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Abstract
The present study develops our understanding of consumers’ emerging interest in novel mobile
services by adopting two approaches. First, structural equation modeling is used as a statistical tool
to create a context-sensitive model for consumer acceptance of novel mobile services. Secondly,
the study creates an interpretive framework of contemporary consumer culture to help understand
how consumers construct their emerging practices in novel mobile services based on their actual
experiences. 

The empirical data was gathered at a Housing Fair, where a Mobile Fair Diary was piloted, and
it is that Mobile Fair Diary application that provides the selected tool of the empirical study.
Therefore, real user experience played a significant role in how our consumers perceived mobile
services and the way the cultural discourse was produced. The model developed indicates that
performance expectancy, effort expectancy, anxiety, trust and attitude have an impact on
consumers’ intention to use mobile services. Furthermore, the various representations related to
mobile services were identified in order to understand emerging practices. 

Consumers are likely to change the routines involved in the management of information if
useful alternatives are available to them. An ongoing insecurity emerging from technology change
is often a characteristic of the contemporary life of consumers. On the one hand, consumers are
dependent on technology, but on the other hand, do not fully understand it. Therefore, consumers
have to be active to keep up with the continuous changes going on around them. Furthermore,
consumers need support from the service provider and their social context. Consumers should also
believe in their own capability to learn and their power to make choices, which will result in
changes to their practices. 

Keywords: cultural consumer research, mobile service, postmodernism, practice theory,
structural equation modeling, technology acceptance
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1 Introduction 

1.1 Phenomena of interest 

The mobile communications industry has grown during the past decades as 

mobile devices have become more and more advanced. This advancement is 

expected to have an influence on the growth of the mobile services business (e.g. 

Yufei & Zhang 2003, Carlsson, Carlsson, Hyvönen, Puhakainen, & Walden 2006, 

Lin & Liu 2009, Tsai, Chou, Lin & Wang 2009) as different kinds of mobile 

services are launched onto the market. This study uses the term mobile service to 

refer to the use of mobile phone and a mobile telecommunication network for 

delivering an electronic service for the consumer. These kinds of services are for 

example mobile e-mail, SMS and MMS services, content downloads, mobile 

ticket reservations, mobile stock trading and mobile TV (Bina & Giaglis 2005) 

and mobile applications, which refer to program code executed in a mobile 

terminal (Alahuhta, Löthman, Helaakoski, Koskela & Röning 2005).  

People around the world are using mobile phones as an everyday 

technological artefact, and the use of mobile communication devices and related 

services cannot be separated from people’s daily lives anymore (Palen, Salzman 

& Youngs 2001, Balasubramanian, Peterson & Järvenpää 2002). Accordingly, 

McGuigan (2005: 46) has highlighted the notion of a recent luxury that has 

become a current necessity, referring to the capacities of the new communication 

and information technology. With their own personal phones, consumers can 

express themselves in different ways and consumption of mobile phones and 

mobile services can be seen from a wider perspective (e.g. Giddens 1991), as 

important to their owners. The penetration of communication technology into all 

areas of electronics characterises the everyday life of consumer (Kolberg, Merabti 

and Moyer 2010). People carry their mobile phones with them wherever they go, 

and mobile phones have established a solid position in consumers’ everyday lives 

in a similar way as the landline telephone did in the previous century (Fischer 

1992 via Palen 2001). 

At the moment mobile phones are being used mostly for making phone calls 

and sending SMS messages among “ordinary” consumers. However, as mobile 

devices are more advanced nowadays, they also offer more opportunities for 

consumers to make the mobile device useful. For example an increasing number 

of mobile subscribers are using their mobile phones to access the mobile internet 
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(Church, Smyth, Cotter and Bradley 2007: 2, Kim, Choi and Han 2009). Hence, 

mobile services can be seen as one of the most promising novel ways of creating 

added communicative value for consumers (e.g. Ling 2001) as in the future, the 

mobile phone and the related services, will be more valuable to customers owing 

to their ubiquity, universality and uniqueness (Watson, Pitt, Berthon & Zinkhan 

2002). Furthermore, the potentialities of mobile services are leading many 

organizations to spend huge sums of money on these technologies (Wang, Lin & 

Luarn 2006: 158). 

This study develops an understanding of consumers’ emerging interest in 

mobile services. In this chapter, the phenomenon of interest is described by 

presenting the mobile services business field and by outlining the main issues of 

the consumer acceptance of mobile technology. In addition, the consumer’s life in 

the contemporary world with increased use of high technology is discussed, in 

order to provide the reader with a more profound understanding of the 

phenomenon under study. Furthermore, the main motivations of this thesis are 

discussed, which will lead to the research questions of the study. This will be 

followed by a short prologue for theoretical discussion and empirical setting. 

Finally, the structure of the thesis will be presented. 

Despite the large number of mobile devices currently in use, the use of 

mobile services has not reached its expected potential (Balasubramanian et al. 

2002, Pedersen & Nysveen 2003, Scornavacca, Barnes & Huff 2006, Bauer, 

Barnes, Reichardt, & Neumann 2005, Bruner and Kumar 2005, Constantinou, 

Damsgaard and Knutsen 2006, Chuan-Chuan & Shang-Yi 2009). This 

surprisingly slow growth of the mobile service market is one of the factors that 

motivates of this study. A study that seeks to understand the emerging mobile 

service business better is essential in many ways. Firstly, the mobile service 

business has the potential to grow into one of the most important industries in the 

world. The potential is especially large in Finland owing to the fact that Finns 

rank among the world’s most enthusiastic mobile phone users (Durlacher report 

2005, Ministry of Transport and Communications 2006, Wilska 2003, Hyvönen & 

Repo 2005, Mallat, Rossi, Tuunainen & Öörni 2006). Secondly, mobile service 

acceptance studies (e.g. Khalifa & Cheng 2002, Pagani 2004, Nysveen, Pedersen 

& Thorbjørnsen 2005, Mallat et al. 2006, Lin & Liu 2009, Niemelä-Nyrhinen 

2009) have so far concentrated mostly on the features of mobile technologies and 

perceptions towards them, and not so much on consumers’ emerging acceptance 

of novel mobile services. Thirdly, studies on the acceptance of novel technologies 

should be extended to encompass a more interpretive way of studying the subject 
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which focuses on representations derived from experience (Palen 2001, Geser 

2004). Consequently, consumer research has undergone a paradigm shift during 

the past decade, and mobile service acceptance can be included as part of the 

larger discussion on culturally oriented consumer research (Holt 1995, Mick & 

Fournier 1998, Reckwitch 2002a). There is a need for upgrading the acceptance 

discussion by exploring the emerging practices around the novel mobile services. 

Finally, the theoretical and methodological approach of this study tries to combine 

the traditional way of studying technological acceptance studies with more 

interpretive ways of explaining consumers’ novel mobile service perceptions. 

1.1.1 The mobile phone’s way to the consumer’s everyday life 

For a long time Finland has been considered one of the most advanced and 

sophisticated test-markets for novel mobile services, as the distribution and 

penetration of mobile handsets is among the highest in the world (Bouwman, 

Carlsson, Walden & Molina-Castillo 2008: 75). However, the current penetration 

rate in many in Finland as in other European countries lags behind forerunners 

such as Japan and Korea (e.g. Rao & Troshani 2007, Shin 2010). For example 

Korea is the first country to in the world to offer mobile TV and other 3G services 

commercially (Shin 2008). However, to understand the mobile service usage of 

Finnish consumers in particular, a couple of facts about Finland’s mobile phone 

penetration and usage should be explained at this point. To be able to use mobile 

services, people are obviously supposed to have some kind of a mobile device. 

Mobile devices are those devices that are used to connect users to mobile services 

(wireless phones, wireless-enabled handheld computers, vehicle-mounted 

technologies, personal message pager devices) (Tarasewich, Nickerson & 

Warkenti 2002). The focus of this study is a mobile service used on a mobile 

phone that transfers some kind of content to the user’s mobile phone and is 

supported by a mobile telecommunications network.  

According to the report of the International Telecommunication Union, 

Finland has been a forerunner in providing different mobile networks. Finland 

together with other Nordic countries created the first international mobile phone 

standard and network and it was also the first country to introduce the GSM norm 

in 1991 (ITU 1999: 4). Furthermore, Finland was the first country in the world to 

grant licenses for the 3G mobile networks, which was considered a revolutionary 

advancement in the mobile business area (ITU 1999: 4). With the help of the 3G 

technologies it was possible to provide a sufficient data transfer speed to support 
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video telephone services (Chiu, Lee & Chao 2006). However, generally the rise of 

the 3G networks was said to be one of the toughest marketing challenges in 

history (e.g. Benady 2002, Slawsby, Leibovitch & Giusto 2003). Besides the 

creation of mobile networks, one reason for the fast development of the high rate 

of mobile phone users was that in Finland mobile operators offered reasonable 

prices for mobile voice calls from the beginning. Already in 1998, the Finnish 

mobile phone penetration exceeded 50 percent of the population, and mobile 

phones was said to be part of everyday life in Finland (e.g. Nurmela & Viherä 

2004). By the end of 2002, the mobile phone penetration in Finland was 110 

percent. Since then, the development of mobile phones has been rapid. 3G 

networks and smart phones are expected to affect the evolution of the mobile 

phone market in the near future (e.g., Slawsby et al. 2003, Gerstheimer & Lupp 

2004). During 2005, the number of mobile phones with a colour display grew by 

700 000, and by the end of 2005, there was a total of 2,5 million of them, which is 

nearly half of the entire installed base (Finnish Ministry of Transport and 

Communications). Generally speaking, the estimate of the wireless 

telecommunication industry is that cellular subscribers worldwide will pass the 4 

billion mark, with demand picking up in 2010 and sales growing 7 percent. 

Furthermore, forecasts indicate a steady growth during forthcoming years. 

It seems natural that the mobile device base has an enormous effect on mobile 

service offerings. Several authors seem to agree that during the past decade 

information and communication technology (IT) has developed quickly and it has 

had a general positive effect on mobile services in Finnish society, too (e.g. 

Castells & Himanen 2001). However, according to the report (2005) by the 

Finnish Ministry of Transport and Communications, the barrier to the fast 

diffusion of mobile services was the base of mobile phones which was not the 

most developed. The use of advanced mobile services was limited, because a 

large number of the mobile phones did not carry the new features. In addition, 

according to Carlsson et al. (2006), there have been some problems launching 

mobile services in an unsuitable network. A number of applications were first 

introduced in the GSM networks and then discarded because they were slow and 

difficult to use. 

The mobile communication device, or, to put it more simply, the mobile 

phone, is a very interesting artefact, because it is a personal device that can be 

transported with the client anywhere, anytime. Mobile phones have the potential 

to be personalised tools (Ho & Kwok 2003) with which the individual is able to 

use personalised services in a way different than ever before. When people are 
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using their mobile devices, and maybe even mobile services, they are telling a 

great deal about themselves. In other words, the mobile phone is taken by many 

not only as a statement of self, but also as a representation of the self that can 

transcend states of reality and transmit a sense of will and being beyond the realm 

of the senses (Katz 2006). In a sense, mobile phones have an effect on behaviour, 

as there is an unavoidable interaction between mobile technology and human 

activity. In this way, mobile telephony is rapidly becoming a feature of our culture, 

yet we do not fully understand its effects on communicative practice and 

behaviour (Palen et al. 2001). Further to consumers’ continuously increasing use 

of mobile phones (Balasubramanian et al. 2002, Hyvönen & Repo 2005, Wu & 

Wang 2005), it seems that the mobile services business is not about whether it 

will happen or not, but, rather, the key questions are about the forms that mobile 

services will take, the policy and competitive conditions under which the mobile 

service business could thrive, and the potential responses of users to various 

mobile service formats (Dholakia & Dholakia 2004).  

The general sociology of the mobile phone has been studied by several 

authors (e.g. Geser 2003, Katz & Aakhus 2002), which points out the symbolic 

value of mobile phones and their relation to contemporary life. Deployment of 

mobile technology is accelerating in many parts of the world and at the same time 

the rapid adoption behaviour is undergoing different social and cultural changes. 

Some people are highly enthusiastic about its possibilities, while others still 

question its discretionary and social benefits (Palen et al. 2001, Green, Harper, 

Murtagh & Cooper 2002). The mobile service business can be viewed as a subset 

of e-commerce (Ngai & Gunasekaran 2007) and the situation is similar to the 

earlier diffusion of the internet for example, which even now continues to offer a 

place for both the seduction of the virtual world (e.g. Baudrillard 1983). Hence, it 

is expected, that mobile services can create new business opportunities if 

consumers accept mobile technologies as part of their everyday lives. For 

example Castells (1996, 1998) has pointed out the characteristics of the 

information age and the ways in which it influences contemporary change.  

Social science research on mobile phones is growing rapidly (e.g. Katz & 

Aakhus 2002, Fortunati 2002, Geser 2003, Ling 2004). Based on this, it seems 

that the mobile phone may be altering the ordinary structure of everyday life in a 

rather profound way (Katz 2006). According to Katz (2006:70), mobile 

technology allows unprecedented permutations and concatenation of innovations 

in communications at the levels of place and space, individual, group and mass, 

and creative new services offered from a range of entities. Similarly, referring to 
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the evolution of technology, Geser (2004:3) states that “…the significance of the 

mobile lies in empowering people to engage in communication, which is at the 

same time free from the constraints of physical proximity and spatial immobility”. 

He concludes that the most general function of mobile phones is to lessen the 

degree to which social relationships and social systems are anchored in space, and 

to increase the degree to which they are anchored in particular persons (p. 40). 

However, although the mobile phone has proved to be essential to everyday life, 

there is a lack of research focusing on the emerging practices surrounding mobile 

services business. The evolution of mobile service business is discussed next. 

1.1.2 Emerging mobile services business in Finland 

The first mobile service that most people used was text messaging (SMS) which 

was developed in the early 1990s. In fact, it still remains the only mobile service 

that the majority of mobile phone owners use (e.g. Pedersen & Nysveen 2003). 

This text message which length is limited to 160 characters, offered entirely novel 

way of communicating with other people. In addition to private messaging, SMS 

service has been used for different kinds of purposes (Barwise & Strong 2002, 

Barnes & Scornavacca 2004, Leppäniemi & Karjaluoto 2005). It has, for example, 

proved to be an effective way for marketing communication uses (Harris, Rettie 

and Kwan 2005, Jayawardhena, Kuckertz & Karjaluoto & Kautonen 2009). As 

technology continues to develop, new forms of mobile communication are likely 

to emerge. However, the development of mobile services does not show a general 

growth trend that would describe the use of all mobile services, even though the 

use of some mobile services is growing (e.g. Durlacher report 2005, Hyvönen & 

Repo 2005, Ministry of Transport and Communications 2006). For example 

mobile internet is a fast growing enabling technology for mobile service business 

(e.g. Kim, Chan & Gupta 2007) and as m-internet continues to emerge, an 

increasing number of mobile social media services will be available (e.g. 

Humphreys 2007, Wind, Jensen, Pedersen & Torp 2007). Furthermore, the 

world's leading information technology research company, Gartner, have 

identified the most potential mobile services for the consumer markets in the 

future to be for example, location-based services, mobile searches and browsing, 

near field communication services and different kinds of mobile payment systems 

(Gartner Press Release 18.10.2009). 

The report of the Ministry of Transport and Communications (2006) deals 

with mobile services provided in the Finnish mobile communications networks. 
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By the time the empirical data of this study were collected (in 2005), the total 

value of the Finnish mobile service market had increased to 284 million euros. 

The Finnish operators were expected to start emphasizing mobile services in their 

marketing. In 2005 a fundamental precondition for the uptake of new mobile 

services was the growth of the installed base of mobile phones carrying new 

features. As noted before one prerequisite for the use of mobile service is 

sufficient mobile phone base. Another prerequisite is the adequate functional 

capacity of the mobile phone enabling the use of services. The number of mobile 

subscriptions was 6.8 million in 2008 in Finland (Finnish Ministry of Transport 

and Communications 2009). The number of 3G subscribers was predicted to rise 

from the 70.6 million recorded at the end of 2005 to nearly 800 million 

worldwide by the end of 2010 (Informa 2005). An interesting aspect pointed out 

by Carlsson et al. (2006) is that the majority of users are prepared to pay extra for 

3G handsets and services. Hence, after the 3G breakthrough, the expectations of 

mobile service acceptance and usage were high, and even more is anticipated in 

the future (e.g. Laukkanen 2007). Cellular companies have been able to expand 

the range of services they provide, which originally consisted only of voice, 

directory, and other minor information services, to a large range of new services 

that are now supported by their third generation (3G) (Beltrán, Gutiérrets and 

Melús 2010: 46).  

Furthermore, even higher expectations are set up for the future, and more 

advanced mobile technologies are expected to be used more, such as the fourth-

generation communications system (4G), Wireless Local Area Network (WLAN) 

and Worldwide Interoperability for Microwave Access (WiMAX). More 

comprehensive internet protocol and multimedia solutions are available to users 

than ever before (ITU Report 2007). These are addressed to end-user markets that 

include access to Internet, intranet and enterprise applications by mobile users and 

access to information and entertainment sources (Beltrán et al. 2010: 47). Though 

these new wireless technologies are emerging as alternatives to existing 2G/3G 

mobile network technologies, the performance of GSM/UMTS networks with 

High-Speed Packet Access (HSPA) is still a viable alternative for wireless internet 

access (Kivi 2009). The range of emerging mobile services is versatile and the 

potentiality of their success yet unknown: mobile financial services (e.g. banking), 

mobile advertising (e.g. location-based services), mobile entertainment services 

(e.g. interactive gaming), time-critical mobile services (e.g. airline schedule 

information) and ubiquitous communication (e.g. SMS, e-mail) (Varshney & 

Vetter 2002). 
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However, as with all novel technology there is some uncertainty inherently 

embedded (Hsieh, Jones & Lin 2008), to mobile service acceptance. 

Unfortunately the limitations of mobile phones might make it difficult for the 

consumers to figure out what kinds of m-services are provided or how to use them, 

because they need more multimedia displays and more complex user operations 

than the standards mobile telephoning function. Thus, telecommunication 

companies should cooperate with mobile phone manufacturers to develop easier 

to use mobile devices, to make the operation of mobile services easier to to learn 

and use for individuals. For example, one of the reasons why Apple iPod is so 

successful is the ease of use of its hardware and software (Wang et al. 2006, 

Saponas Lester, Froehlich, Fogarty & Landay 2008). 

Many studies have proved that mobile services have not been accepted as 

expected. According to Hyvönen & Repo (2005), for example, the use of mobile 

services has not been very common among consumers in the early years of their 

existence 2003–2004 in Finland (at the time this study was started). Consumers 

were more likely to only test the services, not use them on a daily basis. Almost 

everyone who had used some kind of a mobile service had experienced some kind 

of trouble using it (Hyvönen & Repo: 50). The high cost of the services was 

identified as the biggest problem. Furthermore, the respondents were disappointed 

if the service offering did not match the expected requirements. What is 

interesting in their findings, is that people who had not used mobile services 

found different things to be challenging (lack of interest, inability to use) than the 

people with more experience in mobile services (slowness, compatibility). 

However, many motivations for using mobile services were identified (Hyvönen 

& Repo: 49). One of the biggest motivations was easy and effortless use, which 

meant that the service could be used wherever and whenever needed. Another 

important reason for usage was the speed of the mobile service. Fast 

communication and quick acquisition of information were appreciated because 

they save time. According to Hyvönen and Repo, mobile services were used not 

only because they are useful, but also for fun and pleasure. Furthermore, the most 

remarkable predictors of mobile service usage were the attitudes to mobile 

devices and mobile services, as well as attitudes to new technology in general. On 

the other hand, socio-demographic factors did not have that large an impact on 

perceptions of mobile services. Hyvönen & Repo (2005) concluded that one of 

the main reasons for rejecting mobile services was that consumers do not know 

what kinds of mobile services exist and are worth using. 
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Similarly, in their study, Bouwman et al. (2008) found that, there were 

relatively stable patterns in the preferences of Finnish consumers concerning 

mobile services (p. 90). According to their study, positive attitude and possession 

of advanced mobile devices had an effect on perceptions. Hence, so far the 

technological features have played an important role in studies on mobile services 

as the people using mobile services seem to be rather technologically oriented. 

However, technological advances do not seem to lead automatically to 

widespread adoption of mobile services. Even though mobile phones are no 

longer used as they have typically been used before (Carlsson et al. 2005), it is 

apparently evident that e.g. text messaging will remain highly popular, but use of 

the more advanced services is expected to grow lower. Therefore, as noted by 

Carlsson et al. (2005), the key question for mobile service success is to find a way 

to assess the value of mobile services to prospective users. 

Baron, Patterson & Harris (2006) have sought to fill the gap in this research 

area by not concentrating solely on consumer acceptance of mobile technology. 

They argue that there is a need to re-examine the construct of use behaviour in the 

context of the practice of technology-based services. In addition, they argue that 

employing consumers as practical actors has methodological potential and urge 

novel approaches to extend the understanding of consumer mobile service 

acceptance. According to their study, in the case of mobile technology-based 

services, a study of practice with a view to the subsequent derivation of 

acceptance studies constitutes worthwhile research. 

1.2 Research gap 

Several gaps in the current body of research have been identified and they act as 

the academic motivators of this thesis. In the field of marketing, research on new 

product diffusion has traditionally focused on adoption studies, which tries to 

capture a critical mass of consumers for the innovation (e.g. Mahajan, Muller & 

Bass 1990, Rogers 1995). Studies in marketing also typically focus more on 

household electronics and other low-technology products. Now that mobility has 

taken a significant role in the behaviour of consumers, the various actors involved 

in the mobile services business (e.g. service providers, marketers) also need to 

understand the importance of understanding markets. “Understanding why people 

accept or reject computers has proven to be one of the most challenging issues in 

information system research” (Davis, Bagozzi & Warshaw 1989). This statement 

can be applied to the individual’s perception of mobile services in the 
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contemporary world as mobile user behaviour is also an increasingly relevant are 

to study academically (van der Heijden & Junglas 2006). The motivation of this 

study draws on three different streams of research: mobile service research, 

information technology acceptance research and cultural consumer research. The 

attempt is to provide both a theoretical and practical contribution to these 

different fields. 

Despite the rather short history of mobile devices, there is already a growing 

body of literature in the area of mobile service research (see for more detail Ngai 

& Gunasekaran 2007). It is still an unavoidable fact that consumer behaviour and 

interaction between people and mobile devices need to be studied in greater detail, 

in order to be able to make the development and provision of mobile services 

productive. However, so far the majority of the studies on the mobile services 

business have mainly dealt with the traditional services like SMS (Grinter & 

Eldridge 2001, Pedersen 2002, Kim, Lee, Lee, & Choi 2004), they simply 

concentrate on the factors explaining adoption of mobile services (e.g. Harris et al. 

2005, Knutsen, Constantiou, Damsgaard 2005, Nysveen et al. 2005, Dickinger, 

Arami & Meyer 2006, Wang et al. 2006, Luarn & Lin 2005) or they are 

conducted in organizational settings and there is a lack of in-depth research into 

the end-user perspectives in telecommunications services (Pedersen, Methlie & 

Thorbjornsen 2002). Accordingly, there are only a few existing studies on mobile 

services in real life settings. However, in an emerging business area, it is of 

greater importance to identify consumers’ perceptions towards novel (at the 

moment non-existent) mobile services.  

Unfortunately, only a little is known about consumers’ willingness to adopt 

mobile services and the factors that influence their adoption decisions and value 

perceptions relating to mobile services (e.g. Olofsson, Anckar & Eriksson 2002, 

Aarnio, Enkenberg, Heikkilä & Hirvola 2002, Goode 2005). Furthermore, there is 

an urgent need for comprehensive studies that examine the usage of mobile 

services and their potential effect on everyday life (Hyvönen & Repo 2005). This 

study aims to fill this research gap and seeks to provide insights into mobile 

services providers, by increasing our knowledge of the consumers’ emerging 

interest of mobile services, and by identifying the actual perceptions and 

emerging practices influencing novel mobile service acceptance by end-users. 

There are already plenty of studies in the technology acceptance research 

stream (e.g. TAM (technology acceptance model) by Davis et al. 1989, UTAUT 

(Unified Theory of Acceptance and Use of Technology) by Venkatesh, Morris, 

Davis & Davis 2003). Without underestimating the results of those studies, it can 
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be asked whether those adoption models are sufficient to explain the adoption 

process of mobile services in particular (Pedersen et al. 2002) and whether their 

potential to explain acceptance has already been exhausted (Baron et al. 2006, 

Bagozzi 2007, Benbasat & Barki 2007). Firstly, the technologies to which many 

of these models have been applied are somehow familiar to people. In contrast, 

the technology examined in this research is relatively new to the consumers and 

they are really using it for the first time. Secondly, the majority of the 

abovementioned studies have been conducted using a student sample, which 

reduces the validity of the research. In this study, the field experiment is 

conducted in a real life setting in which the usage of the mobile service is entirely 

voluntary. Thirdly, virtually all of the reported research has adopted a quantitative 

modeling approach to measure the effects of behavioural beliefs on user’s 

attitudes towards technology, their intention to use the technology (Baron 2006: 

114). In order to ensure the highest possible validity of information in this study, 

both the survey and interviews were conducted to supplement each other as a data 

gathering methods. Furthermore, Pedersen et al. (2002) suggest that applying one 

single or general perspective to understanding the end-uses is insufficient, and 

that a triangulation of theoretical perspectives is necessary. Fourthly, the time 

might be ripe for a more extended understanding of consumer behaviour in a high 

technology context and for laying the groundwork for an alternative approach to 

studying information technology adoption. 

Carlsson et al. (2005), as well as Bruner & Kumar (2005), have found that 

the adoption of mobile services does not happen contemporaneously with the 

development of the technology. Technology easily moves ahead and the 

consumer’s adoption and acceptance capabilities do not keep up with 

development. As Matthing, Sandén & Edvardsson (2004) have stated, new service 

development relies on the complex task of understanding and anticipating latent 

customer needs. Especially in the case of novel mobile services unfamiliar to the 

majority of the consumers, the latent needs are difficult to identify, since the 

notion of a ‘mobile service’ might in itself be an entirely new concept. For this 

reason, it is important to predict information systems acceptance and facilitate 

design changes before users have long-lasting experience with a system (Davis 

1989). Also other recent findings stress the significance of customer involvement 

in the development process and observations of customers in real action 

(Matthing et al. 2004). In this study, a new approach aiming at a profound 

understanding of consumers’ emerging perceptions has been adopted by studying 

one novel mobile service which has not yet been officially launched in the market. 
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Despite this, the user environment is as natural as a real life context and people 

are using the mobile service as a helping tool in their action. Hence, this study 

addresses the challenge of studying future technology, by combining the 

development stage of technology and at the same time trying to find out 

consumers’ perceptions towards it. 

Several problems in the current information technology acceptance research 

have been acknowledged by a number of authors. It seems that researchers (e.g. 

Green et al. 2001, Vrechopoulos, Constantiou & Sideris 2002, Matthing et al. 

2004) have already identified the need to conduct extensive consumer behaviour 

research in the field of mobile services because there is too little social science 

research on the consumption and use of mobile technologies (Green et al. 2001). 

Even though different kinds of mobile services are already offered to consumers 

(e.g. mobile banking, mobile shopping, mobile booking, etc.), it is important to 

the pioneering business actors to understand consumers in this changing business 

area. It is the only way to have a rich and thorough knowledge of consumer 

behaviour (Nohria & Leestma 2001) in this context. Hence, it is argued that the 

mobile service research area lacks studies emphasising the role of consumer 

behaviour. In order to establish existing mobile services and future mobile 

services as part of consumers’ everyday lives, the importance of engaging in 

consumer-oriented research is highlighted in this study. 

Today’s society calls for novel ways of understanding the consumer in order 

to be able to develop marketing activities to correspond to consumers’ needs. 

Recently, in the field of marketing, and in the domain of consumer research in 

particular, there has been a growing interest in studying consumption phenomena 

from new, cultural and postmodern perspectives. The discussion on the emerging 

consumer culture approach has already been started by many scientists abroad 

(Holbrook & Hirschman 1982, Peñaloza 2000, Holt 1995, Thompson & Haytko 

1997) as well as in the context of Finland (Moisander & Pesonen 2002, Panzar 

2006, Uusitalo 2005, Valtonen 2004). For the marketing academic, it is important 

to recognize the impact of post-modernism on consumer culture and marketing 

practices (Bulmer & Buchanan-Oliver 2004), also in the mobile services business 

context. The development of technology has played an important role in 

transforming our society into a postmodern one. Thus, one of the goals of cultural 

studies is to gain a better understanding of the complexity of technology 

consumption phenomena. Kozinets (2008: 865) argues that although we know 

much about general macro-social and cultural conditions surrounding technology 

consumption, there is a huge gap in our knowledge about the nature and processes 
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by which these conditions turn into ideologies and how these ideologies influence 

consumers’ thoughts, narratives, and actions regarding technology. Hence, there is 

the underlying fact, that the postmodern consumer has entered into a more unique 

kinds of relationship with technological products than ever before, and this needs 

further study. 

Unfortunately, despite the growing trend of culturally oriented consumer 

research, research continues to view consumers as information processing 

computers who make decisions based on their efforts to maximize the relations 

between attitudes, beliefs and attributes with little acknowledgement of the social 

and cultural context of the process (Baron et al. 2006: 111). However, 

understanding the factors explaining the acceptance of mobile services by a user 

is not enough. A more profound inquiry into this phenomenon is necessary insofar 

as it can throw light on the deeper reasons for consumers’ perceptions of mobile 

services and their intention to use mobile services in the future. To illustrate these 

deeper reasons for accepting mobile services, this study concentrates on emerging 

consumer practices in a mobile context. It is only recently that industry – in 

particular the mobile network operators – has begun to broaden its views of the 

mobile consumer to encompass a deeper understanding of the user’s behaviour 

(Green et al. 2001). It is argued that when explaining mobile service acceptance, 

it is also essential to understand the representations consumers give to the mobile 

services and their usage. For this reason, in addition to the information and 

communication technology acceptance discussion, the cultural point of view of 

consumer studies is emphasized. In this study, consumption is seen as part of 

everyday life to which use of mobile phones inseparably belongs. Consumers 

have given the mobile phone a significant role in their lives within a relatively 

short period of time, and this research attempts to understand how mobile services 

are currently being understood by consumers. 

In relation to the information technology acceptance research, one of the most 

important motivations of this study is the development of theoretical 

understanding. First of all, an attempt is made to further develop the well-known 

technology acceptance model (UTAUT) in the context of mobile services. Second 

of all, despite the wide stream of research on technology acceptance, there is a 

need to further develop and expand the acceptance discussion. The novelty of this 

study lies in emphasizing the emerging interest in mobile services. This makes 

available the opportunity to create an interpretive framework for studies on 

acceptance of mobile services.  
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In addition to its theoretical motivations, this study also has methodological 

motivations. Despite its widespread acceptance, IS researchers have not carefully 

scrutinized the philosophical and epistemological foundations of the TAM model, 

especially in regard to the extent it meets the criteria for scientific theories 

established for causal, positivistic explanations (Silva 2007). These philosophical 

underpinnings between positivistic and interpretive approaches will also be 

discussed in this study. Related to the methodological part, when dealing with 

novel technology (e.g. mobile services), it is self-evident that the actual usage is 

extremely hard to measure, since only technologically-advanced users adopt the 

services at the very earliest stage of the products’ market launch. This has been 

the case with the internet, but more so with mobile services: a lot of money and 

effort have been lost because of unpopular and unused services. A large amount of 

research thus far has concentrated on laboratory tests and usability of services (e.g. 

Kjeldkov & Skov 2003), and the existing acceptance research has been conducted 

on services already in existence (Crabbe, Standing, Standing & Karjaluoto 2009, 

Fife & Pereira 2005, Khalifa & Cheng 2002, Knutsen 2005, Mallat et al. 2006, 

Knutsen et al. 2005). The issue is that those techniques might create only minor 

improvements rather than innovative thinking and breakthrough products 

(Matthing et al. 2004). Thus a methodological gap can be identified: future 

services would benefit from actual user acceptance studies carried out using a 

representative sample of the potential market audience, since the usability studies 

conducted in laboratory settings are clearly insufficient.  

Mobile network operators, content producers and mobile phone 

manufacturers are constantly developing new applications for consumers. When 

studying a technological service that is still in the process of being developed, and 

when predicting its potential to succeed among real consumers, challenges are 

posed to technology acceptance research as well. The practical research gap this 

study attempts to fill can be found from exactly this area. It is of primary 

importance to the branch of industry to know what consumers think about the 

most advanced mobile services, even before their coming to the market. An 

enormous amount of research and development resources are used in order to find 

out what consumers are interested in. This being the case, it is important to know 

what kinds of perceptions consumers have (even towards unknown) mobile 

services before their launch. Usefulness and ease of use are practically taken for 

granted – people expect these things of mobile services. But what else do people 

think about mobile services? What kinds of representations do they create in 

people’s minds?  
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1.3 Objective of the study 

This study aims to gain a better understanding of emerging consumer interest in 

novel mobile services. The first objective of this study is to identify the 

perceptions affecting consumers’ intention to use novel mobile services. The role 

of intention as a predictor of behaviour is critical and has been well-established in 

IS literature and the reference disciplines (see Ajzen 2002, Sheppard, Hartwick & 

Warshaw 1998, Taylor & Todd 1995, Venkatesh et al. 2003). Although there are 

several suggestions for perceptions explaining acceptance of mobile services, 

there is a lack of empirical evidence on the perceptions explaining emerging 

service acceptance (with prospective mobile services). Furthermore, this study 

extends the previous studies by identifying the emerging practices related to 

mobile services. Therefore, another aim of this study is to provide a more in-

depth explanation of contemporary consumer acceptance of novel mobile services. 

Accordingly, acceptance of mobile services is discussed in this study differently 

than in previous studies. Acceptance in this study consists of two different 

elements: perceptions towards intention to use mobile services and emerging 

practices towards novel mobile services. The Mobile Fair Diary, which will be 

described in more detail later, is the novel mobile service discussed in this study. 

It was selected as the object of empirical study, because it was a novel mobile 

service and not yet commercially available, it was easy to learn to use, and the 

context of usage was natural to the consumers.  

The main task of this study is to develop an understanding of consumers’ 

emerging interest in novel mobile services. Consequently, the objective of this 

study is to answer the following research questions. 

What are the perceptions affecting consumers’ intention to use mobile 

services? 

The aim is to develop a context-sensitive model for consumer acceptance of novel 

mobile services. The model will be based on the Unified Theory of Acceptance 

and Use of Technology (Venkatesh et al. 2003) and in that way it will represent 

the traditional way of studying the phenomenon of mobile service acceptance. 

From a theoretical perspective, this study will have significant implications as it 

will extend the UTAUT model to the context of mobile services. The purpose is to 

find out whether a model with factors explaining consumer intention to use 

mobile services can be created. There is a lack of models explaining the 

acceptance of prospective mobile services, especially in cases like this, in which 



 30

consumers have no previous experience of mobile services. It can even be the 

case that they do not know what is included in the term mobile service. This study 

is also particularly interesting in that measuring consumer perceptions after those 

consumers’ first contact with the mobile services is a challenging task. This gives 

the examination a whole new point of view. This study will also have implications 

for managers interested in consumers’ perceptions when introducing novel mobile 

services. The results of this research might be useful to the key players in the 

business, as they will help to customize the mobile service offering. The data 

collection method for this part of the study was the survey conducted at the 

housing fair. 

Previous technology acceptance models form a solid base for this kind of 

research, but it is believed that different kinds of approaches should be taken into 

consideration as well in order to acquire enough information to complete the 

research task. This leads us to another approach to consumer intention to use 

mobile services and brings us to our second question: 

How do consumers construct the emerging practices of using mobile services? 

The aim is to better understand the practices that emerge after consumers have 

used a mobile service for the first time. Instead of focusing on the technological 

features of a mobile service, the emphasis is more on the everyday life situation 

of the contemporary consumer. Furthermore, it is interesting to find out how 

consumers construct their emerging practices around novel mobile services on the 

basis of actual experience. This part of the study has theoretical implications by 

contributing to the discussion of cultural consumer research. The consumer 

cultural approach and the practice theory perspective will be adopted in order to 

provide an interpretive framework for the study. Instead of providing explanations, 

by answering the research question this study aims to describe how consumers 

construct representations of mobile services and experience themselves as mobile 

service users. Approaching this phenomenon from a fresh point of view may offer 

new valuable insights into consumer behaviour. The data were collected using 

interviews conducted in the same context and at the same time as the survey was 

carried out. However, it has to be noted that the purpose is not to question 

whether the current conceptualizations of technology acceptance based on 

predominantly quantitative modelling approaches cannot capture the phenomenon. 

Several studies have proved that consumers cannot think about or imagine 

products or services they have not experienced first-hand (e.g. Leonard and 

Rayport 1997, Ulwick 2002, von Hippel 1986). Hence, the starting point of this 
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study is to find out how testing a novel mobile service is reflected in consumers’ 

representations of mobile services in general. In order to place it in a wider 

context, this study will concentrate on how people perceive the development of 

mobile technology and how they see the development influencing their daily lives. 

This will involve examining how they experience the use of mobile services 

affecting their everyday lives, and what kinds of representations they give to them 

as part of their own lives. The focus of this study is both on the representations 

consumers give to mobile services, and on their acceptance of mobile services. 

Representations emerge as consumers have their first contact with a novel mobile 

service. Therefore, it is assumed in this study that this experience will have an 

effect on consumers’ emerging practices and representations of mobile services. 

The empirical study was conducted in 2005. A novel mobile service called 

Mobile Fair Diary was tested in a real-use environment (at a housing fair in Oulu, 

Finland). The data was collected from actual users after use, which made it 

possible to gather valuable information on the service and consumer behaviour. 

The focus of the field experiment was on voluntary testing. The field experiment 

was completely public in the sense that the mobile service was marketed openly 

at the housing fair to anyone wanting to try it. The service was free of charge, and 

if needed, the users could borrow a suitable mobile device also for free. The unit 

of analysis was the consumer using the mobile service. This study includes a 

detailed description of the context in which this particular mobile service was 

used by the consumers. In addition, this study contains an examination of how to 

explore the empirical evidence gathered from real life experiments in a novel 

technology context, and some important aspects are to be considered.  

Even though this study concentrates on one particular mobile service, the 

marketing potential of this service is not analysed. The main objective is not to 

discover the features of a “killer application”. The focus is more on emerging 

perceptions and practices of using mobile services in general. The purpose is not 

to compare different technology acceptance models either, or to compare the 

results gathered from qualitative and quantitative studies. Furthermore, even 

though many barriers, such as expensive mobile devices and services which do 

affect the emergence of novel mobile services, can be found, this study will not 

focus on barriers to usage as such. To conclude, it must be emphasised that the 

focus of this study is on mobile services — mobile devices were not within its 

scope.  
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1.4 Prologue to theoretical knowledge related to the consumers’ 
emerging interest in mobile services 

This chapter presents a summary of the two approaches adopted here to studying 

consumer acceptance of mobile services. The aim is to provide an overview of the 

research which will later be divided into two parts. These approaches – cultural 

consumer behaviour research and technology acceptance research – are, in a 

profound philosophical sense, very different. Theories of technology acceptance 

emphasize those properties of mobile services that the consumer assesses and 

characteristics that are associated with the use of mobile services. The practice-

theoretical view of consumer research, on the other hand, emphasizes consumers’ 

everyday behaviour in a social and cultural environment, the role of technology 

within it and factors that influence the practices of consumers. Even though the 

research is many-sided in the methodological sense and challenging in the 

theoretical sense, the two views combined in this research provide a wider 

perspective on consumers’ emerging interest in mobile services. 

From technology acceptance 

Traditionally, studies on mobile service adoption have continued in the 

methodological vein of previous studies, and researchers have chosen one of three 

possible approaches: an adoption approach, a diffusion approach and a 

domestication approach (Han 2002). Adoption implies that consumers have 

accepted the innovation and use it on a regular basis (Vrechopoulos et al. 2002). 

The main task of these models is to explain and predict system usage (Davis 1989, 

Kwon & Chidambaram 2000, Hu et al. 1999). On the other hand, this research 

area also includes some descriptive studies (Green et al. 2001, Palen et al. 2001, 

Bakalis et al. 1997). In addition, Pedersen and Ling (2002) have found that the 

objects of study in research on the adoption of mobile services are either the 

terminals (Chuang et al. 2002, Bruner & Kumar 2003, Liang, Xue & Byrd 2003, 

Carlsson et al. 2006) or the services (Kim 2004, Eldridge & Ginter 2001, 

Carlsson et al. 2005, Knutsen 2005, Pedersen et al. 2002, Dennis, Venkatesh, 

Ramesh 2006).  

Perceptions have been the most popular things to study when trying to 

understand the acceptance of mobile services. To generalize, usefulness and ease 

of use seem to be the basic requirements for mobile services (Vrechopoulos et al. 

2002). Unfortunately, the actual realization of these factors can be evaluated 
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normally only afterwards, which does not necessarily reveal the best possible 

mobile services. Other studies show that while perceived usefulness (a utilitarian 

aspect) contributes to consumer adoption of internet devices, what contributes to 

it even more is their “fun” attribute (a hedonic aspect) (Bruner & Kumar 2005). 

Consumer use mobile services to hedonically experience fun (Barwise & 

Karahanna 2002, Davis 2010). Consumers really need to experience fun to 

enhance entertainment needs (Pantzar 2003). In addition to usefulness and fun 

factors, different kinds of categorizations have been made to identify the 

perceptions affecting adoption of mobile services. For example Pedersen & Ling 

(2003) have investigated explanatory variables in adoption research. Rationalistic 

or utilitarian explanations have been provided for example using the 

aforementioned variables, usefulness and ease of use. On the other hand, social 

influence and symbolic interaction explanations add elements of how social 

mechanisms influence individuals’ adoption of a particular technology or service 

in a social context. Individuals’ personal characteristics and situational factors, 

such as behavioural control, skills and recipient attributes, represent constraints 

on individuals’ opportunity to act upon beliefs or norms.  

Even though it is important to study consumer acceptance of mobile services, 

it is important to bear in mind that not everyone is happy with this new 

technology. As is always the case when a new service or product is being 

developed, there are obstacles to tackle before the masses adopt the newcomer. 

The challenge the mobile services business has been facing is that using mobile 

services is not attractive enough for people, or people simply do not care about 

them (Kumar 2004, Li & McQueen 2008). Aarnio et al. (2002) have also shown 

that the mass of consumers is not using mobile services. The study notes that the 

pricing of mobile services has been one of the most significant barriers to 

adoption of mobile services. Likewise Samtani, Leow, Lim & Goh (2003) have 

found that high costs and slow speeds are among the reasons why mobile services 

have not excited consumers. In addition to expense, Kumar (2004) has found out 

that one of the challenges faced by the mobile industry is that consumers do not 

value mobile services enough to use them. It thus seems reasonable to assume that 

some negative motives and assumptions are at work in the adoption of mobile 

services by consumers. Related to this, Rogers (1995) even argues that mobile 

services are an exemplary candidate for rejection. That is why detailed 

information on the potential mobile services consumers is necessary. It seems that 

key drivers for mobile services (e.g. mobility, contactability, localisation, 

personalisation, (Siau & Shen 2003) are not enough to overcome the different 
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barriers that are making mobile services unappealing. Furthermore, the different 

barriers are explored in the study undertaken by Laukkanen, Sinkkonen, 

Laukkanen & Kivijärvi (2008). Their results indicate that in the context of mobile 

banking, different customers have different reasons for innovation resistance. It 

seems logical to think that there must be more profound reasons why people are 

not even interested in finding out what mobile services are, and why they are not 

willing to try them. 

