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Abstract 

Content provision via mobile technology platforms (such as smart mobile phones and tablet 

computers) raises interesting practical and research challenges for the field of Information 

Systems (IS). Much of the IS literature about mobile content provision is concerned with the 

‘user experience’, with a particular focus on technology. In contrast, there is limited academic 

work looking at the ‘content’ component of the mobile experience. Quite often in information 

system development the content is seen as separate to the system and does not receive as much 

consideration. This study is specifically interested in how providers (such as newspapers, media 

companies and universities) can understand and then tailor content for delivery to users of 

mobile devices in ever-changing life contexts. This study proposes that it is the content that 

users come to the mobile platform to consume and which gives the experience much of its value 

and meaning. It is therefore through the development of appealing content offerings that 

content providers stand their best chance of establishing a competitive advantage on the mobile 

platform. 

In the mobile sphere content providers are observed focusing their efforts upon the 

development of micro information systems (in the form of mobile content offerings) which 

contain everything required by, and of value to the mobile technology user in the moment of 

use. These offerings are modular in nature (self-sufficient, but able to be associated with other 

systems) and geared towards helping users to optimize their quality of life. 

This study puts forward a theoretical framework for mobile content provision which describes 

and supports this modular, content-driven approach. This framework is both descriptive 

(detailing what providers are actually doing in relation to mobile content provision) and 

prescriptive, because the observations are taken further and a set of concepts, constructs and 

principles defined, to inform future IS research and to aid strategic decision-making about 

competitive content offering development and provision on the mobile platform. 

In particular, current IS theoretical frameworks and models, based on utility and user 

satisfaction, are no longer adequate ways for providers, researchers or developers to conceive 

the needs and expectations of mobile information system users. Instead, qualitative evidence 

shows that providers expect people to value and bond with mobile content offerings that help 

them to resolve everyday predicaments and contribute to their quality of life. This study 

therefore proposes the Continuous Quality of Life Optimization Principle as a better way to 

understand the complex, deeply personal, mobile content experience — and the predicament 

and bondability constructs as more effective ways to understand and then tailor content for 

delivery to users of mobile devices in ever-changing life contexts. 
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Glossary 
Term Definition 
App Short for application. 

Blog A shortened version of the term web log. An online journal published in 
discrete entries that appear in reverse chronological order, with the latest 
first.  

Carrier/mobile 
operator 

A telecommunication operator (such as Telstra, Optus or Vodafone) that 
provides telecommunication services such as telephony, wireless or data 
communications access. 

Content 
providers 

The organizations and people associated with selecting, designing, 
developing, marketing, and delivering content offerings. 

Contribution to 
quality of life 

Actual or perceived enhancement of a person’s life and welfare. 

DBCDE Australian Department of Broadband, Communications and the Digital 
Economy. 

Digital artifact An object such as a document, tool, application, image, sound, multimedia 
item, etc., which is made up of electronic data and exists in a virtual 
environment. It may merely be a single element or represent a collection of 
elements: for example a word, a web page or a website. 

Digital Divide, 
The 

The gulf between those who have ready access to current digital technology 
(esp. computers and the internet) and those who do not; (also) social or 
educational inequality resulting from this. [Source: OED] 

Digital 
Economy 

The digital economy is the global network of economic and social activities 
that are enabled by platforms such as the internet, mobile and sensor 
networks. [Source: DBCDE] 

Everyday digital 
artifact 

A commonplace object that has embedded computing capabilities, with 
which people frequently interact in their everyday lives. 

Hyper-local 
news and 
reporting 

Refers to a news service that is oriented towards a well-defined community 
with its primary focus directed toward the concerns of its residents. 

ICT Information and Communication Technology. 

Internet A global system of interconnected computer networks that interchange data 
by packet switching using the standardized Internet Protocol Suite. 

ITIL Information Technology Infrastructure Library: a set of practices for IT 
service management (ITSM) that focuses on aligning IT services with the 
needs of business. 

Knowledge 
Economy 

An economy in which growth is thought to be dependent on the effective 
acquisition, dissemination, and use of information, rather than the 
traditional means of production. [Source: OED] 

Live Throughout this dissertation I italicize the word live when it refers to 
something that is not traditionally thought to have life. This term is often 
used in the online world to describe something that is ever-changing and 
valuable because people are continually working on it, consuming it and 
evolving its meaning. In this sense the life of the thing in question is given to 
it by artificial means. These entities (like websites, web pages, news articles, 
media productions, works of art) are, living (ever-changing) artifacts and 
processes which exist in a living context (ever-changing digital environment). 

Masthead  A section in a newspaper or journal (usually on the editorial page or next to the 
table of contents) giving information relating to the publication, such as the 
owner's name and a list of the editors. [Source: OED] 
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MIA Multipurpose Information Appliance: An IT artifact that (1) has a one-to-one 
binding with the user; (2) offers ubiquitous services and access; (3) provides 
a suite of utilitarian and hedonic functions; and (4) which users tend to carry 
with them most of their waking moments (Hong & Tam 2006). Examples of 
these are: smart phones, iPads, handheld consumer devices with internet 
access (e.g. Sony PlayStation, portable eBook reader, portable movie players) 
and the accompanying suite of accessory services. 

Mobile content 
bonding 

Emotional, physical and/or psychological attachment of the user to a mobile 
content offering. 

Mobile content 
offering 

Discrete, self-contained, standalone, micro information system which offers 
the user a tailored, personal experience within a mobile context.  

Mobile content 
provider 

The individuals and firms engaged in activities to conceive, develop and to 
deliver content to consumers on the mobile platform. 

Mobile content 
provision 

All the activities, process and approaches used to conceive, develop and to 
deliver content to consumers on the mobile platform. (The development and 
delivery of content offerings that have high value for users of mobile devices 
in ever-changing life contexts). 

Mobile internet The mobile internet refers to the use of internet content and internet-
connected applications, or browser-based access to the internet from a 
mobile device. The global, mobile, ubiquitous, computing platform. 

Mobile smart 
phone 

Any of various telephones enhanced with computer technology. A type of 
mobile phone which incorporates the functions of a palmtop computer, 
personal digital assistant, or similar device. [Source: OED] 

OED Oxford English Dictionary. 

Online presence The way an individual or organization is perceived by others on the internet 
– made up of all the content, activities and reputation related to that 
individual. A reflection of engagement - individual and mass market 
engagement, online. 

Paywall A feature on a website which makes certain pages or content accessible only 
to visitors who pay a fee. [Source: OED] 

Predicament An unpleasant, unhealthy, embarrassing or dangerous situation that a person 
finds themselves in, which creates the urge to use available resources (such 
as mobile content offerings) to restore quality of life. Examples: being lost, 
bored, late, short of money, trapped, lonely, homesick, sick, detained, 
trapped, etc. 
The specific situation/circumstance that the user finds themselves in, for 
which the mobile content offers a solution. 
Predicament situations are those circumstances that if not dealt with or 
escaped will cause a loss of quality of life. 

Predicament 
Vignette 

A brief, evocative description of the problematic usage conditions and 
circumstances of the user in the important moments of use. 

Quality of life Quality of life is defined as a subjective assessment of an affective component 
of happiness and a cognitive component of satisfaction (Rice et al. 1985). 
Happiness is an affective concept reflecting a state of mind associated with 
feelings of joy, serenity, and affection (Sirgy 2002). Satisfaction involves 
cognition by requiring an individual to evaluate one’s life conditions and 
accomplishments against what one thought to be an appropriate standard or 
goal (Diener et al. 1985). Usually concerned with the living standards, welfare 
and well-being of a person. Often indicated by Having (material and 
impersonal needs: such as health, economic resources, environmental and 
working conditions); Loving (social needs: such as relationships to other 
people: such as family and friendships); Being (needs for personal growth, in 
relation to society and nature: such as political and leisure activities, 
meaningful working life). [Source: Allardt 1990] 
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Quality of life 
narrative 

The story that providers tell to describe the important aspects of the mobile 
content offering. 

RIM Research In Motion. The company that owns BlackBerry product lines. 

Service provider A participant in the mobile value chain who sells services. For example an 
internet service provider (ISP) who provides hosting services and support for 
websites and databases, etc.  

Tablet PC A computer in the form of a flat tablet; especially one that accepts input 
through a stylus or a fingertip. [Source: OED] 

Ubiquitous 
computing era 

A time when the individual continually interacts with many computers 
(including those embedded invisibly in the environment around them) in 
their everyday lives. First mooted by Mark Weiser at Xerox PARC in 1993. 

Ubiquitous 
mobile 
computing 
platform 

The internet, accessed by readily available, pervasive computing devices 
(including desktop systems, mobile phones, multipurpose information 
appliances) allowing access to widespread, multifarious, simultaneous 
content, interactions and experiences. 

Web An information space in which the items of interest, referred to as resources, 
are identified by global identifiers called Uniform Resource Identifiers (URI). 
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Chapter 1 Introduction 
1.1 Problem statement 

Content provision via mobile technology platforms (such as smart mobile phones and tablet 

computers) raises interesting practical and research challenges for the field of Information 

Systems. There is an extensive body of work discussing mobile information systems (which are 

used in a variety of contexts and for multifarious reasons) and how they differ from traditional 

information systems (Kim & Han 2009, Sullivan et al. 2008, Khosrowpour 2008, Wu et al. 

2007, Srirama et al. 2006, Hill & Roldan 2005, Paay & Kjeldskov 2004, Middleton 2003, Olla & 

Patel 2002, Han et al. 2008, Lim 2001, Lyytinen & Yoo 2002b, Lyytinen & Yoo 2002a, Ngai & 

Gunasekaran 2007, Zhang & Liu 2011, Sullivan et al. 2009, Yang & Yoo 2004, Basole 2007, Bohl 

et al. 2007, Francis 1997, Gummerus & Pihlström 2011, Jahanshahi et al. 2011, Kim et al. 2008, 

Kim & Hwang 2010, Mansour & Ghazawneh 2009, Obrist et al. 2010, Sarker & Wells 2003). 

Much of this discussion is concerned with the user-experience and has a particular focus on 

technology. In contrast, there is limited academic work looking at the content component of the 

mobile experience. Quite often in IS development the content is seen as separate to the system 

and does not receive as much consideration. This study is specifically interested in how 

providers (such as newspapers, media companies and universities) can understand and then 

tailor content for delivery to users of mobile devices in ever-changing life contexts. This study 

proposes that it is the content that users come to the mobile platform to consume and which 

gives the experience much of its value and meaning. It is therefore through the development of 

appealing content offerings that content providers stand their best chance of establishing a 

competitive advantage on the mobile platform. 

In the mobile sphere mobile content providers are seen to be focusing their efforts upon the 

development of micro information systems (in the form of mobile content offerings) which 

contain everything required by, and of value to, the mobile technology user in the moment of 

use. These offerings are modular in nature (self-sufficient, but able to be associated with other 

systems) and geared towards helping users to optimize their quality of life. This modular 

approach to information system development moves towards the specific and away from the 

generalist or standardizing traditions in the field of Information Systems. The focus is at the 

molecular rather than the global level. The global information systems of the future may be 

made up of modules such as these, rather than as the single monolithic entities they are today 

and frameworks will be needed to understand how organizations may conceive and build their 

parts in this broader information environment, sometimes referred to as the Digital or 

Knowledge Economy. 

This study proposes a theoretical framework for mobile content provision which describes and 

supports this modular, context-driven approach. This framework is both descriptive (detailing 
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what providers are actually doing in relation to mobile content provision) and prescriptive, 

because observations are taken further to define a set of concepts, constructs and principles to 

inform IS future research and to aid strategic decision-making about content offering 

development and provision on the mobile platform. 

In particular it is suggested that current IS theoretical frameworks and models, based on utility 

and user satisfaction, are no longer adequate ways for providers, researchers or developers to 

conceive the needs and expectations of mobile information system-users. Instead, qualitative 

evidence shows that providers expect people to value and bond with mobile content offerings 

that help them to resolve everyday predicaments and contribute to their quality of life. This 

study therefore puts forward the Continuous Quality of Life Optimization Principle as a better 

way to understand the complex, deeply personal, mobile content experience — and the 

predicament and bondability constructs as more effective ways to understand and then tailor 

content for delivery to users of mobile devices in ever-changing life contexts. 

For the purpose of this study mobile content is broadly and inclusively defined to denote the 

information, multimedia, applications, functionalities, meanings and experiences available on 

the ubiquitous, mobile computing platform. 

Mobile content provision describes all the activities, processes and approaches employed by an 

organization to initiate, design, develop and then deliver content to consumers on the mobile 

platform. This study looks at both commercial and non-commercial outcomes. Examples of 

mobile content provision (explored in this study) are:  

• A large public broadcasting corporation creating a mobile election application to assist 

voters view live election results for specific electorates, during federal elections. 

• A large global news company creating an iNewspaper and a paywall so that richer news 

content can be paid for and accessed via the iPad. 

• Academics in a large university building mobile learning experiences so their students 

may have additional and enhanced opportunities to engage with a study topic. 

At this early stage, in a volatile competitive environment, it is important to know what people 

think in order to develop theories and practices that will help them to navigate towards 

successful outcomes. My study looks into provider organizations and searches for the big 

concepts that make sense and give direction in this era of significant change. 
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1.1.1 Research question 

For the preceding reasons the research question in this study is: 

How can content providers understand and then tailor content for delivery to 
users of mobile devices, in ever-changing life contexts? 

By exploring this question, this research contributes to the formulation of competitive mobile 

content strategy in provider organizations and highlights the supportive modes of thinking and 

operating which enable content development and delivery by disparate working groups, within 

complex industry sectors. 

1.2 Aim and scope of the study 

The aim of this study is to identify and develop fruitful concepts, constructs and principles to aid 

mobile content provisioning. 

A theoretical framework, based upon the Continuous Quality of Life Optimization Principle, is 

used to explore the main concepts and approaches to mobile content development and 

provision. The proposed decision matrix will also enhance decision-making, communication 

and collaboration in the competitive mobile content provision space. 

This study looks inside the provider organization at the way key parties conceptualize the 

content requirements of the mobile user as they make decisions and perform development 

activities. The following five types of roles have been isolated, and identified as having the most 

impact upon the nature, specification and quality of the mobile content offering. These are: 

• Executive 

• Management 

• Technical 

• Design 

• Content 

People in these roles make decisions about what content a mobile user is offered. Mobile content 

provision involves collaboration between these parties and many others – inside and outside the 

organization. At the core of any collaboration is a set of shared visions. This study explores the 

ideas (concepts) people in these roles have in relation to the mobile content offering, user and 

market. There is a sense of anticipation in the world and within these organizations. For many 

people, a mobile, digitally-mediated existence that transcends real world limitations and allows 

them to be present and involved in many virtual ways is often difficult to comprehend. At the 

time of this study, standards, regulations, technologies and industry partnerships in the mobile 

sector were all in a state of flux. Within provider companies, knowledge and experience of the 

mobile platform was also limited. People in provider organizations were questioning 
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contemporary approaches (2007, Doll & Deng 2007, Kirsch & Cummings 1996, Lapointe & 

Rivard 2005, Livingston 2009, Lyytinen & Rose 2003); changing their organizations (Akram & 

Åkesson 2011, Arraj 2010, Basole 2007, Leavitt 1964, Lyytinen & Newman 2008, Quitney 

Anderson 2010, Wynn et al. 2003); and experimenting with the way they do things (Hovorka & 

Germonprez 2011, Kirsch & Cummings 1996, Lapointe & Rivard 2005, Lee & Xia 2005, 

Neumann & Fink 2007, Rohde & Sundaram 2011, Zack 1993). Through interview, discussion, 

observation, and interpretation a snapshot is provided of the way key parties within the highly 

affected industries conceive mobile user needs, expectations and contexts. 

1.2.1 Why is this topic important? 

Mobile content provision is considered a central activity for sustained competitive advantage in 

the Digital Economy (Digital Economy and Convergence Branch. 2009, Feldmann 2002, 

Gartner Research 2012, Goggin & Spurgeon 2007, Johnson et al. 2011, Meeker & Murphy 2011, 

Quinn & Quinn-Allan 2012, Quitney Anderson 2010). For many providers it is seen as an area of 

tremendous commercial growth and opportunity. Moving a business onto the mobile internet 

involves new ways of understanding and interacting with audiences, customers and markets 

(Goggin & Spurgeon 2007, Horrigan 2008, Ghezzi et al. 2009, Meeker 2009, Helgason et al. 

2010, Goggin 2011, Meeker & Murphy 2011). Content providers are changing their approaches 

as they make the transition onto the mobile platform. For example, in the higher education 

sector in Australia, universities are moving away from the traditional ideal of campus-based 

education toward user-pays and other commercialization strategies as they move towards the 

Knowledge Economy (Australian Government 2009). At the same time, the media industry is 

experiencing the rise of citizen journalism (Quinn & Quinn-Allan 2012) and the fragmentation 

of traditional media audiences. Content providers in industries such as these are changing their 

organizations to support successful mobile content provision in terms of skill; arrangement of 

resources; funding and revenue models; and business practices (Lyytinen & Newman 2008, 

Livingston 2009, Mansour & Ghazawneh 2009, Arraj 2010, Quitney Anderson 2010). 

In this type of dynamic and rapidly changing environment, theoretical frameworks are needed 

to help focus research thinking and effort, and to provide instruments to test and improve 

offerings in the marketplace. 

This study brings together the following areas of IS research, in relation to mobile content 

provision — IS theories of utility; contribution to quality of life; user satisfaction; user 

experience; and user and market engagement. Current theory in these areas needs to be fine-

tuned to be useful in the nascent mobile, ubiquitous computing era (see the literature review 

in  Chapter 3). This study also raises questions about the broader, fundamental change in 

approaches to information system development whereby the information system of the future 

may be more modular than singular in nature. 
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1.3 Background of the study 

Considerable advances have been made in the realm of mobile content provisioning in the last 

few years in an attempt to understand the nature of the platform and the impact it has on the 

mobile user and business (Jahanshahi et al. 2011, Lim 2001, Ngai & Gunasekaran 2007, Porter 

1998, Zhang & Liu 2011). This is evident from the large number of mobile content provision 

related theories, applications, tools and technologies that are described in the literature. These 

studies place a large focus on the importance of the end-user experience as a key determinant of 

competitive and commercial success in the mobile sphere (see the user satisfaction and market 

engagement sections in the literature review, in  Chapter 3). 

The mobile internet is a network market (Kimiloglu et al. 2011, Smyth et al. 2010, Helgason et al. 

2010, Ghezzi et al. 2009, Feldmann 2002). It experiences strong network effects. In business terms a 

network effect is the effect that one consumer of a good or service has on the value of that product to 

other consumers. Shapiro and Varian argue that when the network effect is present, the value of a 

product or service is dependent on the number of others using it (Shapiro & Varian 1999b, Rogers 

1995). The Google search engine is built upon this principle; in-as-far as it presents findings based 

upon content popularity. And when people go to a mobile application store, the applications have star 

ratings based upon popularity. Hence the two main ways (besides direct marketing and peer-to-peer 

recommendations via social networks) that people discover and evaluate content on the mobile 

platform exploit the presence of the network effect. 

“Economists say that a good is an experienced good, if consumers must experience it to value 

it... But information is an experienced good every time it’s consumed” (Shapiro & Varian 1999b 

p. 13). Mobile content is a good which must be experienced, in order to be valued. How do you 

know whether today’s news on your iNewspaper is worth $8 per month, until you’ve read it? 

Answer: you don’t. Thus, in the network market of the mobile internet, user satisfaction (based 

upon experiencing the mobile content good) is a determinant of success. 

“Network markets tend to tip towards the leading player, unless the other players coordinate to 

act quickly and decisively” (Shapiro & Varian 1999a p. 10). The mobile internet is susceptible to 

this network tipping effect due to the limitations of the device (to allow users to find their own 

pathways to content offerings), which creates a heavy reliance among users on recommendation 

and referral. There is also limited capacity within the content offering itself (due to the demands 

of the usage situation and the attention and tolerance levels of the user) for providers to hard-

code pathways leading traffic back towards their other offerings. Hence providers are, at 

present, forced to place their offerings in the large application stores where users will find them 

and where the distributors require inter-content branding and navigation to point back to the 

store or to their commercial partners, rather than to the application developer or content owner. 

Hence, the tipping effect is currently working in the favor of the telecommunications 
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carrier/operator (such as Telstra or Optus, in Australia) and the big distribution companies (like 

Apple, Amazon, Google and Microsoft) rather than the content provider. 

...in relation to mobile content, like content makers in Europe, we are starting to feel 

like the brand that we want to promote is the AusMedia brand... rather than a 

carrier’s brand. Participant in the AusMedia case study. 

Apple controls the subscriptions. And Apple won’t give out data – so they own our 

subscribers which is a difficult situation to be in, because it really limits your ability to 

know who they are and what they want. And I know that [our chief executive officer], 

at the highest levels, is negotiating with... the Apple folk to try and relax that (as are 

most other news organizations around the world) because it doesn't seem fair that 

they’re controlling our customers. Participant in the GlobalNews case study. 

As a network market, the mobile internet forms a significant part of the digital economy. In his 

book about the digital economy, Donald Tapscott (1996) introduces the notion of “prosumption” 

in which he recognizes that the distinction between producers and customers is beginning to 

overlap because every consumer on the information highway is now also a producer of 

information (by sharing their personal information and creating a digital trace of their 

interactions with content). It is hard for mobile content providers to find a clear distinction 

between what they have to offer, and who they are offering their content too. The mobile 

technology industry is in a state of flux. The mobile content value-chains (Ghezzi et al. 2009) in 

which providers participate to develop and deliver their offerings are immature, unstable and 

poorly defined (Kimiloglu et al. 2011, Helgason et al. 2010, Ghezzi et al. 2009, Porter 1998). 

Provider firms struggle to find their place and to compete in this volatile environment. As a 

result, an aggressive standards war is underway in the area of mobile content provisioning 

which is creating considerable pressure on organizations such as universities, newspapers, 

media, and broadcast companies to stake their claim in the digital era. 

My study offers providers (wherever they are in the value chain) a way to conceptualize their 

mobile content offerings in order to ensure that they are valuable to the user-in-context. Other 

studies have looked at the mobile content offering; the mobile user; the mobile context; and the 

mobile device; separately. It is by combining all four (user-context-content-device) – through 

the Continuous Quality of Life Optimization Principle — that my research offers a unique 

contribution and a constructive way forward in a highly competitive space of mobile content 

provisioning — research and practice. 

 

 



Competitive Mobile Content Provision | Chapter 1 : Introduction | Page 7 

 

1.4 Summary of the key findings and arguments of the study 

The outcome of this research is as follows: 

• Development of a mobile content provision decision framework and matrix 

Concepts emerged from the integration of a number of theoretical perspectives and views on 

mobile content provision. These ideas, combined with an in-depth analysis, form the basis to 

develop theory and a model to explain the way people in large provider organizations 

conceptualize their content offerings. 

• Central findings with respect to mobile content provision 

A hermeneutic analysis of empirical data from three case organizations provides the following 

explanation of how content providers can understand and then tailor content for 

delivery to users of mobile devices, in ever-changing life contexts: 

• Content providers shape their mobile content offerings into discrete, standalone 

modules — micro information systems — which may be associated with other systems. 

• Content providers tend to have two main modes of conceptualizing their mobile content 

offerings: a Predicament Mode and a Bond Mode. 

• In the Predicament Mode mobile content providers tend to think about existing and 

potential mobile content offerings as ways of fixing/solving consumer predicaments. 

This approach was adopted in the majority of cases and constitutes the foremost 

competitive strategy for providers on the mobile platform. The view of the user-in-a-

predicament was seen as an essential part of mobile content design and development. 

• In the Bond Mode mobile content providers tend to think about creating a tie between 

their mobile content offering and the market. Establishing such a bond is seen to be the 

optimum competitive strategy on the mobile platform, so the bondability of offerings is 

critically important. 

• Occasionally providers switch between these modes, particularly when they see an 

opportunity to transform a predicament-based mobile content offering into something 

that is more of a bond experience. 

• The link between these two modes of content conceptualization is the underlying 

awareness that the mobile platform connects providers with consumers in critical 

moments as they attempt to optimize their quality of life. Mobile content offerings are 

therefore designed and evaluated on the basis of their potential contribution to quality 

of life. This notion is captured in the Continuous Quality of Life Optimization Principle. 
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• User satisfaction is no longer an adequate way to describe and understand the intense, 

holistic and instantaneous way that people consume and engage with mobile content 

offerings. 

Based on hermeneutic analysis of the findings in this study, four arguments are framed with 

respect to mobile content provision: 

1. Contribution to quality of life: Providers expect consumers to value and engage 

(bond) with mobile content offerings that help them to resolve everyday predicaments 

and optimize their quality of life. 

2. Predicament: The user predicament is essential to the mobile content offering (not 

the other way around) in-as-far as the content offering has no meaning to the mobile 

user, unless it is in relation to their immediate or imminent predicament. 

3. Bondability: On the mobile platform, where consumption is optional; rejection highly 

likely; and where users have access to ubiquitous, often free, alternatives (content 

offerings and providers) — bondability is a vital attribute for mobile content offerings. 

4. Micro information system: Mobile content offerings are micro information systems 

in-as-far as they stand alone and contain all the coding, graphic interfaces, content and 

experiences of value to and needed by the user in the moment of use. 

1.5 Propositions for mobile content bonding 

In relation to mobile content bonding, this study proposes that: 

1. The greater the contribution to the consumer’s quality of life, the higher the value the 

consumer will place upon the mobile content offering. 

2. In some cases, the greater the contribution to the consumer’s quality of life, the stronger the 

bond (emotional, psychological and/or physical attachment) to that content offering. 

3. People will place a high value upon, and may bond with content offerings that allow them to 

resolve their everyday predicaments and to significantly optimize their quality of life. 

4. A bond between consumers and a mobile content offering is a source of competitive 

advantage because such a bond is less prone to breaking (people do not easily sever 

strong ties), making this type of offering much harder to copy or compete with. 

1.6 Introduction to the proposed Mobile Content Provision 
Decision Matrix 

To illustrate the above theory, arguments and modalities — concepts of successful mobile 

content offerings are organized in relation to their potential contribution to quality of life.  

It is proposed that providers expect consumers to value and bond with mobile content offerings 

that help them to resolve everyday predicaments and optimize their quality of life. 
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Hence, bondability (low to high) and predicament (tailored to suit a particular predicament 

situation or not) become the key concerns for providers, which influence their approaches and 

modes of thinking in relation to mobile content provision. These aspects are shown in Figure 1, 

below. 

Figure 1: The Proposed Mobile Content Provision Decision Matrix 

 

1.6.1 Description of the zones in the Decision Matrix 

The above matrix shows four zones for successful mobile content offerings. These are: 

Table 1: Description of the zones in the Decision Matrix 

Zone Type of mobile content offering (CO) 

Zone I 
Gold class offerings 

Highest potential contribution to quality of life. These mobile 
content offerings resolve predicaments and have high potential 
bondability. 

Zone II 
Silver class offerings 

High potential contribution to quality of life. These mobile content 
offerings have high potential bondability, but do not target a 
predicament. 

Zone III 
Bronze class offerings 

Moderate potential contribution to quality of life. These mobile 
content offerings resolve predicaments, but have low potential 
bondability. 

Zone IV 
Duds 

Low to no potential contribution to quality of life. These mobile 
content offerings have low to no potential bondability and do not 
target a predicament, so they are not worth pursuing. 

1.6.2 Potential contribution to quality of life 

In this study a mobile content offering is said to be appealing if it has the potential to contribute 

to a person’s quality of life. According to Choi (2007 p. 600) a contribution to quality of life is 

defined as “the fulfilment of one’s needs, goals and wishes in everyday circumstances, while 

performing everyday activities and events.” The Mobile Content Provision Decision Matrix 
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allows providers to classify prospective and existing mobile content offerings according to this 

potential. The core argument here is that providers must build value for the consumer into their 

mobile content offerings, in order to create something of value for themselves – such as profit, 

traffic, engagement, online presence, user satisfaction, brand, and so on. 

1.6.3 Bond and predicament 

The more pertinent (relevant, useful, tailored) a content offering is to the individual user's 

situation, the greater the value (perceived contribution to quality of life) that a user will place 

upon it. Also, the more difficult the situation (predicament) people find themselves in, the 

greater the urge to use available resources to restore quality of life. Hence, users will tend to 

focus upon resolving their predicaments first, before accessing other content. User tolerance 

levels will contract, the more extreme the predicament. In the absence of a predicament, content 

offerings designed to augment quality of life in the moment of use will be more attractive than 

others. Mobile content users will bond with or reject content offerings to the degree that they are 

tailored within these parameters. 

Value is placed upon the mobile content offering, by the user, at the moment of exchange/use. 

This evaluation is personal, instantaneous and encompasses the entire ubiquitous, mobile 

computing experience (Sullivan et al. 2009). Hence, unless content providers build enough 

personal value into the experience, people are not likely to bond with it therefore, they risk 

alienation of the prospective market. 

People bond to things which elicit an emotional or psychological response. The choice to use 

mobile technology will be based on such things as availability, urgency, convenience, cost and 

other personal (highly specific) and sometimes irrational factors. Researchers observe many 

behaviors in users related to mobile content which can only be attributed to an irrational 

emotional or psychological attachment (Bianchi & Phillips 2005, Middleton 2007, Park 2005, 

Sullivan et al. 2008). In some cases these attachments are so intense, they have been described 

as addictions (Park 2005). From a content provider point-of-view, it is useful to understand that 

the stronger the attachment (bond) of the user to the content, the higher their tolerance levels. 

The reason why the matrix does not have a ‘no bond’ quadrant is because, without a bond a 

provider cannot expect to keep their consumer and therefore their competitive advantage. 

Hence, it does not seem practical for providers to focus their energies upon offerings with which 

consumers have no bond. 

Further details of this model and associated competitive mobile content provision strategies are 

given in  Chapter 5. 
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1.7 Thesis outline and process 

This section describes the logical structure of the thesis and also reflects on the process followed 

to develop the proposed theoretical framework and mobile content offering decision matrix.  

Figure 2 represents the thesis structure. 

Figure 2: Thesis structure 

 

1.8 Summary of chapters 

 Chapter 1 provides the context and background of the study within the larger realm of 

information system development and mobile content provisioning. It highlights key issues in 

relation to content provision and explains the rationale for developing a theoretical framework, 

and a decision matrix based upon contribution to quality of life, to help researchers understand 

and providers participate in a highly competitive and rapidly changing realm of 

engagement.  Chapter 2 gives an overview of mobile content provision, explaining what it is; who 

is involved; and how they tend to work together in a complex and fragmented industry.  
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The importance of thinking modes and conceptual approaches which are able to bring together a 

diverse range of participants is emphasized here.  Chapter 3 reviews extant literature on mobile 

content provision, highlighting the relationships between: mobile content experience and 

contribution to quality of life — especially in terms of user satisfaction and market engagement. 

It also describes how many existing theories in these areas, which inform and shape information 

system research, tend to be utility-oriented – which may not be appropriate in an era when a 

more holistic understanding of the user-in-context is required.  Chapter 4 argues the case for 

following a qualitative, dialectic, hermeneutic research design.  Chapter 5 gives an in-depth 

description of the proposed framework and decision matrix for mobile content 

provision.  Chapter 6 to  Chapter 8 introduce three case study organizations and thirty-four 

mobile content offering cases to illustrate the Continuous Quality of Life Optimization Principle 

and reveal the Predicament and Bond Modes at work in provider organizations. Three detailed 

case reports are presented in each of these chapters.  Chapter 9 is a cross-case analysis that 

compares the findings and presents central arguments based on an in-depth analysis of all the 

case data. This chapter also discusses the implications of these findings for the field of 

information systems and future IS development.  Chapter 10 describes the contributions and 

significance of this research, the generalizability of the results and addresses the limitations and 

opportunities for further research. 
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Chapter 2 Mobile Content Provision 
2.1 Introduction 

The digital economy is the global network of economic and social activities that are enabled 

by platforms such as the internet, mobile and sensor networks. A successful digital economy 

is essential for Australia's economic growth and our ability to maintain our international 

standing. It offers new opportunities for businesses to a larger, potentially global audience 

and for individuals to connect and collaborate. Australian Government, Department of 

Broadband, Communications and the Digital Economy. 

The rise of the mobile platform during the past 10 years since the release of the first smart 

phones (RIM Blackberry) has been phenomenal. This platform is changing society and opening 

up a realm of engagement that is transforming our daily existence (Quitney Anderson 2010, 

Horrigan 2008). The impact of mobile technology on the business world is widely researched. 

The potential for profit, richer engagement with audiences and users, and sustainable 

competitive advantage is most attractive to businesses, large and small. However, as 

organizations move towards the ubiquitous mobile computing platform there is relatively little 

understanding of how they may tailor content for delivery to ubiquitous technologies, 

particularly mobile phones, which users employ in a variety of contexts and for multifarious 

reasons. When providers move their businesses onto the mobile platform, they enter a global 

marketplace where users have access to ubiquitous content offerings. In this environment 

provider success depends upon an ability to create differentiated products and services that 

accurately meet the needs of a specific market segment better than anyone else. The value a 

mobile device user places upon content will vary depending on the particular time, physical 

location of the user, and possibly a wide range of individual specific factors, so effective target 

marketing practices must reflect this ever-changing usage context. By studying the mobile 

content tailoring and target marketing practices of three organizations from three different 

industries, (commercial and non-commercial) a set of fundamental concepts have been 

identified which can be used by providers to define their mobile content tailoring and marketing 

strategies in order to increase market share and obtain enduring competitive advantage in the 

ubiquitous mobile computing era. 

2.2 What is mobile content provision? 

Mobile content provision describes all the activities, processes and approaches employed by an 

organization to initiate, develop and to deliver content to consumers on the mobile platform.  

In the mobile computing era, content provision involves an ensemble of participants including: 

device manufacturers, operating systems and middleware vendors, infrastructure and network 

operators, service providers, and other content providers (Tilson & Lyytinen 2006). For the 
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purpose of this study All participants in the content development process are considered broadly 

as ‘content providers’. Some content providers are close, in the development and delivery 

process, to the end-user (for example Rovio — the entertainment media company that is 

responsible for the “Angry Birds” mobile phone game — is closer to the end-user than their 

business partner Futuremark Games Studio, who supply some of the coding for their products). 

However, regardless of where they are in this process — in this complex service development 

and delivery environment — most providers have limited (in most cases no) individual control 

over the user experience. While some of the problems of disintegration and discontinuity that 

arise in such a complex operation may be overcome by industry standardization and regulation 

(Tilson & Lyytinen 2006), a new view of user expectations and behavior will assist content 

providers (all participants) to provide a more satisfying experience for users. 

As broadband networks become the infrastructure for the 21st century (Middleton 2010) and 

government bodies, corporations and the citizens of the world move their funds onto the 

platform, the commercial imperative for providers grows. Many providers are entering the 

internet to do business for the first time (Watson et al. 2002, Maitland et al. 2002, Zerdick et al. 

2000). From the content provider’s perspective, the decision to deliver content to the mobile 

platform requires consideration of the following type of issues:  

• Should this content be delivered to mobile platform? If yes, then what form should it 

take and how should it be delivered? If not, then why not? 

• How do we make money from this content? What type of contract or fee arrangement 

should we set up with the user? 

• Should the content be exclusively delivered to mobile devices, and why? 

• What is the advantage for the user, if the content is also available elsewhere? 

• If the content is available on other platforms, which part should be delivered to mobile 

devices, and why? 

• What aspects of the content offering need to be tailored? The nature, structure, or tone 

of content? The user interface? Connection with other content, discreteness, packaging? 

Under what circumstances should the content be flexible and when should it be fixed? 

And so on.  

• What will users expect of the content? 

• What will users need, given their circumstances? 

• How will users interact with the content? 

• How do we identify large groups of users to target? 

• What sort of take-up might we anticipate for this type of content? 

• Can the same content be tailored to be delivered to different user groups? 

• Is mobile a pathway into a broader source of content and engagement e.g. the internet, 

previously disenfranchised users (remote, isolated, ill, poor, young, and old users)? 
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2.3 Devices, applications and services 

There are a multitude of devices available to access content on the mobile platform, starting with the 

desktop PC (which is not mobile itself, but is still a principal way that people access content when they 

do not have their mobile phone or other portable devices handy). Portable computers, net-books and a 

growing number of consumer devices with special purpose systems and hardware configurations (for 

example global positioning, set-top TV, iPods, heart rate monitors, and so on). The device of interest in 

this study, however, is the mobile Multipurpose Information Appliance (MIA). An MIA is an IT artifact 

that (1) has a one-to-one binding with the user; (2) offers ubiquitous services and access; (3) provides a 

suite of utilitarian and hedonic functions; and (4) which users tend to carry with them most of their 

waking moments (Hong & Tam 2006). Examples of these are: smart phones, iPads, handheld consumer 

devices with internet access (e.g. Sony PlayStation, portable eBook reader, portable movie players) and 

the accompanying suite of accessory services. Throughout the rest of this dissertation these devices will 

be referred to as mobiles, phones, smartphones or iPads. During the interviews, these are the terms that 

study participants tended to use when they also refer to these devices. Given that mobile devices are 

tipped to overtake the desktop PC as the principal way that content will be accessed internet (Meeker & 

Murphy 2011), This study suggests that ALL content placed on this platform, will become MOBILE 

CONTENT and must therefore be tailored for access by mobile devices. 

2.4 The mobile content offering — micro information system 

Content is often seen as separate to or produced by information systems. Hence, there are not 

many studies that isolate this aspect of the information system. However, in the ubiquitous 

mobile computing era the distinction between content and information system is increasingly 

unclear. Indeed, mobile content offerings are often produced and augmented by complex 

interactions between multiple providers, systems and infrastructures. The mobile content 

domain is described as “a heterogeneous and fragmented digital ecosystem” (Feijoo et al. 2008, 

p. 1). User experience of content in this domain is paramount, because mobile content 

consumption is essentially optional (Sullivan et al. 2009). Feijoo argues that “mobile content 

success will require a very segmented approach to users characteristics and circumstances, a 

continuous process of interaction and learning, and that this success, although supported by the 

deployment of adequate infrastructures, depends largely on factors well beyond them.” (Feijoo 

et al. 2008, p. 1). Thus, providers and researchers of mobile content operate in context that is 

very different to the traditional context where the information system was seen as a singular 

entity or process. Nonetheless, a workable definition of content and information systems is 

required which allows these parties to isolate the phenomenon upon which to concentrate their 

efforts. With this in mind, mobile content may be conceived as a module within the Feijoo 

digital ecosystem. As a module, the mobile content offering will be both self-contained and able 

to associate with other modules. And being self-contained, the mobile content offering will act 

as – a micro information system – incorporating all the coding, graphic interfaces, content 
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and experiences previously seen as separate. Hence, in this study, mobile content is the 

information system. 

As explained earlier, mobile content is therefore defined to denote the information, multimedia, 

applications, functionality, services, meanings, and experiences that are available on the 

ubiquitous mobile computing platform. In this sense iPad applications such as the iNewspaper 

(described in detail later in this dissertation) and other mobile apps are referred to as content, 

in-as-far as it is impossible and undesirable for customers to see a distinction between the 

application and the content that it contains. Indeed, throughout this study a detrimental 

separation of content, presentation and technology, was seen to be the cause of most user-

experience and development problems. 

2.5 Mobile content design and delivery 

This study initially set out to examine the way content providers select, design and deliver 

content to the mobile platform. It seemed that this would be challenging for providers, now that 

audiences are on the move. It was expected to find deliberate content development processes, 

based upon industry best-practice and clear organizational structures within which the key 

players performed their roles. A pilot study revealed immediately that these assumptions, along 

with a number of others, were not consistent with reality. It was for this reason that the 

hermeneutic analysis approach was adopted in the project and used to gradually uncover what 

now appear to be fundamental changes in the information system development paradigm. In-

as-far as mobile content offerings are self-contained, micro information systems: one perceives 

a move towards creative and involved, rather than methodical group decision-making and 

design, and a growing realization that, at least on this micro level, there can no longer be a 

useful separation between content, technology and experience. 

Successful design and delivery approaches to the mobile platform are therefore likely to depend 

upon the content being tailored to satisfy individual circumstances and quality of life 

expectations at the moment of use. Mobile content providers should therefore tailor their 

content into discrete ‘content offerings’ which can be directed at a number of distinct segments 

based upon common user experiences, predicaments and quality of life values. 

2.6 ‘Consumers’ instead of ‘users’ 

Given the competitive and commercial nature of the many of the content and the provider 

examples, the term ‘consumer’ is used interchangeably with ‘user’ to describe the individual for 

whom the mobile content offering is intended. 
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2.7 Who are the providers? 

In the very broad sense of the word, the term ‘provider’ originates in the telecommunications 

industry where any party providing non-core services (beyond standard voice and fax 

transmissions) is classed as a ‘value-added service’ (VAS) and named ‘content provider’. In this 

study the term is occasionally used to describe organizations. It is also more frequently used to 

describe the key stakeholders associated with selecting, designing, developing, marketing, and 

delivering content offerings within the large case study organizations. 



Competitive Mobile Content Provision | Chapter 3: Literature Review | Page 18 

 

Chapter 3 Literature Review 
3.1 Introduction 

At this time, a great deal of research is going on into how content should be developed for the 

mobile platform. Mobile content is often described as “creative or processed” (Maghiros et al. 

2007) and typically seen as something that can be “re-purposed” (W3C 2011a) from existing 

developments for delivery to the mobile platform. This type of ‘re-purposing’ is conceived to be 

an iterative, solution-oriented, tailoring process which is focused upon delivering affordances to 

users, on the move (W3C 2011a, Kimiloglu et al. 2011, Gummerus & Pihlström 2011, Andreasson 

et al. 2010, Zhdanova et al. 2009, Kim & Han 2009, Feijoo et al. 2009a, Bradley et al. 2009, 

Middleton & Scheepers 2008, She et al. 2007, Methlie & Pedersen 2007, Maghiros et al. 2007, 

Lai et al. 2007).  

In the area of mobile content there are a number of Information System theories that influence 

the way researchers and providers understand mobile content provision. Many of these theories 

are utilitarian in nature. This means that the approach is to focus upon utility (the condition of 

being useful and therefore appealing and profitable). Here, people are seen as ‘users’ and the 

approach is to collect ‘user requirements’; define a need/use; translate this into a function; and 

test for ‘user satisfaction’. Hence, performance and success are often seen to depend upon 

functionality, ease of use (accessibility and usability) and user satisfaction. Consequently, much 

of the user experience is also viewed from this utility perspective, so existing design and 

development processes tend to be structured to produce mainly functional outcomes. However 

mobile technology in the ubiquitous computing era offers experiences to users that extend well 

beyond the functional, practical applications offered in the world of work — where this 

utilitarian thinking originates. In this era a realm of engagement is opening up to the individual 

that transcends the utilitarian, to encompass personal, hedonic and social existence. It would 

seem that a more holistic approach is required that recognizes the individual as a whole person. 

Recent IS studies into the contribution to quality of life of mobile technologies and content 

begin to suggest a richer conception of the human being using technology as they move 

intentionally through their everyday world. 

This chapter explores the IS theories of utility; contribution to quality of life; user satisfaction; 

user experience; and user and market engagement, in relation to mobile content provision. 

3.2 Utilitarian approaches to mobile content provision 

The dominant approaches to content provision via ubiquitous mobile technology platforms, (as 

described earlier) are focused upon utility. Within this utility paradigm, two common 

approaches are adopted by content providers to determine user requirements. These are the 
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demand-pull and technology-push approaches (Feldmann 2002, Andersson et al. 2006, Zerdick 

et al. 2000). 

The demand-pull approach promotes the creation of content according to actual customer 

demand. In this model, user feedback underpins planning, controlling and delivery of content 

(Andersson et al. 2006, Ghezzi et al. 2009, Goggin & Spurgeon 2007, Helgason et al. 2010). In 

effect, customers are seen to be pulling content towards them, based on existing needs. 

Alternatively, the technology-push approach promotes the creation of content according to 

expected customer demand. In this model, an understanding of user expectations and 

perceptions of value underpin the planning, controlling and delivery of content. In effect, the 

supplier is seen to be pushing content towards the customer in anticipation of future needs 

(which users currently may not be able to articulate) (Ma & Wang 2009, Toninelli et al. 2008, 

Zhdanova et al. 2009). 

In both cases, the user is seen as a user/customer/consumer/receiver of content whose 

requirements can be known (by themselves and by others) in order to provide content. In the 

ubiquitous mobile technology arena the remoteness of the user, combined with statutory 

constraints (e.g. ‘do-not-call’ legislation) and also the limitations of the device itself (small size, 

cumbersome input) make it difficult to solicit user/segment feedback. It is also the case that 

many users are resistant to providing feedback to content providers (Lapointe & Rivard 2005). 

Given that user circumstances are continuously and subconsciously changing in every instance, 

even the users themselves may not know or be able to articulate their requirements from one 

moment to the next – their requirements will be highly specific and personal as they arise. 

For these reasons, it is proposed that the traditional demand-pull and technology-push 

approaches cannot be comfortably applied to content provision via mobile technology platforms. 

Furthermore, the advantage of the technology-push paradigm (that it is seen to provide an 

approach to the provision of previously unimagined content and services in an untried 

marketplace) must be weighed against a high risk of failure – the assumption that ‘if we build it, 

they will come’ has been the downfall of many prospective services in the past (e.g. Iridium etc.). 

Traditional content provision theories and literature describe the marketplace as being made up 

of segments (Kotler & Armstrong 1997, Scheepers 2006). In the past these segments were based 

upon demographics such as age, gender and disposition toward the technology (Andersson et al. 

2006, Rogers 1995, Lee & Brown 2008). User behavior in the mobile computing arena is 

however beginning to contradict these stereotypes (Ghezzi et al. 2009, Helgason et al. 2010). 

Illustrations of these deviations are given in the following chapters. So user perceptions of value 

will be fundamental to future mobile market segmentation. 
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3.2.1 Usability and accessibility 

Mobile content is frequently viewed as the younger cousin to web content. Much of the 

knowledge and experience in mobile content development comes out of the web development 

field. Graphic designers, application developers and usability experts bring with them web-

related ideas of content development. Chief among these are the notions of usability and 

accessibility. Originating in the IS discipline from the perceived usefulness and ease-of-use 

studies by Fred Davis these notions were taken further and turned into prerequisites for system 

success (Agarwal & Venkatesh 2003). User satisfaction measurement is closely associated with 

the usability of the information system and this thinking follows through into web system design 

and development (McGee et al. 2004). In 1999 Jacob Neilson gained mainstream recognition 

for his “Designing Web Usability” framework and the notion is now a dominant theme in mobile 

application and content development (Agarwal & Venkatesh 2003, Hussain et al. 2009a, 

Kjeldskov & Stage 2004, Lidwell et al. 2010, McGee et al. 2004, Moritz & Meinel 2010, Nielsen 

1999, Venkatesh et al. 2003b, Ziefle & Bay 2005). A comprehensive definition of usability can be 

found in ISO standard 9241. The World Wide Web Consortium introduced the related theme of 

accessibility to highlight and address the shortcoming of the approach in the development of 

online materials for wide, diverse audiences whose needs are highly specific and idiosyncratic 

(W3C 2009, W3C 1999). The mobile context accentuates and adds to the uniqueness of user 

requirements. Kjeldskov and Stage propose that actual mobility and attention are the two most 

important aspects affecting the usability of mobile devices and content. They propose a usability 

test, which is undertaken in a controlled environment, to identify usability problems that are 

experienced in mobile usage. Their techniques involve various aspects of physical motion 

combined with either needs for navigation in physical space or division of attention (Kjeldskov 

& Stage 2004). Other studies have tried to extend the usability construct to include emotional, 

cognitive and hedonic aspects of user satisfaction (Moritz & Meinel 2010) but none of these 

capture all four elements of the user-context-content-device dynamic. From the perspective of 

the current study, however, the main concern of using these approaches is that they do not 

directly address the contribution such experiences make to the user’s quality of life (beyond 

utility and functionality). 

3.3 Contribution of mobile content to quality of life 

Information systems and new media technologies (such as mobile phones and content) are 

becoming an indispensable part of everyday life. People use technology to improve their quality 

of life and the use of technology is seen as an indication of quality of life. Wei and Leung 

observed that the users of new media technology are living more "self-centred lifestyles" and 

note that the usage is more personalized. Furthermore, they propose that "change in people's 

lifestyles will eventually change the characteristics of a society"(Wei & Leung 1998 p. 249). 
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Individual acceptance and diffusion models that place technology at the centre of the equation 

in determining an individual’s propensity for acceptance of innovation are offered as an 

explanation as to why a new idea, product, or practice in Information Systems will be adopted 

by members of a given culture or market segment (Davis 1989, Hargittai & Walejko 2008, 

Rogers 1995, Spennemann 2006, Venkatesh et al. 2003a). In the ubiquitous, mobile computing 

era – where the technology is becoming invisible and users are demonstrating unexpected levels 

of resourcefulness, self-sufficiency and adaptability – past attitudes towards technology appear 

less relevant. Although recent literature has defined alternative approaches to analysis of user 

experience and impact on broad life satisfaction (beyond utility and functionality) in relation to 

ubiquitous mobile technologies (Sullivan et al. 2008, De Silva et al. 2009, Akter et al. 2010, 

Techatassanasoontorn & Tanvisuth 2010), The likelihood of wide acceptance and rapid diffusion 

of mobile content will therefore be enhanced by recognizing the inherent similarities between 

groups of users based upon common experiences, predicaments and perceptions of value. 

3.3.1 Definition of quality of life 

“Quality of life is defined as a subjective assessment of an affective component of happiness and 

a cognitive component of satisfaction (Rice et al. 1985). Happiness is an affective concept 

reflecting a state of mind associated with feelings of joy, serenity, and affection (Sirgy 2002). 

Satisfaction involves cognition by requiring an individual to evaluate one’s life conditions and 

accomplishments against what one thought to be an appropriate standard or goals (Diener et al. 

1985).” [This definition was taken from (Techatassanasoontorn & Tanvisuth 2010, p. 27)], and is 

usually concerned with the living standards, welfare and well-being of a person. Often indicated 

by Having (material and impersonal needs: such as health, economic resources, environmental 

and working conditions); Loving (social needs: such as relationships to other people: such as 

family and friendships); Being (needs for personal growth in relation to society and nature: such 

as political and leisure activities, meaningful working life) (Allardt 1993). Simply put, quality of 

life refers to the degree of fulfillment of one’s needs, goals and wishes (Diener et al. 1985). 

In 2007 Choi, Lee, Im, and Kim found evidence that use of mobile content does actually 

contribute to quality of life. They examined a wide variety of mobile data services and 

determined that (provided the service was functioning as planned) people experienced 

enhancement to their quality of life in all areas of their life. Choi tested the impact of the 

individual instances of quality of life improvement across 13 life domains (shown in Table 2, 

next page) finding that there is a spill-over effect that means that even the smallest and most 

specific enhancement to quality of life contributes to a person's sense of overall quality of life. 

These findings have been followed up and confirmed by several other investigations, especially 

Techatassanasoontorn and Tanvisuth (2010), where enhancements to the individual person's 

quality of life were seen to spill-over and impact positively upon the people around that person, 

therefore leading to improved social quality of life (Choi et al. 2007, Techatassanasoontorn & 

Tanvisuth 2010). 
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Table 2: Quality of life domains (Choi 2007) 

Life domain Defining activities, circumstances, events 

Culture Activities and relationships with cultural richness 

Leisure Non-working activities, spare time activities, recreation 

Work Mental and physical activities required by jobs and tasks 

Educational Learning and teaching activities 

Consumer Purchase, preparation, consumption, possession, maintenance, and 
disposition activities of goods and services 

Financial Activities for pay and revenues 

Health and safety Activities pertaining to mental and physical health and safety 

Family Activities with parents, children, and home 

Friend Activities with colleagues and friends 

Social Activities with people other than family, colleagues, and friends 

Self Activities for self-representation and self-efficacy 

Neighborhood Relationships with one’s neighborhood 

Spiritual Religious and spiritual activities 

 

Choi and others have recognised that the spill-over effect can work in the opposite way, causing 

negative impacts by poorly designed mobile content offerings and technology which reduce 

quality of life. 

After conducting the Choi quality of life survey in a socio-economically disadvantaged 

community, Techatassanasoontorn and Tanvisuth (2010) found that the spill-over effect was 

quite widespread — "Quality of life impacts in various domains are inextricably interrelated and 

should not be studied in isolations from one another." (Techatassanasoontorn & Tanvisuth 

2010, p. 29) Here we see that any benefit or loss to the individual is transmitted to society 

through close ties (such as family, friends and community). In this respect, mobile content has 

the capacity to enhance or detract from quality of life on a mass social scale, and therefore could 

be used by providers (such as governments, health services, aid agencies, and universities) to 

resolve mass social conditions and predicaments. This potential is recognized by leading world 

organizations such as the United Nations: 

The usage and deployment of ICTs should seek to create benefits in all aspects of our 

daily life. ICT applications are potentially important in government operations and 

services, health care and health information, education and training, employment, job 

creation, business, agriculture, transport, protection of environment and management 

of natural resources, disaster prevention, and culture, and to promote eradication of 

poverty and other agreed development goals. ICTs should also contribute to 
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sustainable production and consumption patterns and reduce traditional barriers, 

providing an opportunity for all to access local and global markets in a more equitable 

manner. Applications should be user-friendly, accessible to all, affordable, adapted to 

local needs in languages and cultures, and support sustainable development. To this 

effect, local authorities should play a major role in the provision of ICT services for the 

benefit of their populations (ITU 2003). 

Government and private funding in the future is likely to move towards developments on the 

mobile platform, which is found to be a highly cost-effective way to deliver services and aid – 

and has the potential to be: accessible to all, affordable, user-friendly, adaptable to local needs, 

and supporting of sustainable development (Agrawal 2011, Akter et al. 2010, Holzinger 2007, 

Cawley & Preston 2007, Lee & Brown 2008). However, unless these providers understand and 

can exploit the subtleties of the user-context-content-device dynamic (described throughout this 

thesis), they may exacerbate the digital divide (Hargittai 1999) and cause rather than solve mass 

social predicaments (Akter et al. 2010, Agrawal 2011, DiMaggio et al. 2004, James 2011, 

Hargittai & Walejko 2008, Huang 2011). The debate about the digital divide and how and where 

it manifests has occupied the IS research community for over 10 years. Lately, the content-rich 

mobile platform is seen by some as a way to overcome the digital divide. The notion of citizens 

in developing countries ‘leapfrogging’ the divide by using the mobile platform is frequently cited 

(Huang 2011, James 2011). It is clear, nonetheless, that the divide can occur in any life domain 

and that people from all walks of life, in every country, and in all communities may experience 

unequal access to the mobile internet based upon a multitude of reasons — often idiosyncratic 

and unpredictable (James 2011). This is a concern to governments and public funding bodies 

who must distribute their resources and services in a fair and effective way. Here it is proposed 

that many of these inequalities tend to arise in the moment of use, and may be avoided if the 

user-in-a-predicament was the focus of attention from the outset (see Chapter 7 for a full 

definition of this predicament concept). This study suggests that such a focus would help 

highlight the pressing quality of life requirements of the target user (incorporating all the 

pertinent technical, social, political, economic aspects) in a way that would allow providers 

(such as governments) to select, prioritize, design, develop and deliver offerings according to 

what is needed in the moment of use. This specialized, tailored-to-the-individual, approach 

could replace generalized approaches to mobile content development (illustrated in Section 

3.5.2 following) which are centred more on technology, utility and traditional demographics 

than on quality of life. 

