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Abstract: Mobile phone plays an important role in the lives of people. They need 
mobile phone for satisfying their lifestyle opinion. The purpose of the study is to 
determine the impact of mobile phone use on peoples’ lifestyle opinions. 600 
respondents in a survey were asked to rate the importance of 13 lifestyle opinions 
variables related to mobile phone use. These data were tested through factor 
analysis (the principal components method with varimax rotation) by using SPSS 
program. The results show that people use mobile phone to express their view of 
themselves, social issues, economics, education, and culture. The study makes 
contribution to our understanding that people need mobile phone to articulate their 
lifestyle opinions.  

Keywords: Mobile phone, lifestyle opinions, oneself, social issues, economics, 
education, and culture. 

 

1. Introduction 

Mobile phones have become an integral part of human daily life. It is a major source of 
personal communication/expression across the universe. As the use of mobile phone 
expands and becomes a common tool for the internet, education, economics, culture, 
social, self expression, games, television, mobile positioning, shopping, entertainment, 
and other services; it has transformed from a simple tool for communication to a valuable 
asset for communications. It is a wireless handheld device that allows users to make calls 
and send text messages, among other features such as Web browsers, games, cameras, 
video players and even navigational systems (Janssen, 2014). It helps people to solve 
many issues and keep most of information around the world. 

Mobile phone has become widespread all over the world. In 2006, 90.9% of people in the 
developed countries and 32.4% of people in the developing countries owned a cellular 
phone (Economides and Grousopoulou, 2008). By the end of 2007, there were 
approximately 3.3 billion mobile phone users worldwide which is equivalent to a 
penetration rate of 49% of the last year (International Telecommunication Union, 2008). 
In 2013, there are almost as many mobile-cellular subscriptions as people in the world, 
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with more than half in the Asia-Pacific region (3.5 billion out of 6.8 billion total 
subscriptions) (International Telecommunication Union, 2013). 

Thus, within this competitive market, it is essential for mobile phone companies to better 
understand purchasing behavior to enable them to acquire new customers and retain 
existing ones. So, “why people use mobile phone?” is a vital question for them. Foxall et 
al., (1994) stated that the consumer’s motivations of product and service choices are 
depend on their lifestyle dimensions. Lifestyle is an indicator of how people live and 
spend their time and money. What people do in their spare time is often a good indicator 
of their lifestyle. As a consequence; lifestyle can influence an individual’s interaction 
with a product and ultimately the purchase. The mobile phone purchasing behavior will 
provide an insight to lifestyle. Therefore, it is imperative that lifestyle attributes need to 
be taken into consideration for marketing managers, when investigating mobile phone 
purchasing behavior. Thus, the objective of the present study is to identify the impact of 
mobile phone on lifestyle opinions of people. 

2. Literature Review 

In 1908, Professor Albert Jahnke and the Oakland Transcontinental Aerial Telephone and 
Power Company have developed a wireless telephone. Mobile telephones for 
automobiles became available from some telephone companies in the 1940s. One of the 
earliest fictional descriptions of a mobile phone can be found in the 1948 science fiction 
novel Space Cadet by Robert Heinlein (Clarke, 1999). 

Researchers have identified that mobile phone is a long-range, portable electronic device 
used for mobile communication. It is now inexpensive, easy to use, and comfortable and 
equipped with almost every latest feature we desire. It is also known as lifesaver as it can 
help a people in emergencies (Indunair, 2014). 

The more we understand peoples’ lifestyles and motivations that drive them, the more 
successful we can be in designing natural mobile experiences. The state of being flexible, 
dynamic, independent, open, free, opportunistic and adaptable is at the core of all human 
beings. When we adopt these ideas as a set of design principles, they ensure that 
experiences across devices, small screen and beyond are engineered to adapt to a user's 
mobile lifestyle (Olewiler and Fershee, 2014). 

