
Paging services (yes=1) .05 .02 )2 )9
Change in adjusted R? (%) .06 00 05 4 |
Final adjusted R? (%) 21 05 15

Note: Figures are standardized beta weights from final regression equation with all blocks of variables

included for the entire sample.

“‘u< d5ip<05; "p<.01; 'p<.001; N=373

expected, those who called co-workers and business partners appeared tobe
mostly males who were businessmen themselves. The cellular phone facili-
tated their business transactions. As anticipated, instrumentality (beta=.27,
p < .001) was the strongest predictor for talking to co-workers and business
partners. The demographic and gratification blocks explained a total of 57,
and 20% of the variance for talking to immediate tamilies and cosworkers
and business partners respectively. Subscriptions to call transfers (beta=.12,
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p < .05) and caller ID services (beta=.16, p < .05) were also found important
predictors for talking to co-workers and business partners as incoming calls
canbe transferred to their mobile cellular phones while they were away from
the fixed telephones in their office. The functionally enhanced services
explained five additional percents of the total variance. Accordingly, the
variance explained in terms of persons talked to in the two regression
equations varied from 5% to 25%.

Gratification Motives as Predictors of Specifi: Cellular Telephoning
Behavior in Terms of Locations. As results of similar regression analyses
shown in Table 2 indicate, such gratification variables as mobility and
immediate access were significant in predicting on-the-go locations from
which respondents used the cellular phones {(namely, on the street, in cars,
buses, trains, subways, railway stations, restaurants or shopping malls).
Those who talked through cellular phones in those places were most likely to
work as business or sales people.

Furthermore, young business and sales people were found more likely
to use cellular phones in shopping malls or stores. This finding suggests that
the cellular phone fits in their busy lifestyles. Subscription to caller ID and
paging services also significantly predicted the use of cellular phones while
on the go. These enhanced services facilitated people who are often on the go
tobe in constant touch with their customers and business partners. Across the
two regression equations, the amount of variance accounted for by both
demographic and gratification blocks ranged from 11% to 13% and the
variables from the functionally enhanced service block gained additional 4%
each. Total variance explained for cellular phone use in two separate loca-
tions ranged from 15% to 17%.

T T T i
Conclusions _ _ ) )
d With a view to extend previous research on the conventional tele-
an phone, results of this study indicate that the gratifications sought in using the i
Discussion cellular phone were largely consistent with previous findings reported in the
P gel 1% gsrep

scarce literature on telephone communication. The previously tested intrin-
sic or social, instrumental, and psychological reassuring motives were appli-
cable to this new wireless communications technology. Most important,
findings of our study suggest that mobility and immediate access were
unique dimensions of cellular phone use motivations unidentified in the
existing literature. The new wireless telephone technology maximizes free-
dom through mobility; it also pushes immediate accessibility to the fullest
extent. Both factors are instrumental in respondents’ daily life and work as
well as a facilitating conduit for keeping in touch with family, the aged, and
the sick while on the go. Thus, the cellular phone seems to offer an optimal
balance in the long-standing tradeoffs between freedom of movement and
immediate access.

Furthermore, differences in gratification dimensions are linked with
different demographic characteristics of users and their cellular telephoning
behavior. The gratifications dimensions of mobility, immediacy, and instru-
mentality were the strong predictors of the use of cellular phones. Occupa-
tions seemed to make a big difference in using cellular phones. Those in
business and sales tended to use their cellular phones more to meet their
needs for mobility, immediacy, and instrumentality. They used the wireless
talking device more often on the move than any other circumstances: in
public transits, restaurants, and shopping malls. Gender differences in
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cellular phone uses are also found. Male users tended to use cellular phone
asan instrument to do business and younger females tended to make longer
calls while on the go. The gender difference in conventional telephone use
seems to have extended to cellular phone use.

In addition, cellular phone uses by older and less educated respon-
dents seemed to be strongly motivated by social reasons. Talking to co-
workers and business partners via cellular phones appeared to be for instru-
mental reasons, while talking to immediate family members was for over-
coming mobility barriers and to show affection. In sum, the emerging
patterns seemed that respondents sought gratifications higher in some
dimensions while lower in other dimensions due to their differences in age,
gender, and occupations.

Finally, consistent with the expectations of the diffusion theory that
technology cluster is a significant predictor for the adoption of an innova-
£ tion,™ this study also found that subscription to functionally similar cr
enhanced telephone services in the use of the cellular phone significantly
predicts the level of cellular phone use. This finding suggests that when
people subscribed to the enhanced functions such as call transfers, caller ID
display, and paging in their cellular phone service, the higher the level that
they would use the cellular phone. These functionally enhanced features
together with mobility, immediacy, and instrumentality undoubtedly ex-
plain much of the reasons why cellular phone is becoming popular across a
wide socio-demographic spectrum.