3.3.2 Participation in the Digital Economy 

The digital economy is highly dynamic. It will ultimately encompass the entire 

economy and many, if not all, facets of our society. The digital economy presents 

Australia with a unique opportunity to shrink the distances that have historically 

dominated our domestic and international relationships, opening up new markets for 
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engagement and growth. In addition, it will continue to change how we interact and 

socialise. People can now connect, collaborate, and participate online in previously 

unanticipated ways that enrich their lives. The impact of the digital economy will also 

include new and emerging uses of technology, such as remote specialist diagnosis of 

patients, as well as uses that we cannot even begin to imagine. (Digital Economy and 

Convergence Branch. 2009) 

Participation in the Digital Economy is seen as a fundamental part of being a citizen in society 

today (Australian Government 2011, OECD 2011). In-as-far as the Digital Economy is delivered 

to society via information and communication technology (ICT), the inclusion and participation 

of all people in society and the economy will soon depend upon their access to content and 

services delivered via the ubiquitous mobile computing platform (Goldberg 2010). Of particular 

concern in this study is the engagement people have with the commercial internet. The big 

markets of engagement and participation can be found in the developing world, so it is in the 

interests of commercial content providers to understand the digital divide as a threat to their 

business prospects. 

Population studies are often used to inform providers (commercial, government and non-profit 

organizations) on how to structure and test the effectiveness of their operations in delivering 

services to their target consumers. On the mobile platform, where groups are self-selecting and 

form according to situational conditions (see following Section 3.5.1 for details) it is difficult for 

organizations to overlay traditional demographics (based upon education, health, location, age, 

etc.) onto prospective consumers of their mobile content offerings in order to understand their 

specific requirements. The OECD and the Australian Government in particular call for research 

into the alignment of quality of life outcomes with strategic use of the mobile internet and 

national broadband networks to deliver content and services and to increase participation in the 

Digital Economy. 

In Australia the intersections between end users, forms of connectivity, device, and 

location has been under investigated. Australians are enthusiastic adopters of new 

devices, especially smart phones (Mackay 2010), and wireless broadband (ABS 2010), 

and yet little is known about how the intersections may shed light on adoption 

practice, and provide useful outcomes for business. (Rickard 2011) 

For many people, participation begins in the workforce. It is in a work context that people gain 

initial access to the platform. Until recently, employer-provided ICT was the principal driver of 

adoption and diffusion of ICT, including those underlying the ubiquitous, mobile computing 

platform (Australian Telework Advisory Committee 2006, Durbin 2004). Once on the platform, 

people often broaden their use of available technologies into individual and social contexts 

(Haddon 2003, Vincent 2010, Silverstone & Haddon 1996). Increasingly, as people move from 
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one employer to the next or move out of employment into business or retirement, and their 

access to the platform via employer provided ICT is lost or disrupted, they will take the cost and 

responsibility of ICT provision upon themselves (Australian Bureau of Statistics 2011a). They 

will purchase their own private broadband connections, wireless network, devices (laptops, 

mobile smart phones, etc.) applications, services and content in order to maintain and extend 

their activities in work, personal and social realms. Having made this investment and 

commitment, it is suggested that they will then be reluctant to abandon their own system in 

order to adopt future employer or government provided options. Unless these are compatible 

with individual self-funded equipment, they will be rejected. This is an example of migration of 

computing function away from the organization (described earlier in Chapter 1). 

For older people especially — who left the workforce before the ubiquitous mobile computing 

platform emerged — and other disenfranchised people with limited opportunity to enter and re-

enter the workforce — the mobile platform offers a vital means to begin their participation in the 

Digital Economy (Erlinghagen & Hank 2006). All in all, there are multifarious ways that people 

all over the world — regardless of their background, nationality, age, gender, employment 

status, physical abilities or health — may now participate in the Digital Economy, and this study 

suggests that many of these present opportunities to those content providers who are able to 

match their content offerings to the quality of life requirements of the mobile user. 

3.4 User satisfaction with mobile content 

User satisfaction1 is seen as a key measure of the value of information systems and content. This 

is particularly true on the mobile platform where consumption is optional and users have 

abundant access to content and providers. 

User-centric approaches to design on this platform (like the one promoted in this study), which 

create value and appeal through contribution to the user’s quality of life, will require accurate 

feedback from the market to ensure effectiveness. Again, IS notions of user satisfaction tend to 

be utility-oriented and problematic when applied to the dynamic, idiosyncratic mobile usage 

context. 

Traditionally, user satisfaction involves defining and satisfying needs (Torkzadeh et al. 2005, Bailey 

& Pearson 1983, Doll & Torkzadeh 1988, Doll & Torkzadeh 1991), with a focus on utility (Choi et al. 

2007, Lin & Bhattacherjee 2010, Wakefield & Whitten 2006, Wixom & Todd 2005). There is an 

                                                             

1  Much of the information provided in this section about user satisfaction of mobile content builds 
considerably upon a paper published at the International Conference on Information Systems held in 
Arizona, USA in 2009. The paper was entitled “Conceptualization User Satisfaction in the Ubiquitous 
Computing Era” Sullivan, J. D., Scheepers, R. & Middleton, C. A. 2009. Conceptualizing User Satisfaction 
in the Ubiquitous Computing Era. 20th International Conference on Information Systems (ICIS). 
Phoenix, Arizona, USA.. 
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assumption that the content provider has control over the user experience (as is the case with 

singular systems such as an application on a desktop computer). In the mobile technology era 

however, content provision involves an ensemble of participants including: device manufacturers, 

operating systems and middleware vendors, infrastructure and network operators, service 

providers, and other content providers (Tilson & Lyytinen 2006). Some content providers in this 

complex service development and delivery environment, have limited (in most cases no) individual 

control over the user experience. Certain studies argue that some of the problems of disintegration 

and discontinuity that arise in such a complex operation may be overcome by industry 

standardisation and regulation (Bratsberg & Wasenden 2003, Middleton 2010, Tilson & Lyytinen 

2006). A new view of user expectations and behaviour (presented in this study) will also assist all 

participants to provide a more satisfying experience for users. 

At the user end, satisfaction of the mobile computing experience will depend upon a range of 

factors, and utility may not be the only important one. Throughout the rest of this dissertation, 

it is argued that given the way users interact with mobile content and technology, content 

malleability and user tolerance levels, rather than utility and user satisfaction levels, may 

become more effective guides for the design of mobile content (see Section 7.5.2.3 in particular 

for details of this argument). 

Technology in the ubiquitous mobile computing era offers experiences to users that extend well 

beyond the functional, practical applications offered in the world of work. In this era a realm of 

engagement is opening up to the individual that transcends the utilitarian, to encompass 

hedonic and social existence. Hence user satisfaction is a notion that must extend to encompass 

the rich, holistic human experience involving complex and fleeting interactions, driven by highly 

personal circumstances. 

In this mobile internet environment the users themselves are ubiquitous. This study proposes 

that mobile technology users continuously seek to optimize each moment of their waking hours, 

by utilizing the devices which they carry with them most of the time. Here one perceives mobile 

technology users as always connected/available and standing ready to participate. In this sense, 

the ubiquitous computing environment acts as a platform where people meet to create and 

exchange content. This creation-exchange platform is conceptual rather than physical or 

technological. It is not a thing that is produced by technology; it is how humans use technology.  

To this end, one may perceive users to be ubiquitous (ever-present, waiting to participate) and 

define content broadly and inclusively to denote the information, multimedia, applications, 

functionality, services, meanings, experiences and opportunities that are available via the 

ubiquitous computing platform. On this creation-exchange platform users form into groups 

fleetingly, based upon situational conditions, and then these groups transform or dissipate as 

the conditions change. The value that users place upon content and the satisfaction they may (or 
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may not) experience in this dynamic context tends to depend then upon highly individual 

situational factors (such as location, time, context, quality of life, and predicament). 

3.4.1 The IS user satisfaction construct 

The user satisfaction construct is used to test the levels of satisfaction users experience with 

aspects of an information system and with the system overall. This test is performed by system 

providers upon (a) existing, well-established systems; (b) newly introduced systems; and  

(c) systems under development, awaiting implementation. The feedback collected during the 

test is geared to help providers to judge matters such as: Will this information system be 

successful once it is released? Will this information system be easy to implement? Which aspects 

of this information system are not satisfying to users, and how can they be improved? Is this 

information system more satisfying to users than another system? Are our users happy? How 

could we improve our performance? 

Information system providers tend to run the user satisfaction test at critical stages in the 

system development process or life-cycle. User satisfaction reports are generated and used to 

defend decisions about the system, or as benchmarks for future analysis. While they may be 

used in tandem with other metrics (such as sales figures, profit and loss statements, technical 

reviews, etc.) they may also be used in isolation and exclusively because they are relatively 

convenient and cost-effective to run. 

Numerous user satisfaction testing instruments are available. They vary in terms of (a) the type 

of information system, (b) the type of user, and (c) aspects/dimensions of satisfaction. Test 

recipients are usually presented with a questionnaire and asked to indicate their level of 

satisfaction [“extremely satisfied” — “extremely dissatisfied”] with system characteristics 

(factors) such as the content, technology, interface, benefits, etc. 

3.4.2 Definition of user satisfaction 

The user satisfaction construct appears in many forms, both explicit and implicit, throughout a 

great portion of the Information Systems literature. It is seen widely as an important measure 

and determinant of information system success (Bailey & Pearson 1983, DeLone & McLean 

1992, Doll & Torkzadeh 1991, Ives & Olson 1984, Zviran & Erlich 2003). For the most part this 

construct is seen to concern the users’ overall affective evaluation of their experience with the 

system (Chin & Lee 2000). 

3.4.3 Traditional user grouping 

Information system users are defined in the literature according to the way (not why, when, 

how, where) they use the system. The ways that people use the system are described in roles (for 

example: end computer user, manager, professional, operator, content creator, consumer, 

provider, etc.). People are seen as occupiers of roles within an organization (for example: a 



Competitive Mobile Content Provision | Chapter 3: Literature Review | Page 28 

 

business, university, industry, etc.). People become users of the system when they occupy a role. 

In this sense organizational structures are used to define users and characteristics of the 

system. Most of the studies reviewed were conducted within an organizational context.  

Table 3 provides a breakdown of the various systems, user groups, and satisfaction factors that 

form the basis of the construct in the literature. [The list of reviewed articles in the table below 

finishes at the beginning of 2011 because my interest in user satisfaction became focused 

exclusively upon the quality of life dimensions, from this point forward in the study. However 

numerous studies into user satisfaction with information systems have been conducted in the 

last year. Most of these studies try to adapt the notion by adding factors to test different 

applications in the rapidly evolving internet connected world. It would seem that the high 

volume of studies is an indication that user satisfaction is still considered of critical concern, but 

the attempt to find a universal instrument of measurement is not an effective or appropriate 

approach in my study of mobile content.] 

Table 3: User satisfaction literature: key studies 

Year Reference User groups System: satisfaction factors 
2011 (Park et al.) Any user m-Service: Interest in future m-services based on 

consumer evaluations of current m-services 
2010 (Zeal et al.) Any user Mobile technology adoption: social 

connectedness 
2010 (Techatassanasoon

torn & Tanvisuth) 
IS users IS users: Contribution to quality of life 

2010 (Obrist et al.) Mobile content 
users 

Multimedia services on the mobile: User 
experience levels 

2010 (Kincl & Strach) Web consumers Websites: Content quality 
2009 (Sullivan et al.) Mobile content 

consumers 
Ubiquitous, mobile content: Continuous quality 
of life optimization principle 

2009 (Kim & Han) MDS users Mobile data services: Utiliarian, hedonic and 
social value perspective 

2009 (Abraham et al.) Any user Any information system: Human nature in the 
form of four drives have a bearing on technology 
acceptance and satisfaction 

2008 (Briggs et al.) Any user Any information system: Yield Shift Theory: 
exploring the satisfaction response 

2008 (Sullivan et al.) Any user Any information system: Continuous quality of 
life optimization principle 

2008 (Au et al.) Front-end 
service staff 

Airline and hotel booking systems: Equitable 
work performance, relatedness and self-development 
fulfilment 

2008 (Chen et al.) — REVIEW: E-satisfaction literature 
2007 (Choi et al.) MDS users Mobile data services: Contribution to quality of life 

across 11 life domains and overall quality of life 
2006 (Scheepers et al.) Mobile 

consultants 
Mobile appointment, clinical data, and billing 
systems: Content, accuracy, format, ease-of-use, and 
timeliness 

2005 (Wixom & Todd) Managers Data warehousing software: Information quality: 
(completeness, accuracy, format, currency); system 
quality: (reliability, flexibility, integration, 
accessibility, timeliness) 

2005 (Kim) e-Customers Online shopping websites: 10 factors including: 
site design, log-on convenience, payment method 
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2005 (Abdinnour-Helm 
et al.) 

Home owners 
and contractors 

Design and building supply websites: Content, 
accuracy, format, ease-of-use, timeliness 

2005 (Cheung & Lee) Internet 
shoppers 

e-Retail websites: Information, system and service 
quality 

2004 (Wang & Liao) m-Commerce 
consumers 

Mobile websites: Navigation, search, availability, 
linking, speed, content quality, e-business interface, 
etc. 

2004 (Khalifa & Liu) — REVIEW: The state of research in IS 
satisfaction 

2004 (DeLone & 
McLean) 

e-Customers e-Commerce websites: Quality of system 
(download speed and ease-of-use), relevance of 
information, query responsiveness, overall 
satisfaction with online experience  

2003 (Middleton) Domestic 
broadband 
network 
consumers 

Local community broadband networks: 
Perceived usefulness, availability of applications, 
content and services 

2003 (Venkatesh et al.) Mandatory and 
voluntary 
adopters 

Enterprise information systems: Help to attain 
gains in job performance, experience (good, bad, 
satisfactory, any at all) 

2003 (DeLone & 
McLean) 

Users and 
decision-makers 

Enterprise information systems: Info. 
satisfaction (user interface, flexibility, information 
quality, content and format) 

2003 (Zviran & Erlich) — REVIEW: Measuring IS user satisfaction 
2002 (McKinney & 

Yoon) 
Web shoppers Online purchasing process: Information 

(relevance, timeliness, reliability, etc.); system 
(access, usability, etc.) 

2000 (Chin & Lee) Desktop, end-
computer users 

Organizational information systems: 
Comparing prior and post hoc perceptions of content; 
accuracy; format; timeliness; ease-of-use 

2000 (Goodhue et al.) Mandatory and 
voluntary 
adopters 

Mandatory enterprise information systems: 
Task Tech. Fit, (time to complete, accuracy, 
consistency, etc.) 

1999 (Downing) Customers Telephone interactive voice response systems: 
Content; accuracy; format; timeliness; ease-of-use 
(observation used) 

1996 (Etezadi-Amoli & 
Farhoomand) 

Clerical, 
professional, 
managerial staff 

Organizational information systems: 
Documentation, ease-of-use, functionality, quality of 
output, support, security 

1994 (Hartwick & Barki) Mandatory and 
voluntary 
adopters 

Enterprise information systems: Content; 
accuracy; format; timeliness; ease-of-use (satisfaction 
is moderated and mediated by 
involvement/participation) 

1992 (Klenke) — REVIEW: Construct measurement in IS user 
satisfaction 

1990 (Melone) — REVIEW: Theoretical assessment of user 
satisfaction construct – behavioral research 

1989 (Davis) White-collar 
workers 

Organizational information systems: Perceived 
usefulness, perceived ease-of-use 

1988 (Doll & Torkzadeh) Desktop, end-
computer users 

Organizational information systems: Content, 
accuracy, format, timeliness, ease-of-use 

1987 (Baroudi & 
Orlikowski) 

Clerical support 
personnel 

EDP – large transaction processing systems, 
mainframe and mini-computers: Factors such 
as: relationship with EDP staff, processing of requests 
for changes, training, etc. 

1984 (Ives & Olson) Managers, 
operators 

Organizational information systems: Job 
satisfaction, information satisfaction (user interface, 
flexibility, information quality, content and format) 

1983 (Bailey & Pearson) Managers, 
terminal users 

Data processing systems: 38 factors such as: 
accuracy, reliability, timeliness, relevancy, confidence 
in system, etc. 
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3.4.4 Dimensions of satisfaction (measurement factors) 

In 1983 Bailey and Pearson defined 38 factors affecting computer user satisfaction which, if 

adjusted would “improve the productivity [quality] of information systems” (Bailey & Pearson 

1983 p. 530). This approach (defining factors) set the scene for user satisfaction measurement 

thereafter – almost all tools specify factors. The number and type of factors vary greatly from 

study to study, depending upon the type of information system, users and organization. This 

indicates that user satisfaction remains an elusive operational construct. 

In 1988 Doll and Torkzadeh resolved five key antecedents to “end-user computing satisfaction”: 

content, accuracy, format, ease-of-use, timeliness. These antecedents appear frequently in the IS 

literature. Doll revisited the construct in several subsequent studies eventually finding that “the 

structural weights for some first-order factors (e.g. accuracy) are not equivalent across 

subgroups” and therefore “that user satisfaction is a context-sensitive measure of system 

success” (Doll & Torkzadeh 1988, Doll et al. 2004 p. 257, Doll et al. 1994). 

3.4.5 Attitudes, intentions and system use 

Etezadi-Amoli and Farhoomand (1991) imply that the primary purpose for measuring end-user 

computing satisfaction is to predict certain behaviors and thus the measurement of end-user 

computing satisfaction should be somehow more closely tied to attitude-behavior theory. Early 

behavioral theories suggested that by tapping into user attitudes towards an information 

system, providers could determine their intentions to use it, and therefore, predict its likelihood 

of success (Ajzen 1991, Fishbein & Ajzen 1975). However, a number of studies call upon theories 

of social and behavioral psychology to explain that beliefs and attitudes (user satisfaction) are 

weak predictors of behavior (system usage) (Davis 1989, Goodhue et al. 2000, Hartwick & Barki 

1994, Melone 1990, Wixom & Todd 2005). “Action, or decision-making do not presume prior 

thought in the way motion presumes some prior force” (Introna & Whittaker 2002 p. 160). 

In 2000 Chin argued that users develop their overall perceptions of satisfaction by comparing 

prior expectations and desires with post hoc usage perceptions (Chin & Lee 2000). This notion 

of satisfaction being a relative and contextual phenomenon is further explored by Joshi (1989) 

who found that users in organizations will form perceptions of fairness and equity – by 

comparing their allocation of information system resources to others – and that these 

perceptions will influence their overall sense of satisfaction with the system. Zmud and 

Sampson (1994 p. 44) argue that unless the context (of the user and the information system) is 

clearly understood, “using a general purpose computer satisfaction instrument introduces 

ambiguity into the evaluation process”. 

More recent studies begin to see user satisfaction as a highly individual, personal response to 

influences extending beyond the workplace. Au (2008) considers satisfaction to derive from the 

“equitable fulfillment of needs” which span the whole user experience — encompassing work 
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performance, relatedness, and self-development. Scheepers and Scheepers et al. (2006 p. 261) 

found that “varying social contexts of individual use ... result in different social influences that 

affect the individual’s perceptions of satisfaction with the mobile technology”. Indeed, based on 

the empirical findings of the current study, it would seem that user satisfaction is always 

context dependent. 

3.4.6 User satisfaction as a determinant of information system quality and 
success 

User satisfaction can be viewed as a means rather than a measure of system performance 

success and quality. In this sense, system success is seen to [almost automatically] eventuate 

from user satisfaction. For example, McKinney and Yoon (2002 p. 296) held that web customer 

“satisfaction of internet-based services was required to establish long-term client relationships, 

critical to sustaining growth and market share, in the turbulent e-commerce environment”.  

In other words, web-customer satisfaction may lead to profitability. Although correlations have 

been found connecting system satisfaction to system usage and, less directly, system success 

(Bailey & Pearson 1983, Doll & Torkzadeh 1998, Ives & Olson 1984, Wixom & Todd 2005) much 

debate surrounds the issue, especially concerning the validity and generalizability of subjective 

user-survey results (Chen et al. 2008, DeLone & McLean 1992, DeLone & McLean 2003, 

DeLone & McLean 2004, Khalifa & Liu 2004, Kim et al. 2007, Klenke 1992, Melone 1990, 

Seddon 1997, Wixom & Todd 2005, Zviran & Erlich 2003). 

Rogers (1995) describes user satisfaction as part of the technology diffusion decision-making 

process. In this view, users who anticipate a satisfactory experience are expected to adopt a 

system, and unsatisfied users expected to discontinue their use of a system. Hence, satisfaction 

with a system is seen as a necessary step in the decision to continue and to discontinue use of 

the system. Satisfaction is also seen here as a consequence of use. This is a pervasive view held 

among IS business experts. “Satisfaction is the consequence of the customer's experiences 

during various purchasing stages: (a) need arousal, (b) information search, (c) alternatives 

evaluation, (d) purchase decision, and (e) post-purchase behavior”. “Experience (good, bad, 

satisfactory, any at all) moderates acceptance of the system”. (Kotler 1997 p. 185) 

Conversely, user dissatisfaction and the disconfirmation of user expectations have been tested in 

order to diagnose possible causes and to suggest corrective action (Baroudi & Orlikowski 1987, 

McKinney & Yoon 2002). “For IS professionals and providers, satisfaction is critical throughout 

the life of a system because dissatisfied stakeholders can derail implementation, discontinue 

using an important system, erode IS/IT budgets, or even transfer their entire IT infrastructure 

to a different organization” (Briggs et al. 2008 p. 267). 
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3.5 User experience of mobile content 

Eventually, according to Weiser (1993), technology will recede into the background of our lives. 

Weiser describes an age of calm technology where the purpose of the computer is to be a quiet, 

invisible servant helping people to do something else [unspecified]. He states that the highest 

ideal in the ubiquitous computing era is to make a computer so imbedded, so fitting, so natural, 

that people use it without even thinking about it. He sees technology invisibly assisting human 

intuition and extending the unconscious (Weiser 1993). 

To illustrate this notion of invisibility, Heidegger (1977) makes a distinction between the 

‘hammer’ and ‘hammering’. When a person is using a ‘hammer’ (noun) while ‘hammering’ 

(verb) nails into a plank to build a fence – they are neither, thinking of the hammer, nor 

necessarily of ‘hammering’. The hammer only becomes the object of attention when it is not 

working or you hit your thumb. An effective, satisfying hammer, is one that gets the job done 

while never making its presence felt. 

In the traditional computing era, the user whose satisfaction was of principal concern was the 

‘End Computer User’. This representative individual was seen, more or less, as a performer of 

tasks – consumer of content – receiver of experiences. By implication, distinctions are made 

then between user, provider, content and system. The more pervasive-invisible-embedded the 

technology becomes, however, the less meaningful (possible) these distinctions. 

3.5.1 Mobile user grouping 

Content providers need to define target markets in order to design and target content offerings. 

However, this study suggests that if providers rely on traditional grouping approaches they will miss 

their mark in on the mobile platform. Traditional demographics (such as age, gender, education, 

disposition towards technology) do not capture the commonalities that exist between members of 

groups which form in the ubiquitous mobile computing era. In this era, user groups are self-selecting. 

These groups form fleetingly, based upon situational conditions, and then they transform or dissipate 

as the conditions change. In this era the grouping of users resemble weather patterns – very transient 

and dynamic. A suitable graphic representation of the nature of groups in this context would look 

more like a live meteorological weather radar chart, rather than the static, hierarchical organizational 

charts, flow-diagrams and demographic models traditionally used to describe user groups and their 

relationships (to the content, system, and each other). The relationships between users, content and 

technologies on this platform are dictated by situational factors (e.g. location, time, and context). 

Hence, location, time, context and predicament (e.g. late for work, lost in the car, bored on the train, 

etc.) describe the commonalities that exist between members of these groups. 

However, the traditional user satisfaction construct uses organizational structure to define groups. In 

every study above, the user is seen to be a member of a group. In these studies users were clustered 

together according to their role in an organization, which is based on the way they use the system.  
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The user satisfaction test is given to a random sample of members within these groups and then 

generalizations are formed that extend to encompass the group as a whole. This is how the user 

satisfaction construct imposes organizational structures upon groups and characteristics of 

satisfaction. The concern with this approach in the ubiquitous mobile computing era is that it denies 

the essential self-selecting nature of groups on the platform. In this context, random sampling of users 

in order to form generalizations is highly problematic since the constituents within these self-selecting 

groups may have very little in common – other than their location, time, context, predicament, and 

that they place value on the mobile content offering at the moment of use. And once this moment has 

passed, that particular group may never form again. Consider the following example. 

3.5.2 An example of user relationships and quality of life value perceptions 

In February 2009 severe bushfires raged across the southern states of Australia. 173 people 

perished. Extreme bushfire-weather conditions persisted for several weeks. During this period 

the State Police Force (Victoria Police) used SMS text messages to warn millions of Victorians of 

extreme fire danger. The alert message described high winds and fire risk in particular areas, 

and advised recipients to listen to local radio for emergency updates. 

In this case, the Victoria Police used the ubiquitous mobile computing platform as content 

creator (the message), provider (sending the message) and consumer (of telephone numbers, 

networks). They occupied each role – or rather performed each function – simultaneously. As 

such, their relationship to other users on the ubiquitous computing platform was multifarious-

equivalent rather than hierarchical-organizational (see Figure 3, below). 

Figure 3: User relationships in the ubiquitous mobile computing era 

 

In this case, every Victorian with a mobile phone received the alert message. This message was 

sent by Victoria Police (shown above as a grey circle) in a broad, scatter-gun approach, because 

it was not possible, at the time, to know who might need the information. Some people who 

received this message found it valuable (shown above as circles with ticks). Others did not 

(shown as empty circles). Indeed, if a random sample of the people who placed a positive value 

upon the message were collected, demographic factors (age, gender, income) would not be as 

important as situational factors (proximity to fire) and quality of life factors (sense of danger 

and urgency, concern for relatives, and so on) to describe what these people had in common. 
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Thus, it is proposed that the reasons why people found the message valuable (satisfying), were 

highly-specific, relating to their individual circumstances, predicaments and quality of life (such 

as exposure to danger of self, loved ones or property, mobility). 

How then can the traditional user satisfaction construct (which relies upon the testing of 

random samples of members of homogeneous groups, and then the forming of generalizations 

which can be extended to encompass the broader group as a whole) be used to determine 

prospective target markets, in the ubiquitous mobile computing environment where: (a) user 

groups are in a constant state of flux, and (b) the members of user groups seem to have mainly 

situational and quality of life factors in common? 

In the ubiquitous mobile computing era, user satisfaction and wide acceptance and rapid 

diffusion of content will be enhanced by searching for, and understanding the inherent 

similarities between groups of users based upon common experiences, predicaments and 

perceptions of value, rather than traditional demographics. This study offers the following view 

of participation and evaluation as a richer way to conceptualize user satisfaction in the 

ubiquitous mobile computing era. 

3.5.3 Towards effective evaluation of mobile content 

Let us start with an empty platform. This platform is conceptual rather than physical or 

technological. It is not a thing that is produced by technology, but represents how one uses 

ubiquitous, mobile technology. — Effective evaluation of mobile content ... occurs on 

the ubiquitous computing platform. 

In the most basic sense, people use ubiquitous mobile computing to create and exchange 

content. By content, one means information, meanings, experiences, opportunities and 

technologies. Thus, the ubiquitous computing platform is nothing more than a place where 

users meet to create and exchange content. — Effective evaluation of mobile content ... 

will recognize the ubiquitous computing as a creation-exchange platform. 

This study proposes that mobile technology users continuously seek to optimize each moment of 

their waking hours by utilizing the devices which they tend to carry with them most of the time. 

In this sense, the computer is acting as ‘an invisible servant’, so imbedded-fitting-natural, that 

people use it without even thinking about it. In these renderings of the use of the technology one 

begins to glimpse the “lived-body” unity of cognition and action described by Introna and 

Whittaker (2002). 

We do not sometimes think and sometimes not – we are thinking and nothing besides. 

When we say “we are thinking” (i.e. never separate from it), we are saying that 

thinking is an ongoing (without a specific start and a specific end) embodied 

(something we do) and situated (already in the flow of everyday life) concern we have 

with the world – we are never not concerned with world. This concern is both 
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embodied and situated. We will refer to this already concerned, situated, always 

thinking body as the lived-body. (Introna & Whittaker 2002, p. 161). 

People use mobile technology devices as if invisible extensions of their thoughts and bodies. The 

lived-body is thus extended into the digital online world, where one is able to engage in 

multifarious relationships, sometimes simultaneously. — Effective evaluation of mobile 

content ... will recognize the multifarious-simultaneous nature of the ubiquitous-

computing-creation-exchange-platform. 

At this point then, one is sayings that in the ubiquitous computing era the platform is the system 

and the system is nothing more than a platform where users meet to create and exchange 

content. If the system is nothing more than a conceptual platform where users meet to create 

and exchange content, then the technology (distinct from the conceptual platform) must be 

brought to, or created there by the users. In this sense, technology providers are among the 

users of the system and the technology is part of the content. — Effective evaluation of 

mobile content ... encompasses the multifarious-simultaneous nature of the 

ubiquitous-computing creation-exchange platform. 

The traditional user satisfaction construct is grounded in organizational structures (user roles, 

system characteristics, performance, and success impacts). In the ubiquitous computing era, 

users are ubiquitous (ever-present, waiting to participate) and user groups are self-selecting. 

Groups form fleetingly, based upon situational conditions, and then they transform or dissipate 

as the conditions change. The relationships between users, content and technologies are 

dictated by situational factors (location, time, context, history-of-use). — Effective evaluation 

of mobile content ... encompasses the multifarious-simultaneous, situational 

nature of the ubiquitous-computing-creation-exchange platform. 

According to the traditional user satisfaction construct the value of the information system is 

measured by (and therefore equivalent to) the level of satisfaction experienced by the user. 

Hence, an information system may not be considered as successful until it is valued (found 

satisfying) by its users. Here one sees a separation between ‘the system’ and ‘its users’, and a lag-

in-time between usage and evaluation. In the ubiquitous computing era, since users are 

ubiquitous (ever-present, waiting to participate) and capable of forming multifarious-

simultaneous relationships (functions) they are part of the system. Value is placed upon the 

content at the moment of exchange. The evaluation therefore occurs at the moment of exchange. 

This evaluation encompasses the entire pervasive-invisible-embedded ubiquitous computing 

experience, inseparable from the objects and activities of our daily, involved lives. — Effective 

evaluation of mobile content ... occurs instantly and encompasses the 

multifarious-simultaneous, situational nature of the ubiquitous-computing-

creation-exchange platform. 
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Again, according to the traditional user satisfaction construct, users are assumed to derive 

satisfaction from the system and that measuring levels of satisfaction is a cost-effective, convenient 

and reliable way to evaluate (and consequently ensure) system success. In the ubiquitous 

computing era users convey their satisfaction of ‘the system’ at the moment of exchange. If an 

exchange does not occur, then a user was not satisfied. There are, however, many users of the 

system and they are ubiquitous. Meaning, anyone who is on the platform is able to engage in 

multifarious relationships, so everyone is a prospective creator, consumer and provider of 

ubiquitous content – simultaneously. — Effective evaluation of mobile content occurs 

instantly and encompasses the entire ubiquitous computing experience. 

And so, on the ubiquitous-computing- creation-exchange-platform everyone is a potential 

creator, consumer and provider of ubiquitous content, simultaneously. When one participates as 

a content provider then, one may call upon experiences as a user to help understand the needs 

of others. One may increase the effectiveness of contributions by recognizing the multifarious-

simultaneous, situational nature of participation and relate to other as equals (rather than as 

clients, customers, users, receivers, co-workers, managers, developers, designers, providers, 

etc). One may enhance the success of content offerings (increase the likelihood of wide 

acceptance and rapid diffusion) if one searches for the inherent similarities between groups of 

users based upon their common experiences, predicaments and perceptions of value. 

According to this conceptualization of user satisfaction, a number of fundamental differences 

exist between the traditional and mobile environments. These are shown in Table 4, below. 

Table 4: Key characteristics of user experience and satisfaction 

Key characteristic Traditional environment Mobile environment 
User expectations, 
entering the 
environment 

Service provision Continual and instantaneous quality of life 
optimization 

User content 
requirements 

Related to specific defined 
utilitarian, hedonic or social 
function  

Related to situation (location, time, history 
of use, predicament) and quality of life 

User context Single, defined (utilitarian, 
hedonic or social) context 

Continual context-switching and conflation 
between the utilitarian, hedonic, social 
contexts 

User value perceptions Utility oriented Quality of life oriented 
Common user group 
characteristics (stable) 

Demographic profiles based 
upon disposition towards 
technology (age, gender, early 
adopter, laggard, etc.) 

Demographic profiles based upon quality of 
life expectations (life stage, mobility, 
health, income, etc.) 

Common user group 
characteristics 
(dynamic) 

Determined by user role 
within the system 

Determined by user circumstances and 
predicaments – which are constantly 
changing (often as a result of the usage of 
the content and technology) 

Critical content 
characteristics 

Accuracy, format, timeliness, 
ease-of-use 

Accuracy, format, timeliness, ease-of-use, 
malleable (within tolerance levels) – all 
tailored to situation 

Content provider role Local, involved, controller Remote, engaged, participant 
Provider-user 
relationship 

Ongoing, hierarchical, 
organizational 

Fleeting, equivalent, multifarious 
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User satisfaction in the ubiquitous mobile computing era will depend upon quality of life and 

situational conditions. So, the aspects of context, time, location, history-of-use, predicament and 

tolerance levels are important determinants of user satisfaction. Some of these aspects are 

captured by the notion of indexicality, defined in the work of Kjeldskov, Paay and Stage, 

however, even here a predicament narrative (that emphasizes the user-in-a-predicament) is 

needed to complete the picture (Kjeldskov 2002, Kjeldskov & Paay 2005, Kjeldskov & Stage 

2004, Paay & Kjeldskov 2004). 

Further references to the user satisfaction literature are provided in Chapter 6 Quality of Life 

Optimization, Chapter 7 Predicament Mode and Chapter 8 Bond Mode. 

3.5.4 Experiential computing in the ubiquitous computing era 

The world is changing as a result of “two distinct, yet interconnected forces: the ubiquitous 

computing technologies (such as mobile devices and content) and the emergence of new users of 

computing." Youngjin Yoo (2010 p. 251) depicts "social actors" and "digital natives" interacting 

with the real world and the digital online world – as a constant negotiation and renegotiation. 

Yoo names this "experiential computing" made up of "digitally mediated embodied experiences 

in everyday activities through everyday artifacts that have embedded computing capabilities." 

He calls for research into ways to understand the entanglement of the digital and physical 

(socio-materiality) in order to build meaningful experiences for users in everyday life (Yoo 2010 

p. 213).  

For Yoo “experiential computing” involves users interacting directly with their environment, 

through the technology, by physically manipulating objects, rather than employing traditional 

input and output methods. The technology becomes the alter ego (Ihde 1990)– in which the 

user invests their intentions, hopes and fears. While the experience of using the technology is 

embodied (manifest in and of the everyday world) it is also creating a profound link for the 

individual with the virtual, imagined world of the internet (Rettie 2005, Heeter 2003). This 

notion of being present in both the real and virtual world is central to the mobile content usage 

experience (Rettie 2005). And while the body is anchored in the lived experience, the mind is 

free to discover and ‘pull down’ resources to solve predicaments. In so doing, the internet 

becomes the vehicle for a transformation of the individual’s quality of life (Sullivan et al. 2008). 

If this occurs on a global scale, it becomes a vehicle for transforming societal predicaments 

(Abascal & Civit 2001, Akter et al. 2010, De Silva et al. 2009, Surman & Reilly 2003, 

Techatassanasoontorn & Tanvisuth 2010, ITU 2003). 
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Figure 4: Dimensions of experiential computing (Yoo, 2010) 

 

Figure 4 shows a framework of digitally mediated experience defined across four dimensions — 

time, space, actors, and artifacts. From the perspective of a mobile content provider, this image 

does not anticipate the content offering, because it does not offer a specific enough notion of 

context. Some studies in Information Systems have examined various combinations of these 

dimensions to try to isolate the specific and critical circumstances of the user in the moment of 

use. For example ‘location’ has been the subject of a number of studies (Bernardos et al. 2007, 

Junglas & Watson 2003, Junglas & Watson 2008, Kakihara & Sørensen 2004). Indexicality, 

which combines physical environment with changing contextual requirements is highlighted in 

the studies by Kjeldskov and Paay (Kjeldskov & Paay 2005, Paay & Kjeldskov 2004, Kjeldskov & 

Stage 2004, Kjeldskov 2002). Feijoo describes the online realm as a digital ecosystem 

comprising ubiquitous content and experiences that is both fragmented and heterogeneous. He 

argues that since consumption is optional “mobile content success will require a very segmented 

approach to its users’ characteristics and circumstances and a continuous process of interaction 

and learning”. This study offers the predicament-focused approach as one way to segment user 

characteristics and circumstances – under the umbrella of ‘the predicament’ – which will allow 

for a continuous process of interaction (Feijoo et al. 2009a p. 282). 

Further references to the user experience literature are provided in  Chapter 7 Predicament 

Mode. 

3.6 User and market engagement on the mobile platform 

The mobile content marketplace is seen to be highly competitive (Gartner Research 2012, Lee 

2012, Meeker & Murphy 2011, Ruthven 2012, Quinn & Quinn-Allan 2012, ABC 2012, Byrne 

2011, Andrew & Byrne 2011, Digital Economy and Convergence Branch. 2009). Mobile content 

providers seek to create a value chain (Akram & Åkesson 2011, Ghezzi et al. 2009, Maitland et 

al. 2002) and use intimate knowledge of their customer-base (Kimiloglu et al. 2011, Meeker & 

Murphy 2011) to gain competitive advantage. In the complex wireless industry, device 

manufacturers and carrier/operators still dominate industry relations (Meeker 2009), but the 

power balance is moving towards content providers as consumers become more demanding and 
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independent (Lee 2012). A standards war is underway in the mobile, wireless industry (Gartner 

Research 2012, Jahanshahi et al. 2011, Lyytinen & Fomin 2002, Park et al. 2011, Quinn & 

Quinn-Allan 2012). Government and industry regulation, along with public-funded 

infrastructure development is widespread, but variable across the globe (Yoo et al. 2005). Until 

these dimensions of the industry stabilize, the economic dimensions will remain highly volatile 

(2009). Hence, medium to large businesses tend to enter this space tentatively (Johnson et al. 

2011, ABC 2011, Quitney Anderson 2010). 

Increasingly, mobile phone usage is about data and engagement, not voice (Meeker & Murphy 

2011, Meeker 2009). Commercial content providers in the media, entertainment, and education 

sectors are particularly concerned with engagement as a competitive approach in this era 

(Cawley & Preston 2007, Clark & Aufderheide 2009, Hamilton et al. 2011). Indeed, this notion 

of engagement on the mobile platform presumes a commitment by users (in the form of a bond) 

to the content offering, and not directly to the provider. Hence, any separation of content, 

presentation and technology which interrupts the user’s personal experience of the content is 

detrimental to the forming of a bond, and consequentially the establishment of market share 

through engagement. Quite often the personal experience of mobile content tends to be left to 

interface designers to address (Lehikoinen et al. 2007, Inakage et al. 2009). 

3.6.1 Bonding and attachment theories 

User physical, emotional and psychological engagement with mobile content is more personal, 

intimate and intense than with other platforms (Katz & Aakhus 2002, Lai et al. 2007, 

Meschtscherjakov 2009, Park 2005, Platzer et al. 2010, Venta et al. 2008, Vincent 2006, 

Vincent 2010, Vincent & Fortunati 2009). This deeper engagement is not adequately explained 

by current adoption, acceptance and attachment theories. Abraham, Junglas, Watson and 

Boudreau (2009) argue that it is in the nature of humans to use mobile technology to improve 

quality of life. People are driven by the need to bond, defend, learn and acquire as they use 

mobile technology and content. “Like personality traits, evolved psychological mechanisms are 

also inherited and determine how we act. However, they are less about concrete social or 

cognitive orientations but more about an innate, intrinsic motivation for sustaining human life 

and wellbeing for everyday tasks.” (Abraham et al. 2009, p 13). Leslie Haddon (2009) highlights 

the opportunistic, exploratory, creative and resourceful way people use mobile technology and 

content — distinguishing it from the task-oriented and utilitarian approach to previous 

information systems. Haddon sees mobile content users as everyday innovators and argues that 

researchers need new ways to imagine users and uses. To do this, Haddon says one must look 

beyond narrow definitions and measures of ‘use’ (Haddon 2009). According to Vincent (2010) 

the essence of the self is changing from years of being exposed to using technologies of all kinds. 

Our emotional and instinctive reaction to each other and the world around us is being 

transformed in the emerging Broadband Society. Mobile phones mediate body to body 

interaction and emotion to the extent  that many people in society now feel they cannot live 
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without them (Platzer et al. 2010, Venta et al. 2008, Vincent 2010). Behavioral psychologists 

describe this attachment as a “bond” not unlike the one formed in other personal relationships 

(say, between friends, family members and lovers). According to Venta (2008) the features of 

the relationship that bind the person to the device relate mainly to the content it delivers and 

the experience of presence and connection with loved ones. 

This study puts forward the Continuous Quality of Life Optimization Principle (see Chapter 6) 

and argue that people instinctively develop and use mobile content to optimize their quality of 

life, moment-by-moment, every day. In this sense, mobile content provision and consumption is 

essentially opportunistic, and the sense of emotional attachment related more to the satisfaction 

of personal quality of life objectives than to the actual device, content or context. 

3.6.2 Sustained competitive advantage on the mobile platform 

A firm is said to have a sustained competitive advantage when it is implementing a 

strategy not simultaneously implemented by many competing firms and where these 

other firms face significant disadvantages in acquiring the resources necessary to 

implement this strategy (Mata et al. 1995 p. 488). 

Competitive advantage theory suggests that firms should pursue policies that create high-quality 

goods to sell at high prices in the market (Andersson et al. 2006, Barney 1991, Feldmann 2002, 

Mata et al. 1995, Porter 1998). The mobile platform offers vendors and other providers an 

opportunity to do this, by allowing them to build and deliver rich personal experiences, with 

which individuals may bond. This platform creates a highly specific relationship between the 

provider and their market (one-on-one) that, if tailored correctly, may supply the consumer with 

tremendous individual benefit (Akram & Åkesson 2011, Ghezzi et al. 2009, Goggin & Spurgeon 

2007, MacInnes et al. 2001). Furthermore, on the mobile platform, production costs may be 

amortized across mass global markets. 

If the mobile content offering is conceived as the bundle of valuable resources at the firm’s disposal 

which can assist it in sustaining above average returns (Sirmon et al. 2007), one begins to understand 

that a firm’s capacity to discover and exploit potential markets in the ubiquitous mobile computing 

era is limited only by its capacity to alter and fine-tune its operations. According to Barney (1991) 

offerings to the market (and the underlying company structure and approach that produce them) 

must be valuable, rare, inimitable and non-substitutable (VRIN) if they are to become a source of 

sustained competitive advantage. This study suggests that the most effective way to create 

differentiation and gain an advantage over the competition on the mobile platform is to create a 

strong bond between the user and the offering by targeting specific usage predicament situations. In 

this way the offering becomes valuable (as a contribution to quality of life); rare (since this approach 

requires very specialized knowledge of the user and their circumstances, focused upon the particular 

moment of use, which other providers are unlikely to have); inimitable (because each offering is so 
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uniquely tailored); and also non-substitutable (because of the bond between the user and the offering 

— people do not easily sever strong emotional ties). 

Given the cost of tooling, advertising and promotion, firms engaged in mobile content 

development will eventually find their operations and product portfolios converging on ways to 

discover and tailor mobile content offerings that have the greatest potential appeal in highly 

specialized content realms (Akram & Åkesson 2011, Feldmann 2002, Ghezzi et al. 2009, Goggin 

2011, Goggin & Spurgeon 2007, Kimiloglu et al. 2011, MacInnes et al. 2001, Sirmon et al. 2007). 

This tendency towards niche specialization in the mobile content marketplace is likely to thin 

out the competition, initially, while firms fine-tune their operations to focus upon very specific 

user situations. However, where there is competition for the exact same niche, it is proposed 

that the firm with the keenest understanding of their target users’ quality of life expectations in 

the moment of use will have the advantage. 

Further references to the user engagement, attachment and bonding literature are provided 

in  Chapter 8— Bond Mode. 

3.7 Summary 

In summary, in the IS literature there is an extensive body of work discussing the way content 

provider organizations might approach content delivery to the mobile platform, with a 

particular focus on utility and technology (for example Tilson et al. 2011, Park et al. 2011, 

Kimiloglu et al. 2011, Janzen et al. 2011, Jahanshahi et al. 2011, Gummerus & Pihlström 2011, 

Goggin 2011, Akram & Åkesson 2011, Obrist et al. 2010, Moritz & Meinel 2010, Kim & Hwang 

2010, Helgason et al. 2010, Akter et al. 2010, W3C 2009, Inakage et al. 2009, Hussain et al. 

2009a, Ghezzi et al. 2009, Feijoo et al. 2009a, Feijoo et al. 2008, Maghiros et al. 2007, Yang et 

al. 2006, Yoo et al. 2005, Scherp & Boll 2004, Bratsberg & Wasenden 2003, MacInnes et al. 

2001). In contrast, there is limited academic work on how providers might conceptualize and 

then tailor their mobile content offerings in order to satisfy user requirements which are non-

functional, highly personal and specific, often idiosyncratic, and ever-changing. 

IS notions of user satisfaction and the utility of mobile content (the fact, character or quality of it 

being useful or serviceable, or fit for a desirable purpose, or valuable end) do not capture the 

rich engagement possible on the platform, or the full user-context-content-device dynamic. The 

mobile context accentuates and adds to the uniqueness of user requirements. Mobility and the 

demands it makes on user attention and presence (in the real and virtual worlds) — combined 

with the emotional, cognitive and hedonic aspects of consumption and satisfaction — cannot be 

adequately explained or dealt with using a purely utilitarian approach (Kim & Hwang 2010, Kim 

& Han 2009, Lin & Bhattacherjee 2010, Wakefield & Whitten 2006, Vincent 2010, Sullivan 

2012, Sullivan et al. 2009, Sullivan et al. 2008, Meschtscherjakov 2009, Venta et al. 2008, Park 

2005).  
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However, IS researchers have found that use of mobile content contributes to the user’s quality 

of life. According to Techatassanasoontorn and Tanvisuth (2010) the contribution can be 

significant for individuals and for society. For their part, Choi et al. (2007) give compelling 

evidence of the link between contribution quality of life and user satisfaction on the mobile 

platform and suggest that provider firms should specialize in providing content to specific life 

domains and use their MDS Experience Satisfaction measure to determine what type of content 

to develop. Techatassanasoontorn and Tanvisuth go further and argue that the performance of 

provider operations (particularly public funded organizations) should be evaluated according to 

the contribution they have made to the quality of life of their target audiences. The researchers 

strongly recommend that providers incorporate quality of life as an important measure in their 

longitudinal formative and summative evaluation plans and allow these dimensions to drive 

their design and development processes. Both studies call for further research which can help 

providers to conceptualize their mobile content offerings and transform their business along 

quality of life lines. 

The contribution to quality of life theme also offers a fruitful way to view human engagement in 

the emerging ubiquitous and pervasive computing environment (of which the mobile platform 

forms a significant part). Yoo (2010) called for theory to be developed to help providers to 

consider the feasibility, efficiency, and desirability of digital artifacts (such as their mobile 

content offerings). Both Yoo and Feijoo et al. (2009b) describe a heterogeneous and fragmented 

digital ecosystem in which mobile content offerings and users exist. Having depicted this 

environment, Feijoo calls for classification systems that are not just translations of other 

industries into the mobile domain, but allow us to gauge the attributes of mobile content that 

can drive its evolution and help us to define mobile content success. 

At an industry level, beyond the individual provider, the OECD and The Australian Government 

call for research into the alignment of the strategic use of the mobile internet and national 

broadband networks to quality of life outcomes and to an increase in participation in the Digital 

Economy. 

This study undertakes further investigation of this contribution to quality of life theme, from the 

provider perspective, in order to find and articulate better ways than utility and user satisfaction 

to understand and tailor competitive content offerings for the mobile platform. 

Additional references to the literature are provided throughout the rest of this dissertation. 
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Chapter 4 Research Design 

4.1 Introduction 

This study is specifically interested in “How content providers can understand and then tailor 

content for delivery to users of mobile devices in ever-changing life contexts”.  Chapter 3 reviews 

the key theoretical areas within the IS literature that come into focus when considering mobile 

content provision. The most relevant of these are the studies that indicate that people use 

mobile content offerings to enhance their quality of life (Choi et al. 2007, Sullivan et al. 2008, 

Techatassanasoontorn & Tanvisuth 2010, Akter et al. 2010, Dagger & Sweeney 2006, James 

2011). These studies provide empirical evidence to show that user satisfaction with mobile 

content affects their perceived and actual quality of life, and this is therefore a critical outcome 

variable for mobile content performance and success. Drawing on this quality of life theory, and 

evidence from user satisfaction research, this study investigates the way the quality of life theme 

may underpin provider thinking when they are selecting, prioritizing and developing mobile 

content offerings in order to establish a sustained competitive advantage. This study provides 

evidence that providers expect consumers to value and bond with mobile content offerings that 

help them to resolve everyday predicaments and optimize their quality of life, and that this view 

often drives organizational practices and competitive business strategies on the mobile platform. 

As part of an in-depth qualitative case study investigation the researcher enters the provider 

domain in order to identify and develop a theoretical framework for competitive mobile content 

provision, based upon the quality of life theme. This chapter provides the overall rationale for 

choosing an interpretive case study approach and research methodology to gain insight into 

provider views and practices. Section 4.2 describes the aims of this study; while Section 4.3 

describes the research design and provides the rationale for using dialectic hermeneutics to 

analyze the data. Section 4.4 describes the case study approach and outlines how cases, 

organizations and participants were selected for the study. Section 4.5 addresses a particular 

research design issue concerning rapidly advancing participant maturity. Section 4.6 explains 

the hermeneutic spiral and how it is used to hone in on a worthwhile answer to the research 

question. Sections 4.7 to 4.11 describe the research journey and provide examples of the evolving 

interpretation in more depth. 

4.2 Aims of the study 

The aim of this study as outlined in  Chapter 1 is to identify and develop fruitful concepts, 

constructs and principles to aid mobile content provisioning. A theoretical framework, based 

upon the Continuous Quality of Life Optimization Principle is used to explore and articulate 

strategic approaches to competitive mobile content development and provision. 
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4.3 Overall research approach and rationale 

A qualitative, interpretive case study approach is used in this study. 

Mobile content provision is a relatively new phenomenon. It involves complex relationships 

between people, technology, organizations and society that allow people to transcend real world 

limitations in order to overcome predicament situations and improve their quality of life. 

Improvement in circumstances for one person is often transmitted to those with whom they are 

closely connected (Techatassanasoontorn & Tanvisuth 2010). Provider organizations are made 

up of ordinary people who use mobile content in their personal and professional lives without 

distinction. The boundaries between the personal, professional and social usage contexts are 

blurred on the mobile platform (Axtell et al. 2008, Brodt & Verburg 2007, Colbert & Livingstone 

2006, Kakihara & Sørensen 2004, Middleton 2007). As “active makers of their physical and 

social reality” (Orlikowski & Baroudi 1990, p. 12) content providers bring their everyday 

experience and expectations of the mobile platform into their workplace and thereby change the 

organization. In turn, a very different organizational and social reality is emerging that requires 

a critical process of enquiry “that goes beyond surface illusions to uncover the real structures in 

the material world” (Neuman 2000, p. 55). Qualitative case study research is particularly 

suitable in this type of investigation because it allows for in-depth exploration of a new topic 

area (Miles & Huberman 1994) and an examination of relationships in particular situations 

(Darke et al. 1998). A case study is “an empirical enquiry that investigates a contemporary 

phenomenon within its real-life context, especially when the boundaries between phenomenon 

and context are not clearly evident” (Yin 2009, p. 13). Mobile content provision is such a 

phenomenon, given the blurred boundaries between the personal and professional; provision 

and consumption. 

This study enters the mobile content provider domain to observe and talk to people in provider 

organizations about their mobile content offerings and to understand real life mobile content 

development processes and decisions. At the same time — drawing upon IS theory —critically 

interprets, using a hermeneutic dialectic approach, provider views and construct new theory for 

mobile content provision. 

The advantage of the hermeneutic dialectic approach is that it enables one to portray 

the real complexity of organizations as social, cultural and political systems. A 

hermeneutic dialectic analysis of IS development requires a researcher to look at IS 

implementation from many different perspectives: It is necessary to look at the 

meaning of a new information system for various stakeholders in an organization and 

the real value conflicts that there may be; it is also necessary to look at the objective 

social impacts which are part and parcel of implementing information systems. 

(Myers 1994, pp. 58-59) 
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4.3.1 Use of theory in case study investigations 

Eisenhardt (1989) proposes three distinct uses of theory in case study research: to guide 

research design; as part of an iterative process of data collection and analysis; and as a product 

of the study. Walsham (1995) provides an analysis of the use of theory in the interpretive case 

study in IS research, and recommends that researchers overtly describe the way theory is used 

in their studies. To this end, Table 5 (based on an example provided (Walsham 1995, p. 76)) 

provides a summary of the use of IS theory in this study. 

Table 5: Use of IS theory in this study 

Use of IS theory Specific IS theory 

As an initial guide to design 

and data collection 

IS quality of life theory (Choi et al. 2007) and IS user 

satisfaction theory provided the initial interview headings and 

topic questions. 

As part of the iterative data 

collection and analysis process 

IS experiential computing (Yoo 2010), engagement and 

sustained competitive advantage theory provided a foundation 

during the hermeneutic analysis stages. 

As the final product of the 

research 

Contributions to IS theory:  

Theoretical constructs: Predicament Mode and Bond Modes; 

Continuous Quality of Life Optimization Principle; and The 

Mobile Content Provision Decision Framework and Matrix. 

 

According to Eisenhardt (1989), mid-range theories and conceptual frameworks are something 

which need to be tested formally using positivist approaches but are useful to bring together the 

theoretical concepts and constructs to emerge out of case study investigations. The Mobile 

Content Provision Decision Framework serves as a theoretical framework to tie together the 

concepts, constructs and principles which aid mobile content provisioning described in this 

study. The relationships between these elements are explained in detail throughout the rest of 

this dissertation. 