Technology acceptance models have proved to be relevant models that the 

information system science discipline has used to explain the acceptance and 

diffusion of new technologies (Ajzen & Fishbein 1980, Davis 1989, Rogers 1995, 

Venkatesh et al. 2003). When addressing questions about technology acceptance, 

there are several alternative models for the purpose of tackling the task. Different 

psychology-based models (TRA, TPB) have provided researchers with a solid 

basis for explaining human behaviour. In the field of information technology, 

factors influencing acceptance and distribution of new technology have been 

widely studied. Diffusion of Innovation theory and the TAM have been especially 

popular within the field and they have been extensively tested in different 

contexts having received considerable empirical support (e.g. Davis 1989, Davis 

et al. 1989, Mathieson 1991, Taylor & Todd 1995). However, the abovementioned 

models are very simple and they have their shortcomings. Venkatesh et al. (2003) 

developed a new kind of model, Unified Theory of Acceptance and Use of 

Technology (UTAUT), which combines factors from the previous models and 

attempts to achieve a higher degree of explanation in examining consumer 

behaviour. The UTAUT model is relatively new and it has not been tested 

extensively yet, and there are so far only a few studies (e.g. Bouwman, Carlsson, 

Molina-Castillo & Walden 2007, Park, Yang & Lehto 2007) exploiting the 

UTAUT model to explain consumers’ intentions to use mobile services. This 

being the case, it is of particular interest to test and further develop the UTAUT 

model through this study. In the context of this study, the UTAUT model has been 

extended and it has been tested with consumers, whereas the original model had 

been tested in an organizational environment. On the basis of this knowledge, it 

will be examined, whether the UTAUT model is suitable for predicting consumer 

intention to use mobile services.  
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…to consumers living in information society 

Technology has played an important role in transforming our society into the 

postmodern (or information) society (e.g. Han et al. 2002). Postmodern consumer 

research emerged in the 1980s. In a postmodern world, consumption is no longer 

regarded only as purchases of products and services. Consumption is seen more 

and more as means of self-expression, identity formation and creativity (e.g. 

Giddens 1991, Du Gay, Hall, James, Mackay & Negus 1997, Mackay 1997). 

Contrary to positivist research, which traditionally focuses on causal relationships, 

the postmodern approach focuses more on interpretation and believes in a more 

substantive view of data interpretation (Hudson & Ozanne 1988). Postmodern 

consumer research has examined some unusual topics (Fournier & Mick 1999) 

and researchers have introduced both new methods and new kinds of topics, 

inspired by research in anthropology, literature, and other fields that had 

previously had a limited impact on consumer research (Simonson, Carmon, Dhar, 

Drolet & Nowlis 2001). However, it is likely that in spite of the differences 

between positivist and postmodern research, there will be more co-operation in 

the future between these two approaches. For example McQuarrie and Mick 

(1992) have provided a good example of combining different methodologies in 

their advertising research, which is traditional topic, but handled in a new way 

successfully.  

Unpredictability and the blurring of the boundaries of the traditional style of 

consumer behaviour categorization are typical for the postmodern consumption 

and can be easily bonded to the use of new technology like mobile devices and 

services. New technology represents everything which “postmodern” theorists 

argue to be typical of today’s lifestyles and consumption in general (Featherstone 

2007). Even though high technology has a rather short history, these advanced 

technologies built into products and services have become one of the most 

influential drivers of contemporary economies and a natural part of contemporary 

consumers’ experience (Kozinets 2008: 865). Today’s fast-paced world is 

becoming increasingly characterized by technology-facilitated transaction 

(Meuter et al. 2000). In that sense, it is interesting to address the acceptance of a 

mobile service in an everyday context, but that alone will not give enough 

information on how to explain consumers’ acceptance to use mobile services in 

the future. The modern human being does not measure products only in terms of 

usefulness and does not make decisions based only on rational thought processes. 

Today people perceive the mobile phone as an artefact with which an image of the 
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world and one’s own everyday life is being created (e.g. Raudaskoski 2009). 

“They [mobile devices] are great examples of complex cultural artefacts through 

which different kinds of social practices are connected: communication, device 

and application design, maintenance of mobile networks, etc.” (Raudaskoski 

2009). 

Understandably, the questions of how mobile services are affecting people’s 

ways of life and how consumers construct themselves as mobile service users are 

interesting. Already mobile technology has inevitably changed the way of life in 

Western societies and this, in turn, influences consumer behaviour. Usage of 

mobile phones has changed consumers’ way of life in several ways: for example 

constant availability made possible by mobile phones means increased exercise of 

control for consumers (Roos 2000) as consumers have to control their time 

resources totally differently than ever before. Being constantly available brings 

along pressure for example on consumers’ time management and social 

communication with other people. Thus mobile phones and services are a good 

test of a person’s social intelligence (Roos 2000). Consequently, the mobile phone 

can be taken by many not only as a statement of self, but also as a representative 

of the self that can transcend states of reality and transmit a sense of will and 

being beyond the realm of the senses (Katz 2008). Studies emphasizing the 

change in consumers’ living habits illuminate the current and emerging social 

practices with mobile devices and services as well as their implications (Geser et 

al. 2004, Palen et al. 2001, Green et al. 2002). There are several positive 

arguments to support the increasing use of mobile phones in everyday activities. 

Mobile phones make many of these activities easier and more trouble-free. As 

wireless communications and information management applications proliferate, 

empirical understanding of practices and social impacts becomes relevant for 

scholars and practitioners alike (Palen et al. 2001). 

Lately there have been more profound studies on mobile services that have 

gone beyond identifying the factors that explain usage (e.g. Palen et al. 2001, 

McGuigan 2005, Matthing et al. 2004, Katz 2006). This must be an implication of 

the changing world around us. Consumption of mobile services should be seen in 

a wider perspective. Within a cultural studies framework, consumption refers to 

more than the acquisition, use, and divestment of goods and services (Denzin 

2001). Hence, consumption is focusing more on special occasions and practices 

or rituals in social life. The observation that products are actively implicated in 

the ongoing reproduction of practice is methodologically and theoretically 

important (Watson & Shove 2008). There is a rising interest in applying social 
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theories of practice to the analysis of consumption (Shove and Panzar 2005, 

Warde 2005, Shove et al. 2007). However, in the context of consumer research, 

the concept of practice is still relatively new (Holt 2005, Shove & Pantzar 2006). 

The definition of practice is unclear. For example Barnes (2001: 18) states that the 

literature on practices remains unsatisfactory, because it fails to make clear just 

what practices are. According to Reckwitch (2002), practice theory understands 

practices as a routinized type of behaviour. It has different elements to consider: 

bodily activities, mental activities, things, know-how, emotional aspects and 

knowledge aspects (Reckwitch 2002: 247–249). Carrying out in practice, means, 

using things in a particular way (Reckwitch 2002: 249–252). The spirit of the 

machine in our mobile age of neo-liberal globalization is not a phantasm to be 

wished away but is already deeply embedded in routine social practices and 

relationships, which is not to say it is beyond criticism (McGuigan 2005). 

So far, only a few studies have been conducted to understand practices in a 

mobile context. Moisio & Askegaard (2002) have studied the oppressive aspects 

of mobile phone consumption practices and the ways consumers cope with them. 

Using field work conducted in Finland they noted how the constant need for 

mobility and omnipresence operated to induce a sense of oppression. Secondly, 

they noted how consumers attempted to oppose these oppressions through their 

consumption practices. Baron et al. (2006) have studied consumer practices 

beyond the mobile device by examining consumers’ text message behaviour. 

Their study highlighted the inadequacy of simple technology acceptance models. 

Especially in a case when an attempt is made to explore consumer behaviour that 

is accompanied by the evolution of the market for a particular consumer 

technology-based service. They argue that the existence of counter-intuitive 

behaviours, technology paradoxes and intense social and emotional elements in 

actual text message usage all point to the need for a review of the definition of the 

key TAM constructs (p. 111). In addition, they argue that the limits to the 

understanding of technology acceptance can be extended through applying an 

interpretive perspective that focuses on the cultural context of acceptance 

experiences (p. 112).  

High technology related products or services are not produced only by the 

industry, but more and more by consumers, who have an important role to play in 

developing technology and systems (Panzar 1996, Solomon 2003). In this study, 

consuming mobile services is not seen only as a process of buying behavior but 

also as a process of creating representations. Representations of mobile services 

for consumers are important to understand, because technological services and 
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products can be seen as artefacts that carry meanings and as important parts of 

cultural representation systems (du Gay 1997).  

Practices embodied by people reflect the ways in which the world is 

constituted in the human mind. Even though there are no firmly established 

practices to be detected in the context of advanced mobile service use, because 

mobile services are not widely used yet, it is important to be aware of the fact that 

practices are being formed all the time. Consumers are already using mobile 

phones in their daily activities and in that way the device is outstandingly 

meaningful to them. Experimenting with a novel prospective mobile service and 

having the opportunity to share that experience with someone has an important 

effect on evolving perceptions and practices. Consumers who have an 

understanding of diverse aspects of these novel mobile services are likely to 

create knowledge according to particular practices in daily life. 

To conclude, two entirely different theoretical approaches have been adopted 

in this study. First of all, the Unified Theory of Acceptance and Use of 

Technology (UTAUT) (Venkatesh et al. 2003) including all other acceptance 

theories related to it (TAM, TPB, DIT), and secondly, post-modern theory on 

consumption (Arnould & Thompson 2005, Holt 2001) and practice theory 

(Reckwitch 2002, Schatzki 2003) provide the theoretical foundation for this study. 

To conclude, it is argued that in order to be able to understand the deeper reasons 

for consumer emerging interest in mobile services in the postmodern world, 

different approaches should be taken into consideration.  

1.5 The empirical research setting 

From a methodological standpoint, this research seeks to make a contribution to 

mixed methods research. One of the methodological points of this study is to 

explore the empirical evidence collected from a field experiment. The novelty of 

the approach is the public nature of the experiment. Consumers that ended up 

testing the service were not forced to do so, but rather marketed into wanting to 

do so. Instead of taking part in laboratory tests, people used the service in a real-

usage context for which the service had been designed. In this experiment, two 

different kinds of empirical data were gathered to acquire as relevant data as 

possible for the purpose of this research. This made it possible to have both 

qualitative and quantitative data. Different kinds of data sets provide good 

reliability and validity for the study. At the same time, meta-theoretically this 

study is rather challenging as it forms a designation for a higher science (actual or 
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hypothetical) of the same nature, but deals at the same time with some 

fundamental problems.  

The research data was collected under the best possible circumstances to 

regard novel mobile services. The researcher had the opportunity to participate in 

a project that aimed at developing new mobile services for consumers. 

Commercialization of mobile services was not the main objective of the project, 

but, rather, the project aimed at finding out what kinds of perceptions consumers 

have regarding mobile services. This was done in the form of real life 

experiments during which consumers had the opportunity to test out mobile 

services in a real life setting, and in this way they got a clearer idea about what 

mobile services actually are. To be able to collect data in a setting like this is the 

best possible starting point for such research.  

This study provides an alternative way of gathering real life information from 

consumers on a novel mobile solution that does not exist in the market yet. 

Research aiming at theory formation has worked towards internal validity and 

ended up in a laboratory setting, which has reduced the external validity of the 

research. This approach is questioned in various ways. Analysing consumer 

behavior in a laboratory setting seems to be a very unnatural method for 

investigating consumers’ real preferences. This is the case especially because 

consumers are still relatively unfamiliar with mobile services, and we wanted the 

consumers to test this novel mobile service in a real use environment. 

Consequently, the field experiment technique we adopted seemed to be a natural 

and proper alternative for analysing consumer behaviour. During the recent years, 

this technique has been praised internationally, especially for its veracity. The 

user-oriented research tradition asserts itself in the field of information technology, 

and thus also in my present research. The biggest challenge is probably to find a 

way to carry out the research in such a manner that the potential of the user-

oriented approach would be realized in the form of better products, in this case 

future mobile services.  

When looking at this work as a whole, the reader should pay attention to the 

following points. The research seeks to combine positivist and interpretive 

approaches. Consumer acceptance studies have traditionally been positivist in 

nature, attempting to develop or test theories. Practice theory, on the other hand, 

emphasizes the blurred features of the postmodern world we are living in. One 

approach attempts to explain, generalize and even predict, whereas the other one 

seeks to describe, understand and even reconstruct the phenomenon. It probably 

would have been easier to choose only one method, but then again, it is also 
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argued that methods that are different in nature from each other are not mutually 

exclusive but rather support each other. Instead of being overly concerned with 

the world view of the researcher, the method has been chosen in order to produce 

as meaningful a result as possible. Combining these approaches in one study will 

be explained in more detail later on. 

When planning the collection of research data, it is necessary to choose 

appropriate research methods. As far as the present research is concerned, it was 

clear from the very beginning that both quantitative and qualitative methods 

would be used. The inherent duality of the research question led to this decision. 

From the beginning, the researcher was also aware of the fact that both methods 

are important in themselves, and it is not necessary to choose one main method 

and assign the other a merely supporting role. Both the quantitative and the 

qualitative data were collected simultaneously in the context of the field 

experiment. The research problem, which aimed at examining how the consumers’ 

intention to use mobile services manifests itself in everyday practice, dictated 

how the empirical data was analysed and interpreted. The analysis part has been 

the most challenging part of the entire research process. The conclusions section 

is the final destination where the research takes on its final form and integrates the 

different parts into a coherent whole. 

1.6 Structure of the study 

Mobile service acceptance is examined in this study from the viewpoint of the 

consumer. It is a belief in the future potential of mobile services that lays the 

foundation for this research and the problem of how the intention to use mobile 

services is shaped. The framework of this research consists of two major 

academic debates: firstly, discussion on acceptance of technology, and secondly, 

cultural consumer research and the related practice theory discussion. In the 

course of the past couple of decades, the former academic discussion has sought 

to identify factors that would best explain acceptance of technology as a 

phenomenon. On the other hand, there have been attempts to explain consumer 

behavior with the help of practice theory in terms of emerging human practices. 

This study attempts to show that these two worlds complement each other in the 

context of mobile services, which, in itself, gives the study novelty value.  

This study consists of four parts, the Overview (Part I), the Conventional 

approach (Part II), the Comtemporary approach (Part III) and finally the 
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Conclusions (Part IV) with some comparisons. The structure of the study is 

illustrated in figure 1. 

Fig. 1. Structure of the study. 

In Part I, the current status of mobile services in Finland was discussed. Part I is 

also important in that it presents the theoretical and practical relevance of this 

work as well as the research objectives. Another purpose of Chapter 1 was to 

provide the reader with a general outline of the topic of the thesis, with the aim of 

explaining why it is important to study consumer mobile service acceptance from 

two different perspectives. The objective of Chapters 2 and 3 is to set the scene. 

First the methodological decisions that have directed the research process are 

discussed in Chapter 2. After that, the empirical setting, which is context specific 

and needs to be illustrated straight away, is explained in Chapter 3. The choice to 

present methodological issues rather early in the study is justifiable in two ways. 

First, the nature of this study is such that the underlying philosophical issues need 

to be stated before proceeding onto theoretical issues. Secondly, the methodology 

section of this study does more than merely explain how the research was 

empirically conducted. Instead its role is to justify the need for studying this 
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research phenomenon from two totally different points of view and to raise the 

question of how best to combine the two worldviews.  

Parts II and III are autonomous parts with their own theoretical and empirical 

sections in addition to results and discussion sections. Part II is entitled the 

Conventional approach and concentrates on common ways of studying 

technology and mobile services acceptance. First the existing research literature 

on technology acceptance is explored in Chapter 4. After that, the Structural 

Equation Model (SEM) for this context is presented in Chapter 5 and, finally, the 

results are discussed.  

Part III is entitled the Contemporary approach. It goes beyond acceptance 

studies and approaches mobile service usage intentions by introducing the 

interpretive approach of the study. Chapter 6 begins by introducing reflections on 

postmodernism and the contemporary consumer and consumption. After that 

Consumer Culture Theory and practice theory are introduced. Analysing people’s 

experiences of using a mobile service constitutes an attempt to develop a more in-

depth understanding of the representations consumers give to the world we 

currently live in, to mobile services and themselves as mobile service users. The 

analysis of practices related to mobile services is discussed in Chapter 7, which 

contains the analysis of the qualitative data as well as the discussion of the 

qualitative part of the study.  

Finally, Part IV concludes the study by providing summaries of the main 

findings. This part of the study includes a comparison of the findings and 

discussion of their theoretical and managerial relevance. In addition, Chapter 8 

raises the issue of why it is important to understand emerging interest in mobile 

services. The chapter discusses the main findings of the study and reflects on the 

findings using two different approaches to understanding consumers’ mobile 

service acceptance. Its intention is to integrate the findings into the theoretical 

discussion on the acceptance of new technologies, as well as providing an 

understanding of consumer practices with regard to emerging mobile services. 

The chapter concludes with some suggestions for future research. 
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2 Methodology 

In conducting research, one of the challenges is always to select a research 

paradigm from among the many alternatives. The purpose of this chapter is to 

describe why the particular methods used to address the research phenomenon of 

consumers’ emerging interest were chosen. Every approach has its preferred 

emphases and also its weaknesses. This study adopts two different approaches 

linked with the research phenomenon and they supported the choice of research 

methodologies. As Teddlie and Tashakkori (2009) have pointed out, different 

ways of conducting research complement each other.  

This research has taken up the challenge of examining consumers’ emerging 

interest in novel mobile services using two different approaches –positivism and 

interpretivism. To do so, it was necessary to develop an understanding of the 

philosophy of science related to both of these approaches. It can be a daunting 

task to attempt to understand a phenomenon from two different perspectives 

because the world views at work in the background of the approaches can be 

different – even decisively so. The guiding assumption of this research is that 

there are two clearly different philosophies of science at work here that have 

quintessentially different routes to providing arguments to support the findings. 

However, the present study is not concerned with comparing these two views, and 

instead they are treated as contemporary approaches, so the study method 

involves what can be referred to as triangulation of research (e.g. Deshpande 1983, 

Kozinets 2002) or methodological pluralism (Hunt 1991). 

2.1 Methodological meta-considerations of the researcher 

The researcher’s own philosophy of science incorporates a belief in reality 

independent of the human consciousness. That being so, in ontological terms the 

researcher is close to being a realist as the relevant belief is that people have 

many things in common, starting from the biological basis of the world. From an 

epistemological perspective, the researcher’s profile could be somewhere between 

a social constructivist and poststructuralist, that sees knowledge as created in 

interaction among people. It is also easy to rely on the basic idea of 

poststructuralism, which problematizes the importance of ‘centered individual’ 

and the ‘knowing subject’. Furthermore, we all have a unique perspective from 

which we perceive the world; however it is constructed in culturally specific 

interactions. Different individual, social and cultural levels explain the differences 
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between people to a large extent; in the universal sense we are all human beings, 

but our differences take shape according to the cultural sphere we live in.  

The interpretations of the studied phenomenon the researcher arrives at are 

related to the scientific community the researcher works in, the store of 

information gathered previously and the current knowledge of the world. This 

thesis is a project that helps one particular researcher to conceptualize the world. 

In this way the researcher is following the recommendation of Hudson & Ozanne 

(1988: 518) that researchers should recognize the philosophical assumptions 

underlying their theories and should identify their own philosophical assumptions. 

The use of multiple methods and research techniques has proved to be both 

difficult and educational for the researcher. The application to the same 

substantive issue is challenging to both existing theoretical approaches and 

methodological presumptions. At the same time, learning of different approaches 

and their underlying assumptions has been an edifying experience. 

This thesis project started with a study of the theories used in identifying 

reasons for technology acceptance among consumers. The theory overview gave a 

necessary insight into the area and identified tools for empirical research. The 

initial purpose was to modify an existing technology acceptance model (UTAUT) 

to describe a consumer’s acceptance of mobile services. The researcher was 

fortunate enough to be part of a field experiment that provided advantageous 

survey data gathering opportunities. However, familiarization with the subject and 

acquiring more information about consumer behaviour, confirmed that human 

behaviour cannot be described with numerical data alone, and understanding the 

phenomenon reviewed in particular could require the adoption of different points 

of view. To assist, another stream of consumer research was incorporated and that 

led to the world of Consumer Culture Theory and practice theory literature. As a 

result a methodological pluralism in addition to a survey method was seen to be 

the best way forward. Hence, there were also qualitative interviews conducted in 

the course of this research, and it is the integration of both these methods that 

provides deeper insight into the survey results. This decision may also be justified 

by the fact that there is a lack of qualitative studies on the acceptance of mobile 

services. The use of both methods is also supported by many marketing 

researchers (e.g. Hirschman 1985, Hudson & Ozanne 1988), who state that 

incommensurability does not mean that the two approaches cannot peacefully 

coexist. 

The researcher’s decision to use two contradictory approaches in this research 

is justified in several ways. First of all, by comparing ways of seeking knowledge, 
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the researcher is able to learn and reflect on the strength and weaknesses of both 

research approaches (Denzin 1978). This is important if we are trying to improve 

the ways we study social sciences (Morgan 2007). Secondly, in can be referred to 

Mingers (2001: 256) who supports the pluralist methodology in order to gain 

richer results by arguing: “…designing the methodology for any research study, 

consideration should be given to the different dimensions of a real situation, 

material, social and personal; to the tasks involved in the different stages of a 

research study and to the research context of the researcher(s)”. Thirdly, 

contradictory methodology helps to clarify and extend the theoretical level of 

technology acceptance, which has been studied for long time by emphasizing the 

positivistic notion. And finally, the purpose is to gain synergistic insights that 

emerge from the combinations of two different approaches (see e.g. McQuarrie & 

Mick 1992). 

2.2 The Modernism and Postmodern thought in studying mobile 

service acceptance phenomenon 

During the past few decades, marketing research has engaged in an interesting 

discussion on the scientific-philosophical starting points of research (e.g. 

Anderson 1983, Brown 1994, Hunt 1994, Firat & Dholakia 2006, Firat & 

Venkatesh 1995). Such discussion is precisely what has made marketing sciences 

a particularly interesting area of discussion. In this study, the scientific-

philosophical discussion is taken into consideration by contemplating the 

significance of the modern and the postmodern world views, both their 

differences and their shared aspects. Therefore the present study approaches the 

consumer emerging interest of mobile services phenomenon from two different 

viewpoints. This has not been done merely in the methodological sense, as the 

matter is examined from two very different ideological standpoints.  

Technology acceptance research, to which this study tries to contribute, has 

traditionally been studied using quantitative research methods based on a 

positivist approach, which have been the dominant paradigm in consumer 

research for decades (see e.g. Hunt 1991). These theories and models have made 

an enormous contribution to understanding the nature of technology acceptance. 

It is also only logical to argue that when explaining mobile technology acceptance, 

some explanatory factors can be found that can be generalised to the greater mass 

of consumers. It is clear that generalisable causal models provide mobile 

technology developers with a great deal of interesting information that helps them 
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to understand companies’ customers better. These positivistic models of 

technology acceptance are popular since they are theoretically simple and the 

constructs are robust and well validated. Accordingly, these models make it 

relatively easy to plan empirical studies as well as compare findings. 

Why then is it important to develop and create different explanatory models 

for technology acceptance? It is typical of modern thought to seek to discover the 

very core of, or truth about, phenomena; for this reason. Modern thought is 

characterized by a belief in progress, which means that things develop 

continuously over time (Firat, Dholakia & Venkatesh 1995). For this reason, it is 

necessary to further develop different technology acceptance models, because 

new information is being acquired all the time and can be used to create new 

knowledge. It follows that it is logical for a researcher to try to find the major 

theory by testing it. According to Wu (2009) when it comes to refining any 

technology acceptance models, the general approach is to “patch up” the model. 

Two common strategies for patching up include: 1) introducing additional 

constructs and to the model so that more statistical prediction power can be 

gained, and 2) including antecedents or contextual factors while adhering the 

central constructs. Examples of these “patch ups” of this study are introduced in 

Chapter 4 & 5. 

Furthermore, acceptance models based on a positivistic world view claim that 

an individual’s actions are strongly guided by rational thought and economy. 

These models argue for empirical investigations that follow strict rules of data 

gathering. In other words, quantitative phenomena are called upon when there is a 

desire to refute claims that there are some causal relationships in the interpersonal 

reality. However, the criticism levelled at explaining consumers’ behaviour with 

the modern world’s positivistic models is that they leave aside the meanings and 

purposes attached by human actors to their activities (Guba &Lincoln 1994). It is 

believed in this study that more interpretive data analysis will provide deeper 

insights into consumer behaviour.  

Today many researchers would admit that believing in traditional variables 

(such as attitudes, preference, social class, demographics) used in explaining 

consumers behaviour is no longer as helpful as in the past (Firat et al. 1995). The 

modern worldview and the positivistic models remain somewhat weak in their 

attempts to explain today’s society and the life of a contemporary consumer. 

Hence, this study adopts the belief that that contemporary living is the era of 

postmodernism, said to have followed the modern time. In the postmodern society, 

the subject takes the role of a consumer who makes unique decisions even though 
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life is shaped by the culture experienced. In contrast to what happens in the 

objective modern world, the formation of subjectivities with its multifarious 

human facets has established itself as an acceptable area of enquiry. This leads to 

one of the illustrations of the postmodern era being that one does not believe in 

just one truth. Universal models explaining the consumer’s life are no longer seen 

as feasible, as each individual has their own representation and idea of reality. 

Hence, there are no self-evident matters and life can be described as fragmented 

(Brown 1993, 1997, Cova 1996, Campbell 2005).  

Another difference noted between modern and postmodern world views is in 

their focus on time-dimensions. Pre-modern culture focused on the past, the 

modern culture on the future. It is the representation of an imagined past or future 

in the present, and the present is the period to which postmodernism turns its gaze. 

The focus in postmodernism is: right here, right now. The postmodern consumer 

wants to experience the diversity of many themes, past and future, not get fixed in 

any single one (Firat & Shultz 1997).  

In this study, the difference between modern and postmodern are emphasized 

because different points of view are considered to be valuable and contemporary 

for studying the phenomenon of consumer emerging interest in mobile services. 

Modernism and postmodernism are seen in this study as essential parts of the 

methodology and theoretical framework, and are therefore inseparable. Different 

questions and aspects about science and the scientific methods are part of the 

dialogue of science and also seen important in this study to get an overview of the 

phenomenon. Modernism focuses on an objective world view while the 

postmodernist position is that the world is socially constructed and subjective. In 

modernism the observer is looking outside the observed and in contrast the 

postmodernist observer is part of what is being observed. Postmodernism is 

primarily concerned with the nature of knowledge and the foundations of 

academic discourse (Thomas 1997). The differences between modernism and 

postmodernism are addressed in detail in PART III, because it is seen as an 

essential part of the interpretive theoretical framework. In that way, the ideas of 

postmodernism also reflect the analysis made. The discussion on postmodernism 

should be considered as a new perspective giving researchers the opportunity to 

look at contemporary phenomena from different angles (Bauman 1993).  
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2.3 Paradigmatic engagements of the study 

Philosophy and theory of science are concerned with the nature of science (e.g. 

Guba & Lincoln 1994, Hudson & Ozanne 1998, Moisander & Valtonen 2006). 

They seek to answer the question of what science is. There is no single definition 

of science, but science can be understood at least as the results of scientific 

practice, scientific data collection methods, and the institutions which function as 

sites of acquisition and maintenance of knowledge (e.g. Eriksson & Kovalainen 

2008: 10–15). To understand the scientific approaches some of the basic elements 

of philosophical issues are introduced which are important to understand in social 

sciences.  

Within the science studies, the consensual set of beliefs and practices that 

guide a field is referred to as a “paradigm” (Morgan 2007). Guba and Lincoln 

(1994: 107–108) suggest that a research paradigm as a concept comprises the 

ontological, epistemological and methodological commitments of the study. 

Methodological commitments will be reviewed later, but let us familiarise 

ourselves with two other concepts. First of all, ontology is the study of the “nature 

of existence or being”. It seeks to answer the question of what exists and what is 

the form and nature of reality, and therefore, what is there that can be known 

about it? What is there in the world? (Burrel & Morgan 1979, Guba and Lincoln 

1994, Eriksson & Kovalainen 2008). Hence, ontology is a branch of philosophy 

that contemplates the innermost nature of reality. Ontological assumptions 

embrace all theories and methodological positions. The ontology of this research 

is two-way, in the sense that reality is understood from both subjective and 

objective points of view. 

Another issue, that philosophers of science have been concerned about relate 

to the process of knowing (Burrel & Morgan 1979). Epistemology, the theory of 

knowledge, is a branch of philosophy that seeks to understand what we can know 

and what kind of knowledge is true knowledge. In addressing the epistemological 

aspect of paradigm development, philosophers have attempted to answer the 

fundamental question –How do we know what we know? (Deshpande 1983) or 

what is the nature of the relationships between the knower or would-be knower 

and what can be known?” (Guba & Lincoln 1994: 108). The general philosophy 

of science is based at least in part on the theory of knowledge i.e. epistemology, 

inquiry into nature, form, acquisition prerequisites, and validity of knowledge, as 

well as logic and the study of sound thinking and/or sound reasoning. From an 

epistemological starting point, the concept of science and theory formation, the 
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nature of scientific reasoning, the nature of scientific explanation, the objectives 

of science, the progress of science, and the scientific world view can be studied. 

Therefore it, of course, has an influence on how we see and understand the world, 

what we are interested in and what we wish to study. This being the case, a 

research paradigm is much more than methodological orientation, but it is closely 

intertwined with methodology. Accordingly, to the ontological issues, the 

epistemology of this research is similarly two-way, in the sense that knowledge is 

understood to be created differently. 

One of the most important tasks of scientific research is explaining the 

reasoning of the study. The alternatives are deductive reasoning, inductive 

reasoning and abductive reasoning. The deductive reasoning is working from the 

more general to the more specific. The positivist paradigm uses deductions, tries 

to verify the hypothesis, and generates theories and models. As in Part II of this 

study, the starting point for deductive reasoning is with the theories surrounding 

technology acceptance. After a considered literature review, theories are narrowed 

to specific hypotheses. Finally, the final hypotheses are tested with specific 

empirical data in order to confirm or reject the theory. Accordingly, positivist 

epistemology seeks to explain and predict what happens in the social world by 

searching for regularities and causal relationships between its constituent 

elements (Burrell and Morgan 1979).  

However, it is the purpose of this study to find and add new elements of 

interest to the theoretical discussion. Hence the study can be said to be an 

iteration between deductive and inductive studies – also known as abductive 

reasoning, first advocated by Charles Peirce. Abductive reasoning according to 

Peirce (1966) is about investigating the relationship between ‘everyday language 

and concepts’. People’s logical experiences create perceptions that give new 

perspectives on the phenomenon. Furthermore, it is a way of creating new 

theories with the help of guiding principles. In this study, the abduction is referred 

when wanting to emphasize that the continuous interplay between theory and 

empirical observation (Dubois and Gadde 2002).  

The role of theory in this study is interesting and multifaceted. In general, 

theories are usually structures of knowledge that exist within a specific discipline, 

hypotheses about a specific case, or research programs within a discipline. Hence, 

the tasks of theory can be either explanation of phenomena, understanding of 

phenomena, predicting of phenomena, or manipulation of phenomena. Whatever 

the task is, theory formation is one of the most important tasks of science. At the 

beginning of this study, a framework was created within which the research 
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problem was linked with previous research via two different approaches. Both the 

UTAUT model and the practice theory enabled researchers to approach the 

research phenomenon from two different and complementary, viewpoints. Both 

viewpoints were essential to this study because previous research on technology 

as well as consumer research have produced results that are relevant to this study. 

It is hoped that bringing together these two different approaches will demonstrate 

how seemingly different problems can actually be related. One reason for the 

framework of this study being so extensive was the exceptional empirical nature 

of the research. It was necessary to approach the subject using different kinds of 

methods to cover both the explanation task and understanding task of the research. 

To conclude, the philosophy of social science is an unavoidable topic for any 

social scientist. This is because the choices social scientists make in answering 

their questions inevitably force them to take sides on issues of philosophy. 

However, it is believed that no absolute truth can be found in social sciences, 

because perceptions are always dependent on the social interaction between the 

research object, researcher and in this case also the technology used.  

2.3.1 Positivist and interpretivist insights 

This study examines the consumers’ emerging interest from two alternative 

paradigmatic perspectives; quantitative positivist and qualitative interpretivist 

approaches. Based on the paradigmatic issues positivism and interpretivism are 

representing opposite ways of generating knowledge (Hudson & Ozanne 1988). 

Furthermore examining the phenomenon with these contradictory paradigmas, 

leads also to challenges for appropriate use of quantitative and qualitative 

methods as well as evaluating these studies (e.g. Hunt 1991, Calder & Tybout 

1987, Thompson, Locander & Pollio 1989).  

Part II of this study is based on a positivistic approach. The ontological 

assumption of a positivist is that there exists only one truth (an objective and 

separate reality) that is independent of human perceptions (e.g. Guba & Lincoln 

1994). From an epistemological perspective, the researcher is deemed to be 

independent of what is being researched. In other words, the objective view in 

epistemology refers to the world that is external. In using quantitative research, 

the researcher believes the phenomena under study can be observed and in that 

way the researcher can gain the most accurate possible knowledge from reality. 

Quantitative techniques have been dominant both in consumer and IS 

(information systems) research (e.g. Dubé & Paré 2003). Furthermore, it appears 
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that rules regarding knowing are more transparent in the positivist paradigm 

(Goulding 1999: 863). They are strictly formalized procedures for establishing 

and testing hypotheses and outcomes are a direct product of a quantified 

processes. 

Studying the consumer mobile service acceptance, the phenomenon being 

researched is believed to exist in the minds of the participants. It is assumed that it 

has developed unconsciously or based on cognitive processes. More over the 

assumption is that all the participants follow the natural similar of the reality. And 

for this reason it is relevant measure the phenomenon with general, statistical 

techniques that are a normal way of obtaining information about IS usage and 

behaviour. Surveys are useful in that they obtain a snapshot of a situation at a 

particular point in time via a questionnaire (Galliers 1992). The strength of the 

survey is definitely the ability to examine a greater number of variables with a 

larger number of consumers. A purpose of the experiment of this study was to get 

as many consumers as possible to try out the new mobile service. In that sense, 

structured questionnaires were the most useful way of gathering consumers’ 

perceptions and the results are easier to generalise. The analysis of the 

quantitative data was done using Structural Equation Modeling (SEM) – one of 

the most commonly used analytic techniques today. According to Kaplan (2000), 

SEM can be defined as “a melding of factor analysis and path analysis into one 

comprehensive statistical methodology”. SEM techniques have become very 

popular for validating instruments and testing linkages between constructs in 

Information Research Systems Research (Gefen, Straub & Boudreu 2000).  

The research paradigm adopted in Part III of this study is associated with 

interpretive research. Denzin and Lincoln (2000:3) offer a generic definition of 

qualitative research as “an interpretive”, naturalistic approach to the world. This 

means that qualitative researchers study things in their natural settings, attempting 

to make sense of, or to interpret phenomena in terms of meanings people bring to 

them. In interpretive research, the most significant ideas and understanding are 

developed in cooperation with the subjects studied. This leads to existence of 

“humanistic” description about interpretivism, which emphasizes the totality of 

human being which emerges through the course of their lives (Hirschman 1986).  

The ontological position of interpretivism advocates the existence of multiple 

truths, based upon different perceptions of every person (e.g. Cresswell 1994). 

From an epistemological perspective, a human’s mind plays an important role in 

shaping reality, because the external world is not possible to access without our 

own interpretations (Eriksson & Kovalainen 2008). In other words, a researcher 
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interacts with the phenomenon under study. In opposition to quantitative methods, 

the researcher interacts actively with the studied object. Findings are always 

contextually and temporally shaped. Consumer behaviour is always related to 

meanings, and social actors construct their actions by themselves. The interpretive 

approach regards the reality as existing within the perception person experiencing 

it. This subjective point of view is considered also in this study.  

In recent years, interpretive research has emerged an important strand in 

information systems (cf. Klein & Myers 1999) and consumer behavior studies (cf. 

Szmigin & Foxall 2000). However, there has been some criticism, whether 

interpretivism can be called scientific research (e.g. Calder & Tybout 1987, Hunt 

1989). The criticism is pointed to the underlying notion of interpretivism, where 

reality has to be constructed through the researcher’s description and/or 

interpretation (Szmigin & Foxall 2000:189). Another issue of criticism is the 

managerial usefulness of the interpretive approach, which is according to some 

interpretivists is not even needed (e.g. Holbrook 1987). However as Szmigin and 

Foxall (2000) states interpretive approach can bring managers closer to their 

consumers and provide useful insights into their consuming habits. Luckily there 

are researchers who have accepted the plurality of approaches more readily as 

representing alternative but not exclusive worldviews (Thompson et al. 1989). 

To explore the consumption experience, Hirschman and Holbrook (1986) 

suggest that the researcher needs to be involved with the phenomenon. The 

interpretive research in this study uses in-depth interview techniques in a way to 

cultivate an openness of situation. The interview data in this research were 

collected following an authentic mobile service usage situation. According to 

(Ruyter & Scholl 1998), qualitative research provides an in-depth insight into the 

subject. Information gathered with qualitative methods is flexible, explanatory 

and the knowledge gathered is lifelike and full of ideas. In this study, the term 

interpretive framework refers to the suppositions and principles that determine the 

theoretical perspective of the research. It provides an overview of the 

phenomenon and the related concepts and dimensions. The interpretive 

framework indicates the theoretical foundation and analytical focus of the 

research that guide the interpretation of the research data (Moisander & Valtonen 

2006: 103).  

According to Spiggle (1994: 500) interpretation is: “playful, creative, 

intuitive, subjective, particularistic, transformative, imaginative and 

representative”. In her study, she describes several operations for qualitative 

analysis. However, for interpretation she proposes no guidelines. “The 
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development of the researcher-as-interpreter cannot depend on learning 

techniques and mechanics. However, it is important to remember that in 

interpretive processes the researcher engages a theoretical scheme that is removed 

from the perspectives of informants (Wallendorf & Brucks 1993: 350). Referring 

to Thompson & Haytko (1997:20) in this study personal experiences, social 

practices or cultural text are interpreted as sites where cultural traditions of 

meaning and social value systems are enacted, negotiated and transformed.  

The analysis of the qualitative part of this study is based on post-structuralism 

– in that it seeks a more profound understanding of the construction of consumers’ 

emerging practices of mobile services. From the methodological perspective, 

post-structuralism (e.g. Thompson & Hirschman 1995, Thompson & Haytko 1997, 

Holt 1997, Moisander et al. 2009) serves the purposes of the qualitative part of 

this research better than positivism does. Post-structuralism seeks to answer the 

criticism that emerged within positivism, by conducting research in a more 

natural setting, by gathering more context-bound research data, by adopting 

results emerging from the research, and by accepting the research subject’s emic 

views about their actions and the related meanings (Holt 1997). Emic view refers 

to understanding informant’s point of view to portray broader cultural meanings 

(etic point of view) (Spiggle 1994). The writer has to try to keep the emic and 

epic viewpoints separate in this research, in other words, to listen to 

constructionism’s own self-understanding and the notion of what it seeks to 

accomplish (Alasuutari 1995: 120–121).  

Even though there is no straightforward equation of post-structuralism with 

postmodernism, they do share a common approach to epistemology, namely the 

rejection of truth as a fixed eternal object (Barker 2008: 21). For example, post-

structuralism rejects the idea of an underlying stable structure which finds 

meaning through fixed binary pairs (black-white; good-bad). Rather, meaning is 

unstable, being always deferred and in process and cannot be separated from 

history (Holt 1997). Meaning cannot be confined to single words, sentences or 

particular texts but is the outcome of relationships between texts (Barker 2008). 

Holt (1997) agrees with that by saying that chains of meanings exist as multiple 

and overlapping resources, from which social actors select, combine and 

juxtapose (p. 329). Referring to Thompson & Hirschman (1995), similarly in this 

study it is proposed that a poststructuralist perspective on the consumer emerging 

practices offers important conceptual and methodological benefits to consumer 

behavior.  
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There are a couple of distinctive differences between these aforementioned 

approaches. Whereas positivist research attempts to uncover cause-and-effect 

relationships and focuses on explanations, the interpretative approach believes in 

a more subjective view of data interpretation instead of focusing on causality 

issues (Simonson et al. 2001). In addition to scientific explanations, there are also 

differences within these different approaches on the more practical level of doing 

consumer research. The very nature of interpretive research means that there can 

be a number of alternative interpretations from which to choose to represent the 

phenomenon under study (Szmigin & Foxall 2000). The enrichment of 

interpretivism is exactly the novel way of understanding consumer experience 

(Denegri, Zwick & Schroedes 2006). Whereas most positivist research has 

focused on issues related to purchase decisions, the main emphasis in interpretive 

consumer research should be on specific consumption experiences (Simonson et 

al. 2001). As a comforting concluding statement, it can be argued, that many 

researchers agree that the difference between perceptions of positivism and 

interpretivism have become folklore (Weber 2004).  

2.3.2 Mixed method 

Employing two approaches can be complicated, but on the other hand, this 

research tries to indicate that the presence of both approaches is essential to 

understanding the phenomenon as a whole. It is not useful to adhere too closely to 

a single research paradigm. Rather, it is more fruitful to take different 

perspectives into account. Denzin (2004) defines triangulation in the following 

way “the combination of methodologies in the study of the same phenomenon”. 

As the consumer research is polymorphous, it is natural to assume, that different 

kinds of methods are justifiable (e.g. Dellinger & Leech 2007). A mixed method 

would appear to be one of the most pressing needs facing consumer researchers 

(Belk 1986). However, in this study, it is wanted to emphasize that using mixing 

methods is more than just combining quantitative and qualitative methods. Rather, 

it is important to understand the nature and the underlying theme of each 

approach by becoming entangled in philosophical discussion. On this basis, 

methodological unity can hardly be recommended, but rather, methodological 

plurality should be accepted as a fact. This study tries to gather the synergistic 

insights that emerge from the combination of interpretive approaches with 

positivist approaches in consumer research.  
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However, some consumer researchers have questioned the commensurability 

of interpretivism and positivism (e.g. Anderson 1986, 1988). Researchers are seen 

to be better off realizing that both paradigms have a place in marketing, provided 

they are not being made to do each other’s work. For example quantitative 

methodologies emphasize reliability issues, while qualitative methodologies 

emphasize validity while downplaying reliability. On the other hand, other 

researchers have been more optimistic (Hirschman 1985, Hunt 1991, Mingers 

2001), advocating a mixed method that would employ multiple methods and 

invoke appropriate appraisal standards. This study is even corresponding to the 

argument claimed by Hirschman (1985) that quantitative and qualitative methods 

are not given equal authority in the findings and conclusions. 

