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ABSTRACT

This study examined associations between dependency on LINE text messaging and 
the times at which negative emotions occurred in survey participants in LINE group 
chats in two situations—when waiting for a response and when making others wait 
for a response. The main results of correlation analyses of dependency scores and 
times are as follows. While effects were not observed for dependency as a whole, 
strong effects of partial subscales were observed. That is, the higher the score of 
relationship maintenance, which is a subscale of dependency, the shorter the time it 
takes for negative emotions to occur. On the other hand, it was partially suggested 
that the higher the score of excessive use, which is another subscale of dependency, 
the longer the time for negative emotions to occur. This study proposes that it is 
necessary to break down each aspect of LINE text-messaging dependency when 
examining the impact of the dependency on the timing of users generating negative 
emotions in LINE group chats.
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Associations Between Dependency on LINE Text Messaging and Occurrence

INTRODUCTION

People spanning several generations are now using smartphones and other mobile 
devices on a daily basis for communication (Faulkner & Culwin, 2005; Skierkowski 
& Wood, 2012). Currently, the leading smartphone communication tool in Japan is 
the “Chat” text messaging function of the Line mobile app (hereinafter, the function 
and app are collectively referred to as “Line”), which is particularly widely used 
by young people. In 2016, 79.3% of teens and 96.3% of people in their 20s used 
Line (Ministry of Internal Affairs and Communications, 2017). Unlike previous 
generations, which mainly relied on handwritten letters and emails, which are 
tacitly understood as a form of asynchronous communication, text messaging via 
smartphones and other mobile devices requires users to exchange messages—that 
is, to reply—with haste (Kato & Kato, 2015; Kato, Kato, & Chida, 2013).

Line has a function that allows the sender to see whether their message has been 
read by the recipient (i.e., that the recipient has opened the sender’s message in Line); 
conversely, the sender can see that their message has not been read (i.e., that the 
recipient has not opened the sender’s message in Line) when the “Read” notification 
is not displayed (Hoyle, Das, Kapadia, Lee, & Vaniea, 2017). The presence of this 
function, also known as “read receipts,” on Line has given way to the naming of two 
phenomena: “unread/ignored,” which is when a sent message has not been read (or 
has been read via means other than opening Line) and has not been responded to, 
and “left on read,” which is when a sent message has been read, but has not been 
responded to. Line also has various other features, such as group chat—in which 
users can have simultaneous exchanges with multiple group members—and stickers, 
a new type of expressive image that can be sent and received. These features have 
diversified the forms of communication available to users, and are seen as benefits 
of using Line. However, they can also lead to various problems. One example is the 
negative emotions that occur when a user’s message has been read but not responded 
to (Kato, Kato, & Ozawa, 2017). In other words, users have come to feel greater 
pressure to respond immediately after reading a received message than with email 
and other forms of communication (Kato, 2016). Furthermore, group chat-rooms 
result in more instances of unread messages and read messages without responses 
compared to individual exchanges because the application displays only the number 
of views; thus, the sender cannot identify who has read their message and who has 
not (Usuki, Kato, Ozawa, & Kato, 2018). This problem is one factor behind reports 
that using group chats leads to interpersonal conflict and bullying (Schreiber, 2015).

Because Line is a communication tool, its use can invoke in users the various 
emotions associated with interpersonal relationships. In addition, there are gender 
differences; for example, high school girls use communication applications more often 
than high school boys in Japan (Ministry of Internal Affairs and Communications, 



 

 

20 more pages are available in the full version of this

document, which may be purchased using the "Add to Cart"

button on the publisher's webpage: www.igi-

global.com/chapter/associations-between-dependency-on-

line-text-messaging-and-occurrence-of-negative-emotions-in-

line-group-chats/232565

Related Content

Transformation of HR Roles Through People Analytics: A Case Study on

Implementation of SAP Success Factor by Berger Paint Bangladesh
Marufa Mizan (2024). Cases on Social Media and Entrepreneurship (pp. 100-117).

www.irma-international.org/chapter/transformation-of-hr-roles-through-people-analytics/341985

Team Identification, Team Performance and Leader-Member Exchange

Relationships in Virtual Groups: Findings from Massive Multi-Player Online

Role Play Games
Daniel M. Evelethand Alex B. Eveleth (2010). International Journal of Virtual

Communities and Social Networking (pp. 52-66).

www.irma-international.org/article/team-identification-team-performance-leader/43066

Leveraging CIO Power to Enhance the Relationship Between Social

Alignment and IT-Business Strategic Alignment
Jennifer E. Gerow (2018). International Journal of E-Politics (pp. 14-34).

www.irma-international.org/article/leveraging-cio-power-to-enhance-the-relationship-between-

social-alignment-and-it-business-strategic-alignment/219258

Impact of Individual and Organizational Social Capital of Marketing in a

Global Network
Arshi Naim, Asfia Syed, Syeda Meraj Bilfaqihand M. Anandhavalli Muniasamy (2023).

Social Capital in the Age of Online Networking: Genesis, Manifestations, and

Implications  (pp. 1-17).

www.irma-international.org/chapter/impact-of-individual-and-organizational-social-capital-of-

marketing-in-a-global-network/328391

Barriers to Social Media Advocacy: Lessons Learnt From the Project “Tell

Them We Are From Here”
Aifheli Makhwanya (2018). Exploring the Role of Social Media in Transnational

Advocacy (pp. 55-72).

www.irma-international.org/chapter/barriers-to-social-media-advocacy/202304

http://www.igi-global.com/chapter/associations-between-dependency-on-line-text-messaging-and-occurrence-of-negative-emotions-in-line-group-chats/232565
http://www.igi-global.com/chapter/associations-between-dependency-on-line-text-messaging-and-occurrence-of-negative-emotions-in-line-group-chats/232565
http://www.igi-global.com/chapter/associations-between-dependency-on-line-text-messaging-and-occurrence-of-negative-emotions-in-line-group-chats/232565
http://www.igi-global.com/chapter/associations-between-dependency-on-line-text-messaging-and-occurrence-of-negative-emotions-in-line-group-chats/232565
http://www.irma-international.org/chapter/transformation-of-hr-roles-through-people-analytics/341985
http://www.irma-international.org/article/team-identification-team-performance-leader/43066
http://www.irma-international.org/article/leveraging-cio-power-to-enhance-the-relationship-between-social-alignment-and-it-business-strategic-alignment/219258
http://www.irma-international.org/article/leveraging-cio-power-to-enhance-the-relationship-between-social-alignment-and-it-business-strategic-alignment/219258
http://www.irma-international.org/chapter/impact-of-individual-and-organizational-social-capital-of-marketing-in-a-global-network/328391
http://www.irma-international.org/chapter/impact-of-individual-and-organizational-social-capital-of-marketing-in-a-global-network/328391
http://www.irma-international.org/chapter/barriers-to-social-media-advocacy/202304

