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Abstract. Adoption of mobile services and m-business outnimas not yet
reached expectations. The uncertainties in m-comereme still many occasioning
a need to explore challenges and opportunities Staidy provides empirical data
on perceptions of value proposition in m-commeroenfthe supplier as well as
the demand side. The first is addressed in anvietsrstudy with newspaper
publishers that offer mobile services, and the séda a broad survey of 1388
mobile service users. The findings show that theme similarities as well as
differences in perceptions of value held by seryiaaviders and users of mobile
services. Ubiquity and service provider/user relahip were identified as
general service characteristics whereas localizapersonalization, convenience
and socialization were identified to be mobile sgrwalue dimensions. The aim
is to provide useful insights for service providecs better meet the market
demands in consumer m-commerce.
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1. Introduction

New and improved technology in computing and taiecenable anytime,
anywhere access to mobile services in mass-saalagih a multitude of devices
(Lyytinen & Yoo, 2002). Today, the penetration obloie phones is very high, in
2006 as high as 110% in both Italy and Sweden @GEiyien this, hopes for
lucrative business of mobile services have growroramservice providers.
However, in spite of this development the mobileviee market has not met
expectations (see e.g. Carlssral, 2006; Constantinoet al, 2005).



A growing body of research into mobile services andommerce has sough
to understand the reasons for this disappointimgldepment (Amit & Zott, 2001,
Carlssoret al, 2005; Constantinou et. al., 2006; Makatal, 2006; Pederseet
al., 2002; Samtinet al, 2003; Sarkeet al, 2003; Vrechopoulost al, 2003).
Among the explanations are usability factors, tedbgical factors and business
model related factors. Indeed, the sources of taiogy are many (Tilsoet al,
2004). One of these uncertainties is related tadlaive novelty of m-commerce,
making it very difficult to calculate how peoplet@s a respone to a new services.
The rapid introduction of new mobile technology ar&lv services has led to a
situation where new appliances and services arergmented with. As people are
introduced to new technology uses, initially iinsegrated with daily habits. The
ubiquity of mobile services challenges peoplest@bits, and these are difficult
to break (Jessup & Robey, 2002). In turn, as usenpa changes new demands
and expectations emerge which leads to uncertaimbyit what people value and
are willing to pay for (Tilsoret al, 2004)? Thus, understanding value proposition
in m-commerce is indeed a pressing issue.

As pointed out by Keen and Mackintosh (2001) thera need to understand
the supply side as well as the demand side of yadaposition. In line with this
argument this paper will seek to understand vahopgsition in m-commerce by
empirically addressing both sides. With the abavemind, this research is set out
to conduct a study that explores the various aspefcvalue proposition in m-
commerce by addressing the research quegtion: do content providers define
value proposition of mobile services and how aeséhvalues perceived by users
(consumers).The study is limited to the value proposition rethtto services
offered to a wide audience on a consumer markes. @dper aims at contributing
to the understanding of value proposition in m-caroe by providing service
providers with useful insights to better meet trerket demands.

The context studied here is newspaper organizatéfiesing mobile services
to a wide audience. This is a good setting to stsidge the possibilities and
opportunities in m-commerce are especially attvacto these companies (Ziv,
2005). Their core business is information and neexvices In addition, this
industry is undergoing radical change towards auitbus media environment
within which mobile services offered in the telecorfrastructure is an important
part (Akesson & Ihistrém, 2006). Moreover, as thsappointments described
above have been experienced by these organizatnisssetting is especially
interesting to study.

The remainder of this paper is structured as falo8ection 2 presents a brief
overview of literature addressing mobility and v&juroposition in m-commerce.
Then, a description of the chosen research apprisagikien in section 3, and the
empirical findings are presented in section 4. T&ifllowed by a discussion of
the findings in section 5, and finally, in secti6rsome concluding implications
will be discussed.



2. Value proposition in m-commerce

Value proposition is a classical concept in mariggind can be understood as the
relationship between an offer and customer needdadi? 1998). In the case of
consumer mobile services the value proposition lmaro satisfy user needs of
information such as news and stock-market reportenertainment such as
games and music downloads in mobile settings (€]ag001; Camponovo &
Pigneur, 2003). Value proposition in m-commerceldown the fundemental
benefits of mobility.