In this study, the mixed method approach does not mean two separate 

approaches. On the contrary, the purpose is more similar to following logic 

integration (see e.g. Tashakkori & Teddlie 2003, Creswell 2003). In this study the 

mixing has been done in concurrent time. This means that quantitative and 

qualitative phases were conducted at the same time, either one part of the data 

was analysed first. Therefore it can be stated that both qualitative and quantitative 

data gathering and analyse phases had equal status in this study. 

Bryman, (1984) has stated some advantages of mixing methods which are 

well-justified also according to this study. Firstly, the findings from one type of 

study can be checked against the findings arising from the other type. At least the 

finding will provoke lively discussion among marketing scholars. Secondly 

qualitative research may help to provide additional information contexts and 

subjects which could otherwise go unnoticed. Thirdly quantitative research may 

be employed to plug those gaps in a qualitative study that arise because the 

researcher cannot be in more than one place at one time. Fourthly quantitative 

research is especially efficient at getting to the “structural” features of social life, 

while qualitative studies are usually stronger in terms of processual aspects. This 

final statement emphasizes the importance of different kinds of knowledge in 

understanding a whole phenomenon.  

Many researchers have found the multisource method to be an effective way 

to gather appropriate information. Many scholars, opposes the idea of paradigms 

being rigid and fixed. It is impossible to eliminate all bias from any research 

project, but the multi-method approach helps to weed out much of the bias that 

could otherwise go unnoticed (Melanson 2004). The notion of the mixed method 

is drawn from the idea of “multiple operationalism” which suggests that the 

validity of findings and the degree of confidence in them will be enhanced by the 
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deployment of more than one approach to data collection (Bryman 1984). The 

mixed methodology approach used in this study has the strength of data 

triangulation as it gives a thick description of the phenomenon that would not be 

possible if only other data collection strategies had been employed.  

2.4 Summary of the methodology section 

Research traditions that have their roots in different kinds of philosophies create 

their own relevant sets of concepts that guide the choice of perspective, method 

and world view. Theories that researchers use in their work have different 

positions in their research environment. Usually a certain theory world is 

favoured by a certain group of researchers and thus it spreads easily.  

As the chosen paradigms differ from each other tremendously, it has to be 

concluded that the phenomenon studied is not exactly the same in Parts II and III. 

It is undeniable that the practices that qualitative interviews are interested in, are 

impossible to explain with causal models and statistical methods in general. 

However, based on this methodological antagonism, it is suggested in this study, 

that mixed methods should be used to get a clearer view of the whole 

phenomenon both philosophically and methodologically. Furthermore, it has to be 

said that the language (or the writing style) choice in this study, tries to follow the 

formal way of representing the quantitative analysis and result in Part II, but in 

contrast, in Part III the text is more informal. The personal way of writing the text 

emphasises the fact that the researcher is a participant in the phenomena under 

study. Next, the methodological dichotomy of this research is presented in table 1. 
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Table 1. Methodological dichotomies of this research. 

Assumptions Part II / positivist Part III / interpretive 

Ontological   

Nature of reality Objective 

Single 

 

Socially constructed 

Multiple 

Contextual 

Nature of social beings Deterministic Voluntaristic 

 Reactive Proactive 

Epistemological   

Knowledge generated Universal applicable  Phenomenon specific  

 Time-free 

Value-free 

Time-bound 

Value-laden 

View of causality Real causes exist Multiple, simultaneous shaping 

Research relationship Objective, separative Subjective,  

Interactive, cooperative 

Reasoning Deduction Abduction 

 Explanation Exploratory 

  Understanding 
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3 Empirical research setting 

In this chapter the empirical research design and context are introduced to give 

the reader a general view of the empirical research setting. The whole study is 

based on the research made in the Rotuaari project in Finland. Rotuaari was a 

three-year (6/2003 - 5/2006) research project at the University of Oulu, focusing 

on the development and testing of technologies and business models for mobile 

multimedia services of the future. The key components of the project included 

service and testing environments, wireless technologies, new kinds of value 

chains and numerous field experiments. In the research environment of the 

Rotuaari project, end-users were evaluated by examining their activity and 

developing mobile multimedia services (www.rotuaari.net). The project consisted 

of three main segments: 1) a service system, was developed in the project and 

comprised wireless networks, service platforms and prototype services that were 

used with certain mobile devices, 2) The service system and its services were 

tested in a real-usage environment in field experiments where the services were 

used by end users. The services were further developed on the basis of the 

valuable information about the technical performance of the service system 

revealed by the field experiments; that information covered the usability of 

services, real consumer needs, consumer behaviour and the functioning of 

business models, 3) Value networks; technology experts contributed their opinions 

on what could be done with the technology of today and the future to the research.  

Following the consumers in a real operating situation using mobile services 

offered unique material to study consumer behaviour. After all, new service 

development relies on the complex task of understanding and anticipating latent 

customer needs. To facilitate proactive learning about the customer, Matthing et 

al. (2004) have found customer involvement in the development process is 

important as well as observation of customers in realistic action. The bulk of the 

IT research thus far has concentrated on the laboratory tests and more on the 

usability of the service (e.g. Kjeldkov & Skov 2003), and the existing adoption 

research has been done on services already in existence (Fife & Pereira 2005, 

Khalifa & Cheng 2002, Knutsen 2005, Mallat et al. 2006, Knutsen et al. 2005). 

Laboratory experiments are efficient when wanting to find out the precise 

relationship between chosen variables. In that way it is easy to control a small 

number of variables which may studied intensively (Galliers 1992). However, the 

relations identified may have a limited connection to the world due to 

oversimplification. Thus a methodological research gap can be identified; future 
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services would benefit from actual usage adoption studies, done with a 

representative sample of the potential market audience, since usability studies in 

laboratory settings clearly are not enough. According to Galliers (1992) field 

experiments give greater realism than do laboratory environments. The negative 

side of field experiments is the inability to replicate them due to the difficulty of 

control when only the studied variables are altered. In marketing literature, it can 

be said that there is a lack of field experiments, and instead, there are too many 

hypothetical surveys, which measure, for example, the different attributes of 

products.  

The quantitative part of this research consists of a survey made during a field 

experiment conducted as part of the Rotuaari project in summer 2005. The 

qualitative part of this research consists of consumer interviews gathered from the 

same field experiment, using personal in-depth face-to-face interviews. In-depth 

interviews were conducted to triangulate the study findings from the survey data 

to generate further understanding of the underlying phenomena. Interviews were 

made with people spontaneously using a mobile service called the Mobile Fair 

Diary. 

3.1 Field experiment 

A field experiment applies the scientific method to experimentally examine an 

intervention in the real world rather than in a laboratory setting, which has been 

criticized for not being a natural situation (see List & Levitt 2005 for comments to 

this critique). Large scale field experiments have been done in the consumer 

behaviour context though (e.g. Bertrand et al. 2005, Ganzach & Karsahi 1995).  

In order to utilize the full potential of conducting field experiments, the 

designers of the experiment must be able to exploit its specific characteristics 

efficiently. Six factors that can be used to determine an the successful design of an 

experiment have been proposed in the literature (for the complete list see Harrison 

and List 2004). Below, those features relevant to this paper are outlined: 

 1) The nature of the subject pool is an important factor as the recruited 

individuals should have different socio-demographic characters in order to get as 

valid an idea as possible about the people interested in novel mobile services. 2) 

The nature of the information that the subject brings to the task plays an important 

role, since the adoption process of a service depends largely on previous 

experience and the guidance available. 3) The nature of the commodity is a really 

important factor in field experiments since it is extremely important for people to 
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get in contact with the actual products instead of abstractly defined goods. 4) The 

nature of the task that the test user is being asked to undertake is an important 

component of a field experiment. In the field experiments in this paper the usage 

was totally voluntary and the individuals were able to use services as much as 

they wanted as well as decide what services they wanted to use. 5) The nature of 

the stakes in a field experiment can be totally different from the ones encountered 

in laboratory settings. In the field experiments reported in this paper, the 

individual stakes required were only related to time and effort – no money was 

involved. 6) The nature of the environment that the subject operates in has a 

definite effect on the field experiments. In the case of novel mobile services and 

their usage, the environment has an impact on how they are accepted. 

The empirical setting for this study is a research project that organised field 

experiments to empirically evaluate mobile technology and new mobile services 

in real end-user environments (for details see Ojala et al. 2003). The experiment 

reviewed in this study took place for one month in the summer of 2005. The focus 

of the field experiment was on testing future mobile service with voluntary 

consumers. The experiment was completely public in the sense that mobile 

services were marketed for everyone wanting to test them. Services were 

completely free of charge to use and suitable devices were even loaned free of 

charge. 

In the case of novel mobile services, the majority of their potential users do 

not have any idea of what a mobile service could be. When the users’ information 

on a subject is as low as is often the case with mobile services, it is important to 

offer proper guidance for using the device and especially the services. When there 

are many services, which was the case in the first example in this paper, the 

guidance on use can take a long time and can alienate users. In the hectic 

environment typified by the use of mobile services, service guidance needs to be 

fast and efficient. Guidance on a service launched in a specific context and for a 

single purpose, was easier to take in, making the guidance process easier and 

quicker. This enabled users with little or no prior information about the service to 

gain enough basic knowledge to begin using both the mobile device and 

application.  

There were no specific tasks for the users to perform with the Mobile Fair 

Diary – though some were recommended. The consumers were left to decide how 

to use the mobile service, meaning that the information gathered was a reflection 

on the most interesting services. It was discovered that a single purpose system 
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with less “distractions” in the form of other services, created a good environment 

for successful adoption.  

Monetary stakes were not an issue for the users in the field experiment, as the 

services were free of charge. However, the stakes required from the users were 

time and effort invested into using the services. At the housing fair, usage of the 

Mobile Fair Diary was time consuming, but the learning process could be done in 

parallel with visits to the houses and using the service – learning “on-the-go”. 

This made learning the service less intrusive. 

The context of the service was one of the most important things that seemed 

to affect the acceptance of mobile services. When the context is specific and the 

service is made particularly for it, it is very compelling compared to a general 

context. Most of the features of conducting the mobile services experiments are 

entangled around the context that needs to be considered (e.g. features of the 

service, users, tasks).  

A previous study (Ristola & Kesti 2006), had found out two new features not 

present in the Harrison and List (2004) typology of determining a field 

experiment. These new features need to be added to the end-user environment, if 

the experiments are public in nature. First, all the parties involved in executing 

the experiment play an important role. Networking is important for an experiment 

to succeed and each party needs to be committed to making the experiment work. 

The actors in the supporting community of a project play a major role in its 

success. Collaboration is essential, especially if the service is closely related to an 

event. The second feature that needed to be tackled in the public end-user 

experiments was the marketing efforts required for success. As the services are 

made available for anyone wanting to use them, it is important to have marketing 

actions to inform people about the opportunity. It is important to be as visible as 

possible by locating the field office in the right place and having enthusiastic 

personnel for the direct sales pitch. If possible, traditional advertising in various 

media is also an efficient way to get information about the services to the 

consumers. In the case of mobile services, the problem at the moment is the lack 

of awareness among the general public of those mobile services. (Ristola & Kesti 

2006) 

3.2 Housing fair 

This study presents the testing of the Mobile Fair Diary in an associated field 

experiment, which was held in the Housing Fair of Toppilansaari, Oulu. The 
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Finnish national housing fair has a long tradition of providing information about 

housing issues for consumers and producers, with housing fairs being organised 

since 1970. The 36th Housing Fair was organised in Oulu city 15th July — 14th 

August, 2005. The fairground was in Toppilansaari on the Gulf of Bothnia. The 

fair consisted of 162 newly-built homes and apartments, 49 of them open to 

visitors during the fair. There were 28 detached houses, 4 terraced houses, 8 semi-

detached houses and 5 apartment buildings exhibited. The buildings were visited 

by 121 110 people. The citizens of Oulu were enthusiastic about the housing fair, 

as shown by the fact that one in three of them visited the fairground. As had been 

noted during previous housing fairs, the majority of visitors came from less than 

150 kilometres away, but there were also people coming from all around the 

country. (Statistics from http://www.asuntomessut.fi) 

Housing fairs offer consumers a chance to view show homes and find tips for 

everything associated with building, for example, builders, brands, interior 

decoration, etc. Note-taking can be difficult and time consuming in the crowded 

houses, in which thousands of people try to see everything possible. The mobile 

service called Mobile Fair Diary was designed to meet this need. The user could 

use the mobile phone and its application to make notes of each show home easily 

and quickly. The notes of each show home were saved in the Fair Diary in 

chronological order and they could be tagged in a specific display home. After the 

fair, the personal notes could be browsed at home with a personal computer. The 

associated internet site also included pre-prepared material on the show homes. 

For a more accurate description of the Mobile Fair Diary and its technical features, 

see Korhonen et al. (2007).  

Even though this study does not precisely discuss self-service technologies, it 

is worth noting here that it is increasingly evident that these technological 

innovations and advances will continue to be a critical component of customer-

firm interactions (Meuter et al. 2000). Self-service technologies similar to this 

Mobile Fair Diary service are likely to be at the forefront of the fundamental 

changes in service business in the future. It is very likely, that mobile self-serving 

will take place in various contexts similarly to other technology based self-

services. Several academics have already written about this subject (e.g. 

Parasuraman 1996, Fisk, Brown & Bitner 1993, Meuter et al. 2000, Chen & Bayu 

2008). One of the most important subjects is to understand consumer attitudes 

toward technology and how those influence the extent to which consumers 

interact with technology (Parasuraman 1996). Related to this, it is interesting to 

find out how housing fair visitors interacted with the mobile service available at a 



 64

trade fair. This report presents the essential observations of the Mobile Fair Diary 

and its general feedback to make the empirical context as clear as possible. 

3.2.1 Mobile Fair Diary 

The Mobile Fair Diary consisted of two separate, yet interconnected, elements. 

During the fair, the notes were made with the help of a mobile phone’s mobile 

application. After the fair, notes transferred from the mobile phone to the server 

could be accessed via an internet site. 

Mobile application 

The mobile application could be downloaded to a mobile phone by ordering it via 

SMS (simple messaging service or text) or by downloading it from the homepage 

of the Rotuaari project. The price for the application was either the price of an 

SMS or a GPRS (General Packet Radio Service – the typical mobile network) 

data transfer. Using the application was free of charge. The experiment users also 

had a chance to test the service with the Rotuaari project’s own phones, onto 

which the Mobile Fair Diary had already been downloaded. The field experiment 

office lent the phones free of charge for a day. The pre-installed Mobile Fair 

Diary was one of the reasons for the application being used mainly on borrowed 

phones. Other reasons may have included an unwillingness to install an unknown 

application onto personal phones and the fact that most experiment users only 

heard of the service for the first time from the field office personnel. In these 

cases, using a borrowed phone was only natural. The service functioned on Nokia 

Series 60 phones, which also must have been a limiting factor in experiment users’ 

using their own phones. Most of the experiment users had no experience of smart 

phones, which also signals that they did not own those kinds of mobile phones. 

This should be taken into consideration when developing the service further, even 

though the phone base is constantly changing. The consumers’ different 

experience levels of smart phones is challenging to both the design and analysis 

of results of mobile phones. 

When users installed the Mobile Fair Diary mobile application, they had to 

register as a user of the service by entering a phone number or email address. The 

phone number or email address became the username on the internet site of the 

Mobile Fair Diary. After logging in, the mobile application opened in a start menu 

and the user could embark on the fair tour. 
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Fig. 2. Pictures of the Mobile Fair Diary. 

The first page of the mobile service showed the total number of notes and the 

notes made in the current house. People used the mobile service to make notes 

with the help of the application’s different functions. In the diary, the notes were 

organised based on the show homes, as long as the user had used the 

identification code function. The function meant that before entering a house, the 

users registered the house on the equipment by pointing the mobile phone’s 

camera at the identification code outside (see figure 2). From the identification 

code, all notes were tagged in the house in question until the user logged into the 

next house. The notes could be made by taking a picture, dictating into the phone 

or making text notes. Some houses also offered information within the 

identification codes (Fig. 3), which the experiment user could record to gain 

access to ready-made information packages of the house. 

Fig. 3. The identification code that helped the application to recognise the house the 

user was in. 
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The internet site 

When the information package collected with the mobile phone at the fair was 

transferred to the internet site, the system also sent the user a password for 

entering the site. The first page of the internet site reported the number of house 

visits made by the user. In addition, the site reported the number of notes made by 

the user during the fair and the note making methods. From the first page (see 

figure 4), the user could see the pre-prepared material and browse the personal 

notes. The pre-prepared material of the show homes was collected to support the 

user’s personal notes. The material was collected from the housing fair 

organisation and private and public sectors of Oulu. 

Fig. 4. The internet site of Mobile Fair Diary. 

In the diary, personal notes were categorised according to the house identification 

codes in front of the houses. All the notes could also be viewed simultaneously. 

As an extra feature, the site offered a chance to make new compilations of 

personal notes, for example, of everything relating to the kitchens of the houses. 

The time a note was made at the fair was also marked in the Fair Diary. 

3.3 Overview of the perceptions of the Mobile Fair Diary 

The purpose of this chapter is to provide an overview of the perceptions of 

consumers of the Mobile Fair Diary. These descriptive statistics are important to 
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present the reader with an overview of the kind of service it was. The actual 

analysis is made in Chapters 5 and 7. The experiment users regarded recording 

the identification codes and taking pictures as the easiest ways of making notes, 

which, as a result, were the most popular functions. Recording dictations in the 

crowd was regarded as slightly dubious by the experiment users. Making text 

notes in the crowded environment was the most unpopular function, although this 

was the function most people were already acquainted with. 

The mobile service was designed to be simple to use, as it was understood 

even at the design phase, that customers could not be expected to learn to use a 

complex mobile service while visiting the fair. Users judged learning to use the 

mobile service to be extremely easy (mean 4.50 on 5-point scale). In addition, the 

experiment users regarded the language of the mobile application as easy to 

understand (mean 4.37), which in turn made the use of the service easier. Even 

though reading the identification codes was new to most experiment users, it 

seems that they learnt it well: reading the identification codes with the mobile 

phone was, in their opinion, a functional solution (mean 4.32). However, the 

placement of the identification codes elicited some negative feedback. Even 

though the majority found that the placing of identification codes near the house 

entrances was successful, some experiment users felt that the identification codes 

should have been located next to the entrance doors, protected from the rain and 

in higher racks (mean 3.62). 

Unlike smart phones that seemed to be unfamiliar to the majority of the 

experiment users, nearly all experiment users (85.8%) had experience of using the 

internet. This was encouraging, since people used the internet section of the Fair 

Diary without help. On the other hand, the users had greater expectations of the 

functionality of the internet site, since experienced internet users already have 

experience of both well and poorly-designed sites. 

The internet site was designed to be as easy to use as possible and it appears 

that this feature was a success. As a whole, the averages of the questions on the 

use of the internet site were above 3.7, which is a rather positive result. It seems 

that the users felt the combination of the mobile application and the internet site 

was well-designed (mean 4.20). Learning the operation (mean 3.97) and the use 

of the internet site seemed to have been relatively easy for the experiment users, 

(mean 3.99). The structure of the internet site did not please all experiment users 

(mean 3.87), which is also signalled by the fact that not all experiment users 

found the things they were looking for as quickly as they would have liked (mean 

3.74). 
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The results show that the language used on the internet site was easily 

understandable to the users (mean 4.30), but the appearance of the site did not 

please them. The plain and reduced features of the site had been designed to 

guarantee the usability, but at the same, the experienced users would have liked it 

to have a bit more character. 

Browsing the notes taken during the fair was a new experience for most of 

the users and, therefore, it is interesting to determine, whether the users were 

pleased with the self-produced material. On average, the information collected by 

the users was recorded in the desired areas (mean 4.27). The information was 

reasonably easily available (mean 3.88) and the notes seem to have deepened the 

knowledge of the houses (mean 3.88). The people were not fully satisfied with the 

information they collected (mean 3.75), which might be a result of uncertainty of 

the visibility of the notes on the internet page. In addition, the experiment users 

did not know the breadth of the internet site content. 

The Mobile Fair Diary was a unique experiment in the sense that it was 

carried out in a multimedia environment. Based on the results, the experiment 

users regarded the combination of different media as a success. They saw 

combining a mobile phone application and an internet site as a reasonable way to 

put the Mobile Fair Diary into practice (mean 4.31). Further, the ease of use 

(mean 4.17) and practicality (mean 4.16) seem to have pleased the users. The 

users were slightly unsure about the functionality of the application, but all in all, 

an average of 4.11 is quite a positive result. 

The Mobile Fair Diary was regarded as a useful service and it helped to 

collate information on different fair houses. The use of the service benefited the 

majority of the respondents, and it was seen as a better way of receiving 

information on houses than traditional sources. In general, the service was also 

regarded as extremely easy to use. Learning the usage was an essential part of the 

service being offered in a busy fair environment. The design of the mobile fair 

journal was a success in those respects. 

The decisions of people to use a product or service are often influenced by 

social motives. The decisions of the experiment users were somewhat influenced 

by their friends and family. Some experiment users had heard of the service in the 

media, but hardly any of the experiment users started to use the service after 

having seen other people use it. The natural reason for this was that the service 

was provided for experimental use at the beginning of the fair visit. Different 

resources or the lack of them influence the adoption of new mobile services. After 

using the Mobile Fair Diary, the experiment users felt they had the necessary 



 69

information to use the service. Most of the users also felt that in difficult 

situations they would have known where to get help. This is probably due to the 

fact that nearly all experiment users used a borrowed phone, which meant that 

they knew that the field experiment office would also provide help in using the 

service. However, the service was new to the majority of users and they had not 

used a similar service before. The results also show that the majority of the users 

did not have a mobile phone capable of utilsing the service. 

The general attitude of the users towards the service was extremely positive. 

In addition to regarding the service as useful, they also thought it fun to use, were 

pleased with the service and the majority felt using service made their fair visit 

more interesting. However, some insecurity in the use of the service could be 

observed. The actual use of the service was not perceived as frightening, but the 

users were afraid of losing information by pressing the wrong buttons. Even 

though the Mobile Fair Diary was regarded as easy to use, it is natural that an 

experimental user would feel insecure when using the service for the first time. 

The Rotuaari project was seen as a reliable actor in the field experiment and its 

reliability is believed to have influenced the user experience positively. The 

reliability was also increased by the belief that the personal information of the 

user stored in different parts of the Mobile Fair Diary was safe. Therefore, 

reliability may be regarded as an important factor in the success of the service. 

Overall, the vast majority of the participants in the experiment were very 

open to using a similar service in future. However, this might be affected by the 

generally positive attitude of the users towards mobile services, since they 

believed their use will increase in the future. Today, we would expect a mobile 

phone to be carried by nearly all fairgoers, which is a potential worth utilizing. In 

the Mobile Fair Diary, the idea was realized by making note-taking easy and 

practical in a hectic fair environment. At the same, the goal was also to make 

visiting the internet site easy and pleasant in order to make using the Mobile Fair 

Diary a pleasant experience as a whole. 

The Mobile Fair Diary met expectations well. With it, people were able to 

make notes and, therefore, directly experience the benefits of a mobile service. In 

other words, the Mobile Fair Diary took into consideration the needs of people 

acting in a specific context, and, based on the feedback, succeeded in this. 

However, the utilitarian viewpoint is not enough. The service was designed to be 

easy to use and, therefore, to ensure as far as was possible, that the attitudes of the 

experiment users towards the service would be positive. Most of the experiment 
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users were surprised by the successful combination of the ease of use and the fun 

associated with the service. 

Although the field experiment should be considered a success, it did reveal 

some challenges that will require extra effort in the future. One of the most 

challenging tasks is to inform people about the new mobile service at both 

national and local levels. In this way, the experiment users would also include 

people, who do not normally use mobile services, even if the mobile service is 

specifically directed at them. It is also noteworthy that the users in this field 

experiment did not own a mobile phone suitable for use in the fair diary 

experiment. In a real life situation, this fact should also be considered. People’s 

different knowledge and skill levels in terms of mobile services will also 

determine expectations of the use of the service, in particular when different 

media are combined in the same service. The experiment users who used the 

Mobile Fair Diary had hardly any experience of the smart phones required for the 

service, but on the other hand, most of the users were experienced internet users. 

In a situation, in which the experiment user is taught the use of a new mobile 

service, guidance is essential. However, it is important to remember the 

expectations people have of things they already know, for example, the 

functionality of an internet site. 

The Mobile Fair Diary was an encouraging example of a mobile service that 

appealed to people other than just technically-oriented young men. The groups 

that are not easily reached by mobile services, for example, middle aged women, 

may therefore also become interested in a mobile service if it meets their needs 

and is easy to use. The Mobile Fair Diary is also a good example of how different 

media complement each other – in other words, combining different media is in 

some cases desirable. With the help of mobile services, it was easy to collect 

information in a busy environment, and later, having transferred the information 

to an internet site, browse through it calmly and organise it according to personal 

preferences. 

In summing up the empirical setting of the research, the following concluding 

remarks need to be stated. In this study, the experiment was not conducted in a 

laboratory setting but in a real-life context. This kind of setting was justified when 

thinking through the research problem of this study. As the objective was to 

develop an understanding of consumers’ emerging interest in mobile services, this 

was probably the only way to do it in as natural a setting as was possible. When 

the studied technology is in a development stage, there is hardly any other way of 

finding out the perceptions of consumers. In this research setting it was not 
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necessary to study mobile services that already exist. On the other hand, there was 

no desire to do tests in a laboratory setting or by using student samples. 

Consumers, who are not conscious about the mobile services, need to have some 

kind of experience of them, in order to be able to talk to the researcher. By giving 

the consumers the opportunity to use the services in a real life situation, was an 

exceptional but at the same inspiring way to approach the consumer’s perceptions 

and emerging practices of mobile services. Hence, in understanding the research 

phenomenon under study in the best possible way, this kind of research setting 

was seen to be reliable and valid.  
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Part II Conventional approach 
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4 Acceptance of mobile services – literature 
review 

In this chapter, the theories and models that have been developed to explain and 

understand the acceptance of technology are introduced. In information system 

research especially, there is a strong tradition of examining technology acceptance 

(e.g. Compeau and Higgings 1995, Venkatesh et al. 2003). Marketing scholars 

have also relied on those traditions, bringing the concepts of technology 

acceptance into the business context (e.g. Karjaluoto 2002, Meuter et al. 2005, 

Niemelä-Nyrhinen 2009). Technology acceptance is a constantly developing field 

of research also in the marketing field as new technologies emerge all the time.  

By studying the key factors affecting the acceptance, adoption and diffusion 

of mobile services it is possible to identify behavioural patterns pertaining to the 

specific market (Constantinou et al. 2006). The studies of acceptance of mobile 

services are versatile as there are different kinds of models to tackle the negative 

and positive features of technology. Hundreds of studies have been conducted 

using different kind of model to explain individual’s acceptance behavior. In 

general it seems to be difficult to develop a general explanatory theory for all 

technologies, as different theories focus on different aspects of the process.  

The first model introduced is the Theory of Reasoned Action (TRA) (Ajzen 

& Fishbein 1980). After that, the Theory of Planned Behaviour (TPB) will be 

discussed, which is developed from the TRA. This is followed by the Diffusion of 

Innovation (Rogers 2003), which is a widely used model in information 

technology journals. The fifth model to be introduced is the Technology 

Acceptance Model (TAM). The TAM has been highly influential among 

information technology researchers. Finally, the Unified Theory of Acceptance 

and Use of Technology (UTAUT) model, which is the most important model in 

this study, is introduced. In this study, the aforementioned acceptance studies are 

used to give an overview of the academic discussion on this area of research 

especially in an IS context.  

4.1 The Theory of Reasoned Action 

The Theory of Reasoned Action is considered to be a general theory and has 

initially been applied to explain behaviour beyond adoption of technology. It is a 

model developed by Ajzen and Fishbein in the social psychology field in 1967, 

which was intended to facilitate the prediction and understanding of an 
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individual’s behaviour. The model was formulated for the purposes of explaining 

virtually any kind of human behaviour and attitude (Ajzen & Fishbein 1980: 4). 

The TRA has been much studied in different disciplines (e.g. Sheppard et al. 1988, 

Bagozzi & Warshaw 1992) and also in the IT sector (e.g. Bobbit & Dapholkar 

2001, Hansen, Jensen Solgaard 2004, Karahanna, Straub & Chervany 1999, 

Leonard, Cronan & Kreie 2004). Furthermore, work related to the TRA has been 

conducted in both laboratory settings and applied settings with the intention of 

finding a theory that could predict and explain human behaviour as well as 

possible.  

According to the TRA, the primary step towards an understanding of an 

individual’s behaviour is to identify and measure the behaviour in question. 

Furthermore, an individual’s intention to perform (or not to perform) something is 

an immediate determination of the final behaviour (Ajzen & Fishbein 1980: 5). 

The aspect of intention is also the focus of this study and is therefore, explained 

here in more detail in general sense. According to Ajzen and Fishbein (1980) a 

behavioural intention measure will predict the performance of any voluntary act, 

unless intent changes prior to performance or unless the intention measure does 

not correspond to the behavioural criterion in terms of action, target, context, 

time-frame and/or specificity. Thus, the TRA looks upon behavioural intention 

(BI) as the main antecedent of behaviour. Intention has been defined to be ‘an 

indicator of a person’s readiness to perform a certain behaviour’. According to the 

TRA, BI is jointly determined by the person’s attitude (A) and the subjective 

norm (SN) concerning the behaviour in question (formula being BI = A + SN). 

Therefore, an individual’s behaviour is a function of two variables; individual 

qualities and social influence. A person’s attitude toward a behaviour is 

determined by salient beliefs about the consequences of performing the behaviour 

multiplied by the evaluation of those consequences (A = Σbiei) (Davis et al. 1989). 

The subjective norm is determined by a multiplicative function of his or her 

normative beliefs, i.e. perceived expectations of specific referent individuals and 

his or her motivation to comply with these expectations (SN = Σnbimci) (Fishbein 

& Ajzen 1975: 302).  

According to the TRA model, the general rule is that individuals intend to 

take a certain action if they themselves believe the outcome of the action to be 

positive (Ajzen & Fishbein 1980: 6–7). In other words, the assumption is that 

individuals act rationally and use information systematically to complete the 

action. Many authors have questioned this assumption, as every action cannot be 

rational, but there are many times some irrational decisions and spontaneous 
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reactions included (Ogden 2003). The developers of the TRA remind users that it 

does not specify the beliefs that are operative for a particular behaviour, as the 

TRA is a general model. Researchers using the TRA must first identify the beliefs 

that are salient for subjects regarding the behaviour under study. In this study it is 

argued, that TRA model is a good starting point when wanting to study 

individual’s intention to perform (or not perform). However, the model does not 

take into account any aspects of the effects of technology. The TRA model is 

illustrated in figure 5.  

Fig. 5. Theory of Reasoned Action (Ajzen & Fishbein 1980: 8). 

4.2 Theory of Planned Behaviour 

The Theory of Planned Behaviour (TPB) is an extension of the Theory of 

Reasoned Action necessitated by the original model’s limitations in dealing with 

behaviours over which people have incomplete volitional control (Ajzen 1991: 

181). Like its predecessor the TRA, the TPB sees an individual’s BI as a 

significant factor in analysing an individual’s behavior and it has been one of the 

most influential theories in explaining and predicting different kinds of 

behaviours. In the TPB, the intentions are adjusted more to capture the 

motivational factors that influence a behaviour; they are indications of how hard 

people are willing to try in order to perform a behaviour.  

According to the TPB, perceived behavioural control (PBC) also has an 

influence on the individual’s behaviour, as it is natural to assume that BI can find 

expression in behaviour only if the behaviour is under volitional control Ajzen’s 

(1991: 184). Perceived behavioral control is a construct unique to TPB and refers 
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to individual’s perceptions of the presence or absence of requisite resources. 

Hence, to summarize, the actual BI is influenced by (1) behaviour-related control 

which reflects the individual’s ideas about internal and external limitations to 

behaviour, (2) the individual’s attitude towards the behaviour, and (3) the 

subjective norm, i.e. the notion of what significant persons think of performing or 

not performing the behaviour. These three factors of TPB also influence each 

other (Ajzen 2002: 132–133). As Ajzen (1991) puts it, to the extent that a person 

has the required opportunities and resources, and intends to perform the behaviour, 

he or she should succeed in doing so.  

As seen in figure 6, both intention and PBC are important factors in 

predicting behaviour. Terry & O’Leary (1995) found that PBC has an affinity with 

the social cognitive theory construct of self-efficacy. Armitage and Conner, (2001) 

measured PBC with the items ‘difficulty’ and ‘control’ and in that way supported 

the difference between control and self-efficacy. In the TPB model, Ajzen and 

other researchers started a discussion about beliefs (related to attitudes, norms and 

control) which are considered to be the salient determinants of a person’s 

intentions.  

The TPB model has been used to explain behaviour in many fields. It has 

proved to provide a useful conceptual framework for dealing with the 

complexities of human social behaviour by incorporating central concepts in the 

social and behavioural sciences. Studies testing TPB have provided support for its 

ability to account for intentions and behaviours in various domains. Many of them 

have something to do with healthcare (Armitage & Conner 2001, Baker, Litle & 

Brownell 2003, Blue 1995, Sheeran, Norman & Orbell 1999) and social 

psychology (Terry & O’Leary 1995, Parker, Manstead, Stradling & Reason 1992). 

In addition, several pieces of research have been done in the marketing and 

economics fields (Bansal & Taylor 2002, Cordano & Frieze 2000, Flannery 2000, 

Randall 1994) and in consumer behaviour (Karjaluoto 2002, Hill, Mann & Wearing 

1996, Kalafatis, Pollard, East & Tsogas 1999). The TPB has also proven to be 

successful in predicting and explaining human behavior across various 

information technologies (Ajzen 1991, 2002), and it is also in that sense justified 

in evaluating as an appropriate model for mobile technology research. In addition 

it is worth mentioning that both TRA and TPB models includes attitude as a 

variable for explaining intentionality.  
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Fig. 6. Theory of Planned Behaviour (Ajzen 2002: 133).  

Even though TPB is an improvement on the TRA model, there are some 

limitations to consider. One of the sharpest criticisms of it considers the 

parsimonious nature of the model; as every aspect of the human behaviour cannot 

be taken into account. For example Eagly and Chaiken (1993) have staked a claim 

for a role for different variables (e.g. self identity and habit). Moreover, TPB does 

not further elaborate the relationship between the belief structures and the 

antecedents of intention (Wu & Chen 2005). Moreover, the underlying 

dimensions of the beliefs structures are different for various application settings 

and this makes results of TPB difficult to generalize. This is one reason why TPB 

has been developed further, for example resulting model DTPB by Taylor and 

Todd (1995).  

4.3 The Innovation Diffusion Theory 

The Innovation Diffusion Theory (IDT) has provided a robust model for 

numerous social science disciplines to explain the diffusion of products. IDT is 

concerned how innovations spread and consists of two closely related processes: 

the diffusion process and adoption process. Diffusion is a macro process 

concerned with the spread of an innovation from its source to the public whereas 

the adoption process is a micro process that is focused on acceptance of 

innovation (Rogers 1995). Hence, the approach of IDT promotes social 

interaction alongside the consumer psychology introduced in the TRA and TPB-
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models. Innovation research explicitly distinguishes between various types of 

usage including initial usage of the innovation and continued sustained usage 

(Agarwal & Prasad 1997). The diffusion of an innovation has traditionally been 

defined as the process by which that innovation “is communicated through certain 

channels over time among the members of a social system” (Rogers 1983:5). The 

diffusion of innovations is a communication theory that has laid the groundwork 

for behaviour change models across the social sciences, representing a widely 

applicable perspective (Valente & Rogers 1995). According to Brown (1999) the 

purpose of the IDT is to provide individuals from any discipline involved in the 

diffusion of an innovation with a conceptual paradigm for understanding the 

process of diffusion and social change.  

IDT provides a tool for assessing the likely rate of diffusion of a technology 

and identifies numerous factors that facilitate technology adoption or 

implementation (Fichman 1992). Hence, it is not surprising that it has become a 

popular theoretical discussion for empirical studies of information technologies. 

IDT is also worth consideration in the sense that since its introduction to 

marketing it has sparked considerable research among marketing science scholars 

(e.g. Gatignon and Robertson 1985, Kotler and Zaltman 1976, Mahajan et al. 

1990). Individuals gather and synthesize information about the innovation and 

this information processing results in the formation of perceptions about the 

innovation (Agrawal & Prasad 1997: 561). Rogers (2003) has claimed that the 

rejection and adoption process goes through different stages: 1) a knowledge 

stage, where an individual gets to know of the existence of innovation, 2) a 

persuasion stage, where the attitude is formulated, 3) a decision stage, when an 

individual engages in activities that lead to a choice to adopt or reject, 4) the 

implementation stage is the time when an individual puts an innovation into use 

and finally comes 5) a confirmation stage, when the individual seeks 

reinforcement of a decision made. 

The diffusion of innovation approach highlights the fact that the novel 

solution should be better than the old one, in order to get people interested on it. 

Rogers (Rogers 2003: 15–17) separates out five qualities that are characteristics 

of an innovation and have either a positive or a negative influence on the adoption 

speed: (1) Relative advantage is the degree to which the innovation is perceived 

as being better than the practice it supersedes. Moore and Benbasat (1991) claim 

this construct to be the equivalent to that of usefulness in the TAM. (2) 

Compatibility is the extent to which adopting the innovation is compatible with 

what people do. (3) Complexity is the degree to which an innovation is perceived 
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as relatively difficult to understand and use. This is similar to David’s (1989) 

definition of ease of use. (4) Experimentability is the degree to which an 

innovation may be experimented with before making the adoption or rejection 

decision. An innovation that can be tested out prior to adoption represents a lesser 

degree of insecurity to the individual who is considering adopting it, because it is 

possible to learn to use it through experimentation. (5) Observability is the degree 

to which the results of an innovation are visible to others. Independent innovation 

attributes have been found to have an impact on customer perception of 

innovations and have an important influence on acceptance behaviour (Moore & 

Benbasat 1991, Mathieson 1991). 

Moore and Benbasat (1991) have suggested two constructs be added to the 

IDT model to enhance its validity – voluntariness of use and image. They suggest 

that image should be an independent predictor of usage, and recommended using 

their instrument to investigate how perceptions affect individuals’ actual use of IT. 

Similarly Agarwall and Prasad (1998) suggest adding a new construct to 

illuminate the relationships in the technology acceptance models. Personal 

innovation was expected to exhibit moderating effects on individuals’ perceptions 

of a new technology. The latter study also suggests that for initial use of 

technology, the most important characteristics are compatibility, visibility, 

trialability and voluntariness. They also remind us that individuals will be less 

likely to experiment with new technologies if they perceive a significant risk 

associated with such exploration (Agarwall and Prasad 1998: 574). Rogers 

himself has criticized the diffusion of innovation studies for adhering to the same 

patterns and concentrating on rather stereotyped issues (Rogers 2003). IDT is 

multidimensional as it tries to explain the innovation decision process, the factors 

determining the rate of adoption and the categories of adopters at the same time. 

The major limitations of the theory could be considered to be the lack of attitudes 

toward the innovation and omitting the characteristics of the model technology 

(e.g. Chen et al. 2002). Rogers himself has critisised the IDT studies for 

concentrating on rather stereotyped issues (Rogers 2003). However, the IDT 

includes important determinants and takes the different phases of adoption 

process into consideration. It provides a useful perspective on one of the most 

persistent and challenging topics in the IS field, namely, how to improve 

technology assessment and implementation (Fichman 1992).  
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4.4 The Technology Acceptance Model 

The Technology Acceptance Model (TAM) is one of the most cited models used 

to explain the acceptance of IT over the past two decades (Lee et al. 2002). The 

goal of the TAM is to provide an explanation of the determinants of information 

systems acceptance among users (Davis 1989). Understanding, why people accept 

or reject technology has proved to be a challenging task, and there have been 

several theoretical models employed to study user acceptance of emerging 

technologies. Among them, the TAM model has been successful in many ways. 

The TAM is less general than for example the TRA, but because it incorporates 

findings accumulated from over a decade of IT research, it may be especially 

well-suited for modelling computer acceptance (Davis et al. 1989). According to 

the TAM, people form intentions to adopt a new behaviour or technology based 

on their beliefs and their evaluation of the consequences of adoption. In TAM, BI 

is viewed as being jointly determined by the person’s attitude toward using the 

system (A) and perceived usefulness (U), with relative weights estimated by the 

regression: BI = A + U (Davis et al. 1989). The TAM’s clearest connection with 

the TRA is the notion that a user’s BI to use leads directly to actual system use. 

However the TAM does not include the TRA’s subjective norm as a determinant 

of BI. The reason is that it is difficult to disentangle the direct effects of the 

subjective norm on BI from the indirect effects derived through attitude (Davis et 

al. 1989). TAM model is presented in figure 7. 

 

Fig. 7. Technology Acceptance Model (Davis et al. 1989). 

The most notable difference between the two approaches is the TAM’s 

formulation that a user’s intention to use is influenced not only by the attitude 

towards using, but also by the perceived usefulness of the technology. The user’s 

attitude, for its part, is the function of the perceived usefulness and the perceived 
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ease of use (formulation being A = U + EOU) (for more about attitude formation 

see e.g. Fishbein 1967, Karjaluoto et al. 2002, Shwu-Ing 2003, Trueman & Jobber 

1995). Also in this study, usefulness, ease of use and attitude are seen to be 

important explainable factors regarding technology acceptance, and for that 

reason, the definitions of these constructs are explained in more detail. According 

to Davis (1989: 323) perceived usefulness and perceived ease of use are indicated 

as fundamental and distinct constructs that are influential in the decision to use 

information technology. Perceived usefulness (U) is defined as the prospective 

user’s subjective probability that using a specific application system will increase 

his or her job performance within an organizational context. Perceived ease of use 

(EOU) refers to the degree to which the prospective user expects the target system 

to be free of effort. The perceived EOU, according to the TAM, has an influence 

on the perceived usefulness. Both U and EOU are influenced by different kinds of 

external variables as well (Davis et al. 1989: 985–989). However, what is 

important to notice is that both U and EOU are people’s appraisals of 

performance and effort, and do not necessarily reflect objective reality and this 

should be taken into account when evaluating the results of TAM studies.  

The TAM has been one of the most influential theories in accounting for the 

degree of information technology acceptance of end-users (Agarwal & Prasad 

1999, Chen et al. 2004, Fang, Chan, Brzezinzki & Xu 2005/2006, Gefen et al. 