Previous researchers have identified lifestyle as distinct mode of living ( Lazer, 1963), 
way to allocate income (Zablocki and Kanter, 1976), unified pattern of behavior 
(Berkman and Gilson, 1978), pattern of individual and social behavior (Veal, 1989), 
pattern of living reflected by activities, interests and opinions (Kotler & Armostrong, 
2007). So, lifestyle can be defined as the pattern of living of people in the world as 
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expressed in their activities, interests and opinions, pattern of consumption, spending 
time and money along with product, service and media. 

Plummer (1974) measured people’s lifestyle in terms of (i) how they spend their time, (ii) 
their interests, what they place importance on in their immediate surroundings, (iii) their 
opinions in terms of their view of themselves and the world around them, and (iv) Some 
basic characteristics such as their stage in lifecycle, income, education, and where they 
live. He listed the elements included in each major dimension of lifestyle. These elements 
are: activities-work, hobbies, social events, vacation, entertainment, club, membership, 
community, shopping, sports; interests-family, home, job, community, recreation, 
fashion, food, media, achievements; opinions-themselves, social issues, politics, business, 
economics, education products, future, culture; demographics-age, education, income, 
occupation, family size, dwelling, geography, city size, stage in life cycle. People coming 
from the same sub-culture, social class and occupation may have quite different lifestyle. 
Marketers thus search for relationship between their products/services and lifestyle 
groups. 

From the definition and measurement of lifestyle, and definition of mobile phone, it is 
obvious that there is a relationship between mobile phone use and lifestyle opinions. 
Following discussion will help to interpret the relationship between mobile phone use and 
lifestyle opinions. 

Kushchu (2007) examined that Brazil got social benefit through rural development, 
improving personal communication, strengthening family connections and increasing 
sociability. Korean society is enjoying its social benefits at individual and national levels 
in terms of economy, politics, culture, education and entertainment. Lithuania acquired 
desire of freedom and personal independence of having control over life, whether it’s 
work or leisure. In UK mobile phone is a source of intra-family communication, security 
guardians for most youngsters, adult women and aged people. 

Turlow (2003) states that texting is the preferred mode of contact for nearly all social and 
communication activities, socialization, and self-expression of the adolescent (Haste, 
2005). Eastman, et al. (1997) opines that consumers demonstrate their social power by 
displaying their material wealth because wealth is the best indicator of power in modern 
society (Bell, 1998). The use of goods (like mobile phone) has an important role to play 
in the processes of lifestyle formation since lifestyles are usually understood as the 
material expressions of people’s identities (Wilska, 2002). 

Communication with others is the main purpose of mobile phone and it has shifted from 
being a ‘technological object’ to a key ‘social object’ in mobile phone purchasing 
(Srivastava, 2005). Facilitating family or friend coordination and in intensifying social 
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interaction are the crucial factors for using a mobile phone (Urry, 2007). After the 
emergence of mobile phone technology, the mobile phone has influenced almost every 
aspect of social life, for example the mobile phone culture, everyday mobile phone usage, 
mobile phone courtesy (Malik et al., 2009). Telecommunications also allows better 
access to services that enhance a society’s health and wellbeing such as healthcare and 
social services (Lane, 2006). 

Mobile phone helps to acquire virtual possessions. These include both possessions that 
are losing their material integrity (books, photos, music, movies) as well as things that 
have never had material form (e.g. email archives, social networking profiles, personal 
behavior logs) (Odom et al, 2011). 

Mobile phone can indirectly save money and time. Khurana (2014) state that mobile 
phone also make the world small. It conquers time and distance. Users need not spend 
money to go to another place for getting information. They get familiar with the customs 
and traditions, fashions and dress, and culture of the people of different regions by 
watching TV/using internet in mobile phone. It conveys social, political, economic, 
cultural and religious news of home and abroad. 