The concept of mobility is not limited to user’sygical movements, mobility
is also related to the interaction people perfokak{hara, & Sgrensen, 2001).
There are three dimensions to mobilggatiality, temporalityand contextuality
Spatiality refers to geographical movements of siseid resources, temporality to
time aspects, and contextuality to physical andasocacumstances.

Still, the most fundamental benefit of mobile seed is of course the ability to
wirelessly access services in different locatiomsl ahrough mobile devices
(Lyytinen & Yoo, 2002). This enables to make useusér’s location in service
offers. Location-based services add value by uttizhis information and are
regarded as a core feature of future mobile sesvarel a possible source for
revenue growth (Tilsost al, 2004).

Another beneficial feature of mobile services igspealization (Abowd &
Mynatt, 2000; Lyytinen & Yoo, 2002; Rao & Minakaki2003). Personalization
increases personal relevance by making it posdibleustomize services to
personal preferences and interests.

Temporality or time aspects are of course also mapd for customization.
Mobile value can differ depending on time settidn¢kar & Dincau, 2002).
Alerting services and remainder services can bevaltie in time critical
arrangements. Services such as games and enteztdgirgan be of value for
killing time or having fun. In situations where dei@me slots, such as waiting for
flight, efficiency ambitions might be the benefftusing mobile services.

However, benefits of mobile services are perceiddterently in different
contexts (Mallatet al, 2006). In a study investigating mobile ticketisgrvices
for public transportation Mallagt al. (2006) found that intention to use mobile
services are influenced by use situation circuntg&susuch as availability of other
alternatives and time pressure in the service usati®n. This indicates that
benefits of mobile services are dependent on thatgn in which they are used.

In the Telecom industry, the value of mobile sessits strongly related to the
features described above. NTT DoCoMo [2] presenisiglines including the
features; constant updates, that content needs téebr and comprehensive, and
to provide accesses to related information, Fuythiee services need to be
readable, understandable and esthetically atteaciihese are the minimum
requirements for publishing content in the NTT D&eo portal for i-mode



services. NTT DoCoMo has defined that to provideruslue at an affordable
price services need to provide immediacy, ubiqurgbility and utility. In other
words, the services need to be available when dretever the user needs them.
At Nokia [3], mobile service experience quality isgarded as having two
dimensions: reliability and comfort. Reliability described as the availability
(anywhere), accessibility (anytime), and maintailitgbof the content, network
and/or user device application. On the other haod)fort is described as the
guality of content, the bearer service and/or tkware features of the device
(ease of use).

There is also literature addressing value more iSpaty related to m-
commerce such as m-business value-chains (Campo&oRgnuer, 2003), a
framework explaining customer and network valuatreh to business viability
(Bauman et. al., 2005), and exploration of atteisuperceived as important by
consumers for making m-commerce choices (Mahatamaek al., 2004). Value
proposition has been explicitly addressed with ggested conceptual framework
for m-commerce described as a value life-cycle é@stlder & Pigneur, 2003),
and a typology for value proposition dimensionsa(ké, 2001). Clarke (2001)
summarizes the unique value proposition dimensrefeged to m-commerce to
be:ubiquity, convenience, localizatioandpersonalizatior(see Figure 1).

Ubiquity \ /Localization

m-commer ce

Per sonalization Convenience

Figure 1. Value proposition of mobile commerce (Clarke, 2001137.

Ubiquity refers to value offerings that will be providedegmvhere and
anytime.Conveniences related to the factors creating time and plaiildy for
users, i.e. the service can be used at their cagvesmLocalizationis about value
is on the relevance depending on users geograplpeaition. Finally,
personalizationregards value propositions based on individual guegfces.
Clarke (2001) suggests this to be a generic togotogunderstand customer
benefits from m-commerce.