2003, Gefen & Straub 2000, Hu et al. 1999, Koufaris 2002, Legris, Ingham & 

Collerette 2003, Lu, Liu, Yu, & Yao 2003, Mathieson 1991, Mathieson & Chin 

2001, Taylor & Todd 1995, Wang et al. 2006). The literature shows several 

studies comparing the TAM to its predecessor (e.g. Mathieson 1991, Taylor & 

Todd 1995, Chau & Hu 2001) where the TAM performs quite well – depending 

on the context. In addition, there is also growing body of literature highlighting 

the mobile service business in TAM literature (e.g. Jayasingh & Eze 2009, Kim & 

Han 2009, Lu, Liu, Yu & Wang 2008, Wang et al. 2006), and is for that reason 

highly important to introduce into this study. The TAM has much strength, 

including its specific focus on IT use that is based on valid and reliable 

instruments (Mathieson et al. 2001). This leads to the situation where the model 

also performs well empirically (Chau 1996), and compares favourably with other 

theories (Agarwall & Prasad 1997, 1998a, 1998b; Igbaria Parasauraman & 

Baroudi 1996, Igbaria, Zinatelli, Cragg & Cavaye 1997).  

Even though the TAM model is widely cited, it has not escaped criticism. For 

example, parsimony has also been an Achilles’ heel for the TAM. After all it is 

unreasonable to expect that one model would explain decisions and behaviour 
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fully across a wide range of technologies, adoption situations, and differences in 

decision making and decision makers (Bagozzi 2007). Researchers have 

recognized that the general nature of the TAM fails to supply more meaningful 

information on users’ opinions on the specific system (Lu, Liu, Yu & Yao 2003b) 

and generality does not provide sufficient understanding from the standpoint of 

providing system designers (Mathieson 1991). Another commonly reported 

shortcoming of the TAM is the respondents’ self-reported usage. Legris et al. 

(2003: 202) has criticized TAM research, because it has been conducted among 

students instead of for example, in an authentic business setting. Referring to the 

all the above-mentioned reasons, several TAM extensions have been proposed for 

specific contexts (Taylor & Todd 1995).  

The TAM described above has been developed further in different ways since 

its invention. According to Han (2003) the TAM has progressed through three 

different phases (adoption, validation and extension). First the TAM was tested 

with different applications and products in different cultures and worlds and in 

many kinds of organizations. The second phase was to validate the constructs and 

the causal links between the constructs in the TAM model. The third phase, called 

extension (e.g. Taylor & Todd’s DTPB), refers to the extension of the constructs 

with the addition of some new variables as an antecedent of these constructs (e.g. 

Agarwal & Prasad 1999, Venkatesh 2000).  

The TAM has been extended by specifying the factors that influence the 

user’s behaviour and technology acceptance. Venkatesh (2000) has extended the 

TAM by further explaining the concept of perceived EOU put forward by the 

original TAM, and by introducing its constituent parts. Venkatesh and Davis 

(2000) have proposed TAM2, which retains its predecessor TAM’s notion of 

suggesting that perceived usefulness and perceived EOU define an individual’s 

attitude towards a certain behaviour, and, therefore, also his or her BI. However, 

TAM2 expands and specifies the concept of perceived usefulness through 

introducing a set of social (subjective norm, voluntariness and image) and 

cognitive (job relevance, output quality and result demonstrability) motives. 

Moreover, according to TAM2 an individual’s experience affects perceived 

usefulness (Venkatesh & Davis 2000: 187–188). Lucas and Spitler (1999) have 

extended the TAM by considering additional independent variables like perceived 

system quality, and norms in place, and a new dependent variable: performance. 

The interesting thing about this research was that the main variables of the TAM 

were not significant determinants of the adoption of Windows-based broker 

workstations. Dasgupta, Granger& McGarry (2002) have tested the TAM for 
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acceptance of a group communication support system with two levels of users – 

novices and advanced. Agarwal & Prasad (1998) proposed a new construct called 

innovativeness in the domain of IT. This new construct was validated to identify 

the early adopter of information technology. And finally, Lu et al. (2003b) 

proposed the TAM for understanding the factors influencing individual 

acceptance of wireless internet via mobile devices. They found out, that intention 

was predicted by EOU, usefulness and attitude.  

Related to this study, TAM is seen important because of its simplicity, but it 

also includes most of the important determinants (U, EOU, A). On the other hand, 

it is also argued in this study that TAM mode is missing some important 

determinants and this is a critical limitation, why TAM model was not chosen to 

be used in this study. However, the TAM and its constructs have been widely used 

in the field of information technology, and it is therefore regarded as a valid 

model. In addition, there are too many studies made with student samples and 

therefore the constructs of TAM should be re-tested in different contexts. 

Accordingly, it is believed that technology and consumer research would benefit 

from also examining business applications and not just organizational 

programmes. Even though, the acceptance research was originally developed to 

meet the needs of organizations to determine the best technology for working 

purposes (Davis et al. 1989, Venkatesh et al. 2003), there is no need to limit the 

research only to that purpose. 

4.5 The Unified Theory of Acceptance and Use of Technology 

Evidently, IT researchers have been confronted with a choice of a multitude of 

models explaining technology acceptance. The Unified Theory of Acceptance and 

Use of Technology (UTAUT) (see Fig. 8) was formulated by leading technology 

acceptance researchers (Venkatesh et al. 2003). The model formulated was based 

on similarities across eight prominent competing technology acceptance models: 

Davis’ Technology Acceptance Model (TAM) (Davis 1989, Davis, Bagozzi 

&Warshaw 1989); Roger’s IDT (Rogers 1995); the Theory of Reasoned Action 

(TRA) (Fishbein & Ajzen 1975); the Motivation Model (MM) (Davis, Bagozzi & 

Warshaw 1992); the Theory of Planned Behaviour (TPB) (Ajzen 1991); the 

Combined TAM and TPB (Taylor & Todd 1995); the Model of PC Utilization 

(MPCU) (Thompson, Higgins & Howell 1991); and Social Cognitive Theory 

(Bandura 1986, Compeau & Higgins 1995a, Compeau & Higgins 1995b). Even 

though these models have been widely tested and proved to be valid in certain 
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contexts, they also have several limitations. For example the technologies studied 

were simple to use, and most of the participants in the research were students, the 

nature of the measurement was cross-sectional and the research was conducted in 

a voluntary usage context. Venkates et al. (2003) compared these models 

empirically and they found out what were the strongest predictors of intention in 

both mandatory and voluntary settings. UTAUT contains four core determinants 

of intention and usage: Performance Expectancy, Effort Expectancy, Social 

Influence and Facilitating Conditions (Venkatesh et al. 2003). The variables of 

gender, age, experience and voluntariness of use were used as moderators in the 

model (Venkatesh et al. 2003). Next, UTAUT model is presented in figure 8. 

Fig. 8. The UTAUT model (Venkatesh et al. 2003). 

To clarify the determinants of the UTAUT model, Performance Expectancy (PE) 

is according to Venkatesh et al. (2003) the degree which individuals believe that 

using the system will help attain significant rewards. Similar to previous 

acceptance studies, the PE construct is consistently a strong predictor of intention 

(Davis, Bagozzi & Warshaw 1992, Taylor & Todd 1995, Venkatesh & Davis 2000, 

Venkatesh et al. 2003). Effort Expectancy measures the degree of ease associated 

with the use of the system and this is similar to the ease of use construct in the 

TAM model and complexity of IDT. Social Influence is the degree to which an 
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individual perceives that important others believe he or she should use the new 

system. It is similar to subjective norm of TRA and TPB. The direct effect of 

social influence on BI has been shown in technology acceptance studies 

(Karahanna, Straub & Chervany 1999, Venkatesh & Davis 2000). In Taylor and 

Todd’s study (1995) social influences were equivalent to subjective norm and 

defined as other people’s opinion, superior influence, and peer influence. 

Empirical support for the relationship between social norms and behaviour can be 

found in many studies (e.g. Venkatesh and Davis 2000). Facilitating Conditions is 

the degree to which an individual believes that an organizational or technical 

infrastructure exists to support the use of the system. Facilitating Conditions 

originally had two dimensions: resource factors such as time and money needed 

and technology factors regarding compatibility issues that may constrain usage.  

Even though the UTAUT model is fairly new there are already some 

interesting studies available from researchers working on technology acceptance. 

UTAUT has been applied to different research areas, most emphasizing the 

adoption of IT solutions (e.g. Anderson & Schwager & Kerns 2004), adoption of 

e-government services in a developing country (AlAwadhi & Morris 2008), 

adoption of corporate e-learning (Grant & Danziger 2005), e-learning delivery 

systems (Saber, Flores, Fagan, Kilmon, Williams & Ibitayo 2005), and 

exploration of course management software application in higher education 

(Marchewka, Liu & Kostiwa 2007). The UTAUT model has also been used in 

research on the mobile telephony industry (e.g. Fife & Pereira 2005, Carlsson et 

al. 2006, Dennis 2003 and Knutsen 2005).  

Even though UTAUT is only recently developed, its constructs have already 

been tested for robustness and validity. Oshlyanky, Cairns & Thinbleby (2007) 

cross-culturally validated the model to ensure that it worked with all audiences. 

Their results showed clearly that the UTAUT tool is robust enough to withstand 

translation and to be used cross-culturally, outside its original country of origin 

and in other languages (p. 4). However, Li & Kishore (2006) have suggested that 

researchers should apply caution when interpreting the results from the UTAUT 

model even though the constructs have invariant true scores. In a related study, 

Marchewka et al. (2007) did not find strong support for the UTAUT model. 

Regardless of these findings, it has to be stated that the UTAUT model originally 

accounted for 70 percent of the variance in usage intention, better than any of the 

TAM studies alone (Venkatesh et al. 2003, Marchewka et al. 2007). 

The UTAUT model includes several determinants and takes into 

consideration the factors influencing them. In spite of its novelty, UTAUT has 
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been widely used in the field of information technology and has been specifically 

developed for the purpose of the IT sector. However, the presence of several 

determinants makes the model slightly complicated. Another weakness of the 

model is that it has been hitherto mainly used to analyse technology acceptance 

processes in organisational contexts. 

4.6 Studies on mobile service acceptance 

Despite the differences between technology acceptance studies, they all improve 

our understanding of acceptance with their different perspectives on the object, 

the theory base used and the levels of analysis and investigated contexts and 

service. However, the increasing penetration rate of mobile phones and the 

numbers of subscribers to mobile technology have also led to high hopes for 

academic discussion in the area of mobile service acceptance. A summary of the 

studies concerning mobile service acceptance is presented in table 2 and 

discussed next. 

Table 2. Summary of mobile service acceptance studies. 

Study Context/service Theory/Model Main Findings 

Khalifa & Cheng 

(2002) 

Mobile commerce TPB Attitude, Subjective Norms, PBC -> INT 

Knutsen (2005) Mobile services in 

general 

UTAUT PE, effort expectancy -> attitude 

Wu et al. (2007) 3G services in Taiwan UTAUT PE, social influence, facilitating conditions -

> INT 

Park et al. (2007) Mobile technology UTAUT PE, EE, SI -> Attitude 

Attitude -> INT 

Pagani (2004) Mobile multimedia 

services 

TAM Usefulness, EOU, Price, Speed of Use -> 

INT 

Lee & Jun (2005) Mobile commerce Extended TAM Contextual perceived usefulness, perceived 

playfulness, perceived EOU, perceived 

usefulness -> INT 

Jayasingh & Eze 

(2009) 

Mobile coupon 

adoption 

Extended TAM PE, PEOU, Coupon Proneness, Perceived 

Credibility -> Attitude 

Personal Innovativeness, SI, Compatibility, 

Attitude -> INT 

Mallat et al. (2006) Mobile Ticketing TAM+DIT EOU, Compatibility -> INT 

Usefulness -> Use situation 
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Study Context/service Theory/Model Main Findings 

Nysveen et al. 

(2005) 

Moderating effects in 

mobile chat services 

TAM, TRA EOU and attitudes = no direct effects on 

gender 

Han et al. (2005)  Physician’s intention to 

use mobile medical 

information system 

TAM, UTAUT Compatibility, Usage volume, FWT-> INT 

Perceived usefulness, FWT-> Usage 

frequency 

Perceived EOU, FWT -> Usage volume  

*FWT (fragmentation of working time) 

Dennis (2003)  Adoption of 

Collaboration 

technologies (SMS) 

Extended TAM Use –> Usefulness, EOU, attitude 

Usefulness -> Task characteristics, 

Technology characteristics 

EOU -> Individual characteristics, 

technology characteristics 

Attitude -> Technology characteristics, TAM 

variables 

Bruner & Kumar 

(2005) 

Utilitarian and hedonic 

aspect of internet 

device 

c-TAM Usefulness -> Attitude 

EOU -> Attitude 

EOU -> Usefulness 

Ease of Use –> Fun 

Fun -> Attitude 

Attitude -> INT 

Pedersen and 

Nysveen, (2003) 

Adoption of Mobile 

Parking Service 

Extended TAM Perceived self-expressiveness -> 

Usefulness, Attitude, INT 

Perceived Ease of Use -> Attitude, 

Usefulness 

Perceived Usefulness -> Attitude, INT 

Bauer et al. (2005) Acceptance of mobile 

marketing 

TRA Information seeker -> attitude toward 

advertising 

Existing knowledge, Perceived Usefulness, 

Social Norm, Perceived Risk -> Attitude 

toward MM 

Attitude toward MM -> Behavioural Intention 

Lin & Liu (2009) Mobile video call 

service 

TAM + media 

richness theory 

Perceived price -> INT 

Perceived Usefulness -> INT 

Perceived Enjoyment -> INT 

Perceived critical mass -> INT 

Media richness -> U, EOU, ENJ 

Ease of Use -> U, ENJ 

Wu & Wang 

(2005) 

Mobile Commerce Revised TAM Perceived Risk -> INT 

Cost -> INT 

Compatibility -> INT 

Perceived Usefulness -> INT 

INT -> Actual Use 
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One of the first studies on the acceptance of mobile services was Khalifa and 

Cheng’s (2002) article introducing the model explaining the role of exposure to 

mobile technology. Their model extended well-established behavioural theories 

(TRA, TPB) with new constructs (triability, communication, observation). Their 

empirical results showed the significance of both indirect and moderating effects 

of exposure on the intention of adopting mobile commerce. However, they 

concluded at that time that with the high penetration of mobile phones and the 

aggressive marketing tactics of mobile carriers, exposure to mobile commerce 

technology was exceptionally high.  

In spite of more and more widespread offerings of mobile services, there are 

relatively few studies concerning acceptance of mobile services. It is also 

noteworthy that the ones that are available concentrate mostly on mobile internet 

services and not on the specific applications installed on a mobile device. The 

theoretical base of these studies is mostly the TAM, as it has been validated in so 

many internet studies. The mobile service acceptance studies differ in the way 

they are conducted, some leaning solely on theoretical aspects and some using 

empirical data. One example of a TAM based study is that of Lu et al. (2003) 

concerning wireless internet services delivered via mobile devices. Their findings 

suggest that individual differences, technology complexity, facilitating conditions, 

social influences and the wireless trust environment determine user-perceived 

short and long-term usefulness and EOU. And these in turn determine user 

intention and willingness to adopt wireless internet via mobile devices.  

A cross-cultural study of mobile handheld services in Finland, Hong Kong, 

Japan and the USA was conducted in the early 2000s (Järvenpää et al. 2003). 

According to that study, in western countries individual needs, values and goals 

are more important factors than in eastern countries. What was especially 

interesting was the notion that people found mobile services to be difficult to use 

and to have bad service quality, irrespective of the country. Other studies on 

mobile service acceptance have been conducted in Asia, too, but the results 

emphasise WAP (Wireless Application Protocol) services for the reason that they 

are popular in Asia. For example Hung and Chang (2005) have studied 

acceptance of mobile services by comparing the TAM, the TPB and the DTPB. 

Their results indicated that all three theories have potential to explain acceptance 

to some extent, the TAM, however, had the least potential. Hung and Chang see 

attitude and subjective norm as the most significant factors influencing the use of 

mobile services. In addition to the aforementioned studies, adoption of mobile 

services has been studied in Taiwan by using a combination of the diffusion of 
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innovation theory and the TAM2 (Wu & Wang 2005). In their study, Wu and 

Wang wanted to emphasise costs and risk as experienced by consumers. The 

study indicated that intention to use is affected by the perceived risk, costs, 

compatibility and perceived usefulness. In addition to this, BI to use has an 

influence on the actual use which correlates with previous studies. 

As its name suggests, the Technology Acceptance Model (TAM) for mobile 

services developed by Kaasinen (2005, see figure 9) is a model intended for 

explaining acceptance and adoption of mobile services and made based on case 

studies. From the original TAM, Kaasinen has adopted the notion of the roles of 

perceived EOU and perceived usefulness in the formation of an individual’s 

intention to use. However, Kaasinen has replaced the concept of perceived 

usefulness by that of perceived value, thus enlarging the concept. In the new TAM, 

Kaasinen has discarded the concept of attitude towards using. Instead, she has 

added an extra phase between the TAM concepts BI to use and actual system use. 

Furthermore, Kaasinen goes on to introduce two completely novel factors 

influencing the intention to use and adoption. In Kaasinen’s view, trust has a 

direct influence in the formation of an individual’s intention to use, and the 

perceived ease of adoption has a direct influence on the adoption of a mobile 

service (Kaasinen 2005: 70–77).  

 

Fig. 9. Mobile Services as an extension and modification of TAM (Kaasinen 2005: 72). 

There are several other studies concerning mobile service perceptions and 

acceptance. Pedersen (2003) tests the importance of utilitarian versus non-

utilitarian motivations in the adoption of mobile services. In a field study, the 

extended TAM was used with the motivational influence of self-expressiveness. 

The result shows that even if mobile parking services have been designed to meet 
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the functional need of the consumer, both the derived motivations of self-

expressiveness and the extrinsic motivations of usefulness are important 

explainers of adoption. In his model, Pedersen (2005) combines properties of the 

DTPB and the TAM. In Pedersen’s view, the subjective norm, together with 

attitude and behaviour control, influence the intention to use, which, in turn 

influences actual use. According to Pedersen’s model, attitude is formed by the 

perceived usefulness and the related user-friendliness. (Pedersen 2005: 209–210.) 

In other words, Pedersen’s model combines the formation of the intention to use 

as put forward in TAM and its constituent parts with the formation of behavioural 

control and the related factors as presented in the DTPB. The study found that 

adoption research models can be applied to the mobile service context but need to 

be extended. 

Knutsen (2005) explored the relations between expectancies and attitudes 

toward new mobile services and how perceptions underlying the constructs alter 

in the immediate period following upon trial of the service. The study’s 

qualitative and quantitative results suggest that attitudes towards a new mobile 

service are fragile and easily subject to alteration based on first experiences and 

impressions. Dennis (2003) integrated the TAM with constructs from 

collaboration technology research to present a model of collaboration technology 

use. Specifically these constructs (technology, individual and group, task, 

situational) are presented as determinants of ease of use, usefulness and attitude. 

The model was tested among SMS users in Finland and it was strongly supported. 

Pagani (2004) formulated a model of consumer adoption of third generation 

mobile multimedia services in Italian markets. The results show that perceived 

usefulness, ease of use, price, and speed of use are the most important 

determinants of adoption of multimedia mobile services. The study also shows 

that the importance of determinant differs by age groups or segments. They 

indicated the drivers of acceptance enabling proactive interventions to be 

designed and targeted at populations of users who may be less inclined to adopt 

and use new systems (p. 58), however, the study also argued that a deeper 

understanding of the dynamic influences was required. 

Bruner and Kumar (2005) applied a technology acceptance model to the 

consumer context (c-TAM) and extended it by incorporating both utilitarian and 

hedonic aspects of technology use. Their empirical results show that while 

perceived usefulness (a utilitarian aspect) contributes to consumer adoption of 

internet devices, what contributes even more is their ‘fun’ attributes (a hedonic 

aspect). According Bauer et al.’s (2005) empirical results, entertainment value as 
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well as information value were identified as the strongest drivers of the 

acceptance of the mobile phone as an innovative medium for advertising content 

communication. In the same study they also proved the validity of the TRA for 

research in the area of mobile marketing. Their empirical results also implied that 

social norms only have a slight direct influence on behavioural intention, but are a 

strong indirect determinant via personal attitude towards the act. Their results 

underline the importance of precisely embodying mobile marketing messages and 

campaigns according to consumer entertainment and information requirements (p. 

189).  

Lin & Liu (2009) studied the adoption behaviour of consumers for mobile 

video call services based on a modified TAM and media richness theory. Their 

results show that a mobile phone user’s perception of critical mass is the most 

influential factor in shaping the intention to adopt video call services, followed by 

perceived usefulness, perceived price and perceived enjoyment. Critical mass in 

that study referred to the extent to which an individual perceives the mass use of 

video calling has become widespread. What was especially interesting in their 

study, was the finding that experienced and inexperienced users exhibit 

significant differences in adoption behaviour.  

One of the latest studies is the study of Niemelä-Nyrhinen (2009), and is 

interesting because it uses the same statistical method – structural equation 

modelling (SEM) as this study in seeking the factors affecting the acceptance of 

new technological services among mature consumers. The study reports that TAM 

factors (perceived usefulness, perceived enjoyment and behavioural intention) 

explain the acceptance. Surprisingly Niemelä-Nyrhinen’s study did not find a 

direct positive effect between ease of use and behavioural intention. However, 

ease of use had a strong indirect effect on intention to use through other 

constructs. Niemelä-Nyrhinen also tested four different individual variables, 

cognitive age, technology anxiety, prior similar experience and subjective norm. 

According to her studies, the TAM proved capable of explaining mobile content 

service acceptance among Finnish baby- boomers very well and the four 

individual difference variables were shown to have an effect on one or more of 

the variables of the TAM.  

Jayasingh & Eze (2010) used the TAM to investigate the moderating effect of 

price consciousness in the effectiveness of price discounts and premiums at 

different promotional benefit levels. According to their study, highly price –

conscious consumers are likely to search for a better price regardless of the level 

of advertised discount. In addition their study strongly supported the 
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appropriateness of using the extended TAM model to understand the acceptance 

of mobile coupons from consumers’ perspectives.  

Carlsson et al. (2006) have studied mobile services using the UTAUT model. 

They found that Performance Expectancy, Effort Expectancy and Social Influence 

had a strong effect on the intention to use mobile services. According to their 

research, anxiety did not have a direct effect on intention, but was mediated by 

other variables. They also found some differences in the original UTAUT model 

for explaining intention to use mobile services and they argued the need for 

modification or extension of the model used to account for the differences in the 

acceptance of mobile services (Carlsson 2006). Knutsen (2005) also used the 

UTAUT model to explore the relationship among expectations related to 

performance of a new mobile service, the effort needed to utilize new mobile 

services and how those constructs affect attitudes towards new mobile services. 

The results of their study suggested a strong relationship between PE, Effort 

Expectancy and attitude toward new mobile services. The findings of their study 

showed that in order to promote and enable the creation of positive attitudes 

around mobile services, the services need to cater to value-contexts specific for 

mobile use, free users from complicated configuration procedures, and 

ubiquitously serve and support current routine individual and social practices 

(p. 7). 

The study of Han et al. (2005) is interesting in that it utilized both the TAM 

and UTAUT models, using data collected from 242 physicians working in the 

healthcare sector. The model provides around a 70 % explanation for the 

physician’s future intentions to use a mobile medical information system in 

various combinations of fragmentation of working time (FWT) and fragmentation 

of working space (FWS). According to the study, perceived usefulness seems to 

be a very dominant factor influencing physicians’ behaviour regarding the 

acceptance of technology.  

Wu et al. (2007) used UTAUT model to explore the behaviour of 3G mobile 

communications users. Their study found out that the factors having significant 

influence on behavioural intention were performance expectancy, social influence 

and facilitating conditions. Surprisingly effort expectancy did not. Park et al. 

(2007) conducted survey of Chinese nationals and tested also proposed 

conceptual framework of UTAUT with moderating variables. Their results 

suggest the necessity to take cultural background and disposition into 

consideration for the UTAUT as those indicated that the gender and education 

level are significant moderating factors.  
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Here have been introduced some the recently studies that have been using 

different theoretical models to examine the acceptance of mobile services. There 

can be found also other interesting studies from all over the world (e.g. Bouwman, 

Carlsson, Molina-Castillo & Walden 2007, Jayasingh & Eze 2009, Kim & Han 

2009, Lu et al. 2008, Lõpez-Nicolás, Molina-Castillo and Bouwman 2008, Rao & 

Troshani 2007, Troshani & Rao 2009, Wang et al. 2006) 

4.7 The model for consumer acceptance of a novel mobile service 

All the previously presented theories (TRA, TPB, IDT, TAM, UTAUT and 

derivatives for mobile commerce) are related in the sense that they use similar 

constructs in explaining technology acceptance. They confirm each other’s 

findings and at the same time those are somehow different in nature. It is worth 

bearing in mind that instead of seeing theories as rivals or as mutually exclusive, 

they should be seen as complementary to each other. For example Chen et al. 

(2002) have pointed the complementary nature of the TAM and IDT models (and 

see also the work of Agarwal & Prasad 1997). It is interesting to note that the 

models seem to be divided into two categories. On the one hand, there are models 

that are by nature very simple, and which still seem to be unfinished because 

researchers keep filling in the gaps. Then again, there are models that strive for 

perfection and seek to provide exhaustive answers regarding human behaviour but 

due to that are too complicated to use.  

The main focus of this study is on the UTAUT model that can be 

characterized as simple, but simultaneously it seeks to provide profound 

explanations of technology acceptance. There are many reasons for choosing 

UTAUT as the foundation model for this study. To begin with, the UTAUT model 

is one of the latest models to try to explain technology acceptance. Secondly, its 

constructs and items have not yet been extensively tested, so the validation of the 

model is incomplete. Thirdly, there are as yet too few studies trying to establish 

the parameters of the UTAUT model. So the UTAUT model should be tested in 

different contexts and with real life samples. Furthermore, there are only a few 

studies, especially in the mobile service context. Although there are already some 

technology acceptance models for mobile services, they are not based on UTAUT-

modelling and furthermore there are few models constructed using semi-structural 

modelling. UTAUT can be seen as comprehensive, since it can explain more of 

the variance in usage intentions that any of the other models.  
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Consumer acceptance of technology is a broad concept which has room for 

different approaches depending on the actual context. The mobile service context 

has not been studied greatly yet, one reason being that people are not aware of the 

possible advantages offered by mobile services. At the developmental stage of 

new technology, it is important to find out the perceptions consumers have 

towards mobile services. One way of finding this out is to have people try those 

novel services. In this way they will have a real life experience and will be more 

aware of their perceptions toward mobile services as well as their intentions to 

use those services in the future.  

As previously stated the original UTAUT model contains four variables: PE, 

Effort Expectancy, Social Influence and Facilitating Conditions, which this study 

also planned to take into account. However, the Facilitating Conditions construct 

was left out of the theoretical framework of this study as in the original UTAUT 

model it is explaining the actual usage. In this study the actual usage was not 

measured as the focus was on intention to use. The other reason why the actual 

usage was not examined was that the mobile service tested at the Housing Fair 

was more or less at a development phase. In this study, behavioural intention is 

the construct which is seen to predict actual behaviour. The relationship between 

intention and actual behaviour is well documented in the technology acceptance 

literature and has been found to be conclusive (Chau & Hu 2001, Davis et al. 

1989, Sheppard et al. 1988, Taylor & Todd 1995a, 1995b, Venkatesh & Davis 

2000, Venkatesh et al. 2003). Accordingly perceptions rather than objective 

technology attributes have been found to be relevant to technology acceptance 

decision making (Moore & Benbasat 1991), and are the focus of the investigation 

into the mobile technological context in this study. The context is expected to 

have some effect on results, as the significance of context has emerged as a 

defining characteristic of mobile services in so many studies (Kaasinen 2005, 

Pedersen 2005).  

As mentioned before, PE is close to perceived usefulness (e.g. TAM) and this 

construct has been validated in several studies to be in causal relation with 

intention (e.g. Davis et al.1989, Mathieson 1991, Taylor & Todd 1995b, Chau 

1996, Agarwal & Prasad 1997, Karahanna et al. 1999). Similarly Effort 

Expectancy is close to ease of use and has also proved to be a predictor of 

intention (e.g. Davis et al. 1989, Jackson et al. 1997, Mathieson 1991, Venkatesh 

& Davis 1996, Chau 1996). It is expected that Effort Expectancy does not have 

the strong effect on intention that perceived usefulness has. Likewise, social norm 

is not that strong a predictor, however it has also been validated as one of the 
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most important explainers of intention (e.g. Venkatesh et al. 2003). Social 

influence has been studied quite considerably in previous literature. Ajzen and 

Fishbein (1980) started by writing about subjective norm, which was further 

elaborated by Ajzen and Madden (1986) and Taylor & Todd (1995). It is expected 

that these constructs will have an effect on intention when studying consumer 

acceptance of mobile services.  

In addition to Performance Expectancy, Effort Expectancy and Social 

Influence, three constructs are hypothesized to be important in novel mobile 

service acceptance: Anxiety, Trust and Attitude. 

Anxiety 

In a technological environment, even the most educated people can feel 

uncomfortable about using products because of their complexity in design, rapid 

obsolescence, and other features concomitant with high technology (Higgins & 

Shanklin 1992). Use of technology in general often has unpleasant side effects, 

which may include strong, negative emotional states that arise during interaction 

with computers (Saadé & Kira 2006). Different negative emotional states relate to 

anxiety (e.g. anger, sadness, frustration). According to Saadé & Kira (2006) there 

are two types of anxiety: trait and concept-specific. Trait anxiety is defined as a 

general pervasive anxiety that is experienced by a person over the entire range of 

their life experience. Concept-specific anxiety is an anxiety that is associated with 

a specific situation. Therefore, computer anxiety for example is a concept-specific 

anxiety because it is a feeling that is associated with a person’s interaction with 

computers (p. 532). In the study of Venkatesh et al. (2003) anxiety was not seen 

as a direct determinant of intention, because in their previous research (Venkatesh 

2000) anxiety was conceptually and empirically distinct from ease of use. 

However, anxiety was defined in their study as “an individual’s apprehension, or 

even fear, when she/he is faced with the possibility of using technology” 

(originally taken from Simonson et al. 1987).  

In IT literature, anxiety (and especially computer anxiety) has been studied to 

some extent. Howard and Smith (1986) have defined computer anxiety as a fear 

of impending interaction with a computer that is disproportionate to the actual 

threat presented by the computer; and Igbaria and Parasuraman have contributed 

“the fear, apprehension and hope people feel when considering use or actually 

using computer technology” (Scott & Rockwell 1997). Feelings of anxiety 
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surrounding computers are found to negatively influence computer use (Compeau 

& Higgins 1995).  

In contrast to computer anxiety, anxiety experienced over the use of general 

technological tools, is referred to as technology anxiety. Technology anxiety is 

defined as an individual’s tendency to be uneasy, apprehensive, or fearful about 

the current or future use of a technology (Parasuraman et al. 1990, Allen 2002). 

Technology anxiety has been found to have an effect on of previous technology 

usage (Meuter et al. 2003). As the study of Meuter et al. (2003) states, 

respondents with a high level of technology anxiety use fewer self-service 

technologies. So it is justifiable to study the effect of anxiety in the acceptance 

process surrounding a novel mobile service. Scott & Rockwell (1997) and 

Compeau and Higgins (1995) have found anxiety to be a good predictor of future 

technology usage. Venkatesh (2000) came to a similar conclusion finding that 

anxiety has an effect on perceived ease of use. Moreover, Igbaria & Parasuraman 

(1989) and Howard and Smith (1986) proved anxiety to have an effect on 

attitudes. It can be questioned whether the construct of anxiety has a similar kind 

of effect as it did some decades ago when computers and technology in general 

were less common.  

This study argues that mobile service anxiety has an effect on the intention to 

use mobile services. Anxiety can be seen as negative emotional reaction towards 

performing a behaviour (e.g. using a mobile service). A significant body of 

literature has highlighted the importance of technology anxiety by demonstrating 

its influence on intention (Hackbarth, Grover & Yi 2003). However users 

generally overcome their initial anxious feelings and develop favourable 

perceptions as they become familiar with the technologies (Hackbarth et al. 2003).  

When individuals have less experience with a new technology, they are 

forced to rely upon their general beliefs regarding technologies and technology 

use and, therefore, their attitude may reflect a high degree of anxiety (Lee 

Warkentin & Choi 2004).  

Trust 

Privacy issues often arise with new information technology (Culnan 1993, 

Milberg, Burke, Smith and Kallman 1995, Webster 1998). Related to technology 

anxiety, trust is another construct that is included in the model of this study. Trust 

is a complex social phenomenon that reflects technological, behavioural social, 

psychological, and organizational aspects of interactions among various human 
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and non-human agents (Lu et al. 2003). Different streams of literature have 

defined the meaning of trust in different ways (Salo & Karjaluoto 2007). One of 

the reasons why the term trust does not have a commonly accepted definition is 

that trust has been examined from different perspectives, such as from the point of 

view of economics, marketing, sociology psychology, and political science (Fung 

& Lee 199; McKnight & Chervany 2002) in Salo & Karjaluoto (2007). For 

example according to Kaasinen (2005), users have to be able to trust an 

application or a service and similarly Wu and Wang (2005) suggest that the user 

should not perceive too great a risk in service use. Gefen et al. (2003) define trust 

as the expectation that the trusted party will behave in an ethical, dependable and 

socially appropriate manner and will fulfill their expected commitments in 

conditions of interdependence and potential vulnerability. Fogg and Tseng (1999) 

have defined trust more broadly as an indicator of a positive belief about the 

perceived reliability of, dependability of and confidence in a person, object or 

process. The trust construct has also been widely studied in different contexts 

(Dayal, Landesberg & Zeisser 1999, Hoffman, Novak & Peralta 1999, Järvenpää, 

Tractinsky & Vitale 2000, Kindberg, Sellen & Geelhoed 2004, Billsus, Brunk, 

Evans, Gladish & Pazzani 2002, Antifakos, Schwaninger & Schiele 2004, Barnes 

and Huff 2003). 

In an electronic environment, trust is an equally important construct. For 

example Chen et al. (2004) included trust in their study of the TAM model for 

user acceptance of virtual stores. One of the reasons for the end-users being 

willing to purchase goods online is that they trust the mobile merchant’s ability to 

deliver the services with a reasonably good standard of quality. In the context of 

online shopping, the influencing factors for consumers’ lack of trust in virtual 

stores are found to be personal information, privacy, and data security concerns 

(Chen et al. 2004). Lack of trust in online business will have negative effects 

(Clarke 1999; Hoffman et al. 1999). In the same vein it is argued that when the 

customer is at the very first stage of taking part in mobile commerce, the most 

significant factor for success is initial trust in the mobile merchant and the mobile 

channel. 

According to Lu et al. (2003), mobile devices have several things that cause 

wireless vulnerability. The mobile devices require different programming 

languages, protocols, encryption methods and security perspectives (p. 216). The 

trust concept has however been tested in the mobile context (Gefen et al. 2003, 

Chen et al. 2003). The concept of trust is seen to be a critical concept for 

consumer adoption of mobile services in this study. For example Swan, Bowers, 
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& Richardson (1999) see trust as having a positive influence on the development 

of positive customer attitudes and intention to purchase, and subsequent 

purchasing behaviour. Nevertheless, it is important that the consumer can rely on 

in the service used. Trust in this study is an expectancy of positive outcomes that 

one can receive based on the experience of a service provider or the interaction 

with the system.  

Attitude 

There is one construct in the TAM model that it is important to include in this 

study when modifying the UTAUT model – attitude. In the UTAUT model 

presented by Venkatesh et al. (2003), attitude is said to affect intention to use 

through Effort Expectancy and PE and intention is considered to precede actual 

behaviour. Thus, in their study attitude is not considered as a direct determinant of 

intention. Similarly, Han (2003) found in a literature review that attitude appeared 

to have no sustained effect on individual behavioural intention and only partially 

mediated that belief-link. That is why the attitude construct is frequently excluded 

from empirical testing. However, many TAM studies have found a relationship 

between usefulness (or ease of use) and attitude (e.g. Davis et al. 1989, Mathieson 

1991, Taylor & Todd 1995a). Similarly, Knutsen et al. 2005 argues that to explore 

attitudes towards mobile services, the construct should be included to assess an 

individual’s overall affective reactions to their use.  

Despite the apparent differences regarding whether or not the latent 

constructs affect attitude or intentions, there does appear to be a convergence of 

opinion around the importance of variables reflecting performance (Knutsen 

2005). It is therefore reasonable to say that inclusion of the attitude construct is 

justified when studying the intention to use mobile services. In this study an 

individual’s attitude towards behaviour is seen as reflecting the individual’s 

assessment of whether performing a certain behaviour is good or bad, in other 

words, whether the individual supports the behaviour in question or not. 

Moderators 

Based on previous research, a set of variables are expected to have a moderating 

effect on technology usage (Venkatesh et al. 2003) and the initial group 

comparison will be conducted in this study. These variables are experience, age 

and gender. Age and gender are the traditional variables to consider in acceptance 
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literature, but similarly prior experience has been proved to have an effect on new 

technology acceptance (Ajzen & Fishbein 1980, Bagozzi 1981, Fishbein & Ajzen 

1975, Agarwal & Prasad 1999, Lim & Kumar 2008, Venkatesh and Davis 1996, 

Thompson, Higgins and Howell 1994). For example Igbaria & Parasuraman 

(1989) have found that computer experience will directly and indirectly affect 

usage through the beliefs because experience may help reduce computer anxiety.  

Previous research proves that for experienced users, there is a stronger link 

between intentions and usage (Taylor & Todd 1995). Also, perceived usefulness 

was the strongest predictor of intention for the inexperienced group in the same 

study. To examine the effect of experience on mobile services acceptance, the 

prior use of a computer and the internet will be mapped in this study.  

Intentions 

Behavioural intention plays a central role in this study as the focus is on intention 

to use mobile services. Intention to participate in an exercise has traditionally 

been measured either as a decision/intention to exercise or as a probability or 

likeness of performing the behaviour. Ajzen and Fishbein (1980) recommended 

an expectation measure of intention (or conditional intention) because such a 

measure takes into account real constraints that may prevent individuals from 

performing the behaviour in question (Bozionelos & Bennet 1999). Intention is a 

particularly interesting area of study in this context, because use of mobile 

services has not yet grown exponentially, not even in Finland that ranks among 

the pioneering countries in mobile phone use.  

In this study, the actual usage behavior is not incorporated in the proposed 

model. However, this is not a serious limitation as there is empirical support for 

the causal link between intention and behavior (Ajzen 1991, Mathieson 1991, 

Wang et al. 2006, Taylor & Todd 1995, Venkatesh & Davis 2000) and both 

variables may be used to measure technology acceptance. Intention is a useful 

subject of study when dealing with a mobile service that has not yet been 

launched in the market. By examining intention, researchers gather information 

not only on the service itself but also on people’s opinions of mobile services in 

general. Expressing such opinions is considerably easier when there are previous 

experiences of mobile services. Intention has been widely studied before, but the 

studies have been based on mere hypothetical assumptions or strong 

organizational pressures implying that one should be ready to adopt and use 

certain new technologies in the working environment. 
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The purpose of the quantitative part of this study is thus to enhance our 

understanding of mobile service acceptance through examining consumers’ 

intention to use mobile services. This is done by familiarizing consumers with a 

mobile service in a real user setting. Another purpose of the quantitative part is to 

expand the UTAUT model to correspond to mobile service acceptance. To be 

more precise, the purpose of this part of the study is threefold: 1) to examine how 

the UTAUT model works in a user context, 2) to expand the UTAUT model to 

explain intention to use mobile services and 3) to examine the influence of 

different moderators on the functionality of the model.  

From a theoretical point of view, the present study seeks to examine the 

functionality of the UTAUT model in a new context. This refers to voluntary use 

of the mobile service and its acceptance by consumers. Taking these aspects into 

account, the present study not only aims to test the UTAUT model, but to further 

develop and modify it to meet the needs of the context. In other words, the 

purpose of the theoretical investigation here is to explain, using the UTAUT 

model as a starting point, what factors influence consumers’ intention to use novel 

mobile services. From a practical standpoint it can be said that companies that are 

developing novel mobile services are interested in the influence of consumers’ 

opinions on intention to use mobile services. It also can be assumed that people’s 

experience and understanding of things is more profound if they have had the 

opportunity to try out the thing in question first hand. Research that takes this into 

consideration is in the interest of all those who use, develop and sell mobile 

services.  

The present research can be seen as an academic contribution in that it has 

helped the researcher to explore the academic writing process. Furthermore, the 

present study can be seen as a contribution to the existing body of research. 

Moreover, the results of this study serve as a starting point for further 

examination of the phenomenon. These aforementioned aspects support the 

generation of a set of hypotheses concerning consumers’ intention to use novel 

mobile services (table 3): 
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Table 3. Summary of hypotheses. 

Hypotheses 

Hypothesis 1. Performance Expectancy will positively affect attitude 

Hypothesis 2. Effort Expectancy will positively affect attitude 

Hypothesis 3. Performance Expectancy will positively affect intention to use mobile services 

Hypothesis 4. Effort Expectancy will positively affect intention to use mobile services 

Hypothesis 5. Social Influence will positively affect intention to use mobile services 

Hypothesis 6. Anxiety will negatively affect intention to use mobile services 

Hypothesis 7. Trust will positively affect intention to use mobile services 

Hypothesis 8. Attitude will positively affect intention to use mobile services 
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5 Statistical data analysis and results 

5.1 The conceptual model 

The structural equation modelling approach involves developing measurement 

models to define latent variables and then establishing relationships among those 

latent variables’ (causal and correlation links) relationships. James, Mulaik and 

Brett (in Schumacker & Lomax 1982) have proposed a two-step modelling 

approach that emphasizes the analysis of two conceptually distinct latent variable 

models: measurement and structural. The idea of having a measurement part is to 

describe how well the observed indicators serve as a measurement instrument, for 

the latent constructs (Jöreskog and Sörbom 1993). In other words, the 

measurement model defines the constructs (latent variables) that the model will 

use, and assigns observed variables to each by using the factor analysis to assess 

the degree that the observed variables load on their latent constructs (Gefen et al., 

2000). The structural part then defines the causal relationship among these latent 

variables and is based on previous research.  

In LISREL modelling, it is important to first complete model specification 

and identification by conceptualization (Diamantopoulos & Siguaw 2002) (see 

figure 10). 
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Fig. 10. Model conceptualization. 

Model conceptualization (also called model specification by Bollen and Long, 

1993) is concerned with the development of theory-based hypotheses to serve as a 

guide for linking the latent variables to each other and to their corresponding 

indicators. The researcher is expected to hypothesize a theoretical model on the 

basis of review of the research literature. This study is adopting a perspective on 

technology adoption detailed in Venkatesh et al. (2003). In addition, the model 

here adds two new aspects to the model: anxiety and trust. In the original model, 

Facilitating Conditions were also measured, but that was decided to be 

unnecessary for this model. The omission was due to the fact that the current 

study is about testing mobile service features in a situation using loaned mobile 

phones, so it was expected that Facilitating Conditions would not have any effect 

on peoples’ perceptions. The model conceptualization necessitates two detailed 

tasks. First, the hypothesized relationships between latent variables must be 

specified. Before that it is necessary to define that exogenous variables (the ones 
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that are always independent and cannot be directionally influenced by any other 

variable in the model) are present in this study, those are PERFORMANCE 

EXPECTANCY (PE), EFFORT EXPECTANCY (EE), SOCIAL INFLUENCE (SI), 

ANXIETY (ANX) and TRUST (TRUST). The endogenous variables are those that 

are directionally influenced by other variables within the model (Diamantopouols 

& Siguaw 2002). In this model the endogenous variables are ATTITUDE (A) and 

INTENTION (INT). The relationships to be hypothesized are that PE and EE will 

have an impact on A. PE, EE, SI, ANX, TR and A will have an impact on INT. 