Since this study was built on previous research on uses and gratifica-
tions of the telephone in the United States and the present study was
conducted in Hong Kong, cultural differences between the twolocales might
lead to differences in gratifications of cellular phones. However, as thisstudy
was not conducted in a comparative context to examine the similarities and
differences in the motives of cellular phone use between these locales, results
from this study should be interpreted with caution. First, user groups are
diverse when more than 50 percent of the 6.3 million populations in Hong
Kong are now using cellular phones regularly; however, the adoption rate in
the United States was reported at 29 percent in 1999.% Cellular phones areno
longer communication tools for businessmen, but are also for students and
housewives alike. Owning a cellular phone cuts across a wide demographic
spectrum. As a result, gratifications for cellular phone use in Hong Kong
would most likely differ from that of the United States. Secondly, Chinese
users tend to show a higher level of conspicuous consumption. Owning and
using a mobile phone fit in this lifestyle. For instance, fancy phone kits and
accessories with tailor-made leather-cover and antenna, and custom-de-
signed ringing-signals in user’s favorite pop song, etc. are part of the
experience of using a cell phone. They seem to lead to the creation of a cellular
phone sub-culture. Also, massive advertising campaigns constitute an image
of cellular phone users as fashionable, popular, upbeat, and celebrity-status.
Young people are more likely to be influenced by this image as they try to
identify with this mediated image in the use of the cell phone. In the United
States, the perception of the cellular phone being a service for the wealthy and
priced beyond the reach of the average citizen is still a major barrier for
widespread use. This is true when spectrum is scarce, especially when analog
systems are being used in some markets; competitionis limited, and handsets
expensive. However, this has changed quickly in Hong Kong when cellular
phone is entering a new, mass-market phase. Cellular phone has become
relatively abundant on second-generation digital systems. These differences
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between Hong Kong and the United States suggest that aspects of culture
may indeed influence the uses of cellular phone and motivations in using it.
Therefore, future studies can illuminate how these differences affect the
gratification factors in the use of the cell phone withina comparative cultural
context.

To date, the main requirement for cellular telephony has been for
speech communications—plain old telephone service on the move. How-
ever, capabilities of digital technology will create a new and growing market
for datacommunications especially when the third-generation cellular phone
systems with high bit-rate and capable of delivering kigh-bandwidth multi-
media contents become available. These will be some new kind of “con-
verged” communications devices, which resemble a combined mobile phone /
laptop computer. The momentum in revolutionizing wireless cellular com-
munication technology grows apace. The capacities of the cellular phone in
accessing and delivering multimedia data are empowering. They will allow
one to connect to the Internet and use the cellular phone as a personal search
vehicle for news headlines, weather and traffic updates. and information on
products and services, akin to the accessibility afforded by a personal
computer. At that time, the notion that telephones are developing into a cross
between interpersonal and mass media by virtue of the kinds of content they
offer will become more evident. When that happens, it would further inform
uses and gratifications theory about novel types of mass media gratifications
through this ever-expanding wireless technology in cellular telephony.

To conclude, the new cellular phone represents a converged new
technology hybrid as it dissolves boundaries between telecommunications
and broadcast industries. An audience perspective cn new communication
technology research in empirical settings® should be crucial in understand-
ing the future trends of the rapidly changing media landscape towards
choice, diversity, and increased competition. As O’Keefe and Sulanowski®’
put it, how a technology serves the public effectively depends on how well
it satisties people’s needs. The process of acquiring gratifications through
using a particular technology may influence profourdly one’s future media
use behavior in the new media environment of abundance. Therefore, more
work is needed to explore the consequences of gratifications sought from
technologies for their diffusion by integrating the uses and gratifications
theory and the diffusion theory, two of the dominant theoretical paradigms
in new media research.

Atany rate, as a new technology that offers unprecedented freedom in
mobility and immediacy for access, the celiular phone would speed up
societal changes. But what does it give? What does it retain? And what does
it take away? Only more empirical studies can shed light on these questions.
The one-shot nature of this study is admittedly a weakness. To overcome this
limitation, panel design is the desired method for follow-up studies. In
addition, the findings of this study based on exploratory factor analysis
should undergo more rigorous testing in future research. In this way. sample
bias can be controlled for.

NOTES

The term cellular phone used 1 this paper is interchangeably used
w 1th cell phone or mobile phone.
. The growth of the mobile phone amund the worldis phenomenal. The
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