Given this portrayal, it can be acknowledged ttdti®s of mobile services are
unique. Consequently, value proposition is diffictdb communicate to the
intended audience (Ostwalder & Pigneur, 2003). 1@ffe mobile services is
certainly a complex adventure for service providanganizations. The goal with
this study is to contribute to reducing this comle In this paper, the typology



by Clarke (2001) will serve as a typology to anelyaublishers and users
perceptions of mobile service value. In this paperaim is to investigate what
publishers intended values are and how users that Adopted mobile services
and regularly use them value, rather than explginmat drove them to use
mobile services in the first place. Therefore tiggpotogy by Clarke (2001) is
suitable. First, this typology is generic in thebddresses the benefits described
above, second it addresses mobile service value & m-commerce perspective
in that these values are seen as value dimensioasnwobile service from a
consumer perspective rather than as dimensiorseahbbility concept.

3. Research approach

The research presented in this paper was carriedithin a two-year European
research project exploring future mobile news sew,i DigiNews (ITEA 03015),
finished at mid-year 2006.

In order to explore content provider as well asryserceptions the study
needed to adapt methods suitable for differentexdst Therefore, we have taken
a multi method approach (Mingers, 2001). Using ipldt methods in m-
commerce research has been recommended by LehaNatsn (2001). First,
newspaper staff involved in new digital media argtelopment of future services
and business models were interviewed. Secondjrttmds from interviews were
used as a basis for a broad survey studying hove peeceive value propositions.
In both studies, mobile services offered by the spgaper organizations were
addressed such as news services and informativice®r

3.1 Interview study with content providers

The selection of respondents was done on the lmdsegagement in the
development of new services and business modetsintérviews covered topics
related to the scope of the project, however thenteng in this paper is limited to
topic of mobile services and value propositiontdtal, there were 18 interviews
with newspaper staff (see Table 1 on the next page)



Newspaper Title Date Abrev.
Norrkdpings Tidningar Editor-in-chief new media ARfth 2004 NT1
Ostgota Correspondentgn  Business developer AugZeh  OC1
Sydsvenskan Marketing manager Sep 16th 2004 SS1
Sydsvenskan Layout director Sepl6th 2004  SS2
Sundsvalls Tidning Quality Assurance Manager Olet26104 ST1
Sundsvalls Tidning Editor Oct7th 2004 ST2
Sundsvalls Tidning Web publisher Oct 7th 2004 ST3
Aftonbladet Editor-in-chief new media Oct 20th 2004AB1
Aftonbladet Layout director Oct 20th 2004  AB2
Goteborgs-Posten Development director Oct 27th 2008P1
Goteborgs-Posten Managing Development Editor Oitt 2004 GP2
Sundsvalls Tidning CEO Nov 24th 2004 ST4
Concentra Media Head of research Mar 23rd 2005 CM
Norrkdpings Tidningar Head of Editorial Department Apr 27th 2005 NT2
De Telegraaf Director of new media Nov 22nd 2005 1DT
De Telegraaf Development officer Nov 22nd 2005 DT2
De Telegraaf Editor Nov 22nd 2005 DT3
Le Monde Chief Operations Officer and Feb 3rd 2006 LM
Managing Director

Table 1. Overview of interviews and respondents

The 18 interviews were 60-90 minutes long and fe#ld a semi-structured
interview guide aiming at consistency between thterviews. While allowing
individual perspectives to emerge the interviewdguprovided a systematic way
of delimiting topics discussed in the interview tBa, 2002). The interviews
were all recorded and transcribed. The data celtert the interviews was coded
and sorted according to the generic typology oti@glroposition dimensions as
described by Clarke (2001) i.eubiquity, convenience localization and
personalization There were data that did not fit into this tygpip which was
analyzed to find common patterns. This resultedh@ emergence of a fifth
dimension of value proposition, here nansedialization

3.2 Survey of mobile service users

A questionnaire was presented at the web sitekreétSwedish newspapers;
Aftonbladet, Goteborgs-Posten and Sundsvalls Tgintluring April 2006 (see
Table 2).

Newspaper URL Unique visitors/day No. of respondents
Aftonbladet aftonbladet.se 1.200.000 3757
Goteborgs-Posten gp.se 41.500 135
Sundsvalls Tidning st.nu 14.500 447

Table 2. Newspapers hosts for questionnaires and numbesspbndents



Web samples can be regarded as representativeadisiotrally collected
samples because of the heterogeneity of the omomulation (Buchanan &
Smith, 1999). There is of course a risk of respotsiesubmitting several
questionnaires, therefore we blocked for more tloame submission per IP
number.