Theoretical deductions have led to a hypothetical model. The model is proposed 

by using the notational conventions of the LISREL model (see figure 11). 

Fig. 11. Theoretical research model for consumer acceptance of novel mobile service. 

5.2 Data collection 

This study is unique in that the mobile service used in this study was partly in its 

implementation phase. However, consumers actually used the service in a real life 

context. At the same time, the usage situation was unique for the consumer, as the 

mobile service was used for the first time and the usage was unique. On the other 
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Performance
Expectancy

(PE)

Behavioral
Intention

(INT)

Attitude
(A)

Anxiety
(ANX)

Effort
Expectancy

(EE)

Trust
(TR)

Social
Influence

(SI)

+

+

+

-

+

+ +

+



 108

technology used was rather simple and individual-oriented as opposed to more 

complex examples available.  

The research setting was designed to be as natural and realistic as possible. 

The data collection occurred immediately after usage of the mobile service. The 

usage of mobile service lasted approximately three to seven hours, so as the 

mobile service was quite easy to use, the usage can be said to be rather routinized. 

Individual reactions are reported in this study retrospectively, as the data was 

collected after the presumed cause had occurred. In this study, the mobile service 

experience was measured from the initial introduction to the stage of being 

experienced with this particular mobile service. If there are insufficiencies arising 

from the detail of the usage, they are addressed by the subsequent interviews. In 

this case it is fundamental that the usage was voluntary, as the mobile service was 

developed for use during leisure time.  

Users were handed a questionnaire immediately after returning the mobile 

device they had used. Some did not have time to complete the questionnaire; 

some had been using the system with their own mobile phones, and as it was 

available to load independently and there were people that could not be reached. 

5.2.1 Questionnaire 

This chapter presents the construct’s measurements for the proposed research 

model. Measurement items for PE, EE, SI, ATUT and INT are adapted from the 

Venkatesh et al. (2003) study, with some adjustment to better explain the context. 

Measurement items for ANX and TRUST are adapted from the studies of 

Simonson et al. 1987, Gopal et al. 1994). In general it can be said, that by giving 

the measures for the construct, it turns into a variable (Ghauri, Gronhaug & 

Kristianslund 2004). The operationalisation of the variables in this research is 

based on the literature review and the proposed research model. The definitions of 

the constructs are listed in Table 4.  
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Table 4. Definitions of constructs. 

Construct Definition References 

Perceived Expectancy “the degree to which a person believes 

that using a mobile service would 

enhance his or her performance” 

Davis 1989, p. 320, 

Dholakia & Dholakia 2004 

Venkatesh et al. 2003, 

Knutsen et al. 2005 

Effort Expectancy “the degree of ease associated with the 

use of the mobile service” 

Venkatesh et al. 2003, p. 450, 

Dholakia & Dholakia 2004, 

Knutsen et al. 2005 

 

Social Influence “the degree to which an individual 

perceives that important others believe he 

or she should use the new system” 

Venkatesh et al. 2003, p. 451 

Anxiety “an individual’s apprehension, or even 

fear, when she/he is faced with the 

possibilities of using technology” 

Simonson et al.1987,  

Gopal et al. 1994 

Trust “trust in mobile services includes 

perceived reliability of the technology and 

the service provider, reliance on the 

service in planned usage situations” 

Kaasinen 2006, 

Kumar 1996, Moon & Kim 2001, 

Gefen et al. 2003 

Attitude “the degree to which performance of the 

behaviour is positively or negatively 

valued” 

Fishbein & Ajzen 1980,  

Knutsen et al. 2005 

Behavioural Intention to 

Use 

“the individual’s likelihood of using mobile 

service” 

Ajzen & Fishbein 1980, 

Venkatesh et al. 2003, 

Knutsen et al. 2005 

With the help of these variables we are able to perform structural equation 

modelling which is explained in the following chapter. Hypotheses are based on 

the links between dependent variables and independent variables. Independent 

variables are Performance Expectancy, Effort Expectancy, Social Influence, Trust 

and Anxiety. The dependent variables are Attitude and Intention to use mobile 

services. To define the model properly, the unit of measurement of each latent 

variable must be defined. The measurement models for each variable of the 

research model were estimated by adopting them from the existing literature. The 

operationalisation of the constructs is listed below. 
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The operationalisation of the independent variables 

Performance expectancy (sometimes called usefulness) is defined in this study 

“the degree to which a person believes that using a mobile service would enhance 

his or her performance” (e.g. Davis 1989: 320, Venkatesh 2003: 447, Knutsen et 

al. 2005). Davis streamlined the construct to be measured with six items and these 

items have been widely used in the literature. Later Davis et al. (1992) expanded 

the construct when calling it extrinsic motivation, so that it involves the 

perception that users want to perform an activity because it is perceived to be 

instrumental in achieving valued outcomes that are distinct from the activity itself. 

The majority of the IS literature concentrates on job-fit when thinking of 

usefulness (e.g. Thompson et al. 1991). Then the usefulness is connected to the 

capabilities of the system to enhance the job performance. However, as novel 

technology becomes more and more studied in the consumer context and with the 

services or technologies used in some context other than that of a job, usefulness 

has also been measured through its the expected outcomes or relative advantage 

(Moore and Benbasat 1991, Compeau and Higgins 1995). In this study, PE is 

considered from the usefulness side, but also with the idea of how a consumer 

would benefit when using the service and if it is an improvement compared to the 

traditional ways of doing the same thing (see table 5). 

Table 5. The operationalisation of Performance Expectancy. 

Theoretical construct Operationalisation definitions References 

Performance 

Expectancy 

PE1 I find the system useful  Davis 1989,  

Venkatesh et al. 2003 

 PE2 Using the system enables me to get information Moore & Benbasat 

1991,  

Venkatesh et al. 2003 

 PE3 Using the system was beneficial for me  Davis et al. 1989, 

Venkatesh et al. 2003 

 PE4 Using the system did increase my chance to get 

information  

Compeau & Higgins 

1995, Venkatesh et al. 

2003  

Effort Expectancy (EE) is defined as “the degree of ease associated with the use 

of the mobile service” (Venkatesh et al. 2003: 450, Knutsen et al. 2005). Initially 

Davis et al. (1989) created the six items for measuring this construct at the same 

time as the usefulness construct. EE has been seen to be an affecting factor 
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whether the system use is mandatory or voluntary. The antecedent of EE-Ease of 

use- is one of the most often studied constructs in the IS field (Moore and 

Benbasat 1991, Morris and Venkatesh 2000) In this study, EE is expected to have 

an influence on intention to use the system in the future. EE is simply the 

consumer’s perception of how easy or hard it is to use the system (the idea of 

complexity, e.g. Thompson et al. 1991). If it is easy it means that using the system 

would be effortless. The interaction required by the system is understandable, and 

the consumers see themselves becoming skilful at using the system. Innovations 

can be difficult to use at first, but if people believe that they will easily get the 

system to do what they want it to do, it can be considered effortless. In this study, 

the EE follows the items used in the UTAUT model, which emphasizes the 

consumers perceived ease of use aspects (see table 6).  

Table 6. The operationalisation of Effort Expectancy.  

Theoretical construct Operationalisation definitions  

Effort Expectancy EE1 Interaction with the system was understandable Moore & Benbasat 1991, 

Venkatesh et al. 2003 

 EE2 It would be easy for me to become skilful at 

using the system 

Davis et al. 1989, 

Venkatesh et al. 2003 

 EE3 I find the system easy to use Moore & Benbasat 1991, 

Venkatesh et al. 2003 

 EE4 Learning to operate the system was easy for 

me  

Moore & Benbasat 1991, 

Venkatesh et al. 2003 

Social Influence (SI) is defined as “the degree to which an individual perceives 

that important others believe he or she should use the new system” (Venkatesh et 

al. 2003: 451). SI has been studied extensively even before the technology 

acceptance studies. In the TRA model it was called a subjective norm (Ajzen 

1991) or social norms (Thompson et al. 1991). It is widely accepted, that an 

individual’s behaviour is influenced by the way in which they believe others will 

view them. This is especially true when it comes to novel technology. Particularly 

the people who are important to an individual play an important role in the 

considerations of whether or not to use a new technological system. Also other 

reference groups such as organizations or the media have an influence on social 

situations (Thompson et al. 1991, Mathieson 1991, Taylor & Todd 1995). In this 

study, discerning the role of SI was rather challenging, as when trying out the new 

system (only once), it is maybe not that important what the reference groups 

might say (see table 7). 
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Table 7. The operationalisation of Social Influence. 

Theoretical construct Operationalisation definitions References 

Social Influence SI1 The media influenced by decision to use the 

system 

Davis et al. 1983, Fishbein & 

Ajzen 1975, Mathieson 1991, 

Taylor & Todd 1995 (modified) 

 SI2 People who are important to me thought I 

should use the system 

Davis et al. 1983, Fishbein & 

Ajzen 1975, Mathieson 1991, 

Taylor & Todd 1995,  

Venkatesh et al. 2003 

 SI3 After noticing other people using the 

system, I decided to use it too 

Thompson et al. 1991 

 SI4 I believe people who influence my 

behaviour think that I should use the system

Davis et al. 1983, Fishbein & 

Ajzen 1975, Mathieson 1991, 

Taylor & Todd 1995,  

Venkatesh et al. 2003 

In the study of Venkatesh et al. (2003) anxiety was not seen as a direct 

determinant of intention, as in their previous research (Venkatesh 2000), anxiety 

was conceptually and empirically distinct from ease of use. Anxiety is defined in 

this study in a similar manner as in Venkatesh (2000) “an individual’s 

apprehension, or even fear, when she/he is faced with the possibilities of using 

technology”. In IT literature anxiety has been studied to some extent, especially 

as it relates to computer anxiety, and items used in this study are drawn from 

previous studies too. Anxiety in this study (see table 8) can be seen as negative 

emotional reactions towards performing a behaviour (e.g. using mobile services). 

Table 8. The operationalisation of Anxiety. 

Theoretical construct Operationalisation definitions References 

Anxiety ANX1 It scared me to think that I could lose a lot of 

information using the system by hitting the 

wrong key 

Meuter et al. 2003,  

Venkatesh et al. 2003 

 ANX2 I hesitate to use the system for fear of 

making mistakes I cannot correct 

Venkatesh et al. 2003 

 ANX3 I felt apprehensive about using the system Meuter et al. 2003,  

Venkatesh et al. 2003 

 ANX4 The system was somewhat intimidating to 

me 

Venkatesh et al. 2003 

Trust in this study is the expectation of positive outcomes based on the experience 

with the service provider or the interaction with the system. The trust construct 
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has also been widely studied in different contexts, especially in the web context, 

which boasts many studies (Dayal et al. 1999, Hoffman et al. 1999, Järvenpää et 

al. 2000) Trust in this study is defined in a rather similar way as in Kaasinen 

(2005) as “Mobile service includes perceived reliability of the technology and the 

service provider”. The trust concept can be seen to be a critical concept for 

consumer adoption of mobile services. It is important that the consumer can rely 

on in the service used. Trust in this study (see table 9) captures concepts 

embodied by different constructs like information security and service provider 

trustworthiness.  

Table 9. Operationalisation of trust. 

Theoretical construct Operationalisation definitions References 

Trust TR1 I trust that all the notes I have stored are kept 

safe in the system 

Wang et al. 2006,  

Jarvenpaa et al. 1999,  

Pavlou 2003 

 TR2 I believe the service provider to be 

trustworthy 

Gefen et al. 2003,  

McKnight, Choudhury & Kacmar 

2002, Pavlou & Gefen 2004  

 TR3 The reliability of the service provider 

positively influenced my use experience 

Gefen et al. 2003, McKnight, 

Choudhury & Kacmar 2002,  

Pavlou & Gefen 2004 

 TR4 I trust my personal information is in safe 

when using the system 

Jarvenpaa et al. 1999, 

Pavlou 2003 

The operationalisation of the dependent variables: Attitude and Intention 
to use. 

Fishbein’s model of attitude is widely referred to in the literature. Within the 

framework of that model, a person’s attitude toward an object is “the degree to 

which performance of the behaviour is positively or negatively valued” (Fishbein 

& Ajzen 1980, Knutsen et al. 2005). Hence, attitude is an individual’s positive or 

negative feelings about performing the target behaviour (Davis et al. 1989, Taylor 

& Todd 1995). Davis et al. (1992) have also defined it to as an intrinsic 

motivation, where the perceptions are that users will want to perform an activity 

for no apparent reinforcement. Feelings, joy, and enjoyment are also often related 

to attitudes (Thompson et al. 1991) or just simply an individual liking of the 

behaviour (Compeau & Higgins 1995). Fishbein and Ajzen (1975) argue that 

there are scales that appear to be the best ones for measuring attitudes. They 
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should be measured as bicentric entities (e.g. like-dislike). These scales, however, 

may not always be perfect indicators of a person’s attitude, and as the items in this 

study were viewed in comparison to other non-attitudinal items, it was thought 

best to use a Likert-style five-point scale. In this study the items used in attitudes 

are composed of affective motivations for using the mobile services (see table 10). 

Table 10. Operationalisation of attitude. 

Theoretical construct Operationalisation definitions References 

Attitude A1 I am satisfied with using the system Bhattacherjee 2001, Compeau & 

Higgins 1995, Davis et al. 1989, 

Taylor & todd 1995,  

Venkatesh et al. 2003 

 A2 The system makes the Housing Fair more 

interesting 

Thompson et al. 1991, Venkatesh 

et al. 2003 

 A3 I like using the system Compeau & Higgins 1995, Davis 

et al. 1989, Fishbein & Ajzen 

1975, Taylor & todd 1995, 

Venkatesh et al. 2003,  

 A4 Using the system was fun Davis et al. 1992,  

Venkatesh et al. 2003 

Consumers’ self-reported intentions are measured similarly in many other studies. 

Warshaw & Davis (1985) define intention to be “the degree to which a person has 

formulated conscious plans to perform or not to perform some specified future 

behaviour”. Behavioral Intention to Use in this study is defined in a rather similar 

way as in previous studies as “the individual’s likelihood of using mobile service” 

(Ajzen & Fishbein 1980, Venkatesh et al. 2003, Knutsen et al. 2005). The 

prediction of intention has interested scientists for a long time. As in many other 

acceptance papers in the field, this study also assumes that behavioural intention 

will have a positive effect on system usage in the future (see Figure 12).  

Fig. 12. How individual perceptions affect the intentions to use mobile services and 

further actual usage (modified from Venkatesh et al. 2003). 
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In this study the items for the intention refer to consumers’ predictions of their 

plans to use a similar kind of service in the future and/or to use mobile services in 

general in the future (see table 11). 

Table 11. Operationalisation of Intention to use. 

Theoretical construct Operationalisation definitions References 

Intention to Use INT1 I would use developed mobile systems in 

the future 

Davis et al. 1989,  

Venkatesh et al. 2003 

 INT2 I predict I would use developed mobile 

systems in the future 

Davis et al. 1989,  

Venkatesh et al. 2003 

 INT3 I believe the number of developed mobile 

systems will increase in the future 

Knutsen et al. 2005 

Based on the operationalisation of model constructs, a questionnaire was designed 

to collect data for testing the model. The questionnaire was pre-tested and 

modified before use for data collection. Therefore the procedure of data collection 

included: a) designing the questionnaire, b) pre-testing and improving c) 

conducting the experiment and collecting the data. The questionnaire for the 

Housing Fair was created bearing in mind that people would be weary after a long 

day and would not want to spend a long time answering the questions. However, 

for every construct there were several questions, as is normal in acceptance 

studies. In this way the questionnaire was created with items validated in prior 

research. The questionnaire form consisted of consumer self-ratings on Likert 

scales of perceived Performance Expectancy, Effort Expectancy, Social Influence, 

Trust, Anxiety, Attitude and Intention. Five-point-scales were used for all of the 

aforementioned construct items, with 1 being the negative end of the scale and 5 

being the positive end of the scale, so the consumer was presented with a scale 

that easily allowed them to report what they thought of the service. In addition to 

the questions concerning the perceptions and intention to use mobile services, 

there were also other background questions included in the questionnaire; for 

example on the mobile phones consumers used on a daily basis and on their own 

estimation of their experience with smart phones and use of the internet. In 

addition to that there were some questions concerning the actual usage of the 

Mobile Fair Diary. The main part of the questionnaire was based on the 

theoretical constructs as explained above. Finally, there were demographic 

questions and some open-ended questions. It took around 10 minutes to fill out 

the questionnaire properly. 
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The operationalisation of the moderator 

The role of moderator variables in explaining novel mobile service acceptance in 

this study is tested by measuring the invariance across groups. The data set of this 

study will be divided into different categories: experienced vs non-experiences, 

young vs old and male vs female. Using the LISREL program it is possible to test 

whether the same model applies across different groups.  

Experience with smart phones refers to an individual’s level of experience 

and is measured through self-assessment of general smart phone experience. 

People answered a question on how many months of experience they had with 

smart phones and they were divided into groups of ‘not at all experienced‘ and ‘a 

little bit to a lot of experience’. 

Demographics refer to gender, age, occupation, income and place of 

residence. Only gender and age were used in this study finally as they were the 

most relevant choices. The other demographics are used to describe the profile of 

respondents. 

5.2.2 Demographic profile of the study participant 

A total of 121,110 individuals visited the Oulu Housing Fair, and they were 

treated as the general population for this research. To achieve a representative 

sample of the population considered for this particular research, it was determined 

that the sample consist of actual users of the Mobile Fair Diary. As the Mobile 

Fair Diary was based on a voluntary use, the sample size was not determined 

beforehand, but all the users that tried the service, were given the questionnaire. 

Hence, the representative sample of this study consists of fair visitors who tried 

the Mobile Fair Diary in the Oulu Housing Fair and are treated as the user 

population. The final sample was 353, of which 49% filled out the questionnaire. 

The sample size decision fits rather well into the structural equation modelling 

technique used in this study. It has been proposed, that for “examination of 

numerous models” the sample size should not exceed 200, when using LISREL 

program (Hayduk 1987: 168). The larger sample size may produce more reliable 

solutions; even though there is also a need to take into consideration the 

complexity of the model and the expected rate of missing data. The profile of the 

Mobile Fair Diary users roughly corresponded to the average fair visitor. The 

portion of men was slightly greater than women. The majority of the experiment 

users were aged between 35 and 49, i.e. the Mobile Fair Diary seems to have 
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interested middle-aged fair visitors. Workers and clerical employees were the 

biggest professional group, comprising 68.4% of the experiment users. This 

sample is noteworthy in that students were not the largest experiment user group, 

as is the case in many studies concerning novel technology acceptance. In general, 

the technology acceptance research has been criticised for using too many student 

samples. This might lead to the generalisation issues and hence, for this study, the 

focus was on actual users, and in nondiscretionary conditions. As for the place of 

residence, people residing in Oulu were the biggest user group. This is likely to be 

due to the fact that the most visible service marketing was done in the Oulu 

region. Table 12 illustrated the demographics of the participants of this study. 

Table 12. Demographic profile of the participants. 

Demographics Quantity Percentages Valid Percentages Cumulative 

Percentages 

Gender     

Male 92 54.4 55.1 55.1 

Female 75 44.4 44.9 100.0 

Unknown 2 1.2 100.0  

Total 169 100.00   

Age     

Under 18 16 9.5 9.5 9.5 

18–24 22 13.0 13.1 22.6 

25–34 55 32.5 32.7 55.4 

35–49 70 41.4 41.7 97.0 

50–64 4 2.4 2.4 99.4 

Over 65  1 0.6 0.6 100.0 

Unknown 1 0.6 100.0  

In total 169 100.0   

Profession     

Student 38 22.5 22.6 22.6 

Entrepreneur 5 3 3.0 25.6 

Worker 34 20.1 20.2 45.8 

Clerical 

employee 

81 47.9 48.2 94 

Unemployed 2 1.2 1.2 95.2 

Pensioner 2 1.2 1.2 96.4 

Other 8 3.8 3.8 100.00 

Unknown 1 0.6 100.0  

In total 169 100.0   
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Demographics Quantity Percentages Valid Percentages Cumulative 

Percentages 

Place of residence     

Province of 

Lapland 

2 1.1 1.2 1.2 

Province of Oulu 113 64.2 66.9 68.0 

Province of 

Western Finland 

19 10.8 11.2 79.3 

Province of 

Southern Finland 

31 17.6 18.3 97.6 

Other 4 2.3 2.4 100.0 

Unknown 0 0.0 100.0  

In total 169 100.0   

174 of the Mobile Fair Diary users answered the survey. Five questionnaires were 

discarded due to being incomplete, resulting in a usable total of 169. There were 

only few items with more than three per cent of missing values. It seems that the 

questions SI4, TR1 and TR3 were the most problematic for the consumers. It is 

hard to pinpoint the reason for that as no significant patterns of missing values 

were found. Mean substitution was used to replace the missing values.  

5.3 Statistical tools and the data analysis approach 

Structural Equation Modelling (SEM) is one of the most frequently used 

analytical techniques today. The term SEM does not designate a single statistical 

technique; instead it refers to related procedures (Kline 2005) as it combines the 

measurement model (loadings of observed variables on their expected latent 

variables) and the structural model (the assumed causation among a set of 

dependent and independent constructs) into a simultaneous test. In that sense, 

SEM can be defined as “a melding of factor analysis and path analysis into one 

comprehensive statistical methodology” (Kaplan 2000:3). SEM techniques have 

become very popular for validating instruments and testing linkages between 

constructs, and several examples can be found in Information Research Systems 

Research and MIS quarterly journals (Gefen et al. 2000). Other (e.g. Anderson et 

al. 1982) scientists have also noted that substantive use of SEM has been growing 

in psychology and the social sciences. One reason for this is that these models 

provide researchers with a comprehensive means to assess and modify theoretical 

models (e.g. Bentler 1990, Jöreskog & Sörbom 1996). 
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In addition to the popularity of SEM modelling, there are also other reasons 

for using it. First of all, researchers are becoming ever more aware of the need to 

use multiple observed variables to better understand their area of scientific 

inquiry (Schumacker & Lomax 1996). Secondly, SEM offers advantages when 

refining and testing the measurement model for construct validity and reliability 

(Garver and Mentzer 1999). Thirdly, SEM casts factor analysis in the tradition of 

hypothesis testing, with explicit tests of both the overall quality of the factor 

solution and the specific parameters (e.g. factor loadings) composing the model 

(Kelloway 1998). Fourthly, SEM techniques allow for the testing of complex 

“path” models that incorporate complex phenomena (Kelloway 1998). SEM is 

transcendent compared to other quantitative methods, as it tests the full theoretical 

model at the same time (Mongeau & Stiff 1993). SEM is based on the 

observations that a) every theory implies a set of correlations and b) if the theory 

is valid, then the theory should be able to explain and reproduce the patterns of 

correlations found in the empirical data (Kelloway 1998). Finally, SEM can also 

be recommended because SEM software programs have become increasingly user 

friendly (Schumacker & Lomax 1996). 

The most widely used SEM computer programs are AMOS (Arbuckle 1999), 

EQS (Bentler 1992) and LISREL (Joreskog & Sörbom 1993). The SEM program 

used in this study was LISREL (LInear Structural RELationships), a computer 

program created by Jöreskog and Sörbom (1993), that was chosen because it 

works most effectively in a confirmatory context (Brannick 1995). LISREL is not 

only about linear modelling, but more or less a software package, which has 

different kinds of analytical options at the same time (factor analysis, regression 

analysis, covariance analysis, canonical correlations, and path analysis). LISREL 

is multidimensional, as it allows a researcher to test the goodness-of-fit of models, 

to diagnose problems with models, to fix or constrain model coefficients, to do 

multiple-group analyses, to estimate mean, intercepts and slopes and to 

distinguish consistently between latent concepts and observed indicators (Yli-

Luoma 1990: 67–68). The power of LISREL is that it gives an opportunity to 

handle problems as a holistic entity, but it does not overlook the rigorous 

examination of detail. In this study, the use of LISREL makes it possible to 

combine analysis of consumers’ perceptions of mobile services and their intention 

to use those services in the future, in an accessible manner.  
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5.4 Data analysis 

This chapter presents the assessment and testing of the proposed research model 

using structural equation modelling. The analysis process consists of two steps. 

The first one involves the assessment of the measurement model where model fit 

and validity is tested. The second step proceeds with hypotheses testing. Equally, 

this chapter presents group analysis for establishing invariance between different 

groups.  

Bollen & Long (1993: 1–2) list the five steps that characterise most structural 

equation modelling applications: 1) model specification, 2) identification, 3) 

estimation, 4) testing fit and 5) re-specification. The first step, model specification, 

refers to the initial theoretical model the researcher formulates (Schumacker & 

Lomax 1996).  

The second step, identification, is to ask whether unique values can be found 

for the parameters to be estimated in the theoretical model (Byrne 1998: 2). In 

some instances, the analysis may not converge a solution (find unique parameter 

values), even after 100 iterations, because the model is inaccurately specified 

(Schumacker & Lomax 1996). This was the case in the present study.  

The third step, estimation, requires knowledge of the various estimation 

techniques that are used depending on the variable scale and/or distributional 

property of the variables used in the model (Schumacker & Lomax 1996). The 

most frequently used estimation method is the Maximum Likelihood (ML).  

The fourth step involves interpreting model fit indices. Model fit determines 

the degree to which the structural equation model fits the sample data. The 

determination of the model fit in SEM is a rather complicated area. Structural 

equation modelling fit indices have no single statistical test of significance that 

identifies a correct model given the sample data (Schumacker & Lomax 1996). 

Instead, many of the goodness-of-fit criteria have been formulated to range in 

value from 0 to 1 (a value of 1 being a perfect fit). In LISREL there are several 

different ways to estimate parameters, and according to Bollen and Long (1993) 

no single index is good enough, but several indices should be used when 

assessing the overall model fit.  

The fifth step is re-specification which usually occurs when the model fit 

indices suggest a poor fit. If the researcher makes a decision to delete from, add to, 

or otherwise modify the model, it should be made based on both theoretical and 

statistical considerations (Schumacker & Lomax 1996). 
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5.4.1 Validity and reliability of the research 

When doing research, validity and reliability issues should always be remembered, 

because the importance of establishing the validity of the statistical conclusion 

using such tools in positivist research cannot be overemphasised. It is, in essence, 

the strength of evidence researchers have to report in order to prove that their 

models are supported by data collected (Gefen et al. 2000). For example, 

Nunnally (1978) presents the elements of reliability, validity and generalizability. 

Reliability includes the acceptable data sources and measures. (Internal) validity 

can be viewed from different points of view: content validity, construct validity 

and criterion-related validity. And finally generalisability (also called external 

validity) tells us how representative the study is and how well the results can be 

generalised to other contexts. The reliability and validity issues that had to be 

resolved in the quantitative part of this study are discussed next. 

Reliability 

Reliability is concerned with the ability of a measure to be consistent 

(Schumacker & Lomax 1996). In other words reliability is concerned with the 

accuracy of the actual measuring instrument as it refers to the extent to which the 

result of the measurement can be replicated. Reliable measurement values are 

close to their “real” values. Related to that, measurement error is defined as that 

portion of an observed variable that is measuring something other than what the 

latent variable is hypothesized to measure. Measurement error can be the result of 

a) an observed variable that is measuring some other latent variable, b) 

unreliability, or c) a second-order factor (Schumacker & Lomax 1996). According 

to the latter, if only a single measure of a latent variable is used and it is not very 

reliable, then the latent variable has not been assessed very well. 

To accomplish the aim of reliable data gathering, several issues were 

considered. First of all, the questionnaire was handed to only the people trying the 

relevant mobile service, so it can be said to have been administered to key 

informants. Secondly, the questions in the questionnaire were carefully designed 

with the help of previous theories and knowledge about the subject. The 

questionnaire was also pre-tested, so that the questions would be easily 

understandable. Pre-testing was conducted in two different ways. Almost the 

same questionnaire with similar questions was used in different field experiments 

before this one. In these field experiments, the used mobile service was different, 
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however, the setting was similar to this one. Voluntary consumers were 

encouraged to try out novel mobiles sevice in a real end-user situation. The 

questionnaire was also pre-tested when put into an examination amongst the 

researchers in our research group. There were 10 researchers evaluating the 

questionnaire; the items of it as well as it appearance. The data collection was 

quite successful, as the quality and the quantity of the data appeared to be 

reasonably good. There were only a few missing values and incomplete 

questionnaires. To this end multi-item scales were used to measure the constructs. 

Reliability can be estimated by test and internal consistency methods. In this 

study, three different methods are used to estimate the reliability. 

Cronbach’s alpha informs us of the internal consistency of the study and it is 

one of the most commonly used methods testing the extent to which multiple 

indicators for a latent variable belong together. It varies from 0 to 1.0, with the 

desired value being over .70 (Nunnally 1978).  

Composite Reliability (CR) is the measure for internal consistency and is 

similar to Cronbach’s alpha. The desired value for CR is over .70 (Nunnally 1978, 

Moon & Kim 2001). 

Average Variance Extracted (AVE) is based on structure loadings and refers 

to how much the items explain the variance of the construct. The desired value for 

AVE is over .50.  

Reliability values of this study are presented when assessing the structural 

model (in table 15). 

Validity 

Content validity is the degree to which elements of an assessment instrument are 

relevant to and representative of the targeted construct for a particular assessment 

purpose (e.g. Haynes, Richard & Kubany 1995). To ensure content validity of the 

scales used, the items selected must represent the concept around which 

generalizations are to be made (Tung, Chang & Chou 2008:328). Hence, in order 

to enhance content validity for the conceptual contructs of this study, the literature 

review was used as the basis for generating survey items for empirical testing. 

Construct validity is the degree to which an assessment instrument measures 

the targeted construct. In other words, construct alidity is concerned with the 

extent to which scores accurately define the construct (Nunnally 1978: 86, 

Schumacker & Lomax 1996, Hair et al. 2006). Accordingly, if only a single 

measure of a latent variable is used and it is not very valid, then the latent variable 
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has not been assessed very well. In the measurement model of this study, each 

latent variable is assessed by two or three measures. Furthermore, the 

relationships between observed variables and the latent variables are described by 

factor loadings. The factor loadings provide us with information about the extent 

to which a given observed variable is able to measure the latent variable 

(Schumacker & Lomax 1996).  

 In providing construct validity also the convergent and discriminant validity 

should be assessed (see e.g. Hu et al. 1999). The convergent validity of a 

construct is the the degree to which multiple attempts to measure the same 

concept are in agreement: two or more measures of the same item should co-vary 

highly if they are valid measures of the concept (Moon & Kim 2001:222). This 

can be estimated by factor loadings (Bagozzi et al. 1991), variance extracted or 

reliability. In addition, item loadings should be above .707, to show that over half 

of the variance is captured by the latent construct (Chin 1998, Hair et al. 1998; 

Segars 1997; Thompson et al. 2004). Discriminant validity is the degree to which 

measures of different concepts are unique distinct: if two or more concepts are 

unique, then measures of each should not correlate well (Moon & Kim 2001:223). 

Discriminant validity can be evaluated by comparing the x2 of the original model 

with an alternative model where the constructs in question are united as one 

construct. If the x2 is significantly smaller in the original model, discriminant 

validity has been shown (Segars 1997). 

Criterion-related validity is the magnitude of association between measures 

of a focal construct and measures of another construct expected to covary with the 

focal construct (Bagozzi, Davis & Warshhaw 1992). In other words criterion-

related validity refers to how well a measure succeeds in measuring some 

empirical situation, for example, how well a measure can predict an event or how 

well a measure can describe a current situation. Close to this is predictive validity, 

which is the accuracy with which measures of a construct forecast measures of 

another construct when the constructs are expected to be related on the basis of 

theory (Bagozzi et al. 1992). 

Generalisability 

Internal validity focuses on whether the results of the study are legitimate because 

of the way the groups were selected, data was recorded or analysis performed. 

Instead, external validity indicates whether the results are transferable to other 

groups of interest. Although LISREL uses a covariance matrix as underlying 
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statistical information when making the analysis and building models, the 

generalisability of findings should be undertaken with care. Hence, the results of 

this study are only indicative and further research is needed to explore the 

generalisability of its findings. 

5.4.2 Measurement model fit 

Model fit determines the degree to which the structural equation model fits the 

sample data (Schumacker & Lomax 1996: 124). The most commonly used fit 

criteria are the Chi-square analysis (x2), the goodness-of-fit index (GFI) and the 

adjusted goodness-of-fit index (AGFI), and the root mean-square residual (RMSR) 

(Jöreskog & Sörbom 1993). In addition, there are different indices available to 

make a model comparison (e.g. Normed Fit Index (NFI) and Non-Normed Fit 

Index (NNFI)). These criteria typically compare a proposed model with a null 

model. Finally, model parsimony refers to the number of estimated coefficients 

required to achieve a specific level of fit (e.g. Partial Factorial Invariance (PFI), 

Akaike’s Information Criterion (AIC)). These criteria are based on differences 

between observed and model-implied covariance matrix. LISREL prints several 

different goodness-of -fit measures and the choice of which to report is a matter 

of dispute among methodologists.  

Chi-Square (x2) calculates the difference between the sample covariance 

(correlation) matrix and the fitted covariance (correlation) matrix (Jöreskog & 

Sörbom 1993). In this way, Chi-square is a measure of overall fit of the model to 

the data. Statistical significance indicates the probability that this difference is due 

to sampling variation. When the acceptance of the model is estimated, the p-value 

the important value to consider. Some researchers suggest that instead of using p-

values for accepting or rejecting H0 one should instead use the value of x2/df. The 

model is then accepted if the x2/df value is < 5 (Yli-Luoma 1996:44).  

The GFI is based on a ratio of the sum of the squared differences between the 

observed and reproduced matrices to the observed variances (Schumacker & 

Lomax 1996:125). In other words, GFI is the percentage of observed covariance 

explained by the covariance implied by the model. The range of this index is 

between 0 (no fit) and 1.0 (perfect fit). Models with a GFI above .90 are 

considered to have a good fit (Nummenmaa et al. 1997, Jöreskog & Sörbom 

2001), and a value of ≥ 0.85 is a reasonably good value for an accepted model 

(Cole 1987). GFI is not adjusted by degrees of freedom. However, the adjusted 

goodness-of-fit index (AGFI) adjusts the GFI index for the degrees of freedom of 



 125

a model relative to the number of variables. The value of AGFI is good if it is 

more than 0.90, but a value of ≥ 0.80 is reasonable (Jöreskog & Sörbom 2001, 

Metsämuuronen 2003).  

Absolute fit indices are direct measures of how well the proposed model 

reproduces the observed data. Root Mean -Square Residual (RMSR) uses the 

square root of the mean squared differences between matrix elements. RMSR is 

used to compare the fit of two different models with the same data. The closer the 

RMSR is to 0 for a model being tested, the better the model fit (Schumacker & 

Lomax 1996). In addition, Root Mean Square Error of Approximation (RMSEA) 

calculates the discrepancy per degree of freedom. Values less than .05 are 

considered to be good and values ranging from 0.05–0.08 are considered to be 

acceptable. However, RMSEA supports large samples.  

Incremental fit indices differ from absolute fit indices in that they assess how 

well a specified model fits relative to some alternative baseline model (CFI). 

Comparative Fit Index (CFI) compares the existing model fit with a null model, 

which assumes the latent variables in the model are uncorrelated. This index is 

adjusted by the degrees of freedom. CFI ranges from 0 to 1.0 and models with a 

CFI above .90 are considered to have a good fit (Bentler 1992). NFI is a measure 

that rescales chi-squares into a 0 (no fit) to 1.0 (perfect fit) range. It is used to 

compare a restricted model with a full model using a baseline null model. 

(Schumacker & Lomax 1996, Metsämuuronen 2003). Model is acceptable, if NFI 

≥ 0.90. Non-Normed Fit Index (NNFI) compares the proposed model with the 

null model and is adjusted by degrees of freedom. NNFI ranges between 0 and 1.0 

and models with an NNFI above .90 have traditionally been considered to have a 

good fit (Bentler and Bonett 1980). 

Model parsimony refers to the number of estimated coefficients required to 

achieve a specific level of fit (Schumacker & Lomax 1996). The model 

parsimony and goodness-of-fit indices take into account the number of parameters 

required to achieve a given value for the Chi-square. Normed Chi-Square (NC) 

was first proposed by Jöreskog who suggested that x2 should be adjusted by the 

degree of freedom to assess model fit. The NC measure can be calculated as NC = 

x2/df. The Parsimonious Fit Index (PFI) is a modification of the aforementioned 

NFI measure. PFI takes into account the number of degrees of freedom used to 

obtain a given level of fit (Schumacker & Lomax 1996). In addition, the Akaike’s 

Information Criterion (AIC) is a goodness-of-fit measure that adjusts a model’s 

Chi-square result to penalize model complexity or over parameterisation. Thus 

AIC reflects the discrepancy between model-implied and observed covariance 
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matrices, hence it indicates both model fit and a model not over identified 

(parsimony) (Schumacker &Lomax 1996). The AIC measure will always be 

positive, but values close to zero indicate a more parsimonious model. 

5.4.3 Data screening 

Before the prior data analysis, research instrument items were examined, through 

the SPSS 16.0 statistical program. The reason for doing this was to determine 

missing values, means, medians, and standard deviations. Consumers evaluated 

their perceptions of the Performance Expectancy, Effort Expectancy, Anxiety, 

Trust, Attitude and Intention to use this particular mobile service on a 5-point 

Likert -scale. In Table 13, can be seen the number of valid answers, means, 

medians and standard deviations of these variables. At this point it should be 

stated, that the Social Influnece construct was eliminated from the fortcoming 

analysis because there were some problems with people to understand the items 

of the SI construct in this context. When testing the mobile service the questions 

concerning the social influence were hard to evaluate and majority of the items 

were not answered. The table shows that in general the perceptions were highly 

positive as the mean is around 4 in almost every case.  

Table 13. Valid answers, missing values, means, medians and standard deviations. 

 Valid Missing Mean Median Std.Dev 

PE1 167 2 4.44 5.00 0.811 

PE2 166 3 4.28 4.00 0.814 

PE3 161 8 4.06 4.00 0.944 

PE4 162 7 3.86 4.00 0.944 

EE1 164 5 4.20 4.00 0.798 

EE2 162 7 4.59 5.00 0.646 

EE3 165 4 4.25 4.00 0.822 

EE4 165 4 4.46 5.00 0.676 

ANX1 166 3 1.98 1.00 1.253 

ANX2 167 2 1.55 1.00 1.039 

ANX3 165 4 1.62 1.00 1.045 

ANX4 167 2 1.43 1.00 0.966 

TR1 127 42 4.02 4.00 0.908 

TR2 156 13 4.02 4.00 1.068 

TR3 134 35 4.22 4.00 0.947 

TR4 142 27 3.65 4.00 1.125 
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 Valid Missing Mean Median Std.Dev 

A1 162 7 4.27 4.00 0.876 

A2 165 4 4.38 5.00 0.886 

A3 167 4 4.34 4.00 0.777 

A4 166 2 4.53 5.00 0.767 

INT1 159 10 4.54 5.00 0.727 

INT2 164 5 4.63 5.00 0.768 

INT3 159 10 4.41 5.00 0.828 

5.4.4 Measurement model assessment for consumer acceptance of 
novel mobile services 

In this study, the measuremet model is explained in a detailed manner, to get the 

reader an idea of how a structural equation model is built. In addition, it is of 

great importance to understand how measures are mapped into theoretical 

constructs, what are the loadings of the measures as well as the error variances. 

Running the Maximum Likelihood estimate for the whole data revealed 

significant Chi-square statistics where x2 = 519.66 with 213 degrees of freedom 

(p-value = 0.0000, RMSEA = 0.092) indicating that the model should be rejected 

and/or there should be some model refinements. The model refinement process 

includes scanning the output and applying the following criteria to achieve a 

better fit (Byrne 2001): standardised regression weight values should be above 0.5. 

Squared multiple correlations should be above the cut off value of 0. And finally, 

modification indices that reveal high covariance between measurement errors 

accompanied by high regression weights between the errors’ construct are 

candidates for deletion. Measurement models for each latent variable of the model 

were estimated. To give an example, the measurement model for PE is introduced 

in Figure 13. 

Fig. 13. Estimated measurement model for Performance Expectancy. 

Perform
PE2

PE1

PE3

PE4

0.82

0.80

0.64

0.47

0.33

0.35

0.59

0.78

1.00

Chi-Square = 1.71,  df = 2,  P-value = 0.42549,  RMSEA = 0.000
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The measurement model for PE is accepted in terms of exact fit (x2 = 1.71, p-

value = 0.42549). Fit is also demonstrated by an RMSEA of 0.000, CFI of 1.00 

and SRMR of 0.016. On the other hand, the 90 per cent confidence interval for 

RMSEA (0.0421; 0.233) and p-value for the test of close fit (RMSEA < 0.05) of 

0.06333 indicate adequate fit. Similarly the measurement model for the other 

constructs can be seen in Table 14. 

Table 14. Measurement values for constructs. 

Measurement Item Loading Std.error x2 df p-value RMSEA CFI NFI SRMR 

Performancy Expectancy 

PE1 0.82 0.33 7.64 2 0.02188 0.130 1.000 0.992 0.169 

PE2 0.80 0.35        

PE3 0.64 0.59        

PE4 0.47 0.78        

Effort Expectancy          

EE1 0.77 0.41 7.64 2 0.02188 0.130 0.980 0.973 0.0391 

EE2 0.57 0.68        

EE3 0.89 0.20        

EE4 0.64 0.58        

Anxiety          

ANX1 0.57 0.67 18.63 2 0.00009 0.222 0.944 0.938 0.0454 

ANX2 0.85 0.28        

ANX3 0.74 0.45        

ANX4 0.82 0.32        

Trust          

TR1 0.44 0.81 7.45 2 0.02408 0.127 0.952 0.938 0.0517 

TR2 0.49 0.76        

TR3 0.94 0.11        

TR4 0.48 0.77        

Attitude          

A1 0.58 0.66 3.46 2 0.17746 0.066 0.955 0.988 0.0240 

A2 0.72 0.48        

A3 0.92 0.15        

A4 0.74 0.46        

Intention to use          

INT1 0.96 0.09 0.00 0 0 1.000    

INT2 0.56 0.68        

INT3 0.61 0.63        

The Cronbach’s Alpha analysis was accompanied by an elimination of the 

indicators related to constructs. All the values of alpha statistics that did not 
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exceed the recommended value of 0.7, were deleted. As for these criteria, if an 

item proved to be problematic on most of the levels mentioned above, it was a 

candidate for deletion. Based on that, the following items were deleted (PE3, PE4, 

EE2, EE4, ANX1, TR1, TR4, A1). After the deletion the latent variables, average 

variance extracted, composed reliability and internal consistency (alpha) for 

variables can be seen in Table 15. 