4.3.2 The reflective and involved researcher 

In this study the researcher is an involved observer (Walsham 1995, p. 77). Having worked in 

content development teams as a professional web designer and manager, the researcher brings 

prior experience of the content development process to the project. This familiarity with the 

research domain helps to establish a rapport with study participants that would not have been 

possible otherwise. Knowing that the researcher has a high level of technical and practical 

knowledge of their working environment encouraged participants to become quite detailed and 

technical in their responses to the questions. This prior knowledge and experience also helped in 
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the evaluation and interpretation the content offerings under investigation. “Interpretive 

researchers are attempting the difficult task of accessing other people’s interpretations, filtering 

them through their own conceptual apparatus, and feeding a version of events back to others” 

(Walsham 1995, p. 78). My past working experience facilitates interpretation by ensuring a 

common nomenclature. 

During this study the researcher worked at one of the case study organizations as a Web and IT 

Manager. This gave increased access to participants and cases, and allowed full immersion in 

the research context. This organization is very large (over 15,000 employees) and geographically 

spread out, so it was possible to focus on mobile content developments away from the 

researcher’s immediate working environment. This meant that while fully conversant with the 

working conditions and circumstances of participants, relations were not so close to influence or 

inhibit respondents. Furthermore, the topics under discussion were not seen by participants to 

be particularly contentious or confronting. Indeed, the interview protocol was approved by The 

Melbourne University Research Human Ethics Committee as having a low-risk potential for 

harm, discomfort or inconvenience to participants and/or others. However, in order to ensure 

that interpretation of interviews held in this organization were not unduly influenced by 

association through work, two other case study organizations were selected and regular 

presentations and discussions of findings held with non-participants and external bodies (see 

list of these in Table 11 on page 61). 

4.4 Case study selection 

Diversity and richness of mobile content development experience was very important in the 

selection of case study organizations, participants and content offerings. The following three 

sections describe the specific selection rationale. 

4.4.1 Selection of cases: mobile content offerings 

The mobile content offering is the unit of analysis in this study, not the organization. A broad 

range of mobile content cases were selected to provide insight into different types of content and 

a variety of technologies (for example mobile internet, iPad applications, Android, BlackBerry 

etc.). This set of cases, which are often hereafter referred to as ‘the content offerings’, reflects the 

diversity and richness of mobile content experiences available on the platform and enables the 

researcher to really comment on the research question. 

During this study it was particularly important to examine a variety of content offerings which 

reflect different quality of life values to the end consumer. Typically content is listed by: 

popularity, theme (e.g. History, The Arts, Politics), purpose (application), or genre (games, 

entertainment, movies, audio) rather than by value. This is not very helpful for consumers who 

search for offerings that will suit their quality of life needs in the moment of use. Current IS 

theory provides limited ways to classify mobile content, based on value. To fill this void, Kim 
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(2008) argued that adoption decisions for ‘wireless value-added pay-per-use services’ must be 

based upon values other than utility (Kim & Han 2009, Kim et al. 2008, Kim et al. 2007, Choi et 

al. 2007, Chae et al. 2002) and proposed three broad classes: utilitarian, social and hedonic. 

However, looking at the right column of Table 6, most cases do not fall cleanly into a single 

class, but rather tend to be a combination of two or all three. This suggests that mobile content 

can be useful, social and hedonic – all at the same time – so a more calibrated mechanism is 

needed. Nonetheless, these three broad classes do offer an interesting point of departure. 

The following Table 6 provides a full listing of cases studied, including: the case number; the 

name of the offering; the case organization; whether the provider charges a fee (or intends to 

charge a fee) for the offering; a description of the offering (quality of life narrative); and the type 

of offering, according to the Kim categories. 

Table 6: Cases: mobile content offerings 

 

4.4.2 Selection of case study organizations 

The three case organizations from highly affected industries (news, media, education) were 

selected because they represent the most common type of organization within their industry 

sectors, to move towards the mobile platform.  

Media companies are classic examples of organizations that have to respond to the 

new digital realities. All institutions will have to start listening more intently to their 

stakeholders. ‘Molecular democracy’ is asserting itself. Anonymous respondent in The 

Impact of the Internet on Institutions in the Future, Pew Research Centre (Quitney 

Anderson 2010). 

Secondly, all three of these organizations have been offering content to mobile users for some 

time, and therefore have experience of the platform, and have processes in place for mobile 

content development. Lastly, each organization involves a different organizational setting and 

approach to collaborative content development. 

By 2010 we are seeing many of these institutions and industries crumble and rise 

again from the ashes in new forms. What is happening to newspapers will happen to 

retail, advertising, many sectors of manufacturing, education, and government. There 

is no going back. There is no protecting the past. – Jeff Jarvis, prominent blogger, 

professor, City University of New York Graduate School of Journalism (Quitney 

Anderson 2010, p 7) 
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On the whole, though, change here will be slow. Educational institutions will be the 

ones to watch, they are highly logical candidates for change, yet it is difficult to 

imagine much by 2020. By 2030, definitely. – Jonathan Grudin, principal researcher, 

Microsoft (Quitney Anderson 2010, p 12) 

4.4.2.1 AusUni 

AusUni is a large public university in Australia with over 60,000 students and 15,000 staff. 

AusUni’s movement towards the mobile platform reflects typical online engagement by a higher 

education institution. The mobile content offerings examined during this study were developed 

by academics in the Humanities to enhance their teaching and public profiles, and to assist in 

the collection, analysis and dissemination of research data. These offerings include: an iPad 

application, mobile blogs, and mobile websites. 

4.4.2.2 AusMedia 

AusMedia is a large public-funded broadcasting corporation (over 4,500 employees) involved in 

producing content for print, radio, television, and online. The move towards the mobile platform 

in this organization has been underway for several years. The mobile content offerings examined 

during this study were developed for audiences in Australia and the Asia region, including: 

iPhone, iPad, Google Android, Blackberry, Java apps and mobile websites. 

4.4.2.3 GlobalNews 

GlobalNews is a division of an international news business with print and online operations 

which, in terms of circulation and market penetration, are among the most successful in the 

world. An iPad version of their online newspaper, among other offerings, was examined during 

this study. 

4.4.2.4 VicGov: pilot study 

A pilot study of a mobile content offering developed by a Government Department in Australia 

which delivers health service information to citizens, allowed me to test the initial case study 

questions and identify the key themes and theoretical framework in this study. 

4.4.3 Selection of case study participants 

The term 'provider' is often used to describe an organization. However, many people within any 

given organization are responsible and have significant influence over what is produced by that 

organization. In the case of mobile content offerings, five types of roles were identified which have 

the most impact upon the nature, specification and quality of the content offering, within a content 

provider organization. These are: executive, management, technical, design, and content. 

People in these roles make decisions about what content a mobile user is offered. Since all of 

these participants are influential in the outcome of the final offering, a concerted effort is 
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needed to ensure the offering meets market requirements and expectations. At the core of any 

collaboration process is a set of shared visions. This study explores the ideas (concepts) 

people in these roles have in relation to the mobile content offering, user and market. 

Participants in this study were selected based upon their position. The list in Table 7 shows the 

positions of participants within each case study organization. 

Table 7: Study participants 

Role type AusUni AusMedia GlobalNews 

Executive Faculty Dean 
Head, Strategic 
Development, 
Innovation 

Chief Editor, Mobile 

 
Directors of Digital 
Media, eEducation and 
eResearch 

Mobile Executive, 
Producer  

Management Head of Journalism Manager, New Services Senior Site Producer 

 Web Services Manager  Mobile Editor 

Technical Developers Developers Developer 

Design Multimedia Designers Mobile Designers Media Designer 

Content Academics, Editors Producers Journalist 

4.5 Research design issue: rapidly advancing participant maturity 

The mobile web is the fastest-ramping technology transformation the world has ever 

seen, and will exert a profound impact on everything from social networks to retail... 

Mobile web goes global. (Warc 2010) 

In relation to the diffusion of information and communication technology (ICT) the notion of 

domestication refers to the way ICTs find a place in people’s lives. Leslie Haddon and others 

have argued that the incorporation of ICT’s into the everyday life shapes not only the life of the 

person, but also the technology (Haddon 2005). In relation to mobile phones and the content 

they provide, the process of domestication – commodification, appropriation and conversion– 

has been rapidly increasing (Silverstone & Haddon 1996). For example, in the United States, 

tablet and e-book reader ownership nearly doubled over the 2011 holiday, gift-giving period 

(Pew Internet & American Life Project 2012b). When seen on a global scale the rapid 

domestication of mobile technology and content is visible across many walks of life and is 

shaping society. 

4.5.1 Mobile internet and tablet computers 

In the four year period of this study, participant knowledge and understanding of mobile 

content usage matured significantly. 
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The release of the iPad in 2010 had a significant impact upon this study. Tablet computers came 

onto the market and began to seriously compete with desktop systems, almost immediately2. 

The diffusion of this technology surpassed even that of the original iPhone. And this growth is 

expected to continue, with an explosion in sales predicted over the next three years (2012 to 

2015). Apple is expecting to sell 60% as many iPads as PCs by 2015 (Arthur 2011). By this time 

Gartner forecasts that Apple will sell 148 million iPads out of a total of 326 million total tablet 

computer sales. In 2011 the growth in mobile applications and the mobile internet (the use of 

internet content and internet-connected applications, or browser-based access to the internet 

from a mobile device) was also phenomenal (Meeker & Murphy 2011). 

At the beginning of this study most of the participants looked at the mobile platform as a place 

where they received, rather than delivered content. Within the provider firm at this time, 

responsibility for mobile content tailoring and delivery tended to be the seen as the province of 

specialized IT areas of the business. 

How for example does a university support iPhones and iPads? And Android devices 

and so forth? Does it say “you are not allowed to do this and that with them”? Or does 

it actually allow complete anarchy? Peter, Senior IT role at AusUni 2010. 

During 2010 study participants gained a great deal of experience of the mobile platform 

(including the mobile internet) in their personal lives, which they began to bring to their 

working lives. 

I think everyone’s aware [of the mobile platform] because there’s so much talk about 

how this is a revolution in the media... it does really help to be a user because how else 

can you imagine, how you would use it? And we’re all users in some ways, everyone 

has got a mobile. Sandra, Multimedia Designer, AusUni, 2010. 

By 2011, the expectations of many participants in the content development process had changed. 

Participants were providing more sophisticated answers to the study questions. For example, in 

the beginning when asked to describe the mobile content offerings of their firm, they often 

struggled to identify a list of more than five. By the beginning of 2011, they were commonly 

answering this question by quickly listing many, and then explaining that they believed that this 

was becoming their organization’s most important online platform. 

                                                             
2 The Apple iPad went on sale in the United States on April 3, 2010. The iPad was launched in Australia on 
May 28, 2010, then in other parts of the world on July 23, 2010. On September 17, 2010 the iPad was 
officially launched in China. 300,000 iPads were sold on their first day of availability. By May 3, 2010, 
Apple had sold a million iPads (this was half the time it took Apple to sell the same number of original 
iPhones). In October 2010, Steve Jobs announced that Apple had sold more iPads than Macs for the fiscal 
quarter. A total of 15 million first generation iPads were sold prior to the launch of the iPad version 2 in 
March 2011. 
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I don’t think the mobile platform can be ignored anymore. If it’s ignored, then the 

game’s over so you have to be there… I don’t think there’s any dispute that in this day 

and age in Australia all the universities need to take account of mobile technologies 

and that delivery platform. Tom, AusUni, 2011. 

During this study the researcher also came to understand different things about the topic – not 

only as a researcher – but as a citizen of the world, where people now engage in ubiquitous use 

of the mobile internet. 

4.5.2 Pre-iPad and post-iPad eras 

In order to isolate and objectify this change in participant and researcher maturity — which 

impacts upon the meaning of this study — the data collection phase was split into two parts. 

Phase 1: Pre-iPad and Phase 2: Post-iPad era. This line was drawn between December 2010 and 

January 2011 – after the Christmas period. By then, there were millions of tablet devices in the 

world. The iPad version 2 was released in March 2011 and a number of other players also 

entered the market. 

Between these two phases, the study questions were adjusted to allow for greater maturity in 

participant response and to explore the emerging engagement theme. A new case study 

organization was added to the study in phase 2, to explore commercial iPad and tablet PC based 

content [see Section 4.7, later in this chapter for a full account of this decision and the way it was 

implemented within the study]. 
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4.5.3 Two main phases of data collection 

Phase 1: Pre-iPad era (AusUni and AusMedia), August 2009 till December 2010 

• AusUni was selected as the first case study organization because it provided access to a 

broad spectrum of mobile content offerings in the higher education sector. 

• AusMedia was selected because it provided access to a broad spectrum of mobile 

content offerings in the commercial media sector. 

Phase 2: Post-iPad era (GlobalNews), Jan 2011 till July 2011 

• GlobalNews was selected in phase 2 of the study because it provided access to more iPad 

and tablet PC based content offerings in the commercial media sector. 

4.6 Dialectic hermeneutics 

Hermeneutics is the theory or philosophy of the interpretation of meaning (Butler 1998). 

According to this philosophy, when one first confronts a phenomenon, one comes to understand 

its meaning by examining it as a whole (phenomenon), and comparing this to its parts 

(component phenomena). One moves back and forth from the parts to the whole, until we arrive 

at an acceptable understanding of the meaning of this phenomenon. As one move back and 

forth, understanding grows in an iterative way. And each pass contributes to the evolving 

understanding. One continues the passes until one eventually becomes satisfied with the 

knowledge that is apprehended and what it means. Philosophers such as Martin Heidegger 

argue that people approach all knowledge in this way (Heidegger 1977). For them, this reflective 

process is triggered by breakdowns in our tranquil existence (existential disturbances). As one 

moves through their life-world (Dahlberg 2006, Harrington 2006, Heidegger 1977) they 

encounter phenomenon with which they are not familiar or comfortable, and attempt to 

assimilate these by coming to understand them in the above iterative way. This assimilation 

involves a transition of that which is unknown (objective) into that which is known (subjective). 

One brings the phenomenon within. The meaning of the phenomenon is therefore gained by 

experiencing it – testing it against, and making it part of one’s present knowledge. This lived 

experience, known to Gadamer as “working out”, is perpetual and “not in any way perfect” 

(Gadamer 1976, Gadamer et al. 2004). The individual perspective is always limited. 

Every finite present has its limitations. We define the concept of “situation” by saying 

that it represents a standpoint that limits the possibility of vision. Hence an essential 

part of the concept of situation is the concept of ‘horizon’. The horizon is the range of 

vision that includes everything that can be seen from a particular vantage point... A 

person who has no horizon is a man who does not see far enough and hence 

overvalues what is nearest to him. On the other hand, ‘to have an horizon’ means not 

being limited to what is nearby, but to being able to see beyond it... [W]orking out of 
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the hermeneutical situation means the achievement of the right horizon of inquiry for 

the questions evoked by the encounter with tradition. (Gadamer et al. 2004, p. 302). 

4.6.1 Situation of the mind 

Situation: “a standpoint that limits the possibility of vision.” (Gadamer et al. 2004, p. 302). 

In a study about mobile content, situation is of essential concern. It is argued that providers 

must understand the situation of the user, if they are to build valuable mobile content. The 

traditional understanding of situation in Information Systems is of a place in time, with 

circumstances. However, in light of the above, the foremost situation of concern is in the mind, 

not the environment. The person — being embedded in their life-world — is motivated to 

“purposefully set about repairing breakdowns and adopt whatever available means to achieve 

this end” (Butler 1998, p. 289). Hence, mobile content providers may rely upon people to ‘care’ 

and be ‘involved’ in the working out of their problems — to take care of their real world 

situation. 

For Heidegger “the person exists only in the performance of intentional acts” (Heidegger 1977, 

p. 73). He argues that phenomena constitute the “Being of entities”. All phenomena constitute 

the “world of Being” and it is through interpreting their meaning that our existence is asserted. 

“People in everyday settings practice this activity of interpretation; as such it is an innate 

characteristic of the human condition.” (Butler 1998, p. 287). As one moves through the world 

one assimilates phenomena, thus defining and asserting one’s existence. Phenomenon thus 

assimilated change the Being. And through the Being, embedded in the world, change the world. 

Mobile content (the phenomenon), as a means of optimizing quality of life, must be 

interpreted by the user if it is to be assimilated into their life-world. The provider of mobile 

content must know how it will be assimilated, if they are to build an effective offering. Hence, a 

provider must interpret the way the user will assimilate the phenomenon into their life-world 

situation. This study seeks to give the provider a framework for interpretation to help them 

interpret the way the user will assimilate the mobile content. Remembering that the meaning of 

‘provision’ is to exercise foresight and make allowance for the future. 

4.6.2 Fusion of horizons 

The essential part of the situation of the mind is the concept of the horizon — the range of vision that 

includes everything that can be seen from a particular vantage point. In the beginning the horizon of 

the interpreter and the horizon of the phenomenon are separate. As the interpreter cycles through their 

hermeneutic process, the two horizons are gradually integrated. “A fusion of horizons takes place when 

the phenomenon is fully disclosed” (Butler 1998, p. 291). The breakdown in tranquility is repaired and 

the disclosed phenomenon forms part of the toolset available to the interpreter as they encounter their 

next breakdown in understanding – the pre-understanding. According to phenomenologists such as 
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Heidegger, people are thrown into their life-worlds where they continually encounter situations where 

knowledge and understanding is incomplete. People cannot avoid acting and have difficulty reflecting 

on their actions. However, existence in this world is situated within a specific tradition and history. 

Tradition shapes the interpreter’s pre-understanding by exerting a quiet authority, transmitted 

through time and history, over the behavior and attitudes of the interpreter. According to Gadamer, 

tradition is a cultural mechanism (transferred from one person to another), embedded in group norms 

and public opinions, which provides reassurance in the face of existential turbulence making our 

surroundings familiar and comforting (Gadamer 1976). “Self-reflection precipitated by existential 

turbulence [a ‘breakdown’] shatters this tranquility and brings about a state where the authority of 

tradition (das Man) is critically scrutinized” (Butler 1998, p. 288). 

At present, in the world of mobile content provision, the traditional ways that people and 

resources are organized, and then brought to bear on the tasks of selecting, tailoring and 

delivering mobile content, is problematic (Sullivan et al. 2008). The participants in this study, 

embedded as they are within these traditions, are best placed to scrutinize, disclose and then 

integrate new understanding about the content requirements of the mobile consumer.  

As situated, intentional agents of change, it is expected that they are already trying to do so. 

4.6.3 Pre-understanding 

In this study of mobile content provision the researcher is trying to understand the provider, 

who is trying to understand the consumer, who is trying to understand mobile content. This 

requires a fusion of three horizons of understanding, moving towards a shared vision of 

successful mobile content provision and consumption. 

Table 8: Limitations of the three standpoints 

Standpoint Tradition Limitation of horizon (breakdown) 

Researcher Traditional, IS research conceptual 
and theoretical frameworks which are 
based on utility, in a static usage 
context. 

Not knowing how providers 
conceptualize content requirements of 
the mobile consumer. 

Provider Industry and organizational 
approaches which are focused on mass 
production. 

Not knowing how to conceptualize 
content requirements of the mobile 
consumer. 

Consumer Continually optimizing quality of life. Not knowing their content 
requirements in advance. 

 

The aim of this study, as outlined in Section 4.2, was to provide a theoretical framework (shared 

vision) for successful content provision. Examination of the three perspectives (researcher, 

provider and consumer, shown in Table 8 above) reveals that: 

• Each party operates under the sway of a different tradition, 
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• This appears to limit the ability of each to understand the other, 

• However, all parties are interested in knowing the content requirements of the mobile 

content consumer, 

• The breakdown appears to center around knowing these requirements, in advance. 

Based upon these observations, a theoretical framework (shared vision) would be useful if it 

established a new and common tradition that allows all parties to conceptualize mobile content 

requirements of the consumer, in advance. 

4.6.4 Anticipation 

Being-in-the-world involves looking after the entities that are important, and purposefully 

setting about repairing breakdowns in our understanding (Heidegger 1977). As part of this 

involvement in our life-worlds, we also possess a determination to “realize the possibilities we 

confront in our daily round” (Butler 1998, p. 289). In Being and Time, Heidegger describes this 

involvement as ‘intensionality’. Merleau-Ponty (1962) takes this notion of resolution further by 

describing an ‘intentional arc’ of human thinking, behavior and possibilities. 

Let us therefore say rather, borrowing a term from other works, that the life of 

consciousness-cognitive life, the life of desire or perceptual life is subtended by an 

‘intentional arc’ which projects around about us our past, our future, our human setting, 

our physical, ideological and moral situation, or rather which results in our being situated 

in all these respects. It is this intentional arc which brings about the unity of the senses, of 

intelligence, of sensibility and motility. (Merleau-Ponty 1962, pp. 135-136). 

An individual’s existence is constituted by phenomena which are ‘ready-to-hand’ (Heidegger) in their 

life-world. Ready-to-hand phenomena are used to deal with opportunities and breakdowns in 

understanding. Such phenomena appear to be perfectly understood by the individual, not requiring 

interpretation. When an event occurs that constitutes a breakdown in understanding, it requires 

interpretation so that it may be comprehended. These ‘breakdowns’ cause a phenomenon to become 

the object of theoretical reasoning. As such the phenomenon acquires the ontological status of being 

‘present-at-hand’ (raised to awareness and self-reflection). The pre-understanding the individual has 

is the starting point from which he will begin his interpretation of the phenomenon. According to 

Heidegger, this pre-understanding... possesses historical and temporal dimensions. During the 

‘working out’ the phenomenon itself has ‘anticipatory meaning’ (moving from ‘present to hand’ back 

towards ‘ready to hand’) which is used to determine its legitimacy, origin, and validity (Heidegger 

1977, Gadamer et al. 2004, Butler 1998, Ricoeur 1973). 

Heidegger argues that this recursive process of resolving disturbances is what defines us as human 

beings. In this sense “we are thinking, and nothing besides” (Introna & Whittaker 2002 p. 161) as we 

move through our life-world, amidst existential disturbance. Hence, humans are in a constant state of 
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anticipation. Gadamer recognized the ‘subjective reflex’ that is adopted towards “intuitively 

anticipating the whole and its subsequent articulation in the parts.” (Gadamer 1976 p 48). In other 

words, one may jump to conclusions and form tentative gestalts, which restore our tranquility 

temporarily (Gadamer et al. 2004, Wertheimer 1924, Wertheimer 1944). 

This study is interested in the continual resolution of disturbance as a way to explain the way 

people use mobile technology. In recognizing the never-ending nature of the user’s predicament 

(in the real world and in the mind), providers are better placed to design content that will suffice 

in situations – rather than content that will permanently solve problems. 

From a research point of view, as one moves from pre-understanding towards tentative 

solutions to problems, one accepts that truth in hermeneutics (as in our daily experiences) refers 

only to the best informed and most coherent explanation on which there was agreement at the 

particular point in time (von Zweck et al. 2008). Understanding is never considered to be static 

but always is expected to evolve (Gadamer et al. 2004). In this study of mobile content 

provision, a snapshot is taken of a critical period in time on the mobile platform (the iPad 

release) from the point of view of key participants in the mobile content development 

organizations and industries. It is expected that new information and insights from individuals 

and organizations knowledgeable about mobile content provision can continue to enrich the 

findings of this study. 

4.6.5 Text analysis 

The investigation of the way people in provider organizations conceptualize their mobile content 

offerings — has caused this researcher to gravitate towards a phenomenological hermeneutic 

perspective. In this study a pragmatic (constructivist) approach is taken, whereby the researcher 

enters into the interpretative norms of a community (people working in provider organizations, 

within certain industries) to discover the meaning that operates as is to be found, within the historical 

context of the interpreter and the interpreted (Butler 1998, Coyne 1995).My prior experience with the 

web design and development processes within university and public sector provides important 

knowledge of mobile content development and delivery issues for content providers. This knowledge 

and understanding represented the pre-understanding brought into the study and “constitutes the 

horizon beyond which it was impossible to see” (Gadamer 1976, p. 272). Interviews, observations and 

informal discussions — carried out on-site within the organization — reveal the meaning that operates 

and is to be found within the historical context of the interpreter and the interpreted. 

The use of hermeneutics in Information Systems research grew from roots in the interpretation of 

classical literature, particularly the Bible. The founding of hermeneutics as a science of interpretation 

began with Schleiermacher and Dilthey in the 19th Century with the exploration of understanding of 

text, particularly in relation to the reaching of enlightened understanding (verstehen) through action 

and experience. Hans-Georg Gadamer introduced the hermeneutic circle, dialogue, and fusion of 
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horizons to explain the circular, dialectic relationship between text and reader. Paul Ricoeur (1973) 

took these concepts further, arguing that social action and situations can also be understood and read 

as texts. Text analogues, such as interview transcripts, documents, reports, and the extant literature, 

may form part of that which is analyzed (Ricoeur 1973, p. 91). Scholars such as Boland (1989) and Lee 

(1994) have used the hermeneutic circle to review text analogues such as email messages in relation to 

the development of information systems. In 1998 Butler used the hermeneutic circle and fusion of 

horizons to analyze the use of hermeneutics in information system research. Klein & Myers (1999) put 

forward a set of principles for evaluating interpretive field studies in information systems based upon 

the fundamental principle of the hermeneutic circle. Introna (2002) provided a phenomenological 

explication of the involved-manager to illustrate the subject/object dualism in information system 

evaluation. Sarker and Lee (2006) analyzed graphical representations of system redesigns to evaluate 

the effectiveness of business process change. 

4.6.6 Constructivist approach 

The inception of the mobile internet reflects the power of human ideas for human existence. For 

many people in the world existence on a virtual plane has become a daily reality. Humans 

constructed this plane, and it exists only in our minds. While the researcher believes that reality 

is independent of human thought; knowledge and meaning are human constructions. In the 

rapidly changing context of the mobile internet, a constructivist ideology provides an 

appropriate way to understanding this evolving world. Hence, a pragmatic approach is adopted 

(as opposed to a conservative, critical or radical approach, described in Table 9 following) to 

interpretation. Experiences, thoughts and behaviors of people in provider organizations are 

interpreted, in combination with the researcher’s, to build new knowledge. 

Table 9: Perspectives in contemporary hermeneutics 

Perspective Main theme Proponents 

Conservative The task is to uncover the original meanings of 
the action-text as intended by the author. 
Objective, a-historical, and a-contextual 
purposeful meanings are secured from the 
correct and decidable interpretation. 

Emilio Betti (1955) and Eric 
Hirsch (1967), to name two. 

Pragmatic 
(Constructivist) 

Interpretation here involves entering into the 
interpretative norms of a community; meaning 
here operates and is to be found within the 
historical contexts of the interpreter and 
interpreted. 

Hans Georg Gadamer (1975), 
Ludwig Wittgenstein (1953). 

Critical The purpose of interpretation here is 
emancipatory; conventional wisdoms within 
communities are challenged in order to address 
potential power asymmetries. 

Karl-Otto Apel (1980) and 
Jurgen Habermas (1972, 
1980). 

Radical 
(Deconstructioni
st) 

Here texts and social action are treated as an 
endless play of signs that reveal and conceal 
knowledge through the play of difference and 
contradiction. 

Jacques Derrida (1970, 1976). 
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4.6.7 Critical reading 

Text in this study is not taken at face value. A sceptical examination of claims put forward by 

participants as well as of the selection and framing of the information presented, is adopted. 

In his paper about dialectical hermeneutics, Michael Myers defines information system 

implementation as “the successful use of information technology by an organization” (Myers 

1994, p 52). This is the broadest of definitions and encompasses the entire process of 

information systems development and implementation. Beginning with “the first ideas for a 

system and the changes it will bring, right through to when a system has been successfully 

integrated with the operations of the organization” (Myers 1994, p 53), this view incorporates all 

the software, hardware, decisions and activities associated with the phenomenon. 

Myers argues that relationships between people, organizations and technology are ever-

changing, therefore research into information system implementation must be concerned more 

with what information systems mean to people in an organization, rather than how the system 

works or is used. He proposes dialectic hermeneutics (a combination of critical and interpretive 

dialogue) as an approach that will reveal ‘the meaning’ of an information system by allowing the 

researcher to explore and integrate the multiple perspectives of key players in the 

implementation process. The meaning of an information system to an organization (the whole), 

resides in the subjective views of the people within the organization (the parts). By creating a 

text analogue of these multiple views (interview transcripts) one can arrive at an integrated view 

of the meaning of the information system to the organization through a process of “moving back 

and forth from the individual parts to the whole, until the apparent absurdities, contradictions 

and oppositions no longer appear strange, but make sense” (Myers 1994, p 58). 

4.6.8 Hermeneutic spiral 

Using the hermeneutic spiral to interpret the data being collected in this study involves several 

circular passes around the text (mainly transcripts of interviews) with each such iteration 

ending with a more specific understanding of mobile content provision. Broadly speaking, each 

pass through the hermeneutic circle involves four steps (Sarker & Lee 2006):  

• First, the identification of interpretive breakdowns, resulting from a contradiction 

between what is already understood (‘pre-understanding’) and what is actually observed;  

• Second, the examination of new data relevant to the breakdown being investigated 

and/or the reexamination (in a new light) of data examined in a previous iteration; 

• Third, the surfacing of questionable assumptions made earlier, that contributed to the 

breakdown in understanding; and 

• Fourth, revision of the existing interpretation to resolve the breakdown. 
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4.6.9 Summary of the main hermeneutic phases during this project 

These circular passes were engaged four times during this study. A summary of the  

pre-understanding and the four significant phases of data collection and analysis are shown in 

Figure 5. 

Figure 5: Summary of the four significant hermeneutic study phases 
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4.7 Data collection 

This section outlines the mixed method approach of hermeneutic case study research and 

provides a detailed account of the interpretation and reflection that occurred during each of the 

four significant hermeneutic phases in this project. 

4.7.1 Data types and sources 

The hermeneutic approach in this study involves moving between primary data (collected in the 

case study interviews, observations and documentation); the academic literature, and tertiary 

sources (expert feedback, reports, media coverage) to form the final interpretation. Table 10 

provides a summary of the type of data collected during this study. 

Table 10: Data types and sources 

Type of data Source 

Primary 

34 case study interviews; informal discussions; observations; field notes; 
analysis of mobile content offerings; digital artefacts and associated materials 
and environments (such as websites, online systems, etc.); examination of 
organizational records and reports; policy and project documentation. 

Academic 
Literature 

Information Systems literature and related research into mobile content 
provision. 

External 
sources 

External bodies, industry and media coverage, government and industry 
reports, whitepapers and publications. 

 

4.7.2 External bodies 

A number of groups, external to the project, were used to gain feedback and insight into themes, 

ideas and conceptual models as they arose in this study. Given the rapid advancements and 

changes throughout this project in participant maturity and organizational structures, it was 

important to expose the thinking in the study to academic and industry criticism as often as 

possible to ensure that a broader societal context was taken into account. Table 11 (next page) 

shows the groups that were selected for this purpose. 
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Table 11: External body membership 

External body Membership 

Project Advisory 
Committee 

Comprised the principal research supervisor, an international 
research supervisor and two academic experts from the field of 
Information Systems employed within the Department of 
Information Systems at The University of Melbourne. 

ACIS: The Australasian 
Conference on Information 
Systems 

Comprising leading academics in the field of Information 
Systems in the Asia-Pacific region. 

ICIS: The International 
Conference on Information 
Systems 

Comprising leading academics in the field of Information 
Systems in the Northern Hemisphere. 

OASIS: Organizational and 
Social Information Systems 

Comprising academic staff and postgraduate students in the 
Information System, The University of Melbourne. 

ITSM: AusUni IT Service 
Management Group 

A network of professional staff engaged in the transformation of 
IT services at AusUni. 

OPEP: AusUni Online 
Presence Enhancement 
Program 

A network of academic and professional staff engaged in the 
building of effective online presence within AusUni. 

Deakin 
Comprising academics and postgraduate students in the field of 
Information Systems, in the School of Information Systems at 
Deakin University. 

NOVA Publishers and 
Editors 

Academic publishing company involved in a publishing process 
involving peer-to-peer and editor review of chapter about the 
predicament construct. 

 

4.7.3 Knowledge sought at each study phase 

This study sought to understand mobile content provision from the provider point-of-view, at 

many levels. The collection and analysis of data was divided into four distinct phases, based 

upon maturity of participant and researcher understanding. Table 12 (next page) summarizes 

the desired level of knowledge, information source, and data collection method for each phase of 

the study. 
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Table 12: Knowledge sought at each study phase 

Phase Desired knowledge Information source Data collection method 

PU3 Identification of key 
concepts that content 
providers use to 
conceptualize the content 
requirements of the 
mobile, ubiquitous 
technology user. 

IS literature; organizational 
records; industry media 
coverage; usage scenario 
analysis; pilot study; 
feedback from editors and 
peers at seminars and 
conferences. 

Document review; 
telephone interviews; 
informal discussion; 
the publishing and 
presentation processes. 

1 Exploration of the 
Continuous Quality of 
Life Optimization 
Principle and user 
satisfaction themes in 
relation to the way 
providers understand 
usage and user 
evaluation of mobile 
content in an ever-
changing life context. 

Case study investigations in 
AusUni and AusMedia 
organizations; literature 
review (user satisfaction); 
feedback from editors and 
peers at seminars and 
conferences. 

Face-to-face interviews; 
telephone interviews; 
document review; 
the publishing and 
presentation process. 

2 Exploration of the 
predicament and 
engagement themes. 

Case study investigation 
extended to include the 
GlobalNews organization; 
literature review 
(engagement); feedback from 
editors and peers at 
seminars. 

Face-to-face interviews; 
telephone interviews; 
document review; 
observation sessions; 
informal discussion; the 
publishing and 
presentation process. 
 
 
 

3 Exploration of the bond 
and competitive 
advantage themes. 

Follow up interviews; 
literature review (competitive 
advantage); feedback from 
editors and peers at 
seminars. 

Face-to-face interviews; 
telephone interviews; 
document review; 
observation sessions; 
informal discussion; the 
publishing and 
presentation process. 

4 Finalization of the 
Mobile Content Provision 
Decision Matrix. 

Final analysis within the text 
to verify model; member 
checks with study 
participants to ensure 
accuracy of interpretation 
and findings. 

Telephone and face-to-face 
discussions; document 
review. 

 

 

                                                             
3 PU = The Pre Understanding phase in hermeneutic analysis 
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Primary data collection involved face-to-face meetings, with the exception of three people that 

were interviewed by teleconference because of study constraints. Interviews went for an hour in 

most cases. All the interviews were transcribed and in addition, field notes were recorded after 

the sessions. Most participants worked in high pressure, deadline driven environments, so it 

was important to respect the demands upon their time. Hence, a semi-structured interview 

protocol which allowed a participant to control the flow of the conversation in order to describe 

their experiences, but also ensured that the most was made of the time allowed. The researcher 

also observed participants working with each other in project briefing, planning, design and 

development sessions (see Appendix A for Example of field and observation notes, Appendix B 

for Example interview transcription). 

4.8 Overview of the actual data analysis phases of this project 

The remaining sections of this chapter describe the research journey and provide examples of 

the evolving interpretation in more depth. The following sections illustrate the growth in 

understanding how the concepts, constructs and theory of this study evolved. Here, the 

researcher reflects upon the thinking process and reveal some of the intermediate concepts and 

constructs that although they were refined, rejected or abandoned, were important stepping 

stones in the hermeneutic spiral. There were periods of reflection (shown earlier in Figure 5) 

during which the new ideas, constructs and theories were assimilated by the researcher. And 

then there were periods of intense critical analysis — these are described in the following 

sections. 

Analysis of the data in this project proceeded through four main phases. The constructs of 

dialogue, hermeneutic spiral and the fusion of horizons — and how they pertain to this study — 

are illustrated in Figure 6, next page. (This model is adapted from one seen in (von Zweck et al. 

2008). 
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Figure 6: Hermeneutic data analysis phases 
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New knowledge was created in each phase as a result of a fusion of horizons, shown in Table 13, 

below. 

Table 13: Horizons and fusion outcomes for each study phase 

Phase Past horizon Present horizon Fusion outcome 
PU Past researcher knowledge 

and experience 
Description of the ever-
changing usage context of 
mobile content 
provision and the key 
concepts influencing 
provider decisions and 
activities derived from the 
IS literature and a pilot 
study. 

Identification of the 
Continuous Quality of 
Life Optimization 
Principle as a potentially 
useful way for providers to 
understand usage and user 
evaluation of mobile 
content in an ever-
changing life context. 

1 Identification of the 
Continuous Quality of 
Life Optimization 
Principle as a potentially 
useful way for providers to 
understand usage and user 
evaluation of mobile 
content in an ever-changing 
life context. 

Case study interviews and 
phenomenological 
explication of provider 
concepts of User 
Satisfaction with mobile 
content. Recognition of the 
focus upon the user 
predicament in the 
moment-of-use. 

Identification of the 
Predicament Mode of 
provider conceptualization. 

2 Recognition of the 
Predicament Mode of 
provider conceptualization. 

Case study interviews 
exploring the emerging 
engagement theme. 
Recognition of the 
importance of establishing a 
bond between users and 
the content offering. 

Identification of the Bond 
Mode of provider 
conceptualization. 

3 Identification of the Bond 
Mode of provider 
conceptualization. 

Detailed information 
regarding provider views of 
the use of the mobile 
platform to gain a 
competitive advantage. 

Mobile Content Provision 
Decision Framework and 
Matrix 

4 Mobile Content Provision 
Decision Framework and 
Matrix. 

Strategies for tailoring 
competitive mobile content 
offerings. 

Strategic approach to 
mobile content provision, 
based upon the Continuous 
Quality of Life 
Optimization Principle. 

 

IMPORTANT: From this point forward, a number of ideas are introduced and abandoned. 

The intention of the following sections is to illustrate the thinking process engaged during the 

hermeneutic phases. Some of the ideas described here are not fully formed, but the purpose is to 

reveal the intermediate constructs and thoughts. This describes a journey of reflection and 

analysis (with some hiccups along the way) towards the final, fully tested, refined and logical 

model. 
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4.8.1 Actual pre-understanding of this project 

a prejudice is a provisional legal verdict before the final verdict is reached. (Gadamer 

1976, p. 240). 

Initial awareness of the need to gain new knowledge regarding approaches to mobile content 

provision at the outset of the study grew from my work experience in the field of web content 

design and development. The ever-changing, highly dynamic context of the mobile user is 

significantly different from the static context of the traditional content development paradigm. 

Content provision via ubiquitous technology platforms such a mobile phones, personal digital 

assistants and tablet PC’s raises interesting challenges. First, users tend to have these devices 

with them for most of their waking hours (Watson et al. 2002). This stands in contrast with the 

assumptions that can be made in the case of more traditional computing scenarios which tend to 

be associated with a particular physical location (e.g. desktop computing at the office). Second, 

providers of content via ubiquitous technology face particular challenges in considering user 

requirements. This stems from the fact that it is difficult to contact individual users/user 

segments (who could number in the millions) to solicit feedback. It is also the case that many 

users are resistant to supplying feedback to ubiquitous content providers (Andreason 1965, 

Blackwell et al. 2001). Industry reports indicated that the standard demand-pull and 

technology-push approaches to content development were becoming problematic on the mobile 

platform (Gartner Research 2012, Horrigan 2008, Jarvenpaa & Lang 2005). 

Information collected in the literature review supplemented this knowledge and confirmed the 

need for a better understanding of the mobile usage context from the provider point of view. At 

this time, many theoretical frameworks and individual acceptance models assumed technology 

and content were used for a specific purpose and a particular domain of use (e.g. calendar and 

group scheduling applications at the office). Such assumptions were no longer valid in the case 

of ubiquitous mobile technologies which users employ in a variety of contexts and for different 

reasons. Issues from the literature identified: wireless industry participation, location, 

timeliness of content delivery, and target market feedback (possibly more) as potentially 

influencing the success of mobile content provision (Cawley & Preston 2007, Hill & Roldan 

2005, Holzinger 2007, Khosrowpour 2008, Lyytinen & Yoo 2002a). 

The perceived contribution of mobile content to quality of life – first proposed by (Choi et al. 

2007)4 – provided an initial theoretical framework for my study. The notion of a contribution to 

                                                             
4 Choi et al. investigated Mobile Data Services and measured user experience of satisfaction in 11 life 

domains. Their study determined that mobile content is perceived to contribute to specific life domains, 

but that positive contributions often spill over into other domains and increase an individual’s overall 

quality of life. 
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quality of life appeared to capture the broad scope of mobile content provision, offering 

researchers and providers with a way to understand the content requirements and expectations 

of mobile users. This notion was used to develop and analyse a series of typical and common 

mobile content usage scenarios. In this analysis users were seen to be continuously seeking to 

optimize their quality of life (See Chapter 6 for these scenarios). This continuous optimization 

involved using mobile content to augment their perceived quality of life, or to reduce or 

eliminate incidents or outcomes that detracted from their quality of life. The Continuous Quality 

of Life Optimization Principle for mobile content development and provision was articulated, in 

relation to provider views of user evaluation and satisfaction, and presented to the Australasian 

Conference of Information Systems (ACIS) Christchurch, NZ where the relationships between 

this framework and the traditional User Satisfaction Construct were discussed (Sullivan et al. 

2008). 

4.8.1.1 Isn’t this user satisfaction? 

Feedback was received from the ACIS conference and from my colleagues at The University of 

Melbourne suggesting that the IS construct of User Satisfaction might cover quality of life 

requirements and expectations of users. The IS literature in this topic area was then reviewed, 

and determined that this construct was very utility oriented. The main concern, however, was 

that satisfaction was still not an adequate way to describe or test for the strong, emotional, 

physical or psychological response people were having to their mobile technology and content 

experiences. 

Nine specific interview questions (see Appendix C for interview protocol) and a set of initial 

classification themes, based upon the Continuous Quality of Life Optimization Principle were 

then tested with parties involved in content provision at AusUni and VicGov as part of a pilot 

study.  

4.8.2 Phase 1: Pre iPad Era (AusUni and AusMedia) 

At the beginning of phase 1 a phenomenological explication of provider concepts of user 

satisfaction with mobile content revealed the importance of the user predicament in the 

moment-of-use. This explication was articulated in a paper entitled “Conceptualizing User 

Satisfaction in the Ubiquitous Computing Era” (Sullivan et al. 2009) (The final version of this 

explication was provided in Chapter 3, Section 3.5.3 earlier). This paper and a model depicting 

the Consumer’s Quality of Life Filter were presented at the International Conference of 

Information Systems (Arizona, US) where the emerging notion of predicament was discussed 

as a central theme under which user contextual and situational requirements could be collected. 

The questions from the pilot study were adapted to focus more closely upon the user’s 

predicament in the moment-of-use, in order to explore quality of life dimensions in mobile 

content provision and consumption. A formal interview protocol containing 13 semi-structured 
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interview questions was submitted to the Melbourne University Research Human Ethics 

Committee. These questions covered the following topics: participant role within provider 

organization; the content offering; the content user; the specific usage context; tailoring 

processes; target marketing; success measures; and user evaluation and satisfaction. Two case 

study organizations were selected: AusUni and AusMedia, based upon evidence from industry 

reports (Middleton 2010, Quitney Anderson 2010, Meeker & Murphy 2011). 

To analyse the data collected from fifteen stakeholders in the two case study organizations in 

phase 1, the interview transcripts were initially read and re-read to gain an understanding of the 

overall message conveyed by participants. Using QSR NVivo, the data were then sorted into 

groups, together with information from the media and industry. The following classification 

themes were used: content user; the specific usage context; design/tailoring process; target 

marketing; success measures; and user evaluation and satisfaction. The grouped information 

was then read and re-read in order to understand organizational practices as well as identify 

themes and issues that influence the successful provision of mobile content. Reviewing the data 

in this way reveals new insights and exposes areas of confirmation, incongruity and conflict 

among the different sources of information. Themes generally emerged that reflected shared 

visions of the user predicament. Regardless of role or expertise, those engaged with mobile 

content provision were generally concerned with the problems users would experience accessing 

and using the content. A detrimental separation of content, presentation and technology, was 

seen to be the cause of most user-experience problems. For example: communication issues 

arising when design staff are separated from IT staff in the organizational structure; disruption 

of user experience when the technology or presentation layer failed to render the content as 

required; irrelevant information architectures (based upon organizational or technical 

taxonomies) which interfered with user access, and so on. 

To ensure an appropriate interpretation of the information attained during phase 1, a 

description of the findings were shared with members of the Project Advisory Committee5. The 

Project Advisory Committee supported the interpretation and representation of the findings.  

4.8.2.1 Whose point of view? 

The same findings and a Conceptual Model for Mobile Content Offerings — illustrating the 

notions: ‘contribution to quality of life’ and the ‘mobile user predicament’ — were presented to 

peers in the Organizational and Social Information Systems (OASIS) Research Group at The 

University of Melbourne (see Model Version 1 in Appendix D). They agreed that a visual tool 

                                                             
5 The Project Advisory Committee comprised the principal research supervisor, an international research 

supervisor and two academic experts from the field of Information Systems employed within the 

Department of Information Systems at The University of Melbourne.  
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would assist providers in classifying potential content offerings, but that the proposed model 

was not yet sufficiently useful. And, the predicament concept was not seen as enough to explain 

the rich engagement envisaged for the iPad/tablet PC platform. 

In order to clarify what was missing in the model, discussions were held with members of two 

external bodies — the ITSM and the OPEP (see Table 11 for details of these groups). Again, the 

term ‘engagement’ emerged as a possible way to describe that part of the quality of life principle 

that was missing if you only focus upon user predicament situations. 

At this stage it seemed that people were confused about whose point of view was being 

considered. The mobile users’ or the providers’? In this study, the investigation is focused on the 

way providers conceptualize content offerings. So it is the providers’ point of view that is of 

interest. However, providers tend to focus on the user of their content offering, in order to 

understand it. Hence, the mobile user is frequently at the forefront of the providers’ mind. When 

providers talk about content offerings, they tend to talk about the user, and their usage 

circumstances. 

Up until this stage the data indicated that providers were frequently preoccupied with negative 

usage situations – named in this study as predicaments –but with the launch of the iPad and 

other tablet PC’s the providers in my study were also beginning to wonder if they could go 

beyond the predicament situation and start to offer richer content that people would engage 

with. 

4.8.3 Phase 2: Post iPad Era (GlobalNews) 

4.8.3.1 What about engagement? 

Consistent with the hermeneutic process the study returned to the text to ask the question “what 

about engagement?” A strong theme of user engagement with content emerged during 

interviews with participants in the AusMedia case study. This organization had just begun to 

build its first iPad application and participants expressed hope that the larger screen size would 

allow the delivery of richer, more engaging content. Media and industry coverage showed that 

the marketplace was about to experience a significant move towards the tablet PC. So a decision 

was taken at this point to extend the study to include a third case study in GlobalNews in order 

to specifically examine a range of iPad and tablet PC content offerings and explore the 

engagement theme. 

In phase 2, in-depth interviews were held with nine more participants. These were combined 

with those conducted in phase 1. Overall, a total number of thirty-four content offerings were 

examined — including five iPad/tablet PC developments — across the three organizations (see  
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Table 6 for listing of content offerings). In each organization, respondents held key positions 

across the following five levels: executive, management, technical, design and content. The 

interview transcripts were once again read and re-read to gain an understanding of the overall 

message of participants. It was clear at this point that respondents were providing more mature 

and sophisticated responses in relation to mobile content, than they had at the beginning of the 

project and throughout most of phase 1.  

iPods changed the Media industry... iPhones ramped even faster... iPad growth leaves 

its ‘siblings’ in the dust (Meeker & Murphy 2011, slide 4/56) 

The transcripts were again imported into NVivo software and analysed according to the Quality 

of Life Optimization, Predicament and Engagement themes, using NVivo search and query 

tools, keyword searches and a variety of visual and graphical data representations. This analysis 

revealed that, regardless of role or expertise, those engaged with mobile content provision were 

generally concerned with establishing a bond between users and their content offerings (see 

Appendix E for an example of an NVivo coding report, for the Bond theme). They described 

their own experiences on the mobile platform and wanted to emulate the successful ones, which 

involved intense feelings of satisfaction as their predicaments were resolved or their 

engagement with the content optimized. It was clear at this stage that everyone interviewed, 

regardless of role or expertise believed they were acting on the user’s behalf. 

A paper entitled “Mobile Content Bonding” was submitted to the International Conference of 

Information Systems (Shanghai, China). This paper was not accepted into the conference, 

however, valuable feedback was received on how this research ties into the domestication of 

technology theory employed by cultural theorists to denote the longitudinal process of how 

technology becomes taken-for-granted; and theories in the area of ‘experiential computing’ 

where the connection between users and mobile content offerings are described as “digitally 

mediated embodied experiences in everyday activities through everyday artefacts that have 

embedded computing capabilities” (Yoo 2010 p. 213). This feedback was used to refine the 

definition of the Bond Mode [see  Chapter 8]. 

A model was presented to the Project Advisory Committee (see Model, version 2 in Appendix D) 

to gain their feedback regarding the relationships between the various big concepts emerging 

from the evidence. 

4.8.4 Phase 3: Final analysis 

The purpose of this study is to explore the way providers think in order to develop a conceptual 

model to enhance decision-making, communication and collaboration in the commercial mobile 

content provision space. At the beginning of phase 3 the data indicated that content providers 

tend to have two modes when conceptualizing (understanding) mobile content offerings:  
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A Predicament Mode and a Bond Mode. And, both modes are related to the consumer’s 

quality of life. 

Having detected these modes, the study returned to the data and determined that they were: 

• Visible in all cases (content offerings) 

• Common to all parties (roles, skills, levels) 

• Used to focus all eyes on the ball 

• Used to concentrate the efforts of all participants, no matter what role, skill or level 

• Were seen to bring the consumer's mobile experience into focus. 

After some analysis the two modes were seen to be mutually exclusive, but providers could 

easily switch from one mode to the other. [Summary of mode distribution from NVivo showed: 

twenty-seven cases (content offerings) the predicament mode was used; twenty-one cases the 

bond mode was used; in fourteen cases the provider switched between predicament to bond 

mode. (See Table 27: Modes and mode switches, by case on page 177) 

A further four interviews were held in the case study organizations to explore these ideas. These 

interviews confirmed that participant maturity on the mobile platform was growing. Transcripts 

of these interviews were combined with the other text and reviewed for the final time. 

4.8.4.1 What is important about this to providers? 

In order to translate these findings into a conceptual (visual) model to help providers to 

effectively select and tailor content for delivery to the mobile platform (see model in Figure 7: 

The Mobile Content Provision Decision Matrix on page 78) the study needed to know why 

people adopted these modes and how these modes helped them to achieve their goals. Once 

again the researcher returned to the data to search for comments and explanations of what was 

important about the mobile platform to participants. Respondents in all three case 

organizations indicated that they were seeking to gain a sustained competitive advantage in the 

marketplace. In the AusUni case study this was articulated in terms of engagement with future 

students and funding bodies (via teaching or research materials). Participants in AusMedia and 

GlobalNews saw themselves as being engaged in a standards war, trying to gain first-mover 

advantages and exploit new market opportunities. 

The IS literature describes strong positive network effects in the mobile marketplace, when 

consumers place high value on offerings that match their specific circumstances – whereby 

social networks are used to relay information and recommendations concerning highly 

satisfying or effective content offerings (Sirmon et al. 2007). This is supported by evidence in 

this study that shows providers striving to resolve specific consumer predicaments and establish 

an emotional bond between the market (mass consumers) and their mobile content offerings. 

With this in mind, a chapter describing the Predicament Mode entitled “The Predicament-
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Focused Approach to Mobile Content Development” was published by Nova Science Publishers 

(Sullivan 2012). Feedback was also received about its relevance within the higher education 

sector across the Asia-Pacific. 

These findings and a third conceptual model were presented to peers at a completion seminar at 

The University of Melbourne (see model, version 3 in Appendix D). This time they suggested 

that a visual tool would be most helpful to providers if it allowed them to identify and classify 

content offerings in to gain a sustained competitive advantage. However the presented model 

did not adequately perform this function. 

4.8.5 Phase 4: Writing up 

At this stage, it was clear that a conceptual model would be helpful to providers, and also for the 

study – as a way to summarize all the main themes and show the relationship between the 

various constructs that emerge in the findings. 

At the end of phase 4, the accuracy of the newest interpretation of the findings was tested with 

case study participants. Comments received from the participants indicated a high level of 

agreement with the interpretation of the information they conveyed during the interviews. 

There was also demand for a visual model that would help in the selection and tailoring of 

mobile content offerings. No major revisions were necessary in response to the feedback 

provided by interview participants. 

4.9 Quality of research design and validity of data 

This research study was approved by The University of Melbourne Research Human Ethics 

Committee. Accordingly, all participants in the study were assured that involvement was 

voluntary. A plain English statement describing the research design and the potential project 

outcomes was provided to participants and informed consent obtained from each stakeholder 

representative and all the parties interviewed in the study. Interview participants were identified 

by the researcher, members of the Advisory Committee and by recommendation of study 

participants. All research material has been de-identified using number codes and pseudonyms 

to ensure confidentiality of individual responses. Additional quality criteria (described next) 

were considered in this research to ensure validity and credibility of the study findings. 

4.9.1 The principle of hermeneutic circle 

Throughout this project an iterative interpretation process occurred which was both sceptical 

and dialogical in nature. At critical junctures the project paused to review the evidence and to 

expose this to external feedback. This dialogue, held with parties who had no stake in the project 

or the findings, allowed me to reconsider ideas and often triggered a new round of 

interpretation. Hermeneutics recognizes that the researcher brings prior knowledge and 

assumptions to the research process. Moving beyond observation and description, hermeneutic 
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interpretations interlocks the perspectives of the researcher with the text and the findings to 

emerge in a fusion and a new understanding. It was important, therefore, that my evolving 

interpretation received frequent public airing. Hence, the public presentations (detailed in the 

last few sections) were particularly useful ways to break from any prejudicial or biased thinking 

patterns. 

In the interests of consistency and neutrality an interview protocol was developed that was 

detailed enough to capture relevant information from participants, but broad and flexible 

enough to allow respondents to take the interview in unexpected directions. After an initial 

round of interviews, the protocol was changed to allow more flexibility along these lines and to 

take in ideas that respondents had introduced that were not evident in the lead up to data 

collection. The new protocol was re-submitted and approved by the Ethics Committee, and then 

interviews resumed. These measures were taken to ensure that the project and all interactions 

with participants followed and supported the principle of the hermeneutic circle which is “that 

all human understanding is achieved by iterating between considering the interdependent 

meanings of parts and the whole that they form” (Klein & Myers 1999, p. 72) 

4.9.2 Abstraction and generalization 

Findings in qualitative studies are often less amenable to generalization because each subject’s 

situation is considered to be unique. The notion of generalizability however is a major concern 

in the field of Information Systems (Yin 2009, Seddon & Scheepers 2006, Klein & Myers 1999) 

and focuses on the question of whether research outcomes and findings from one or more cases 

can be applied to case studies in similar environments (Miles & Huberman 1994). The applied 

nature of the IS discipline requires that researchers clearly describe their research findings in 

terms of industry applicability, meaning and relevance in similar or other settings. So the 

applicability of the research findings about mobile content provision in this study to other 

organizations that did not participate in the project is important. In this light, an essential 

element of hermeneutics is a thorough understanding of context and its influence upon a 

studied phenomenon. An understanding of the applicability of the findings to other situations is 

therefore facilitated through the use of hermeneutics. In the body of this dissertation ( Chapter 5 

to  Chapter 9) each significant idea that arises in a particular case is critically analysed in relation 

to the case study organization, and then out into the broader industry context. This form of 

explication ensures that the component thinking can be generalize to the next, higher level and 

ultimately on to the broad findings of the study. 