The questionnaire was divided in four parts conogrrbackground data,
business models for digital news services, pretaeror future electronic news,
and value of mobile services. The fourth part aboobile services was only
presented to mobile service users. The respondeatshad given an age under
15, those who did not complete or answered thetiqusscontradictorily were
excluded form the dataset. The dataset containé B&pondents of whom 1388
(38.3%) are mobile services users and 2238 (61d®tpt use mobile services.

The questions about mobile services were constiutttam the five value
proposition dimensions identified from literaturadathe analysis of data from
newspaper publisher organizations. This resultegilistatements with a 7-grade
Lickert scale.

The responses to the questionnaire were analyzed) &PSS v14.0. The
analysis focused on calculation of mean scoresstarttlard deviations for each
statement. The goal was to generate an overviewvlwdt seems to be of
importance for user perceptions of value withinheaalue proposition dimension.

To validate the typology of value proposition direeems, a factor analysis was
used. This provided a classification of how usenx@ive value and allowed the
elimination of items with low factor loadings. Hoet, this approach allowed us to
explore new relationships of value proposition disiens. For sample sizes 350
and larger the significance level for a factor iogds 0.30 or above (Haet al.,
1995). In the factor analysis 15 items with lowtfadoadings (>0.3) or cross-
factor loadings were eliminated to ensure the facto be unidimensional and
distinct.

4. Findings

First, the results from the interview study arespreed followed by the findings
from the survey.

4.1 Intended value proposition

Background

The newspaper organizations in this study differsime and scope. Some are
small local newspapers, some are large nationwelespapers. However, they
have a common branch interest in exploring the dppdies of mobile services
and in assuring their position as content providersnobile media, for the



user/consumer market as well as the advertiserehafke prior is the interest
discussed in this paper.

Some offer simple news headlines or SMS basedirajeservices and some
offer advanced services such as personalized spovices and location-based
guide services. These services are offered thraliifgrent operator portals or
even by-passing telecom operators by software dwadalble directly to the user’s
phones.

When discussing the over all challenges with mobievice offerings the
newspaper organizations emphasize the challengasafring user value greater
than the technical challenges. Another criticabésgmphasized is the revenue
split between the different stakeholders in thedein value-chain, nevertheless
this topic is out of the scope of this paper. Hiteeathe findings from the
interviews related to value proposition dimensiarsreported.

Ubiquity

The respondents in this study agree that futuresusél expect services to be
available at any location at any time which wilbuere 24/7 publishing. The
interviewees regard this as one of the most imporb@portunities, to provide
services to their local or national audience whbitetravel or on vacation as well
as commuting to work.

To offer this value, the understanding is that eahimust be relevant to users
situation. Some of the respondents with the mogéeence from offering mobile
services recognize the challenge of predicting pseseptions of relevance and
thereby being able to integrate relevance in thevice offer. They have
experiences from successful services such asinealfiews and sports results,
but there are also services that have been lesessfal and have been drawn
back such as real-time auction services. Relevanagarded as a very important
aspect of value by the respondents meaning thatamte is related to individuals
as well as groups of people sharing some commameisit To add relevance to
mobile services, targeting of audiences is regatdduk the key as illustrated by
this comment:

“Well you can target with device or with content®tiblly we asked - Who has
a mobile phone? and maybe adapt content to thapgrbpeople. Or you can
think - Who needs this content? then publish itreh@u reach these people.”

Convenience

To offer convenience value analyzing how a uses group of users can benefit
from a service to their own convenience is essker@ine aspect of added value
discussed is how to support people’s everydaywitl services offering ultility
and experiences that the users desire. This caerees of communication and
information utility or services that entertain aglwas provide e.g. a learning
experience. This means that the newspapers ar@dixgeaheir service repertoire
into new areas as this comment shows:



“Since we started to think in user experience weeheonsidered going into
new areas. There are some new areas we like ta ¢ that we are not in
today. Dating services, entertaining services, ll@=vices, now we have
different categories or types of services. Notifma and alerting services —
must come first — before the news is publishedpRewant to be the first who
knows...Entertainment, games, movie selections eit,isformation services
like, weather, you name it.”