Table 15. Latent variables, average variance extracted (AVE), composed reliability (CR) 

and internal consistency (Alpha) for variables. 

Latent variable Item Standardfactor 

loading 

CR AVE Alpha 

Performance PE1 0.81 0.794 0.659 0.797 

Expectancy PE2 0.81    

Effort EE1 0.84 0.821 0.696 0.825 

Expectancy EE3 0.83    

Anxiety ANX2 0.78 0.849 0.654 0.847 

 ANX3 0.76    

 ANX4 0.88    

Trust TR2 0.50 0.691 0.549 0.627 

 TR3 0.92    

Attitude A2 0.55 0.815 0.598 0.837 

 A3 0.84    

 A4 0.81    

Intention INT1 0.76 0.902 0.450 0.741 

 INT2 0.70    

 INT3 0.53    

First, the suitability of the selected instruments for the model was assessed. All 

suitable instruments were accepted and included in the model. Performance 

expectancy refers to the experienced usefulness of a mobile service from the 

consumer’s perspective. Initially, the plan was to measure this by using four items, 

but after the data had been examined in greater detail, two valid ones remained. 

Table 15 presents a summary of individual item loadings (PE1 0.81; PE2 0.81), 

Composed Reliability (CR) 0.79, Cronbach’s Alpha 0.80 and Average Variance 

Extracted (AVE) 0.70. Even though some instruments had to be discarded, it was 

decided to keep PE, because its theoretical contribution to the model is strong. 

The same was done with EE which is discussed in the following. 

EE refers to the ease of use of a mobile service and it was also measured with 

a 5-point scale. When valid instruments were selected for the model, two out of 
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four items remained (EE1, EE3). Table 15 illustrates the loadings of the 

remaining items (EE1 0.84; EE3 0.83) as well as an examination of reliability: 

CR 0.82, Cronbach’s Alpha 0.83 and AVE 0.70. Researchers (Nunnally 1978, 

Straub et al. 2004) suggest that Cronbach’s Alpha, which is the most widely used 

reliability coefficient, should be .70 or higher in order to be accepted, and the 

present research fulfils this criterion. Hence, CR, Alpha and AVE, which measure 

reliability, were suitable for the purpose of this study and so were PE and EE.  

Anxiety here means the insecurity that consumers feel about using mobile 

services. In the questionnaire, this was measured by four questions, one of which 

was eventually omitted. Item loadings were: ANX2 0.78, ANX3 0.76 and ANX4 

0.88, which suggests that they are adequately valid. CR for ANX was 0.85, 

Cronbach’s Alpha 0.85 and AVE, 0.65. These figures are presented in Table 15. 

CR is generally accepted if the value is higher than .70 (e.g. Fornel & Larcker 

1981, Nunnally 1978).  

Trust, in the context of the present study, refers to consumers’ trust in the 

reliability of the mobile service as well as in the service provider. Table 15 shows 

the item loadings: (TR2 0.50; TR3 0.92), CR 0.69, Cronbach’s Alpha 0.63 and 

AVE, 0.55. When measuring the Trust, the AVE measures how much the items 

explain the variance of construct and the desired values are above 0.50. AVE 

estimates the amount of variance that is captured by an underlying factor in 

relation to the amount of variance due to measurement error (Fornell & Larcker 

1981). The desirable constructs exhibit estimations 0.50 or larger.  

Initially, the present study included four questions for the purpose of 

measuring attitude, one of which was later omitted. Attitude here refers to 

consumers’ emotional responses to a mobile service. Item loadings were (A2 0.55; 

A3 0.84; A4 0.81), CR 0.82, Cronbach’s Alpha 0.84 and Average Variance 

Extracted (AVE) 0.59.  

The last factor to be presented is Intention which was measured by three 

questions, all of which were included in the final version of the model. Intention 

refers to the consumer’s intention to use an equivalent mobile service in the future. 

Table 15 indicates that item loadings were INT1 0.76, INT2 0.70 and INT3 0.53. 

CR for INT was 0.90, Alpha .74 and AVE 0.45. Regrettably, the AVE value does 

not fulfil the expectations in terms of Intention, but it was kept in the model 

because the rest of the values measuring reliability were fine. 

A measurement model was created for the purpose of testing the structural 

model intended to depict intention to use mobile services, in which suitable 

measurement instruments were selected for both latent exogenous and 
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endogenous variables. All instruments that are intended to measure the latent 

variables in question have been included in the measurement model. The 

measurement model was tested by using the asymptotic covariance matrix as a 

basis for the analysis. The asymptotic covariance matrix has been recommended 

for the purpose of measuring very large bodies of data or for situations in which 

not all variables show normal distribution (Jöreskog & Sörbom, 2001). Because 

in this study independent variables and dependent variables did not, for the most 

part, show normal distribution, we decided to use the asymptotic covariance 

matrix (see Appendix 2). 

Most theories and models in the social sciences are formulated in terms of 

theoretical or hypothetical constructs or latent variables, which are not directly 

measureable or observable. In this study, those variables are called latent 

variables ξ1, ξ2, ξ3, ξ4, η1 and η2. The measurement of a hypothetical construct is 

accomplished indirectly through one or more observable indicators. The purpose 

of a measurement model is to describe how well the observed measures serve for 

the latent variables. The key concepts are then measurement, reliability and 

validity.  

In this research, for every latent variable there were initially four measures. 

As was discussed earlier, some of these measures were excluded from the final 

measurement model. However, each variable has sufficient measures for the 

model. For example to explain the variable Anxiety, three different measures have 

been chosen to explain the concept as well as possible. There are always some 

errors (approximation error, sampling error, measurement error etc.), which 

means that there are always some things that cannot be covered by these measures 

(Yli-Luoma 1990). Hence, for every measure xn there is a measurement error, 

called δn. Following this passage, the measurement models are defined for both 

independent and dependent latent variables and introduced. Now we have a 

measurement model to be used as a component of this theoretical model, which is 

concerned with relationships between the measured variables and the latent 

variables (see figure 14). 
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Fig. 14. The measurement model for consumers’ acceptance of a novel mobile service. 

As the theory-based analysis framework is now developed, the next step will be to 

illustrate the conceptualization via a path diagram. A path diagram is simply a 

graphical representation of how the various elements of the model relate to one 

another (Diamantopoulos & Siguaw 2002). As it is not easy to fully understand 

the wonders of SEM, it is important to explain how to read and understand 

LISREL models.  

The model used in this study has six latent variables, of which four are 

independent variables and two are dependent variables. Two to three measures are 

needed to measure each latent variable. Next, the notational conventions of the 

LISREL model are explained more profoundly. In LISREL terminology, the 

structural model contains the following (Jöreskog & Sörbom 1993): 

– Y-variables are the observed variables which depend on Eta-variables. (Y-

variables in this study are: Y1 = A2, Y2 = A3 and Y3 = A4, Y4 = INT1, Y5 = 

INT2 and Y6 = INT3) 

– X-variables are the observed variables which depend on Ksi-variables. (X-

variables in this study are: X1 = PE1, X2 = PE2, X3 = EE1, X4 = EE4, X5 = 

ANX2, X6 = ANX3, X7 = ANX4, X8 = TR2 and X9 = TR3) 

– Error terms (called Zeta): EPSILON (ε)-variables are the measurement errors 

in the Y-variables and DELTA (δ)-variables are the measurement errors in the 

x-variables.  

– Exogenous latent constructs (Ksi): In the diagram they are recognized as 
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to them. (In this study the Ksi-variables are Ksi1 = Performance Expectancy, 

Ksi2 = Effort Expectancy, Ksi3 = Anxiety and Ksi4 = Trust) 

– Endogenous latent constructs (Eta): dependent variables in the path diagram, 

they are recognized as variables in circles or ellipses that have one-way 

arrows pointing to them. (In this study the latent variables are: ETA1 = 

Attitude and ETA2 = Intention) 

Path-parameters: every one-way arrow in the path diagram represents a parameter 

or coefficient.  

Now that relevant latent variables have been identified for inclusion in the 

model and differentiated between exogenous and endogenous variables, the next 

issue is to decide a) the specific ordering of the endogenous variables and b) the 

number and expected direction of the linkages between exogenous and 

endogenous variables. A summary of key issues relating to the conceptualization 

of the measurement model is given in Table 16. 

Table 16. Expected linkages among latent variables. 

  Dependent variables 

Attitude2 Intention2 

 Performance Expectancy (+)  

 Effort Expectancy (+)  

    

Independent Trust1  (+) 

variables Anxiety1  (-) 

 Attitude1  (+) 
1 Exogenous variable 
2 Endogenous variable 

As can be seen in figure 14 and table 15, Attitude (η1) depends on Performance 

Expectancy (ξ1) and Effor Expectancy (ξ2) and is at this point assumed to be 

influenced by these variables. The second dependent variable Intention to use (η2) 

depends on the Attitude, and in addition to that other independent variables. Once 

latent variables are adequately defined (measured), it makes sense to examine the 

latent variable relationships in a structural model (Schumacker and Lomax 1982).  
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5.5 Testing the hypothetical model through LISREL 

Having establishment measurement model fit and validity, the next step is testing 

the structural model. Since there were many complex relationships between the 

variables in the study, testing the hypothesized theoretical model or the 

relationships between latent constructs is required in order to obtain a deeper 

understanding of the relationships. The structural model differs from the 

measurement model in that the emphasis moves from the relationships between 

latent constructs and measured variables to the nature and magnitude of the 

relationships between constructs (Hair et al. 2006). 

5.5.1 Assessing the structural model 

The purpose of this study is to provide a model of the perceptions influencing 

consumer intention to use mobile services. The literature review of the previous 

studies has revealed that there are many possibilities to consider as an antecedent 

of intention to use. The most confident predictors should be PE and EE, as those 

have been verifiable antecedents in other technological innovations. Some studies 

have also argued that these perceptions have also an effect on attitudes and that in 

turn, attitude influences intention to use. Other variables that are assumed to 

predict Intention in this study are Trust and Anxiety. Trust is increasingly a topical 

issue when it comes to novel technology, while anxiety, in the form of computer 

anxiety, is a well-known prohibitive factor when adopting new technology. The 

development and testing of a model for the operation of these variables on 

intention to use mobile services has been argued in previous chapters and the 

resulting model is presented here (see figure 15). 
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Fig. 15. The final measurement and structural model. 

There were three steps taken when testing the model with the LISREL program; 

specification of the input data, specification of the type of model, and finally the 

specification of the output data. 

The input data for testing the model in the following analyses are covariance 

matrix, means and standard deviations that were computed with the SPSS 

program. The covariance matrix was chosen for this study and is presented in 

Appendix 2. The covariance matrix of the variables is a symmetric matrix, of 

which only the elements below and including the diagonal need to be given (Yli-

Luoma 1990). As the covariance matrix was computed by SPSS, the matrix was 

not put directly into the input file, instead it was put in an external file and 

LISREL read it from that file. Also the means and standard deviations were also 

read from en external file. Following Yli-Luoma (1990) as he concludes, in the 

latest versions of the LISREL program there is a standard output. If any deviations 

from the standard output are needed the specifications can be requested in the 

LISREL program. For further details see Jöreskog and Sörbom (1998). 

5.5.2 The main model – all consumers 

The significant relationships between the variables among all consumers in this 

study are presented in Figure 16. Exact fit is accepted (x2 = 91.02, p-value = 

0.08717). In this study, this LISREL model with all consumers is referred to as the 

main model. The LISREL program computes the direct, indirect and total causal 
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effects.Next the main model is estimated (see table 17). The RMSEA of 0.37 and 

CFI of 0.99 also indicate very good fit.  

Table 17. Fit indices for the structural model. 

Root mean square 

error of 

approximation 

(RMSEA) 

Root mean square 

residual (RMR) 

Normed fit index 

(NFI) 

Non-normed fit 

index (NNFI) 

Comparative fit 

index (CFI) 

0.0370 0.0260 0.963 0.986 0.990 

Figure 16 clearly indicates that almost all hypotheses were confirmed and were 

statistically relevant. One exception was Hypothesis 5, as there were no relation 

found between SI and Intention. The other exception was Hypothesis 4, which 

produced results contrary to those expected. In addition there was a correlation 

between the error terms of TR3 and EE1, A2 and A3, INT 1 and INT 3. In general, 

all error terms are assumed to be uncorrelated by default. However, in some cases 

it is justified that error terms do correlate (Jöreskog & Sörbom 1993: 96–97). In 

this case, minor correlation between attitude and intention measures is justified, 

as they are expected to measure the same variable. In addition, also the measures 

TR3 and EE1 are let to correlate in this case, otherwise the error variance would 

go somewhere else in the model. Thus it is wished these two error terms to 

correlate. The purpose was to aim for the best possible combination of variables, 

even though some compromises need to be conducted. Next, there will be 

discussion of the paths inherent in the model, after which follow comparisons 

conducted using different moderators. 
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Fig. 16. Statistically significant relationships, standardised solution between variables 

in the main model. 

 

Fig. 17. T-values in the main model. 

Figures 16 and 17 presents the hypotheses regarding the influence of different 

factors on intention, their path loading, t-values and results of the hypotheses. 

Figure 16 presents the standardised solutions between the variables involved. In 

addition, the t-values of the main model (Figure 17) are presented as it is 

important to report the significant beta values. The purpose of this study was to 

identify factors that explain consumers’ intention to use mobile services. Previous 
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research on technology acceptance and some studies on mobile service 

acceptance suggest that PE and EE explain Intention by having a positive 

influence on it. The impact of Attitude on Intention, on the one hand as an 

explanatory factor and on the other hand as a factor exerting an indirect influence 

through PE and EE, has been studied to some extent, but not so much in the 

context of mobile services. The present study also sought to determine whether 

Trust and Anxiety have an influence on Intention to use.  

The study has illustrated previously the hypotheses regarding the influence of 

different factors on attitudes, accompanied by their path loading, t-values and 

result of the hypotheses. According to Hypothesis 1, PE will positively affect 

Attitude. This hypothesis received strong support (γ = 0.66, t = 6.15, p < 0.001). 

The second attitude-related hypothesis was that EE will positively affect Attitude. 

This hypothesis was confirmed as well, but it did not receive particularly strong 

support: (γ = 0.27, t = 2.84, p < 0.001). It can thus be stated that PE and EE have 

an impact on the formation of a consumer’s attitude after the user experience. 

This result is aligned with previous research.  

According to Hypotheses 3 and 4, PE and EE have a positive impact on 

Intention. According to Hypothesis 3, PE will positively affect Intention to use a 

mobile service. This hypothesis was supported (γ = 0.63, t = 2.84, p < 0.001). In 

other words, PE has an influence on consumers’ intention to use a mobile service 

in the future, which, too, is aligned with previous research on the subject. 

According to Hypothesis 4, EE will positively affect Intention to use mobile 

services. This hypothesis was supported in that it did have an impact on Intention 

but the impact was, contrary to what was expected, negative: (γ = 0.35, t = −2.92, 

p < 0.001). Therefore, PE and EE have an influence on consumers’ intentions 

after the user experience. The negative impact of EE on Intention was a surprising 

finding that has not emerged in any previous studies. It was surprising particularly 

for the reason that according to the confirmed Hypothesis 2, EE has a positive 

influence on Attitude formation, but has a direct negative impact on Intention to 

use. In other words, through attitude, ease of use increases consumers’ intention 

to use mobile services but its direct impact can be negative. One reason for this 

might be that the mobile service used in this field experiment was, from the user’s 

perspective, especially easy to use. Thus, learning to use the service required 

virtually no effort whatsoever as it had simply been designed to be logical and 

uncomplicated. Could it be that the service was too simple? Can we assume that 

ease of use in general has a positive influence on attitude formation but it does not 

have an impact on intention to use? It may be that it really has no significance, or 
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that in this case, it was not a factor that attracted the users’ attention. However, 

this is an interesting characteristic of novel mobile service since most other 

technology acceptance model credited the influence of “ease of use” on intention 

to use. This reveals an important but uncommon insight for novel mobile service 

that the only EE is not enough to attract users. However, there are some other 

studies in mobile service context using UTAUT model, also supporting the 

finding that EE is irrelevant construct (Wu et al. 2007, Tibendarana & Ogao 

2007).  

Figures 16 and 17 indicate the degree to which the remainder of the 

hypotheses were supported. Hypotheses 6 to 7 illustrate the influence of different 

factors on intention. According to Hypothesis 6, Anxiety will negatively affect 

Intention to use mobile services. This hypotheses was supported (γ = −0.18, t = 

−2.76, p < 0.001), albeit not very strongly. Therefore, people’s insecurities about 

mobile services weaken the intention to use mobile services in the future. This is 

a natural finding which is in alignment with previous research that has established 

that insecurity about – or even fear of – information technology has a negative 

impact on use and it discourages people to such an extent as to prevent them from 

trying out new technologies. According to Hypothesis 7, Trust will positively 

affect Intention to use mobile services. This hypothesis received support as well: 

(γ = 0.23, t = 2.03, p < 0.001). Trust in mobile services and a mobile service 

provider affects intention to use mobile services in the future. Consumers find it 

easier to try out new services when they can be sure that there will not be any 

negative surprises regarding the new technology and particularly if they are 

already familiar with the service provider and can therefore trust the provider.  

Hypothesis 8 stated that Attitude will positively affect the intention to use 

mobile services. This hypothesis received support as well: (γ = 0.47, t = 2.54, 

p < 0.001). Attitude towards mobile services and a mobile service provider affects 

intention to use mobile services in the future. Attitudes were positive toward this 

novel mobile service. It was fun to use and worked well. As people experienced a 

service that was pleasant to use, it is not surprising that we have noted a positive 

effect on future intention to use. The final model took the form illustrated in 

Figure 18. 
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Fig. 18. Model for consumer acceptance of a novel mobile service.  

5.5.3 Testing for measurement invariance across groups 

Theory testing has become increasingly important for information system 

research (Hartwick & Barki 1994) and therefore examination or validation of 

existing findings of user technology acceptance is desirable, particularly when 

different technologies and contexts are involved (e.g. Hu et al. 1999). To evaluate 

the generalisability of the model, different data sets can be used. Actually, the 

measurements of the model should be evaluated with the various data that it is 

meant for. Replication seeks to determine the boundaries, and in what contexts 

theories are valid. In this study, the data is the same, but it is divided into different 

categories such as gender and age. Using LISREL is a good way to test whether 

the same model applies across the different data sets by examining the different 

matrices. It was hoped that there might be some differences between different 

groups (women vs. men, young vs. old, experienced vs. non-experienced) in this 

study.  

The general procedure is to test for measurement invariance between the 

unconstrained models for all groups combined, then for a model where certain 

parameters are constrained to form equal groups. Hence, in this analysis, one path 

coefficient was constrained so it became equal across the two groups, and the 
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resulting model fit was compared to a base model in which all paths were freely 

estimated using a x2 difference test. If the Chi-square difference statistic does not 

reveal a significant difference between the original and the constrained-equal 

models, then the researcher concludes that the model has measurement invariance 

across groups. Data collected on three demographic dimensions was divided into 

two groups for each variable. The ideal scenario would be for two fairly balanced 

groups to emerge; otherwise the analysis result may suffer from some bias caused 

by different sizes of the two groups. In the gender dimension, there are 92 male 

responses and 75 female responses. The age dimension was divided into younger 

(under 34 years, n = 93) and older (over 34 years, n = 75). In the particular 

experience dimension, two groups are classified as “not at all experienced with 

smart phones” with 75 responses and “a little to very familiar” with 93 responses. 

Detailed information on the groups is provided in Table 18. In testing for 

multigroup variance, the researcher often tests one-sample models separately first. 

For instance, one might test the model separately for a male sample and for a 

female sample. Separate testing provides an overview of how consistent the 

model results are, but it does not constitute testing for significant differences in 

the model’s parameters between groups. 

Before going into the results of the comparison, it is worth mentioning that 

there are several instruments for measuring the suitability of a structural equation 

model. The Chi-square test is used to measure the acceptability of the model as a 

whole. High values on a Chi-square test indicate a poor compatibility between the 

model and the data. However, according to Hayduk (1987), a better criterion is to 

put the Chi-square value and degrees of freedom in proportion to each other. A 

situation in which the value is <5 indicates a good compatibility between the data 

and the model.  

Data from all consumers would seem to fit the model well. The p-value 

reported in Table 18 confirms that the fit to the model has been successful. The 

overall GFI is high and the root mean square residual is low. T-values and p-

values are also presented in Table 18. T-values are given for every estimated 

parameter. The statistically significant level here is 5 percent which means that t-

values < 1.96 in magnitude will be insignificant.  
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Table 18. T-values of different groups. 

Path All consumers  Male vs. Female Young vs. Old Experienced vs. 

No experience 

Estimates t-values Model A Model B Model A Model B Model A Model B 

PE-

ATUT 

0.66 5.52 0.66 0.42 0.58 0.32 0.67 0.57 

EE-

ATUT 

0.27 2.78 0.27 0.47 0.23 0.52 0.27 0.13 

PE-INT 0.63 3.43 0.58 0.20 0.54 0.39 0.66 0.92 

EE-INT -0.35 -2.90 -0.33 -0.41 -0.35 -0.33 -0.32 -0.28 

ANX-INT -0.18 -2.72 -0.19 -0.24 -0.19 -0.11 -0.15 -0.08 

TR-INT 0.23 2.03 0.23 0.37 0.24 0.10 0.25 0.42 

ATUT-

INT 

0.47 2.54 0.49 0.77 0.47 0.55 0.42 0.22 

Chi-

Square 

  91.11 322.90 359.75 343.54 340.80 351.59 374.16 

df   74 194 178 194 178 194 178 

p-value   0.08624 0.0000 0.0000 0.0000 0.0000 0.0000 0.0000 

RMSEA   0.037 0.090 0.111 0.096 0.105 0.099 0.115 

Significance level 0.01 < p < 0.5*, 0.001 < p < 0.01**, p < 0.001*** 

The basic group (includes all consumers) model is, with regard to the above, 

relatively fitting and functional. Chi-Square = 91.11, df = 74, p-value = 0.08624 

and RMSEA = 0.037. Below, the same model will be tested focusing on different 

kinds of demographic aspects. Runs like this are statistical test runs. The figures 

for males from the same model Chi-square is 87.81, df 74, the p-value 0.13015 

and the RMSEA 0.045. In the case of males, the model seems to work even better, 

the coefficient of determination for explaining Intention being as high as 13%. 

When testing the basic model with females, the result is not equally good; Chi-

square being 101.90, df = 74, p-value = 0.01749 and RMSEA = 0.071. When 

looking at the p-value, the coefficient of determination is less than 2%. On the 

other hand, Hayduk (1987: 167–168) has shown that a model can be seen as 

acceptable if the Chi-square/df ratio is less than 5. In this study, in the case of 

females it is clearly less than five (1.377). Thus, it can be stated that there are 

slight differences between males and females with regard to the basic model. The 

results for the younger and older groups are somewhat less clear. It seems that the 

model does not function with young people, the Chi-square is 109.44, the df 74, 

the p-value is 0.00468 and RMSEA 0.072. However, if the p-value is viewed 

slightly less rigorously, some degree of correspondence can be found. When 
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testing the basic model with the older group, the test yielded no result at all, 

because the model did not converge. Thus, this begins to suggest that age may 

affect mobile service acceptance to some degree. In any case, user experience of 

smart phones seems to be linked with intention. When the basic model was tested 

with inexperienced individuals, the following result was received; Chi-square of 

134.75, df of 74, p-value of 0.00002 and RMSEA 0.105. In other words, the model 

does not explain anything. However, it is interesting to note that the model works 

very well for experienced individuals; there the Chi-square is 73.65, the df 74, the 

p-value 0.48961 and the RMSEA 0.000. Therefore, it can be said that there is a 

clear difference between the experienced and inexperienced individuals with 

regard to the basic model.  

In the following section, group comparisons according to the various 

demographic factors will be conducted. Males and females, the young and the old 

and the experienced and the inexperienced are compared with each other. The 

section begins by looking at gender differences.  

As was stated in the previous chapter, where the basic model was tested with 

males and females, there are some gender differences regarding the topic under 

scrutiny. Now, the model will be tested to see whether its structure is similar for 

both groups. The results indicate that the similarity of the models could be 

discarded (Chi-square = 322.90, df = 194, p-value = 0.0000 and RMSEA = 0.090) 

due to the low p-value. On the other hand, x2/df = 1.66, which begins to suggest 

that the structural models could be similar. In order to be able to understand the 

differences or similarities between the models more profoundly, a B-model is 

created, which enables us to examine the similarities and differences between the 

lambdas of the models. The following resulted: the Chi-square is 359.75, the df 

178, the p-value 0.0000 and the RMSEA 0.111. Here, too, the p-value is low, 

which refers to differences between the models. Because x2/df is 2.02, it can be 

concluded that the difference between men and women is not especially large. 

Hence it can be argued that gender has no influence on mobile service acceptance. 

The next group comparison was with regard to age. The basic group was 

divided into the younger and the older respondents and those groups compared 

against each other. Testing the basic model with these groups was incomplete 

because the model did not converge in terms of the older group. Then the A-

model was tested in order to find out whether the structure of the model is similar 

for both groups. The results seem to suggest that the similarity of the models can 

be discarded (Chi-square = 343.954, df = 194, p-value = 0.0000 and RMSEA = 

0.096) due to the low p-value. In order to be able to understand the difference or 
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similarity between the models more profoundly, a B-model is created which 

yields the following result: a Chi-square of 340.80, a df of 178, p-value of 0.0000 

and an RMSEA 0.105. In both cases, the B-value is so low that it can be 

concluded that the models are different for the younger and the older respondents. 

In other words, according to this model, age has an influence on mobile service 

acceptance. 

Finally, the role of experience in mobile service acceptance will be examined 

by comparing groups of experienced and inexperienced users. As was suggested 

previously when the basic model was tested with the younger and the older 

groups, experience might play a significant role. At first, we will test whether the 

structure of the model is different between these groups. The results suggest that 

the similarity of the models can be discarded (Chi-square = 322.90, df = 194, p-

value = 0.0000 and RMSEA = 0.090) due to the low p-value. On the other hand, 

x2/df is 1.81, which suggests a possible similarity between the structural models. 

In order to be able to understand the difference or similarity between the models 

more profoundly, a B-model is created, which enables examination of whether the 

lambdas are different. If the lambdas are different, there are differences in 

reliabilities, which in turn, depend on error variance. Difference in lambdas 

suggests that the difference is likely to be in the error variance. Here the 

following result was received: a Chi-square of 359.75, a df of 178, a p-value of 

0.0000 and an RMSEA = 0.111. Thus, when comparing experienced consumers 

with inexperienced ones, it seems that the models are different in both structure 

and lambdas. Hence, experience with smart phones may have an influence on 

mobile service acceptance.  

In conclusion, it can be stated that gender does not seem to make a difference 

in terms of how the basic model is structured. In other words, regardless of the 

gender of the consumer, the same factors influence consumers’ intention to use 

mobile services in the future. On the other hand, it was interesting to note that age 

and experience seem to exert an influence on the similarity of the model. Thus, 

the young and the old may experience mobile service use and acceptance in 

different ways. However, this is rather logical, when taking into consideration that 

the world has changed tremendously over the past few decades and this has also 

surely influenced people’s attitudes to (mobile) technology. It is also fairly safe to 

assume that consumers’ previous experiences of smart phones have had an 

influence on the intention to use mobile services in the future. Use of smart 

phones and experience of them suggest that more than just the basic features of 
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the phone have been used, and in this sense the idea of continuing to use more 

advanced features of phones in the future seems logical. 

In order to test for difference between two models, the difference between the 

two corresponding Chi-square values should be calculated, and then compared 

against the critical Chi-square value with the difference in degrees of freedom of 

the two models (Bentler and Bonnet 1980). In the Chi-square test, if a hypothesis 

of equal factor loading or error terms is not rejected, it provides evidence for 

instrument invariance. In other words, it means that the observed differences 

between two sub-groups are due to chance and not due to instrument variance 

across those two sub-groups. In order to conduct invariance analysis, it is argued 

that the least restrictive model, the baseline model which provides the basis for 

the future comparison of subgroup models, should fit the data; otherwise, it makes 

no sense to proceed with the more restrictive model. In the second stage, the 

equivalence of factor loadings across two groups under each dimension was 

tested. In other words, the constraint of factor loadings being equal in the two 

sub-groups was added to the basic model. And the Chi-square difference with 

difference in degrees of freedom across the two sub-groups provides evidence as 

to whether the factor loadings are invariant or not. 

5.6 Discussion of results 

Mobile services have entered the market together with new, more advanced 

mobile phones, but it is still too early to say that they have become part of 

consumers’ everyday lives. This being the case, it has been appropriate to 

examine the factors that influence consumers’ intention to use mobile services. 

Because we are dealing with a mobile service that consumers have not used 

before, it is particularly interesting to find out their perceptions of the mobile 

service after an experience of using it and infer what they think about using the 

mobile service in the future.  

This study has so far focused on identifying factors that affect consumers’ 

intention to use mobile services. Explanatory factors were identified by means of 

research literature surveys. Following the existing body of research on technology 

acceptance and becoming familiar with research literature on mobile service 

acceptance, the goal was to identify factors that are likely to have an influence on 

intention to use mobile services. The theoretical starting point was the UTAUT 

model which had previously been used in the organization context to study 

computer program acceptance. The UTAUT model was modified to some extent 
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to meet the requirements of the present study. In the UTAUT model, factors 

explaining intention were PE, EE and SI. All these were included in the 

questionnaire. However social influence was subsequently omitted because the 

answers to the related questions were not adequate. The original UTAUT model 

also included Facilitating Conditions which were seen as having an influence on 

actual use and behaviour. However, because the purpose of this study was not to 

measure actual behaviour, the Facilitating Conditions element was left out. 

Following previous research, anxiety, trust, and attitude, which are thought to 

exert an influence on intention to use mobile services, were included in the 

UTAUT model. The LISREL analysis indicated that all hypotheses received 

support, except one that produced the opposite result to that anticipated. The 

results of this study make a contribution to IT research literature as well as to the 

discussion on consumer behaviour.  

Firstly, according to Hypothesis 1, Performance Expectancy affects Attitude 

positively. The strong influence of PE on technology acceptance has been 

observed by other researchers too (e.g. Anderson et al. 1982, Al-Gahtani et al. 

2007). In addition, studies conducted in a mobile environment support this 

finding as well (Carlsson et al. 2006, Hung et al. 2003, Knutsen 2005). The 

context of use had a strong impact on the significance of PE. Mobile services in 

themselves are not particularly meaningful, but in the right kind of context they 

can be very useful. In this case, saving time and effort by using the mobile service 

at the Housing Fair emerged as the most important factor influencing usefulness. 

Obtaining information independently on the phone was a factor that surprised the 

users, regardless of the fact that mobile services are often always advertised as 

“an information source that is independent of time and place”. The users seemed 

to be pleased with the new way of collecting information in the familiar housing 

fair setting.  

Secondly, according to Hypothesis 2, EE also has a positive influence on 

Attitude, a view supported by previous research (see e.g. Knutsen 2005, Hung et 

al. 2003.) Consumers perceived the user experience to be uncomplicated and 

requiring no extra effort. Adopting the mobile service was quick and easy, and 

learning to use it did not take very long. It was easy to use the service during the 

day at the fair and it did not interfere negatively with the fair experience itself. On 

the other hand, the ease of use was affected by the fact that the service had been 

installed on a mobile phone the consumers were able to borrow. However, even 

though the consumers were using a borrowed mobile phone as opposed to their 
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own familiar one, learning to use the new equipment did not seem to be so 

difficult as to influence the ease of the user experience.  

Thirdly, PE also has a positive influence on Intention. Nearly all studies on 

technology acceptance have confirmed the positive effect of usefulness on 

intention. The central idea of both the TAM and the UTAUT models is that 

usefulness and ease of use are the primary factors influencing technology 

acceptance. The benefits and advantages a mobile application brings to its users 

should be demonstrated to the consumer in order to achieve stronger positive 

attitudes towards intention.  

The fourth hypothesis suggested that EE has a positive impact on Intention. 

An impact was observed, but it was –contrary to what had been expected – 

negative. The negative interaction between EE and experience on intention 

indicated that, with increased years of experience with computers, ease of use 

becomes less important in predicting intentions (Gahtani et al. 2007). Other 

researchers have found a direct positive effect between EE and Intention when 

considering mobile services (e.g. Carlsson et al. 2006)  

The fifth hypothesis suggested that SI will positively affect intention to use 

mobile services. However, this hypothesis could not be validated because there 

were some problems with people to understand the items of the SI construct in 

this context. When testing the mobile service the questions concerning the social 

influence were hard to evaluate and majority of the items were not answered. 

Similar findings have been reported in other studies. The result indicates that 

social influence measures may not be comparable (i.e. in the same scale) with 

other scores (Li & Kishore 2006).  

The sixt finding was that Anxiety has a negative influence on Intention, 

which is fully in line with previous research. Some researchers have not found 

any relationship between Anxiety and Intention in the mobile environment 

(Carlsson et al. 2006). It is safe to assume that the first encounter with a new 

technology can cause insecurity and even fear. And this in turn weakens the 

willingness to adopt new technologies. 

The seventh finding confirmed that Trust has a positive impact on Intention. 

Therefore, the relationship between trust and intention has been shown in this 

research, so it can be assumed that trust-related factors do have an impact on 

intention to use in a mobile environment as well. Trust is based on the consumer’s 

experience of the reliability of the service and his or her trust in the service 

provider. This being so, it is possible to win the consumer’s trust by producing 

high-quality services and by making the service provider better known. 



 148

According to the eight hypothesis, Attitude has a positive influence on 

Intention and the study confirmed the hypothesis. As far as mobile services 

(Carlsson et al. 2006) or other technologies in general are concerned, this view is 

supported by previous research. Positive attitude and its impact on intention is an 

important factor when companies are launching novel mobile services in the 

market. The importance of positive attitude comes to the forefront especially 

when the technology at hand is new, as is the case with novel mobile services. On 

the basis of their previous knowledge, consumers evaluate existing mobile 

services and form opinions about them. All encounters with these services are 

especially important to attitude formation. Mobile services are, by default, 

relatively unknown to consumers. This being the case, consumers do not have 

many ideas or assumptions about them. For this reason, the first encounter with a 

mobile service can have a crucial impact on the attitude that is formed toward 

mobile services. The general attitude toward mobile services seems to reflect a 

positive anticipation of and belief in the future. 

The group comparison was made for evaluating the main model a bit further. 

The results indicate a need for a more extensive study to consider the gender, age 

and experience issues. The results show, the main model constructed here is not 

that suitable as such if compared the invariance across different groups. 

Consistent with previous research (e.g. Bozionelos & Bennett 1999) there were 

no significant gender differences found in this study. According to Rogers (1995) 

there is inconsistent evidence about the relationship of age and innovation 

adoption (Kwon & Chidambaram 2000). However, age and previous experience 

had some effect on intention to use mobile services. Other studies have also 

confirmed that prior experience in the use of mobile services has an effect on 

intention to use (Niemelä-Nyrhinen 2009). Even though the majority of 

consumers do not have extensive experience of using mobile services. This is 

consistent with the notion that experienced users employ the knowledge gained 

from their prior experiences to form their intentions (Fishbein and Ajzen 1980). 

Overall, the results suggest that the model of this study provided an adequate 

model for mobile service acceptance.  

Data collected in this study of novel mobile service in a fair context suggests 

that model developed in this study does not completely explain consumers’ 

intention to use mobile services. First of all the findings of this study point out the 

need to re-examine the idea of only studying the consumers’ intention to use 

mobile service in the future, but more concentrating on what consumers do with 

the existing mobile technology. Secondly the independent variables in this study 



 149

were Performance Expectancy, Effort Expectancy, Trust and Anxiety. These are 

rather simplistic variables, although the reason for that are the reliable 

measurement items. Variables are consistent with previous research. However, 

such items ignore the complex surrounding we are living. By this is meant, the 

novel technology has different kind of role for different people. The development 

of the technology is so fast nowadays, that the paradoxity of the technology is 

more common everyday. For example the constructs of effortless and anxiety 

have different kind of meaning for people. It is therefore argued in the second part 

of this study, that the acceptance of technology should not be constraint only for 

quantitative models. In the next part of the study it is wanted to highlight that 

there might be some limitations in positivistic technology acceptance models. 

These studies should and can be complemented by applying an interpretivist 

approach that focuses on use experience and emerging practices in the context of 

novel mobile services. 
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Part III Contemporary approach 
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6 Cultural consumption – an interpretive 
framework 

This part of the study (Part III) addresses consumers’ mobile service acceptance 

from a new angle that differs from traditional discussions of technology 

acceptance. Technology acceptance models are largely based on the modernist 

worldview that values scientific explanation over other forms of explanation. It 

has been interesting to address perceptions predicting mobile service acceptance 

from a positivist perspective as was done in the previous chapter. However, it is 

rather too constricting to try to explain and understand everyday life, society and 

the objects people use by using only straightforward causal models. The positivist 

research typical of the modern age has met with a considerable volume of 

criticism over the years (Caldwell 1982, McMullin 1988). Hence the present 

chapter begins by describing the postmodern worldview, which is often 

characterised as an age of incredulity in regard to the great projects of modernity 

(Thompson & Troester 2002: 566). Accordingly, postmodern thought, seems to 

emphasise a fragmented worldview and unique, individual solutions (e.g. 

Rosenau 1992, Turner 1990). Postmodernism can be said to be linked with the 

post-industrial society (Smart 1992) which is characterised by markets. On the 

other hand, markets are consumer-centred in structure (Urry 2007) and a formerly 

service–oriented society has changed into the information society. It seems wise 

to apply an interpretive perspective on this study to try to obtain a contemporary 

view of consumer acceptance of a novel mobile service. 

The mobile service business is part of the information society and the 

acceptance of mobile services requires a different understanding of technology 

and the contemporary information society. Mobile technologies appear to be 

transforming many aspects of economic and social life (Urry 2007: 5) as they 

offer a totally new way of communicating and dealing with information. 

Revealing the differences in modern and postmodern ways of understanding the 

philosophical underpinnings of research and contemporary life is one of the aims 

of this study. Further, it promotes discussion of the opportunities and challenges 

presented by novel technologies in the postmodern information society. To assist 

that discussion, the study also outlines the characteristics of a contemporary 

consumer. After that, a brief description of Consumer Culture Theory and the 

related practice theory will be provided. These two have been used a great deal in 

marketing research aiming to understand natural human behaviour recently. This 

part of the research has a practical-theoretical orientation and its purpose is to 
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draw attention to consumers’ everyday lives. In addition, the chapter takes a step 

further to reflect upon the role of experience in consumer behaviour. The purpose 

of this chapter is to offer an interpretive framework for the study, which then 

guides the analysis of the qualitative data. This part of the present study aims to 

reveal the cultural representations structured by consumer actions in a given 

mobile service usage context. These representations shape consumers’ 

interpretations of their experiences of novel mobile services and accordingly 

describe how consumers see themselves as users of mobile technology and as a 

part of the information society.  

6.1 Reflections on postmodernism 

Western society has undergone considerable changes during the past decades. 

Social, political, economical and other changes have had an effect on the way we 

live and the present is increasingly conceived to be a time of transition (Smart 

1992). The cultural transformations have often been characterized as a shift ‘from 

the modern to the postmodern’. This shift is accelerated alongside developments 

in technology. First there will be a short description of postmodernism and of new 

contemporary information society. These are important topics, as they lay down 

the conceptual foundation for this part of the study. In addition, it will address the 

differences between postmodern and modern approaches in the marketing 

discipline. As Firat et al. (1995) has stated the discussion about the shift from 

modernity to post-modernity should be included in contemporary studies of 

marketing. In this study it is both a question of how society has changed, and a 

question of comprehending the philosophical underpinnings of knowledge 

creation.  

Modern marketing thought has been dominant since the 1950s when the 

marketing concept was formalized. Brown (1998) states that a review of 

marketing literature highlights the modern approach that provides commonly 

shared principles and the concepts of marketing. Similarly, the argument of Addis 

and Podestá (2005: 387) that “although some authors have started to criticise the 

main concepts of marketing, their observations are still mainly characterised by a 

“modern” vision of the world” is an interesting one too.  

The second part of this study (PART II) introduced the modern way of 

understanding the research phenomenon. It took the positivistic approach typical 

of modern marketing thought, as the research tried to determine the factors 

explaining consumer acceptance of mobile services. Most of the acceptance 
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studies in the IT-sector have applied statistical methods and in that way they have 

supported the positivistic domain of research. This was also in line with the 

history of marketing research, as for the long time the dominant paradigm in 

marketing has been positivism (also called logical positivism or logical 

empiricism) which implies the use of quantitative methods (Hunt 1994). In this 

quantitative part of the study, the positivism was seen from the scientific realist 

view point (Zinkhan & Hirschheim 1992). The goal was to build a sophisticated 

model, using rational criteria in order to represent the phenomenon. Without 

underestimating the methods of modern marketing, there are some aspects that 

advocate postmodern marketing thought. 

Before going any deeper into postmodernism, it should be noted that the 

debate about whether we have actually experienced an epochal shift from 

modernity to post modernity has been ongoing for years (Barker 2008: 129, Firat 

& Dholakia 2006: 123). Some see postmodernism as an affirmation of the end of 

modernity and as criticism of modernity. In consumer research literature, the 

debate has also been going for a while (e.g. Brown 1993, Featherstone 2007, 

Hirchman & Holbrook 1986, Sherry 1998). However, when Lyotard’s The 

Postmodern Condition (1984) was published, it was very influential among 

researchers and it became impossible to avoid the modernism vs. postmodernism 

debate. In their writings Lyotard and Latour (1991) present several arguments to 

support the notion that we cannot talk about the modern condition, and modern 

thought is filled with contradictions that should no longer go unchallenged. 

However, Foucault (1926–1984) was the theorist who launched the actual 

discussion on the postmodern in the domain of social science and the concept of 

postmodern culture was widely adopted in the 1970s. Postmodernism can be 

understood as an umbrella concept that encompasses the cultural changes the 

post-industrial society has experienced (e.g. Smart 1992) and therefore it is first 

and foremost a cultural phenomenon (Firat & Dholakia 2006). It seems evident 

that the western world today, characterized by globalism, development of 

technology and proliferation of information, has taken a step in a new direction. 

In this study, modern thought is seen as a solid base for modern society and 

postmodernism is conceived of as something that gives new perspectives on 

contemporary society and encourages debate on understanding it. For this reason 

postmodernism is easy to present by introducing how it differs from modernism. 