After all, a large percentage of people need mobile phone to pursue their own ways of 
self-development. Wallis (2013) points out; mobile phone symbolizes migrants’ desire 
for modernity and ways to achieve self-shaping. Young female migrants try to improve 
their self-development and one’s self-awareness, knowledge, worth, and demeanor. 
Using of mobile phone is not only for listening and speaking but also performing most of 
the activities which may be done by computer. It helps to watch TV. Chandler (1994) 
argues that watching TV helps in the development of personal identity (finding 
reinforcement for personal values, finding models of behavior, identifying with valued 
others [in the media], gaining insight into one's self learning, self-education, gaining a 
sense of security through knowledge, etc.). 

By purchasing mobile phone, consumers gain social learning that includes decision-
making, behavior modeling, problem-solving, value transmission, legitimization, 
information dissemination, and substitute schooling (Lull, 1990). 

People use mobile for educational purposes. Reid-Wallace (1997) reports that public 
television and public radio stations across America seek to enrich the creative and 
intellectual lives of their communities.  They do so by broadcasting fine programs such as 
distance learning, technology training for teachers, collaborative internet projects and 
curriculum-focused instructional TV programs, etc. Researchers (Chowdhury & Hossain, 
2008; Rahman & Noor, 2008) also explain that television and computers can teach the 
illiterate as well as traditional students. The audiences of instructional television watch, 
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hear, and enjoy debates, current affairs, lectures on various important topics, speeches, 
and discussions on science. Moreover, many social programs, health programs, sanitary 
programs, family planning programs, and mass education programs are broadcasted 
through television. 

Beckman and Foster (1969) explain that the standard of one’s living is judged in large 
measure by the number and kinds of consumer durables and costly articles in one’s 
possession, as well as by one’s consumptions of items yielding cultural and aesthetic 
satisfaction. Mobile phone may be an aid to raise the level of one’s living. It creates an 
opportunity for consumers to gain from culture and to enjoy the better things in life. A 
large proportion of consumers need mobile phone that will enrich their cultural lives. It 
helps consumer to enjoy different cultural program like song, dance, drama, film etc. 

Consumer’s motivation of product and service choices as well as lifestyle could be 
shaped by cultural dimensions (Foxall, 1994). As a consequence, culture can influence an 
individual’s interaction with a product and ultimately the purchase. It is imperative that 
cultural attribute need to be taken into consideration for marketing managers when 
investigating mobile phone purchasing behavior (Kumudesh , 2012). The use of the cell 
phone is considered as a new “culture” or “subculture” in reference to youth (Ito & 
Okabe, 2005). The device itself is becoming a cultural artifact that shapes cultural flows 
(Satchell, 2004). 

Based on the findings from different research works undertaken by various scholars, it is 
observed that people need mobile phone for expressing their view of themselves, social 
issues, economy, education and culture, etc. It is clear that they show clue about the 
association between mobile phone and peoples’ lifestyle opinions in themselves, social 
issues, economy, education and culture, etc. But no research has been done to investigate 
the relationship between mobile phone and lifestyle opinions. The study attempts to make 
a substantial contribution in this area. Thus, this paper seeks to answer a research 
question. How does mobile phone help to articulate their view in peoples’ lifestyle 
opinions (themselves, social issues, economy, education and culture, etc.)? 

3. Conceptual Framework & Development of Hypothesis 

Based on literature review and discussion, the conceptual framework of this study is 
shown in appendix (figure 1). The framework is a comprehensive one and should be 
capable of capturing the relevant factors underlying the problem. A number of variables 
have been included to measure mobile phone impact on the lifestyle opinions. The 
variables are involved under categories of lifestyle opinions’ factors. These are 
themselves, social issues, economy, education and culture. 
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People need mobile phone for expressing their views of themselves as well as social, 
economic, educational and cultural viewpoints. Suppose, a person needs mobile phone 
for getting personal identity (personal value, model of behavior, valued other, self 
learning, self-education etc.). It is also necessary for showing social status. It helps them 
to save time and money by providing information and reaching a place in time. It helps 
them to learn many things (distance learning, technology training for teachers, social, 
health, sanitary, family planning program etc.). People need mobile phone for enjoying 
different cultural programs like song, dance, drama, film etc. They need mobile phone for 
maintaining culture. Therefore, people need mobile phone for expressing their view in 
themselves, social issues, economy, education and culture. 