A big challenge for offering these values is regdrtb be the limitations of the
devices, especially the limited screen size. Pérthe convenience value is
regarded as the ability for users to get a goodvierw of service offerings as well
as the contents within a service.

Localization

The most important aspect that these interviewgeseaon is that news and other
services should be locally anchored. This is ofreeuegarded as very important
by the smaller local newspapers as this is the obrheir business. However,
making use of user’'s physical location is an opputy that is discussed with
mixed feelings. There is a tension between usesslo¢ location information and
the integrity of the user. For example, the riskadfertising based on location
being perceived as SPAM is one issue mentionedieTisea fear that this could
violate the reputation of newspapers as respestwace providers, which would
be damaging to the whole branch. To avoid integrigblems some newspapers
have tried pull advertising via sms or digital conp, i.e. the user has actively
agreed to the advertising. However, few users ahtmsequest for these types of
advertisements. Rather than recognizing an indalidyosition, some of these
respondents believe that localization can be usédihdle news services relevant
to a geographical area, thereby not in conflichvgersonal integrity. This could
be combined with a fixed set of services relatediser's home area, always
available wherever they are. Consider the followsamment on positioning
possibilities:

“For mobile news there is a possibility of workimgth GPS. Depending on
where you are the news content changes. If younakew York for example
you would get the New York news but also the biggesvs from home

Another aspect of localization that is regardedangnt is adaptation to the
time of day at the location where the user is. Seargices and information have
different relevance during the day. Adapting sessiand advertising to time of
day is referred to as day-parting and is an impontert of the 24/7 publishing
strategy for most of these newspapers.

Personalization

The majority of the respondents regard personabzahs a very important
dimension of the value proposition as the mobilenghis a personal device. To
make the most of this value dimension it is notugioto know where the users



are and what type of phone they have, informatiboua the individual in
possession of the phone is also required abouateriecreational as well as work
related preferences. There have been attempts ke osers define their profiles
and their device properties on web-sites to malssipte to personalize services
and advertising to their preferences. However, ltlais not been as successful as
hoped for. People often think they will apprecigirsonalized services when
asked, but when there is an effort required todougd the profile the user does not
take the time. In addition, the format of how nasvpresented will change due to
personalization. The selection of news has traakiy been based on the thought
of what is interesting to everybody. In this dissioa the individual's interest is
central as illustrated by this quote:

“If we can recognize the person who is reading &e get closer to people.
News is getting more and more individual. For exemporeign news is
loosing interest, more local is more interestind/e believe in getting closer
not further, narrowcasting.. The value of real or traditional news is
diminishing. Alerting is therefore high on the adanfar more personalized.”

However, there are respondents that are skeptertsonalization. Especially
when it comes to news there are limitations to Ip@nsonal news services can be
if you still want to enjoy the experience of nevZart of that experience is
considered to be the talk about the news with eth€here is also a tension
between personalization and news publishing interé&ome of the respondents
do not want the user to be able to chaws&to read the head news or choosg
to be exposed to advertising. There is a limitdalmuch personalized they will
allow their content to be.

Socialization

As illustrated above, the relations to the audiesreedeveloping to be another in
mobile media than in traditional media. The relaélband social aspects are
considered to be central. In tradition, newspapsyamizations have built
relationship on the trustworthiness and seriouspésse newspaper brand. The
brand is not only regarded to be manifested innin@spapers name but also in
the visual appearance, the journalistic competeaied,in the tone of voice, and
their dialogue with their audience. All of thesemspaper organizations have a
long tradition of publishing news and have overditouilt strong brands. All
respondents agree that bringing the brand in thiilengervices is crucial to be
able to enforce the relationship with the audiefdes aspect is considered to be
an important value for users. As illustrated b thiiote, this is a strategy for long
term relationships with their audiences:

“It is more important to build relations to youraders today. We are going
from mass media to relation media...We must add isigss to our brand, it is
about not only bringing the news but also to hedpgle with added services
on very cheap basis. If you can stick those sesvicg/our brand, then you will
be a friend, a family and friendship is worth a’lot

10



Another aspect of socialization is people’s williegs to contribute with
content. People have a desire to be seen and e skperiences, ideas, opinions
etc., not only with people they know, that can beealby private communication
such as phone calls, mail and sms, but also shatthga wider community, more
public such as moblogs. Therefore these respon@apesct that mobile users are
willing to contribute with user generated conteé®dme of these respondents see
an opportunity in supporting this community builgirHowever, there are also
representatives of a more hesitant attitude to@dijplg community building, with
regards to independent news reporting as showhiggtatement:

“I believe in communities and memberships busimass, but is that our role?
The newspaper can not sell out its independency.”