In order to understand the postmodern thought in this study, it is necessary to 

present modern thoughts related to this study.  
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The Nature of Reality 

One of the most discussed issues in the modern-postmodern debate is the nature 

of reality. Referring to Weber (2004) positivists believe that the reality and 

researcher are separate. Hence, the emphasis is on the objective reality, which 

exists without individual perceptions. Modern though holds firmly to the notion 

that reality is true and absolute. The logical extension of this premise is that 

reality is unique, universal and common to all (Firat & Dholakia 2004/2005) 

Similarly, Brown (1993) notes that the main purpose of modern science is to 

present facts and omit questions relating to the world, and the objective way of 

relating to science is to recognize its limitations and interpret only that which can 

be established as a fact. Hence, the main difference between modernism and 

postmodernism is postmodernism’s rejection of the modernist idea that human 

social experience has fundamental “real” bases (Firat et al. 1995). On the contrary, 

postmodernism re-evaluates and questions the enlightenment notion of progress: 

to question is to grow and to develop. Hence, postmodernism is a cultural 

movement that is most akin to a poststructuralist philosophy of science (Firat & 

Dholakia 2006: 135). Structures of truth are constructed and they transform with 

changes in culturally constructed perspectives. In poststructuralist terms, the 

truths we share are constructed on the basis of powerfully and effectively 

communicated images and imaginations, at times expressed as hype, simulation 

or the imaginary. Related to the aforementioned differences, the first belief of this 

study is that only one reality exists there. This reality can be structured according 

to laws. Hence this study proceeds from the belief that structures based on 

different technology acceptance models are well justified; however, it also 

addresses the structures of reality that consumers encountered when trying out the 

novel mobile service. In this way, the mobile service acceptance model presented 

in this study is complemented with the structuralist point of view on the nature of 

reality. The important related fact, is the two-sided question of if there is an 

existing perception toward mobile services that marketers should acknowledge or 

is it more a question of shaping these perceptions. As Firat & Dholakia 

(2004/2005) put it, instead of concentrating on consumer satisfaction, as was the 

goal of modern marketing, marketing should reorient its goal toward consumer 

empowerment. 
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The Nature of the Individual 

Post modernity is often characterized by individuality (Cova 1996). Modern 

discourse underscored the individual’s agency and autonomy (Firat & Dholakia 

2004/2005). For modern thought it is peculiar, that the individual is called a 

“knowing subject”. People act in accordance with rules and the behaviour of 

people is seen as being predictable. The freedom of the individual has been based 

on the notion that people act reasonably by using knowledge to accomplish 

reasonable goals (Firat & Dholakia 2004/2005). In this study, this means, that 

consumers were treated as individuals separated from the mobile service they 

used as well as being separate from the society. Their perceptions of the mobile 

service were totally separate from the construction of the service.  

The postmodern perspective brings out a novel way of understanding the 

individual. The subject of the human being is ambiguous. The individual has 

never been so free in her private and public choices as today and never so alone 

and cut off from the spirit of community (Cova 1996: 66). Looking from the 

structuralist point of view the freedom is allowed to the individual through 

consumption choices. Referring to Bauman (1992), for most members of 

contemporary society, individual freedom comes in the form of consumer 

freedom. Through this freedom the individual must take responsibility to invent 

and consciously create a self-identity. 

Superiority of Difference 

One dimension of modernism is the development of meta-narratives. Modernist 

statements imply rigid objectivism and an ultimate, thorough analysis of the 

world from “scientific” and rational perspectives (Lyotard 1984). Modern 

scientists believe in the generalization of knowledge and according to (Hudson 

and Ozanne 1998) to theories that are universal and useful. Similarly Peter and 

Olson (1983) argue that science is capable of discovering universal laws that 

govern the external world. The procedures that modern science uses to justify its 

knowledge-claim should be independent of cultural, social, political and 

economic factors (Hunt 1984). In the earlier part of the research, there was 

accordingly a belief in some kind of determinism (often related to positivism 

Hudson & Ozanne 1988) that matters follow each other. Traditional technology 

acceptance models are based on the idea that by observing and measuring the 
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actions of humans, it is possible to discover useful theories which may be 

generalized.  

Postmodernism questions the problematic nature of the single-minded grand 

project of modernity (Firat & Dholakia 2004/2005). Accordingly, Lyotard has 

written extensively about distrust of the grand narratives and believing the notion 

of one, absolute truth. The age of postmodernism has witnessed a fragmentation 

of the meta-narratives into several, competing and contradictory narratives. In a 

sense, all narratives of society are never ending and ever-changing by nature. In 

postmodernist thinking there is no single best, unquestionable truth. Instead there 

is call for appreciation of difference and against framing difference in terms of 

superiority (Firat & Dholakia 2004/2005). This study leans towards 

postmodernism, an approach justified in that postmodernism advocates tolerance 

and respect for different approaches to the subject. It is expected that consumers 

will have different perceptions of mobile services. These preferences will most 

likely be for a multiplicity of modes rather than for a single mode of being (Firat 

& Dholakia 1998). 

Characteristics of Postmodernism 

One way of describing postmodern thought, is to distinguish its characteristics, 

which differ greatly from those associated with modernism. People no longer 

believe in or strive for common goals in the same way as they did during the 

modernist era (Lyotard 1984). That has been replaced by collective fragmentation 

of societal reality. This fragmentation of society, which was fostered by the 

developments of industry and commerce, is among the most visible consequences 

of this postmodern individualism (Cova 1996: 18). Therefore, characteristics of 

postmodern thought are often described by emphasising the complexity and 

plurality of the knowledge and by taking different alternative models into account. 

For example Brown (1992:22, 1993) argues postmodernism to be the celebration 

of scepticism, subversion, irony, anarchy, playfulness, paradoxes, style, spectacle, 

self-referentiality, disorder, ambiguity, heterogeneity, plurality, differences and 

complexity and hostility towards generalizations. Featherstone (2007: 121) finds 

similar features of postmodernism; autonomy, an aesthetic of sensation, an anti-

foundation critique of all meta-narratives, the transformation and fragmentation 

and lastly a leaning towards the aesthetic.  

It seems to be inevitable that postmodern thought is less clear and even 

inclined to the chaotic. In addition, it is unavoidable that postmodernism is a 
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multifaceted and even incoherent phenomenon. As a conclusion it can be stated 

that postmodernism is a trend encouraging sensitivity to differences and tolerance 

of the incommensurable (Lyotard 1984). In postmodernism, marketing scholars 

speak about fragmentation, disintegration and the existence of different realities. 

Similarly in this study, the phenomenon is firstly approached from the 

modernistic point of view by introducing models based on objectivity, rigour and 

rationality. However, to gain more a complementary view of the mobile service 

acceptance phenomenon the heterogeneity of the information is also respected. In 

addition to get universal models and explanations, there is also anticipation for 

plural, individual and deep understanding.  

Defining postmodernism is a complex task. It is complicated because the 

changes brought about by postmodernism have not been felt in all societies in the 

same way or at the same time (Lyotard 1984). Furthermore, the definition of 

postmodernism has been said to be amorphous because there is little cohesion 

regarding its origins and applications (Goulding 2003: 152). However, in 

marketing literature, there is common support for the idea of postmodernism. For 

example Addis and Podestá (2005) define postmodernism according to Lyotard’s 

original idea as “a loss of faith in meta-narratives” (p. 386). However, in the 

marketing discipline, postmodernism is more likely to be found defined in a 

broader way, which tries to encapsulate both epistemological and ontological 

questions. For example Cova’s (1996: 494) definition is: “Postmodernism is not 

just a new academic explanation, it is a radically new view of culture with new 

concepts of how we experience and understand the world about us”. A couple of 

years later, Cova and Elliot (2008: 122–123) continued the discussion by arguing 

that postmodernism includes both the way of looking at the world around us and 

the way the world is changing. Similarly Featherstone (2007: 11) noted that in 

order to understand the contemporary consumer culture, it is essential to 

understand the relation between consumer culture and postmodernism. He stated 

that: “Postmodernism is of interest to a wide range of artistic practices and social 

science and humanities disciplines because it directs our attention to changes 

taking place in contemporary culture. He specifies, that these changes can be 

understood in terms of 1) the artistic, intellectual and academic fields, 2) changes 

in the broader cultural sphere involving the modes of production, consumption 

and circulation of symbolic goods, 3) changes in everyday practices and 

experiences. Referring to Featherstone (2007: 61) in this study, postmodernism is 

considered from the marketing point of view, as a representation of contemporary 

cultural change. The postmodern approach is seen as a helpful tool for reflecting 
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the academic discussion of this study and shedding light on consumer merging 

practices.  

As is the case with all research approaches, postmodernism has faced 

criticism. One of the main problems related to postmodernism is that there are 

almost as many “postmoderns” as there are postmodernists (Rosenau 1992, 

Brown 1997). It is often remarked that in the case of postmodernism the critics 

have played a more powerful role than ever before, and that ‘Postmodernism has 

in some ways become a critics’ term without ever quite becoming an artistic 

movement (Bradbury 1983 via Featherstone 2007: 39). Accordingly Delanty 

(1997: 19–20) criticises the postmodern theory of science. In his view, 

postmodernism fails in its attempt to explain the relationship between the 

structures of action, culture and society. He argues that an individual’s actions 

cannot be reduced to culture, and society cannot be interpreted as a mere text. 

Delanty also sees the normativity of postmodernism as a problem. He criticises its 

legitimation of cultural relativism and consumerism. Furthermore, he sees as 

problematic the fact that postmodernism largely relies on the work of French 

theorists and is characterised by an overtly complex style of writing which 

consciously attempts to dissociate itself from the modernist argumentation.  

Generally speaking, it can be said that in postmodernism, science and 

everyday activities have been stripped of all simplicity, and instead, diversity, and 

plurality are encouraged. Baudrillard (1994) spoke about hyper-reality, with 

which he referred to a state in which our world of experiences consists of true 

reality as opposed to the reality that society offers us; “The simulation of 

something which never really existed”. Such hyper-reality describes well the 

world that postmodernism seeks to characterise. Nothing is seen in black and 

white terms, but, rather, the world is perceived as a “both-and” world instead of 

an “either-or” one. In summary, postmodernism questions the values that have 

prevailed during modernism and instead emphasises plurality and relativism. It is 

intriguing how postmodern researchers are aware of the unfounded nature of 

philosophy. Next, the table 19 is presented to illustrate the differences os 

postmodernism compared with modern thoughts. 
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Table 19. A summary of postmodernism is presented below. 

Modern Postmodern 

Entirety Fragmentation 

Determinism  Indefinable 

Causality Autonomy 

Development Emergence 

Choice Combination 

Hierarchical  Non-hierarchical 

Output Performance 

Distance Participation 

Core Dispersion 

Methodical Coincidental 

Text and its interpretation Inter-textual 

Objectivity Subjectivity 

Rational Experiential 

Holism Pluralism 

Universality Particularity 

As mentioned above, the core thesis of postmodernism is the notion that all 

knowledge and thought – whether philosophical, scientific or everyday thought – 

should be free of any fixed presuppositions (Campbell 2005). As a result, it is 

necessary to discuss briefly why the present study implies that it is useful to 

examine technology acceptance – which has previously been explained mainly 

from the perspective of modern thought – from the postmodern perspective. 

Firstly, postmodernism implies that the world is filled with different kinds of 

interpretations that are not mutually exclusive. Accordingly, it is hard to believe 

that there is a grand model to explain acceptance of technology. These models are 

one way to describe the phenomenon, but it is more likely that consumers have 

different interpretations of the novel technology. Secondly, by default it can be 

assumed that in today’s world technology plays a significant role in an 

individual’s life and this calls for certain kinds of juxtapositions and paradoxical 

views toward technology. When life is, to a large extent, built on technology or 

lived with technology, people need to restructure their thoughts about everyday 

life. It is virtually impossible to avoid having to learn to use technology, but on 

the other hand, technology can also be criticised a great deal. People demand 

from technology qualities that they could not even dream of before. On the other 

hand, technology acceptance and use of technology is one thing, but it can hardly 

be talked about without paying attention to the kinds of interpretations of 

everyday life it allows us to make. Thirdly, use of technology is a unique 
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experience to each consumer. It is no longer enough to make a product that is 

“easy to use”, because each individual experiences it in a different way. In 

postmodern sensibility, the experience of mobile device and mobile service 

cannot be separated from the experience of life. The fifth argument is partly 

related to this. Because individuals have varying levels of know-how, they are 

likely to expect different of things from technology. For some, technology 

facilitates everyday life through minimum contact with the technology itself. For 

others, technology represents the opportunity to experience new forms of game 

and play, the majority of people never come into contact with. The consumer is no 

longer the end user of the mobile service but an active co-producer of the service. 

With their own action and performance they create representations of themselves 

and of the information technology.  

As an emerging cultural philosophy, postmodernism offers an interesting 

approach for incorporating the notion of the contemporary consumer, as well as 

an understanding of the information society. Postmodernism in this study 

highlights several different aspects. First, there seems to be some limitations in 

the modern marketing models which need to be addressed with some novel 

conceptualizations. Secondly, the postmodern approach does not commit itself to 

any single way of being, hence it is open to epistemological plurality and different 

philosophical underpinnings. The philosophy that postmodernism is based on is 

based on the construction of shared reality (Firat & Dholakia 2006). The 

multifaceted and discordant character of postmodern discourse and several 

inconsistent interpretations can be held simultaneously (Brown 1997). Thirdly, 

postmodernism emphasises the experience of consumer. The representations and 

meanings that consumers attach to products, services and experiences, give a 

significant aspect to be considered in studies of the contemporary consumer. And 

finally, recent changes in the western way of life suggest that the influence of the 

information society on consumer life should be understood.  

6.2 Contemporary information society 

This chapter concentrates on enlarging upon the concept of post modernity to 

encompass our society, which is unique in witnessing the ever-faster development 

of technology and its impact on consumers’ lives. According to Baudrillard (1983) 

and Lyotard (1984), the new informational technologies have supplanted 

productive forces in a post-industrial age and western society has faced the 

“computerization of society”. The past decades have proven that the postmodern 
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age relies heavily on the reality produced by the information and technology-

centred society. For example the significance of time and place has undergone a 

drastic transformation especially in the form of mobile terminal equipment and 

fast data communication. Further, a growing number of researchers have recently 

provided us with studies examining this technological change in our society 

(Featherstone 2007, Kozinets 2008a/b, Meuter et al. 2000). When looking this 

change closely, it becomes evident that a combination of cultural, economic and 

political determinations is likely to have an effect on technological innovations 

(McGuigan 2005: 45). Similarly the consumption of technology is a complex 

affair as it can be said to be laden with history, driven by industry and supported 

by society (Kozinets 2008: 878). Hence, technology and communication related 

products and services are an essential and axiomatic part of everyday life (Dant 

2008, Pantzar & Ainamo 2000). According to Bijker-Law (1992) technology is 

not just some technical artefact separate from society, social relationships and use 

context. More likely it is closely intertwined to all activities in society and 

therefore technology is constructed in relation to the communication and 

interaction between people. The fact that technological products are essential to 

contemporary life is discussed below.  

The information society can be described with a concept often related to 

postmodern conditions; hyperreality (a concept first introduced by Baudrillard 

1983). If taking the marketing point of view, Firat and Shultz (1997) have defined 

hyperreality to be “constitution of social reality through hype or simulation that is 

powerfully signified and represented”. To be more exact, hyperreality is a 

condition where what we experience as our social reality is culturally constructed 

and ‘not out’ there and independent of human agency (Firat & Dholakia 2008: 

128). This kind of hyperreal living is more and more conceivable through 

electronic media that the contemporary world offers. With the help of these 

technological tools and equipments, humans construct their own realities. What is 

experienced momentarily becomes the real and constitutes the hyperreal (Firat & 

Venkatesh 1995: 252). In this way, hypermedia application integrates the real 

world and virtual worlds. Similarly, in this way, the advantage of hyperreality 

with the mobile phones, seem immediate and obvious.  

One concept closely related to the hyperreal condition is the emergence of 

cyber culture. This represents a major social transformation brought about by the 

technologies of computers, information and telecommunications (Firat & 

Venkatesh 1995: 253) which are often referred to as postmodern technologies. 

The postmodern nature of the new technologies becomes apparent as one sees in 
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them the intensification of the hyperreal, the unravelling of power hierarchies (e.g. 

via internet), the re-empowerment of the consumer, and the fragmentation of 

cultural and social spaces (Firat & Venkatesh 1995: 253). It is important to 

acknowledge the various discursive practices associated with the experience of 

these new technologies (Firat & Venkatesh 1995: 253) as the contemporary 

consumer is at all times in a relationship with hyperreal objects and spaces. 

In her work, de Souza e Silva (2006) sees mobile spaces as hybrid spaces, 

created by the constant movement of users who carry portable devices 

continuously connected to the internet, and to other users. In this study, the 

concept of cyberspace arises to meet a gap created when the internet became 

mobile and when communities previously formed in cyberspace could be found in 

urban (hybrid) spaces. According to de Souza e Silva, the consequences of 

changes arising from the passage from cyberspaces to hybrid spaces are: 1) a 

blurring of the boundaries of borders between physical and digital aspects, 2) the 

redefinition of the concept of the digital, 3) the redefinition of the concept of 

physical space to include hybrid environments, and 4) changes in sociability and 

communication patterns. Further, Lemos (2008: 103) argues that new information 

technologies reinforce our sense of place and create new uses of urban space. It is 

not cyberspace, or the “virtual vs. real”, but the social production of space with 

mobile technologies and networks. It is all about real physical places, real objects 

and real people.  

Technology has played a significant role in communication and will continue 

to do so in the future, and similarly, technology has the potential to develop 

almost any innovations imaginable in the field of communications (Cova 1996). It 

is likely, that the influence of technology on communication will be much greater 

than has been thought hitherto. It is not only about the human need, but rather it is 

a process of constructing and recognizing the self for the individual with help of 

communication. Communication needs to be understood more as the mutual 

construction of symbolic meanings. Firat et al. (1995: 49) introduced the example 

of the importance of technology with the example of the automobile. It 

completely revolutionised transportation systems at the social level, and, at the 

individual level, prioritizing perceived needs, and expenditure patterns. In 

addition to these needs, the importance is not in the object itself but rather in the 

way the culture signifies and uses the object. A similar example is the rise of the 

landline phone, which is often referred to in terms similar to those used to 

describe the growth of automobile industry (Fischer 1992 via Palen 2001). The 

automobile and landline phone examples are conceptualized together as 
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modernist, in the sense that they emphasise the role of material conditions in 

shaping needs and demand for products. Postmodernist insights emphasise the 

impact of the symbolic meanings in the shaping of needs. The facts is, that an 

object is independent of its functions, or the link between the object, say the 

mobile phone, and the functions it serves are cultural and arbitrary (Firat et al. 

1995). 

The changing nature of the information society has been studied a lot from 

the view points of different technologies (e.g. Forsyth 1999, Watson, Pitt, Berthon 

and Zinkhan 2002). The proliferation of mobile products in the cultural domain 

and the notion of the mobile as a ubiquitous technology have seeded issues that 

track through the development of the mobile phone, just as occurred with 

previous 20th-century technologies (May & Hearn 2005: 198). For example 

Traxler (2007) argues that the dynamic between technology and society must now 

be seen increasingly as the dynamic between mobile technologies and mobile 

societies and that this new dynamic is just one symptom of the transition to post 

modernity (and so any attempt to even talk in terms of technology and society 

may be merely another modernist meta-narrative) (p. 263). Similar observations 

have been made by Katz & Aakhus (2002) who describe aspects of identity, 

community and mobile technology. Other studies reveal that the relation between 

mobility and culture are important in (Urry 2007). According to Urry (2007: 50), 

what constitutes social life is fundamentally heterogeneous and various material 

objects are a part of that heterogeneity. He illustrates this by means of an example 

about the clock-time of wrist watches being supplemented by a negotiated 

‘network’ or fluid time of mobile communications. Now people may not only be 

on time or running early or late, but also ‘refuse to accept’ clock-time by texting 

to say they are late, or by suggesting a new place or later time (Urry 2007:173). 

Thus mobile phones can moreover eliminate the need for rigid pre-coordination 

as people can be in ‘perpetual contact’ regardless of physical location (Katz and 

Aakhus 2002 via Urry 2007: 174). Hence, it can be stated, that mobile 

communication is quickly morphing into us. With these small machines we carry 

our lives in our hands. Thus one’s life is we might say ‘ready-to-hand’ with 

personalized information, address book, diary, telephone, photos etc. (Urry 2007). 

Research on technology acceptance focuses largely on the features of 

technology instead of the user. Moreover, it is clear that mobile technology, or 

any other technology for that matter, is not used in a vacuum but as part of the 

social community. Therefore, Roos (2000) has enquired into studies where mobile 

phones are associated with post modernity. He argues that mobile telephones 
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would make it possible to empirically test some of the claims made by 

postmodern authors. With a mobile device it is possible to be virtual, and that 

kind of communication is no longer bound to any single location. Furthermore 

when talking about mobile phone use or mobile service use, consumers do not 

only concentrate on the properties of these, but rather, reflect them on their own 

practices. For example, Orlikowski (2000) talks about the practice lens, which 

means that in both research and practice people often conflate two aspects of 

technology: the technology as artefact (the bundle of material and symbol 

properties packaged in some socially recognizable form, e.g. hardware, software, 

techniques); and the use of technology, or what people actually do with the 

technological artefact in their recurrent, situated practices (Orlikowski 2000: 408). 

Orlikowski (2000) himself studied what people do with technology in their 

everyday practices, and how such use is structured by the rules and resources 

implicated in their ongoing action. Rather than trying to understand why and how 

a given technology is more or less likely to be appropriated in various 

circumstances, a practice lens focuses on knowledgeable human action and how 

its recurrent engagement with a given technology constitutes and reconstitutes 

particular emergent structures of using the technology in practice (p. 421).  

It is generally anticipated that the mobile service business along with e-

commerce will transform the nature of consumption. Concerning this, Pantzar 

(1997) speculated on the tendency for newly invented items to be utilized first as 

play things, then to become instrumental as technologies, and finally to become 

subject to aesthetic reflection. When talking innovative goods in general, such as 

high technology commodities, they pose a problem for producers and marketers 

because consumers’ understanding of novel goods can only be based on what they 

already know and understand (although this can be based on imagined 

expectations rather that direct experience (Campbell 2005). Paradoxically, there is 

simultaneously both great belief in a better future through technology, and a fear 

of technologies out of human control. In today’s technological environment, even 

the most educated people can feel uncomfortable and fearful about technological 

products because of their complexity of design, rapid obsolescence, and other 

features concomitant with high technology (Higgins & Shanklin 1992). On the 

other hand, on some occasions according to Haddon (1992: 83), the inevitability 

of technological progression provides a powerful sense to consumers that these 

are changes that they must participate in or they will be excluded, in a sense, from 

parts of contemporary culture itself. For consumers, these competing discourses 

about technological progression solidify the inevitability of the deepening 
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penetration of information technology into everyday life and generate a sense that 

there are changes which they must keep up with or be left behind (Lally 2002).  

Although it seems to be important that a mobile phone is a tool which 

performs certain functions, they are also highly evocative cultural artefacts. The 

association of mobile devices and especially the services they offer might be 

overwhelming for consumers. However, it is always the case that cultural forms, 

including technological innovations, may be taken up in unanticipated and 

creative ways by consumers (Lally 2002: 127). Using commodities is not an 

activity that is solely external to the consumer, but rather, it can be seen as 

expanding our conception of consumption because commodities are a part of us. 

Hence, by using commodities in our everyday life, we reveal a great deal about 

ourselves and our consumption. In other words, commodities are not mere 

material; instead we become attached to them. Due to the exponential 

proliferation of technical artefacts in contemporary societies, it becomes more and 

more difficult to follow the modernist constitution and to overlook this 

constitutive status of things for social practices (Latour 1991). Consumers read 

the intentions designed into objects and act on them with appropriate gestures to 

bring about their purposes. Cultural knowledge of different objects is present in 

human actions, but in order for these objects to serve human purposes, people 

have to be aware of their meanings. These meanings are created jointly with other 

people and through actions. In that way, things have hybrid status: On the one 

hand, they are definitively not a physical world as such. Instead within practices 

they are socially and culturally interpreted. Similarly, these objects are 

definitively more than the content of cultural “representations”: they are used and 

have effects in their materiality (Latour 1991). 

Different contradictions and paradoxes are to be expected if we accept 

postmodern conditions (e.g. Stern 1994, O’Donohoe 2001). When discussing 

technological products in the contemporary world, the technological paradoxes 

should be taken into consideration (Mick and Fournier 1988, Ting, Dubelaar & 

Dawson 2005, Baron et al. 2006). Mick and Fournier (1998) have addressed this 

problem by investigating consumers’ perspectives, meanings and experiences in 

relation to range of technological products. They created a conceptual framework 

on the paradoxes of technological products and their influence on emotional 

reactions and behavioural coping strategies. They embarked on a multi-method, 

multiproduct enquiry into consumer technologies in everyday life. Based on their 

research, they suggest that consumers are aware of technological paradoxes, 

suggesting an approximate ranking of the paradoxes to abstractness. 
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Technological products are inescapable in contemporary life and they harbour 

distinctive paradoxes reflective of wider trends in post modernity (Mick and 

Fournier 1998: 140). The paradoxes that are associated to technology 

consumption are briefly: 1) Assimilation/Isolation, 2) Competence/Incompetence, 

3) Efficiency/Inefficiency, 4) Engaging/Disengaging, 5) Control/Chaos, 6) 

Freedom/Enslavement, 7) New/Obsolete, and 8) Fulfils/Creates needs (Mick and 

Fournier, 1998). 

The postmodern paradoxes particularly concerning the mobile phone and 

mobile service usage have also been identified. The most essential of postmodern 

paradoxes according to Roos (2000) is that the mobile device allows for almost 

complete mobility with simultaneous availability. As Roos (2000) explains it, this 

allows for the same person to be simultaneously both the modern, dynamic being-

on-the-move person and a very traditional, fixed, non-dynamic person. 

Controversially, it is interesting that the postmodern individual is both isolated 

and in virtual contact with the whole world electronically (Cova 1996). Hence, 

mobile devices can be seen as the artefact at the centre of post modernity. At the 

same time the individual’s presence is blurry; here and now versus independence 

of time and place, fragmentation of life with virtual totality, absolute individuality 

with absolute communications, authenticity of presence versus theatrical forms 

and rules of communication, proximity and distance, total control (a Panopticon) 

versus individual freedom (Roos 2000).  

Technological paradoxes can have significant social implications for how 

technology benefits or hinders our lives (Ting et al. 2005). Ting et al. (2005) 

argue that m-business consumers experience similar social paradoxes. According 

to them technology does provide users with the luxury of mobility and freedom 

but it simultaneously enslaves them – causing worrying almost akin to child-

minding over network coverage or usage etiquette (Ting et al. 2005). Similarly 

Baron et al. (2006: 125) argue that is surprising that paradoxes can be discerned 

from people’s text messaging service behaviour. For example, text messaging is 

simple and complex at the same tie. This resembles Mick & Fournier’s (1998) 

competence/incompetence paradox. Similarly, text messaging is a way of both 

avoiding communications and enabling them. This feature, peculiar to 

communication technology, has elements of similarity with three of Mick and 

Fournier’s paradoxes (Freedom/Enslavement, Assimilation/Isolation and 

Engaging/Disengaging). It seems evident, that the mobile phone is an immensely 

significant social and cultural phenomenon, and that is why the mobile phone and 

its associated services have already changed people’s living habits (Geser 2004). 
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To summarise the effect of contemporary information society on this study, it 

is necessary to highlight the possibilities and potential alternatives that modern 

technologies have created on the one hand, and the cynicism and frustrations 

resulting from the crumbling modern experience on the other hand. It is a 

combination that has resulted in the fragmentation of experience (Firat et al. 

1995). In the following paragraphs, the core features of the contemporary 

consumer and consumption are discussed in more detail. It seems that 

consumption is based on experiences which are multiple and disjointed (Firat & 

Venkatesh 1995: 252) for consumers. 

6.3 The contemporary consumer and consumption 

As has been argued, it is very difficult for today’s marketing researcher to forget 

the notion of post modernity, especially when studying consumer behaviour in a 

cultural environment largely relying on technology. As Firat et al. (1995) have 

stated, marketing can be seen as a form of cultural production that is dependent 

on the cultural conditions it reflects. Luckily, the philosophical and social changes 

implied by postmodernism are considered important by a number of authors on 

marketing (Cova 1996) and the last two decades have increasingly included 

discussions of postmodernism in the marketing area, see e.g. Brown (1995); Firat 

and Dholakia (1998) Firat and Venkatech (1995), Firat et al. (1994), Ogilvy 

(1990), Cova 1996 and Sherry (1998). These studies reflect the notion that it is 

imperative to understand marketing theory and practices through the lenses of 

post modernity. Likewise, Brown (1997) argues that the novel, fruitful way of 

thinking that postmodernism represents, provides marketing researchers and 

practitioners with new resources for initiating new discussions. One way to put it 

would be that we are not only living in the postmodern age, but also the age of 

marketing. Therefore it is argued by many marketing scholars that postmodernism 

has very serious implications for contemporary marketing thought; real-time 

marketing is thoroughly postmodern and that is the reason for it to challenge 

some of the major paradigms of the modern world marketing phenomena (Brown 

1997).  

In his article “Postmodern Marketing”, Brown (1993) presents the idea of 

how the marketing discipline has for a long time described the field’s basic 

assumptions through the concepts of analysis, planning, implementation and 

control (e.g. 4P, SWOT, Maslow’s hierarchy). This being the case, the underlying 

assumption has been that an external reality exists and it can be represented 
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through various models. However, according to Brown (1993) the postmodern 

perspective on marketing theory would have the power to question the above 

evolutionary conceptualizations and marketing generalizations. Even though 

rejection and questioning as such would perhaps go too far, it can be stated that 

postmodernism has already provided marketing research with new perspectives 

and ways of thinking. Hence, writers on postmodernism argue that marketing is 

actually suffering under the load of the meta-narratives (Brown 1993, Lyotard 

1984) and seeks to dispense with them to hold on to their status as universal, 

exhaustive grand narratives about society. 

Postmodern perspectives on consumer behaviour incorporate the idea that 

marketing cannot be separated from the construction of the subjects and their 

desires (Firat & Dholakia 2006: 16). The current era is one of individualism, 

where the individual can and should act personally to demonstrate his or her 

individual existence and differentiation (Cova 1996: 495). Consumer identity can 

be conceived of as a postmodern subject (Hall 1992: 277) or, following Firat & 

Dholakia (2006: 17), introduced as part of the concept of the post-consumer. 

Referring to identity as a reflexive project of the self, the present study relies on 

the notion that individuals work on themselves in relation to their environments, 

and similarly consumers do so in relation to their consumption. The postmodern 

consumer has more of a diffuse (or even a fragmented) persona. In this discussion, 

the postmodern conditions (such as fragmentation and hyperreality) are important 

parts of consumers’ everyday lives (Firat et al. 1995: 42). The ability and 

willingness to represent different (self-)images in fragmented moments liberates 

the consumer from conformity to a single image, to seeking continuity and 

consistency among roles played throughout life, and the postmodern generation 

seems ready for such liberations (Firat et al. 1995: 42–43).  

For a long time now, a common way to describe consumer behaviour has 

been in the modernist terms of describing the rational decision-making process 

(Firat & Dholakia 1998). The modern consumer has a set of needs dictated by the 

nature of the economic environment. Entrepreneurs identified the consumer’s 

needs and offered the consumer an attractive service package that met those needs. 

Based on an evaluation of the alternatives, the consumer made choices. Such a 

model may seem to be logical and probably offers some form of truth, but it is not 

the absolute truth. The model reduces consumers to sameness and some important 

facts such as social structures and dynamics in determination of consumption 

choices are not taken into consideration (Firat & Dholakia 1998). The 

contemporary consumer is a complex actor, whose actions cannot be explained 
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easily. Hence, the consumer’s life in a postmodern world should be described in 

terms of everyday practices, constant change, discontinuity, insecurity, paradoxes, 

and chaos that are ever-present (Firat & Venkatesh 1995: 243). In a more practical 

way, Gabriel and Lang (2006: 188) describe the contemporary consumer as 

unmanageable, as the consumer could be the victim of manipulators, an explorer 

of experiences, an activist campaigning for consumer rights, an identity-seeker or 

a hedonist who is looking for personal pleasure for example.  

The postmodern consumer leads a life of contradictions, because in the end, 

the consumer is responsible for how that life is formed. The actions of the 

postmodern consumer can be contradictory, and an individual’s commitment can 

be very short-lived. As opposed to the modern notion of subject, the postmodern 

subject is seen as quintessentially communicative. Consumers communicate 

actively with the surrounding social reality and shape their lives according to their 

wishes. A consumer should not be treated as a knowing subject who accepts the 

social reality as given. Thus, it goes without saying that the contemporary actions 

of consumers tend to indicate that their lives are more likely to be changeable 

than explainable and, therefore, their actions are not so easily predictable. To 

engage this mercurial consumer of the postmodern age, marketers will resort 

more and more to opening up their proprietary processes and systems – design, 

manufacturing, assembling, accounting, delivery, billing, etc. – to the consumer 

(Firat et al. 1995). In the postmodern world it is not possible to expect people to 

live their lives according to the same patterns, but rather, the diversity of people is 

accepted as a fact. With the growth of the postmodern, the consumer transforms 

from someone who belongs to a culture, society, or a lifestyle; to someone who 

actively negotiates one or more communities; a cultural constructor, and a player 

(Bauman 1996). 

Based on the previous insights, today’s postmodern consumer should be 

examined through a new kind of lens. It is no longer meaningful to treat 

consumers as a homogeneous mass because consumers differ from each other in 

terms of values, motivational background, experiences, knowledge and skills. 

Miller (1995: 17) suggests that when studying contemporary consumption, one 

should take the following three points into consideration: 1) the role of individual 

choice in consumption behaviour, 2) we should not lose sight of what can be 

called the dull compulsion to consume, the mundane, unreflective ordinariness of 

much consumption and finally 3) we should be wary of the critique of consumer 

culture in general (Miller 1995: 17). Subsequently, Warde (2002) lists the most 

important trends in the field of consumer behaviour in recent times as: 1) the 
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increasing concern with the role of consumption in the construction of personal 

identity, with a correspondingly reduced appreciation of its role in the elitist and 

invidious aspects of social classification, 2) an unhelpful presumption that 

individuals each have the equal power to determine a personally- sculpted identity 

with an associated social standing and 3) a hesitancy to critically evaluate the 

general social effects of the recent expansion of consumerism. Both Miller and 

Warde emphasize the influence of an individual’s own decisions on constructing 

the self. The writings of both emphasise the strong influence of social reality on 

the consumer and the role of the consumer as a critical actor within that reality. 

Increasingly during the 1990s, the focus on consumption has been as a personal, 

individual and self-regarding matter, rather than as a collective and socially-

embedded set of practices (Warde 2002). 

To summarise the discussion of the contemporary consumer, this study argues 

that the purpose of the post-consumer is to produce life experiences and meanings 

(Firat & Dholakia 2004/2005). In this study, consumers were offered the 

opportunity to try a novel mobile service in a way they felt most convenient. Each 

and every individual was empowered to construct the experience in the Housing 

Fair. It was not only about satisfying consumers’ needs in that kind of situation 

but as much about the opportunity for them to create an experience from which to 

construct their understandings about mobile technology and the information 

society in general. The post-consumer was seen as a constructor of alternatives, in 

contrast to the modern consumers who choose from among alternatives available 

in the market (Firat & Dholakia 2004/2005). The whole consumption experience 

was created together, in a cooperation between consumers, the mobile service 

provider and the mobile service (the technological artefact). Consumers were seen 

as expressing themselves through their mobile service usage. In addition they 

constructed the representation of themselves as a mobile technology user. 

Referring to Firat et al. (1995), in post modernity, consumers may be finding the 

potential to become participants in the customization of their own worlds by 

immersing themselves as an object into the world of objects. 

Furthermore, consumer marketing has the ability to empower the consumer to 

find substance in life, even thought the conception of consumer and consumption 

in general is contradictory (e.g. Uusitalo 2008). It can be said that the products 

offered to consumers are never truly finished at that stage, because they are 

completed only through the act of consumption. This being the case, production is 

deprived of its privileged status, because in the end, consumers define products, 

services and even themselves through the act of consumption (Firat et al. 1995). 
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According to the postmodern way of thinking, it is suggested that meanings and 

experiences of products and services are produced especially in consumption. In 

line with this view, one central part of the experience is fragmentation (Brown 

1995, Firat & Shultz 1997). In one sense, consumers are seen as fragmented 

individuals trying to struggle in a dystopic and alienated society (Goulding 2003: 

153). On the other hand, this fragmentation can be seen as a liberating force for 

the consumer, where consumption makes it possible to construct an individual 

persona and express oneself to others. Goulding refers to the field of consumer 

research where there is growing acceptance of postmodernism as a liberating 

force (Firat & Venkatesh 1995). Thus the postmodern individual has evolved into 

homo consumericus, a creature defined by consumption and the experiences 

derived there from rather than being the modernist homo economicus, a creature 

defined by time and resource allocations (Firat & Shultz 1997: 193). 

The postmodern approach became strongly established in the domain of 

consumer behaviour science in the 1980s, and immediately offered an alternative 

perspective on consumer research and research methods. Interest in producing 

different kinds of knowledge was one of the main reasons for the proliferation of 

this kind of research. Time was referred to by using new concepts such as context 

and texture and the existing traditional paradigms were placed under rigorous 

scrutiny (Marcus & Fischer 1986). This era of change in consumer research is 

referred to as the interpretive turn. It was realized that statistics succeeded only in 

providing some information on consumers, but they did not take the researcher 

any deeper into people’s thoughts. Once the idea that the human decision-making 

process could actually be more complex than had been thought had been 

introduced, the old ideas that had predominated for a long time, began to 

disintegrate. Objectivity of consumption is not possible as it is in natural sciences, 

and human thoughts are not simple to measure. Hence, the most notable 

difference compared to previous research was the decreased importance of 

objective research as it had been understood in the context of positivist research 

(e.g. Levy 1981). Also in this study, it is understood that research is always 

interpretive, even in the case of statistics, and on the other hand, interpretive 

research can be objective enough to create academic rigorous information for the 

study.  
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6.3.1 Consumer Culture Theory  

The qualitative part of the study is based on the consumer research stream, 

Consumer Culture Theory (CCT). CCT can be said to be a family of theoretical 

perspectives that address the dynamic relationships between consumer actions, 

practices, the marketplace, and cultural meanings (e.g. Arnould & Thompson 

2005). It is not an actual theory, but rather a view according to which the actions 

performed by consumers as well as the marketplace are linked with the meanings 

of the surroundings in which they take place (Arnould & Thompson 2005: 868). 

In CCT literature, consumption is seen as a culturally complex phenomenon, 

involving different ways of representing consumers. Studies related to CCT 

theory examine the relationships between consumers’ experiences, belief systems, 

and practices as well as their underlying social structures. It enriches consumer 

studies by setting up the focus the philosophical assumptions and different 

research methods. However, the CCT tradition is more interested in the topics 

under investigation in consumption compared to purely interpretive consumer 

research (Cova & Elliot 2008: 126) which is more focused on different methods, 

even though they are both closely related to the postmodern discussion.  

CCT is based on several different disciplines and its research draws on the 

views of many experts. In this study, the contemporary consumer is under 

investigation, and therefore CCT provides a basis for the view of this study as the 

semiotic view to consumer behaviour in CCT comes from the French sociologist 

and philosopher, Baudrillard (1983). The cultural anthropological writings on 

individuals’ resource endowments and deployment of another French postmodern 

theorist, Bourdieu (1985), have also been referenced in CCT discussion. In 

addition, De Carteu’s (1984) ideas of consumptive practices have been brought 

into studies of consumers’ everyday life. The categories of culture and how they 

transcend the act of consumption was introduced by Douglas and Isherwood 

(1979) and it has had an influence on CCT as well. And finally, McCracken’s 

(1986) writing about the meaning of management is often referred as the root of 

CCT literature, where meaning makers such as consumers, marketers and 

advertisers capture cultural meanings and attach them to products.  

Studies related to CCT started to arise in the 1980s, which can be seen as a 

time of paradigm shifts in consumer behaviour. The first scholars talking about 

these cultural changes in consumer behaviour were Anderson (1986), Belk (1988), 

Hirchman and Holbrook (1982), Levy (1981), Sherry (1987) and Solomon (1985). 

The years 1990–2000, marked an era of exploring the newly-established theory. 



 175

The novel approach to consumer research inspired several researchers to examine 

consumer behaviour from a new perspective, drawing on related disciplines. 

Theorists from that period include e.g. Ger (1997), Holt (1995), Murray, Ozanne 

& Shapiro (1994), Peñaloza (1994) and Scott (1994). The period to date has 

produced deeper analysis of the CCT, and the theory has attracted the interest of 

several new researchers, among them e.g. Czarniawska (2004), Denzin (2001) 

and Moisander (2001).  

CCT tries to illuminate the consumption of life. It explores the consumption 

behaviour in different social and cultural contexts. CCT has advanced consumer 

behaviour knowledge by illuminating research themes related to four categories. 1) 

Consumer identity project, which is the most predominant subject in the field. 

Studies are typically about identity formation, who we are in terms of 

consumption, negative identifications etc. (e.g. Belk 1988, Mick and Buhl 1992, 

Arnould and Price 1993). 2) Marketplace cultures that have been studied 

vigorously by a wide variety of scholars recently. This category comprises 

research on subcultures, tribes, consumption in subcultures (Holt 1995, Kozinets 

2001). 3) The socio-historic patterning of consumption (gender, ethics, class etc. 

categories) (e.g. Allen 2002, Holt 1997,). There are studies concerning 

multiplicity of overlapping cultural groupings emergent with globalization and 

market capitalism. 4) Mass-mediated marketplace ideologies, brand studies, the 

impact of advertising on consumption and so on (e.g. Murray, Ozanne and 

Shapiro 1994). It seems that there is a desire to direct CCT research increasingly 

toward a more profound understanding of the consumer and consumption than 

ever before. The world of CCT theory is an extensive and diverse whole that 

makes no pretensions of providing one exhaustive explanatory model to cover its 

wide scope. Within this research approach it is believed, that theories are not 

necessarily needed to understand particular phenomena.  

According to Consumer Culture Theory, consumers and product 

manufacturers act together in a dialogical relationship. As the behaviour of the 

contemporary consumer was asserted to be founded on communication, in CCT it 

is also believed that consumers produce the culture of consumption through 

communication. Feelings and experiences that emerge from consumption assume 

some kind of a social structure (Arnould & Thompson 2005: 869). As a 

consequence CCT has been widely used in analysing the role of rituals and what 

is sacred in consumer behaviour (Belk, Wallendorf & Sherry 1989), and that 

delivering extraordinary experiences (Arnould & Price 1993) (e.g. the skydiving 

subculture, Celsi et al. 1993). Lately, a considerable number of academic works 
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on these “extraordinary experiences” have been published. Intriguing as the area 

is, it is important also to study normal everyday activities. When incorporating the 

ideas of CCT into this research context, the relevant questions are: How are 

meanings of using mobile services formed? Has the experience any kind of role in 

creating perceptions and practices?  