From the discussions and empirical findings, it is observed that there is a strong 
association between mobile phone use and people’s lifestyle opinions. Hypotheses (H) as 
formulated in this section along with the expected effect on the mobile phone impacts on 
lifestyle opinions are summarized as follows: 

H1: There is a strong relationship between mobile phone use and peoples’ lifestyle 
opinions. 

As lifestyle opinions include oneself, social issues, economics, education and culture; For 
the purpose of the study, the following five sub-hypotheses have been developed. 

H1a. There is a strong relationship between mobile phone use and peoples’ view in 
themselves. 

H1b. There is a strong relationship between mobile phone use and peoples’ view in 
society. 

H1c. There is a strong relationship between mobile phone use and peoples’ view in 
economics. 

H1d. There is a strong relationship between mobile phone use and peoples’ view in 
education. 

H1e. There is a strong relationship between mobile phone use and peoples’ view in 
culture. 

4. Research Methods 

For this study, a survey questionnaire was administered. Considering the nature of the 
present study, the researcher used a combination of close and open ending question 
interview schedules. The format of close questionnaire was multiple-choice questions.  
These schedules were developed for collecting the peoples’ views regarding the mobile 
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phone impact on lifestyle opinions. Dhaka, the capital city of Bangladesh was chosen as 
the study area. People of this city of 2014 were regarded as population. 

For selecting respondents from the target population, the researcher first determined the 
sample size by using the following sample size determination formula. 

N= {p (1-p) z
2

/d
2

}*deft; 

N=size of the sample; 

P=the proportion to be estimated=0.5; 

Z=value of standard normal variate=95% level of significance=1.96; 

d=the amount of tolerated margin of error=0.049; deft=design effect=1.5; 

Number of sample = [{0.5(1-0.5) (1.96)
2

}/ (0.049)
2

]*1.5=600 

Thus, a total number of 600 users were selected as sample for interviewing. At first, the 
target population was divided into ten mutually exclusive and collectively exhaustive 
clusters which were Jattrabari, Old Dhaka, Motijheel-Komlapur, Dhanmondi, 
Mohammadpur-Lalmatia, Mirpur-Kazipara-Shawrapara, Gulshan-Banani, Baridhara-
Bashabo, Tejgoan-DOH and Uttrara. Random sample of cluster (area) was selected based 
on simple probability sampling technique. 60 peoples were selected as sample from each 
cluster. 

Data were collected on relevant variables from primary and secondary sources. Primary 
sources included respondents living in Dhaka city who have already bought mobile 
phone. Secondary data were collected from the published contents of the relevant 
brochures, prior research reports of the companies and suppliers and different kinds of 
Journals. 

5. Data Analysis 

For the purpose of analysis, cases with incomplete profiles were deleted. Further, 
responses to individual items of “Refused” were recorded as missing data. The statistical 
program, SPSS for Windows (SPSS, 2004), was used for all analyses. For identifying 
mobile phone impacts on lifestyle opinions, respondents in a survey were asked to 
indicate their degree of agreement with 13 statements/ variables using a 5-point likert 
scale (1=strongly disagree, 5=strongly agree) (appendix, table 6). These data were 
analyzed through principal components analysis. The factor analysis using the principal 
components method with varimax rotation was run to determine the underlying benefits 
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people seek of their lifestyle opinions (oneself, social issues, economics, education, 
culture) from the using of mobile phone. 

Correlation matrix was used for this study, because 90% of Factor Analyses used it and 
10% used covariance matrix. The study focused on correlation matrix because it is less 
confusing than switching between the two. It is much more commonly used and more 
commonly applicable (Mayer, 2006). 