4.10 Limitations of the research design 

This investigation provides a number of opportunities and limitations. In relation to 

opportunities, a great deal of media coverage of the developing technology and emergence of the 

mobile platform helped to trigger topics of discussion in the interviews. Participants were, in 
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general, keen to be involved in the study and to contribute to understanding in this area. The 

researcher was given very generous access to project documentation and participant time. 

One major limitation of this study was the speed with which communal and participant maturity 

changed during the project. This issue is fully explained in Section 4.5 but it is important to state 

that this impacted the types of offerings that were available to the study in the first year of data 

collection. There were also many changes within the case study organizations during the study 

period that made it difficult at times to understand the delivery, design and communication 

processes described in the interviews. However, with triangulation of information from various 

sources (including the websites and intranets of the organizations) it was possible to clarify 

these points of confusion. 

4.11 Summary 

This chapter provides the overall rationale for choosing a qualitative case study approach and 

research methodology. Section 4.2 describes the aims of this study; while Section 4.3 explains 

the overall research approach and rational. Section 4.4 describes the rationale for selecting the 

cases and using interpretative hermeneutics to analyze the data. Section 4.5 addresses a 

particular research design issue concerning rapidly advancing participant maturity. Section 4.6 

explains the hermeneutic spiral and how it is used to hone in on a worthwhile answer to the 

research question. Section 4.7 to Section 4.9 describe the research process followed for this 

study in more depth and address the quality, validity and generalizability of the research design.  

The next four chapters build upon this journey by presenting the final findings and outcomes of 

the project. 
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Chapter 5 Mobile Content Provision 
Decision Framework 
5.1 Introduction 

In the internet economy the appeal of mobile content offerings to users is a key performance 

indicator. This is because the internet is geared to rank offerings according to their popularity. 

For example, when people search for offerings that will help them to resolve their predicaments 

and optimize their quality of life (which would seem to be the essential purpose of their 

engagement on the platform) they are then directed towards the most popular findings, at any 

given time. From this list they will select from among the first presented, or one of those they 

know and trust. Effective resolution of predicaments and enhancement of quality of life creates 

trust and confidence in the user for the provider — which may translate into a bond whereby the 

user returns directly to the offering and/or the provider in the future. Without this bond, the 

user has no loyalty to the provider and is therefore open to offerings by other providers. This 

bond is therefore an important precursor to continued use and contributes to brand identity on 

the mobile platform. This study proposes that the greater the potential contribution to quality of 

life, the higher the appeal. Indeed, mobile content offerings are likely to be rejected by users 

unless they make a contribution to their quality of life. The higher the appeal of a mobile content 

offering — the greater the number of people likely to consume it. Figure 7 in next section, based 

on the empirical evidence of this study (described in Chapter 6 to Chapter 9), is designed to help 

people in provider organizations to analyse the potential contribution their mobile content 

offerings will make to the user’s quality of life, and therefore their potential appeal. This will 

help providers to select, prioritize and develop offerings with the highest potential for success in 

this competitive environment. 

This chapter describes how an evolving conceptual model was used to refine thinking as themes 

began to emerge in the case study evidence. The matrix presented here is the final product of an 

ongoing hermeneutic process (detailed in the preceding Chapter 4) and incorporates the key 

concepts and theoretical framework of this study. 

This chapter begins with a description of how this model evolved iteratively and incrementally 

in Section 5.2. The final integrated matrix and its associated theoretical framework and strategic 

applications and then presented in Section 5.3 through to Section 5.7 of this chapter. 

5.2 Development of the Decision Matrix 

The matrix for mobile content provision decisions presented in this chapter, is an integration of 

five main streams of IS literature combined with insights from a hermeneutic analysis of 

evidence collected from a pilot study and three case study organizations. This evidence 

comprised data collected through interviews and follow-up interviews, discussions with 
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participants and experts in mobile content design, development and delivery; examination of 

mobile content offerings; and insights based upon observations. The model evolved through a 

number of iterations to the final version presented here. (See Appendix D for three earlier 

iterations of this model.) 

Full accounts of the main stages in the hermeneutic analysis and the development of the 

contribution to quality of life, predicament and bondability themes are provided in  Chapter 6 

to  Chapter 8 of this dissertation. 

5.3 Theoretical Framework for Mobile Content Provision 

In  Chapter 2 it was argued that the consumption of mobile content is optional. In the presence 

of abundant alternatives, what will keep a mobile consumer engaged? 

5.3.1 Modalities of mobile content conceptualization 

This research looks at mobile content provision (the development and delivery of content 

offerings that have high value for users of mobile devices in ever-changing life contexts) and 

asks: How can content providers understand and then tailor content for delivery to users of 

mobile devices, in ever-changing life contexts? 

As stated in Chapter 1, a hermeneutic analysis of empirical data from three case organizations 

reveals that: 

1. Contribution to quality of life: Providers expect consumers to value and engage 

(bond) with mobile content offerings that help them to resolve everyday predicaments 

and optimize their quality of life. 

2. Predicament: The user predicament is essential to the mobile content offering (not 

the other way around) in-as-far as the content offering has no meaning to the mobile 

user, unless it is in relation to their immediate or imminent predicament. 

3. Bondability: On the mobile platform, where consumption is optional; rejection highly 

likely; and where users have access to ubiquitous, often free, alternatives (content 

offerings and providers) — bondability is a vital attribute for mobile content offerings. 

4. Micro information system: Mobile content offerings are micro information systems 

in-as-far as they stand alone and contain all the coding, graphic interfaces, content and 

experiences of value to and needed by the user in the moment of use. 
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And in relation to mobile content bonding, it is therefore proposed that: 

1. The greater the contribution to the consumer’s quality of life, the higher the value the 

consumer will place upon the mobile content offering. 

2. In some cases, the greater the contribution to the consumer’s quality of life, the stronger the 

bond (emotional, psychological and/or physical attachment) to that content offering. 

3. People will place a high value upon, and may bond with content offerings that allow them to 

resolve their everyday predicaments and to significantly optimize their quality of life. 

4. A bond between consumers and a mobile content offering is a source of competitive 

advantage because such a bond is less prone to breaking (people do not easily sever strong ties), 

making this type of offering much harder to copy or compete with. 

5.3.2 Sustained competitive advantage on the mobile platform 

The establishment of a bond, by contributing to the user’s quality of life, is posed in this study as 

the best strategy for creating a sustained competitive advantage on the mobile platform. 

Whether a organization intends to charge for its products or increase the visibility of its online 

presence —being able to satisfy a person’s quality of life expectations and requirements in the 

moment of use will be a key determinant of ongoing success. The following sections articulate 

strategies for providers to create and exploit the bond between consumers and their particular 

content offerings in order to make them more appealing to target populations (based upon 

contribution to the consumer’s quality of life) and differentiate them from the competition. 

5.4 The Mobile Content Provision Decision Matrix 

To illustrate the above theory, arguments and modalities ideas about successful mobile content 

offerings are organized in relation to their potential contribution to quality of life. Evidence 

suggests that providers expect consumers to value and bond with mobile content offerings that 

help them to resolve everyday predicaments and optimize their quality of life. 

Hence, bondability (low to high) and predicament (tailored to suit a particular predicament 

situation or not) become the key concerns for providers, which influence their approaches and 

modes of thinking in relation to mobile content provision. These aspects are shown in Figure 7: 

The Mobile Content Provision Decision Matrix, next page. 
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Figure 7: The Mobile Content Provision Decision Matrix 

 

5.4.1 Bondability 

In short “bondability” refers to the characteristics and attributes of a mobile content offering 

which lead to or can support a bond between it and the user. The bond may take the form of a 

lock-in contract or usage payment plan, or it may be based upon personal attachment to the 

experience it provides. Whatever the case, the bond may vary in intensity depending upon the 

mobile situation (see Chapter 8 for more details about mobile content bonding). 

People bond to things which draw out an emotional or psychological response (Gibson 1986, 

Haddon 2003, Hills & Argyle 2003, Obrist et al. 2010, Venta et al. 2008, Vincent 2006, 

Abraham et al. 2009). Value is placed upon the mobile content offering by the user, at the 

moment of exchange/use. This evaluation is personal, instantaneous and encompasses the 

entire mobile computing experience (Sullivan et al. 2009). People choose to use mobile 

technology for highly specific, sometimes irrational reasons. However, all the mobile content 

offerings in the above matrix are expected to contribute in some significant way to the 

consumer’s quality of life. 

In some cases people become very attached to mobile content offerings. These attachments can 

be so intense they have been described as addictions (Park 2005). From a content provider 

point-of-view, it is useful to understand that the stronger the attachment (bond) of the user to 

the content, the higher their tolerance levels of things that may interfere with consumption.  
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For example, network disturbances, slow connection and download speeds, poor interface 

design, external distractions, and emerging predicament situations to name a few. 

The following is an example of a content offering which is tailored to create a bond between the 

consumer/market and provider (examined in this study): The GlobalNews iNewspaper iPad 

Application captures people’s attention through news stories, then seeks to keep them engaged 

(bound) by providing additional rich content about topics of interest (for example: photo 

galleries, videos, commentary, time-stamp information releases, etc.) The bond in this case is 

manifest in engagement via longer consumption sessions. With the normal news service, people 

spend a short time scanning headings; quickly reading articles; then moving on to the next 

article of interest. Overall they tend to move in and out of the GlobalNews domain in short 

sessions. With the iNewspaper iPad-based service, the provider hopes that people will spend 

more time in the domain, because they are provided with richer content that articulates and 

goes beyond the news story. 

GlobalNews also requires consumers to commit to a monthly payment plan in order to access 

the iNewspaper iPad content. This is another type of bond, created through a contract, rather 

than through a contribution to quality of life. Indeed, bonds like this (which are not based upon 

enhancing the consumer’s quality of life) are less likely to survive in a marketplace where 

consumers are offered similar, more appealing content, often for free. 

There are many mobile content offerings with which the individual consumer is not expected to 

establish a bond. This category covers offerings that are designed for a single, limited or finite 

usage or where there is no expected return-business. For example, one-off or rarely used 

offerings such as: eBooks, films and so on. If a bond is to be established in these cases, it must 

be established with the market (comprising an ever-changing collection of individual 

consumers) rather than the person. Even in these cases however, the personal quality of life 

expectations and requirements of individuals within the group may still influence the nature of 

these group-based bonds, in a statistical sense. For example, a mobile content offering that is 

designed to help deliver a once in a lifetime vaccine would be very valuable to the members of 

the target group with the disease. However some of these people may have quality of life 

reasons, not related to their health (say, religious, cultural or psychological reasons) for not 

accepting immunization against the disease. 

Mobile content offerings in the ‘low bond’ quadrant, as argued earlier, are unlikely to be 

valuable in the long term. Without a strong bond or predicament a provider cannot expect to 

keep their consumer and therefore their competitive advantage. Hence, it does not seem 

practical for providers to focus their energies upon offerings in zone IV, unless it is to move 

them towards one of the other three zones. 
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5.4.2 Predicament 

The above matrix has been divided into those content offerings that pertain to predicament 

situations and those that do not. Predicament situations are those circumstances that if not 

dealt with or escaped will cause a loss of quality of life (described in detail in Chapter 7). 

Ranging from minor detractors such as passing boredom through to the most dire and life-

threatening of situations. In the mobile context, predicament situations are the most frequently 

encountered. In the non-predicament situation, people tend to feel satisfied and undisturbed. 

However, when one moves, one moves away from that state and into new situations (if only in 

the mind) where one encounters disturbances to tranquil existence (Heidegger 1977). In this 

sense, one is always moving towards predicaments. Hence, being mobile is the foremost 

predicament situation. Non-predicament situations do not arrest attention and require action 

or address, in the same way that predicament situations do, which is why content offerings in 

that zone are rated with less value (in terms of appeal, based upon potential contribution to 

quality of life) in the above matrix. 

In many cases the offering may be directly conceived by the provider as a way to resolve a 

predicament (for example — the medical service locator of the pilot study is designed specifically 

to help people in the predicament of needing to find medical assistance when they are away 

from home). This study suggests that the more pertinent (relevant, useful, tailored) a content 

offering is to the individual user's situation, the greater the value (perceived contribution to 

quality of life) that a user will place upon it. In the absence of a predicament, content offerings 

designed to augment quality of life in the moment of use will be more attractive than others. 

Mobile content users will bond with or reject content offerings to the degree that they are 

tailored within these parameters. (See Chapter 7 and Chapter 8 for a full account of these 

arguments.) 

The following is an example of content offerings which are tailored to suit a predicament 

situation (investigated in this study): The AusMedia Election Application allows people to watch 

live election results for their particular electorate, while they are on the move. In this case, being 

away from the mainstream news service broadcast on television, and their electorate is the 

predicament. 

There are many mobile content offerings which are not designed for predicament situations 

specifically, but which also contribute to a person’s quality of life. For example: music, songs, 

mobile television (iView TV). It is argued that the bond that consumers form with this type of 

offering may be broken when the consumer enters a predicament situation – hence, higher 

value is placed on offerings that a person can continue to use, even in predicament situations. 
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5.4.3 Potential contribution to quality of life 

A mobile content offering is said to be appealing if it has the potential to contribute to a person’s 

quality of life. This is a subjective judgement by the user about how happy or how fulfilled they 

are in terms of their various wants and needs. This definition of potential contribution to quality 

of life builds upon a number of related IS studies discussed in  Chapter 3. The Mobile Content 

Provision Decision Matrix allows providers to classify prospective and existing mobile content 

offerings according to this potential. The core argument here is that providers must build value 

for the consumer into their mobile content offerings, in order to create something of value for 

themselves – such as profit, traffic, engagement, online presence, user satisfaction, brand, and 

so on.  

5.5 Four classes of mobile content offerings 

Placing mobile content offerings on The Mobile Content Provision Decision Matrix results in 

four classes of content offerings (shown in Figure 8). 

Figure 8: Four classes of mobile content offerings 

 

Gold class offerings (which resolve predicaments and have high bondability) 

These offerings should be pursued first because they offer the highest potential contribution to 

quality of life and are therefore likely to be the most appealing and successful. Mobile content 

offerings in this zone are tailored to provide quality of life optimization by resolving 

predicaments for large numbers of people. They have been designed to work in real-life user 

predicament situations and to also offer the user a bond experience. Furthermore, the 

bondability of these offerings allow them to be accessed and consumed by large numbers of 

people. 
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Silver class offerings (which have high bondability, but do not target a 

predicament) 

These offerings should be pursued next because they offer a high potential contribution to 

quality of life and are likely to have high appeal. Mobile content offerings in this zone are 

tailored to offer the user a bond experience. They may also be accessed and consumed by large 

numbers of people. However the offering may stop functioning or be rejected by users when a 

predicament situation arises. 

Bronze class offerings (which resolve predicaments but have low bondability) 

These offerings should only be pursued when there are no gold or silver class options. Since they 

offer only a moderate potential contribution to quality of life, the best strategy for bronze class 

offerings is to make them more appealing by improving their bondability and therefore 

introducing a bond experience and opening them up to larger numbers of people. In this way 

they may be moved towards the gold and silver zones. 

Duds (which have low to no bondability and do not target a predicament) 

These offerings are not worth pursuing because they offer a low potential contribution to quality 

of life, so they will have low appeal. 

5.5.1 The very high potential of rejection of mobile content offerings 

To be clear, mobile content offerings that are not designed to provide a contribution to a 

person’s quality of life are not only unlikely to be adopted but may cause problems during use 

which become detractors to quality of life in their own right. In this study, the mobile usage 

context is understood as a continually changing circumstance in which the user is in a constant 

state of judgement concerning the appeal and usefulness of offerings. This notion of dynamic 

interpretation is fully explained in the preceding Chapter 4, but it is important to emphasize the 

high likelihood of rejection on this platform. The Information Systems literature focuses more 

upon adoption and offers very few studies that examine rejection and discontinuation decisions 

of people in relation to systems (Briggs et al. 2008, Holzinger 2007, Lyytinen & Rose 2003, 

McKinney & Yoon 2002). In the case of mobile content, rejection is the default attitude of 

prospective consumers on the platform and that only those offerings that have moderate to very 

high appeal as a means to optimize quality of life will be seriously considered. 

5.6 Practical application of the model 

5.6.1 Use of the model to classify mobile content offerings 

In using the model a provider is expected to place an existing or prospective mobile content 

offering in one of the four zones and then consider strategies for ensuring that it stays there or 

moves towards a more suitable zone. For example: 
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Two years ago, during initial planning sessions, the team at GlobalNews positioned their 

iPad iNewspaper mobile content offering in Zone III (Bronze class). They thought that 

although it would deliver news content (useful to people in everyday predicaments) 

people were unlikely to engage intensely with it, or prefer it over their website and paper 

editions of the news. They also did not expect users to establish a bond and engage in 

extended usage sessions and were happy to just use the offering as “a toe to test the 

water”. Midway through the development phase expectations for user engagement 

changed. The iPad experience was discovered to be far richer than first anticipated. 

Perhaps people may spend more time than expected viewing content on the site? The 

team began to position their offering in Zone II (Silver class). The design brief changed 

to include access to content above and beyond regular news coverage. Feature pieces 

were envisaged that would lead the consumer into a far richer landscape of video, audio 

and multimedia contents. Upon release the market analytics confirmed extended usage 

sessions, but revealed stronger user engagement with the news rather than the 

entertainment content. People were more interested in feature pieces about current 

news stories, than in entertainment stories. The team saw the potential then to move 

their offering (and market) towards Zone I (Gold class). The team exploited this 

opportunity by introducing what they now call “the news-event time stamp” – a 

mechanism that provides consumers with a rolling hourly update of a story that has 

high local time sensitivity and interest (For example, the Qantas airline dispute, 

national disaster reporting, and so on) while still leading consumers to rich multimedia 

content beyond the regular news coverage. 

5.6.2 Classification of the cases in this study 

The following tables show how all the mobile content offerings cases in this study are positioned 

in terms of their potential appeal, using the Mobile Content Provision Decision Framework. 

5.6.2.1 Gold class: highest potential contribution to quality of life 

The following seven cases (shown in Table 14, next page) utilized the optimum strategy [see 

Strategy 4 in next section] of building strong bonds with mass markets — and helping many 

people to optimize their overall quality of life by resolving frequent, every day or mass 

predicaments. As a result they are expected to have the highest potential appeal on the platform 

and in competitive marketplaces. These offerings were designed to work in real-life user 

predicament situations and also to offer the user a bond experience. Furthermore, the 

bondability of these offerings allow them to be accessed and consumed by large numbers of 

people. In two cases the provider is already charging consumers to use the mobile content 

offering. 
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Table 14: Gold class offerings, Strategy 4 

 Class  

Case 
Mobile content 
offering 

Case 
Org. $ 

Quality of life narrative:  
Highest potential contribution Str G S B Mode 

10 iNewspaper 
iPad 
application 

Global 
News 

$ This offering allows for richer engagement 
with feature articles and feels like a ‘lean 
back’ magazine. 

4 ●   B & P 

11 GlobalNews 
Twitter site 

Global 
News 

 This offering provides all the news from 
the standard service, plus updates, as they 
come through. 

4 ●   B & P 

15 Scholar 
profiling 
platform 

AusUni  This offering helps AusUni academics to 
build their online presence from wherever 
they are in the world and gives their 
audiences mobile access to all their public 
content (including rich multimedia). 

4 ●   B & P 

21 Dangerous 
Place mobile 
blog 

AusUni  This offering gives investigative journalists 
an outlet to raise community awareness 
and debate concerning poisoned land in 
urban and rural areas. 

4 ●   P & B 

22 Hyper-Local 
News 

AusUni $ This offering provides highly localized 
news service, including public 
commentary. 

4 ●   P & B 

30 Border 
observatory 
iPad site 

AusUni  This offering allows research collaboration 
across the globe in relation to migration 
and criminology research, incorporating 
real time data feeds and article writing and 
publishing. 

4 ●   P & B 

34 mResearch 
iPad 
application 

AusUni  This offering integrates a number of online 
research services available at the 
university to facilitate effective remote 
data management. 

4 ●   P & B 

Table key: $: Charge for offering | Str: The competitive strategy | Mode: Main conceptual mode  
G: Gold class offering | S: Silver class offering | B: Bronze class offering 

B: Bond Mode | P: Predicament Mode 

The next four offerings (shown in Table 15, next page) achieved the highest potential appeal by 

having their bondability enhanced. This strategy involves transforming a Bronze class offering 

into a Gold class offering by searching for ways to increase user attachment to the offering. The 

providers in these cases switched from Predicament Mode to Bond Mode when they perceived 

an opportunity to engage more fully with their potential market. 
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Table 15: Gold class offerings, Strategy 3 

 Class  

Case 
Mobile content 
offering 

Case 
Org. $ 

Quality of life narrative:  
Highest potential contribution Str G S B Mode 

4 Election 
application 

Aus 
Media 

 This service provides people with on-demand 
information about specific electorate on their 
mobile phones. 

3 ●  o P to 
B 

17 Induction iPad 
application 

AusUni  This offering assists new university students 
by connecting them with mentors and 
providing information to help them make a 
good start. 

3 ●  o P to 
B 

24 Spectrum mobile 
student showcase 

AusUni $ This offering allows final year journalism 
students to post articles, experience a mobile 
publishing workflow and create a 
professional portfolio of published work. 

3 ●  o P to 
B 

33 Personal 
mLearning 
environment 

AusUni  This offering enhances student access to the 
learning management system and materials 
using their mobile devices. 

3 ●  o P to 
B 

Table key: $: Charge for offering | Str: The competitive strategy | Mode: Main conceptual mode  
G: Gold class offering | S: Silver class offering | B: Bronze class offering 

B: Bond Mode | P: Predicament Mode 

In the next three cases (shown in Table 16) the provider was able to transform a Silver class 

offering into a Gold class offering by increasing their usefulness in predicament situations. In 

the case of the Bionic Eye mobile site, the voice functions on the mobile platform were exploited 

to increase the accessibility of the content for vision impaired editors and users. These three 

cases involved switching from Bond Mode to Predicament Mode (the reverse of the previous 

approach) in order to discover and exploit aspects of the predicament situation. In two of these 

cases the provider is already charging consumers to use the mobile content offering. 

Table 16: Gold class offerings, Strategy 5 

 Class  

Case Mobile content 
offering Case Org. $ 

Quality of life narrative:  
Highest potential contribution Str G S B Mode 

2 AusMedia 
iPad 
application 

AusMedia $ This offering provides audiences with a great 
range of news, TV, radio content, designed for 
comfortable and engaging use when away from 
the television and standard broadcast areas. 

5 ● o  B to P 

3 iView TV AusMedia $ This offering allows TV audiences to access 
programs when they are unable to use a 
television set. 

5 ● o  B to P 

25 Bionic eye 
mobile 
website 

AusUni  This offering provides a mobile version of the 
Bionic eye website that increases the 
accessibility of the content for vision impaired 
editors and users. 

5 ● o  B to P 
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5.6.2.2 Silver class: high potential contribution to quality of life 

In the seven cases listed in Table 17, the provider adopted the Bond Mode from the beginning 

and built mobile content offerings with which people may bond. These offerings allow users to 

interact with richer content and also with other people who have an interest in that content. The 

contribution of these offerings to the user’s quality of life comes through the establishment of an 

emotional tie between people, in relation to the content. In three of these cases the attachment 

to the content experience is seen to be high enough for the provider to charge consumers to use 

the mobile content offering. 

Table 17: Silver class offerings, Strategy 2 

 Class  

Case Mobile content 
offering Case Org. $ 

Quality of life narrative:  
High potential contribution Str G S B Mode 

5 P’s Kitchen 
mobile 
application  

AusMedia $ This offering will be used in kitchens while 
cooking, by people who want to try, and 
comment on recipes from the TV show. 

2  ●  B 

6 Music 
Unearthed to 
mobile  

AusMedia $ This offering allows people to engage with 
richer content about particular music and 
also to discuss their interests with like-
minded fans. 

2  ●  B 

7 Foodi AusMedia $ This offering provides serious foodies with 
information about suppliers, events, 
techniques and resources in their local 
region. 

2  ●  B 

12 GlobalNews 
Facebook site 

GlobalNews  This offering encourages the GlobalNews 
audience to participate in surveys, 
discussions, events and promotions. 

2  ●  B 

20 Japanese SMS 
exercises 

AusUni  This offering involves chat sessions where 
first year Japanese language students use 
Japanese characters on SMS to complete 
quizzes and to interact with each other - 
thereby practicing their written Japanese. 

2  ●  B 

27 MeTL mobile 
classroom  

AusUni  This offering helps students interact with 
materials via their mobile devices during 
class. 

2  ●  B 

32 AusUni  
social media 
presence 

AusUni  This offering encourages people (especially 
prospective students) to participate in 
surveys, discussions and activities at 
AusUni. 

2  ●  B 

Table key: $: Charge for offering | Str: The competitive strategy | Mode: Main conceptual mode  
G: Gold class offering | S: Silver class offering | B: Bronze class offering 

B: Bond Mode | P: Predicament Mode 

5.6.2.3 Bronze class: moderate potential contribution to quality of life 

The most common approach among the providers of this study was to simply build mobile content 

offerings which resolve predicaments. Of the thirty-four cases studied, this happened in thirteen 

(shown in Table 18 following). Typically the provider simply tried to make their content suit particular 

predicament situations, with an emphasis upon the delivery technology.  
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This approach, known in this study as the Predicament Mode, produced offerings with a moderate 

potential for contributing to the user’s quality of life. In only one of these cases did the provider feel 

confident enough to introduce a charge for the offering. 

Table 18: Bronze class offerings, Strategy 1 
 Class  

Case Mobile content 
offering 

Case 
Org. $ 

Quality of life narrative:  
Moderate potential contribution Str G S B Mode 

1 
pilot 

Medical service 
locator 

VicGov  This offering helps people to find a doctor, 
dentist or other health practitioner, in their 
current vicinity, when they are driving or 
travelling away from home. 

1   ● P 

8 AusMedia 
iPhone 
application 

Aus 
Media 

 This offering is designed for iPhones and allows 
people to stream news and weather reports for 
their location, along with live radio. 

1   ● P 

9 AusMedia 
Android 
application 

Aus 
Media 

 This offering is designed for Android and 
allows people to watch the 24 hour news 
service, listen to radio stations and personalize 
their list of content. 

1   ● P 

13 m.news service Global
News 

 This offering presents the breaking news, traffic 
and transport alerts and pared down versions 
of the main sections of the desktop version. 

1   ● P 

14 GlobalNews 
PDA edition 

Global
News 

 This offering is compatible with PDA devices and 
provides all the news from the standard service, plus 
updates, as they come through. 

1   ● P 

16 AusUni iPhone 
application 

AusUni $ This offering provides staff and students at AusUni 
with timetabling, news and event alerts. 

1   ● P 

18 Oral History 
mobile/skype 
recorder 

AusUni  This offering assists researchers and research 
participants to record interviews and collect 
data in the field, during oral history studies. 

1   ● P 

19 Mobile Japanese 
character 
lessons 

AusUni  These offerings summarize lecture and tutorial 
information into mini powerpoints for first year 
Japanese language students. 

1   ● P 

23 Mobile 
SecondLife SMS 
integration 

AusUni  This offering compensates for limited workstation 
access opportunities in the classroom so that third 
year language students can interact with fellow 
students, teachers and native speakers in-World 
while they are not on a workstation. 

1   ● P 

26 Electronic 
marking module 

AusUni  This offering interacts with the university learning 
management system and allows academics to 
mark assignments away from work. 

1   ● P 

28 Mobile eResearch 
instr. control 

AusUni  This offering helps researchers to control and 
monitor lab equipment when away from the lab. 

1   ● P 

29 Mobile survey AusUni  This offering provides a mobile friendly 
research survey interface for participants on 
the move or in the street. 

1   ● P 

31 m.AusUni 
website 

AusUni  This offering provides a mobile version of the 
university website. 

1   ● P 

Table key: $: Charge for offering | Str: The competitive strategy | Mode: Main conceptual mode  
G: Gold class offering | S: Silver class offering | B: Bronze class offering 

B: Bond Mode | P: Predicament Mode 
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5.7 Strategic approaches to mobile content provision 

The strategic development of mobile content offerings is of great concern to providers as they 

enter this highly volatile and competitive marketplace. Although the costs of production and 

delivery are significant, providers in my study were interested in gaining first-mover advantages 

in what they perceived to be an inevitable standards war: 

We don’t expect to make a profit at this stage. We just want to be in the market from 

the beginning so that we can learn as we go. By the time it [mobile content] becomes 

truly mass market we’ll actually have a much better understanding of what people 

want and be able to deliver it… That’ll give us a big advantage over the competition. 

Chief Editor, Mobile, Case 10, GlobalNews. 

The above sections illustrate how content providers in this study adopted five strategies for 

mobile content development and provision. These strategies can also be seen in the wider 

mobile content sphere. Table 19 (next page) summarizes each strategy, showing the dominant 

modes of conceptualization involved and a list of cases where these approaches were adopted. 

This table is followed by a description of each strategy, illustrated by further examples of where 

these are applied in industry and in the case study organizations. 
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Table 19: Strategic approaches to mobile content provision 

Strategy Type of competitive strategy Mode/s Case/s 

Strategy 1 

 

Building mobile content offerings that 
resolve predicaments (bronze class). 

Predicament Mode Cases: 1, 8, 9, 
13, 14, 16, 18, 
19, 23, 26, 28, 
29 & 31  

Strategy 2 

 

Building mobile content offerings with 
which people may bond (silver class). 

Bond Mode Cases: 5, 6, 7, 
12, 20, 27 & 
32 

Strategy 3 

 

Increasing the bondability of a 
predicament-based offering (bronze to 
gold class). 

Predicament Mode 
then Bond Mode 

Cases: 4, 17, 
24 & 33  

Strategy 4 
(Optimum) 

 

Building strong bonds with mass 
markets — through mobile content 
offerings that help many people to 
optimize their overall quality of life, by 
resolving frequent/every day or mass 
predicaments (gold class). 

Bond and 
Predicament Modes 

Cases: 10, 
11,15, 21, 22, 
30 & 34   

Strategy 5 

 

Using the bonded offering to resolve 
predicaments (silver to gold class). 

Bond Mode then 
Predicament Mode 

Cases: 2, 3, & 
25 

5.7.1 Distribution of cases according to class and strategy 

When the thirty-four cases of this study are mapped onto the Mobile Content Provision Decision 

Matrix (see Figure 9, next page) it is clear that providers tend to move their offerings towards 

Zone I, the Gold class of offerings, wherever possible. In seven cases a transformation occurred 

in provider thinking which triggered a change in their approach (Mode) and resulted in an 

increase in the potential appeal of the offering through an improvement in the potential 

contribution to quality of life. 
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Figure 9: Distribution of cases by potential contribution to quality of life 

 

The following examples are offered as common provider strategies for mobile content offering 

development and provision. Use of these strategies is evident in the case studies and explored in 

detail in  Chapter 6,  Chapter 7 and  Chapter 8 of this dissertation. 

5.7.2 Strategy 1 (bronze class)   

Building mobile content offerings that resolve predicaments (bronze class) 

The most common strategy adopted by providers moving onto the mobile platform, 

according to the evidence in this study, was to look at their content and ask “how may 

it be tailored to help consumers resolve a predicament?” The mobile technology itself, 

being the first predicament to overcome. Take, for example, the provider who decided to make 

their website mobile-friendly. In this case, a lot of consideration went into the technological 

limitations of the device and the infrastructure, even before the designers considered 

repackaging the content, navigation, information architecture and other aspects that would 

impact on the usage experience. And even before they began to think about the user situation. 

Once on this solution-driven path (overcoming technical and other problems) it is natural for 

the people involved to cast a solutions-approach across the whole process. So when a provider is 

already asking “what are the pains?” – it is not surprising that those involved then look at the 

user situation as a predicament that needed to be solved, searching for the most painful parts 

(assuming that people will appreciate help). This approach was observed repeatedly throughout 

the case studies (twenty-seven out of thirty-four cases). Once in this solution-driven frame of 

mind (Predicament Mode) it takes quite a jolt for people to look at the situation differently. In 

this sense, the Predicament Mode has its own logic and momentum and, if it produces 

successful results, may quickly become the norm within the provider organization.  
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 Chapter 7 gives a detailed example of the AusMedia Mobile Election App that illustrates the 

Predicament Mode and shows the emphasis upon problem-solving. 

In this study, The Predicament Mode nearly always involved intensive consideration of the user 

in their mobile context, eventually. A great deal of attention is given to the technical and 

environmental conditions, at the moment of use. These conditions are often seen as part of the 

challenge of delivery. The emphasis tended to be upon identifying usage problems — rather than 

opportunities. As a solutions-based approach, outcomes of this mode tended to be more 

practical than innovative. 

Given the competition (current and anticipated) in the commercial mobile content space, 

providers are already concerned about the longer term commitment of consumers to their 

offerings. If the majority of providers adopt the Predicament Mode, then many of the offerings 

in any given area will be predicament-focussed. In order to differentiate their product from the 

competition, providers must select a predicament that only they have content to resolve, or they 

must be very good at coming up with solutions. In terms of the mobile situation, this means they 

must be very good at understand their user’s quality of life requirements in the moment of use, 

Even so, from a marketing perspective, permanently solving a predicament may be somewhat 

terminal — once the predicament is solved, people may have no further need for the offering. In 

these cases, the markets are finite. If predicament-solving is the space that a provider wants to 

position their business, then they must be careful to target predicament situations that re-occur 

or are likely to happen to masses of people. 

5.7.3 Strategy 2 (silver class) 

Building mobile content offerings with which people may bond (silver class) 

A more optimistic and naive approach, observed in situations where providers were 

confident of their technical capacity to deliver the content to the platform, was to ask 

“what will people love that we could produce?” Quite often members of the provider 

design teams will refer to great experiences they have had as consumers to explain the type of 

experience they desire and are conceptualizing for their target user. 

This approach tends to create an atmosphere of hopefulness and a reluctance of people to name 

or focus on issues and problems that may need to be overcome. Like brainstorming sessions, 

there tends to be an assumption that anything is possible and that criticism is undesirable. In 

this frame of mind (the Bond Mode) people look upon their mobile content and prospective 

markets as hypothetical (where real world applications may not be immediately apparent) and 

rely heavily upon the creative energies of participants in the process. If an organization is 

already creative and accustomed to producing innovative products, this approach is likely to be 

the cultural norm. In this study the Bond Mode was observed in twenty-one cases and in each of 
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the case study organizations. A lot of time was spent in these cases trying to empathize with the 

user. Strategy 2 — building mobile content offerings with which people may bond (silver class) 

— was the first and only approach in seven of these cases.  

Chapter 8 gives a detailed example of the GlobalNews iNewspaper App that illustrates the Bond 

Mode and to shows the strong focus on the bondability of the offering under investigation. 

5.7.4 Strategy 3 (bronze to gold class) 

Increasing the bondability of a predicament-based offering (bronze to gold class) 

Some providers recognize that solving consumer predicaments creates trust, and 

trust is a good launching pad towards building a bond. Take, for example, AusUni’s 

Mobile Induction iPad application: initially this application was designed to provide 

new university students with information about university life, as they roam around campus. 

The providers wanted to give students a convenient way to access a set of student support 

services they may need to get their studies underway. (A problem-solving, predicament-focussed 

approach.) As this offering became popular the providers saw an opportunity to use student 

confidence and trust to introduce other related services. The module was therefore extended to 

include a social network feature that connected the students with each other and with student 

mentors who could help if they have problems. This increased the quality of life value of the 

service. As a result the offering, which started out as a predicament-based solution (designed to 

help new students find their feet, in their first term), transformed into a bond experience 

(providing students with an ongoing social network). And having established a bond, further 

modules may be added. The more rewarding and involving the service becomes, the greater the 

attachment of the student. Here one sees the basic strategy for transforming a predicament-

based content offering into a bond experience – building on what you have got. 

Another option is to launch bond-type mobile content offerings, via successful predicament 

content offerings. For example, in 2007 AusMedia developed its Election App to allow voters to 

view results in their local electorate while they were away from home and on the move. This 

application was so popular (particularly on Election Night) that by the 2010 national election, 

AusMedia used it to launch two new unrelated mobile content products: the AusMedia iPad App 

and the AusMedia Music Unearthed Mobile App. They advertised the two new applications on 

the front page of the election application, as well as on their website and their traditional 

platforms. This approach is more about exploiting a predicament-based content offering to 

direct traffic towards a bond experience – exploiting what you have got. 

Again, the AusMedia Mobile Election App, discussed in  Chapter 7 gives a detailed example of 

this particular Strategy 3 in action. 



Competitive Mobile Content Provision| Chapter 5: Decision Framework | Page 93 

 

5.7.5 Strategy 4 (optimum — gold class) 

Building strong bonds with mass markets — through mobile content offerings that 

help many people to optimize their overall quality of life, by resolving 

frequent/every day or mass predicaments (gold class) 

Life is made up of moments. The human condition – that part of humanity that is 

irreducible to factors such as age, gender, race and class – involves a search for 

purpose and the struggle for existence. Every day, as one moves through life, one 

encounters predicaments that require resolution. The way one avoids or overcome such 

predicaments dictates quality of life. According to Maslow’s Hierarchy of Needs (Maslow 1943) 

humans will focus on their predicaments (detractors) first, before they seek to augment or 

enhance their quality of life. 

Given these views of human nature and the mobile context, it is suggested that long term 

success (sustained competitive advantage) for content providers on the mobile platform is likely 

to depend upon building offerings that have very high value because they help people to resolve 

their frequent/everyday predicaments or mass social predicaments. This strategy will require 

providers to adapt their content to: 

• Situations which affect many people in the modern world — such as those associated 

with rising population, resource shortage, environmental stress, and so on. 

• Situations which affect many people, and can only be temporarily solved: — such as 

grocery shopping, commuting, paying bills, and so on. 

• Situations which affect many people, and if not addressed, get significantly worse — 

such as getting lost in dangerous conditions, having an allergic reaction, needing first 

aid, and so on. 

In all such cases, the provider must identify relevant content offerings in the proximity of the 

predicament. The bond in these type of cases is more at the group level than the individual level, 

because individuals move in and out of these situations. The Global iNewspaper App, discussed 

in  Chapter 8 gives a detailed example of this particular Strategy 4 in action. 

Rovio is the entertainment media company responsible for creating the globally popular ‘Angry 

Birds’ mobile phone game (a good example of a mobile content offering with very strong initial 

bondability). Over time, Rovio have kept their consumer market engaged with their mobile 

content offering by introducing new elements and themes to the game. As a result, this 

essentially simple entertainment content has evolved into the worldwide phenomenon. This 

offering resolves a minor, frequently experienced predicament (boredom while waiting) and is 

still an excellent example of a product that significantly contributes to a person’s overall quality 
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of life by giving them many separate moments of pleasure. The popularity of this product 

(achieved through the network effect of the marketplace) has resulted in it being at the top of all 

the hit charts and now being deployed on all platforms (not just Apple iTunes, where it 

originated). The bond in this case is with the individual and the market. 

5.7.6 Strategy 5 (silver to gold class) 

Using the bonded offering to resolve predicaments (silver to gold class) 

 In 2007 the Victoria Police sent an email alert message to every person who owned a 

mobile phone in the state of Victoria (Australia) to warn them of a state-wide 

bushfire emergency (described in detail in Chapter 3). As a content provider (the 

alert message) the Victoria Police used a consumer bond (to their devices) to deal with a mass 

social predicament. 

The two most lucrative content offerings examined in this study (the AusMedia iPad and 

AusMedia iView apps) exploit the same type of bond between their offerings and the market in 

order to resolve predicaments. In these two cases the platform has been so successful in creating 

a bond with the target audience, that AusMedia is now gearing up to incorporate these two 

applications into their public-funded emergency alert service, so that during national and 

environmental crises (such as bushfires, floods, severe storms) alert messages will appear in 

these domains as well as on the traditional radio, website and television coverage. 

5.8 Classification of competitive strategies by mode 

Each of the above strategies can be classed by conceptual mode (see following Table 20). And so 

it is possible to see that the overarching conceptual modes (Predicament and Bond Mode) are 

valuable operationally and strategically. 

Table 20: Classification of mobile content provision strategies, by mode 

Mode 
Strategy 
type Competitive advantage 

Total 
Cases 

Predicament Mode Strategy 1 Providers engaging the Predicament Mode to 
create a competitive advantage. 

13 

Bond Mode Strategy 2 Providers engaging the Bond Mode to create a 
sustained competitive advantage. 

7 

Predicament then Bond 
Mode 

Strategy 3 Providers converting their existing competitive 
advantage into a sustained competitive 
advantage. 

4 

Bond Mode and 
Predicament Mode 

Strategy 4 Providers engaging both Modes to create a 
sustained competitive advantage. 

7 

Bond then Predicament 
Mode 

Strategy 5 Providers engaging the Predicament Mode to 
create a sustained competitive advantage. 

3 
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5.9 Predicament to bond opportunity 

Only seven cases out of thirty-four did not involve the Predicament Mode of content 

conceptualization. Analysis indicates that people tend to adopt this mode first, before they 

search for opportunities to create a bond with their target users. Eventually, however, most 

providers did consider the bondability of their offerings (in twenty-one cases). Given the long 

term importance of the bond for brand identity, consumer loyalty and sustained competitive 

advantage, providers in eleven cases perceived and exploited the opportunity of converting their 

predicament-based offering into a bond experience. Indeed, in all eight cases where providers 

charge (or intends to charge) for the offering (see list below) although they adopted different 

strategies, bondability was the most important consideration. 

• Case 2: AusMedia iPad application, Strategy 5, Bond to Predicament Mode 

• Case 3: AusMedia iView TV, Strategy 5, Bond to Predicament Mode 

• Case 5: P’s Kitchen, Strategy 2, Bond Mode 

• Case 6: Music Unearthed, Strategy 2, Bond Mode 

• Case 7: Foodi, Strategy 2, Bond Mode 

• Case 10: GlobalNews iNewspaper, Strategy 4, Bond and Predicament Mode 

• Case 22: Hyper-Local News, Strategy 4, Bond and Predicament Mode 

• Case 24: Spectrum Mobile Student Showcase, Strategy 3, Predicament to Bond Mode 

Finally, this approach to mobile content classification allows providers to relate their 

operational thinking to their strategic thinking. This is useful as a business begins to plan its 

path over a two to five year period, during which it aspires to gain a sustained competitive 

advantage on the mobile platform. In many cases this may require a fundamental transition 

from traditional operations to mobile-centric operations. For example: 

The priority at AusMedia is to produce fresh, compelling and innovative content 

across the Corporation’s platforms, acknowledging that the scheduling rules of the 

past are of decreasing importance. Content must be provided when the audience 

demands, on a device they choose, and in a format they want. Choice is paramount. 

Excerpt from the AusMedia Annual Report, 2010-2011. 

5.10 Theoretical elements 

Underpinning the Mobile Content Provision Decision Matrix is the assumption that since 

consumption of mobile content is optional, the creation of a bond will be a key to provider 

success on the mobile platform. All the offerings explored in this study and therefore on the 

matrix require some degree of bondability. Chapter 3 explained how current, dominant notions 

of utility and user satisfaction do not fully address the world of rich, and often idiosyncratic, 

mobile experience. My study offers an alternative way to conceptualize this emerging, digitally-
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mediated world, which may be more useful to providers and researchers in the future. The main 

elements of my theoretical contribution are fully described in  Chapter 9 and  Chapter 10, later in 

this dissertation, but these can be summarized as: 

• Contribution 1: Beyond user satisfaction – the argument that user satisfaction is no 

longer an adequate way to describe or understand mobile computing experience 

• Contribution 2: Predicament Mode construct 

• Contribution 3: Bond Mode construct 

• Contribution 4: Predicament to bond opportunity 

• Contribution 5: The Continuous Quality of Life Optimization Principle, is a better 

explanation when satisfaction does not suffice 

• Contribution 6: The Mobile Content Provision Decision Matrix 

5.11 Summary 

This chapter presented the proposed Mobile Content Provision Decision Matrix resulting from a 

hermeneutic analysis of evidence from three case study organizations and a review of the IS 

theories of utility; contribution to quality of life; user satisfaction; user experience; and user and 

market engagement, in relation to mobile content provision. The proposed decision matrix is 

based upon a theoretical framework for mobile content provision which incorporates the 

constructs of bondability, predicament and potential contribution to quality of life. This 

framework and matrix inform competitive strategies for mobile content provision. The following 

three chapters give detailed evidence in support of this framework. 
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Chapter 6 Quality of Life Optimization 
6.1 Introduction 

The previous chapter introduced the Mobile Content Provision Decision Framework based upon 

empirical evidence collected from an examination of thirty-four cases in three different case 

organizations. The next three chapters will provide a detailed account of the mobile content 

conceptualization approaches of content providers and explain how the quality of life theme 

underpins provider thinking when they are selecting, prioritizing, developing and delivering 

mobile content offerings. This study proposes that providers expect consumers to value and 

bond with mobile content offerings that help them to resolve everyday predicaments and 

optimize their quality of life, and that this view impacts upon and often drives organizational 

practices and competitive business strategies on the mobile platform. In  Chapter 7 and  Chapter 

8 it will be shown that providers tend to have two modes when conceptualizing (understanding) 

their mobile content offerings: A Predicament Mode and a Bond Mode — both modes are related 

to the consumer’s quality of life. 

This chapter introduces the Continuous Quality of Life Optimization Principle. It is argued that 

this principle is more informative than rival notions (such as usability, and the demand-pull and 

technology-push approaches, advocated in the literature) for mobile content providers to 

conceptualize the content needs and expectations of mobile users, which will vary depending on 

the particular time, physical location of the user, and possibly a wide range of individual specific 

factors. A diagram depicting the Consumer’s Quality of Life Filter is presented, based on the 

above principle, to illustrate the way providers understand the mobile usage context. 

The chapter is structured as follows: first, an overview of current approaches to mobile content 

conceptualization. Then, a series of scenarios are presented to illustrate the limitations of these 

traditional approaches. Next, the Continuous Quality of Life Optimization Principle is put 

forward, along with qualitative evidence showing of how this principle guides people, at all 

levels in the case study organizations, when they are thinking of their mobile content offerings. 

Then a detailed case report is provided which shows people in a provider organization 

purposefully changing their practices in order to build value, based upon the end-users quality 

of life, into their mobile content offerings. This explication highlights how the quality of life 

theme underpins provider thinking in the areas of: mobile content offering selection and 

prioritization; mobile content offering design and development; organizational practice; 

competitive business strategy; and mobile content offering delivery. Finally, an overview is 

provided of how the quality of life theme and modes are visible across all cases and in each of 

the organizations. From these accounts it is argued that providers conceive that the mobile 

platform connects them with consumers in critical moments as they attempt to optimize their 

quality of life, and this gives providers an opportunity to establish and sustain a competitive 
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advantage in the mobile content marketplace. This chapter concludes with a summary of the 

main aspects of quality of life discussed in this chapter. 

6.2 Overview of current approaches to mobile content provision 

The rationale for a holistic conceptualization of the mobile content experience derives from the 

underlying premise that ubiquitous mobile technologies, which form part of the individual’s 

everyday life routine, need to be considered differently compared to technologies that are 

associated with a particular application context, purpose, or physical location of use. When 

theorizing about the value perceptions of mobile content users, this study suggests that broader 

constructs which encompass an individual’s ‘life-world’ become relevant.6 

Utility is only one part of the mobile experience. Nonetheless, the usability concept is a 

dominant theme in mobile application and content development (Agarwal & Venkatesh 2003, 

Hussain et al. 2009a, Kjeldskov & Stage 2004, Lidwell et al. 2010, McGee et al. 2004, Moritz & 

Meinel 2010, Nielsen 1999, Venkatesh et al. 2003b, Ziefle & Bay 2005). In IS this emphasis 

upon utility seems to originate from the ease-of-use studies (Davis 1989) and carries through to 

the current usability/accessibility approaches. Chapter 3 reviews this literature and describes 

how the mobile context accentuates and adds to the uniqueness of user requirements. 

6.3 Illustrative usage scenarios 

The following scenarios are designed to illustrate the limitations of the traditional 

content/service provision approaches in terms of understanding the content requirements of the 

mobile technology user. While these scenarios are not empirically based, they are reflective of 

the way many individuals engage with mobile content and technologies today. 

  

                                                             
6 Much of the following section, including the scenarios and Continuous Quality of Life Optimization 

Principle, was published in a paper presented at ACIS 2008, Christchurch, New Zealand Sullivan, J. D., 

Scheepers, R. & Middleton, C. A. 2008. Living the Good Life: How Content Providers can Better 

Conceptualize the Content Requirements of the Ubiquitous Technology User. In: Mills, A. H., S. (ed.) 

Proceedings of the 19th Australasian Conference on Information Systems. Christchurch, New Zealand: 

University of Canterbury. 
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6.3.1 Ambient user requirements 

In the mobile computing era, content needs are increasingly dependent on particular user 

circumstances. 

Scenario 

Consider a commuter who is travelling by train to a particular destination. Further assume 

that she is carrying a smart mobile phone and is using this device as she travels. The type of 

content which may be relevant, and therefore regarded as valuable, is dependent on the time, 

destination and current physical location of the commuter. For example, as she is entering the 

station she may want to see information about all trains departing in the next 10 minutes; 

while she is waiting on a particular platform, she may want to know information about the 

next train departing from that platform; when she is seated on the train, she may want 

progress reports, station alerts and leisure-type content; if her train is running late, she may 

want to ‘call home’. 

From the perspective of the current utility-focused models of how users consider 

technology/content and how content providers conceive and structure their offerings, such a 

scenario could be difficult to model. Content (which frameworks such as Doll and Torkzadeh 

(1991) and Davis (Davis 1989) assume to be static) is becoming a ‘moving feast’. Certainly, this 

user has needs, although many and fleeting, and it might also be said that the needs are 

predictable because they are associated with a distinct purpose (i.e. the user is travelling by train 

to a particular destination). However, given this user’s rapidly changing circumstances and 

personal preferences, how would a provider determine which content to push to her? How, 

given the size of the screen on the mobile phone and the limited processing power, would this 

user pull content to herself? From a research perspective, how does one understand and 

measure user perceptions of content quality, when content itself is becoming an elusive concept? 

It has been proposed that by taking the user’s context into account, a supplier of content and 

services may anticipate what will be relevant to that user (Scheepers et al. 2006). In the 

constantly changing context of the ubiquitous mobile technology environment, the user’s 

context is seen to be made up of: situation, physical location, time, and even the history of prior 

usage of the technology (Kjeldskov 2002, Kjeldskov & Stage 2004, Paay & Kjeldskov 2004). 

Even knowing these things, in the end it is the individual user who perceives the value of the 

content. How does a content provider anticipate what the particular user will find valuable at 

any given moment? 

6.3.2 Utility and other motives 

In the mobile computing era, motives other than utility and functionality may determine user 

perceptions of the value of content. 
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Scenario 

Consider the teenager who is visiting relatives in a remote, rural community. Further assume 

that he has a smart mobile phone and is using this device to keep in touch with friends and 

family at home. He logs into online social networks each morning and keeps the connection all 

day, to 'be' online, seemingly without any (utilitarian) purpose. He just does not want to miss 

out or feel isolated. He periodically checks to see what is going on. Sometimes he participates 

with a comment or contribution, but mostly he is just happy to ‘be connected’. 

In this scenario the traditional content provision paradigm, which assumes a particular and 

often specific user need to be addressed, would either fail, or be difficult to put into practice. It 

does become important to consider other reasons for content (such as maintaining social 

relationships) which extend beyond utilitarian purposes. 

6.3.3 Continuous context switching 

In the mobile computing era, the user of ubiquitous content frequently switches context (for 

example work, family, social relations), often subconsciously. 

Scenario 

Consider the surgeon who operates on patients at the public hospital, manages a professional 

consultancy, and holds an honorary position on the teaching staff at the local university. 

Assume that she is carrying a Blackberry handheld wireless mobile email device. On a typical 

day, she is doing her rounds at the hospital. She receives calls and exchanges information with 

various medical specialists as she moves from ward to ward, treating her patients. At the 

same time, she fields emails and telephone calls from her professional practice and students. 

She also receives the occasional personal email from her son. 

This surgeon is operating across multiple roles: specialist, business person, teacher, and parent. 

Her use of her mobile device and the content on it would be difficult to categorize and segment 

using traditional marketing methods. Although the surgeon behaves in a similar way to many 

busy professional people living modern demanding lifestyles, traditional approaches to market 

segmentation do not aid in the identification of common requirements in terms of content. 

6.3.4 Multitasking and blurred contextual boundaries 

In the mobile computing era, the user of ubiquitous mobile content performs multiple, 

unrelated functions, simultaneously – known as multitasking – across contexts (work, family, 

other social relations). 

This may involve performing multiple tasks in any particular stretch of time – for example doing 

some work while travelling, linking up with an old friend while busy doing another task, or 

reducing ‘micro boredom’, for example (playing a game on the smart phone while waiting for a 
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train). Or it might involve performing a particular task in interrupted sessions – for example 

reading an online report while taking calls and visiting clients. 

Scenario 

Consider the parent who is called away from work to attend her primary school child who has 

been injured in a playground accident. Currently she is carrying a smart mobile phone 

(supplied by her employer) as well as a regular mobile phone (of her own). As she drives to the 

school she engages in phone calls to ensure that work continues while she is absent. The 

woman can access organizational systems (the enterprise portal and company intranet) via 

the smart phone, through an employer-provided virtual private network which offers secure 

remote access. She would pay for the connection costs of her ‘work phone’ from personal funds 

if needed, perceiving this not as a way of subsidising the organization, but rather as a gain in 

personal flexibility (being able to work remotely on occasion, and to be available when her 

children need her). 

The smart phone connection to the office enables her to function irrespective of physical 

location, and she would pay for this connectivity if her employer did not. But as the bill for use 

of the smart phone is paid by the company, the woman does not feel ‘right’ about using it for 

personal purposes so she carries a second, private phone. While this may be a workable 

arrangement at present, such a scenario will become increasingly impractical – mobile users 

would prefer to have one device with the possibility of separate digital identities. However, in 

this case, the woman has been unable to find a service provider who will allow separate accounts 

to the one device and her employer prohibits the storing of work information on private devices. 