Summary

The representatives from the newspaper organizatiecognize the dimensions
of value proposition as described by Clarke (2004}, also another dimension,
here namedocialization Figure 2 summarizes the value proposition dincerssi

used to study users response based on the outddheanalysis of the interview
material.

UbiCIuity\ L ocalization
m-commer ce
Per sonalization Convenience
Socialization

Figure 2. Value proposition or m-commerce according to Gtaf&001) p. 137,
with the addition of socialization.
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4.2 User perceptions of value proposition

Background

The dataset used in this analysis was based al38trespondents that regularly
use mobile services. In Table 3, an overview of tlemographics of the
respondents is presented.

No of respondents | All Men Women

Total 1388 (100%) 978 (70.5%) 410 (29.5%)

Age range 15-77 15-77 15-69

Average age 36.1 36.4 34.7

Std. dev. 12.65 13.12 11.38

Type of 2G | 786 (56.6%) 709 (72.5%) 77 (18.8%)

mobile phone| 3G | 514 (37.0%) 247 (25.2%) 2685.1%)
Do notknow| 79  (5.7%) 18 (1.8%) 61 (14.9%)

Missing | 9 (0.7%) 4 (0.4%) 5 (1.2%)

Table 3. Background data of data sample

As shown in Table 3, men are overrepresented isdh®ple. It is interesting to
notice that the average age among women is lowettat the penetration of 3G
phones is as high as 65.1% among the women whi%2%among the men. To
give an idea of the services the respondents hayerience from they were asked
what types of services they use (see Table 4).

Service No Percentage
Downloaded ring tones 1430 39.4%
News services 1185 32.3%
Information services 1120 30.9%
(phone numbers, maps etc.)

Bank services 688 19.0%
Time tables (busses, trains etc) 621 17.1%
Sports results 605 16.7%
Downloaded music 537 14.8%
Traffic information 512 14.1%
Downloaded music videos 231 6.4%
Ordering services (flowers, tickets etc) 178 4.9%
Payment of parking fee 174 4.8%

Table 4. Mobile services that the respondents use
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As demonstrated in Table 4, downloading ring tormesys services, and
information services are used by more than 30%hefrespondents. To explore
how the users respond to the value proposition tweye asked to grade
statements on a 7 grade Lickert scale (1 = disaander = agree). In Table 5, the
findings are summarized organized according tditleedimensions in Figure 2.

Ubiquity Mean| Std. | Localization Mean| Std. | Personalization| Mean| Std.
dev dev. dev.

U1 Access 6.24 | 1.13| L Locally 437 | 1.62/PLAdaptedto | 54, 56

everywhere anchored personal interests

uz2 Access 580 | 1.37 L2 Location 2414 | 1.77 P2 Share p(_ersonatls_21 160

anytime adapted news experience

U3 Access on L3 Position P3 Adapted to

travel 4.89 | 1.87relevance 4,30 1.6@personal private | 5.13 | 1.54

needs

U4 Access to L4 Personal P4 Adapted to

same services | , o | 4 74 position adaptation 206 | 1.70 _recreat|onal 506 | 1.57

when and where interests

ever needed

U5 Access L5 Adapted to P5 Adapted to

outside home 3.52 2.1Rime of day at the | 3.91 | 1.83| personal work 456 | 2.05

location related needs

Convenience |Mean|Std. | Socialization Mean| Std. | Totals Mean| Std.
dev dev. dev.