The correlation matrix, constructed from the data obtained to understand lifestyle opinion 
is shown in appendix (appendix, table 1). There are relatively high correlations among 
V1, v8, v13; as like as, v2, v4; Likely, v3, v12; similarly, v5, v6, v10; as like as, v7, v9, 
and v11. So above variables are correlated with each other. These variables may also be 
expected to correlate with the same factors. In table 2, the approximate chi-square 
statistic is 502.88 with 78 {0.5p (p-1) where, p=number of variables} degrees of freedom, 
which is significant at the 0.05 level. The value of the KMO statistic (0.603) is also large 
(>0.5). Thus, factor analysis may be considered an appropriate technique for analyzing 
the correlation matrix of table 1. 

Approaches based on eigenvalues, scree plot, percentages of variance accounted are 
applied to identify the numbers of factors. Five factors are extracted from lifestyle 
opinions’ variables by priori determination method. The table 3 labeled “Initial 
eigenvalues” gives the eigenvalues. The eigenvalue greater than 1.0 (default option) 
results in five factors being extracted (table 3). The priori knowledge tells researcher that 
mobile phone is use by people for five major reasons. The scree plot associated with this 
analysis is given in figure 2. From the scree plot, a distinct break occurs at five factors. 
Finally, from the cumulative percentages of variance accounted for, it is seen that the first 
five factors account for 77.60 percent of the variance (table 3), and that the gain achieved 
in going to five factors is marginal. Thus, five factors appear to be reasonable in this 
situation. 

The coefficients of the rotated factor (component) matrix are used to interpret the factors. 
In the rotated factor matrix of table 4, factor 1 has high coefficients for variables v7, v9, 
v11. Therefore, this factor may be labeled as social opinion factor. Likewise, there are 
relatively high correlations among v5, v6, v10. Thus factor 2 may be labeled as 
economics opinion factor. Likewise, there are relatively high correlations among v1, v8, 
v13. Therefore, this factor may be labeled as oneself opinion factor. Similarly, v2, v4 
indicate education opinion factor. Similarly, v3 and v12 may be labeled as cultural 
opinion factor. In table 5, it is seen that only 19 (24.0%) residuals are larger than 0.05, 
indicating an acceptable model fit. 
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From the above discussion, it is justified that people use mobile phone for expressing 
their view in themselves, social issues, economy, education and culture. 

6. Findings 

The findings of the study summarized in appendix (table 6) show that people use mobile 
phone for expressing their view in themselves, their social issues, economic conditions, 
education and culture. The following is a brief discussion of each factor in the order of its 
contribution to the total variance. 

The examination of mobile phone impacts on lifestyle opinions reveals that all three 
variables of oneself factor were highly significant (table 6).People use mobile phone to 
express their view in themselves. It helps people to find reinforcement in their personal 
values (achievement and success, activity and involvement, efficiency and practicality, 
progress, material comfort, individualism, freedom, humanitarianism, youthfulness, and 
fitness and health). They learn many things which help them to improve specify 
themselves. It helps to improve their health by providing health services. 

The investigation of mobile phone impacts on lifestyle opinions reveals that all three 
variables of economic factor were highly significant (table 6). Mobile phone helps to save 
time and money by providing different kinds of information. People need mobile phone, 
for example, to do correct, easy, speedy and efficient calculation. It helps them to collect 
class note, lecture sheet, examination scripts etc. It helps to keep data safe and secured for 
a long time. It helps to save time and money by texting, sending photos, checking email, 
playing games, surfing the web, and much more without moving anywhere. 

The test of mobile phone impacts on lifestyle opinions reveals that all three variables of 
social factor were highly significant (table 6). People need mobile phone to communicate 
with others. Using Smart phone is more than symbols of solvency or prestige. 
Consumer’s opinion is made up from behavior and value of the society where they live. 
Possessions focus the value of the customer. Consumers try to occupy possessions (like 
mobile phone, TV etc.) for differentiating them from other in the society. It helps them to 
maintain relationships, network ties and organizational affiliations. It helps to get virtual 
possessions which help them to persuade their value in society. 