The traditional content/service provision paradigm assumes that users perform each task in 

isolation. In an era of multipurpose information appliances (one device capable of doing many 

things), richer approaches to content/service conceptualization are needed that reflects the 

user’s complete (personal, professional) “life-world” (Harrington 2006). 

6.3.5 Multiple identities 

In the mobile computing era, content requirements increasingly involve migration across 

multiple systems, services and domains. 

Scenario 

Consider a university student who is walking around the campus. Further assume he is 

required to log in and provide authentication to providers of different content (e.g. the library, 

different departments and the central university services, but also non-university services, 

including entertainment, social networks, etc.). Such a student would typically find this 

frustrating, having to deal with multiple service providers in a non-seamless manner. 
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The traditional content/service provision paradigm assumes that users access each particular 

system/domain/service in isolation and operate at all times under a single digital identity. 

The above scenarios illustrate the limitations of the traditional content/service provision 

paradigm to allow for ambient user requirements; opportunity exploitation; continuous context 

switching; multitasking; or multiple identities — which are intrinsic to mobile technology 

computing. This exposes the need for a more holistic, richer approach to conceptualizing user 

behaviour and requirements in the ubiquitous mobile computing era. 

6.4 The Continuous Quality of Life Optimization Principle 

The aim of this study, as outlined in Chapter 4, is to provide a theoretical framework (shared 

vision) for successful content provision. Underpinning this framework is the principle that:  

In their use of mobile technology and content, users continuously seek to optimize their 

quality of life. This may involve doing things that augment their perceived quality of life, 

or reduce or eliminate incidents or outcomes that detract from their quality of life (such 

as being stuck in traffic, time-wasting, intrusions of privacy, etc.). Both the 

augmentation and the elimination of detractors constitute ways that individuals 

continuously seek to optimize their overall quality of life. 

This Continuous Quality of Life Optimization Principle builds on past studies in IS (Choi et al. 

2007, Techatassanasoontorn & Tanvisuth 2010) that found that mobile content does contribute 

to a mobile user’s quality of life. Participants in these studies were offered Likert-type scales to 

rate their responses to questions about the contribution of offerings to the quality of life. The 

meaning of contribution is therefore left up to the user to subjectively define. Quality of life was 

found to be enhanced by contributions in any life domain. A spill-over effect was recognised that 

allows contributions in one domain of life (for example at work, or in a social setting) to spread 

out into other domains. And also out into the lives of others – starting with those closely 

associated with the individual. For example, a mobile internet service “that teaches children to 

research for information to finish homework, thus enhances quality of family life” 

(Techatassanasoontorn & Tanvisuth 2010, p 42). 

In articulating this optimization principle, this study draws on established frameworks such as that of 

Allardt (1993) which sets out three key dimensions of an individual's overall quality of life: “Having”, 

“Loving”, and “Being”. Continuously optimizing one’s overall quality of life includes all aspects of 

Having, Loving, Being (which in turn includes purpose-driven activities, leisure activities, social 

relations and interactions, hedonic experiences, etc.). Allardt’s framework (defined in Table 21 (next 

page) provides useful parallels between mobile content and overall quality of life measures, as 

explained below. Of course, such quality of life measures will be dependent on each individual's 

circumstances, predicaments and personal preferences etc.  
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Table 21: Example quality of life indicator system (Allardt, 1993) 

 Definition Example indicators 

Having Material conditions which 
are necessary for survival 
and for avoidance of 
misery. 

Economic resources, housing, employment, work 
conditions, health, education. 

Loving The need to relate to 
other people and to form 
social identities. 

Attachments and contacts in the local community, 
family and kin, fellow members in associations and 
organizations, workmates; active patterns of friendship. 

Being The need for integration 
into society and to live in 
harmony with nature 

Participation in decisions and activities influencing 
individual's life, political activities, opportunities for 
leisure-time activities (Doing), opportunities for a 
meaningful working life, opportunities to enjoy nature, 
either through contemplation or through activities such 
as walking, gardening, and fishing. 

6.4.1 The Consumer Quality of Life Filter 

With this Continuous Quality of Life Optimization Principle in mind, the behaviours and 

expectations of the people described in our earlier scenarios begin to make sense. In each 

scenario individuals can be seen to be using their mobile devices in ways that continuously 

optimize the overall quality of their lives. For example, the train commuter is enhancing her 

prospects of getting to her destination on time and in a pleasant way (Being). The teenager is 

enhancing his relationships with friends and family and reducing the loneliness and boredom of 

isolation (Loving, Being). The surgeon is optimizing her use of time and reducing her amount of 

travelling (Having, Being). The parent is enhancing her work/life flexibility in order to help her 

child, and reducing the impact this has on her work (Having, Loving, Being). The student is 

enhancing his daily studying and social activities (Having, Loving). 

The proposed principle suggests that ubiquitous mobile technology users continuously seek to 

optimize their quality of life during their waking hours by utilizing the devices which they tend to carry 

with them most of the time (Pew Internet & American Life Project 2012a, Australian Bureau of 

Statistics 2011b, Rickard 2011, OECD 2011). The process of deciding what may optimize the quality of 

life in any given moment involves the weighing up of options (what is available). A concept of ‘opting-

in’ emerges. For example, the commuter may have a choice of watching a movie, playing a game, 

listening to music, or just sitting quietly and doing nothing. The choice to use the technology and to 

access the content will be based on such things as availability, urgency, convenience, cost, and other 

personal (highly specific) and sometimes irrational factors. For example, although it is dangerous to 

drive while juggling two devices, the parent may choose to do this because she sees her child’s 

wellbeing as more important than her own, at that moment. Cost may not be a significant 

consideration at the moment of use. For example, although the monthly bill is high, the teenager may 

see this as just ‘what it costs’ to ‘be’ online. 
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These concepts are illustrated in Figure 10, following. Here we see the user at the centre of their 

ever-changing usage context - surrounded by their unique individual computing platform (pale 

grey circle) comprising, and limited by, their particular device/s, service/s, applications. 

Content offerings (bright white circles) are placed on the platform, within the user’s reach by 

providers. Only those that match the user’s highly specific needs and expectations, in the 

moment of use, will make it past the quality of life filter (black centre circle) and be accepted. In 

this respect, the quality of life filter is the set of user perceptions, expectations, requirements 

(influenced by situation/predicament in moment of use) that directly determine the value that 

the user places upon the mobile content offering. A content offering will only make it through to 

the user if it matches quality of life expectations in the moment of use/exchange. 

Figure 10: The Consumer Quality of Life Filter 

 

1 Successful content offering | 2 Ever-changing usage context | 3 Unique individual computing platform |  

4 User at the center | 5 Quality of life filter 

6.5 Evidence from the case studies 

The hermeneutic analysis of data from a pilot study and twenty-eight in-depth interviews held in 

three case study organizations provides qualitative evidence that the quality of life theme is 

present in all thirty-four content offering cases. The evidence from this research confirms that 

mobile content providers are not only aware that their content offerings will help consumers to 

optimize their quality of life, but they deliberately design offerings for this purpose. 

In many cases participants explicitly mention quality of life outcomes. For example: 

I think mobile content will improve people's life, potentially and immeasurably. It 

should improve it, if it becomes ubiquitous and invaluable to them. Adam, Web 

Services Manager, Case 31: m.AusUni website (AusUni). 

Ever since I’ve got my hands on this [note: Adam holding up his iPhone] it’s become an 

invaluable resource. All I’ve wanted is to develop stuff for it to make my life, my time 
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and the things I do easier! So yes, it’s invaluable – because it’s always there. It’s 

always with you. Adam, Web Services Manager, Case 16: AusUni iPhone application 

(AusUni). 

...mobile content development is partially about, re-engineering business processes 

and partially about making people’s life easier. Ned, Associate Director, Case 26: 

Electronic marking module and Case 27: MeTL mobile classroom content (AusUni). 

However, in most of the narratives in these cases, the quality of life outcomes are implied, rather 

than directly stated. For example: 

Well. There are some things that are really appropriate to put on the phone because it 

is with you. The key thing about mobile phones is that they are absolutely personal 

devices and they are with you all the time. Wherever you are. In whatever horrible 

place you might be. You have got your phone with you. So, it is the perfect way to 

reach people with important messages. It becomes the most important platform for 

messages that need to be timely. Carl, Manager, New Services, Case 8: AusMedia 

iphone application and Case 9: AusMedia Android application (AusMedia). 

6.5.1 Explication of findings 

The key notions of a quality of life narrative, predicament and bondability (being unknown in 

the IS field) were initially hidden in the text of the interviews. It was only after deeper analysis 

(involving hundreds of hours of transcribing, reading and re-reading interviews, coding and 

theme building) that these concepts were revealed. Arriving at these concepts takes time, so the 

following sections provide an explication (careful and gradual unfolding) of the evidence, 

focusing mainly on three specific cases (Cases: 24, 4 and 10). The aim is to bring the reader 

along the analytical path taken by the researcher. Rather than jumping from one case to 

another, it is important to involve the reader in three particular cases (selected as excellent 

examples of each theme) so they are comfortable with the existence of the proposed themes. 

References and quotes from all the other cases are lightly interspersed in this analysis (and 

throughout the rest of the thesis) to illustrate how the themes are common across all the cases 

examined, but not to distract from this process of interpretation. 

With this in mind, the next three chapters expose what is implicitly contained in the text of all 

the cases studied, by closely examining the happenings, experiences and interactions of parties 

in a particular case from each of the case study organizations, as follows: 

• Chapter 6: Quality of Life Optimization (this chapter), examines Case 24: The Spectrum 

Mobile Student Showcase at AusUni. This case provides an excellent view of the quality 

of life theme and principle, and highlights the way participants build a narrative to 

support their design and development processes. 
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• Chapter 7: Predicament Mode, examines Case 4: The AusMedia mobile election 

application. This case provides an excellent view of the predicament-focussed approach 

to mobile content development. 

• Chapter 8: Bond Mode, examines Case 10: The iNewspaper iPad application at 

GlobalNews. This case provides an excellent view of the way providers seek to 

establish a bond between their offering and consumers. 

Quotations and material from an additional thirteen cases are provided at the end of this Chapter in 

Section 6.6.1 Cross case analysis, to demonstrate that the results of this study apply to all thirty-four 

cases. In addition to this, further references to the other thirty-one cases are spread throughout the 

body of the dissertation. Often, where quotes by participants are provided, the case number and 

details are also given. Detailed cross case analyses are located in the discussion sections at the end of 

Chapter 7 and Chapter 8. Then, in Chapter 9 the final discussion includes tabulated references to all 

the cases studied, in support of the central findings. 

Table 22 at the end of this chapter provides a complete listing of all the cases and gives a useful 

overview of the competitive strategy and mode of conceptualisation (predicament or bond) used 

by providers in each case.  

6.5.2 In-depth report: Case 24, The Spectrum Mobile Student Showcase at 
AusUni 

The following sections provide an in-depth case report to illustrate the incidence and 

importance of the quality of life view in the following areas: 

• Mobile content offering selection and prioritization 

• Mobile content offering design  

• Mobile content offering development 

• Impact on organizational practice 

• Competitive content strategy 

• Mobile content offering delivery 

• Mobile content offering tailoring 

Craig is the Head of Journalism at AusUni. Craig came to this position after decades of 

experience as an investigative journalist and documentary film maker. Craig has worked in the 

international news and media industries throughout his career and considers journalism to be a 

contributing factor in the quality of life of national populations, in-as-far-as it supports 

democracy and community engagement. 

I'm very much of the view that democracy depends upon information flows. 

Democracy depends upon a robust journalism. Precisely what robust journalism is; 

who pays for it; where it gets sourced etcetera; are really contentious and big issues. 
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But you cannot have a democratic society without truth. And these days, journalists 

make their authoritative truth claims, mainly from the mobile internet. Craig, Head of 

Journalism, AusUni. 

Craig earned his current position because of his knowledge of these industries and his 

reputation as a hard-hitting advocate of Freedom of the Press. The journalism course is new at 

AusUni. Craig seeks to build a future-oriented professional study program that is based upon 

real world industry practices and standards, and opens up (through research and technology) an 

opportunity for graduates, the academy, and society at large to participate in the new digital era. 

Craig is particularly interested in finding a competitive edge for the Australian news industry 

which is:  

…not part of the NewsCorp-way of the world and allows for an independent, rich, 

political and communal engagement. Craig, Head of Journalism, AusUni. 

Although he admits that he is not particularly internet savvy, he feels strongly that the mobile 

internet will be at the centre of the modern journalist’s professional activity. 

“Journalists need to be able to increasingly use the mobile internet to source 

authoritative information to support our truth claims. And then secondly of course, we 

also use the internet to publish. 

Journalists need to do their work in real time. This means that they use the internet to 

check what other people are doing and saying in real time, and also to publish 

themselves back through to their own organizations or sometimes live to the world. 

...for a journalist it's extremely important that whatever they do say under that sort of 

pressure, they can justify at a later date. 

I see increasingly there's going to be a need for journalists to be able to use mobile 

technology in the field, to source information, to contact sources and to do things (like 

recording image and sound) then to report. ...it's about enlarging the capacity of 

journalists to operate differently in both time and space — that's what's really 

happening. There's a much bigger spatial situation. You can now take a camera, in the 

form of your telephone, into just about anywhere without any other requirements. As 

a reporter, you just get up and go there. No crew. No preparation.  

I realize that everybody's got that capacity, not just journalists. So what then starts to 

distinguish journalists from everyone else is that they are making authoritative truth 

claims... So you know — if you make a claim that you are a journalist then there's a 

prima facie assumption on the part of an audience that that has a truth value. Craig, 

Head of Journalism, AusUni. 
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This is an essential situation of the mind, mentioned earlier (in  Chapter 4). Craig interprets 

what the news industry around him is demanding from his students and therefore from his 

course. When asked to describe the mobile content offerings he provides to this platform, he 

thinks first of his interest in the medium (as a source of authoritative information and enlarging 

the capacity of students); then of the interests of members of his profession (to make their truth 

claims, and distinguish these among a plethora of competing claims); then of his students’ 

interests (to get to the source and start working in real time); then of the general public using it 

(to learn the truth about given situations). Although he does not mention the words ‘quality of 

life’, Craig highlights the advantages and disadvantages of the platform in terms of the people 

using it and the impact it will have on their quality of life: journalists (trying to make a living 

and carve out a reputation and a career; verifying information, filing accurate and engaging 

reports); people in society (freedom of information, access to truth, protecting democracy). He 

identifies a predicament (a bigger spatial situation where the journalist is on-site somewhere, 

under pressure, and competing with many other parties to deliver real time stories). He also 

identifies an opportunity for bonding (people value the truth, so they will value journalist 

stories, which have been verified in real time, above all others). 

6.5.3 Mobile content offering selection and prioritization 

Craig, like nearly everybody else interviewed in this study, tends to switch comfortably from one 

person’s perspective to another, in order to understand and then explain what is important 

about the mobile platform and his content offerings. The researcher observed that this is 

how content providers come to understand, and then tailor content for delivery to 

users of mobile devices in every changing life contexts. First providers tend to think of 

ways they would use the proposed mobile content offering themselves (assimilating the 

phenomenon into their life-worlds). Then, providers imagine how others would assimilate the 

phenomenon into their life-worlds — starting with people who closely resemble themselves, and 

widening the circle. Providers tend to create quality of life narratives about their mobile content 

offering with the human being at the center of consideration; rather than the technology, 

organization or the actual content offering. [Craig’s narrative featured ‘the journalist’.] Such 

narratives involve the provider in the target user’s life-world. As an involved-provider, they 

come to ‘care’ — in the Heideggerian sense of the word — for the user and become ‘involved’ in 

the working out of their problems in their real world situation. In this way the provider 

confronts and assimilates the situation of the user. This type of interpretation, by involved-

providers, is comprehensive, taking into account all the relevant contextual concerns of their 

users. Gradually, through this hermeneutic process, a fusion of horizons takes place, when the 

phenomenon is fully disclosed and the provider knows which mobile content offering to pursue, 

and how it should work. 
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The first mobile content offering developed in the new journalism school is described as follows: 

...in the online journalism unit, which is a second year elective, we have gone for the hyper-

local reporting approach, which is very much a trend in journalism schools, internationally. 

One of the things that is flowing from this approach for us is the creation of the Hyper-Local 

News mobile blog. We expect people will be going to newsworthy municipal council meetings 

and events and they will be tweeting/reporting and filing articles from those events that will 

be part of the second year assessment requirement. Craig, Head of Journalism, AusUni. 

Here we see concern for the quality of life of students, staff and the constituents of the local community 

(wanting students to be able to get stories; get published; get assessed; then get jobs and advance their 

careers in journalism). It is clear from this example that Craig conceives the mobile platform as 

connecting his staff and students with consumers (local council and community members) in critical 

moments (during newsworthy municipal council meetings) attempting to optimize their quality of life 

(understand and participate in what is going on politically and communally). And this may create an 

opportunity for the journalism school to establish and sustain a competitive advantage (over other 

journalism schools) in the international journalism marketplace (by producing high calibre graduates). 

Craig provides many other examples of how his staff and students use the mobile platform to do their 

work. A number of these were discussed in the interview: Hyper-Local News7 (investigative reporting); 

The Spectrum Mobile Student Showcase (showcase of senior journalism student feature articles); 

Dangerous Place Mobile Blog (investigative reporting). The rest of this case report analyses the ideas 

surrounding the design, development and delivery of The Spectrum Mobile Student Showcase, with 

occasional references to the other two mobile content offerings. 

6.5.4 Mobile content offering design 

In 2010 a member of Craig’s staff proposed the establishment of a mobile blog called The 

Spectrum Mobile Student Showcase to enhance the industry engagement and exposure of their 

third and final year students. Craig explains:  

When journalism students go into the world to get stories – it is very hard for them to 

find people willing to participate in their assignments. If they introduce themselves as 

‘a student from AusUni’, most people will think ‘not interested, the story will never see 

the light of day’, and won’t be prepared to invest the time and energy. However, if the 

student could say ‘I am working on a story for the “Spectrum” and need an interview’ 

– they will be taken seriously. Craig, Head of Journalism, AusUni. 

                                                             
7 The names of these applications have been changed to protect the identities of study participants. 
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Third year students are nearing the end of their studies and about to enter the workforce. The standard 

of their work is often equal to, and even better than industry standard. It was envisaged that an industry 

standard editorial process would be applied to all material submitted to The Spectrum Mobile Student 

Showcase. A newsroom environment would be put into place to give students experience of the online 

publishing process. Student assessment results would reflect their success in working in the newsroom, 

and publishing Feature Articles to this mobile blog. It was also important to the school that students and 

staff could provide commentary and exchange live information while they are on the move: by posting 

text, audio and visual material from their mobile phones to this live news service. 

The idea took hold in the school. Lecturing staff and students, excited by the prospect, began to 

look around the internet for examples of this type of initiative. There were not many to be found. 

Intriguing – AusUni journalism people wondered if this was any indication of the merit of the 

idea? They quickly decided that this was a good sign: 

...it just means that we will have the ‘inside lane in the race to market. We’ll get the 

jump on the competition. Bob, Senior Lecturer in Journalism, AusUni. 

Here we see an optimism that is quite common among the participants of this study. Most 

parties were keen to enter the mobile content domain, if only to learn from the experience. In 

some cases they were even willing to make significant investment in an untried technology. 

Craig and three members of his lecturing staff — Bob, Dick and Mark — gave the following 

design brief Figure 11, below): 

Figure 11: Initial design brief for The Spectrum Mobile Student Showcase 

Initial design brief for the Spectrum Mobile Student Showcase Blog 

We require a mobile publishing platform built for journalism students, that will take the form of a 
Student Newspaper, ready for students to use in semester one next year (2011). This will become 
part of the students’ workload assessment and be built into the course. 
The site will be used for final year students and will be modelled on a newsroom, with diverse 
multimedia content and students will be responsible for editing and maintaining appearance. This 
site will contain Feature Articles that are ‘quality think-pieces’. 
Purpose 

• To give students experience of online publishing and learning how to ‘make a paper’. 
• To attract potential journalism students. 

Look and Feel 
• Edgy, young and fresh (appealing to potential students). 
• Identity and hosting: Needs to look like its own thing — not overtly AusUni per se, but still 

be linked in with AusUni, via the URL, for traffic and search ranking. 
Other Considerations/Constraints/Requirements 

• Will fit under the umbrella of a broader journalism site alongside other student 
publications. 

• Will tie into the learning management system. 
• Able to host and display image, audio, video and other rich multimedia. 
• Platforms: must be accessible by entry level iPhone and Android. 
• Analysis/activity tools: Required. 
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In the first design meeting the mobile usage context was explained as follows: 

We expect the students to use their mobile phones mainly, and be updating the blog 

with stories, image, audio and other multimedia, directly from the field. Sometimes 

this will be done by tweeting, other times we want them to be able to log in to the 

publishing workspace (again, while they are away from campus — maybe at home, 

but whenever and wherever it is convenient) to review an article and push a 

contribution through the workflow. Our students cannot afford all the latest gadgetry, 

so we want this application to be accessible to the older mobile phones. There will be 

occasions when they may have access in class, using the higher-end desktop systems, 

but these will be limited due to the demand on lab time. So it is critically important 

that students have access to the platform outside of business hours and while they are 

on the move, because this is when we think they will be participating in the process 

and we don’t want them to complain that they were unable to do the assignments 

because the application was unavailable. Dick, Senior Lecturer in Journalism, AusUni. 

6.5.4.1 Quality of life narrative 

Here we see express consideration given to the way students will use the application to 

continually optimize their quality of life. Firstly, the above statements by Dick recognize that 

students will rely on this application to perform assessment tasks, in the field, and will therefore 

be critically concerned about access. Notably, the student’s critical concern here may extend 

across a variety of the Choi (2007) life domains (their work in the field; their educational 

experience; their self-presentation in a Feature Article; their health and safety if the event is 

dangerous; and so on). Furthermore, in relation to the Allardt (1993) quality of life indicator 

system, the student’s experience can be seen to involve all three dimensions: Having practical 

work to do; Loving being involved in a newsworthy event; Being a journalist. Next, the above 

design brief predicts that students may run into trouble (for example, because they have an old 

phone or are not in the high-end lab) and that there may be pressure (of assessment and 

publishing deadlines). The moment of use, although not precisely described, is rendered in 

enough detail here for the designer to imagine specific circumstances: a student | in the field | at 

a newsworthy event | writing a tweet on their old mobile phone | photographing | video 

recording | sending their report back to the newsroom | opening the application to view, edit 

and/or approve an article in the workflow | ringing, texting and web searching for information 

to verify their truth claims. And allowance is also made for the student’s unique, individual 

computing platform: the designer is advised to target the lowest likely device. 

Importantly, the quality of life narrative of the design brief centres upon the human being — not 

the technology, the context or the exact circumstances of use. These are all secondary concerns. 

The client clearly expects the designer to empathize with the human being, first — and therefore 
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gives an evocative quality of life narrative to feed the designer’s situation of the mind, and 

help them to move onto the next level of interpretation:—the design prototype. 

6.5.4.2 In relation to usability 

Within the above evocative narrative the usability of the offering is located along a quality of life 

continuum. For example: easy and pleasurable to use (in the comfortable, high-end computing 

lab back at AusUni) | usable (in the field, without pressure) | difficult to use (when the pressure 

is on and any number of things begin to fail — network slowness, poor visibility, environmental 

detractors, and so on) | impossible to use (even in this case the client seems to expect a Plan B – 

some other way that the student can interact with the application — because “we don’t want 

them to complain that they were unable to do the assignments because the application was 

unavailable”). Usability diminishes with detractors to quality of life. In the web sphere usability 

tends to be treated like an on/off switch (a design is usable or not). On the mobile platform 

however, usability has a sliding scale. As the difficulty or intensity of the user’s predicament 

increases, the tolerance levels of the user decrease. And mobile content offerings must be usable 

within these parameters. [More of this in the next  Chapter 7 Predicament Mode]. 

The mobile content providers in the above case (Craig, Dick, Bob, Mark and now the designers 

Trent and Sandra) are fundamentally concerned with their users’ quality of life. They expect the 

users of their mobile platform to continually optimize their quality of life and they want their 

offering to make this possible. To be clear, in their use of this system, the students are expected 

to gain experience with online publishing, learning how to ‘make a paper’. These are quality of 

life outcomes, not functional outcomes. Learning and the gaining of experience are very 

subjective concepts.  

How does The Spectrum Mobile Student Showcase help final year journalism students to gain 

experience with online publishing and learn how to ‘make a paper’? After some analysis of the 

interview text, in the light of the Continual Quality of Life Optimization Principle, it is possible 

to explain this aspect of the phenomenon as follows: The mobile content offering will feed the 

final year students’ situation of the mind, and help them to move onto their next level of 

interpretation — knowing what it is like to be a journalist. Here they are expected to empathize 

with others, starting with those who closely resemble themselves (their fellow students) then 

widening the circle (professional journalists at large). The system (enabled by the mobile 

technology) does this by opening up the process of online publishing so that these prospective 

journalists can experience the newsroom. They will perform various activities in the publishing 

process, such as write, proofread, edit and approve feature articles. In this part of the quality of 

life narrative the human being (the student of journalism) is at the center of consideration; 

rather than the technology, organization or the actual content offering. Such narratives involve 

the final year student in the providers’ (professional-journalism) life-world. As involved-

students, they come to ‘care’ for their users. They become ‘involved’ in the working out of the 
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problems of mobile content provision, in real world situation, which in this case is online 

publishing. This type of interpretation, by involved-student-providers, is comprehensive, taking 

into account all the relevant contextual circumstances — such as where the student is at the 

moment of use and why they find the content valuable. Gradually, through this hermeneutic 

process, another fusion of horizons takes place, when the phenomenon is fully disclosed and 

journalism students know they are performing as journalists in the real world. We have a sense, 

at this point, that it is the fact that students learn how to use the system to publish online, rather 

than the actual system, which is important here. 

The secondary purpose of The Spectrum Mobile Student Showcase — to attract potential 

journalism students — is also hard to define in functional terms. Again, this is a quality of life 

outcome. Given the nature of the content in this system (‘quality think-pieces’ according to Craig) 

there is an implicit expectation that this site will attract future students who have the potential 

to contribute thoughtful, investigative, provocative articles. As a marketing exercise, this is 

highly specific and targeted.  

The end product will be both a learning and a marketing tool. Observation of the parties (clients 

and designers), during the design briefing sessions, indicated that everyone was comfortable 

with this duality of purposes. Again, after some analysis of the interview text, in the light of the 

Continual Quality of Life Optimization Principle, it is possible to explain this aspect of the 

phenomenon as follows:  The mobile content offering will feed the prospective students 

situation of the mind, and help them to move onto their next level of interpretation — wanting 

to become a student of journalism. Here they are expected to empathize with others, starting 

with those who closely resemble themselves (the final year students) then widening the circle 

(the school of journalism community). The system does this by opening up the process of 

learning so prospective students (with potential) can evaluate the quality of final year student 

work. They will have access to various examples of work (feature articles, think-pieces). They 

may compare the quality of this work with their own and make a judgement about their 

potential to participate in the course. In this part of the quality of life narrative the human being 

(the prospective student of journalism) is at the center of consideration; rather than the 

technology, organization or the actual content offering. Such narratives involve the target user 

in the provider’s life-world (the provider, from their perspective, is the final year student). As 

involved-users, they come to ‘care’ for the provider. This type of interpretation, by involved-

users, is comprehensive, taking into account all the relevant contextual circumstances — such as 

where the prospective journalism student is at the moment of use and why they find the content 

valuable. Gradually, through this hermeneutic process, another fusion of horizons takes place, 

when the phenomenon is fully disclosed and potential students are attracted to the journalism 

course, and the school of journalism community. We have a sense, at this point, that it is the fact 

that students have produced the work, rather than the actual work, which is important here. 
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6.5.4.3 Design briefing and involvement 

The design brief is a powerful quality of life narrative. The involved-designer, like the client, will 

switch comfortably from one person’s perspective to another in order to understand what is 

important about the mobile content offering at hand.  

With the mobile situation, I think part of the thing is not just mobility — it’s this idea 

that we go to these places to check what’s happening each time and that there's a good 

reason to go back. And so some of our clients, like the journalism group, have just 

suddenly clicked that – just because you built a website, people won’t just come there. 

There has to be something that is drawing them back, there’s a reason to return, and 

that has to be delivered — sorry that has to be able to be received — in any place, at 

any time. Then you can just check in whenever you want if you would like an update 

on something or you care about. Sandra, Multimedia Designer, AusUni. 

Here we see Sandra (one of the designers) switching from her view, to the user's view, back and 

forth in order to understand what is going on. The language is switching from the first person to 

the second, and the third person, all at the same time, in the same paragraph. Observation of the 

parties in the design sessions showed people doing this, particularly as the group honed in on 

the actual usage situation. In this frame of mind, Sandra appears to be problem solving. Sandra 

is asking “How do we fix it?” In this mode she, like the others, is being practical and business-

like in her consideration of what the journalism group wants and how this could be achieved in 

relation to their target audience. 

In the journalism case, I think one of the main reasons [why people will] go back is 

that there’s news or some sort of updating information that you’re interested in. So it 

might be something that you’re involved in just reading it, or there might be a capacity 

for you to participate in it — as in a blog — with comments. Or, eventually, there might 

be the full-on social media thing where you are actually part of the content, and you’re 

contributing to it. Sandra, Multimedia Designer, AusUni. 

Here we see people meeting at the content. Meaning, that the content brings them together. The 

initial need for the mobile content offering is caused by a disturbance in the tranquil existence of 

significant parties in the AusUni journalism school. There is a need to raise the profile of the 

school; recruit new students; and compete with other journalism schools in a global marketplace. 

These parties come together and agree that the creation of mobile content, in the form of The 

Spectrum Mobile Student Showcase blog, is an appropriate response to these external 

disturbances. In developing the brief, these parties have subjected the idea to critical evaluation 

and feedback from the wider school of journalism community. The idea survives, and the project 

moves forward. Next, a brief is developed. Designers join the meeting and become involved in 

the idea, which is progressing to a more solid state. Gradually, as the project continues, more 

people are brought on board to participate in the refinement of the idea (developers, hosting 
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service personnel, pilot testers, marketers, and so on) — turning it into a reality for many others. 

The evolving quality of life narrative, created by providers about their mobile content offering, 

continues to have the human being at the center of consideration; rather than the technology, 

organization or the actual content offering — even as more technical people come on board. In 

fact, as the conversations become more technical, these narratives are instrumental in resolving 

misunderstanding and bridging the gap between technical and non-technical participants in the 

process (as explained in the next section). 

6.5.5 Mobile content offering development 

In order to be released on the mobile platform, a mobile content offering must be refined into a 

self-contained module —micro information system — incorporating all the coding, graphic 

interfaces, content and experiences required by the mobile target user. Once released into the 

“heterogeneous and fragmented digital ecosystem” (Feijoo et al. 2009a) of the mobile internet, 

this mobile content offering (like all others) will be interpreted (in the aforementioned ways) by 

the target audience — and many others who are not yet visible from the provider’s current 

vantage point. 

So far there has been very little articulation of the technical requirements for The Spectrum 

Mobile Student Showcase. However, much of the design thinking has already occurred. Based 

on the quality of life narrative, Trent (one of the designers) has come up with an initial graphic 

concept. He and Mark (one of the journalism lecturers) spent time viewing examples of online 

newspapers and magazines and discussing the look and feel with people in the school 

community. Although they had not yet located a developer or settled on the technology, they still 

felt confident about progressing with the graphic design elements. In fact they actually believed 

that it was important that they have the graphical part done, before they involved developers. 

We need the look and feel to be youthful and fresh. It’s got to be image-intensive if it is going 

to appeal to our target audience. The university look is too corporate. The way the blogs at 

AusUni have been built and are branded is really off putting and old fashioned. We don’t 

want to go down that path… We needed some solid visual examples of what we mean, to 

show the developers. Mark, Lecturer in Journalism, AusUni. 

Mark and Trent put forward a very image-intensive proposal based upon a theme from 

WordPress.org. There was much animated discussion surrounding this design approach.  

People felt strongly about the proposed graphical appearance of the site and wanted to use 

WordPress — a technology which was not widely employed at AusUni, at this time. 

I feel strongly about [the graphic design] because I have been involved in web 

developments before and they always turn out dull and boring. This site has got to 

zing – on all platforms… It’s a statement, as much as anything, that journalism at 

AusUni is on the cutting edge. So it’s got to be edgy and I would love to see a 
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breakaway from the predictable corporate template that we are always straight 

jacketed into. Bob, Lecturer in Journalism, AusUni. 

Up until this point in The Spectrum Mobile Student Showcase project, the discussions had been 

calm and matter of fact. Dealing with the situational and practical issues of this mobile content 

offering seemed to be a problem-solving exercise, focused upon the usage predicament. A very 

straightforward Predicament Mode was being adopted. Then, quite suddenly, the tone in the 

meetings changed. When the conversation turned to the look and feel, people became 

emotional. Bob, a normally quiet participant in the design process, declared that he had strong 

feelings about this matter. He used emotive words such as “dull”, “boring”, “predictable” to 

describe the way AusUni developments tend to look. And words like “zing” and “edgy” to 

promote the design that Mark and Trent put forward. Others expressed similar opinions:  

There’s a lot of stuff out there and people are becoming very selective about what they 

want to engage with. Like I said, you can’t build and expect people to come and that 

just doesn’t happen anymore. Sandra, Multimedia Designer, AusUni. 

Here we see the switch between Predicament Mode (problem-solving) to Bond Mode (interested 

in engagement). Earlier, Sandra was concerned with the “mobile situation”, now she is 

concerned with engagement. She empathizes with her clients, and when asked why she thinks 

they feel so strongly about their pre-emptive design approach she answers: 

Okay, well yes. I think they’re curious. I think they feel they don’t know a lot about it 

[mobile content design] but they feel that they want to be in it. They don’t want to miss 

out. So I think there’s a feeling that while they might not quite know how they’re going 

to do it — it’s the way the world’s going (everyone is doing it) so they should be part of 

that. They shouldn’t be left behind in some dinosaur technology. So that’s definitely the 

feeling. Sandra, Multimedia Designer, AusUni. 

From this point forward, the project team (now including the designers) carried on in the Bond 

Mode. The emphasis was now upon establishing a bond between the users and the system. The 

whole debate about the use of the proposed WordPress theme hinged on the attractiveness of 

the interface. The theme looked good on mobile phones, but especially on iPads. Craig and his 

staff came to think that The Spectrum Mobile Student Showcase would provide a platform that 

the students would be tied to (through the assessment requirements) and also gain meaning in 

the wider community as a source of ‘high quality think pieces’.  

Ultimately, the real value of Spectrum is as a proof of concept and a launching place 

for rich, engaging, investigative journalism, outside the NewsCorp way of the world. 

Craig, Head of Journalism, AusUni. 
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6.5.6 Impact on organizational practice 

Journalism is part of the Humanities Faculty at AusUni. Of the 60,000+ students that attend 

the university, Humanities attracts around 6,000. The Humanities Faculty has approximately 

500 staff and an annual revenue in excess of $100 million AUD. In 2010 AusUni experienced a 

significant reduction of enrolments by international, full fee paying students. This, combined 

with the rolling series of other detrimental financial impacts of the 2008 Global Financial Crisis 

(GFC), finally forced the university to start rationalizing its economic position. The Vice-

Chancellor explained in the media that “staff cuts will form part of a significant restructure of 

the institution”. Information technology, finance and human resource administration were all 

centralized during this restructure. 

Until this restructure academics, like Craig, had access to local IT web development support. 

When these were unable to meet their requirements, they could simply use their budget to 

employ a suitably skilled staff member, or purchase the service from an external provider. With 

the centralization of IT, financial, and human resources, Craig found that his access to mobile 

content development services was seriously reduced. The local faculty-based IT web 

development team was subsumed into a central IT group and directed to provide support to the 

wider university community. Hence, Craig’s Spectrum Mobile Student Showcase project became 

one on a significantly longer list of projects – prioritized against enterprise-level need and value.  

Although Craig had a great idea, that he could justify with a persuasive business case, and a solid 

design proposal, he was told that he would have to wait many months (possibly years) before a 

developer could realistically work on his project. Craig said he was shocked. He said that this felt 

a lot like “walking into a party where the DJ forgot to show up”. 

6.5.7 Competitive content strategy 

Craig’s case is one of hundreds within AusUni. At this important stage in the Knowledge 

Economy, in an environment where they have lost local technical support, the academics see the 

need to build effective individual and collective online presence, based upon rich engagement on 

the mobile platform, as quite imperative: 

My online presence centers around my individual blog. I keep this up-to-date from my 

mobile phone, and I use it to tie in content I maintain on the university website, in the 

learning management system and piped in from outside [professional] sources. My 

students, colleagues and I often interact here. I actually use the number of comments a 

given article receives as an indication of my effectiveness. John, AusUni academic. 

Engagement on the mobile internet is also seen to have strategic importance at the highest 

levels of the higher education sector in Australia: 
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The global environment on all fronts is more competitive than ever before... The world 

is different, it is more global, there is a greater freedom of movement of expertise, 

ideas and capital than ever before... Universities operate not just within a regional but 

in an international intellectual market and the information milieu in which we are 

operating is in a state of transition – just as the rest of the world is... How we 

understand that change and how we adapt to it – and where possible guide it – will be 

crucial factors in our destiny as a university sector in a small country... Australian 

universities must move quickly... Otherwise not only will we miss out on opportunities, 

but we also risk our current position in the market... 

We have only just seen the beginnings of the information revolution... Take, for 

example, the tablet computer... Indeed it could be argued that the need for relentless 

memorisation of large bodies of text and other information has already passed, given 

that the whole content of a massive university library can be carried in one’s pocket... 

We must take much more responsibility for getting the message out to the public at 

large as to how important universities are – in particularly in regard to the role 

research and education play in driving an innovative economy... (Byrne 2011) 

Craig’s initiative in the journalism school certainly speaks to the above mandate. In the absence 

of timely internal technical support for his venture he, like many of his colleagues, wanted to 

build a self-funding (one that may generate an income in the future) commercial venture on the 

premise that advertisers will eventually pay to tap into Craig’s target markets. And he felt that 

people in the target markets may also eventually pay for quality content. This was his long term 

view for the hyper-local news blog and The Spectrum Mobile Student Showcase. 

In the future journalists will no longer be paid by big media organizations... The 

advertisers are following the eyes of the audience and all eyes are on the mobile 

internet...  As I’ve been saying, the hyper-local news approach opens up new areas and 

new markets. Alternatively journalists can aggregate into forums [such as The 

Spectrum Mobile Student Showcase]...  

I think that there's another whole side-story to this which is that journalism programs 

in universities, need to produce journalism, and journalism academics need to produce 

journalism. As well as scholarly articles — not part of the student scholarly essays 

etcetera. So there is a whole question about what is journalism in university? And 

there's absolutely no doubt in my mind that this university, AusUni, via The AusUni 

journalism program, needs to become, needs to grow into a significant contributor to 

a high quality journalism in this country. Craig, Head of Journalism, AusUni. 
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In relation to the Mobile Content Provision Decision Matrix, Craig’s offering was initially 

positioned in Zone III [moderate potential  contribution to quality of life]. He thought that the 

blog would provide an opportunity for his students to learn online journalism and was 

concerned mainly in making sure the offering was easy to use in the field. Midway through the 

project his expectations changed. With the release of the iPad and its high profile media 

coverage, the more engaging interface (offered by the WordPress theme) was becoming possible 

on the mobile platform. At this point Craig and his development team began to position their 

offering in Zone I [highest potential contribution to quality of life] adopting a strategy to 

transform the offering into a bond experience with a prospect of making a profit. 

6.5.8 Mobile content offering delivery 

The AusUni central IT group made it clear from the beginning of the IT service restructure that 

content development would not be included in its service model, and that it would be 

appropriate for the faculties to continue to resource and deliver this function. However, web 

developers (employees engaged in web programming, scripting and web system maintenance) 

were seen to be part of the IT workforce performing core IT work, so they were removed from 

the faculties and taken into the central IT web service unit. In relation to the development of The 

Spectrum Mobile Student Showcase, Craig was therefore responsible for the development of 

content, but had lost his access to, and control over the people and tools he needed to build and 

deliver it to his target market. 

Here we begin to see a problematic division between content and technology arising within an 

organizational context. From Craig’s perspective, he would normally provide a specification for his 

Spectrum Mobile Student Showcase project (in the form of the design proposal) to a web developer 

who would then take charge of the development process. In the past, the web developer took the 

project lead because he/she knew the technology and the way it was implemented at the university. 

Since the web developer was previously employed by the faculty, their interest lay with the academic 

and they had no conflicting interests, other than the demands upon their time and resources to 

complete all the work that the community of Humanities academics requested of them. In this 

relationship – all Humanities academics were their clients, with equal right to their time, expertise 

and assistance. On the day that these web developers started to report to parties in the central IT 

group, this relationship changed profoundly. On this day – all Humanities academics became 

consumers of services (rather than clients) which the web developers were professionally obliged to 

ensure functioned at agreed levels. The web developers no longer had a one-on-one relationship with 

the academics. The Chief Information Officer of the university, explained that “IT services groups 

were no longer ‘job-shops’ and that work now had to be aligned to overarching business objectives 

and requirements.” These business needs would be negotiated at the executive level — using the ITIL 

service management approach (ITSM) – not at the worker level. This approach is not designed to be 

highly flexible or responsive – it is designed to produce cost-effective, transparent IT services. 
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In this transition Craig became ‘the content owner’, outside the IT services group. 

An Online IT Service Desk was put into place, and all the nuances of the mobile content 

development and tailoring process were lost. The critical relationship between the content 

owner and IT expert (in this case the AusUni web developer) was severed, which virtually stalled 

the live, flexible, responsive relationship the content provider organization (in this case AusUni) 

must have with the mobile content user.  

6.5.9 Mobile content offering tailoring 

Mobile content offering tailoring and development must be responsive in order to address the 

needs of the end user, whose situation is ever-changing. Competitive content positioning and 

delivery must be flexible in order to follow the market, which is situational and self-selecting in 

nature (see Section 3.5.1). 

In relation to The Spectrum Mobile Student Showcase blog, the flexible-responsiveness of the 

mobile content tailoring and delivery process resides in the relationships within the project 

team. Craig needs to bring the developers on-board (and into the team) and involve them in the 

same interpretive process, that has been used to assimilate all parties to date.  

However, at AusUni in the current organizational structure, (with the isolation of web 

developers into central service groups and the introduction of an IT Service Desk) the flexible-

responsive relationship is difficult to establish. 

After some negotiation Craig does manage to get a developer, Keith, assigned to his project. But 

Keith enters into the process with a powerful narrative of his own. The ‘IT Service Management 

narrative’. Every IT staff member at AusUni undertakes a three day training course to learn this 

narrative8. From Keith’s ITSM perspective, Craig is the ‘content owner’ and he the ‘IT expert 

and advisor’.  

I haven’t done much mobile development yet. I guess [my role] would involve extended 

meetings with content owners to discuss what they are going to achieve and give 

examples and suggestions of other organizations or groups that have done this before. 

And then discuss the means we have at our disposal... and the timeframe... and how 

we can actually achieve their goals within our limitations. 

...in my role, I have technological and administrative control over the content in a 

number of different web based technologies... [The] content owner is the person who is 

                                                             
8 ITILv3 Foundation Certification: A training scheme that provides a nomenclature and concepts based 

upon the ITIL service design and management framework.  
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in charge of the content being created — and has the right, or the responsibility, of 

deciding what should and shouldn’t be made available. Keith, Developer, AusUni. 

The distinction between technology and content, which is known to be unhelpful at the user end, 

is now becoming evident at the provider end. A separation has occurred on two significant 

levels, due to the ITIL-based restructure of the university: Firstly, Craig is separated 

organizationally from Keith (so he has trouble engaging Keith’s services). Secondly, and more 

profoundly, Craig and Keith have different thinking approaches to the problem at hand. Craig is 

in Bond Mode (wanting to engage Keith in the mobile content offering) and Keith is in ITIL 

Mode (trying to make sure he offers an achievable service, within the limitations of the 

organization). 

When the insular mobile content offering design team moves out into the world of technology it 

is very likely to encounter a variety of alternative modes of thinking. The value of quality of life 

narratives is that they appeal to parties from entirely different fields of expertise and practice, 

allowing them to form a shared understanding, based upon empathy with the human in a 

predicament. The widespread use of this type of narrative, across all content offerings examined 

in this study, suggest that not only are providers generally concerned for the user’s quality of 

life, this concern is an integrating force in otherwise divisive environments. Hence, the 

Continuous Quality of Life Optimization Principle and its associated concepts, constructs, and 

theory are fruitful ways to aid the development of mobile content offerings. 

Before too long, after reading the design brief and hearing what Craig and the design team 

wanted to achieve, Keith started to empathize more with the user than with the technology. 

When asked what he thought was important and valuable about the mobile content offering 

under development in this project, he explained: 

I think, initially, it is just seen as a convenience, a modernization, but eventually 

mobile interaction and mobile accessibility of content [like this] is going to become a 

necessity. Like in the not too distant future it is going to be like saying "oh, no, we don’t 

have a phone". Note: Keith laughs and holds up his phone with his hands in a 

questioning position and rolls his eyes. 

I think that eventually people will be willing to pay. There are different sorts of 

conveniences. There is convenience that actually saves people time. There is 

convenience that they can always have access… And that is what I was thinking of in 

terms of their life values. People may well pay extra to be able to have, at all times, all 

their content available whenever they want. It would have to be involved though, it 

couldn’t just be a parcel thing. They’d have to get real information, and they’d have to 

be able to connect to their learning environment as well… Keith, Developer, AusUni. 
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Here we see that Keith, who was initially determined to focus on service provision (to clients) 

and technology, is now focussing on content provision (to mobile users). The quality of life 

narrative has helped him to transcend his organizationally-imposed limitations and become 

involved in the mobile content offering. In his language, like Sandra, he is switching from the 

first person to the third person, which indicates that he is considering other perspectives. He 

specifically mentions the value mobile content has in the lives of those for whom it is destined, 

and he relates this to its commercial value. And so the technologist becomes an involved 

member of the team. We have a sense, at this point, that it is the fact that people really want this 

system, rather than the actual system, which is important here. 

Finally, the system is built. Keith sets up a virtual server — outside the standard blog 

environment — and installs the WordPress theme upon it. He and the designers work together 

to prepare the system for use by the staff and students in the journalism school. The chosen 

theme is not very well constructed, so it is not as easy to use in a publishing environment as was 

hoped. Nonetheless, this development was seen as a great success within the school, and the 

Humanities Faculty. It launched on time and gained media coverage. It was immediately 

followed by the development of two similar blogs: Dangerous Place (which won an award in the 

journalism industry); and Hyper-Local News. The Dean of the Humanities Faculty felt that 

these early forays into the mobile content space were successful because the people in the 

project team were focused upon the human being (the academics and students); rather than the 

technology, organization or actual content offering. 

I think it is really important that you have people who are trying to work, trying to 

design new things [like mobile content and information systems] for academics or 

students just to be good at communicating and good at listening and good at 

understanding their client-base. I guess that is the important thing. And I don't think 

that has always been the case. I think a lot of what has been designed has been for the 

convenience of the technical people not for the people who are using it. The Dean of 

Humanities, AusUni. 

Since their launch there have been technical issues that have caused problems for these mobile 

developments, but as their popularity grows so does the commitment of the central IT group to 

supporting them. They were recently migrated onto servers in a secure data centre, and 

incorporated into the enterprise application production change management process.  

The mobile content offering, now that it is live, may feed the situation of the mind of any person 

who encounters it. For example, it helps people in high-level roles at the university to move onto 

their next level of interpretation — wanting to support The Spectrum Mobile Student Showcase. 

Here they may empathize with others, starting with those who closely resemble themselves (the 

staff in the university who built the system) then widening the circle (the general public who can 

now view the system). The system does this by adding to the online presence of the university. 
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People view the content, find it valuable and decide to return. With each visit, the mobile content 

gains presence. The blog becomes present-at-hand– raised to awareness and incorporated into the 

self-reflection of those who experience it (Heidegger). The community who are aware of it grows, 

one-by-one. Gradually, through this hermeneutic process, The Spectrum Mobile Student Showcase 

finds its place in the heterogeneous and fragmented digital ecosystem. So long as new rich contents 

(in the form of interesting feature articles, sound and vision) do continue to appear in this space, a 

market will form around it. Eventually this market may become big enough to attract advertisers. 

With more funding the technical problems will be overcome and the usability of the application 

improved. The higher the quality of the system, the higher the quality of the content — because, 

from a mobile user’s perspective, there is no distinction. Finally, one day, depending upon 

developments in the mass global news industry, people in the target markets may also wish to pay 

for The Spectrum Mobile Student Showcase. At that point, another fusion of horizons will take 

place, when the phenomenon is fully disclosed and a commercial value can be placed upon it. And 

Craig’s ultimate goal of creating a competitive edge for the Australian news industry, “which is not 

part of the NewsCorp-way of the world and allows for an independent, rich, political and communal 

engagement” will be fulfilled. From here on, however, we have a sense that the content is more 

important than anything else. 

6.6 Discussion 

The hermeneutic analysis of data from Case 24 — The Spectrum Mobile Student Showcase at 

AusUni reveals the Continuous Quality of Life Optimization Principle at all stages of the mobile 

content development process. This qualitative evidence also shows that the providers tried to 

resolve predicaments and build a bond between the content offering and the target market. 

During The Spectrum Mobile Student Showcase example the providers switched from 

Predicament to Bond Mode. In relation to the Mobile Content Provision Decision Matrix, this 

offering was initially positioned in Zone III [moderate potential contribution to quality of life]. 

The providers thought the offering would contribute to the user’s quality of life by helping to 

resolve one-off or occasional predicaments. Midway through the project the providers perceived 

an opportunity to create a stronger bond and therefore switched their thinking to the Bond 

Mode. Their competitive and operational strategy changed (from Strategy type 1 to Strategy type 

3, see listing in Table 15 on page 85) and thereafter they began to transform their predicament-

based offering in order to create a stronger bond experience, hoping to move it towards Zone I 

[highest potential contribution to quality of life] the zone with the highest appeal. 

6.6.1 Cross case analysis 

The two conceptual modes (predicament and/or bond) and a quality of life narrative are used to 

bring the consumer's mobile context and experience into focus and influence the type of 

competitive strategy adopted in all the cases of this study. This is shown in Table 22 which 

provides the following information: 
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• The case number 

• The name of the mobile content offering 

• The name of the case study organization 

• If the provider charges (or eventually intends to charge) for the content 

• The type of competitive strategy  

• The class of content offering 

• The mode/s of conceptualization 

• The potential contribution to quality of life 

Earlier in Table 6 (Chapter 4) each case was described in terms of its quality of life narrative (see 

column 5). We can see by this, that even a superficial indication of the quality of life narrative 

makes it easier to recognise the purpose and value of a mobile content offering. This is the 

power of the narrative. If compelling, it creates common understanding which helps to focus the 

attention and efforts of diverse participants in the mobile content initiation, design and delivery 

processes.  

Take the following examples which reveal a quality of life narrative (and the underlying concern 

providers have for helping people to optimize their quality of life in the moment of use), taken 

from a number of other cases examined:  

• In Case 1: Medical service locator (the Pilot Study conducted with VicGov) the 

team working on this offering wanted to help people find a doctor, dentist or other 

health practitioner, when they are away from home. Dan, the project manager, 

described some difficulty collaborating with a third party database firm (who controls 

the list of health services available to the location app) in order to change the database 

structure so that the location of the user and the service could be matched. 

“The third party database vendor was unwilling to alter their database as requested 

because they felt that we would compete with them as a provider of health service 

location data. In the end, once they realized that the app was almost like an emergency 

service, they did give us telephone numbers of the health services, which have become 

the most valuable content in the app, according to the feedback from our users.”  Dan, 

Project Designer, VicGov. 

• In Case 5: P’s Kitchen mobile application (AusMedia) was to be used in kitchens 

while cooking, by people who want to try and comment on recipes from the TV show.  

“We wanted the app to be fun and visually dynamic, in the way the TV show is filmed, 

but we realized that we needed specially filmed sessions, to compensate for the smaller 

screen. We spent time with the film crew explaining how the app would be used (you 

know, propped up on a bench with flour and eggs all around, and sticky hands, that 
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sort of thing) so they re-shot a number of critical parts. And the great thing is — now 

they have modified the way they plan and shoot the show so they can provide us with 

the footage, audio and image we need to produce the app.” Gale, Information 

Architect, AusMedia. 

• Case 13 and Case 14: The m.news service and PDA editions (GlobalNews) are 

designed to mobilize the GlobalNews website and to present breaking news, traffic and 

transport alerts and pared down versions of the main sections of the desktop versions – 

to the widest range of mobile devices including Nokia, LG, Samsung, and Sony Ericsson.  

“We are all pretty in love with the iPad app right now, but I am making sure that the 

developers keep their eye on the importance of delivering our content to the other 

devices (which have been our mainstay in the past). We all know that people have 

more than one device and we don’t want to alienate our audience when they need to 

use a lower tech phone.” Frank, Senior Site Producer, GlobalNews. 

• In Case 15: Scholar profiling platform (AusUni). This mobile offering helps 

academics to build their online presence from wherever they are in the world and gives 

their audiences mobile access to all their public content (including rich multimedia). At 

one point in the project the central marketing group expressed concerned about the risk 

“un-vetted” publishing posed to the reputation of the university. They were strongly 

supported in this objection by staff in the IT department who wanted to control the 

publishing process exclusively through the use of an enterprise web content 

management system.  

“The university has invested a lot of money in secure publishing systems and this profiling 

platform sits outside that environment. Nonetheless, it is critical to the business interests of 

the institution that its academics are supported in presenting an independent and authentic 

voice in this highly competitive digital knowledge economy. The mobile profiling platform 

will help them to do this, because it is easy to use and entirely self-managed... I think the PR 

and IT groups here are easing up a bit and starting to get this too. They have been very 

helpful, lately.” Craig, Head of Journalism, AusUni. 

The use of the predicament and bond modes was common across all parties (roles, skills, levels) 

and across all three case study organizations. In the following examples participants can be seen 

to adopt the Predicament Mode (thinking of their user in a predicament) and/or Bond Mode 

(thinking of ways they can improve content bondability) as they work on their offerings: 
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Predicament Mode 

• Case 26: Electronic marking module (AusUni). This offering interacts with the 

university learning management system and allows academics to mark assignments away 

from work. Although designed for an iPad, the emphasis was on resolving predicaments. 

“So, if you look at assignment submission and management right now, most academics will 

prefer to mark a piece of paper. And why is that? Well, because a lot of marking in the end 

happens for them sitting in front of the TV at night. Having to go through a 100 pieces of 

paper — it’s just easier to be able to go tick, tick, cross, cross rather than having to sit there 

with a laptop and do this. Tablets (iPads) bridge that divide in an interesting way. Now you 

are holding something that is not that much heavier than paper, that you can draw on in 

the same way that you can draw on a piece of paper with a pen. And perhaps now you 

don’t need to carry a hundred papers backwards and forward because you can have them 

on the device. Also, no more assignments lost — so the students are happy too. I think there 

is significant potential there that we haven’t really tapped into. Again, make it easier for 

people.” Ned, Associate Director, AusUni. 