C1 Provide clea S1 Engage in

overview 5.96| 1.31dialogue with 5.02 | 1.86| Personalization 502 1.21

service provider

C2Makemy | 5,7 | 4 gg| S2 Share my 462 | 187, . 478 | 0.85

everyday easier opinions Ubiquity

C3_Communl- 502 | 198 S3 Brand of_ 453 | 176 Convenience 430 | 0.95

cation utility service provider

Cz_l_Learnmg 457 | 1.95 S4 R_elat|on to 388 | 1.77 Localization 2411 | 108

utility service provider

C5 Experience S5 Content from Socialization

(e.g. surprising, | 4.01 | 1.87|other users 334 1.75 4.00 | 0.06

exiting)

CEGetling | 575 | 5 gy|S6Contactwith | 5151 4 76

information first other users

C?_Informatlon 319 | 1.91 S7 Contribute with 3.02 | 1.96

utility content

C8 Enter- 3.02 | 1.91| 38 Community |, eq | 4 60

tainment needs feeling

Table5. Mean scores and standard deviations of items agiped by users.

As can be seen in Table 5, many of the items dugieer than the mid-point (=4).
In summation, the personalization items score ighdst, followed by ubiquity.
Convenience, localization and socialization scooeiad 4 or slightly above.
In order to examine if these five dimensions arédvaccording to user
perceptions a principle component factor analysés wonducted. Initially all
items were included. The items that scored lowan h.3 or loaded on more than
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one component by 0.3 or higher were eliminatedniterative process. The final
principle components analysis (varimax rotationygasts a four-factor solution
based on 16 items. This four factor solution (sebld 6) after five iterations
accounted for 58% of the total variance. The samméethe necessary thresholds
for conducting a factor analysis (Hair et. al., 2)KMO Measure of Sampling
Adequacy = 0.86.

Component

F1 F2 F3 F4
C7 News experience 0.804
C6 Getting information first 0.780
C8 Entertainment needs 0.760
C5 Emotional experience 0.684
S6  Contact with other users 0.818
S9 Community feeling with other users 0.758
S5 Content from other users 0.747
S7  Contribute with content 0.580
P4  Adapted to recreational interests 0.816
P3 Adapted to personal private needs 0.775
P1 Adapted to personal interests 0.768
P2 Share news experience with others 0.363
L3 Position relevance 0.801
L2 Location adapted 0.795
L5 Adapted to time of day... 0.655
L1 Locally anchored 0.457

Extraction Method: Principal Component Analysist&®imn Method: Varimax with
Kaiser Normalization. Rotation converged in 5 itienas.

Table 6. Factor solution of user’s perceptions of valugppition.

As can be seen in Table 6, the four factors coomdpto four of the
dimensions in the model that was tested (see Figee convenience
socialization personalization andlocalization The dimension ubiquity did not
come out as a distinct factor. None of the itentstee to the dimension ubiquity
are included the solution. These items loaded bigfall of the dimensions and
were thereby eliminated.

From the localization dimension, the item of adoptio the personal position
was excluded and for personalization the item o$q®alization to work related
needs. The items C1 (provide clear overview) andr@@ke my everyday easier)
loaded high on all factors indicating that thesadfiés are not related to one
dimension. The socialization items regarding thitien to service provider
loaded relatively low over all factors. The itene¢ated to socialization with other
users are the ones included in the factor soluiitve. outcome of this analysis is
summarized in Figure 3 on the next page.
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Ubiquitous/
mobile
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Per sonalization Convenience

Figure 3. Dimensions of mobile service value according ta peeceptions.

As can be seen in Figure 3, the outcome of thidysit that ubiquity is a general
aspect of mobile services and that socializationamadded as a dimension of m-
service value.

5. Discussion

Mobile technology and mobile services is regarde@ aew arena for profitable
content offerings. To succeed with this agenda esuntproviders need to
understand how their intended value is perceivedidsrs. This paper reports a
multi method (Mingers, 2001) research study witk thbjective of exploring
dimensions of value proposition in m-commerce. @hal approach included an
interview study with staff from newspaper organias followed by a broad
survey among mobile service users in order to addbeth the supplier and the
demand side. Value proposition is complex and diffito communicate to the
intended audience (Ostwalder & Pigneur, 2003) esetare many uncertainties of
what users want (Tilson, et. al., 2004) and howy thi#l react (Jessup & Robey,
2002). Adressing the challenge of unrevieling tineautainties related to value
proposition in m-commerce, this paper aims at douting with an understanding
from the supply side as well as the demand siderfk8eMackintosh, 2001).