The investigation of mobile phone impacts on lifestyle opinion exposes that both 
variables of education were highly significant (table 6). People need mobile phone to 
express their view of education. People gather knowledge by using mobile phone. It helps 
to enrich their creative and intellectual lives by providing educational programs. Distance 
learning, technology training program for teachers, collaborative internet projects and 
curriculum focused instructional TV program are only a few examples. Decision-making; 
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behavior modeling; problem-solving; value transmission; legitimization; information 
dissemination; substitute schooling etc. social learning are possible by using mobile 
phone. 

The test of mobile phone impacts on lifestyle opinions reveals that both variables of 
culture were highly significant (table 6). People need mobile phone to state their view of 
culture. People need mobile phone for getting intrinsic cultural and aesthetics enjoyment. 
Consumers enjoy cultural function like drama, dance, and song by using mobile phone. 
They learn their cultural value by using mobile phone. They transmit their value to others 
by using mobile phone. 

From the discussion; it is clear that there is a strong relationship between mobile phone & 
people’s lifestyle opinion in themselves, economics, social, education and culture. So, 
there is a strong relationship between mobile phone and people’s lifestyle opinion. 

7. Implication and Conclusion of the Study 

The study establishes the relevance of mobile phone influence on people lifestyle 
opinions. Mobile phones have great impact on lifestyle opinions. Consumers need mobile 
phone for expressing their view in themselves, social issues, education, economics and 
culture. Mobile phones are very much helpful to express their opinions. Managers of 
mobile phone companies are likely to be benefited considerably in targeting and 
positioning the product (mobile phone) on the basis of people’s lifestyle opinions.  The 
study will help to focus on the ongoing changes in lifestyle opinions of the people by 
using mobile phone. 

From the study, it can be concluded that the study will help managers to understand the 
individual’s mobile phone buying behavior by analyzing the details of his/her lifestyle 
opinions. This study will help them take marketing strategy to expand the mobile phone 
selling. Consequently, the study shows that there is a causal effect of the individual’s 
lifestyle opinions in his/her mobile phone buying behavior. Therefore, the study will help 
managers make different strategies for bringing some improvement in mobile phone so 
that it can be facilitated to express the opinion of people. 
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Appendix 

Figure 1. The conceptual model of the impact of mobile phone on 
lifestyle opinions of people. 

 

 

 

 

 

 

 

 

 

Figure 2. Scree plot of some lifestyle (opinion) variables 
related to mobile phone 
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Table 1. Correlation(C) Matrix about some lifestyle (opinions) 
variables related to mobile phone. 

   v1 v2 v3 v4 v5 v6 v7 v8 v9 v10 v11 v12 v13 

C v1 1.000     

  v2 .035 1.000    

  v3 -.097 -.012 1.000   

  v4 .112 .493 -.140 1.000   

  v5 -.163 .101 .153 -.048 1.000   

  v6 -.114 .116 .161 .219 .577 1.000   

  v7 .050 .076 -.058 .104 .059 .020 1.000   

  v8 .605 .047 -.041 .128 .075 .140 .073 1.000   

  v9 -.005 .161 -.037 .000 -.030 -.005 .676 -.037 1.000   

  v10 -.100 -.017 .038 .033 .543 .747 -.098 .098 -.100 1.000   

  v11 .062 .075 -.068 -.054 .112 .001 .695 -.021 .689 -.010 1.000  

  v12 .048 .115 .551 .130 .233 .191 .041 .130 -.031 .124 .037 1.000 

  v13 .634 -.117 -.136 -.082 -.069 -.016 -.067 .545 -.038 -.020 -.074 -.101 1.000

a Determinant = .005 

 

Table 2. KMO and Bartlett's Test of sphericity of some lifestyle (opinions) 
variables related to mobile phone 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .603

Bartlett's Test of Sphericity Approx. Chi-Square 502.881

df 78

Sig. .000
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Table 3. Total Variance Explained of some lifestyle (opinions) 
variables related to mobile phone. 