• Case 11: GlobalNews Twitter site. This offering provides all the news from the 

standard service, plus updates as they come through. 

“Reporters are now sending through micro stories via twitter so that we can use them 

in our time-stamped reports. This keeps the audience engaged and allows the 

reporters to release snack-sized pieces of verified information (rather than the whole 

story). One huge advantage is that people are finding their way to us through these 

twitter links. Young people who may never have been on our site before.” Richard, 

Mobile Editor, GlobalNews. 

• Case 9: AusMedia Android application. This offering is designed to allow people 

to watch the 24 hour news service, listen to radio stations and personalize their list of 

content. 

“...with the smaller mobile devices we thought it would be all about personalization... 

It’s funny, because when we Beta tested this application, people would say “will I ever 

be able to customize and get rid of sport, for instance, I don’t care about sports news.” 

We are taking this into consideration, but then again, it goes back to the funding... We 

can’t design an app for every Android device (there is a proliferation of these coming 

on the market) so we have decided to focus on the Mobile Web (a responsive website) 

in an Android wrapper, rather than a native Android application, so people can 

choose their preferred view.” Michelle, Mobile Executive Producer, AusMedia. 
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Bond Mode 

• Case 1: Medical service locator (VicGov). 

“We wanted the mobile medical service locator to be promoted and available on the 

home page of the site, because we knew people using mobiles (especially in an 

emergency) would not want to navigate to some obscure page, deep down. Also, once 

the selection was made, we wanted a location map to be provided on the findings 

screen. Our CMS is quite clunky and the developers were reluctant to re-engineer it to 

incorporate a Google Mapping feed. In end, the Director got involved and agreed that 

this would add great value to the service (the whole service, not just the mobile part) 

so he approved the development.” Dan, Project Designer, VicGov. 

• Case 3: iView TV (AusMedia). This mobile content offering allows TV audiences to 

access programs when they are on the move, or unable to use a television set. 

“Well we try to think strategically about where the audience is; what’s going to be 

useful to the audience; and what’s going to play to the AusMedia strength. The iView 

idea came mostly from the television division. But it would have been an obvious thing 

to do. The audience has been asking for iView on the phone or the tablet for a while. 

And this helps us keep them engaged, while allowing for their increasingly mobile 

lifestyles.” Andrea, Head, Strategic Development, Innovation, AusMedia. 

“...making it [iView TV application] look beautiful and engaging (even more so that 

the TV experience — because we predict that new audiences (the internet generation) 

will then be attracted to our content, which may bring them into our traditional 

platforms.” Gale, Information Architect, AusMedia. 

• Case 12: GlobalNews Facebook site: Used to encourage audiences to participate in 

surveys, discussions, events and promotions. 

 “...we get many of our date-stamping stories in via Facebook and Twitter, which gives 

a live and exciting feel to our stories on the iPad.” Richard, Mobile Editor, GlobalNews.  

“...these days, news scheduling and programming seems far more adjustable and 

dependent upon the continual feedback coming in from all the sources, particularly 

social media sources.” Rhonda, Journalist, GlobalNews. 

 “Facebook is an interesting platform but we have to be very careful not to pretend we 

are friends, when we are really trying to sell something to people. My team is very 

aware of, and in-tune with the needs of a mobile audience and these have nothing to 

do with a sales pitch.  So we only interact on Facebook, or Twitter for that matter, if 



Competitive Mobile Content Provision| Chapter 6: Quality of Life Optimization | Page 128 

 

there is a real, intense local story that we know people are going to be keyed up 

about.” Frank, Senior Site Producer, GlobalNews. 

• Case 32: AusUni social media presence and Case 17 Induction iPad 

application. Used particularly to engage year 12 students attending university Open 

Days and to get them to feel like they are part of the community, even before they arrive 

as enrolled students. 

“...our marketing department commissioned the induction app to be tied into the 

Facebook site, and then started to scare us with ways they were going to track and 

target users with campaigns. We explained that year 12 students do not want to hear 

from the university unless it is with an offer for a place – in case that’s what they are 

thinking.” Tim, Multimedia Designer, AusUni. 

“I think it’s become more about providing useful content (for example connections with 

other new students and location maps) and only using the platform to make students 

aware of other opportunities and support services, when they need them. Especially 

avoid any propaganda. We want the students to feel happy with the university, not 

annoyed by it.” Larry, Director of Digital Media AusUni. 

These two modes (Predicament and Bond) are not mutually exclusive. Providers occasionally switch 

from one mode to the other when considering the same content offering. Details and analysis of the 

switches and the strategies adopted for moving content offerings from one zone to another were given 

earlier in Chapter 5. Table 22 (following) is based upon the Decision Matrix (proposed in Chapter 5) and 

lists all thirty-four mobile content offerings examined in this study. This list is organized according to 

potential contribution to quality of life (last column C to QoL). Looking at this list it is clear that those 

offerings with the highest potential are also the ones that required a more sophisticated strategy to make 

them valuable. In other words, if a provider focuses only on predicament (Strategy 1) or only on creating 

a bond (Strategy 2) then their offering is likely to be less successful (appealing to the target audience). 

When a provider considers both of these options, either at the same time (Strategy 4); or by switching 

from one mode to the other (Strategy 3 and 5) then their offering grows in value. In this sense, the 

provider mode of thinking underpins the potential success of the offering because it determines which 

strategy the provider will adopt to make the offering appealing.  A future study may test this theory in the 

marketplace, but for the time being it is interesting to note that each of the provider organizations in this 

study tried each of the strategies and were open to changes in thinking and approach. Finally, most of 

the switches in thinking were made in order to move the offering towards the Gold Class (offerings that 

will be appealing to large numbers of people because they resolve predicaments and have high potential 

bondability). This is shown in the following table as an open dot (class of offering before the switch) and 

a closed black dot (class of offering after the switch). In these seven cases the quality of life narrative was 

used as a compelling explanation to convince people that the change was necessary, therefore making it 

possible within the organization. 
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Table 22: Complete mobile content offering case listing 9 

 
Class 

 
No. Mobile content offering Case Org. $ Str G S B Mode C to QoL 

2 AusMedia iPad application AusMedia $ 5 ● o  B to P Highest 

3 iView TV AusMedia $ 5 ● o  B to P Highest 

4 Election application AusMedia  3 ●  o P to B Highest 

10 iNewspaper iPad application GlobalNews $ 4 ●   B & P Highest 

11 GlobalNews Twitter site GlobalNews  4 ●   B & P Highest 

15 Scholar profiling platform AusUni  4 ●   B & P Highest 

17 Induction iPad application AusUni  3 ●  o P to B Highest 

21 Dangerous Place mobile blog AusUni  4 ●   P & B Highest 

22 Hyper-Local News AusUni $ 4 ●   P & B Highest 

24 Spectrum mobile student showcase AusUni $ 3 ●  o P to B Highest 

25 Bionic eye mobile website AusUni  5 ● o  B to P Highest 

30 Border observatory iPad site AusUni  4 ●   P & B Highest 

33 Personal mLearning environment AusUni  3 ●  o P to B Highest 

34 mResearch iPad application AusUni  4 ●   P & B Highest 

5 P’s Kitchen mobile application AusMedia $ 2  ●  B High 

6 Music Unearthed to mobile  AusMedia $ 2  ●  B High 

7 Foodi AusMedia $ 2  ●  B High 

12 GlobalNews Facebook site GlobalNews  2  ●  B High 

20 Japanese SMS exercises AusUni  2  ●  B High 

27 MeTL mobile classroom content AusUni  2  ●  B High 

32 AusUni social media presence AusUni  2  ●  B High 

1 Medical service locator VicGov  1   ● P Mod. 

8 AusMedia iPhone application AusMedia  1   ● P Mod. 

9 AusMedia Android application AusMedia  1   ● P Mod. 

13 m.news service GlobalNews  1   ● P Mod. 

14 GlobalNews PDA edition GlobalNews  1   ● P Mod. 

16 AusUni iPhone application AusUni $ 1   ● P Mod. 

18 Oral History mobile recorder AusUni  1   ● P Mod. 

19 Mobile Japanese character lessons AusUni  1   ● P Mod. 

23 Mobile SecondLife SMS AusUni  1   ● P Mod. 

26 Electronic marking module AusUni  1   ● P Mod. 

28 eResearch instrument control AusUni  1   ● P Mod. 

29 Mobile survey AusUni  1   ● P Mod. 

31 m.AusUni website AusUni  1   ● P Mod. 

                                                             
9 Key to table 22: $: Charge for offering; Str: The competitive strategy; Mode: Main conceptual mode; B: Bond Mode; P: Predicament 
Mode; C to QoL: Potential contribution to quality of life; G: Gold class offering; S: Silver class offering; B: Bronze class offering 
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6.7 Summary 

This chapter gave evidence of current approaches to mobile content conceptualization. A series of 

scenarios were presented to illustrate the limitations of traditional approaches and the Continuous 

Quality of Life Optimization Principle proposed, based upon qualitative evidence of how this 

principle guides people, at all levels in the case study organizations, when they are thinking of their 

mobile content offerings. A detailed case report was given, showing people in a provider organization 

purposefully changing their practices in order to build value into their mobile content offerings — 

based upon the end-users quality of life. From these accounts, one may conclude that providers do 

conceive that the mobile platform connects them with consumers in critical moments as they attempt 

to optimize their quality of life, which gives providers an opportunity to establish and sustain a 

competitive advantage in the mobile content marketplace. 
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Chapter 7 Predicament Mode 
7.1 Introduction 

As this study has progressed, the emerging notion of predicament has grown into a central 

theme under which mobile user contextual/situational requirements are seen to be collected. 

This study proposes that providers need to understand the user predicament in order to 

effectively design the mobile content offering. 

In the mobile sphere, users are always moving into and out of predicaments. Hence, the user 

predicament is essential to the mobile content offering (not the other way around) in-as-far as 

the content offering has no meaning to the mobile user, unless it is in relation to their 

immediate or imminent predicament. This chapter presents qualitative evidence (including an 

in-depth case report) that shows how the predicament concept manifests throughout the actual 

decision making and development processes and explain that this Predicament Model is 

important to providers because: 

— This mode involves project participants (such as designers, developers, writers, 

producers and academics) in the user predicament. Participants need to be involved in 

the user predicament in order to understand the content offering; and effectively 

perform their part in designing, building and delivering it. 

— The predicament is that part of the provider quality of life narrative that highlights the 

difficulties, issues, problems and challenges that the user may encounter when they use 

the mobile content offering. 

— The predicament notion is essential to the mobile content offering design process. 

Considering the user-in-a-predicament is the only way that designers may identify the 

optimum moments and circumstances of use and, thereby, the target user. 

— Predicament situations test user tolerance levels and therefore dictate the scope of the 

mobile content offering. 

— All mobile content offerings should be tailored to help the user to optimize their quality 

of life, in predicament situations, since these will be continually encountered. 

— This mode is also used when judging the effectiveness of everyone involved in the mobile 

content development process, and the process itself. For example, the evidence shows that if 

a participant fails to ‘buy into’ the usage predicament approach, their part in the process is 

seen by other participants to fail, and they are sometimes replaced from the team. 

In this chapter it will be explained that the Predicament Mode is essential to creative mobile 

content designing. Section 7.2 gives a definition of the mobile predicament (situation of the 

mind); Section 7.3 describes the mobile experience (moving into and out of predicaments). An 

in-depth example of the Predicament Mode is provided in Sections 7.4 and 7.5, showing how a 

Predicament Vignette (a brief, evocative description of the problematic usage conditions and 
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circumstances of the user in the important moments of use) may assist providers to capture and 

understand user tolerance levels and to define content tailoring parameters. Section 7.6 

discusses qualitative evidence across all the cases and shows how a predicament-focussed 

approach is the foremost strategy for mobile content providers. 

7.2 Definition of the mobile predicament (situations of the mind) 

Predicament situations are those circumstances that if not dealt with or escaped will cause a loss 

of quality of life. In the mobile context, predicament situations are the most frequently 

encountered (because other situations do not arrest attention and require action or address, in 

the same way that predicament situations do). In the non-predicament situation, people tend to 

feel satisfied and undisturbed. However, when one moves, one moves away from that state and 

into new situations (if only in the mind) where one encounters disturbances to tranquil 

existence (Heidegger 1977). In this sense, people are always moving towards predicaments. 

Hence, being mobile is the foremost predicament situation. 

This study proposes that the more difficult the predicament people find themselves in, the 

greater their urge to use available resources (such as mobile content offerings) to restore quality 

of life. Many such situations may occur in the mind of the individual (and must assimilated 

there, in the interpretive fashion described in Chapter 4), with nothing evident in the 

surrounding external environment, location or circumstance indicative of the state — that 

mobile content providers might use to anticipate or to locate the event. Consider the following 

predicament situation: 

Scenario 

A man is overcome by a panic attack. This attack has been building up all day, as a result of an 

earlier incident, but finally manifests in the benign setting of a work meeting. It is important 

that he remains in the room, so he discretely search his mobile device for pictures on his Flickr 

site of favourite places and people, to help calm down. 

In this situation, many types of content may serve to relax, de-stress or assist an individual, but 

it would be impossible for providers to anticipate the particular place, or moment of use. 

However, the actual situation-of-the-mind is common, and predictable. Preparing mobile 

content offerings to assist on these occasions is quite achievable. Providers in this market would 

have to find a way to position their offering in the vicinity of the predicament — somewhere 

people who are likely to experience a panic attack may think to look. This is not new thinking for 

providers. Traditional advertising and marketing practices work on this principle as well, 

however, in the mobile context – vicinity entails far more than just physical proximity. It take 

into account the whole, specific, mobile content experience and requires an intimate 

understanding of the user’s mental, physical, emotional situation. With the ideas of 

interpretation expressed earlier in  Chapter 4 in mind, vicinity becomes a rich conceptualization 
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involving detailed quality of life considerations. Qualitative evidence is given throughout the rest 

of this chapter illustrating how the providers in this study understand the situations of the 

minds of their target users, in order to understand their mobile content requirements. 

7.2.1 Situated embodiment 

In the digitally mediated world of ‘experiential computing’, users interact directly with their 

environment, through the technology, by physically manipulating objects, rather than 

employing traditional input and output methods (Yoo 2010). The technology becomes the user’s 

alter ego (Ihde 1990) in the sense that he or she invests it with intentions, hopes and fears 

(explained in chapter 3 during the literature review). While the experience of using the 

technology is embodied (manifest in and of the everyday world), it is also creating a profound 

link for the individual with the virtual, imagined world of the internet. This notion of being 

present in both the real and virtual world is central to the arguments in this chapter. As stated 

earlier in the literature review, while the body is anchored in the lived experience, the mind is 

free to discover and ‘pull down’ resources to solve predicaments. In so doing, the internet 

becomes the vehicle for a transformation of the individual’s quality of life (Sullivan et al. 2008). 

If this occurs on a global scale, it becomes a vehicle for transforming social predicaments. 

In the post-bureaucratic era, people could use the internet and cell phones to create 

alternative, un-bureaucratic structures to solve problems through network‐structured 

communities. (Quitney Anderson 2010, p 2) 

7.2.2 The user predicament is essential to the mobile content offering 

According to Dahlberg (2006) “essences are their phenomena... the analysis of essences in 

empirical research never can be separated from the context of the phenomenon” (Dahlberg 

2006, p. 11). In the case of mobile content, the user predicament is the essence of the 

phenomenon. In other words, the user predicament is the essence of the mobile content 

offering, in the sense that the content has no meaning to the user, unless it is in relation to their 

predicament. The predicament is the primary (foremost) concern of the user, and the content 

offering a possible (optional) way to resolve the predicament. Hence, the user predicament is 

essential to the mobile content offering (not the other way around) Providers may only 

understand a mobile content offering (and make it essential to the user-in-their-predicament) if 

they understand the user predicament (which, according to Dahlberg, as the context of the 

phenomenon, cannot be analyzed separately). For example, in the case of the election 

application (described in detail later in Section 7.4) — the user predicament is that he/she wants 

to know what is happening in their electorate, during the election, but is on the move and 

therefore unable to find out by traditional means (TV, radio, print, local election parties, etc.). 

This person has a mobile phone and decides to use it to find the results. Their desire for the 

content offering will be influenced by their immediate circumstances – which are continually 
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changing because they are mobile. If they were to suddenly encounter a traffic problem, say, 

then the mobile content offering would become irrelevant (for a time). 

They may also decide to just ask someone in passing and not use their phone at all. Here we see 

the most important difference between the mobile platform and other computing platforms: 

consumption is entirely optional. In fact, consumption (the capacity of people to consume the 

proffered content) is highly conditional and circumstantial. The consumer’s connection to (bond 

with) the content offering is fragile and the likelihood of rejection very high. 

The predicament-focused approach to mobile content development is offered in this study as a 

lens to highlight predicament situations in the ever-changing usage context, such as these. It is 

proposed that mobile content providers and designers will be greatly aided if they envisage their 

target user moving around in the world from predicament to predicament. Such a notion will 

help to clarify what really matters in the mobile experience. 

7.3 The mobile experience: moving into and out of predicaments 

Mobile technology users continuously seek to optimize each moment of their waking lives by 

maximizing the utility of the devices that they carry with them all the time. In this sense, the 

device becomes ‘an invisible servant’ – so embedded, fitting and natural, that people use it 

without a second thought. In these renderings of the use of the technology, one begins to 

glimpse the complex ways people use and experience technology (Sullivan et al. 2009). Here one 

perceives the ‘lived-body’ unity of cognition and action described by Introna and Whittaker 

(Introna & Whittaker 2002) mentioned in  Chapter 3. 

To further illustrate the notion of the invisible servant one may again recall Heidegger’s (1977) 

distinction between the “hammer” and “hammering”. When a person is using a hammer to drive 

a nail into a plank he or she is thinking neither of the hammer nor necessarily of the process of 

hammering. The hammer only becomes the object of attention when it is not working or if, for 

example, the hammerer hits his or her thumb. An effective, satisfying hammer is one that gets 

the job done while hiding its ‘hammerness’ completely. 

Mobile content consumption occurs simultaneously in the real world and on the internet. The mobile 

device connects people to the internet, allowing them to access the content they need to resolve real-

life predicaments. The process of integrating mobile content found on the internet with real-life 

experience is one that requires the user to switch back and forth from a virtual world to the real world. 

To do this, the user engages in a continuous perceptual motor loop that changes dynamically as he or 

she moves through and interacts with the world in real time. Perception in these circumstances is “a 

highly activity-dependent and context-dependent process (both embodied and environmentally and 

temporally embedded) that integrates multimodal sensory data, ongoing actions and intentions and 

cognitive and emotional processes” (IJsselsteijn 2002 p. 249). 
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This ‘active perception’ allows the user to switch from their real world circumstances to their online 

context, creating a gestalt – a new reality with greater affordances. Ecological psychologist James 

Gibson describes this interactive relationship between the individual and his or her environment as a 

situated embodiment. According to this view, people relate to their environment as an interactive 

system that provides affordances in support of their activities. This interactive-environment-system is 

not seen as something that is ‘out there’ and independent of ourselves, but directly related to us 

(Gibson 1986, p. 127). For example, sitting is an affordance of a chair. Affordances such as these are 

directly perceived, although they may also be learned (Rettie 2005). Mobile communications and 

content, which are accessed online and brought to bear on a predicament, form part of a live and 

interactive system. Gibson notes that tools, when used, become an extension of the body, but when 

detached they are part of the environment. 

Again, this notion is very similar to those described earlier of our instinctive use of the resources 

around us to exploit opportunities and extend our ‘sense life’ and our ‘lived-body’ (Introna & 

Whittaker 2002, McLuhan 1964, Merleau-Ponty 1962). In all of this, one arrives at the sense that the 

individual transcends his or her corporeal existence to create and exploit a presence on a virtual plane. 

7.3.1 Presence, attention and immersion 

Heeter (2003 p. 8) states that “presence is a series of moments when cognitive and perceptual 

reactions are closely tied to the current sensory impingements.” Thus, the degree to which the 

user is present in one realm or the other (real or virtual world), from moment-to-moment, will 

depend very much on the desire to engage and a sliding scale of specific attentional factors. If, 

for example, the predicament demands attention to be focused upon a real-world activity such 

as driving, there will be limited opportunity left over for navigating. However, drivers commonly 

switch back and forth from their mobile navigation devices to the road when accessing 

navigation advice. When circumstances become so demanding that visual attention cannot be 

spared, drivers may switch to audio instructions. In this example, one begins to see the scope a 

provider has for tailoring content for delivery to mobile devices in a predicament-focused way. 

The mobile platform provides students with learning opportunities that they can 

exploit in available moments – like while they are on the bus, in their bedroom 

studying, waiting outside the classroom. Susan, Academic,  Cases 19, 20 & 23 (AusUni). 

Since the opportunity for content usage in the mobile context often appears to arise 

spontaneously and then dissipates abruptly, content providers are well advised to prepare in 

advance. For example, when it is known that the attention of the user will vary a provider may 

build a variety of options into the content-presentation format. When users know that they will 

be in a situation where they will need to focus very carefully on the surrounding road traffic, 

they may select a navigation system that allows them to switch between visual and audio cues. 
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Lecturers are filling up their iPads with assignments, conference papers, committee 

meeting agendas and all sorts of stuff so that they can read while they fly, drive, walk 

and just sit around their lounge rooms. They have always done that, but now it is 

actually easy. Tim, Multimedia Designer, Cases 26 and 33, (AusUni). 

In these two examples one can see providers and users anticipating content requirements in the 

moment of use. In both cases, the predicament situation was at the heart of consideration. 

7.4 Evidence from the case studies 

The following sections present qualitative evidence from an in-depth case report, with 

occasional references to other cases, to illustrate the incidence, importance and influence of the 

Predicament Mode in the following areas of mobile content development: 

• Mobile content offering selection and prioritization 

• Competitive content strategy 

• Mobile content offering design and development 

• Mobile content offering tailoring and delivery 

• Impact on organizational practice 

7.4.1 In-depth report: Case 4, The AusMedia Mobile Election Application 

The AusMedia Mobile Election Application case has been selected as an example here because it 

deals with a mobile content offering that was intentionally designed to solve a particular 

predicament situation:— Allowing people to view live election results (for their particular 

electorate) when they are away from their electorate. 

7.4.2 Mobile content offering selection and prioritization 

This mobile content offering was designed as part of a suite of content that this provider, 

AusMedia, already makes available to consumers during election campaigns. (See Section 

4.4.2.2 for more information about this provider organization). 

The purpose of the development is to give people direct individual and personalized, access to a 

stream of data containing live election results and commentary. The traditional AusMedia 

program during election campaigns has been to read this stream of data and report on it. 

The AEC (Australian Electoral Commission) gives us a fat data feed, updated every 

two minutes, which is used to feed all of our election night services — the TV, the radio, 

online and that year [2007] for the first time, in the detail that was available, mobile 

phones. Carl, Manager, New Services, AusMedia. 
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On election night, staff at AusMedia watch this feed and pull out all the interesting bits (this 

takes editorial judgment) and present a narrative of how the election is going. They interview 

politicians in swinging seats; they provide a great deal of rich multimedia content to engage the 

public in the event; and they predict the likely outcomes of the election. It is quite dramatic and 

involving. It is seen as one of the prime broadcasting events. Until 2000, traditional platforms 

such as television, radio, and print were the only way the voting public found out how the 

election was progressing. This was problematic for many voters if theirs was not one of the 

electorates of interest (for example swinging electorates, those in close contention, or those 

occupied by high profile politicians). Only so many could be covered in the show. 

The internet made the event live for voters. In 2000 the Australian Electoral Commission (AEC) 

created the Virtual Tally Room, where ordinary people can go to read the data feed, just like the 

media organizations. This allows them to view the results in their own and other electorates of 

interest – but it lacks the interpretation and commentary provided by the media. 

Now, the mobile platform makes the event rich and personally engaging. AusMedia, like other 

media and third party organizations, have their own feed-readers that capture and interpret the 

AEC data. They take the raw stream of election data (provided in Election Markup Language 

(EML) via FTP in passive mode) and combine it with editorial content to contextualize and 

enhance the data. Individual voters can tap into this augmented feed via their mobile devices 

and see information on any electorate as the count takes place; watch the national result unfold; 

get news stories and analysis from AusMedia; and keep across the most insightful election 

tweets. As far as optimizing their quality of life: the voter is able to move around on election 

night and engage in other activities (Having, Being); is able to participate in social activities, 

including and instead of the election campaign (Loving); may feel more involved in this 

important social/political event (Being). 

During the development of the first AusMedia Election App the predicament situation that was 

the focus of the project teams’ attention was very specific — they wanted people to be able to 

select specific electorates and get live information wherever they are in Australia (including 

remote regional areas). They wanted to build an interface that could take advantage of enhanced 

network capacity, but also make allowance for low bandwidth. The data, along with the richer 

content materials are packaged (in both the technical and the stylistic sense) into bite-sized 

(standalone) bits to make consumption easy. Delivery of this content involved a complex 

arrangement of diverse participants across the wireless, telecommunications, media industries 

and the government including: AEC, mobile operator/carriers, hosting services, developers, and 

a number of secondary and tertiary content suppliers (i.e. freelance journalists, photographers, 

videographers, graphic design firms, and so on). The AusMedia project team’s role in this 

process was to add the audience interface. They built the application that consumers 

downloaded and used to access all this content on their mobile phones. For AusMedia, user 
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satisfaction was a critical success metric. The following in-depth case report highlights how the 

predicament concept – via the Predicament Mode — permeated their thinking, and informed 

every important decision that was made during the process. 

Look, we released it four weeks out. So for the four weeks leading up to the day it was 

a news portal. With news focused on the campaign, as well as associated background 

information... As we approached the election, you could get Andrew G’s10 comments 

(he’s our election expert – have you heard of him? He’s been our election expert for 

many years. And he knows more about elections than anyone else on the planet.) We 

published his opinion there. A lot of it was stuff which was available on our website as 

well. You could also search based on postcode or town, and find out the name of the 

electorate. There was also a description of the electorate, including the name of the 

sitting member and what kind of swing would be needed to unseat them. 

And then on the actual day, and this is something that AusMedia has a long history of – 

the AEC (Australian Electoral Commission) gave us a fat data feed updated every two 

minutes and is used to feed all of our election night services – the TV, the radio, online 

and that year, for the first time, in the detail that was available, mobile phones. Those 

results are also used in conjunction with a very long history of election statistics that 

Andrew G has been studying and interpreting to predict the election outcomes. Andrew 

has an excellent record! Anyway, much of this information we made available to the 

mobile. What was most fun, and was most commented on, was that we had people who 

had the application on their phone, sitting in the front row of a concert or out for dinner 

and people would say, “Oh what’s happening in Bennelong?” (That was the favorite 

electorate at the time.)... So every two minutes it was updated and you could look at the 

phone and it would give you the count for all the candidates in that electorate. In other 

words, it was pulling out all the interesting information from the feed. 

What we get in that feed is everything that you could possibly want, for every 

electorate in the country and updated every two minutes. And then we applied it on all 

the platforms. It was used in radio. Journalists would be looking at a particular feed 

of it. We used it to drive our narrow band coverage online. We used it to drive the 

mobile phone application. You could also not only look at the Java app, you could sign 

up, if you wanted to, to get automatic text messages with the results in the electorate of 

your interest. And so you got a text message at five or six useful points during the 

night. You could also, on demand, get a text with an up-to-the-minute count in any 

electorate you wanted. Carl, Manager, New Services, AusMedia 

                                                             

10 Names have been changed to protect the identities of participants and organizations in the project. 
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7.4.3 Competitive content strategy 

Andrea is the Head of Strategic Development, Innovation, at AusMedia. Her mandate is to 

“...think strategically about where the audience is; what’s going to be useful to the audience; and 

what’s going to play to the AusMedia strength.” She is responsible for the overall mobile 

strategy, and the people in her team develop new products: including websites, mobile and slate 

tablet applications. AusMedia is a large public-funded broadcasting corporation (over 4,500 

employees) involved in producing content for print, radio, television, and online. The move 

towards the mobile platform in this organization has been underway for several years. 

According to a recent annual report: 

Audiences increasingly expect that, rather than having to come to AusMedia, the 

corporation’s services and content will fit more easily into their lives and be available in 

many diverse ways. Media use is increasingly mobile and social. Australians expect to be 

more involved with their AusMedia to participate and contribute. AusMedia Annual 

Report 2010. 

AusMedia has been building content for the mobile platform for over 10 years. The earliest 

examples were mainly SMS-based. Then in 2007 AusMedia released its first mobile application 

(a Java application for Nokia and Blackberry phones) to provide people with a stream of live 

election results, news and commentary. When asked why this particular offering was selected, 

Carl, the Manager of New Services (that part of Andrea’s team, which is responsible for building 

mobile content offerings at AusMedia) explained: 

Because everyone in this country is absolutely obsessed by the elections. And we just 

thought it was a fantastic event around which to do an application like that. And we 

have a lot of experience – in manipulating the feed [of election data], and using that 

content for different purposes. Carl, the Manager of New Services, AusMedia. 

Here we see the foremost concern of mobile content providers, expressed in terms of satisfying 

mass (everyone) social (in this country) predicaments (streaming feeds of election content to 

people for different purposes). Carl went immediately on to explain how this content would be 

used for different purposes: 

“...people could – just in their pocket –have all the information they needed, updated 

every two minutes, and then they could do whatever they liked. And they did! We got 

lots of correspondence from people who were at a concert; out to dinner; at parties 

where they happened not to be showing the television. ...the thing about broadcast, in 

contrast to the mobile phone, is that you are at the mercy of the producer — so if you 

happen to be interested in an obscure electorate you may not find out about that for an 

hour or more, if at all. With the phone, you can find out straight away, any time 
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during the night. Because it was an on-demand result service. And that was the key 

difference. Apart of course from being able to be anywhere and find out what was 

going on.” Carl, the Manager of New Services, AusMedia. 

Here we see Carl (like the others, mentioned in previous chapters) switching comfortably from 

one person’s perspective to another, in order to understand and then explain what is important 

about the mobile platform and his content offerings. In this case, on this election evening Carl 

himself was watching the broadcast and the mobile feeds – to see if the content was working the 

way he and his team had planned. In the above narrative, Carl is actually recalling his 

experience – rather than imagining someone else’s. During the interview he explained that he is 

personally interested in mobile technology, as a way to help people in difficult or unusual 

circumstances: 

At AusMedia there is enormous interest in emergency and communal services. 

AusMedia has traditionally had a big role to play in this country, with emergencies. 

And so while we do use our radio and so on, the phone is becoming more important. 

Whether it is Twitter or text messages... It is just something that fits in the pocket and 

becomes part of our lives like no other device has. And so it is a great way of reaching 

people if you need to reach people in a hurry or at a particular time. And then there 

are particular kinds of information that interest people, when they are not at home. 

So, if I am wandering around the Quay I might think ‘Gosh, I wonder who is playing 

here? Or ‘Gosh, I wonder where I can eat this evening?.’ So those kinds of services 

become quite useful. Carl, Manager, New Services, AusMedia 

Carl explained that Michelle (the Mobile Executive Producer on his team, who manages the 

design and development process) spends a lot of time listening to, and empathizing with users – 

especially in the lead up to the election. The production team, which Michelle manages, uses 

standard industry techniques (such as personas, low-fidelity prototyping, focus groups and 

usability testing) which rely heavily on direct feedback from the market: 

...social media play a big, important role for us. Also obviously the apps stores market 

feedback that we have. Android market and iTunes give audience feedback too – not 

just with the star rating, but also from the most vocal users – who only say if they love 

it, or hate it (there is no middle ground). ...on Twitter I keep seeing messages like: ‘I 

heart AusMedia’; ‘I’m here at the gym, on the treadmill, watching AusMedia News 24 

from iPhone’. So I know that the level of user satisfaction is high. Michelle, Manager, 

Mobile Executive Producer, AusMedia 

Michelle said there is not much industry knowledge of the platform, and it is her role to help 

AusMedia to understand where mobile audiences are heading and to advise on how corporate 

strategies can be realigned to respond to shifts in behavior. 
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We can predict some of the things that they [our election application users] are going 

to be doing. Others — not really. For example, we knew that people won’t talk about it 

– but they will be in the loo, when they are away from the television catching up with 

some of the social network. There are lots of things that we just learn on the fly. One 

thing that I do — much more as a hobby than proper research — everyday, when I’m 

commuting, I’m obviously twittering and reading everything that the mobile industry 

is saying. And seeing what our users are saying about our application. I track 

keywords related to our apps to see what audience feedback we can incorporate into 

enhancements. But while I’m doing all of that, I normally see people around me using 

their mobile phones to access news, or using Kindles to read books, or using iPads to 

play games. And I wonder who is that person? I consider the group, age, gender? Kind 

of trying to understand a bit of the audience. I do that as a hobby, but it’s really useful. 

Michelle, Mobile Executive Producer, AusMedia. 

Here we see Michelle identifying so closely with her target audiences, that she imagines she is 

amongst them when she is travelling to work. She puts herself in their predicament (on a train, 

in the loo, at the gym, on a treadmill) and she becomes very involved in the user experience, and 

the way people try to make the most of (optimize) every moment. In relationship to mobile 

content development, Michelle thinks: 

...the really revolutionary people are completely user-centric. You don’t even notice 

their applications, you get so immersed in what you are doing… (Note: Michelle 

pantomimed hunching over her iPhone to demonstrate using an application.) 

7.4.4 Mobile content offering design and development 

In the month leading up to the election, Michelle and the mobile team at AusMedia began to 

watch their content offering intently to determine if users were satisfied with the product. They 

monitored application downloads and customization levels; conducted online surveys; tuned 

into the social networks. 

...social media is a much better source than other feedback mechanisms… because it is 

spontaneous. It’s real time feedback. And it’s based on what their experience is at that 

particular moment. And sometimes if it is related to the failure of our servers; we can 

quickly adjust, so that it doesn’t impact badly on people. Michelle, Mobile Executive 

Producer, AusMedia. 

In terms of functionality and usability testing, Gale (the information architect and user expert) 

was sure that her team had sufficient knowledge of the user to make well informed judgments 

about their content needs, without the help of the standard usability testing mechanisms: 
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We run low fidelity and usability tests and personas and that sort of thing ...but the 

cost of going into the field to watch users interacting with the content is prohibitive. 

Especially because the team is small and the AusMedia budget is not big... The main 

thing for us though is that we know our users. We know what they want, so we don't 

waste money jumping through unnecessary processes. And the stats show that we get 

it right. Gale, Information Architect, AusMedia. 

Many of the respondents in this study expressed similar opinions. 

You need to engage. Engaging with people nowadays is hard. A lot of people are what 

we call time-poor. Surveys are the ‘cop-out’ method for trying to find information 

about people. Usability tests and… focus groups are good and very valuable, but 

they’re hard to organize, they’re costly in terms of people’s time... To be honest, I don’t 

see much of a difference between my experience using an excellent application and a 

student’s experience. Adam, Web Services Manager, AusUni. 

The usability notion was touched upon at important points in the development process of this 

and other case studies. However, at times, participants seemed (like Gale above) to give lip-

service to the notion, in order to avoid criticism or loss of confidence by others in their work. 

While they are very committed to the predicament thinking, they did not appear to believe this 

was always the best way to be seen to operate. It was as though thinking about quality of life 

outcomes and predicament situations felt so instinctive and personal, that people were worried 

that others may consider them to be unprofessional for relying so heavily upon it. Occasionally 

usability tests were used to double-check that their instincts were correct. But mostly this is seen 

as a waste of money. 

7.4.5 Impact on organizational practice 

Today’s users and designers respond to mobile content offerings in a holistic way (Abowd et al. 

2005, Boland 1978, Boland 1989, Bradley et al. 2009, Inakage et al. 2009, Lidwell et al. 2010, 

Sullivan et al. 2009, Yang & Shi 2009). This response includes the content and everything of 

relevance associated with it. Rather than analyze or interpret parts of the experience or process, 

people are forced — by limitations on their time, attention and access capacity — to make 

instinctive and instantaneous judgments that encompass the entire mobile computing 

experience.  

Here we see people forming instantaneous perceptions of value during an evolving experience of 

using and designing the mobile content offering. At any point during this evolving experience 

users can, and do, abandon the offering. Mobile content designers are aware that their work is 

being consumed, evaluated, and often discarded in this way. 
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Providers are beginning to understand that their success on the mobile platform will depend 

upon building content offerings that survive this fundamental, instinctive evaluation process. 

Being able to build discrete, self-contained personal experiences that users can recognize and 

find attractive and meaningful in an essentially visual environment like the mobile internet is 

the business of visual designers and developers, who are trained to recognize and understand 

how people respond to design. On the mobile platform, it is useful for content experts such as 

university academics, journalists and producers to be aware of these perceptual responses to 

multimedia and to understand the design process. 

We have, changed the way we prepare our stories (not as far as the actual written 

content is concerned, no) but we do have in mind the other various medium. …audio 

and visual …and video options available. …we would [capture these] if we figure there 

is something that would work well …then it would go online and onto the iPad, 

possibly before it gets anywhere else. Rhonda, Journalist, GlobalNews. 

During this project I've learnt a lot too. In technical terms there are important things 

that I do understand now: for example the ramifications of access… about audiences 

and participation. And the mobility bit has shaped my research engagement. 

Margaret, Research Academic, AusUni. 

7.5 The Predicament Mode of conceptualization 

7.5.1 Problem solving and involvement 

Building mobile content is not the clinical (detached and dispassionate) experience of normal 

information system design and development. It is an involving and creative process. People get 

involved in the predicament – through the content —especially those who build and develop it. 

The content is essentially connected to the context and the predicament. In order to conceive it, 

people must assimilate it into their experience — designers, developers and audiences, alike. 

[This process of interpretation was described in detail earlier in  Chapter 4 and  Chapter 6.] 

Through this experience, people develop an attachment to the offering. Not just audiences, but 

providers (especially the designers) too. The importance of this point is that it seems that in 

order to develop effective mobile content offerings — people in provider organizations will 

become involved in the predicament. This is a more personal and intense experience for 

designers and developers than the workaday-world experience of checking-off the usability of a 

design. Indeed, this study proposes that the degree to which the project team is able to become 

involved (attached and committed to the mobile content offering) is a critical determinant of the 

success of the mobile content offering development process. Hence, the Predicament Mode is 

more than a problem-solving approach — it is a problem experiencing approach. In thirty-four 

cases people at all levels of the provider organizations ‘bought into’ this mode, one way or 
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another. When people were unable or unwilling to become involved, this was seen as 

problematic: 

It was difficult, the biggest challenge we have when dealing with technologists is that 

they don't understand the editorial process or they all, just see it largely as content. 

You know they don't get into the nitty-gritty of the types of content or the immediacy 

you have to supply the content, how quickly we need to turn content around. So the 

problem that we've got is basically two groups that have almost no understanding of 

what the other group is doing cause editorial people don't tend to be very technical, 

and technical people have no idea what the editorial guys do. So definitely that's one of 

the biggest challenges of this project — is a communication between the two types of 

people. Participant at GlobalNews. 

My bosses very much get it [the mobile platform of engagement]. But they’ve both had 

a problem in trying to sell it, in terms of getting people… around here on board to 

understand it and provide resources for it. Participant at AusUni. 

We have worked with two different [development] companies now. One of them was 

much better than the other one in terms of that iterative approach. And they had more 

commitment to just making it work, one way or another. Whereas the other one was 

more like — ‘well this is what it says in the contract, this is what your requirements are; 

and this is what we are going build’. Participant at AusMedia. 

Early in the study it became clear that people in provider organizations really want to involve 

themselves in the predicament and see it as shared experience. Take the AusMedia example 

where everyone from the Executive Producer down to the Information Architect had a stake in 

the success of the application on the night. However, organizational structures and business 

processes were often seen to prohibit or undermine involvement. Many participants expressed 

some degree of frustration with the way their organization made it difficult for people to be 

involved in their mobile content development projects. For example: 

We do have a struggle with getting funding for mobile because it's entirely a new area, 

so to fund it properly, something else across the organization has to stop happening 

and that's always difficult. Participant at AusMedia. 

Quite often technical development (such as building the application) was outsourced to external 

contractors because this was seen to be more efficient and cost-effective, initially. However, 

Andrea at AusMedia explained that it was important that internal employees handle the user 

requirements part of the projects. 
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In fact for Foodi we actually had an internal developer, he is actually based in the TV 

division, but through a rather complicated arrangement he ended up overseeing the 

technical development from the external company. So he was able to ask the right 

questions of those guys and sort of be on hand internally to give technical advice and 

that kind of thing. Andrea, Head, Strategic Development, Innovation, Case 7: Foodi 

(AusMedia). 

Andrea and Michelle were both confident with the level of understanding of their internal 

information architects (this is what they call their designers at AusMedia), based upon their in-

depth knowledge of users and their involvement with the business, and often put them in charge 

of dealing with external development companies: 

Our information architects understand how people will interact with the application... 

Information architects can come from a variety of backgrounds, whether its design or 

producing content — but in the end, whatever way they get there, they end up 

specializing in how you actually structure information and how you understand the 

user experience. Andrea, Head, Strategic Development, Innovation, AusMedia. 

The architects get very involved. For example, we’ve done mobile and iPad testing in-

house. So we basically just have a device and we ask people in, and we run it like a 

normal user test. They use the device we place in front of them. ...But I know that [the 

architects] also held recent focus groups — which involved going out to Ballarat and 

meeting people a bit more where they were. Michelle, Mobile Executive Producer, 

AusMedia. 

Even Andrea, an executive staff member, was involved in the development process. She said that 

she kept a close eye on the application in use, and was very aware of how it was functioning 

during the election period: 

Well we looked at [target market] feedback, and obviously the download numbers for 

the application was one indication. ... reviews and ratings that we got on the [Apple] 

app store was another. People also contacted us directly and said ‘why haven't you 

done this?’ Or, ‘this is not working.’ And then we also did specific mobile research. To 

find out how different people use the... election app. Andrea, Head, Strategic 

Development, Innovation, AusMedia. 

The above depictions show a direct connection between the project team and users (via the 

social networks and forums). Occasionally members of the team go out into the usage domain to 

see the product being used, but mainly they rely on their own instincts, knowledge and 

experiences with the platform to help them know what was important. In this respect, team 

members take their duties quite personally. Each person interviewed in this study described 
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how they personally performed functions that were not traditionally in their job description. For 

example, Michelle doing field research as a hobby; Carl going to election parties to find out 

whether the mobile application worked in the field; Andrea reading Apple Store download 

reports and feedback during the election night. They all seemed very committed to making the 

application work ‘whatever it takes’. In relation to the cost and speed of development, Andrea 

did not think the process was particularly expensive or problematic:  

Yeah I wouldn’t say it’s necessarily faster or slower than online, it’s just different. You 

tend to be more iterative, because you design something and it looks fine on paper, but 

then when you actually try it on a device the interaction doesn’t really work, you have 

to make changes. Andrea, Head, Strategic Development, Innovation, AusMedia. 

There were issues with the external developers. Andrea explained: 

We have worked with two different companies now. One of them was much better 

than the other one in terms of that iterative approach. Andrea, Head, Strategic 

Development, Innovation, AusMedia. 

Most of the problems that Andrea and her team identified with the external developers were 

related to them being unable to understand or respond appropriately to the market. When asked 

to make adjustments, the company that was regarded as the least effective told them: "well this 

is what it says in the contract, this is what your requirements are; and this is what we are going 

build." These problems were eventually resolved by bringing in a staff member to oversee the 

developers’ work. 

Similar problems of external developers being unable to understand the users’ or the providers’ 

needs because they were not closely enough involved came up at GlobalNews: 

Personally I’d love to have someone [the developer] at our end, in our building. We can 

do a bit of frontend coding to get around some of the problems but it’s still a lot of 

obstacles to overcome. It’s just that, once it’s built — it’s pretty immovable. Participant 

at GlobalNews. 

The situation that we were in was not ideal, from a software development point of 

view, or from an editorial point of view… there were a lot of frustrations… it's all still 

up in the air at the moment. Participant at GlobalNews. 

People who are external to the organization and the project team, are embedded in a different 

life-world (organizational culture) so they view the situation (of the mind) from a different 

standpoint and this may limit their understanding. Only those who are willing to do whatever it 

takes (get involved) are able to overcome their limitations and fuse their horizon with the 

project team. When a party refuses, or, is unable to become involved (because their 
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organizational structure or attitude prevents them) conflict and tension often arise. In these 

cases, individuals described experiences that indicated: power struggles; distrust; confusion; 

lack of definition in roles; lack of skill to do the work; disconnection between key areas of 

development; and failures in control, communication, reporting, and accountability. For 

example, at AusUni academics had significant problems interacting with programmers to build 

their mobile content offerings, due to centralization of the IT Services. 

So how did the move towards the centralized rather than the local IT affect your 

project? 

Dreadful! Oh I found it very frustrating. There was one serious problem that came up, 

and first of all, I couldn’t get through to the central lot, and when I could I didn't get 

very much satisfaction. Participant at AusUni. 

Despite widespread criticism and concern for the organizational issues, most people felt 

enthusiastic and optimistic about their role in the process and the prospects of their mobile 

content offerings being successful: 

I think anyone you’ll talk to [at AusMedia] is going to be telling you about this 

experience. I’m really excited because even the developers were very strong user-

experience advocates, which was great. Participant at AusMedia. 

Nearly everyone interviewed believed that they were acting on the user’s behalf. And yet, 

surprisingly, it was rare for a case study organization to officially employ a ‘User or Usability 

Expert’ or to overtly address the user in the development process. Indeed, when asked, people 

expressed a reluctance to formalize these aspects. 

We were happy to go with a less formal and more fluid approach. Participant at 

AusUni. 

This appeared to be an incongruity. How could people say, on the one hand, that they felt the 

user’s needs were paramount and then, on the other hand, be comfortable with a process that 

did not directly or overtly champion the user’s needs? Then it became clear that everyone was 

acting on the user’s behalf. With this understanding an entirely hidden approach at work within 

each of the case study organizations became apparent. In order to respond to the market and get 

the content offering sorted, and out the door QUICKLY — and the user’s needs addressed 

PERSONALLY — in the given organizational circumstances, people DID NOT want to formalize 

roles or processes. Instead, participants seemed to think that the organizational structures 

would eventually adjust to help them do their work: 

Mobile content development is partially about re-engineering business processes and 

partially about making people’s life easier. Ned, AusUni 
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At AusUni, where there is less of a corporate business structure to produce commercial 

products, self-selecting groups were observed, forming in the organization to create mobile 

content (as they do on the ubiquitous mobile computing platform to consume it). For example, 

the membership of mobile content development project teams is fluid and optional. These 

projects tend to be initiated at the grass roots, by the academics. The appropriate skill, 

knowledge and experience are pulled into service, as needed. People across the organization are 

invited to participate, and they may also put themselves forward and become involved. 

Sometimes people are brought in from outside on a casual or contract basis. 

Similar approaches were taken in GlobalNews and AusMedia: 

So there were two months, no three months of wrangling internally at [GlobalNews] 

about what we’d put in; what will it look like; how will we represent our brand on this 

platform and how we would organize the team. Faye, GlobalNews. 

What we would like are some full time staff here who could develop those apps but it’s 

a question of budget. With mobile phones we have worked with a couple of companies. 

Carl, AusMedia. 

7.5.2 Micro information systems 

7.5.2.1 Modularity and pertinence 

In an effort to make a mobile content offering which is pertinent (appropriate and suitable) to 

the predicament situation — taking into consideration user desire and tolerance levels — Gale 

starts with the assumption that the AusMedia Mobile Election Application content offering 

needs to be modular and self-contained, but satisfying in small convenient doses: 

Typically it is more snack-size bits of content that users want when they are on the 

move. Gale, Information Architect, AusMedia. 

This was true also at GlobalNews, during the development of the iNewspaper: 

…you have to package everything differently, because the way people consume it is 

much different. It's often people commuting; it is often people who have a very short 

space; or time — and snacking I think is the buzz word that’s used a lot. Richard, 

Mobile Editor, GlobalNews. 

Active-mobility (using the content while actually in motion) was often addressed in the case 

studies using this type of snacking metaphor. The snacking word is a very human Being11 centric 

                                                             
11 Remembering the Heideggerian Being-in-the-world described in Section 4.6.1 
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way to describe consumption-in-motion. Like eating and hunger, mobile content consumption is 

becoming a frequent, essential activity that people engage in (often sub-consciously) as part of 

their daily round. This notion of snacking helps to illustrate a number of aspects related to the 

Predicament Mode of mobile content offering design. First of all it shows an assumption by 

providers that people are fitting their mobile content consumption patterns into the demands of 

the moment. These demands may limit the time and physical ability of the consumer to engage 

with the content, but providers still assume there is an urge (like a hunger) to consume anyway. 

Hence, providers expect people to have a continuing hunger for (bond with) content offerings 

that help them to optimize their quality of life in critical moments. 

The main measure of success is that the customer still engages. If the customer is 

engaged for the next iteration… session or release… then you have got success. Peter, 

Director, AusUni. 

This snacking notion also helps to illustrate the continuum of opportunities (as a series of 

interactions, with intervals); and the passing into and out of predicament situations (in which 

the intervals actually represent a diversion of attention away from the offering and presumably 

towards the predicament).  

The snack (the mobile content offering) represents (brings to mind) a smaller, yet fully 

contained and satisfying version of a potentially greater feast (the micro information system —

module — sitting within a region of associated modules, which sit themselves, within the global 

information universe). 

Finally, the snack represents an experience of immediate, somewhat shorter term satiation, 

under the circumstances. Mobile content user satisfaction is often understood in these terms —

in relation to their predicaments, lifestyle and quality of life outcomes. And providers tend to 

use quality of life metaphors (such as snacking, appetite, lifestyle and so on) to express user 

requirements. 

...mobile is about lifestyle. It’s about understanding that there is a shift in the audience 

– that they are no longer seated on the sofa receiving information we have to deliver 

by television or listening to radio – but that these people are moving and going places, 

but they still want to be connected. Michelle, Mobile Executive Producer, AusMedia. 

7.5.2.2 The user-context-content-device dynamic 

In terms of their mobile content offering and the relationship between the user, context, content 

and device, the AusMedia team tended to address this in a holistic way, rather than by 

considering each element separately. Take the following comments by Michelle, in which she 

touches on all of these aspects — bringing them together in a quality of life narrative that has a 

predicament edge. 
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Well one of the assumptions we’ve have for the iPad in particular was that people 

would be using it to watch video and to interact with live television — even at home in 

their lounge room, while watching their actual television set. (I’m not joking). Because 

it is more personal and involving. For example, we have thousands and thousands 

of tweets every Monday after our weekend Q&A show. With the iPad, you have a much 

bigger screen so it’ a much more enriching experience for watching video than it 

would be even on the iPhone (which people use more while they are moving around) 

but they are doing more tweeting on this device than we expected [Michelle holds up 

the iPad] than on this device [Michelle points to her iPhone]. So we’re also trying to 

anticipate and design this kind of thing. This kind of changes to the content that we 

offer. Michelle, Mobile Executive Producer, AusMedia. 

There is a strong sense here that the device is important, but the user circumstances (the 

predicament of being isolated and sometimes mobile) and quality of life outcomes (personal, 

involving and enriching experiences) are the real determinants of what will be considered 

valuable and introduced into the product. Recalling the Consumer’s Quality of Life Filter 

(depicted earlier in Figure 10: The Consumer Quality of Life Filter, in Chapter 6) on can now 

visualize the mobile content user at the center of his or her individual usage context (in the 

lounge room or moving about the house), surrounded by their unique, individual computing 

platform, consisting of and limited to his or her particular devices, services and applications 

(TV, iPad and iPhone, video streaming, SMS). This is where providers may place mobile 

content offerings which are designed to match the user’s highly specific needs and expectations, 

in the moment of use. The scope for tailoring mobile content offerings is determined then by the 

parameters of this target situation in relation to the user’s quality of life expectations (wanting 

to become involved in the Q&A show). Here we see how the above quality of life narrative 

captures all four elements of the user-context-content-device dynamic — by focusing on the 

predicament. Mobile content must be pertinent and malleable enough to contribute to the user’s 

quality of life in relation to this target situation. As the qualitative evidence indicates, the quality 

of life narrative is the method used by providers in this study — to capture the important 

characteristics of these target situations. This is why the narrative (with its predicament 

vignette) is so frequently used during design and development discussions and as part of the 

design brief. 

After the success of the election application, the AusMedia team went straight on to build 

another iPad application for general access to their content — The AusMedia iPad Application. 

The Predicament Mode was adopted again during this development process. (It seems to take 

quite a jolt for people to change their approaches and look at their situations differently.) After 

spending a lot of time trying to design this new application to make it work on various platforms 

(devices) and in particular predicament situations, the AusMedia development team more or 
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less ran out of time to take this product further — just when they became aware of an 

opportunity to build a stronger, more engaging experience for their users. 

To be honest with you we are still not where we want to be with this [AusMedia iPad] 

application. I mean, the application is being really well received but we understand 

that with mobile there is a big need for personalization. Which is something that we 

are not offering yet. Now we have a huge demand from people who asking us to do 

that. It’s funny, because when we tested this application on Beta, people would say “no, 

will I ever be able to customize and get rid of sport, for instance, I don’t care about 

sports news.” So we are taking this into consideration, but then again, it goes back to 

the funding. To the budget, and what we can do with the budget that is available. 

Michelle, Mobile Executive Producer, AusMedia. 

This is the risk (and possibly, the shortcoming) of the problem-solving Predicament Mode to 

mobile content development — it has its own logic and momentum and, if it produces successful 

results may, quickly become the norm within the provider organization – causing people to 

overlook bonding opportunities. 

7.5.2.3 Tolerance ranges for mobile content offerings 

As we have seen from the preceding examples, the specifications of any given mobile content 

offering will fall within certain tolerance levels (say, people wanting their specific electorate 

results, while in the remote rural regions, using slow networks and old model phones instead of 

iPads). This concept of tolerance level (also known as tolerance range) comes into information 

systems design from the field of engineering. It is used by designers to describe the lower and 

upper bounds of functionality and development. As with the engineering application, this notion 

is used here to describe the scope of any given mobile content offering. However, instead of 

focusing on utilitarian aspects alone (like performance and functionality) providers are seen 

here (in the mobile space) to be more concerned with the potential contribution the offering 

makes to the individual’s quality of life. Ultimately user tolerance levels will be determined by 

their urge to use the content, weighed up against the effort or cost of using the content. While it 

is not within the scope of this study to explore user tolerance levels, it is useful for providers to 

understand that their offerings may be accepted or rejected on these grounds. With this in mind, 

It is suggested that the more unpleasant, unhealthy, or embarrassing the situation 

(predicament) people find themselves in, the greater the urge (intensity of need and/or desire) 

to use available resources such as mobile content offerings to restore quality of life. People will 

tend to focus upon resolving their predicaments, first — before accessing other content 

(reasoned earlier, in Chapter 4). User tolerance levels are likely to contract, the more extreme 

the predicament. The lower the user tolerance level, the more pertinent (relevant, useful, 

tailored) a content offering must be to the individual user's situation. Poorly designed mobile 
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content will tend to exacerbate the predicament rather than ease it. Here is a potentially vicious 

circle for mobile content offerings. 