The results indicate that there are common viewswvak as differences
between the intended value proposition and userepé@pbns. Drawing in the
typology by Clarke (2001) this study shows that div@ensions localization and
personalization are valid for the supplier as vaslthe demand side. Convenience
was a valid dimension according to user perceptibosever the items related to
“making every-day life easier” and “overview of efings” were excluded. As
these items loaded high on all dimensions and \wereeived as important in
regards of mean scores, it can be presumed the¢ tteams are important for all
value dimensions. These benefits are, it would seelated to the use situation as
suggested by Mallagt al. (2006). The items of the dimension ubiquity scored
high means but did not form a distinct factor. @a tontrary, they loaded high on
all factors. This indicates that ubiquity is nadiemension of value proposition but
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rather a metaphor for what is the benefit of a heobervice as such. The items
related to ubiquity are what define how a mobile/ise distinguishes from others
and thereby enables the value dimensions localizatipersonalization,
convenience and socialization.

The dimension socialization that was identified time analysis of the
interviews proved valid also for users. Interediinghe items related service
provider relations were excluded from the sociaitra dimension in the factor
solution, even though they scores high means. ihdisates that service provider
relation is important independently of value dimensand thereby highlights a
difference between the service provider intentiand the user’s perceptions. The
items included in the socialization dimension allerglated to other users or
communities of users, which has not been paid wangh attention in previous
research. This finding is in line with the discuessiby Kakihara and Sgrensen
(2001) in that mobility also is related to the natetion people perform and not
only to their physical movements. Further, thigdiig is also supported in that
socially oriented services such as blogs, commujdtynalism and content
sharing are gaining more and more interest fronrsuddsers seem to value
having the possibility to access these servicegjuiibusly at their own
convenience, i.e. independently of spatial, temipaome contextual mobility.

However, even though these values are recognizeaséss the fact remains
that adoption is very slow. One may ask if pramtiirs and researches are too
impatient and expect too much of users. Users deamed time to change their
habits as suggested by Jessup and Robey (2002)jhandlative advantages of
ubiquity need to be comprehended and experienciedebine value propositions
can be appreciated.

6. Conclusions

In this paper perceived value of mobile services haen explored from a
service provider as well as a user perspective.nsiom up, the findings show
that: (1) there are similarities as well as differes in perceptions of value held by
service providers and users of mobile servicess@¢2)ability is an extra category
of the value proposition not identified by Clarkida(3) that ubiquity and service
provider/user relationship are general service attaristics rather than distinct
contributions to the value of a mobile service.

These findings suggest that the typology by Cld#®1) can be reconsidered.
Rather than regarding ubiquity to be a dimensionvaiue, ubiquity can be
considered as an enabler of value dimensions.ditiad, the results suggest that
socialization is a valid dimension of m-servicewaafrom the supplier as well as
from the demand side.

Contributing to m-commerce research, this studyhligbts that there are
common as well as differing views of value propositbetween the supply side
(service providers) and the demand side (usersidigaussed in this paper, the
understanding of value and benefits of mobile sewiis often related to aspects
of mobility as such. These aspects are all impottamobile services. However,
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in order to understand how service providers aretsuperceive mobile service
value, sociability is a value that needs more &tianWe also need to recognize
what the general characteristics of mobile servaresand what the values that
can be prescribed to individual services are. Towsld have significant
implications and drive further adoption of m-comuoeerAs this study reviles the
current user perceptions of value it also contabuio practice in that it helps
service providers to better understand the m-semiarket.

There are several limitations to this study. Fgsthe selected setting for the
interview study is limited to news publishing orgaations and therefore they
might be oriented towards some issues not repr@sentfor other content
providers. Secondly, this study has not explordtiéfe are value dimensions not
yet reviled from a user perspective. As new devares new services are entering
the mobile service market, new value perceptiorigpreviously considered might
emerge.

Still, there is more to learn about what makes teobervices successful.
Future research in this area could possibly ingatti the sociability dimension
deeper, differences between early and late adameds attempt to revile
underlying driver factors, and barriers of adoptiand diffusion of mobile
services to increase understanding in this area.
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