Compo-
nent 

Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 
Rotation Sums of Squared Loadings

 
Total 

% of 
Variance 

Cumulative 
% 

Total 
% of 

Variance
Cumulative 

% 
Total 

% of 
Variance 

Cumulative 
% 

1 2.510 19.307 19.307 2.510 19.307 19.307 2.400 18.461 18.461 
2 2.434 18.720 38.027 2.434 18.720 38.027 2.299 17.684 36.145 
3 2.214 17.031 55.058 2.214 17.031 55.058 2.210 17.002 53.147 
4 1.504 11.571 66.629 1.504 11.571 66.629 1.592 12.249 65.396 
5 1.426 10.968 77.597 1.426 10.968 77.597 1.586 12.201 77.597 
6 .621 4.778 82.375       
7 .524 4.030 86.405       
8 .424 3.264 89.669       
9 .372 2.859 92.528       
10 .331 2.546 95.074       
11 .234 1.801 96.875       
12 .225 1.731 98.606       
13 .181 1.394 100.000       

Extraction Method: Principal Component Analysis. 

Table 4. Rotated Component Matrix of some lifestyle (opinions) 
variables related to mobile phone (a) 

  

Component 

1 2 3 4 5 
v1 .045 -.162 .874 .084 .012 
v2 .104 .027 -.040 .823 .063 
v3 -.055 .058 -.102 -.132 .878 
v4 -.028 .051 .067 .885 -.045 
v5 .080 .792 -.057 -.033 .171 
v6 -.005 .888 .019 .169 .089 
v7 .883 -.004 .034 .084 .008 
v8 .009 .141 .841 .107 .074 
v9 .880 -.053 -.037 .052 -.031 
v10 -.085 .897 .008 -.026 -.034 
v11 .900 .050 -.006 -.042 -.008 
v12 .024 .139 .066 .159 .863 
v13 -.065 -.017 .844 -.169 -.138 



60 Journal of Business Studies, Vol. XXXVI, No. 1, April 2015 

Extraction Method: Principal Component Analysis.  Rotation Method: 
Varimax with Kaiser Normalization. 

a Rotation converged in 4 iterations. 

Table 5. Reproduced Correlations (RC) of some lifestyle (opinions) 
variables related to mobile phone. 

  v1 v2 v3 v4 v5 v6 v7 v8 v9 v10 v11 v12 v13 

R C v1 .800(b) .035 -.101 .123 -.175 -.112 .077 .723 .020 -.144 .023 .060 .722 

 v2 .035 .695(b) -.053 .721 .015 .167 .161 .064 .133 -.009 .061 .189 -.189

 v3 -.101 -.053 .805(b) -.159 .201 .105 -.056 -.027 -.082 .029 -.047 .737 -.182
 v4 .123 .721 -.159 .793(b) -.003 .193 .052 .154 .018 .027 -.059 .113 -.086

 v5 -.175 .015 .201 -.003 .667(b) .712 .065 .074 .024 .698 .112 .250 -.085
 v6 -.112 .167 .105 .193 .712 .826(b) .007 .166 -.047 .790 .032 .228 -.039

 v7 .077 .161 -.056 .052 .065 .007 .788(b) .045 .780 -.081 .791 .043 -.045
 v8 .723 .064 -.027 .154 .074 .166 .045 .744(b) -.027 .128 .005 .156 .678 
 v9 .020 .133 -.082 .018 .024 -.047 .780 -.027 .782(b) -.124 .788 -.007 -.092
 v10 -.144 -.009 .029 .027 .698 .790 -.081 .128 -.124 .814(b) -.031 .090 .007 