As people move around, their predicament may intensify or lessen. 

When mobile content does help a person to resolve a predicament that person may feel an 

emotional response (such as appreciation) which may in turn lead to increased confidence in 

and an emotional attachment to the offering, and indirectly to the provider. All offerings 

designed to resolve predicament situations therefore have the potential to create a bond 

between the user and the offering. The bond between the user and the mobile content offering 

begins in the moment of use and can increase, depending on the contribution that offering 

makes to the user’s quality of life. The higher the value the user places upon the mobile content 

experience, the greater the intensity of this bond. The greater the attachment (commitment) a 

user has to the content, the higher his or her tolerance of interruptions; interference; poorly 

designed interfaces; superficial content; or sub-optimal experiences. Here is a potentially 

virtuous cycle for mobile content offerings.  

In the absence of a predicament, mobile content offerings designed to augment quality of life in 

the moment of use will be more attractive than others. 

7.5.3 Vicinity and the Predicament Vignette 

Currently, designers and marketing experts use tools such as the scenario and the persona to give the 

user a compelling identity during the development process. These devices are a popular way to place 

the user at the center of consideration. In fact, such tools may still be too abstract in the highly 

idiosyncratic usage context of the mobile, experiential computing environment. Instead, this study 

suggests that a Predicament Vignette (illustrated in the two previous sections) that describes the 

problematic circumstances of a user in the important moments of use would be a more effective way 

to define scope, requirements and tailor parameters for mobile content. This would allow providers to 

place the user-in-a-predicament at the center of consideration. 

A Predicament Vignette which describes pertinent aspects of the user predicament (such as 

location, lighting, demands on attention, individual computing platform, type of mobility and so 

on) if described accurately, may also help identify relevant content offerings in the proximity of 

the predicament, for target marketing purposes. Taking into consideration variables such as: 

user tolerance levels, pertinence of content, device capacity, network strength, etc., a provider 

may use this tool to determine where one particular offering ends, and another begins. 

If one returns to the two cases, thus far investigated (AusUni Spectrum Mobile Student 

Showcase and the AusMedia Election Application) one can see that a usability analysis of mobile 

content requirements is not rich or specific enough to define the scope of the proposed content 

offerings. 



Competitive Mobile Content Provision | Chapter 7: Predicament Mode| Page 153 

 

7.5.3.1 Example 1: The Spectrum Mobile Student Showcase 

In the design brief for this project, the providers specified a number of objectives, requirements, 

variables and constraints for their mobile content offering. Some of these may be classified 

according to usability as follows:- easy and pleasurable to use (in the comfortable, high-end 

computing lab back at AusUni) | usable (in the field, without pressure) | difficult to use (when 

the pressure is on and any number of things begin to fail — network slowness, poor visibility, 

environmental detractors, and so on). However, the providers went further in this case and 

mentioned: almost impossible to use, and seemed to expect the content to still be available to 

users by other means — because “we don’t want them to complain that they were unable to do 

the assignments because the application was unavailable”. This illustrates the need for richer 

contextual information to make the content pertinent to the requirements of the user, whose 

tolerance levels are constantly varying. Additionally, the provider in this case also expected to 

achieve a moderate bond between the market and their offering. 

By building a table containing the three usability levels just mentioned, and plotting these 

against the quality of life factors of predicament, pertinence and bond – it is possible to have a 

more informative brief for the designer (see Table 23 below). The criteria in each of the fields in 

the table is derived from the Predicament Vignette, which would be a full statement (possibly 

including images, sounds and other multimedia materials) to portray the user situation, drawn 

up by the project team to guide their work — like the one examined in great detail during the in-

depth case study analysis throughout this chapter. 

Ultimately it is the bond (the commitment of the user to the mobile content offering) that will 

dictate all the other levels (usability, predicament, pertinence), as shown by the red circle and 

arrow in the table below. In this example (The Spectrum Mobile Student Showcase) the clients 

only expected a moderate bond between the market and the mobile content offering. So it would 

be inadvisable for them to hope the market might tolerate the same content offering in a more 

demanding usage situation (say, while the pressure is on) unless they do something to increase 

the bond or make the offering more pertinent to that new, more difficult situation. 

Table 23: Tailoring parameters (Example 1 — AusUni) 

 Low Moderate High 

Usability Easy Usable Difficult 

Predicament High-end lab In the field  
(no pressure) 

Pressure on 

Pertinence Full display Modified display Modified navigation 

Bond Mild Moderate Intense 
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In the above example one begins to perceive the quality of life continuum (the user moving into 

and out of predicaments) and how providers may match their offerings to specific moments of 

use. If the provider in this case builds an offering that was specifically designed to meet the 

requirements listed in the moderate bond column (above), then they still have two other mobile 

content offering opportunities to the left and right of this offering — this is what is meant by 

offerings being in the vicinity of each other. The provider may be able to exploit their brand 

and amortize their tooling and production costs by targeting offerings in the neighbourhood 

(more about this and the opportunities for sustained engagement and competitive advantage, in 

Chapter 8, Bond Mode, following). 

7.5.3.2 Example 2: The AusMedia Mobile Election Application 

The Predicament Vignette is versatile. Table 24 shows how it may be applied to another, very 

different type of mobile content offering. In the case of the AusMedia Mobile Election 

Application the provider expected an intense bond between users and their content offerings, so 

they have a broader scope for tailoring the content offering based on higher user tolerance levels 

in more intense predicament circumstances. 

Table 24: Tailoring parameter (Example 2 — AusMedia) 

 Low Moderate High 

Usability Easy Usable Difficult 

Predicament At home Party, low 
visibility & audio 

Driving 

Pertinence Full display Modified display Modified navigation 

 

Bond 

 

Mild 

 

Moderate 

 

Intense 

7.6 Discussion 

The consumption of any particular mobile content offering is optional. On the mobile platform, 

people have the freedom to choose (like the voters in the preceding case report) among 

ubiquitous alternatives in terms of both content and content providers. Given the unique, ever-

changing nature of the mobile user’s context; the predicaments people find themselves in; and 

the limitations of the device — mobile content is best structured as discrete, self-contained 

offerings (micro information systems). Carl and Andrea discussed a number of AusMedia 

applications and content offerings as if they did not expect to attract an audience until they 

found a predicament for which the offering was suitable. Michelle said a commissioning process 

has been put into place at AusMedia to deal with the rising demand for mobile developments by 

parties all across the organization: 
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What possible markets, what possible programs, what possible content that would 

interest them. We have created, a few months ago, a mobile commissioning process 

which is an internal thing, because there is so much interest from everyone within the 

AusMedia to do something on mobile that audiences will find valuable in their lives. 

Michelle, Mobile Executive Producer, AusMedia. 

The predicament-focused approach to mobile content development described here gives the 

academic, journalist, producer, designer and developer a way to envisage the digitally mediated 

world. This approach also allows us to gauge the extent to which mobile content helps – or fails 

to help – people solve their predicaments and thus improve their lives. 

7.6.1 Foremost competitive strategy 

In this chapter qualitative evidence from thirty-four cases of mobile content offering development 

indicates that the foremost (used first, prior to all others; and by default, when there is no other 

obvious approach) competitive strategy of mobile content providers is to tailor and target their 

content offerings to help consumers to optimize their overall quality of life, by resolving predicaments. 

This was certainly the case in the AusMedia example. Recalling the strategies described earlier 

in  Chapter 5 —Table 25 shows that twenty-seven out of thirty-four cases involved a predicament-

related strategy. Of these, seven involved the optimum strategy (described in detail in the next 

chapter) of building strong bonds with mass markets, but providing content offering to help many 

consumers to optimize their overall quality of life, by resolving frequent/every day or mass social 

predicaments. It is unusual for people to think of the bond experience exclusively (only seven cases 

did this). 

Table 25: Predicament resolution is the foremost competitive strategy 

Mode 
Strategy 
type Type of competitive strategy Cases 

Total 
Cases 

Predicament Mode Strategy 1 
Building mobile content offerings 
that resolve predicaments (bronze 
class). 

1, 8, 9, 13, 14, 16, 18, 
19, 23,  26, 28, 29 & 
31 

13 

Bond Mode Strategy 2 
Building mobile content offerings 
with which people may bond (silver 
class). 

5, 6, 7, 12, 20, 27 & 
32 7 

Predicament then 
Bond Mode Strategy 3 

Increasing the bondability of a 
predicament-based offering (bronze 
to gold class). 

4, 17, 24 & 33 4 

Bond Mode and 
Predicament Mode 

Strategy 4 
(optimum) 

Building strong bonds with mass 
markets — through mobile content 
offerings that help many people to 
optimize their overall quality of life, 
by resolving frequent/every day or 
mass predicaments (gold class). 

10, 11,15, 21, 22, 30 & 
34 7 

Bond then 
Predicament Mode Strategy 5 Using the bonded offering to resolve 

predicaments (silver to gold class). 2, 3, & 25 3 
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7.7 Summary 

This chapter provided qualitative evidence to show that a view of the user-in-a-predicament is 

essential when designing mobile content offerings. Providers adopt this mode by default, in the 

absence and instead of industry standard approaches based on usability and functionality. This 

mode involves people in the user predicament and is used to judge the performance of project 

participants. This mode helps providers to determine user tolerance levels in order to isolate all 

the important parameters for designing, building and delivering the offering, which is then 

shaped into a modular, micro information system. 
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Chapter 8 Bond Mode 
8.1 Introduction 

In the previous chapters detailed accounts were given of the mobile content conceptualization 

approaches of content providers based upon contribution to quality of life and the-user-in-a-

predicament. In those chapters it was argued that in the mobile context predicament situations 

are the most frequently encountered (because they arrest attention and require action or 

readdress). In the non-predicament situation people tend to feel satisfied and undisturbed. 

However, when one moves, one moves away from that state and into new situations (if only in 

the mind) where one encounters disturbances to tranquil existence (Heidegger 1977). And so we 

are always moving towards predicaments. In this respect, the user-predicament is essential to 

the mobile content offering (not the other way around). In this chapter it is proposed that 

mobile content may also become essential to the human Being (through the recursive process 

of resolving disturbances — that Heideggerian process of interpretation which defines us as 

human Beings — described in  Chapter 4). If the attachment to, or interest the individual has in 

the offering is great enough, that person may even put themselves into predicament-situations, 

in order to use it. Here one perceives the quality of life continuum in relation to mobile content 

offerings: from that which helps one to reduce and eliminate minor detractors, through to that 

which greatly enhances and enriches our lives, and everything in between. Here one also 

perceives the need that people have to continually control (optimize) their consumption. 

Qualitative evidence was provided in the last chapter of providers tailoring their content 

offerings according to the tolerance levels of individual consumers. 

In this chapter bondability is seen to be a vital attribute of mobile content, and the bond 

between the user and the offering a key performance indicator for providers. Section 8.2 and 

Section 8.3 explain what mobile content bonding is. In Section 8.4 a detailed case report is 

provided, showing people in a provider organization striving to build a bond between their 

target user and mobile content offering. Here they are seen to be concerned with bondability 

(ways they can make the offering attractive and engaging to target audiences) and bond 

intensity (the level of attachment and engagement), especially in relation to potential markets. 

Section 8.5 describes the Bond Mode of conceptualization and explain how it is used to drive the 

mobile content design projects towards bonding outcomes. Section 8.6 discusses the incidence 

of the Bond Mode across all the cases in the study, illustrating the importance of the bond in 

relation to visibility and online presence. Finally, a number of propositions for mobile content 

bonding are presented. Here the chapter concludes by explaining that the optimum competitive 

strategy for providers is to design mobile content offerings (or experiences) that are emotionally 

or psychologically engaging, so that the user may bond with them. It is suggested that to do this, 

a provider must have an ‘intimate’ knowledge not only of the user but also of the user's 

predicament (which may work against or enhance the bond). 
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8.2 Mobile content is personal experience 

What is different about a content offering when it is delivered to and accessed by 

users via the mobile platform, compared to other platforms such as a website, TV, 

radio and newspapers? 

On the mobile platform the content is the experience, and the experience is personal (Yoo 

2010). We use the platform to optimize our quality of life (Akter et al. 2010, Choi et al. 2007, De 

Silva et al. 2009, Holzinger 2007, Savolainen & Kari 2004, Sullivan et al. 2008, Surman & Reilly 

2003, Techatassanasoontorn & Tanvisuth 2010, Wei & Leung 1998, Ziefle & Bay 2005, Venta et 

al. 2008, Vincent 2006). People do this instinctively (Abraham et al. 2009) and without 

awareness of a distinction between content and technology (Heidegger 1977, Introna & 

Whittaker 2002, Sullivan et al. 2009). Indeed, on this platform, when we become aware of one, 

as distinct from the other – our experience is disrupted. In this respect, the mobile platform is a 

medium that is an extension of our sense-life (McLuhan 1964) and our lived-body (Introna & 

Whittaker 2002) described earlier in  Chapter 7. 

As a medium, the mobile platform engages people in different ways to other media. What is 

unique to this platform is the intimate and personal nature of the engagement. People can 

experience the content delivered to them on this platform, privately (Katz & Aakhus 2002). 

Even when they are surrounded by others, in close proximity, they cradle the device in their 

hands and they can read, listen and involve themselves with the content in an entirely private 

way. The smallness of the screen allows the user to hide the view from others. The speaker 

pressed to, or plugged into the ear prevents others from listening in. The input device (keypad) 

allows for discrete response and interaction. No other media allows for such rich, intimate, one-

on-one, personal engagement. As an extension of our human senses, bodies and minds, this 

medium allows us to engage in rich, intimate, private, emotional relationships with anyone on 

the planet (potentially) – including people we may never meet in person. Having experienced 

this intimacy, the user becomes bound to the device – as they would a friend, a child, a lover 

(Hong & Tam 2006, Meschtscherjakov 2009, Sarker & Wells 2003, Vincent 2006, Watson et al. 

2002, Wehmeyer 2007). 

So that’s the beauty that we can add — it’s that intimacy that people have with the 

photos and the videos, in particular... [On our iPad app] ...you can lean back, and take 

the time you want, to read it — when you've got time to be reading it (instead of 

wondering if your boss is looking over your shoulder). Then you’re sitting on your 

couch and seeing it on a beautiful screen. So that’s the beauty of the iPad and that’s 

why we concentrate on those things that we can do really well — which are different to 

what the web’s doing, and different to what the paper’s doing — and adding value in 

all. Faye, Chief Editor, Mobile, Case 10 (GlobalNews). 
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These intimate experiences are part of the content that people reach for when they use the 

device. The content (experience) binds us to our devices, and then to others. The mobile 

platform – as a medium that extends our human senses and opens up new realms of personal 

engagement to the individual – is transforming society by changing the scale, pace and pattern 

of human affairs. According to Marshall McLuhan such a transformative medium, provides “a 

social bond… by becoming a ‘fixed charge’ on the entire psychic life of the community. And this 

pervasive fact creates the unique cultural flavor of any society.”(McLuhan 1964, p. 21.) 

Ultimately, it is this closer connection to others that drives us towards the platform (Abraham et 

al. 2009, Sarker & Wells 2003, Zeal et al. 2010, Vincent 2010, Kim & Han 2009, De Silva et al. 

2009). In this sense, the device is a way to experience. Indeed, when the battery is flat, people 

tend to leave the device behind. So the attachment is not only to the device. However, without 

the device the user cannot access the experience. And without a user and a context, the content 

has no meaning. 

Hence, a symbiotic relationship12 would seem to exist between the user, context, content and 

device which manifests as personal experiences, to which the user may bond. 

8.3 Definition of mobile content bonding 

Mobile content is personal experience. Mobile content bonding describes the response the 

person has to this personal experience, which leads to an attachment (a desire to use the 

offering more, or again). This bond exists in the user-device-context-content dynamic, which 

must work to the degree that it becomes invisible and allows the individual to gain the intended 

experience (a contribution to their quality of life), whatever it may be, in the moment of use. 

This study proposes that people will bond with mobile content offerings that are tailored to suit 

their individual circumstances and allow them to augment their quality of life (Sullivan et al. 

2008). The greater the value the user places in the experience, the stronger the bond. 

Mobile content bonding occurs simultaneously in the real world and on the internet. The mobile 

device connects a person to the internet, allowing them to access the content they need to 

resolve real life predicaments, and to foster social relationships. Mobile content providers and 

users meet at the content offering, online. Another way to understand this is to say: the mobile 

content offering is the experience that brings content providers (people who operate in the real 

world) together with content users (people who use content in the real world) but this meeting 

occurs online. This is not a person-to-person meeting – it is a person-to-content meeting. Here 

we have people designing content (at the provider-end) and people using content (at the 

predicament-end). Logically, the more in-tune the person at the provider end is with the person 

                                                             
12 Whereby each affects the others, and any improvement to one, improves the others. 
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in the predicament – the more likely that the content offering is going to be personally 

satisfying. The more personally satisfying – the more intense the bond between the user and the 

content. The more intense the bond – the longer and more often the content offering will be 

used. From a commercial perspective, this may be the type of experience for which the 

individual may be willing to pay money. However, given that frequent interruption is an 

inherent feature of individual engagement on the mobile platform, ongoing competitive success 

will require a bond between the offering and many users (mass bonding). 

8.4 Evidence from the case studies 

The following sections provide an in-depth case report to illustrate the incidence and 

importance of provider Bond Mode of mobile content conceptualization. In particular: 

• Mobile content bonding approach 

• Bondability 

• Bond intensity 

Detailed evidence is provided of the strategic importance of the mobile content bonding 

approach to establishing a competitive advantage in the mobile marketplace. A summary is 

given at the end of the chapter showing the use of the Bond Mode in the other cases and 

showing how building strong bonds with mass markets is seen to be the optimum competitive 

strategy. 

8.4.1 In-depth Report: Case 10, The iNewspaper iPad Application, by 
GlobalNews 

This particular case has been selected as an example, because it deals with a commercial mobile 

content offering that was intentionally designed to create a strong bond with mass markets – in 

order to establish a first mover advantage in the mobile marketplace (Barney 1991, Mata et al. 

1995, Porter 1998, Shapiro & Varian 1999a). The case study organization, GlobalNews, is part of 

an international news conglomerate which has been engaged in a very visible standards war in 

the news industry (Shapiro & Varian 1999a). The overarching competitive strategy for mobile 

content for this firm is to establish control over an installed base of customers. They intend to do 

this by laying a paywall across an extensive family of news and magazine services, delivered via 

multiple mastheads. 

8.4.2 The mobile content bonding approach 

GlobalNews launched its first iNewspaper iPad application in November 2010. They chose the 

Apple platform because it was ‘hugely engaging’ and they’d been eagerly anticipating the release 

of a tablet computer — so they could begin to charge for online content and recover the retail 

profits lost when their service went online, for free. Employees at GlobalNews feel that the 

company made a mistake when it offered news on its website for free. 
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I personally13 believe that it should actually be a platform which people pay for. I 

think it shouldn’t be accessed for free. Like the website. It’s probably impossible to go 

back to that now, but it should never have been put up for free. Employee, 

GlobalNews. 

The application was released with an $8AUD fee per month. Faye is the Chief Editor, Mobile at 

GlobalNews. This is a new role for her, and for the organization. She explains: 

It’s an early version, so this is very much an introductory price. I would imagine that 

ultimately, when we have finished learning, it’s certainly going to be valued at a 

higher rate than that. We decided to charge [for the initial offering] because we want 

people to believe that it is valuable, and should therefore pay for it. It’s a useful 

service that we’re providing, and we’ve invested a lot of money in creating it for them, 

and delivering it to them. Faye, Chief Editor, Mobile, GlobalNews. 

The initial iNewspaper product was rushed onto the market. 

It launched November 19 in 2010. ...We don’t expect it to be the mass market of the 

newspaper where we sell more than half a million copies. We certainly don’t expect to 

pick up masses of readers in the first instance. Just as the readers are educating 

themselves about these devices and slowly taking them up — we just want to be in the 

market from the beginning so that we can learn as we go. By the time it becomes 

truly mass market we’ll actually have a much better understanding of what people 

want and be able to deliver it. Faye, Chief Editor, Mobile, GlobalNews. 

The development process was a very involving experience for Faye and her team. As with 

AusMedia and their first iPad implementation, there were many lessons to learn about how best 

to package the content for delivery to a mobile audience. Frank, the Senior Site Producer and 

manager of the production and design team, explained that some of their initial assumptions 

were not correct: 

So, if we had our time over again, we would probably have moved in the direction of a 

digital magazine earlier in the peace. But by going out with the first version, we were 

able to be first-to-market and get that initial interest. And we made some pretty good 

advertising and commercial sponsorship deals on it — so it’s certainly been a 

worthwhile exercise from a commercial point of view. And also in terms of our own 

experience and learning: about application development and product elements in the 

iPad space. So definitely well worth doing, but we are conscious of the fact that 

                                                             
13 The reason why words are marked in bold in some quotations will be explained later in the chapter. 
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we have to keep moving, and keep being competitive so that’s why we’ve shifted our 

focus to version two already. Frank, Senior Site Producer, GlobalNews. 

This product started out being a simple mobile version of the website, but soon became a digital 

magazine, based on its capacity to attract and engage new markets for the business. 

Normally, as an executive editor, Faye’s involvement in the production technologies would be 

minimal. On the mobile platform, however, she felt compelled to know how everything worked. 

It was as though she was trying to will the product across the line and into the marketplace: 

I think initially having created this thing it is quite clunky. We all admit it’s by no 

means perfect: it’s very much our first attempt. And for various reasons it’s not as 

dynamic as we would have liked. We would have liked to be able to switch things on, 

turn things off. But app development is a totally different piece to a web development 

— so it’s a piece of software. It’s very difficult to build. The software is very finicky 

and fragile — as we found in the testing (having been heavily involved in the 

construction and testing, particularly) — that as soon as you tinker with something, 

you break something else. And so we can’t just jump back in there and start doing this, 

that and the other. Because you will break it! ...it’s so frustrating at this end, at my 

end — knowing that the customers, or me, wants something to happen soon, and 

having at that end [Note: Faye is silent, shakes her head and does not complete the 

sentence]. — that’s a real source of frustration. Whereas, in a newspaper, if you 

want to re-make a page it’s pretty much remade in 30 minutes. If a plane crashes, we 

can have that on the front page in 30 minutes, and at the presses. Whereas you turn 

around to these developers, and they say: ‘well, then we'll have to test it, and our test 

window is not until...’ bla... Faye, Chief Editor, Mobile, GlobalNews. 

Reduction in the potential bond between the target user and the mobile content offering 

(hinging upon the user’s capacity to personalize the service by switching things on and off) 

caused Faye to become frustrated with the sensitivity and responsiveness of the development 

process. Indeed, Faye was so concerned that she decided to involve herself in the nitty-gritty of 

the technology and how people actually use the device, in order to understand how she might 

achieve a better result in the marketplace. 

I’ve studied the analytics on when people are using the iPad (because it’s so new and I 

took this into account)... I can also gather where they are using it — at home. It’s seen 

as a ‘lean back device’ (you look at all the advertising that Apple does for it — 

people are on the couch) people are in their home environment; and they are 

connected to their Wi-Fi. In our case, all of the downloads are happening in the home 

very early in the morning, and quite late at night. They’re mainly using it [GlobalNews 

iNewspaper app] at 9:30-10:00 PM at night. Faye, Chief Editor, Mobile, GlobalNews. 
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8.4.3 Bondability 

The first round of interviews with participants in this case study was held at GlobalNews in the 

week after the launch of the inaugural iNewspaper application. The spirits of the Mobile Team 

were high. Everyone seemed excited about the future of the application in the marketplace. 

During follow up interviews, six months later, it was found that the second version — one 

designed more like a digital magazine, rather than a newspaper — was already under 

development. And now the energy in the Mobile Team was for creating ‘real engagement’ with 

the marketplace: 

I read an article in only the last couple of days that said that 70% to 77% of people who 

own an iPad spend more than 90 minutes per day using it, and that use tends to 

happen in the evening, and a lot of that time is spent engaging with news. So, I guess it 

justifies our belief that we now really need to be active in that space and leading the 

market... But now we are concerned with keeping them engaged with our content 

[stories] longer. Much longer, if possible... 

Yes it’s definitely a massive priority for us. How long people are spending with the 

brand or with the product. And with a digital magazine we feel people will spend a bit 

longer with the content. Also the digital magazine is probably closer in line with our 

brand in terms of what we’d like to have out there in the marketplace. Being a 

newspaper primarily, I guess it’s more in line with our business approach from a 

brand point of view as well. But also even from a logistical point of view – so we’ve 

already got a lot of skill sets in the building that are used to laying copy out on pages; 

laying pictures out on pages; and using the various tools that we use to lay out pages 

it is a very similar process for us to do in a digital magazine. So, I guess it probably 

just is a much better fit with our business than the current newspaper approach. 

Frank, Senior Site Producer, GlobalNews. 

Frank is making a point here that came up frequently in other interviews. That engagement with 

content supports brand differentiation on the mobile internet. Upon analysis these comments 

indicate that Frank thinks GlobalNews can differentiate their mobile content offerings from 

others by making them more engaging (richer in images, visual appearance and storyline). In 

other words, brand loyalty depends upon the bondability of a content offering. Bondability in 

this instance pertains to the visual attractiveness of the layouts and images — the Mobile Team 

expect people to be attracted to and spend more time on the site, because it is visually attractive. 

Richard, the Mobile Editor (with extensive experience in print media) expands on how they 

increase bondability in the storylines: 

So many stories now – just referring back to mobile – we are starting to use the time 

stamp (‘rolling updated stories’, as we call them). You might have seen them recently: 
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— during the Qantas stop-work incident: where you actually have a rolling story with 

three or four paragraphs of information, time stamped — so you have 9:55 update; 

then the 10:15 update; etcetera. I think that time stamping is going to become a lot 

more prevalent now. Given that people post and embed videos from YouTube. Or our 

reporters at the airport have just shot this interview with a disgruntled passenger — 

all that stuff — just gives you that sense of being in the moment and involved. 

From a mobile point of view that is just invaluable because if you are a Qantas 

customer, for example, who is on the way out to the airport, or at the airport, you can 

log on and get a real sense of what’s actually going on right now. Richard, Mobile 

Editor, GlobalNews. 

Here, in order to make the content more attractive, they make it more involving. They tease 

their audience to return. They feed little bits of information and create a series of successful 

experiences. In this sense, the brand that Frank mentioned earlier is built up in these 

experiences and is contributed to by people desiring to return to the source to find out more 

about the story. Brand is created by the popularity and accumulated usage of content. 

Carl at AusMedia, on the other hand, explains that brand (in the form of reputation) can lead 

people to content: 

Well, it’s our brand I guess we’re relying on! ...brand is so important to our news 

service in particular, which is why sometimes they [AusMedia News] hold back a bit — 

even if it means [Carl names two competing companies] sometimes beat us — online. 

But what is absolutely critical... is making sure that once it goes up there, it is 

completely defensible, unequivocal, it is right! Because the problem is if we mess with 

our Brand, it is very hard to retrieve. It is enormously valuable to us. Carl, 

Manager, New Services, AusMedia. 

This type of comment about brand and reputation is similar to the comments made in  Chapter 

5, by the people in the Journalism course at AusUni (describing the importance of their truth 

claims). Ultimately, the user experience of concern here is with the content (not the interface or 

the technology – these aspects are required to be invisible) and the provider expectation is that 

— “if we make it truthful”, they will bond with it, and indirectly with us (through the brand). If 

they believe it’s the truth, they will keep coming back for more, because they trust us (bond). 

8.4.4 Bond intensity 

In Chapter 3, Section 3.5.1 we saw that on the mobile internet user groups are self-selecting – 

they form fleetingly, based upon situational conditions, and then they transform or dissipate as 

the conditions change. In order to design and target content offerings towards such dynamic 

target markets, providers must have a very good understanding of quality of life and situational 
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factors. In order to achieve a sustained competitive advantage, providers must be able to find 

mass markets where their content offerings help many consumers to optimize their overall 

quality of life, by resolving frequent/every day or mass social predicaments. GlobalNews is in 

the business of resolving frequent/everyday social predicament (news) and Faye and Frank 

spend a lot of time searching for statistical evidence of mass market tendencies. 

We were sort of assuming, or I think maybe the industry was assuming, that 

people would use [the iPad] throughout the course of the day, and would be a lot more 

mobile than they actually are. What we learnt is that there is a large spike of traffic 

though the evening (between 6:00 and 10:00pm). ...combined with a large amount of 

user research, this suggests that people are actually using them at home rather than 

taking them out and using them in their work life. Wherever they take them, they’re 

certainly engaging with media (judging from the download and bandwidth 

evidence) including during the course of their working day. So that’s why we release 

new content and new editions of the digital magazine if you like. Frank, Senior Site 

Producer, GlobalNews. 

Faye strives to perfect their offering and increase the bond intensity between this mass market 

and their ongoing content offerings: 

And it’s our job to present the best news of the day in the best way we can. So we don’t 

do everything that the website does. At any one time they might have eight photo 

galleries up there, whereas we have one with 15 fantastic images. These might be 15 

totally different images to anything you’re going to find anywhere else. And so that’s 

where we add the value, and add the specialness to our product. The photos on the 

iPad, as you would know, are one of the most beautiful things. So that’s the beauty 

that we can add – it’s that intimacy that people have with the photos and the videos, 

in particular. Watching video on a fixed PC on the GlobalNews website isn’t a great 

experience or on [our competitions’ websites] for that matter — it’s not unique to us. 

Faye, Chief Editor, Mobile, GlobalNews. 

Richard and Rhonda (a journalist at GlobalNews) felt that consumers really want the content to 

be edited, parceled up into meaningful (rather than random) pieces: 

Sure! And we need to keep them coming back. Whether it is through showing them ‘the 

most read’ or ‘the top stories’ or ...using algorithms and information about where 

people have been and what they search for; in order to create a bespoke page for 

individuals. But when we ask people — do you think this is a good idea? They said well 

yes, to a point! But they still see our role of prioritizing news and telling them what is 

the most important story of the day – as a hugely vital part of what we have to offer. 
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I found that really interesting actually, that they still were sitting back and saying 

‘we are not going to do your job for you’ Richard, Mobile Editor, GlobalNews. 

Well the thing that bothers me the most about this move to actually going to the 

source — you know how people have access to things and instead of going necessarily 

to the GlobalNews website or actual paper to see if there’s been any police action 

overnight, they go to the police media site. I fear that we will lose that sense of 

editorializing — the good part of editorializing where someone somewhere is sifting 

through it and going: this is important for people to know; and this isn’t. That’s going 

to be lost if you don’t end up with people paying for it, and supporting it. 

...what I'm hoping for is to see them introduce a subscription. If you actually join, you 

get benefits. If you pay X amount of money every month, or you can lock yourself in 

for two years or whatever it is, you get a benefit that might be, you might get a tablet 

that you pay off, or access to all our content and mastheads, including the paper 

versions. Rhonda, Journalist, GlobalNews. 

In both the above cases the provider is thinking about customer loyalty (bond) and how to 

increase this by either locking them into a contract or increasing the value of the content 

through editorializing. In either case these value propositions are based upon quality of life 

outcomes: saving time and effort, by not having to sift through and think about what is 

important (Being); gaining access to lots of rich content (Having); becoming a member of a club 

(Being); feeling in tune with and part of what is happening (Loving, Being). 

8.5 The Bond Mode of conceptualization 

This study proposes that people will bond with mobile content offerings that help them to 

resolve their predicaments and optimize their quality of life. The greater the value the user 

places in the experience, the stronger the bond. 

The above depictions show an ongoing effort in the GlobalNews Mobile Team to build a mobile 

iNewspaper iPad application (and eventually magazine) for people to bond with. Sometimes 

they think about tying the market into a subscription; but mostly they are concerned with 

making the content and the user experience rich enough to elicit emotional and psychological 

responses. Throughout this chapter words have been highlighted in bold showing the 

emotive language that indicates the provider is personally engaged and emotionally involved in 

the project. An important distinction between the Predicament Mode (which these providers 

also frequently adopted) and the Bond Mode is the level of personal engagement the provider 

has in the content offering. The switch from one mode to the other is often recognizable by the 

change in language. In this case study (along with another twenty cases, please see Table 26 

Optimum competitive strategy, at the end of this chapter) the Bond Mode was dominant. This 
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means that although the providers also adopted the Predicament Mode (for example when they 

were actually analyzing and attending to the predicament situation, which is always present in a 

mobile content offering) they tended to be driven more by the Bond Mode. In the current case 

study the mobile content offering under investigation was pushed through the development 

process quite aggressively to get it into the marketplace first (before the competition). The 

Mobile Team was very driven and working under quite a lot of pressure to deliver this product to 

market. Besides spending late nights and weekends on the job (which is common in the news 

industry), their reputations were on the line. This was a high profile development. Everyone in 

the organization was aware of it and the Chief Executive Officer of the whole global operation 

was also on the news and in the media being interviewed about the release. Inevitably, the 

people on this team were chosen because they were enthusiastic and had personal interest and 

commitment to making it happen. Indeed, this tended to be true of many of the people 

interviewed during this study. Most were excited to be involved in their projects and felt they 

were doing something new and interesting. In this sense, the projects tended to attract people 

who were bound to make them happen. 

...by chance we found a woman who was a really great developer, for the P’s Kitchen 

iPhone app — but other than that she also was quite into food. Most people on that 

crazy team, the designer, the information architect and the producer, all ended up by 

chance actually being people who were really into food and cooking. Andrea, Head, 

Strategic Development, Innovation, AusMedia. 

There were four occasions during this study when project teams started in Predicament Mode 

(as their dominant mode) then switched, and the Bond Mode became the dominant mode. In 

these four cases (two of which are described in detail in the preceding chapters — the AusUni 

Spectrum Mobile Student Showcase, and the AusMedia Election App — the energy on the 

project changed and the team started to drive the project to a bonding outcome. It did appear, 

on these occasions that the dynamics of their organizations required them to become more 

forceful and committed. For example, in the AusUni example – the project team had difficulty 

finding resources and developers to help them with their mobile showcase, so they had to raise 

awareness in the organization by selling the benefits of the idea. In the case of the AusMedia 

election application, the audience incited the team towards this higher bond level. Audience 

feedback was so impressive that all the people interviewed in the study mentioned it and became 

encouraged by it. Carl, the Manager, News Services at AusMedia explains: 

Yes. As the technology changes and creates new opportunities, people are quick to 

tell us that they want to consume it differently, or in some cases even tell their own 

stories. Carl, Manager, New Services, AusMedia. 



Competitive Mobile Content Provision | Chapter 8: Bond Mode| Page 168 

 

In the fourth case the switch occurred for an individual, who then went on to try and champion 

the development in his organization. In this interview, Adam at AusUni had been describing, in 

quite a lot of detail, the process his unit went through to ‘mobilize’ a web application for student 

timetabling. He was quite clinical in his description and his voice remained calm and steady. He 

talked about the configuration of the servers; the tricky coding work required; the field tests 

they conducted with students, and so on. He was quite proud of this work and enjoyed 

explaining how involved he and his staff were in the usability of the finished product. When 

asked about what was next for this project he became very animated. 

Oh, the thing is the personalization, based upon your usage and your trends, makes 

it valuable. It has to be valuable. But the next step is how you then go about making it 

invaluable. Adam, Web Services Manager, Case 16, AusUni. 

Adam’s voice filled with excitement when he said the word ‘invaluable’. His eyes sparkled. When 

asked how this is done? He explained: 

So, for example, it’s [the Timetabling app] becoming now ubiquitous for students. It’s 

something they are doing on a regular basis — I don’t want to sound bad – but they 

rely upon it. It now becomes an invaluable thing. It now becomes like, almost an 

add-on. It becomes something that they go to on a regular basis. Something that they 

now think, I need to know something – so I am going to go here for it. So it’s 

invaluable to them. That’s the next step. Adam, Web Services Manager, AusUni. 

In summary, the Predicament to Bond Mode switch occurs when providers see an opportunity: 

where, having solved a consumer predicament, they wonder if they can create a bond 

experience. Here, providers tend to ask themselves “could we convert a typical predicament-

based offering into something that is more of a bond experience?” “Could we achieve that?” and 

“if so, how?” 

8.6 Discussion 

The hermeneutic analysis of data from Case 10 — The iNewspaper at GlobalNews highlights the 

strategic importance of establishing a bond between consumers and mobile content offerings. 

Similar evidence was collected in the other cases studied. 

The Bond Mode was adopted in twenty-one out of the thirty-four cases in this study. Seven cases 

used this mode exclusively, and the other fourteen switched into this mode while they dealt with 

the situational requirements of the user. A full listing of these cases is given in Chapter 5 but it is 

important to note that the Bond Mode was used by participants in all types of roles; at each of 

the five organizational levels; and in each of the case study organizations. This Mode is also 

adopted in four out of the five competitive strategies for mobile content provision. 
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According to the bond notion, mobile content offerings now have an important property: 

bondability. With this notion in mind, many of the discussions during the design and 

development phases make sense: 

For children, our upcoming [Play App] is another obvious opportunity because we 

know that a lot of children love it, and a lot of parents are letting their children play 

with the iPad or the iPhone to kind of distract them when they are doing other things. 

Or just because they think there’s some educational content on there. So is seemed 

like…again we have very strong children’s content at AusMedia and a strong brand 

in the children's market. So it seems like a good fit. Andrea, Head, Strategic 

Development, Innovation, AusMedia 

Here we see that the provider is aware that children will bond strongly with (love) their product, 

because they can play with the content (bondability characteristic), and prospective target 

markets (parents who wish to entertain, distract or educate their children) will be strongly 

attracted to AusMedia mobile content because it has a good reputation for building quality 

children’s content and this will help build up the brand (online presence). 

8.6.1 Visibility and online presence 

I remember just before I went on holiday we ran a photo gallery of Chris Judd 

marrying Rebecca Twigley. One of our customers asked –‘What are you doing this 

rubbish for? Why would I care about that?’ But you know ten others said these 

pictures were amazing! And then you look at the number of people who’ve looked at it 

— they loved it! I mean you get instant feedback and we know exactly how many 

people touch on it; we know how many minutes they spent watching it, reading it, 

listening to it, whatever. Faye, Chief Editor, Mobile, GlobalNews. 

Mobile content offerings are used by providers to establish and enhance their brand and to 

create an online presence. In the above example, Faye is referring to server and subscription 

metrics that feed internet search engine findings and rankings. Here we see that online presence 

is used to monitor the intensity of consumer and market bonding. 

On the ubiquitous mobile computing platform, mobile content bonding breeds success, because 

it creates online presence. In this sense, online presence may be understood as a reflection of 

engagement — not an entity (such as a website) or an identity (such as a Facebook profile), the 

two most prevalent meanings given to the concept in the literature (Ackland et al. 2010, Agarwal 

& Venkatesh 2003, Chen & Yen 2004, Stankovic 2008). If we were to depict a moment in time 

on the ubiquitous mobile computing platform it may look like a photo of the stars in the night 

sky. Each light in this galaxy of lights represents an interaction on this platform. Bright stars 

represent intense interaction (activity), as large numbers of users form into groups around 
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content offerings. The brighter the light, the larger the group engaged in this activity, in that 

particular instant. In this depiction, these lights (interactions) represent online presence 

which has been created by many people engaging with a content offering, all at once. Since 

these interactions are beginning to center on mobile content offerings, persistent online 

presence is established by providing rich personal experiences that users may bond with 

intensely – and therefore desire and consume constantly. 

People enter and navigate this environment, passing from mobile content offering to mobile 

content offering, utilizing the devices which they tend to carry with them most of the time — 

mobile phones — in combination with other ubiquitous computing systems and multipurpose 

information appliances. Given the diversity of devices, services, applications and opportunity for 

customization and personalization — in the mobile computing era, this individual computing 

platform is ever-changing, and as unique and personal as a thumbprint. And content offerings 

on the platform will be infinite, like the stars in the universe. This notion of online presence is 

helpful to content providers in order understand how to attract users in the dark space of virtual 

invisibility. It is only through creating bright lights of engagement around content offerings that 

the content provider will be noticed and stand-out amidst the competition. 

Many executive respondents in this study described the strategic importance of mobile content 

development as a means to create online presence and gain an early competitive advantage on 

the platform: 

We used to joke about the mobile phone being the fourth platform – and now I can 

unequivocally say, it is the first platform. Carl, Manager, New Services, AusMedia. 

At AusUni an Online Presence Enhancement Program is underway to assist academics to 

proceed towards online engagement maturity — from discovering and working effectively on the 

platform, through to participating in advanced tactical use of the platform and engaging in 

strategic transactions. 

Journalism students need to be able to increasingly use the internet to make, and find 

authoritative sources for their truth claims. Craig, Head of Journalism, AusUni. 

A critical development for individual and collective online presence at this university is 

for academics to design and drive their own online profiles. This way, as the central 

marketing group takes over the public facing website, academics can still present their 

own sophisticated, rich, often subtle and nuanced, content to attract prospective 

higher degree by research students and partners. Peter, Senior Academic, AusUni. 

As a content provider AusMedia seeks to create online presence, in order to gain an early 

competitive advantage in the imminent race for brand placement in the digital economy. 
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We think strategically about where the audience is, what’s going to be much loved by 

the audience and what’s going to play to the [AusMedia] strength. Andrea, Head, 

Strategic Development, Innovation, AusMedia. 

Eventually, in the ubiquitous mobile computing era when we are finally surrounded by the 

machine and each integrated into a global network of knowledge, these early experiences of the 

platform may seem prosaic. They may seem painfully naive. But for the time being this platform 

is a new adventure and the lessons are coming, hard and fast: 

...one of the banks had one of those technical glitches and they got really stuck back in 

the ‘no one will really suspect’ era of thinking. Nothing came through for six hours — it 

was very damaging to their brand because… some PR departments haven’t got with it 

at all because everyone, they all, just allowed this mass negative perception of 

them to grow throughout the day. At the newspaper we got 500/600 comments, 

that people couldn't access their accounts! And they [the bank] just didn’t say 

anything. And there was just no updates, no indication when it was going to end. 

...companies are waking up to the fact that you can’t just do that anymore. You just 

have to keep people up-to-date — which is great for us. So it’s just about harnessing 

that flow of information and giving it to people in consumable, bite size, snacky 

packages. (We're back to snacking again). But that’s what people will be expecting of 

us — especially on the mobile side. I think that rolling update stories will really shine. 

That way you keep people on the move, and right up-to-the-minute. Richard, Mobile 

Editor, GlobalNews. 

In some quarters, the mobile platform is seen as one of the integrating forces (another form of 

bonding) in the otherwise fragmented ecosystem of content: 

AusMedia has now formally recognized mobile as a fourth platform because we 

understand that audiences are fragmented. They want to reach our content, 

regardless of where they are, or when. So mobile allows our audiences to do that. 

...mobiles are a lot about convergence and integration. AusMedia has been producing 

content for radio, television and even online, for decades now. Mobile, as much as the 

web, is just a different device that people will be connecting to the web to access our 

content. Michelle, Mobile Executive Producer, AusMedia. 

8.6.2 Optimum competitive strategy 

...the overwhelming philosophy of the app is to represent GlobalNews. It wasn’t to 

create a brand new product; it’s actually just to provide a representation of the 

GlobalNews brand on that device. Faye, Chief Editor, Mobile, GlobalNews. 
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The Bond Mode is important in provider organizations because it offers a more powerful way of 

looking at prospective content offerings and markets on the mobile platform. Here, mobile 

content providers seek to create a strong bond between consumers and their content offerings. 

To repeat, in this mode providers often think about emotional ties. They use emotional words 

and language to narrate how users might respond to the content offering. It is a much stronger, 

individual, tied-to-the-end-consumer attitude. The kind of offering in this space is designed 

to be rich and engaging. This approach requires greater understanding and insight into the 

consumer's quality of life. 

At GlobalNews they intend to be in the market for the long term: 

...the expectation in the long term is that the National Broadband Network will open 

up the market for these things. But we actually don’t expect too many people out in the 

bush to have the iPads at this stage just because of those connectivity issues. Faye, 

Chief Editor, Mobile, GlobalNews. 

And they have a long term view of how they will build features into their mobile application to 

keep their target market engaged (bound to the product) (even when they are not online): 

Well, in terms of the way it functions, we’ve taken the decision (and in this we differ 

from the other states) — that we will provide live-updates from 5:30am, all through 

the day, until 2:00am. So at any time that they care to crack it open, wherever they 

are, they’ll find fresh latest, breaking news as well as ‘the best of’. So it’s combining the 

best of the web with the best of the newspaper in a format that they can use in a flash. 

It’s all there! Not only that but if they’re on a plane (and we did take this into 

consideration) or a train or a bus — once they’ve downloaded it, it’s theirs and they 

can still read it off-line. ...which not all apps provide. So you’ve got access to 

everything even when you’re disconnected... We’re really conscious of people’s usage 

behavior. Faye, Chief Editor, Mobile, GlobalNews. 

Their target marketing plans relate not only to location, but also to the quality and relevance of 

the news to individuals: 

Right now GlobalNews in Melbourne is ‘Victoria’s voice’, it’s not currently an 

individual suburbs’ voice. Maybe later we might be able to geo-target information (we 

have a segment on the screen where you can type in your postcode and you could get 

any stories relevant to you) and bring in our partner sites in local areas. Obviously 

we’ve got a whole bunch of news gatherers out there…feeding stuff into their websites 

that could then be geo-tagged and specifically targeted. Faye, Chief Editor, Mobile, 

GlobalNews. 
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GlobalNews tried to amortize the costs of their initial development across a national network of 

mastheads — whereby each masthead contributed seed funding for the development of an iPad 

application, that they would all share. It was thought that they could just drop in a graphic 

masthead (banner) to differentiate one publication from another. The Mobile Team in 

Melbourne, headed up by Faye, was responsible for overseeing the work. In the end they felt 

that the advantage of sharing the costs of development was far outweighed by the loss of control 

over essential parts of the information system, which they needed to make the offering valuable 

to consumers. 

I guess it’s probably something specific to our business which is the nature of the way 

that GlobalNews is constructed. That first application was done with a lot of 

restrictions. We had to, I think I was telling you at the time, we had to share it — one 

template — amongst about six or seven different mastheads and it really meant that 

we weren’t able to have the level of creativity or control that we wanted. But with the 

second version, that’s a lot different. So essentially the network, or the technical people 

within the network, are delivering a platform onto which we can build whatever we 

want. Now it’s our print designers who have been involved in doing some of the 

design. I guess we had a lot more ownership over it. So in that sense it’s a lot more 

exciting than working with something that was more templated and restrictive. Frank, 

Senior Site Producer, GlobalNews 

These comments pertain especially to the information architecture (IA), graphic design and user 

interface. The initial development dictated an IA that was not suitable to the Victorian audience. 

And there was not enough flexibility or capacity for the editors and multimedia designers to 

determine how each individual article would look. In the two dimensional environment of the 

mobile internet, these are important elements and features that may elicit the emotional and 

psychological response in users. Here again we see that the brand is differentiated by the user-

experience of engagement with the content (bond), not simply the logo. 

Finally, in this chapter qualitative evidence from thirty-four cases of mobile content offering 

engagement indicates that the optimum competitive strategy of mobile content providers is 

to build a strong bond between their content offerings and mass markets (shown as Strategy 4 

Table 26, below). All the other strategies that were observed during the case studies also 

involved establishing a tie between consumers and the mobile content offering to a greater or 

less extent. Mostly this was done by resolving predicaments, but there were seven cases where 

the bond was based upon strong, non-predicament, engagement with the content (cases 5, 6, 7, 

12, 20, 27 and 32). And in a number of cases the bond was used to direct consumers towards 

other content offerings. 
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Yeah. And in fact Foodi was a good example of that because it hit a particular 

demographic – possibly female 25 to 40 – and the local radio was actually quite keen 

to attract as well, so it was a way of exposing their content to that audience and 

hopefully driving them back to the local radio. Andrea, Head, Strategic Development, 

Innovation, Case 7, AusMedia. 

Table 26: Optimum competitive strategy 

Mode 
Strategy 
type Type of competitive strategy Cases 

Total 
Cases 

Predicament Mode Strategy 1 
Building mobile content 
offerings that resolve 
predicaments (bronze class). 

1, 8, 9, 13, 14, 16, 
18, 19, 23,  26, 28, 
29 & 31 

13 

Bond Mode Strategy 2 
Building mobile content 
offerings with which people may 
bond (silver class). 

5, 6, 7, 12, 20, 27 & 
32 7 

Predicament then 
Bond Mode Strategy 3 

Increasing the bondability of a 
predicament-based offering 
(bronze to gold class). 

4, 17, 24 & 33 4 

Bond Mode and 
Predicament Mode 

Strategy 4 
(optimum) 

Building strong bonds with mass 
markets — through mobile 
content offerings that help many 
people to optimize their overall 
quality of life, by resolving 
frequent/every day or mass 
predicaments (gold class). 

10, 11,15, 21, 22, 30 
& 34 7 

Bond then 
Predicament Mode Strategy 5 

Using the bonded offering to 
resolve predicaments (silver to 
gold class). 

2, 3 & 25 3 

8.6.3 Propositions for mobile content bonding 

Based on the above findings and notions of mobile content being at the center of market 

engagement and online presence, it is therefore proposed that: 

1. The greater the contribution to the consumer’s quality of life, the higher the value the 

consumer will place upon the mobile content offering. 

2. In some cases, the greater the contribution to the consumer’s quality of life, the stronger the 

bond (emotional, psychological and/or physical attachment) to that content offering. 

3. People will place a high value upon, and may bond with content offerings that allow them to 

resolve their everyday predicaments and to significantly optimize their quality of life. 

4. A bond between consumers and a mobile content offering is a source of competitive 

advantage because such a bond is less prone to breaking (people do not easily sever strong ties), 

making this type of offering much harder to copy or compete with. 
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8.7 Summary 

This chapter explained what mobile content bonding is and put forward a detailed case report 

showing people in a provider organization making critical business decisions, based upon the 

expectation that people will bond with their mobile content offerings. 

Qualitative evidence is presented indicating that providers select content offerings with which 

consumers in target markets may become bonded and spend much of their development time 

perfecting the bondable characteristics (such as the way the product looks and sounds; the 

storyline; or availability in remote areas; and so on) of the offering to optimize engagement. 

Providers are seen to be concerned with the bond between target users and their content 

offerings in nearly all of the thirty-four cases. In twenty-one of these cases they adopted the 

Bond Mode in order to drive their competitive business strategies, based upon the expectation 

that people will bond with their mobile content offerings. The Bond Mode involves searching for 

ways to increase the intensity of consumer interest in, and attachment to the offering, by closely 

matching it to their quality of life requirements and expectations in the moment of use. 

Providers search for and target situations where many consumers will have similar expectations 

and requirements based upon their quality of life, particularly in predicament situations. To do 

this, providers use an ‘intimate’ knowledge not only of the user but also of the user's 

predicament. In this way, mobile content offerings are used by providers to establish and 

enhance their brand, and create online presence. Online presence is seen as key measures of 

success and is used to monitor the intensity of consumer and market bonding. 

Finally, a number of propositions for mobile content bonding were provided, along with a 

description of how the bond approach tends to drive the most competitive strategies of 

providers on the mobile platform. 
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Chapter 9 Discussion 
9.1 Introduction 

The aim of this investigation was to identify and develop fruitful concepts, constructs and 

principles to aid mobile content provisioning. The central research question is: How can 

content providers understand and then tailor content for delivery to users of 

mobile devices in ever-changing life contexts? 

The empirical evidence of this study shows people in provider organizations purposefully 

changing their practices in order to build value into their mobile content offerings — based upon 

the end-user’s quality of life. A quality of life narrative was used to bring the consumer's mobile 

context and experience into focus in all the cases of this study. The quality of life narrative 

helped to create common understanding among, and concentrate the efforts of diverse groups of 

participants in the mobile content initiation, design and delivery processes. A predicament 

vignette within the narrative (a brief, evocative description of the problematic usage conditions 

and circumstances of the user in the critical moments of use) assisted providers to identify user 

tolerance levels and to specify content tailoring parameters. A notion of the user-in-a-

predicament was seen to be essential to the mobile content design process. This predicament-

focused approach helped providers to capture the important aspects of the user-context-

content-device dynamic, for each offering. The notion of a bond between the user and the 

mobile content offering was seen as a key measure of success. In an ever-changing usage context 

where users experience frequent interruptions to engagement, and rejection is very likely —

bondability was seen as a vital attribute for mobile content offerings. In this volatile and 

competitive environment, where consumption is entirely optional and users have access to 

ubiquitous alternatives (content and providers) – providers regarded the creation of a bond with 

large numbers of users (mass bonding) as the optimal strategy for sustained competitive 

advantage. 

This chapter presents the central findings of this study (summarized in Chapter 1) along with a 

final reflection on current literature, highlighting the implications for IS research. 

The contribution of this research, generalizability of the results, significance of this research, 

limitations and opportunities for follow-up research will be discussed in Chapter 10. 

9.2 Modular, micro information systems 

Finding 1:  Content providers shape their mobile content offerings into discrete, standalone 

modules — micro information systems — which may be associated with other 

systems. 
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Information system development is often seen as large-scale, highly complex and involving 

enormous projects and long time lines. Much of the IS literature describes enterprise-level 

technology and singular integrated entities such as “the information system” and “the 

organization”. However in the mobile sphere the computing function is being distributed 

(through the internet and other networks out to individual users and their mobile devices) away 

from the organization (Ruthven 2012, W3C 2011b, Tilson et al. 2011, Rickard 2011, Kimiloglu et 

al. 2011, Huang 2011, Australian Government 2011, Akram & Åkesson 2011, Vodanovich et al. 

2010, Quitney Anderson 2010, Pedersen 2010, Middleton 2010). As a result, organizational 

approaches to the IS development process appears to be changing. In this study mobile content 

providers are seen to be focusing their attention, resources and processes upon the development 

of micro information systems (in the form of mobile content offerings) which contain 

everything required by, and of value to the mobile technology user in the moment of use. These 

micro information systems are modular in nature. As modules they are self-sufficient, stand 

alone, and yet may be associated with other systems (with each other and with websites, for 

example). These modules may be distributed from multiple points at once — often from 

websites, application stores, enterprise information portals, learning management systems, and 

so on. In this study we see modules being developed in rapid, responsive ways that are more 

creative and involving, than methodical. Content experts take the lead and design team 

membership is fluid. And the process is content rather than technology driven. 

9.3 Two main modes of conceptualization 

Finding 2:  Providers have two main modes of conceptualizing their mobile content offerings 

— A Predicament Mode and a Bond Mode. 