 v11 .023 .061 -.047 -.059 .112 .032 .791 .005 .788 -.031 .815(b) .015 -.057
 v12 .060 .189 .737 .113 .250 .228 .043 .156 -.007 .090 .015 .795(b) -.094

 v13 .722 -.189 -.182 -.086 -.085 -.039 -.045 .678 -.092 .007 -.057 -.094 .764(b)
Residu
al(a) 

v1 
 .000 .004 -.011 .012 -.003 -.026 -.117 -.025 .043 .039 -.012 -.087

 v2 .000  .041 -.229 .086 -.051 -.085 -.017 .028 -.008 .014 -.073 .072 

 v3 .004 .041  .018 -.048 .056 -.002 -.014 .045 .008 -.021 -.186 .046 

 v4 -.011 -.229 .018  -.045 .026 .053 -.026 -.018 .006 .006 .017 .004 

 v5 .012 .086 -.048 -.045  -.135 -.006 .001 -.054 -.155 .000 -.018 .015 

 v6 -.003 -.051 .056 .026 -.135  .012 -.027 .041 -.043 -.030 -.038 .023 
 v7 -.026 -.085 -.002 .053 -.006 .012  .027 -.105 -.016 -.096 -.002 -.022

 v8 -.117 -.017 -.014 -.026 .001 -.027 .027  -.010 -.030 -.026 -.026 -.133

 v9 -.025 .028 .045 -.018 -.054 .041 -.105 -.010  .024 -.098 -.024 .054 
 v10 .043 -.008 .008 .006 -.155 -.043 -.016 -.030 .024  .021 .034 -.027

 v11 .039 .014 -.021 .006 .000 -.030 -.096 -.026 -.098 .021  .022 -.017
 v12 -.012 -.073 -.186 .017 -.018 -.038 -.002 -.026 -.024 .034 .022  -.006
 v13 -.087 .072 .046 .004 .015 .023 -.022 -.133 .054 -.027 -.017 -.006  

Extraction Method: Principal Component Analysis. 

a Residuals are computed between observed and reproduced correlations. There are 19 
(24.0%) nonredundant residuals with absolute values greater than 0.05. 

b Reproduced communalities 
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Table 6: Some lifestyle (opinions) variables, factors loading of variables, 
and % of variance of factors related to mobile phone. 

Brief 
name of 
Factors 

Factors 
interpretation 
(% of variance 

explained) 

Factors 
loading Name of Variables 

F3 
 

oneself 
(17.03) 

.841 V8: Mobile phone helps to find out 
reinforcement for personal value, model of 
behavior, worth.   

.874 V1: Mobile phone helps to achieve self-
development, self-shaping, self-awareness, 
insight oneself, and demeanor.  

.844 V13: Mobile phone helps to provide health 
services.

F2 
 

economics 
(18.72) 

.792 V5: Mobile phone helps to save time & 
money by providing information regarding 
discount, comparison store, brand, product 
or any other.

.888 V6: Mobile phone helps to save time & 
money by contacting people without going 
anywhere in a short time.                        

.897 V10: Mobile phone helps to save time & 
money by texting, sending photos, 
checking email, playing games, surfing the 
web, and much more without moving 
anywhere. 

F1 
 

social 
(19.31) 

.883 V7: Mobile phone helps to communicate 
with others. 

.880 V9: Mobile phone helps to differentiate the 
identity from others in the society.  

.900 V11: Mobile phone helps to get virtual 
possessions influencing social value.  

F4 
 

education 
(11.57) 

.823 V2: Mobile phone helps to watch different 
kinds of educational program. 

.885 V4: Mobile phone helps to gather 
knowledge such as learning distance 
education, new facts, cooking, real fact of 
the society, business, science, medical, 
cultural values etc.

F5 
 

culture 
(10.97) 

.878 V3: Mobile phone helps to get intrinsic 
cultural or aesthetic enjoyment like dance, 
drama, song etc.

.863 V12: The mobile phone itself is a cultural 
artifact that shapes cultural flows. 
 