In all thirty-four cases studied here providers were observed adopting and switching between 

two modes when conceptualizing (understanding) mobile content offerings: A Predicament 

Mode and a Bond Mode. This is shown in Table 27, below: 

Table 27: Modes and mode switches, by case 

Mode Switches Cases Total 

Predicament Mode P 1, 8, 9, 13, 14, 16, 18, 19, 23,  26, 28, 29 & 31 27 

P to B 4, 17, 24 & 33 

B & P 10, 11,15, 21, 22, 30 & 34 

B to P 2, 3, & 25 

Bond Mode B 5, 6, 7, 12, 20, 27 & 32 21 

P to B 4, 17, 24 & 33 

B & P 10, 11,15, 21, 22, 30 & 34 

B to P 2, 3, & 25 
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Both modes of conceptualization are related to the consumer’s quality of life. 

The people who are driving these modes of conceptualization within the case study organization 

tend to be content experts, with no particular mandate to do so. Although it is not currently 

within their role, they demand the creation of these new micro-information systems, then bring 

into service the resources and skill required to make these development happen — setting up a 

requirement towards the organization. It appears that this ad hoc practice is able to occur in 

otherwise controlled environments because it is small enough to fly under the radar of higher-

level corporate financial, technical and organizational controls. These developments (of micro-

information systems) are light-weight enough to cause very little stress on the existing 

structures of the organization. Nonetheless, the cost of these will in time mount up and become 

visible. Although the modules are quite self-sufficient, they do have a maintenance overhead 

that will eventually need to be reckoned with. 

In terms of modes of operating, the constant switching between these two modes has interesting 

implications for the field of IS. Here we see people comfortably (almost instinctively) switching 

back and forth between a problem-solving mode of thinking and a creative mode of thinking. This 

happens for all the participants, whatever role they play and wherever they are in the organization. 

It is also a form of group thinking. The way the group engages in the process. Most of the IS 

literature describes the design and development process as a linear and staged affair that can be 

modelled in decision paths and other structured diagrams. (This could be why the predicament 

(problem-solving) approach is more commonly used). People are organized into roles and projects 

and their relationships outlined in position statements, or in the terms of reference for the group. 

The field of IS tends to have a very systematic way of treating the creative contribution of people in 

IS projects. For example: ‘the designer’ does the creative thinking and the graphic work during ‘the 

design stage’ of the project. The other participants also have their scope: ‘the programmer’ does the 

coding; ‘the customer’ provides ‘the business’ requirements and so on. This, however, is not how 

people appear to be working together in the cases of this study. Here, everyone contributes to the 

design thinking. The decision making in these groups tended to happen by gestalt agreement, often 

after a free-wheeling creative thinking or problem-solving session. Sometimes quite illogical 

decisions were made because the group would suddenly abandon previous decisions and jump 

towards new ones that made more sense (for example the choice to build a digital magazine and get 

print designers into the Mobile Team at GlobalNews, just when they seemed to be gearing up to 

fine-tune an iNewspaper masthead system). In this sense, it would seem that the project 

management approach to IS development is not really working for these smaller, light-weight 

developments. The field of IS, and organizations of the future, may have to devise new ways to bring 

these energies and creative powers to bear on the problems of the future, rather than the problems 

of the past. The predicament-focussed approach described in this dissertation allows people (in 

micro information system development and design teams) to focus on future problems and 

opportunities. 
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9.4 The Predicament Mode (foremost competitive strategy) 

Finding 3: In the Predicament Mode mobile content providers tend to think about existing and 

potential mobile content offerings as ways of fixing/solving consumer predicaments. 

This approach was adopted in the majority of cases and constitutes the foremost 

competitive strategy on the mobile platform. The view of the user-in-a-predicament 

was seen as an essential part of mobile content design and development. 

In the majority of content offerings (twenty-seven out of thirty-four cases) a Predicament Mode 

of content conceptualization was used. Here, mobile content providers tended to think about 

existing and potential offerings as ways of fixing/solving consumer predicaments (like Sandra 

and Keith, at the beginning of the Spectrum Mobile Student Showcase project). This is a 

business-like, solution-oriented approach which is used more often because it is easy to 

conceive. It's the practical approach where providers ask: "What are the pains?" "How can we fix 

it?" Now, in the mobile context, the pains are a bit more than utilitarian, because the pains are 

also physical, emotional, psychological and social in nature. 

The Predicament Mode is seen to be the foremost (that which is used first, before any other 

approach) competitive strategy of mobile content providers. This was certainly the case in the 

AusMedia example detailed earlier in Chapter 7. It also appears to be the default approach, 

when providers do not have clear bond opportunity. 

One advantage of this approach in relation to IS development is the way it brings non-technical people 

into a problem-solving, requirement-gathering, specification-writing frame of mind. So long as the 

quality of life narrative is not lost, there is an opportunity here to bridge the gap — the transition from 

creative, blue-sky thinking to technical development — that IS business analysts and developers have 

traditionally struggled with. Often the initial enthusiasm and momentum of many IS projects have 

floundered on the harsh rocks of technical reality. Perhaps it is at the point where the project moves 

into production mode that many IS systems lose their way? Kalle Lyytinen and Mike Newman 

identify that many large scale IS change projects become “uncontrollable behemoths that are 

condemned to wander never reaching the ‘promised land’ of change” because the developers are 

‘uncertain’, the ‘context is ambiguous (changing)’ and/or the ‘designer’s cognition fails’. They propose 

a ‘punctuated socio-technical change model’ for large organizations (Lyytinen & Newman 2008 p. 

589). In other words, breaking down the project into smaller more accommodating parts – and 

proceeding in a way that brings the right people on board, at the right time. And this is what people in 

the cases of this study are observed doing. For want of a better explanation, it would seem that these 

mobile content (micro information system) projects are instances of this model at work. The main 

thing that seems to be missing is the overarching mission control that Lyytinen and Newman 

assumed would be in place and orchestrating the process across all the developments. 
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9.4.1 The predicament construct 

In terms of the predicament construct, many IS studies examine separate aspects of the mobile 

content experience. For example, sometimes the focus is upon the user (Iivari & Iivari 2011), or 

the context (Kjeldskov & Paay 2005), or the content (W3C 2011a, Hussain et al. 2009a), or the 

device (W3C 2011b, Kao et al. 2009). Feijoo et al (2009a) looked at the content and context; 

while Orbrist et al (2010) looked at the user in context. Helgason et al (2010) looked at the user 

and content in context. Many studies are concerned with the relationship between the device 

with one or two of the others — user, content or context (Middleton 2010, Meschtscherjakov 

2009, Wehmeyer 2007, Holzinger 2007, Wakefield & Whitten 2006). Very few studies capture 

all four elements of the user-context-content-device dynamic in a way that is useful for mobile 

content providers. Perhaps, based on observations in the current study, that it is in relation to 

mobile content provision and consumption that these four elements come into particular play? 

Youngjin Yoo (2010) describes ‘an experience’ which is made up of four dimensions —space, 

actors, time and artifacts — but these are hard to map to the mobile content experience (as 

described in Chapter 3). Indeed, Yoo saw a research opportunity into the development of theory 

to help the IS field to consider the feasibility, efficiency, and desirability of digital artifacts (such 

as their mobile content offerings). This study suggests that the predicament construct offers a 

way to contextualize ‘the experience’ in relation to mobile content. 

9.5 The Bond Mode (optimum competitive strategy) 

Finding 4: In the Bond Mode mobile content providers tend to think about creating a tie 

between their mobile content offering and the market. Establishing such a bond is 

seen to be the optimum competitive strategy on the mobile platform, so the 

bondability of offerings is critically important. 

The bond experience is an expression of something that goes beyond satisfaction. Target users 

will potentially experience great benefits from assimilating these micro information systems into 

their lives. In Chapter 3 it was shown that their evaluation of this experience is personal, 

instantaneous and encompasses the entire ubiquitous, mobile computing experience. Here one 

may point out that this evaluation also encompasses the entire micro information system 

development process — since it was this process that produced the offering and allowed content 

providers to recognize and build enough personal value into the experience. Here is another 

virtuous circle, in-as-far as the Bond Mode helps IS designers and developers to step outside the 

production mode of thinking and come to know their audience so well that they are in-tune with 

their real world, quality of life expectations and requirements. One advantage of the Bond Mode 

in relation to IS development, is the way it brings technical people into a creative, imaginative 

and open frame of mind. Again, so long as the quality of life narrative is not lost, there is an 
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opportunity here to aid the transition from technical development back to creative, blue-sky 

thinking — when the project is not producing satisfactory results (failing).  

Indeed, the two modes, and the switching back and forth between them, appear to be live real-

world examples of people in provider organizations bridging the socio-technical gap identified 

by Lyytinen and Newman. It is live switching that gives this decision-making process in these 

situations its responsiveness and in-tune-ness. Instead of waiting for ‘critical events’, these 

teams anticipate the requirements of their organizations and bring about change on a molecular 

level. Returning to the Lyytinen and Newman understanding of information system change, this 

appears to be the building system gradually reconfiguring the working system at a molecular 

level (where the change is minor, but pervasive), rather than in a cumulative, eventful or 

punctuated fashion (Lyytinen & Newman 2008). 

9.5.1 The bond construct 

There was widespread recognition by providers in this study that consumption on the mobile 

platform is optional. On this platform, providers recognize that they compete for users who have 

access to ubiquitous options, content and providers. 

The mobile internet really changes the demand on quality of journalists, in terms of 

the options that consumers or readers of journalism have available to them. It is just 

an extremely competitive world. Craig, Head of Journalism, AusUni. 

During this study, in all cases the provider was observed building a bond between the content 

offering and the target market. In all thirty-four cases the provider tried to create a bond with 

people by building value into the offering, to make it attractive and appealing to the target 

market — rather than by locking the user in (for example through the use of contracts or 

penalties). Most of the time this was the provider’s deliberate intention (twenty-one out of 

thirty-four cases – see Table 28 below) and sometimes this was indirectly achieved as the 

provider focused on predicament situations. It is important to note here that by targeting 

predicaments, the providers also inadvertently creates a low level potential bond with users 

(described in detail in  Chapter 7). 

Table 28: Instances of bond-building observed in the cases 

Bond building approaches Case instances Total 

Deliberate provider intention 2, 3, 4, 5, 6, 7, 10, 11, 12, 15, 17, 20, 
21, 22, 24, 25, 27, 30, 32, 33, 34 

21 

Indirectly achieved by helping 
people resolve predicaments 

1, 8, 9, 13, 14, 16, 18, 19, 23, 26, 
28, 29, 31 

13 

 Total 34 
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The potential bondability of mobile content offerings increases the higher the contribution to 

quality of life.  Table 29, following, presents an overview of the degree of bondability associated with 

each content offering examined in this study. The higher degree of bondability was achieved either 

by the intrinsic bonding qualities of the offering (for example the GlobalNews Twitter Site which 

users subscribe to in order be connected (bound) to a constant stream of local news tweets); or by 

deliberate manipulations and enhancements of the provider (for example the AusUni Induction 

App in which the providers added a peer-to-peer forum, in order to keep new students interested 

(bound) to the application during their first few weeks at university). In the remaining thirteen 

cases (where the degree of bondability was lower) the provider either focused on a predicament 

situation; or was yet to adapt the intrinsic bonding qualities of the offering (for example the AusUni 

Social Media Presence which had the potential to create a social network among prospective and 

current students by creating a community of engagement that extended out into the secondary 

school sector, but this was compromised because the provider used the channel for marketing and 

administration purposes. So, people were put off, (not engaged). 

Table 29: Cases by degree of bondability 

Bondability Cases Total 

High bondability 2, 3, 4, 5, 6, 7, 10, 11, 12, 15, 17, 20, 
21, 22, 24, 25, 27, 30, 32, 33, 34 

21 

Low bondability 1, 8, 9, 13, 14, 16, 18, 19, 23, 26, 
28, 29, 31 

13 

Total  34 

It is interesting to note that the cases listed in Table 28 and 29 are identical. This illustrates that 

the bondability of a mobile content offering increases when it is deliberately and intentionally 

addressed by a provider. Hence, it is neither an innate quality in the offering, nor solely a 

product of the mobile context. It arises through provider intervention (direct or indirect). 

9.6 The predicament to bond opportunity 

Finding 5: Occasionally providers switch between these modes when they see an opportunity 

to transform a predicament-based mobile content offering into something that is 

more of a bond experience. 

There are critical turning points in IS projects. In this study we see people switching between 

two very different modes of thinking and sometimes changing the direction their mobile content 

development projects are heading. Occasionally this was because they exhausted or were 

unsatisfied with the problem-solving approach, but mostly it was because they became aware of 

a greater opportunity for engagement.  
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So our initial assumptions were that people would be using [the AusMedia iPad app] at 

home, or while waiting for an airplane at the airport, while in transit, or maybe in the 

hairdresser or doctor while you wait for your turn: – in places where you don’t feel so 

exposed; in places where you feel that you can relax. We just thought that entertainment 

content would be well received by audiences there too. Funny enough [however] news is 

still the most popular content we have on the mobile platform – news has 500,000 views, 

compared to 5,000 views for entertainment. So we know now that news is really what 

people are after. Although our entertainment is also entertainment news, but we now 

have this notion. Michelle, Mobile Executive Producer, AusMedia. 

You can imagine the moment when the mobile team at AusMedia realized that ‘people still want 

news’. They had fallen in love with the idea of rich multimedia engagement (because this was 

what they all experienced with the release of the iPad). They ran with this idea throughout most 

of the development phase of their application, then they saw the 500,000 statistic. Pop, new and 

better idea – let’s make sure we keep the news and make it central! This is exactly opposite to 

what the GlobalNews Mobile Team did with their iPad development (where they built a news 

service first and then converted it to a digital magazine or richer, more entertaining content).  

While the The AusMedia iPad app and the GlobalNews iNewspaper iPad app were both seen by 

their providers as platforms with high bondability potential, and both providers said they were 

using these early offerings to ‘test the water’ and build a brand on the platform for commercial 

purposes (and thereby establish a first mover advantage); each organization adopted a very 

different strategy to achieve the same end result (which was to move into Zone I by creating the 

highest potential contribution to quality of life.) AusMedia started with rich, quality content 

(bondability), then considered bringing in their news and emergency alert services 

(predicament). GlobalNews started with news content (predicament), then worked on making 

the content richer and more engaging (bondability).  Both playing to their strengths. As the two 

most commercially-focused iPad offerings examined in this study they provide an interesting 

counterpoint, to illustrate the subtly and nuance of mobile content offering tailoring.  

According to participant accounts and observation, these switches in thinking modes tended to 

happen suddenly. Someone would propose a new idea (a new way to look at the situation) and 

the group would get behind it very quickly (or not). Given the impact these changes in direction 

may have on the outcome of the project, these moments seem significant, but the attention in 

the IS literature is more upon the critical ‘stages’, rather than moments, of development. In 

terms of decision making, moments like these should be fostered and enabled in IS 

development/change projects so that people feel confident about making ‘stop’, ‘go’ and ‘change’ 

decisions — so the wandering of ‘uncontrollable behemoths’ may have been averted. Approaches 

that help participants to become involved, know their exact context, and think like designers — 

seen to be useful in the development of micro information systems — may also be useful in 
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larger, more complex projects. Alternatively, if a project is so large or complex that the people 

on the project team do not feel confident in making ‘stop’, ‘go’ and ‘change’ decisions, then 

perhaps these projects are too big and need to be broken down into smaller more manageable 

parts. 

9.7 The Continuous Quality of Life Optimization Principle 

Finding 6: The link between these two modes of content conceptualization is the underlying 

awareness that the mobile platform connects providers with consumers in critical 

moments as they attempt to optimize their quality of life. Mobile content offerings 

are therefore designed and evaluated on the basis of their potential contribution 

to quality of life. This notion is captured in the Continuous Quality of Life 

Optimization Principle. 

As described throughout this dissertation, providers can be seen preparing their mobile content 

offerings to especially target users in predicament situations and to help them optimize their 

quality of life. This suggests that current ideas of utility and user satisfaction in Information 

Systems are not adequate to describe or understand the mobile content experience (discussed in 

next section). Value in these cases appears to be in relation to much more than utility — 

incorporating a rich tapestry of highly specific personal values of which utility is only one. The 

Continuous Quality of Life Optimization Principle gives a richer notion of the way people use 

this platform (and, it could be argued, all technology) which extends IS thinking about users, 

usage and context. In this study the principle has been used to examine micro information 

systems, in future studies it may be used to examine larger scale systems and other aspects of IS 

development and implementation. The relationship between humans and technology being 

what it is. 

9.8 User satisfaction is not enough 

Finding 7: User satisfaction is no longer an adequate way to describe or understand the 

intense, holistic and instantaneous way that people consume and engage with 

mobile content offerings. 

In terms of user satisfaction, providers seemed to understand this notion in multidimensional 

ways that encompass contribution to quality of life, bonding and predicament. Indeed, none of 

the providers in this study used the traditional satisfaction survey to measure user reactions to 

their offerings. Instead, at GlobalNews and AusMedia, they monitored user forums where they 

received far more personal and emotional accounts of the content experience. This type of 

anecdotal feedback was taken very seriously. Here the providers were interested in the extreme 

opinions: the ones that ‘loved’ or ‘hated’ the offering. They searched these extremes for 

information that would help them to fine-tune the offering and direct it more effectively towards 
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the most appropriate market segment — rather than as a way to improve its general desirability. 

This is a departure from the IS application of the user satisfaction concept, where the objective 

is mainly to find ways to standardize (rather than specialize) the product. 

The providers in this study were also more interested in the causes of content offering uptake 

and drop-off at specific times, rather than in gross adoption rates. At AusUni and GlobalNews 

for example, the usage patterns (gained from server logs and analytic engines) were compared to 

the anecdotal feedback in order to determine where the outer edges of the market interest lay. 

They wanted to understand the hills and troughs in the usage analytics heartbeat graphic (like 

the one in Google Analytics) rather than the demographic distribution of their target market. 

The staff at GlobalNews and AusMedia complained strongly about the limited access they had to 

this richer usage information from the Apple app store (where they distributed their iPad apps) 

and felt that this seriously compromised their tailoring capacity. 

In terms of usability (one of the principal approaches to mobile content design and development) 

the main concern is that this approach does not directly address the contribution such experiences 

make to the user’s quality of life (beyond utility and functionality). Other studies have tried to 

extend the usability construct to include emotional, cognitive and hedonic aspects of content design 

(Moritz & Meinel 2010, Hussain et al. 2009b, Hussain et al. 2009a, Ziefle & Bay 2005, Kjeldskov & 

Stage 2004, Venkatesh et al. 2003b), but these tend to treat the design process as staged affair that 

may be interrupted in order conduct usability testing (going out to parties who are external and 

remote to the design team to get them to endorse design decisions). In the current study designing 

mobile content is seen as an involving experience rather than a staged process. This is a very 

different understanding of design than the standard, established practices for design in the IS 

environment. In this study people make design decisions when they become involved in the quality 

of life narrative. In this sense the design happens through involvement rather than in stages. We see 

similar understandings of this involved notion in the “experienced-designer” (Boland 1989); the 

“involved-manager” described by Introna (Introna & Whittaker 2002); the “knowing-

designer”(Cross 2001); “the reflective designer” (Hovorka & Germonprez 2011); “the everyday 

innovators” described in Haddon (2005). But these types of studies are rare in the IS literature 

where design is seen as a science (Gregor & Jones 2007, Hevner & Chatterjee 2010, Hevner et al. 

2004, Hussain et al. 2009b, Iivari 2007, Nielsen 1999, Silverstone & Haddon 1996) and the 

majority of researchers regard it to be process-oriented. Some examples of these process-oriented 

frameworks: iterative; waterfall; agile; and now punctuated (Beck 2001, Hussain et al. 2009b, 

Lyytinen & Newman 2008). 

As discussed in  Chapter 3, the high volume of recent studies into user satisfaction would 

indicate that there is still critical concern for this aspect of system design in the IS field. 

However, the findings from the current study suggest that providers may be more concerned 

with the bond, than with satisfaction, when they look at user responses to their offerings. 
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9.9 Summary 

This chapter highlighted and discussed the main theoretical aspects of this investigation and 

their implications for IS research. A final reflection on current IS literature and a cross-case 

analysis of the findings explained how content providers can understand and then tailor content 

for delivery to users of mobile devices in ever-changing life contexts. 

The next chapter concludes with a discussion of the contribution and significance of this 

research, generalizability of the results and the limitations and opportunities for follow-up 

research.
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Chapter 10 Conclusion 
10.1 Introduction 

The previous chapter revisited the research question and discussed the main findings. 

This thesis provides a theoretical framework for mobile content provision based upon the 

Continuous Quality of Life Optimization Principle. Evidence shows that providers expect 

consumers to value and engage (bond) with mobile content offerings that help them to resolve 

everyday predicaments and optimize their quality of life. The user-predicament is seen to be 

essential to the mobile content offering (not the other way around).  And that on the mobile 

platform the bondability of an offering is a vital attribute for sustained competitive advantage. 

The Mobile Content Provision Decision Framework provides a way for researchers and content 

providers to understand the content requirements and expectations of users of mobile devices in 

ever-changing life contexts. This research contributes to the formulation of competitive mobile 

content strategy in provider organizations; and highlights the supportive modes of thinking and 

operating that enable content development and delivery by disparate working groups, within 

complex industry sectors. 

This chapter describes the significance and generalizability of the findings and highlights the 

contributions for researchers and practitioners in the Information Systems discipline, and the 

limitations and opportunities for further research. 

10.2 Significance and contributions of this research 

The data and findings in this research show that providers in the news, media, entertainment, 

and education sectors expect users to value and bond with mobile content offerings that help 

them to resolve their predicaments and optimize their quality of life. However, these findings 

are not industry-specific. The dynamic of the mobile experience remains the same, regardless of 

the type of content being delivered to the device — a dynamic in which the synergy between 

user-context-content-device is dictated by the predicament-of-the-mind (detailed in Chapter 4). 

It is on the mobile platform that this four-part dynamic seems to come into play and effect all 

interactions. It is in this sense that content can no longer be regarded in isolation, on the 

mobile platform. The field of Information Systems is struggling to assimilate this notion of 

integrated-content and continues to treat it as either a product, a by-product or outside the 

system. In the area of pervasive computing (which encompasses mobile computing) there is a 

convergence on ‘the experience’ (which incorporates space-actors-time-artefacts) — but it is still 

unclear how content is integrated into this experience. Is it part of the experience, or one of the 

artefacts? In this respect the notion from the current study of the user-in-a-predicament is a 

helpful way to understand the mobile, pervasive computing experience because it gives content 

providers (and all the other participants, for that matter) a framework to conceptualize the 
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fundamental requirements and expectations of their target user (he/she engaged in the 

experience). The notions of contribution to quality of life and bondibility are useful because they 

explain the value of content offerings, in relation to the predicament. 

The above concepts of contribution to quality of life, predicament and bondability, in relation to 

the provision of mobile content offerings, constitute the theoretical framework of this study. 

This framework and the associated constructs contribute to the IS body of knowledge in the 

following areas: 

• Contribution to quality of life theory: This research extends understanding within 

the IS field of the contribution that mobile technology, content and the internet are 

making to peoples’ quality of life. It builds on existing research by investigating the issue 

from the provider’s point of view, where past studies have looked mainly at the users’ 

point of view. Here we discover that providers are aware of and actively attempting to 

make their offerings compatible to the very specific quality of life requirements and 

expectations of a moving audience. The Mobile Content Provision Decision Framework 

supports evidence from studies of users and gives a number of theoretical construct to 

take the investigation further. 

• Usability and user satisfaction theory: current ideas of utility and user satisfaction 

in IS are not adequate to describe or understand the mobile content experience. This 

study proposes that the Continuous Quality of Life Optimization Principle as a better 

explanation when ‘satisfaction’ does not suffice. In the mobile, ubiquitous computing 

era providers seem to understand user satisfaction in multi-dimensional ways 

encompassing quality of life, bonding and predicament. 

• Acceptance and adoption theory: On the mobile computing platform value is 

placed upon the content at the moment of exchange. User evaluation on this platform is 

instantaneous and encompasses the entire mobile content experience. This is why the 

possibility of rejection is so high — there are so many things that can interfere with and 

disrupt this experience. The Consumer Quality of Life Filter (described in  Chapter 6) 

provides a visual representation of the fragility of the relationship between the user and 

mobile content offerings. Here we see a depiction of the mobile content user-context-

content-device dynamic. And all the things that must be in alignment, in the moment of 

use, for a content offering to be accepted by the user. This filter and the associated 

quality of life narrative, predicament vignette and bond construct offer providers a 

context-rich way to make their offerings appealing. More so, it can be argued, than 

current utility-oriented approaches like the Unified Theory of Acceptance and Use of 

Technology (Venkatesh et al. 2003a) or perceived usefulness and ease of use (Davis 

1989) which tend to focus almost exclusively on the user and the technology. 

• Sustained competitive advantage theory: sustained competitive advantage, 

particularly for commercial organizations, will depend upon establishing high levels of 
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user satisfaction with the mobile experience, in specific usage situations (predicaments). 

The trend here is towards responsive, highly specialized operations capable of 

producing such value-loaded outcomes for users. Since there is currently no model to 

explain competitive mobile content development, The Mobile Content Provision 

Decision Matrix is a viable alternative to VRIN (Barney 1991) and other resource-based 

approaches (Mata et al. 1995, Sirmon et al. 2007). It focuses on opportunity 

identification, allowing for the evolution of provider business models.  

• Design theory: Usability-driven and user-centred approaches to mobile content 

design and development are no longer capable of producing the highly tailored, value-

loaded product that mobile markets demand. Furthermore design decision making is 

seen in this study to be a group affair which cannot function unless the parties involved 

are able to create a shared vision that can foster collaboration and drive organizational 

change. The quality of life narrative, Predicament Vignette and bond construct create a 

common language and allow design groups to become involved in designing and thereby 

transcend intransigent or inflexible organizational culture. 

The main research outcomes are as follows: 

1. This thesis proposes a Mobile Content Provision Decision Framework to explain the way 

providers may increase the success of their mobile content offerings, by establishing a 

bond between these and markets on the mobile platform; 

2. This thesis also proposes a Mobile Content Provision Decision Matrix to determine the 

potential contribution to  quality of life and assist content providers to evaluate and 

strategically position their offerings in order to gain a sustained competitive advantage 

over rivals in a volatile network marketplace; 

3. This framework and model are based upon the Continuous Quality of Life Optimization 

Principle, which explains how consumers will value content offerings in an ever-

changing usage context (Techatassanasoontorn & Tanvisuth 2010, Choi et al. 2007); 

4. The predicament construct evidently bridges contextual dimensions to allow for a far 

more specific understanding of mobile user requirements and needs (Yoo 2010, 

Kjeldskov 2002, Kjeldskov & Paay 2005); 

5. The bond construct subsumes utilitarian notions of user satisfaction and engagement 

(Sullivan et al. 2009); and finally 

6. This thesis strongly recommends that the optimum strategy for providers on the mobile 

platform is to create strong bonds with mass markets — through mobile content 

offerings that help many consumers to optimize their overall quality of life, by resolving 

frequent/every day or mass social predicaments. 
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10.3 Contributions to practice 

With the mobile content offering becoming a prime commodity in the digital knowledge 

economy, many content providers are reviewing their existing product lines, market positions 

and business strategies in order to find opportunities to extend their operations onto the mobile 

platform and enhance their online presence.  

“Players with strong IP portfolios will be able to command better negotiating 

positions, new revenue streams, competitive positioning over the long term.” (Sharma 

2012, Slide 66) 

In terms of competitive mobile content provision, it is unwise for provider firms to try to  

boot-strap themselves into a competitive position. The mobile content experience is so transient and 

vulnerable that only those properties and affordances (manifest in the mobile content offering) that 

directly address the user’s needs in the moment of use will be recognized and valued — everything else 

(including brand, related products, past performance, potential future affordances and the provider) 

are external to this experience and will be disregarded. Providers who recognize the immediacy and 

transiency of this mobile moment stand the best chance of building pertinent and valuable offerings. 

Returning to the research question: How can content providers understand and then tailor 

content for delivery to users of mobile devices, in ever-changing life contexts? 

Mobile content is about user experience. Now, the emphasis is upon helping people to optimize 

their quality of life, and building a bond based on satisfaction and trust. Most importantly, the 

user predicament is essential to the mobile content offering (not the other way around) in-as-far 

as the content offering has no meaning to the mobile user, unless it is in relation to their 

immediate or imminent predicament. With these concepts in mind, the following ten 

recommendations are made to assist providers to understand their market and deliver offerings 

that will be successful in a highly competitive mobile marketplace: 

Recommendation 1: Stop taking a task-focused approach to content development (i.e. 

thinking that users come to the content for a purpose or to complete a task.)  

Instead, take a predicament-focused approach and ask “what predicaments would be solved or 

alleviated by the content I have to offer?” Then, from among these, choose the offerings with 

which people might bond. 

Recommendation 2: Find the compelling quality of life narrative for any mobile content 

offering under consideration. If one cannot be found, then that offering should not be pursued. 

Too much emphasis on technology, particularly at the early stages of a project, can obscure the 

quality of life narrative. 
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Recommendation 3: Use the Mobile Content Provision Decision Matrix as an ideation tool to 

analyze mobile content offerings, in the first instance, before making any further commitment to the 

offering.  

Many content offerings have strong narratives associated with them that will carry them a long 

way in an organization, consuming time, energy and resources, before they are discovered to be 

inappropriate for the mobile platform.  

The proposed Mobile Content Provision Decision Matrix is similar to other models used in the 

business world, for example: the SWOT Analysis Matrix or the Boston Consulting Group’s 

Growth-Share Matrix. Like these, the Mobile Content Provision Decision Matrix may be used 

by providers to plan, evaluate and prioritize their decisions, processes and operations at the 

executive level. 

Recommendation 4: When confronted by a multitude of possible offerings to develop, choose 

those that can be tailored to help the largest number of people to resolve frequently experienced 

predicament situations. 

These types of offering will provide broadest opportunity for continuous content engagement. 

Recommendation 5: Try to build a bond between the target user and the mobile content 

offering. 

Even predicament-focused offerings may offer a potential bond, if only to build brand loyalty. 

Recommendation 6: Think of the user-in-a-predicament (rather than as a persona or 

representative of a group of customers).  

It helps to focus on critical moments of use and tolerance levels and incorporate these into the 

design brief and the development specifications. 

Recommendation 7: Shape the mobile content offering into a discrete, standalone module — 

micro information system — which may be associated with other systems. 

On the mobile platform separation of content, presentation and technology can be detrimental 

to the user experience— so it is important that the user-context-content-device dynamic is dealt 

with as an integrated whole at all stages in the content design and development process.  

Separation is sometimes caused by the way expertise is organized in the project. If possible, 

content, design and technical expertise should not be separated into departments or stages 

during the project – but instead should be formed into an integrated design team. 
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Recommendation 8: Find people who have a rich understanding of the content (and 

therefore of the target consumer) and let them lead the process. They will provide the quality of 

life narrative and the energy the project needs to arrive at a successful outcome. Bring people in 

if their skills are needed, rather than as a matter of course. 

In particular, involve developers and technical staff in the quality of life narrative. 

Recommendation 9: Think of the market as a self-selecting group based on situational 

conditions, rather than as a demographic population. 

In the case of mobile content, rejection should be seen as the default attitude of prospective 

consumers on the platform and that only those offerings that have moderate to very high appeal 

as a means to optimize quality of life will be seriously considered. 

Recommendation 10: Use mobile content offerings to establish brand and to enhance online 

presence. Persistent online presence is established by providing rich personal experiences that 

users may bond with intensely – and therefore desire and consume constantly. 

Prospective mobile content providers will appreciate the insight they get into the competitive 

and organizational contexts connected with the case study vignettes developed in this study. 

These will also help them to judge the generalizability of the findings and discover where they 

apply more fittingly to their own context. Organizational characteristics such as, size, 

complexity, mode of product development (integrated, linear, ad hoc), reporting structures 

(hierarchical, equalitarian) may also have a bearing upon a content provider’s interpretation of 

the results and whether they see similarities within their own operation. 

Finally, many of the ideas and conceptual elements of this study were understood by 

participants in an instinctive, rather than an explicit way. By raising these concepts to a 

conscious level within provider organizations, deliberate actions may then be taken to align 

structures, processes and resources with strategic approaches to the development of commercial 

content and products, destined for the mobile platform. 

10.4 Generalizability of results 

Findings in qualitative studies are often less amenable to generalization because each subject’s 

situation is considered to be unique. The notion of generalizability however is a major concern 

in the field of Information Systems (Yin 2009, Seddon & Scheepers 2006, Klein & Myers 1999) 

and focuses on the question of whether research outcomes and findings from one or more cases 

can be applied to case studies in similar environments (Miles & Huberman 1994). The applied 

nature of the IS discipline requires that researchers also clearly describe their research findings 

in terms of their relevance to industry. An essential element of hermeneutics is a thorough 
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understanding of context and its influence upon a studied phenomenon. An understanding of 

the applicability of the findings to other situations is therefore facilitated through the use of 

hermeneutics. In the body of this dissertation ( Chapter 5 to 9) each significant idea that arises in 

a particular case is critically analysed in relation to the case study organization, and then out 

into the broader industry context. This form of explication ensures that the component thinking 

can be generalized to the next, higher level and ultimately on to the broad findings of the study. 

Attempts were made to strengthen the applicability of the findings of this research through the 

inclusion of a large and comprehensive group of participants; the selection of very different case study 

organizations; and the incorporation of evidence from the literature and secondary sources (see 

Figure 5 in  Chapter 4). Furthermore, the interpretations, as they were developed, were continually 

exposed to feedback from the study participants (in the form of follow-up interviews and transcript 

approvals); intra-case feedback; and feedback from external parties (see Table 11 in  Chapter 4). A 

dialogue was thereby established (hence the use of the term dialectic hermeneutics) between parties 

closely involved in the project and those that were more remote to the process, to ensure objectivity. 

As a result, the evolving hermeneutic thinking was criticized by a wide group of participants and the 

findings refined so that they matched the prototypical characteristics of the target of generalization (in 

this case other mobile content providers). For these reasons, it is reasonable to expect that the 

proposed theory and model can be applied to any other similar provider organization. 

Throughout this study the user predicament is seen to be essential to the mobile content offering (not 

the other way around) — in-as-far as the content offering has no meaning to the mobile user, unless it 

is in relation to their immediate or imminent predicament. This is true because, ultimately, 

individuals use mobile content to optimize their quality of life. There is nothing in this 

conceptualization which is particular to the cases, case organizations or participants. Hence, it is seen 

as a principle that is true in all instances of mobile content consumption. 

Hermeneutic analysis tells us that the conceptual modes of this study belong to the individual 

and are triggered by ‘disturbances in their tranquil existence’. The emotional responses 

described here are also personal, caused by a natural empathy and affinity providers have with 

the end user. In this respect, these modes of conceptualization (and the switches between them) 

appear to be instinctive human responses to the challenges of the mobile content environment, 

and not specific to any given case, role, organization, or industry. 

Finally, the notions of the modularity, discreetness and size of the mobile content micro 

information systems are not specific to industry, organization or type of provider — since they 

are dictated by the limitations of the device and circumstances of the user. This is further 

verified by the wide variety of technologies and contents which were brought together and 

incorporated into the mobile content offerings of this study (see complete case listing in Table 

22 on page 129). 
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10.5 Limitations and opportunities for follow-up research 

There are some limitations associated with this research that may provide opportunities for 

further research. These are: 

• The empirical evidence covers thirty-four cases of mobile content offerings. These 

examples are the first produced by the case study organizations. At this early stage in 

the ubiquitous mobile computing era, the thinking, attitude and experience of 

participants (and the organizations at large) seems quite immature. Hence, the resultant 

offerings must be viewed as inaugural attempts in a rapidly developing environment. 

These offerings may be very different to others produced by the same providers and by 

other types of providers, in the long run once industry and technology standards and 

conventions have settled into place. 

• Longitudinal studies in this research space may reveal deeper levels of thinking that 

were not visible in this study. As was stated earlier in Chapter 4, understanding is never 

considered to be static but is always expected to evolve (Gadamer et al. 2004). From a 

research point of view, as one moves from pre-understanding towards tentative 

solutions to problems, one accepts that “truth in hermeneutics (as in our daily 

experiences) refers only to the best informed and most coherent explanation on which 

there was agreement at the particular point in time” (von Zweck et al. 2008 p. 129). 

• This study looked into large and complex organizations with thousands of employees. 

While the conceptual approaches may be similar for sole operators, or people in small to 

medium or not for profit organizations – the communication and commercial 

imperatives are likely to be quite different. 

Fruitful avenues for further research: 

• Sustained competitive advantage: The Bond construct and Decision Matrix are 

designed to help providers to achieve a competitive advantage in a volatile network 

marketplace. It would be valuable to study a number of organizations who have applied 

these tools in order to determine if their use does improve competitive performance 

over a sustained period of time. 

• Measurement and testing instruments: During the study participants in the case 

study organizations said they would like to test the Continuous Quality of Life 

Optimization Principle using an articulated User Satisfaction instrument. Further 

research may lead to the construction and testing of a quantitative survey instrument 

for this purpose. 

• Other industry sectors: The education, media and news industries were selected in 

this study because these industries were seen to be the most affected by the emergence 

of the mobile platform, at the time of the study. Although the concepts, constructs and 
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principles of mobile content provision are seen to be generally valuable, it is important 

that they are tested in a broader range of industry sectors. 

• Content bonding: Longitudinal studies of the bond between consumers, content 

offerings and providers were suggested by parties in two of the case study organizations. 

This type of research would involve exploring the intensity of the bond between the 

consumer and a particular content offering; the length of time the bond existed; and the 

reasons why it was established and/or ended. 
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Appendix A — Example of field notes and 
observation sheets 
Pseudonyms are used here to adhere to Ethics requirements. 

Example of field notes 
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Example of observation sheet 

Pseudonyms are used here to adhere to Ethics requirements. 

Note that sentences are typed as they were written — cryptically. 

Purpose of observed meeting: To discuss the mobile content offering in consideration for 

the Chinese Teachers Training Centre. 

Location: Education Deans' Conference Room G-608. 

Time: 11:05am 

[BEGIN OBSERVATIONS] 
BS: 

XXXBank and XXX state govt department offering 500k over three year-negotiable for the 
development of mobile content offerings to support the teaching of Chinese language to year 9 
students (in order to reduce the attrition rate in the lead up to VCE) 
(NOTE: Free, open source, mobile friendly online tool to help children learn Chinese characters 
and Japanese characters by writing them -- http://www.skritter.com/) 

NB: 

Recommends skritter- site licence- used in Chinese 1 

User advantages of the FREE software (to the university) 

Character recognition 

General discussion about the Chinese character software 
 

[TIME STAMP: 11:10am] 

SG and Susan: 

[NOTE: Real experts had to qualify NB’s suggestion] 
• Pedagogical testing experience 
• SG’s experience with SecondLife for assessment, to teach + to interact with students 
• benefits and issues outlined 
• sophisticated response and description to content requirements focussing on user 

experience 
• Susan: Text based, computer mediated interactions 
• evaluating student learning outcomes 
• Task completion more important than the quality of the language 
• Voice communication 

[NOTE: BS and BB taking lots of notes] 
General discussion clarifying student feedback-interested, frustrated Resource issues 
NB: 

• Asks an informed question about teachers as users 
• Promoting non-teacher mediated solutions 

Hui: 

• describes her experience in China - students using websites and self-serve applications 
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SG: 

• Software can sit behind and evaluate performance 

Hui:  
• Cheater recognition 
• Sound recognition 

MG: 
• Attrition rates going into VCE from yr 9 
• Teachers are native speakers-issue — Student frustrated 
• Kids opting out 

SG: 

• Web 2.0-based platform 

MG: 

• Ultranet: 1600 schools linked to it — accessibility becoming an issue for rural schools 

JS: 

• Teachers use of Ultranet – what is their experience like? 

MG: 

• Dept given up on that 

BS: Students should be the focus here (to clarify the brief) 
SG: Descrubes Quiz on Moodle/SecondLife 
NB: “sloodle” – bridge between Second life + Moodle 
MG: Not too technical for teachers 
MB: can users -students + teacher - use this technology? 
MG:  

• Dept has skilled training in place for Moodle elearning-leader in each school 
• Curriculum 

SG: Fixed environments-We do everything in the back 
MG: Must match dept curriculum 
SG: IP The stuff you make yourself you own  
JS: Who will provide the multimedia skills? 
BS: IP licensing agreements need to be reviewed: especially if we are going to sell anything 
HM: VCE-ownership 
 

[TIME STAMP: 11:15am] 

Hui: 

• New curriculum is part of the cause of the attrition rate 
• Only 415 characters required for continuation 
• Charade learning is critical 

NB: 
• Need 2000 characters to communicate in China 

Susan: 

• Grade one primary levelMG: Dept point of view 
• 2 hours per week 
• Characters-student say there are too many 
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• LOTE politics 
• Who are the users 

 
[NOTE: Students are the end USERS] 

 

[NOTE: Mainly discussed teachers requirement so far] 

 

BS: 
concrete suggestions 
HM: Is this too detailed level-Getting into what students want? 
[NOTE: General disagreement – people wanted to look at the students for a while] 
 

[NOTE: Scoping discussion begins] 

MG:  
Research: Students felt the way they were taught was boring didn't want to go on with it 

• Yr 7-8 immersed in language 
• Interested in learning Chinese 
• Love ICT-games, task based 
• ENJOYABLE to the students-must be educational 
• Assessable 
• Achievement experience 

Susan: 

Did some research in why the use ICT 
MG:  

• SecondLife very appealing to the dept 
• Dept rolling out Laptops 

Hui: 

• Curriculum-Competition of native speakers very disheartening for speakers-second 
language 

• General discussion about decision to pull out - Not about love of language 

MG: 
• Heritage Language experience described 
• Cultural-background / family support 
• VCE competition - Risk-to ultimate result 
• classroom experience off putting 
• SecondLife very appealing 

HM: Using the Internet in Tertiary education 
Susan:  

• Face Book- Social Network experience 
• 15%-Internet in Japanese 
• 80% test performed by Susan with evidence of student experience. 
• BEEBO-like Facebook: secure-privacy better; Primary schools in UK use 
• Mobile phone Quiz 
• Correction of characters 

SG: Need to modify environment 
[NOTE: Described Sugita Mitra — TED. Com — OLD SOULS project] 
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NB: 
• Cloud Grandmothers 
• Linked up with students 
• Used Skype on mobile phones 

JP: CITC: Centre – don’t want to be seen to be competing against them 
BS:  

• Writing the proposal with what is needed. 
• Every one to bio provide to Rachel 
• Describe PACKAGES 

BB: KPl 's-What we will deliver + how we will deliver it. 

 
[NOTE: ENGAGEMENT DISCUSSION BEGINS] 

 
Hui:  

• Inter-cultural communications valuable 
• Traditional 

JS: can purchase multimedia from outside 
M G & SG: 

• Involving undergraduate students 
• Buddies / mentors 
• Build it into coursework? 
• Role models 

Susan:  

• Start with a static offering 
• Students in Uni to build some content? 

[TIME STAMP: 11:50am] 
[NOTE: Mandy arrives late Adam gave Mandy a synopsis of what was said in the meeting] 

ENGAGEMENT – MORE DISCUSSION 

 
Adam: online + students / teacher - Bridge? 
MG:  

• Online will replace text book 
• Teacher moderates the tool 

SG: Text book suppliers bring into the online environment 
MG: Conceptual, cognitive-critical thinking 
MHW:  

Likes PEER SUPPORT + GRANDMOTHER 
• Group Work:- 
• Wimba Voice = 3 minutes recording sampling. 
• Peer assisted program 
• Fear factor 

RS: Ann-Maree-VLE program good contact 
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MH:  
• Budget-developer 
• Moodle 
• NB to help 
• Carbone-IT student coders 

Hui:  

• Bilingual needed 
• Non plains characters 
• Avatar bots 
• Interactive agents AI 
• Programmed –AIML 

MHW: 

• Textbook publisher could be on board 
• OPEN SIM-Gippsland crew 
• Resource discussion:-Programmer-Second life 

BS + BB: Need submission -2 pages 
JS: 

• Software wish list-look at Susan project and finding 
• Live doc 

JD: Research comment 
BS: Content in report, due in 2 weeks 
JS:  

• Headings according to main discussion points 
• ERD -in 2 weeks 
• Balsamiq Mockups diagram  

BB & BS: 
• Costing 
• Budgets:- 

[TIME STAMP: 12:10pm] 

MEETING ENDS 
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Appendix B — Extract from interview 
transcription 
[Start extract] 

Transcription: Interview with xxx  

10:00am, Thursday 19 August 2010 

Consent signed and recorded 

 

Thank you for meeting with me. What is the title of your role?  

I’m Mobile Producer for the xxx. 

How would you describe your role in respect of developing content for delivery to 

users of mobile phones and iPads? 

My role is focussed on strategy, so it’s understanding where users are going to, and providing a 

vision to the xxx, and leading the xxx on where we should be, hopefully even before audiences 

get there. 

And therefore, you have a high level of influence on the decisions made in this 

space?  

In mobile, yes, but again this is very new to the xxx. I mean we are just celebrating that the xxx 

has been formal launched the mobile platform. I don’t know if you’ve seen downstairs the big 

“enter something new online, mobile” banner as you came into the building?   

The xxx is now formally recognizing the mobile as a fourth platform because we understand 

that audiences are fragmented. They want to reach our content, regardless of where they are, or 

when. So mobile allows our audiences to do that. So with the launch of the new xxx News 24 

streaming channel that we have available on the iPad and iPhone applications -- we are 

exploring new ways get people involved. 

With this fourth platform, I’m interested to know how you see that in relation to 

all your other platforms? 

Yeah, mobiles are a lot about convergence. So the xxx has been producing content for radio, 

television and even online, for decades now. Mobile, as much as the web, is just a different 

device that people will be connecting to the web to access our content. Because of those different 

devices and the different operating systems, there are modifications that we need to do to our 

menu of programming per se. And those modifications are not just in the front-end, but also in 

the back end. So what I’m telling you is that as mobile producer, I’m working on the mobile 

strategy: it’s not just thinking about the building of one single application, it’s also the impact 

that platform is going to have on our existing infrastructure. And what we need to do to adapt. 
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What kind of investment is needed? And then provide information to our senior managers who 

make the decisions. 

Will your senior managers be making decisions about possible markets? 

Possible markets, possible programs, and possible content that would interest them. We have 

created a mobile commissioning process which is an internal thing, because there is so 

much interest from everyone within the xxx to do something on mobile. Obviously being funded 

by tax payer money, we don’t really… Well, I think even if we were not funded by public money, 

we wouldn’t have infinite money to invest in everything that we want to do — so we created this 

mobile commissioning process to select the ideas that are attractive. And so people who have 

their ideas, they have the opportunity to pitch them, and say why those ideas will be relevant to 

the public that they had in mind. 

So those ideas come up from all around the xxx?   

All around the xxx, yeah. This is beginning to flourish right now. It’s very early days but it’s 

really interesting to see how people want to get involved, and they want to do things for mobile.  

So what mobile content is the xxx producing right now? 

Do you mind if I just show you what we have done for the iPhone and the iPad recently? 

Note: xxx picks up her iPad 

It’s not just iPhone and iPad, I mean we do stuff for a lot of platforms as well. 

You’ve got Google Android applications? 

Yeah, we have two android applications. But obviously one of the reasons why we are developing 

one platform more than the other, it’s because of how we follow our analytics and trends to see 

where our audiences are actually using the mobile internet. Because although a device could 

be super popular at a particular time, but if your numbers are still telling you that you have 73% 

of your audience on another operating system, then that’s a big incentive. 

So usage analytics influence your decisions?   

Yes.   

So, hopefully the internet connection here is going to be good enough to show you that. Okay, so 

it’s still loading. 

So what we have done for this xxx iPad application, because it was a first for the xxx, we kept it 

generic and converging as much content as we could from different areas of the xxx.  Obviously 

news is one of the main offerings from xxx online and it needed a prominent space here, because 

we know users will be looking for that content. But we also try to bring an entertainment level, 

because we understand that this device is not going to be the one that you take everywhere with 
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you. Actually, it might be the one you take everywhere with you, but you might not feel as 

comfortable to just open that in a bus stop, or something to read the news.  

So our initial assumptions were that people would be using xxx app at home, or while waiting 

for an airplane at the airport, while in transit, or maybe in the hairdresser or doctor while you 

wait for your turn: – in places where you don’t feel so exposed; in places where you feel that you 

can relax. We just thought that entertainment... would be well received by audiences there too. 

Funny enough news is still the most popular content we have on the mobile platform – news has 

500,000 views compared to 5,000 views for entertainment. So we know that news is really what 

people are after. Although our entertainment is also entertainment news, but we now have this 

notion. 

Is that about web information rather than mobile content? 

We use a lot of combined analytics to plan our new products. Here in Australia, no one has ever 

developed anything for this device before. This is a brand new device market. The way it 

behaves: with four different orientations, and multi-touch capabilities, it was new for everyone, 

and I think no one knew what to do. So that’s why we engaged mobile experience studies, to do 

some initial research and focus on where we wanted to go. But we were looking into our 

WebTrends, analytics. We were looking into our mobile analytics. We were looking into world 

analytics that have been developed in the US and Europe. Obviously because the iPad was 

launched in the US before here in Australia. 

[End extract] 
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Appendix C — Case study interview protocol 
Interviewee demographics 

Title First name Surname 

Organization 

Division, department, group, work unit 

Address 

Phone Fax Email 

Date of interview  

Time of interview  

Duration  

Venue of interview  

Interviewer  

 

Education and 

training__________________________________________________ 

Male____   Female____ 

Career: 

Number of years with organization________ 

Position title__________________________ 

Reporting to__________________________ 

Role: How would you describe your role in respect of developing content for delivery to users of 

Multipurpose Information Appliances (MIA) such as mobile phones, iPads, etc.? 

What is your level of influence over decisions made about which content offering to produce 

and who to target them towards? 
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Key case study questions 

What: Mobile content offerings does your organization have to offer?  

(INCLUDE A DETAILED DESCRIPTION OF SELECTED CONTENT OFFERING ON THE FACT SHEET. 

Ask for the name of someone who can provide these details). 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________ 

Why: Briefly explain why you select certain MIA content offerings to develop, over others? 

• What are your main reasons? 

• What information do you have to base the decision upon? 

• Who helps you to decide? 

• How do you prioritise the options? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________ 

Success: Identify the mobile content offering/s produced by your organization that you think are, or 

will be the most successful? Explain why? Describe how success in these cases is defined and measured. 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 
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Process: Briefly explain the process used in your organization to develop content for delivery to users 

of mobile devices such as mobile phones? (Key participants, decision makers, activities, milestones, 

interactions, workflows, etc.). 

• Is this process the same for content developed for other purposes? (Website, add 

campaign, etc.) Why? 

• How are you involved in this process? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________ 

Usage context: Is special consideration given to the content user’s ever-changing context or 

predicament during the process of developing mobile content offerings? Why? 

• Are situation, location, time, history of use important considerations? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

Target marketing: Please explain what marketing and targeting activities your organization engages 

in to identify, find, attract or acquire a market for mobile content offerings? 

• How do you obtain information about these markets? 

• Do you segment these markets? How? (According to what type of demographics, 

characteristics, criteria?) 

• Is special consideration given to the content user’s ever-changing context, situation 

and/or predicament in the moment of use when you define or segment the target 

market for MIA content offerings? Why? 
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__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

Content user: Who is most likely to use this mobile content offering (select one of the successful 

content offerings identified earlier)? Why? 

• Are there drivers other than utility (functionality) that determine who is going to be 

attracted to the content offering? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________ 

Tailoring: How was this mobile content offering tailored to meet the content users’ specific needs and 

expectations? Why? 

• What were these specific needs and expectations, and how were they identified? 

• Are there drivers other than utility (functionality) that influence how the offering is 

tailored? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________ 
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Value: How do you set the price/value for mobile content offerings? Why? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

User Satisfaction: How do you assess user satisfaction with mobile content offerings? (Surveys, 

focus groups, interview users, sales figures, etc.) Briefly explain: 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

What areas do you think need improvement in your mobile content tailoring and targeting approaches and 

processes? Why? 

• What would you have done differently? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

Is there anything important about the way you select, tailor and target mobile content offerings that we 

have not discussed yet? 
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Finishing off 

What do you think is the most interesting part of your story to others? Why? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

Are there any specific areas that you would like to see included/excluded in this research 

instrument? Why? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

Is there someone else in your organization that you think I should contact who may have critical 

information about why MIA content offerings are selected, tailored and targeted? 

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

__________________________________________________________________

_________________________________________________ 

The end 
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Appendix D — Conceptual models 
Three examples of interim conceptual models for mobile content offerings. 

Model, version 1— presented at OASIS, 2010 

 

Model, version 2 — presented to Project Advisory 

Committee, June 2011 
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Model, version 3 — presented at OASIS, 2011 
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Appendix E — Extract of an NVivo coding 
report 
 [Start of extract from the ‘Personalization” code] 

Reference 1 - 0.36% Coverage 

What will you do at your end to make it suitable for the mobile phone? 

Well, we’ll display it differently and potentially also personalize it more. And the personalization 

will involve: we can personalize it to your device, and we can personalize it to you, the individual 

person. [Note: Adam pauses and hold up his hands] Beautiful, isn’t it? 

Reference 2 - 0.69% Coverage 

Is there anything that is going to impact on how much time a person might be willing to give? 

Using timetable for example: say I know that I have a class at 3:00pm and I need to find it. The 

phone, the thing in front of me, is the only thing I can use right now to find what I need. I’m 

going to be exceptionally tolerant of speed and all those things that may make it hard to find. 

I’m going to go, damn it, come hell or high water, I’m finding what I want. If you make it easy 

for me to find, under these circumstances, I am going to absolutely wrapped. 

Reference 3 - 0.51% Coverage 

What is it about that marketing content that makes it undesirable? 

Well, if we are talking to the students it will come down to the personalization of things. That 

marketing content is impersonal. People are exceptionally wary, or cautious of unsolicited 

communication. SMS’s, IM’s the whole lot. Especially when they are so spam-like. 

Reference 4 - 0.84% Coverage 

I think we are much more concerned with the user now. With mobile: people are a lot less 

tolerant of superfluous information. They are after stuff that is “theirs”. They want it to be 

targeted towards them. They want to be able to find the things that they want quickly. In terms 

of application for things like the iPhone -- people, using, doing things, for example on twitter 

and FaceBook -- they are saying “I’m interested in that sort of stuff so I am going to look for, and 

follow those people”. Whereas, in the past, "I’ll go read that website." 

Reference 5 - 0.47% Coverage 

Can I use another example, Netflicks in America. A classic example. Same sort of thing. Based 

on your pattern of watching movies, they suggest additional movies. But you can be very wide 

and varied, but the suggestions are amazing. And they are popular because of that thing. 

[End of extract] 
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