The current study focuses on cultural meanings —practices and meanings 

shared with other people — that are created through the emerging practices of 

consumers. An individual constructs these meanings with the help of societal 

aspects. Accordingly, during the past two decades, many consumer studies have 

been written that pay attention to the ways in which consumer research itself is 

seen as part of the process in which meanings are produced and some kind of 

reality is constructed (Firat and Venkatesh 1995, Penaloza 1994, Belk, Wallendorf 

and Sherry 1989). 

As the CCT examines the relationships between consumer’s experiences, 

belief systems, and practices, this theory base constitutes a relevant base for this 

study. It will help to create theoretical knowledge about consumption of mobile 

services. In that way it will reveal a lot about consumer emerging practices in this 

contemporary world where mobile technology plays a big role. The meanings 

people create for mobile services formulate an essential part of this study. It is 

important to understand these meanings, because technological services and 

products are artefacts, which carry meanings and are an important part of cultural 

representation systems (duGay 1997). The CCT theory offers the most suitable 

world of concepts for the purposes of expanding our ideas about technology 

consumption, and shows that technological artefacts – in this case mobile services 

– are part of our everyday life. High technology related products or services are 

not produced only by industry, but more and more by consumers, who play an 

important role when developing technology and systems (Panzar 1996). Other 

researchers have also viewed mobile devices and services as cultural artefacts 

(Moisander 2005). Consuming mobile services is not seen only as a process of 

buying behaviour, as much as one creating and transferring values and especially 

meanings (Firat & Dholakia 1998). People exist through different commodities 

and in that way also mobile phones are part of our way of behaving. At least in 

Finland, the majority of people use a mobile phone frequently during the day, 

carry it with them all the time and even feel attached to it. A mobile phone is a 

necessity that many cannot live without – and in that sense it is relevant to argue 

that consumers partly exist through this mobile device. Consumers give meanings 

and are part of the important role of cultural representation systems, where 
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impressions of yourself or your behaviour and also the interpretations of others – 

in other words, social reality, is based on their own specific forms (Moisander 

2005). 

All human activity can be seen as consumption, and referring to that, mobile 

services are treated as objects of consumption and resources for self-construction 

too. The focus is more on understanding the consumer consumption of mobile 

services rather than merely the mobile service itself. Thus it can be said that the 

consumer is an individual entity that is influenced by society and its diverse social 

aspects. Having experience of mobile services as well as having some kind of 

thoughts concerning it, is important knowledge when wanting to understand the 

emergence of perceptions. In this study consumers can be seen as a part of 

contemporary society using mobile technology and it is interesting to understand 

the emerging practices they demonstrate towards a novel mobile service.  

6.3.2 Experiences and meanings 

In this study, the mobile service perceptions and meanings are partly constructed 

by the experience of using the mobile service. Therefore it is important to discuss 

consumer experience. It is especially important to gain an insight into the types of 

experiences that are meaningful for post-consumers, as consumers living in the 

postmodern world was discussed earlier. For consumers the question of meaning 

and substance, and immersion into rich experience is only possible through 

participation (Ahola 2007) and the active construction of meaning from daily 

practices. Consumption experience can be seen as a true measure of the value of a 

service for consumers. Therefore, it is theoretically and empirically imperative to 

consider the whole consumption experience. As a result it can be suggested, that 

consumers need some kind of an experience before they are confident of making 

a purchase decision on the product (Hairong, Daugherty, Terry and Biocca 2003). 

Further, Carú & Cova (2003) argue that a true dialogue with consumers leads to a 

more profound understanding of the nature of consumers, their experiences and 

everyday life. 

The postmodern consumer is mostly interested in experiential values of 

activities. In the present study, the mobile service acceptance of consumers is 

approached partly via a discussion inspired by user experiences. As Kozinets 

(2002) puts it, the postmodern sensibility seems to induce an interest in the 

substance and meaning of present experiences, rather than in the material 

affluence afforded by acquisitions. Accompanied by experience, the postmodern 
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consumer has the potential to participate in customizing his own world (Cova 

1996). Postmodern studies have largely focused on special experiences or unique 

events in an individual’s life. Consequently, many contemporary examples are 

grounded in consumption experiences, for example, in the simulations 

experienced by the customers of the now largest industry, tourism, in theme parks 

such as Disney World (Firat et al. 1995: 14). According to Cova (1996), the 

postmodern insight is that products are only arbitrarily linked to their original 

functions, and can be manipulated through the experiences of everyday life. The 

consumer is no longer defined only by the benefit assessments of choices, but by 

the experiences acquired through consumption. As Firat & Shultz (1997) have 

stated, consumer is a creature defined by consumption and the experiences. It is 

important to distinguish between the commentators’ experience of postmodernism 

and the specific experiences of people who use postmodern cultural goods in 

particular practices (Featherstone 2007: 56). Everything we do, see, hear, and 

even feel appears to be connected in some way to our experience as consumers 

(Miles et al. 2002).  

In this study, the consumer experience itself is not considered as something 

that should be studied for its extraordinary nature. However, the experience has a 

tremendously important role, as the meanings and representations of mobile 

services are constructed during the experience. Especially in the case of a novel 

mobile service which does not exist on the market yet, the experience of the 

consumer plays an important role, to the point of even helping people to 

understand what is meant by mobile services. Postmodern consumers seek 

different experiences and are willing to see themselves as active contributors in 

these situations in order to make each an enjoyable experience (Firat et al. 1995). 

In that way they can feel like co-creators of the experience, although they may not 

be able to express the feeling as such. All meanings are embedded in the 

experience that is co-produced by marketers and the post-consumers of that 

cultural experience (Firat & Dholakia 2006). Thus an important feature of 

postmodernism is the ability to manipulate a supplied meaning of consumption 

(Cova 1996), in order to make it fit everyday life. Moreover, the developers of 

commodities should also consider the value generated from experience and not 

only concentrate on the actual product.  

In her dissertation, Ahola (2007) has adapted the work of Arnould and 

Thompson (2005) to define the influence of three different frames for experience. 

These frames are partly overlapping and not mutually exclusive, and in this study 

experience can be viewed from all of these angles. The first approach emphasizes 
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the experiential aspects of consumption with the information processing 

perspective. Experience is understood as a subjective, inner kind of phenomenon 

(Hirschman 1984) sometime called the flow experience (Chikszentmihalyi 1990). 

Individuals constantly evaluate their experiences and can also be seen 

constructing the meanings consciously. In meaning-making, the consumer is an 

active solitary agent (Ritson and Elliot 1999), who brings to the situation 

objective experience and personal characteristics, feelings and knowledge. In this 

study the experiential aspects of experience can be distinguished as consumers 

were consciously trying to familiarize themselves with the mobile service. They 

were talking about the characteristics of the service as they experienced it.  

The second approach Ahola (2006) introduces is called extraordinary 

experience. Apparently it originates from the anthropology of experience and it 

deals with how individuals actually experience their culture (Belk & Wallendorf 

& Sherry 1989). According to Arnould and Price (1993), the term extraordinary 

experience points especially to a sense of newness of perception and process. 

They argue that in contrast to flow, extraordinary experience is triggered by 

unusual events and is characterised by high levels of emotional intensity. Using 

the novel mobile service can hardly be said to be an exuberant extraordinary 

experience, however there are some signs of that, as is totally new for the 

consumers. The consumer might not even have known beforehand what is meant 

by a mobile service. Generally speaking, throwing oneself into a situation which 

can be described as an extraordinary experience, is characterised by high levels of 

emotional intensity. In a situation like this, the experience plays an important role 

in the individual’s behaviour.  

The third frame of experiences Ahola (2006) named is the marketplace 

approach. How are the meanings of experience formed in the marketplace? This 

approach draws mainly from the tradition of cultural studies (Hall 1992, du Gay 

et.al. 1997, McCracken 1986). This approach emphasizes more the ordinary 

experiences and everyday negotiation on cultural meanings that circulating in the 

marketplace as well as the active roles of different marketplace agents for 

providing meanings for everyday life (e.g. producers, consumers) in the 

production of meanings (Ahola 2007: 30). This approach is also included in the 

main focus of this study. It is interesting to see the ways that consumers use 

mobile service as an example of a cultural product and structure meanings for 

themselves as mobile technology users as well as for the mobile service itself. 

Everyday practical uses of a mobile phone are important in understanding mobile 

services too. 
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Hence, the postmodern consumer should be treated as a producer of meanings 

(e.g. Mick &Buhl 2004). Consumption objects can be viewed as vessels of 

meanings that consumers acquire when they consumer the object (McCracken 

1986, Holt 1997). This means that when analyzing the consumption the focus is 

on the patterning of object meanings. Furthermore, by “object” is broadly meant 

goods, activities and events. According to Hall (1997) we give things meaning 

through the way we represent them, the words we use to talk about things, the 

stories we tell about things, the images of things we produce, the emotions we 

associate with things, the ways we classify and conceptualize things and the 

values we place on things. 

Meanings are produced in every interaction situation in which the consumer 

participates. The meanings we attribute to things shape our identities. The 

meanings of a particular cultural object - such as a mobile device and the service 

in this study – can be formed through metaphoric associations with other cultural 

objects and practices which are part of the cultural resources (Holt 1997: 329). 

Meanings are produced through the different discourses consumers participate in, 

and change between one context and the next, according to the concepts used and 

the social environment in which one acts. An individual’s way of communicating 

within their surroundings defines the meanings coming into existence (Holt 1997: 

329). This orientation also stresses the subjectivity of the mobile service 

experience within the boundaries of the consumer’s understanding of mobile 

phones and the socio-cultural milieu that surrounds them (see e.g. Mick and Buhl 

2004).  

In this study, mobile services are considered to be consumer goods, as so 

many associate mobile services specifically with a phone. Mobile phones and 

services are not simply functional, but, like other artefacts, they carry meanings. 

The meanings of technologies have shifted dramatically as they have become 

more commonplace and diffused throughout our culture. Meanings associated 

with products are understood to be significant factors influencing consumption in 

society. When talking about decisions related to consumption, on the one hand, 

meanings, for their part, influence production, and on the other hand, maintain the 

consumer’s self-concept. Researchers (e.g. Solomon 1983, McCracken 1990) 

have also confirmed the idea that part of the consumption process is the analysis 

of the meanings of products, particularly the relationships between product 

meanings and consumers’ sense of self. To put it simply, consumption may be 

seen as a vehicle through which more significant aspects of identity are expressed 
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(Miles et al. 2002: 3). Mobile phone and mobile service usage can be regarded as 

indicators of individual taste and of the sense of style of the consumer.  

The seemingly familiar concept of meaning is not simple and straightforward. 

Every individual has the ability to carry and communicate cultural meanings. 

Similar to consumer products and services, (Baudrillard 1983, Douglas & 

Isherwood 1979, McCracken 1988), mobile phones and services can also be 

studied as carriers of meanings. The main focus is on meanings consumers 

ascribe to mobile services, i.e. what kinds of feelings and thoughts the use of a 

mobile service evokes in consumers, how mobile services are used and how their 

use influences consumers’ thoughts about them. This study seeks to pin down 

some meanings of mobile services after the user experience. Formation of 

meaning plays a significant role, especially in a context in which mobile services 

do not exist yet and are being talked about as future technologies. Meanings can 

truly be formed only after the user experience, when the user is able to associate 

thoughts and feelings with mobile services. 

Referring to Cova (1996), the postmodern area could be called “the age of 

experience”. The brief introduction to the concepts of experience and meaning 

have been included in this study, as it is important to understand a) the importance 

of the experience when trying the novel mobile service for the first time and b) to 

increase our knowledge of the cultural processes that underlie the construction of 

meanings of mobile services after experience in the market. As argued before, 

consumption is not only a compulsory part of living, but is rather a manifestation 

of individuals constructing themselves with the help of consumption. And when 

the consumption process is constructive, the focus of consumer studies is on 

meanings: in this case not about buying the mobile phone, but moving on to the 

meaning of that mobile phone, and similarly the meaning of using mobile services. 

Postmodern consumers tend to become players in meaning construction through 

consumer social reality (e.g. Mackay 1997, Du Gay 1997). In the present study, 

consumption is seen as an active, multifaceted process emanating from the 

consumer that reaches far beyond the mere utilitarian viewpoint. Next, the 

concept of consumption is taken to a deeper level of consumer behaviour when 

discussing practice theory which connects bodily activities, mental activities, 

artefacts and their use.  
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6.4 Practice Theory 

The purpose of introducing the postmodern worldview and CCT was to lead us to 

Practice Theory (Reckwitz 2002), which has been chosen as the main theoretical 

framework of the qualitative part of this study. Cultural theories, including 

practice theory, are founded upon a different form of explaining and 

understanding action (Reckwitz 2002). The practice theory approach of this 

research is seen as an alternative to other forms of cultural theory and it acts at the 

same time as a comparative alternative to classical theories of consumer 

behaviour and technology acceptance. Overall it can be said that the cultural 

theories rely on explaining and understanding actions by reconstructing the 

structures of knowledge which enable and constrain agents to interpret the world 

according to certain forms (Reckwitz 2002). Practice theory situates the social in 

a different realm from other cultural theories.  

According to Schatzki (2001) practice theory has its foundations in Bourdieus’ 

Theory of Practice (1972), Max Weber’s Theory of Social Action, Giddens’ 

Theory of structuration and Bruno Latour’s (1991) science studies. Scholars of 

today (Schatzki 2001, Reckwitz 2002, Warde 2005, Schau, Muñiz & Arnould 

2008) are now developing different theories based on those early writings and 

trying to explain the contemporary world in turn. To expose the diverse 

antecedents of practice theory, involves examination of some of its ancestors. 

 Weber started the discussion with his social action approach assuming that 

individuals vary their actions according to a particular social context and 

assumptions of how it will affect other people. According to this view an 

individual’s actions can be seen as active and reactive and can be verified in 

practice. Similarly Bourdieu (1972) based his ideas on Weber’s theory by 

emphasizing the role of practice in social dynamics and the worldview 

construction and came up with the ‘Theory of Practice’. Giddens also developed 

his version of practice theory in the framework of a ‘theory of structuration’ 

(Reckwitz 2002) emphasizing that society exists in the form of practices. In 

addition to the aforementioned, the work of Latour on science and technological 

studies is important for practice theory. To conclude, it is inevitable, that different 

social theories and theorists have contributed to practice theory in many ways. 

However, referring to Reckwitz’s notion, all the above mentioned theorists share 

an interest in everyday practices. 

Practice theory is unique in the sense that it aims to provide an alternative 

way to examine human behaviour in society by taking into account three different 
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points of view on human action and social order; the utilitarianism, sociology and 

cultural points of view (Reckwitz 2002). These distinctive points of views are 

illustrated in figure 19. 

Fig. 19. The distinctive point of views of practice theory. 

One of the clear underlying themes of practice theory is thus society. Scholars 

who have different approaches to the subject, however, share the notion that the 

social field defines practices. From the social field emerges the shared 

understanding, cultural rules, languages and functions that guide an individual’s 

actions. The emphasis is on the notion that an individual is a social rather than an 

atomistic individual. This study makes no attempts to explain the prevailing social 

situation in detail, but when necessary, it refers to the current situation in the 

Finnish contemporary information society and individuals’ current levels of 

understanding regarding mobile service use. 

6.4.1 Social Order 

In order to be able to understand practice theory, it is necessary to become 

familiar with the concept of social order, which represents social structures. We 

can depart from the assumption that structures of society provide a certain kind of 

framework for human actions in society. The whole phenomenon of society has 
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been discussed for ages, sometimes linked with certain rituals, institutions and 

ideologies, sometimes talked about as social communities and relationships in the 

form of power relations, and sometimes by thinking of reproduction of social 

structures of systems (Marx, Foucault, Giddens). Similarly, according to Schatzki 

(2006), when looking at the emergence of practice it is necessary to consider the 

nature of social practices. Social practice equates to customs, permitting people to 

enact various events. In other words they form the normative foundation of all 

human activity by creating expectations about the activity. Accordingly, Tuomela 

(2002) argues that social practices play a significant role in the development of 

thinking. In addition, they are formed through repetition, which, in turn, is based 

on intentions. 

Shore (1996) has stated that social order is embedded in collective cognitive 

and symbolic structures even in the absence of a normative consensus. Emphasis 

is on the unconscious layer of knowledge which enables a symbolic organization 

of reality. Symbolic structures of knowledge enable and constrain agents to 

interpret the world according to certain templates and to behave accordingly. This 

suggests that social order with its norms and roles exists only at the point of 

human interaction and it can always be re-negotiated. From this, it follows that 

people associate meanings with actions, and then they also make interpretations. 

Interpretations require systems of symbols. We are thus not dealing with a 

stimulus–response type model, but rather, a stimulus–interpretation–reaction one. 

Emphasis is on the norm-driven theory of social action. Social order is guaranteed 

by normative consensus, following the collective norms, values, rules and societal 

norms. The sociological point of view stresses the fact that the other unit of 

analysis is social norms. Reckwitz (2002) claims that taking cultural theories into 

account helps to explain and understand actions – by restructuring symbolic 

structures of knowledge, which in turn, enable the agents to interpret the world 

according to certain forms. Social order would then be embedded in collective 

cognitive and symbolic structures in “shared knowledge”, even if there were no 

normative consensus.  

Therefore it is essential to understand the different kinds of constructions of 

social reality. Unfortunately, but perhaps unsurprisingly, there is no unified 

practice approach (Schatzki 2006). Fortunately, all of the theorists share the same 

ambition to overcome social theory’s dualism between ‘individualism’ and 

‘societism’ (Schatzki 2005). According to that view, individualists attribute too 

much to individual human actors, while societists place too great an emphasis on 

large social forces. The individualists insist that there is such a thing as society, 
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and the societists, on the other hand, affirm the significance of individual activity 

(Whittington 2006). According to Reckwitz, the aim of the practice theorists is to 

respect both the efforts of individual actors and the workings of society, which 

leads to an emphasis on the social elements, as found in practices.  

6.4.2 Distinctive understanding 

To work with practice theory it is important to understand its distinctive 

assumptions, which is to understand the importance of body, mind, resources, 

structure and agents. The first thing to highlight is that the human body is not seen 

as separate from the social order. The self and the body form a culturally and 

sociologically integrated whole. If practices are the site of the social, then 

routinized bodily performances are the site of the social order. For example, 

Bourdieu (1977) regards the human body as the nexus of people’s practical 

engagements with the world. He has even developed (1977) the notion of ‘habitus’ 

to capture ‘the permanent internalisation of the social order in the human body’ 

(Eriksen and Nielsen 2001: 130). Apart from Bourdieu, the new generation of 

practice theorists have especially stressed the centrality of the human body to 

practice when applying practice theory to new areas (e.g. consumption studies 

and organisational theory). Practice theory takes the human body to be the nexus 

of ‘arrays of activities’ (i.e. practices) that agents perform with greater or lesser 

degrees of commitment. Schatzki (2001:3) sees that ‘the skilled body’ is where 

activity and mind as well as the individual and society meet, because actions and 

bodies are ‘constituted’ within practices. It follows that we can only understand 

actions within their specific practical contexts. As he puts it, social practice is a 

regular bodily activity held together by a socially standardized way of 

understanding and knowing. A social practice is then “a temporally unfolding and 

spatially dispersed nexus of doings and sayings” (Schatzki 1996: 89).  

The reference point of individual identity, is the human body, and thus images 

have to be related to embodiment as it is experienced, if they are to influence 

practical human relationships and shape the quality of the experience of everyday 

life. Consumers communicate through sight, touch and sometimes other senses, 

using their whole body to both make sense of and to make use of things around 

them. This is not achieved through instinctual behaviour, or even simple learnt 

behaviour, but through the complex cultural acquisition of the meanings of 

objects that is characteristic of a particular formation of material civilization 

(Dant 2008). The communication process between humans and objects is 
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‘pragmatic’ in the sense that meaning is contingent on the current situation that 

continually unfolds in the course of the interaction with the object. (Dant 2008) 

Contemporary perceptions are linked to the experiences, habits and routine 

practices of the body (Merleay-Ponty 1962 via Dant 2008). 

Secondly, the other distinctive understanding about practice theory is to 

realize the role of the mind. The mind should be understood in such a way that 

what is thought to be knowledge, might be different after we have experienced it. 

Mental routines are in that way the place of the social, but not a causal outcome 

of interaction. Knowledge is by definition not ascribed to minds or bodies, but to 

texts, discourses and communication; a ‘code’ then, that produces certain chains 

of signs (Reckwitch 2002).  

Reckwitz (2002) argues that practice theory, as opposed to other cultural 

theories, raises the world of objects object world as the one focal point related to 

an individual’s practices. Related to his, the third aspect to understand as a 

distinctive feature of the practice theory approach is the importance of resources 

(things). Different objects have special force as those are some sort of resources 

that are constitutive of the social (Reckwitch 2002). Stable relations between 

agents (body/mind) and resources within practices reproduce the social. Likewise 

according to Latour, the material world should be understood as “artefacts” or 

“things” that necessarily participate in social practices just as human beings do. 

Related to this, in practice theory, the material should be grasped not only as a 

social structure or as a symbolic object, but as artefacts as things that are 

necessary components of social networks or practices. Therefore practices are 

actioned not only by human beings as their inter-subjective relationships, but also 

simultaneously by non-human “actants”, things that are necessary and are so-to-

speak “equal” components of a social practice (Latour 1993, Reckwitz 2002: 208). 

These quasi-objects are definitely more than the content of meaningful cultural 

representations: they are used and have effects in their materiality. Therefore, 

people’s relationship to the material world and its role in the formation of 

practices should not be forgotten (Latour 1993). 

The fourth distinctive element necessary to understand practice theory is the 

structure or process; this means the routinized behaviour of the consumer. There 

is always temporality of structures, which refers to the idea that routinized social 

practices occur in the sequence of time. In other words, social order is thus 

basically a social reproduction. Before going any deeper into routinized behaviour, 

let us briefly discuss the fifth distinctive element in practice theory: the agent. 

Agents are the individuals who carry social practices. According to Reckwitz 
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(2002:256) agents can be presented either as the self-interested figure of the homo 

economicus, or as the norm-following actor of the homo sociologicus. In the 

former case, the social world seems first and foremost to be populated by 

independent individuals who confront one another with their decisions. In the 

latter case, the social world is first and foremost a system of normative rules and 

expectations, to which agents/actors as rule-following figures conform (or 

become ‘deviant’). As practice theory is not a deterministic notion, it does not 

follow any specific rules. An individual’s identity is a kind of a particular crossing 

point of practices and understanding. Each actor can have their own desires and 

goals, but these can change in interaction with others. The idea of people as 

agents and consumers forms one of the central themes in practice theory 

discussion. Even if all agents had the same resources at their disposal, even if they 

acted in the same environment, and even if they had similar background 

information, they might still have significantly different practices. A logical 

conclusion is that understandings, rules, ends and tasks are incorporated into 

participants’ minds via their ‘mental states’, Understandings, for instance, become 

individual know-how, rules become objects of belief (Schazki 2005: 480). 

6.4.3 Practices 

It was mentioned previously that practice refers to behaviour. The research 

tradition that uses the concept of practice as a starting point uses the concept to 

refer to “routinized” behaviour that consists of several interrelated elements: 

bodily functions, mental functions, objects and their use, background information, 

understanding, emotions, and motivations. What makes a practice social is the 

fact that it takes place in different contexts at different times and it is produced by 

different people (Reckwitz 2002: 249–250). To address the point from the other 

direction, social systems can be seen as ongoing, self-reproducing arrays of 

shared practices (Barnes 2001: 17). Hence, in order to be able to understand 

social systems one needs to become familiar with the related practices. “Practices 

are socially recognized forms of activity, done on the basis of what members learn 

from others and capable of being done well or badly, correctly or incorrectly” 

(Barnes 2001). In practice theory, an individual’s uniqueness and personality 

receive their expression precisely through what people’s actual activity is ‘in 

practice’. Normally a practice relates to a necessity or requirement inherent in the 

context or situation. When analysing human behaviour, an awareness of what 

people do is not enough – what is more important is to know how they do it. This, 
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in turn, is closely intertwined with the context-bound determining factors. In 

order to be able to understand actions/behaviour, it has to be understood how 

actors define situations.  

In the context of consumer research, the concept of practice is still relatively 

new (Holt 2005, Shove & Pantzar 2006). What then, is actually meant by 

“practices”? It has been defined in different ways (Engeström 1995, Reckwitch, 

2002, Shove & Panzar 2006) depending on the research context. It is actual 

human behaviour – not merely symbols, meanings, and interactions. It is a 

collection of human behaviours that is influenced by culture, emotions, cognitions 

etc. Practices have a distinctive structure of irreducible elements. This means that 

practices represent a pattern which can be filled out by a multitude of single and 

often unique actions reproducing the practice (see Shover and Panzar Nordic 

Walkers 2005). Practices are the performative accomplishments of competent 

members of collectives each varying slightly. In this study, practice has been 

defined as: “a way of thinking and acting in a certain context, which is based on 

experience”. 

Practices can be said to be routinized behaviours that consist of three 

interconnected elements: behaviours, performances and representations (Schatzki 

1996, Reckwitch 2002). Behaviour refers to an activity that is directly or 

indirectly associated with an activity that is linked with a certain commodity. 

Performances refer to the carrying out of practices, the performing of the doings 

and sayings which ‘actualizes’ and sustains practices in the sense of community. A 

performance like this involves a degree of interaction between the participants. 

The maintenance of practices over time depends on ‘the successful inculcation of 

shared embodied know-how’ (Schatzki 2001: 3) as well as on their continued 

performance (Schatzki 1996). Schatzki (1996) notes that practices consists of 

both doings and sayings suggesting that analysis must be concerned with both 

practical activity and its representations. Representations are descriptions, 

explanations, illustrations, dramatizations or symbolizations of an event. In this 

study representations are seen as a tool to understand the consumers ideas more 

profoundly concerning the mobile services. Panzar & Warde (2006) place 

particular emphasis on the performance of practices in which links between the 

different constituent parts of a practice create a dynamic that continually renews 

the practice. Secondly, they place individual and local practices in a framework of 

entire systems of practices. Thirdly, they suggest that the systems of practices are 

essential to the renewal of the constituent parts – thoughts, material objects and 

expertise – that are related to practices. 
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In Schatzki’s (2002: 77) definition, actions and speech form practices and are 

linked with each other. Following this, in this study knowledge is presented as the 

background of understanding the agent and something that can be divided into 

four different categories: procedural knowledge (e.g. explicit rules, instructions), 

tacit knowledge (e.g. competence, understanding of what to say and do; 

conceptual knowledge) and teleo-emotional engagements (e.g. acceptable means, 

ends and purposes, which are emotionally charged, in the sense that people are 

attached to them; intentional and normative) and finally there are objects 

(resources/things) which means that artefacts are sites of understanding. By rules, 

Schatzki (2002: 79) means clearly expressed principles and instructions that guide 

people to perform certain actions. He uses the expression “practical understanding” 

to refer to a particular set of skills related to the activities that form a practice. 

Activity and speech, which are linked by practical understanding, give expression 

to the same understanding. Schatzki (2002: 80) uses the term “teleaffective 

structures” to refer to practice-related objectives, tasks and goals that are also 

linked with emotions. Thus a practice represents a set of goals that the agent can 

or should be able to imagine. They are intentional and normative. Furthermore, 

Schatzki (2002: 86) talks about general understanding, which refers to an agent’s 

beliefs or sense of communality. Objects and resources are sites of understanding. 

It is understood in practice theory that doing entails an object and things are then 

resources of practices.  

When these four elements are united, people arrive at states of practical 

intelligibility through which the meanings of arranged entities are instantiated. 

This study concentrates on practice theory, but in a more general sense, 

consumer cultural studies have involved the discussion of everyday practices for 

the last couple of decades. Holt (1995) constructed a typology of consumer 

consumption practices, which paved the way to this approach in several ways. 

Firstly, it extended descriptions of consumer actions directed toward the 

consumption object. Secondly, it developed the neglected interpersonal dimension 

of consuming. Thirdly, it described the institutional structuring of consuming and 

fourthly it provided a framework for describing metaphors for consuming (p. 14). 

Fourthly, it provided a framework describing metaphors for consuming. Hand and 

Shove (2007) are among the other researchers to have found practices to be a 

useful concept in consumer studies. hey have shown in their study of living with a 

freezer how the different ways of living with a freezer are negotiated and 

maintained and they discussed the relations between household practices and the 

systems of provision with which they intersect. Watson and Shove (2008) have 
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examined the recursive relation between products, projects and practices with 

reference to do-it-yourself and home improvement. In elaborating practical and 

theoretical linkages they developed an analysis of the material dynamics of craft 

consumption that bridges roots in science studies, material culture and 

consumption. Bugge and Almås (2006) have explored contemporary 

representations and practices of the domestic dinner in the context of households 

in the process of establishing themselves in suburban Norway. They proved, how 

women’s practices involving dinner should be understood not only as an act of 

caring for others, but also something they do for themselves, a kind of identity 

work (p. 204). They found out that while there are several discourses surrounding 

dinner that offer different options for action, some representations and practices 

are more ‘proper’ than others. Dant (2008) has attempted to set out the pragmatic 

features of everyday interaction with objects to enhance sociological 

understanding of design and consumption and illustrates the processes of material 

interaction with the examples of assembling making flat-pack furniture and 

professional work carried out on cars. He proposes that pragmatic dimensions of 

material interaction are: intention, perception, orientation, manipulation and 

continuation.  

Watson (2008) states that all of the practice-related discussions have to do 

with consumption beyond the point of acquisition. They deal with using and 

doing, not with shopping (p. 9). Allen (2002: 529) argues for a more holistic and 

socio-historically rooted dimension to be emphasised in consumer research. 

According to him, a consumer research literature that disproportionately 

recognizes disembodied, disengaged, dislocated choice experience unintentionally 

understates and implicitly derogates the practical character of people’s choices. 

He continues on to say that the potential for such omissions in academic discourse 

to culminate in widespread disembodied choice experience may be catalyzed in 

the context of other forces such as technology (Mick and Fournier 1998), so 

possessing the potential to isolate and disengage.  

There are only a few studies concerning mobile phone or services practices. 

Moisio & Askegaard (2002) have studied the oppressive aspects of mobile phone 

consumption practices and the ways consumers cope with them. Using field work 

conducted in Finland they noted how the constant need for mobility and 

omnipresence operated to induce a sense of oppression. Secondly they noted how 

consumers attempted to counter these oppressions through their consumption 

practices. However, their interpretive framework was mainly based on consumer 

resistance (Fournier 1998). They found two main types of resistance explaining 
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consumer behaviour: a tacit type and a more conscious and reflexive one. Baron 

et al. (2006) studied consumer practices beyond technology acceptance by 

examining consumers’ text message behaviour. They discovered the inadequacy 

of concentrating on a simple acceptance of technology where technology is 

embedded in a consumer community of practice. They argue that the existence of 

counter-intuitive behaviours, technology paradoxes and intense social and 

emotional elements in actual text message usage all point to the need for a review 

of the definition of the key TAM constructs (p. 111). They argue that the limits to 

the understanding of technology acceptance can be extended through applying an 

interpretive perspective that focuses on the cultural context of acceptance 

experiences (p. 112).  

Practices embodied by people reflect the ways in which the world is 

constituted in the human mind. Even though there are no firmly established 

practices to be detected in the context of advanced mobile service use – simply 

because the services are not yet widely used, it is good to be aware of the fact that 

practices are being formed all the time. The concept of trying out novel mobile 

services (refers to the object in practice theory) is significant to this study. 

Consumers already use mobile phones in their daily activities and in that way the 

device is outstandingly meaningful to them. To have the opportunity to participate 

in an experiment with a novel mobile service, and further, having the opportunity 

to share that experience with someone, has important effects on emerging 

perceptions and practices. Consumers who have an understanding of diverse 

aspects of these novel mobile services are likely to create knowledge according to 

particular practices in daily life. To summarise the discussion about definition of 

practices, it is wanted to refer back to Reckwitz. His ‘practices’ refer to shared 

routines of behaviour, including traditions, norms and procedures for thinking, 

acting and using ‘things’ (2002: 249–251). In his view, the existence of practices 

is dependent on the connection between different elements, and thus one single 

element cannot form a practice. An individual carries a practice not only in the 

form of bodily activities but also in the form of certain mental habits.  

Understanding consumers more profoundly has been one of the most 

essential topics in marketing for several decades. The interest of the studies has 

changed over the years, but recently the focus has been on finding a more 

interpretive way of understanding the consumer. In this thesis, the process of 

understanding commenced with the identification of the perceptions affecting 

acceptance of a mobile service. However, it was also intended to apply an 

intrepretivist perspective to this study to try to complement the understanding of 
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consumer acceptance of a novel mobile service. The purpose was to offer an 

interpretivist framework to guide the analysis of the qualitative data. The first task 

was to show that there are differences in modern and postmodern ways of 

understanding the philosophical underpinnings of both research and contemporary 

everyday life. This study agrees with the idea that postmodernism offers an 

interesting approach for incorporating the notion of the contemporary consumer, 

as well as an understanding of mobile service acceptance. Secondly, it was 

intended to highlight the possibilities and challenges of novel technologies. 

Thirdly, the features of the contemporary consumer were presented. In addition, 

there has been some discussion of the novel research approach in consumer 

behaviour; CCT was introduced in the midst of the discussion of how experiences 

and representations are seen to construct consumers’ everyday lives. Finally, 

practice theory and its distinctive elements have been examined and those will be 

used in the following chapter to construct the analysis. To conclude, figure 20 

summarises the above discussion and illustrates the interpretive framework of this 

study. 

Fig. 20. The interpretive framework for studying consumers’ emerging practices of 

mobile services. 
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7 Consumer emerging practices in novel 
mobile service context 

This part of the study is dedicated to analysing the data gathered with qualitative 

methods to better understand consumers’ emerging practices in the novel mobile 

service context. First the method of data collection and method of analysis will be 

introduced and justified. The section continues with analysis and finally presents 

the relevant findings. 

 As has been stated in chapter 2, this part of the study adopts a 

poststructuralist approach. It offers a view of culture as a closed, idealist and 

often universal system of meanings that has a direct symmetrical relation to 

people and objects in the world (Holt 1997: 328). Poststructuralists argue that 

meanings are significantly constituted by the ways in which people act in a 

particular social context (e.g. ‘practice’). The meanings of a particular cultural 

object or action are always constructed – through a cultural process known as 

intertextuality –by metaphoric, imagistic and narrative association with other 

cultural objects and practices that are part of the historically accumulated cultural 

resources of a collective body (Holt 1997: 329). Holt continues on to say that the 

meaning of any particular object or activity is inherently unstable and contingent, 

since it is dependent on the meaningful linkages made, an interpretative process 

that is necessarily determined by the cultural objects themselves.  

From this perspective, the interviews are similarly conceived of as a 

particular form of social interaction and cultural practice, through which meaning 

is produced and exchanged (Moisander, Valtonen and Hirsto 2009: 12). This 

approach suggests that there are always interactions between the interviewer and 

interviewee. In this study, when talking with people about their experience at the 

Housing Fair, the meanings and knowledge about the Mobile Fair Diary were 

produced collaboratively. According to Moisander et al. (2009) an interviewer 

inevitably guides, constrains and enables the particular discursive resources that 

are available in the situation (p. 12). Consequently, this study seeks to emphasise 

that the researcher has had an effect on the production of the emerging 

representations of mobile services through having conversations with the 

respondents.  

There are different ways to stimulate the interviews process (projective 

techniques, elicitation materials, photographs etc.) (e.g. Belk, Ger & Askegaard 

2004, Moisander et al. 2009). In this study the method used to facilitate the 

conversation, was to enquire of field trial experience the consumers had had. The 
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field trial was used to stimulate consumer’s thought processes and self-expression 

related to the use of a novel mobile service. In this way it was possible to produce 

cultural talk (Moisander & Valtonen 2006). With the help of that cultural talk, it 

was then possible to link the individual interviews to the larger discourses 

relevant in the context of the study (Moisander et al. 2009). Hence, as 

recommended by Moisander et al. (2009), the empirical analysis of this study is 

not viewed at merely as a product of individual experiences of the Housing Fair, 

but the meaning of an object of knowledge is rather viewed and analysed as a 

function of representations on mobile service use.  

How were then the interviews of this study conducted? After trying the 

Mobile Fair Diary, people were encouraged to come to the project’s field office. 

There were helpful staff present who were willing to receive any feedback people 

wanted to offer about the mobile service and the experience in the fair ground. 

First, consumers were asked to fill in the questionnaire. The results of this 

questionnaire were introduced earlier. However, after filling in the questionnaire 

at the fair, some of the consumers were asked if they would be prepared to be 

interviewed at a later date. The main idea followed in selecting the participants 

was that field trial personnel would ask a random selection of Mobile Fair users 

whether they were open to a further interview. The researchers did not want to 

choose any particular kind of people for interviewing, as the purpose was to get 

different kinds of feedback from users of the mobile service. People were asked to 

give their phone number, so that a researcher could call them later to arrange an 

appointment. There were a couple of reasons why interviews were not conducted 

right after the fair event. First, people had spent the whole day at the fair, so they 

were tired and ready to go home. Secondly, it was hoped that they would also 

investigate the internet site connected with the Mobile Fair Diary before the 

interview.  

Semi-structured interviews (see e.g. Mick and Buhl 1992) ranging from 40 

minutes to two hours in length were conducted with fifteen consumers, seven of 

whom were male and eight female. For reasons of confidentiality, all participants 

were assured of their anonymity and so are referred to by pseudonyms in the text. 

The ages of the participants ranged from 20 to 76. All the informants were 

Finnish and had a wide range of occupations (e.g. student, chef, manager, and 

pensioner). However, this was not a defining factor when selecting the 

participants. Further, the participants’ occupations are described in terms only of 

general occupational category. More detailed information about the interviews 

can be found from Appendices 3 and 4.  
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The interviewees were given the opportunity to select the most convenient 

interview location for them. Most chose their home and interviews were also 

conducted in cafeterias and workplaces. The interviewees were all strangers to the 

researchers who interviewed them, restricting any opportunity for the interviewer 

to influence the interview situation. Two of the interviews were conducted by a 

post-graduated student and three of the interviews were conducted by the 

researcher together with the student. It also needs to be stated that the last six 

interviews were a little different in nature from their predecessors. The interaction 

between interviewer and interviewees was more active and the interviews were 

more discursive. There are two reasons for this. First, the interviewer had 

improved interview skills. However, the more important reason was the fact that 

the interviewer came to understand after the initial interviews that people were 

relating so much more about the mobile service experience than they had been 

asked. Interlinear knowledge could be found behind the answer, and that 

knowledge was the most interest one.  

Prior to the interview, it was broadly explained what the interview was about 

–its purpose and and the use to which the information would be put. In addition, 

the researcher described the purpose of the interview to the participants as an 

exploration of “mobile service acceptance and the experience of using the mobile 

service in general and during the visit to the Housing Fair”. Within these general 

topic areas, it was attempted to follow the participants’ descriptions of the 

experience. The interview began usually with the questions concerning people’s 

backgrounds. However, those questions were used more for relaxing the 

respondents, as it is easiest for people to speak about themselves. After that the 

questions moved on to examine their experience of computers, the internet and 

mobile services. The intention was to find out how experienced they felt 

themselves to be, how they would evaluate their skills and to discern what makes 

technology tempting or frightening for them. Subsequently, the aim was to elicit 

their feelings about mobile services now and in the future and compare those to 

the feelings of other people. The rest of the interview was largely based on 

discussions about people’s perceptions of mobile services in general and 

especially their experiences of the Mobile Fair Diary.  

It was interesting to notice that this single encounter with the mobile service 

aroused lots of feelings among the people. First, the visit to the fair was 

exceptional in terms of their daily routines, and the encounter with the mobile 

service had made it even more special. Second, there were many consumers who 

had not experienced any type of mobile service before and this was a great 
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opportunity for them to talk about it and subjects related to it. Thirdly, they were 

surprisingly eager to relate the experience and their perceptions of the Mobile Fair 

Diary and mobile services in general. In that they came to construct their 

emerging practices of mobiles services. It was truly inspirational to hear them talk 

about this peculiar mobile service; to gther their perceptions of it and also to note 

how they talked about it. The role of the interviewer in the particular situation 

was to ask questions to make the discussion as lively as possible. Interviewees 

gave the interviews freely and the interviews were intrinsically a kind of 

construction, as it was important to highlight what was talked about and how it 

was talked about. The interviews were managed so as to maintain the 

poststructuralist perspective utilised in the enquiry. As for the postmodern 

epistemology, the interpretation of the research is essential. The researcher tried to 

gain as holistic an understanding of each interviewee’s experience at the Housing 

fair as was possible.  

Next the interview data analysis process will be briefly introduced. The 

process is never easy, and in this study it has been a multi-level process. The 

interviews were transcribed verbatim from audiotapes. This was done by the 

researcher as it was important to make sure that all the required notions of the 

discourses would be noticed. After transcription the texts were read through 

several times. The purpose was to get familiar with the data and to have a broad 

understanding of the whole text. After all, almost the only pre-notion that the 

researcher held, was to get an overview of consumers’ emerging interest in mobile 

service. The analysis was not made with NVivo or any other computer program. 

The NVivo program was trialled, but unsuccessfully. The researcher wanted to 

handle the data by relying on traditional methods; papers, coloured pens, texts and 

drawings.  

So the analysis relied largely on the reflective process of the researcher’s own 

thoughts, experience, theoretical backgrounds and interviews. After becoming 

familiar with the text the second level of the analysis, was to find out the 

perceptions that could be extrapolated from the descriptions of the experience. 

How did people like the Mobile Fair Diary? For example: “The service was too 

complicated to use in a context like that”. The third level of the text was to handle 

it as a cultural text. What did the discussion tell us about the mobile services and 

the world we are living in? For example: “People were staring at me when using 

the mobile service, I don’t think they understood what I was doing”. All of these 

pre-levels of analysis were explored to get an understanding of the phenomenon 
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and reflect the literature related to post modernism that had been read to serve as 

the interpretive framework.  

However, the fourth level of the analysis was based on the literature and 

theory background based on practice theory. Its purpose was to identify the 

representations of mobile service consumer. The final level of the analysis was 

also done by using the concepts of practice theory as the purpose was to find out 

the emerging practices of mobile services. Actually all of the aforementioned 

analysis levels were wrapped up with the help of the concepts of practice theory. 

These concepts lead the analysis to the final conclusions and provided the lens 

through which to view the data. To sum up the analyses made, table 20 is 

presented to give the reader a clear overview of the analysis process. 

 

Table 20. Analysing the cultural data gathered from the interviews. 

Before moving on to the main analysis of the qualitative data, it is recommended 

that an account of one user’s experience of using the Mobile Fair Diary service at 

the Housing Fair be read first (Appendix 5). Reporting user experience such as 

this is justifiable in a variety of ways. First of all, postmodern thought emphasises 

the significance of small narratives from which various conclusions can be drawn. 

Secondly, a narrative like this emphasises the user’s view of things, not the 

researcher’s interpretation. This narrative is not, however, made as primary data 

for this study, but rather serves as a complementary narrative for readers to 

understand the visit to the Housing Fair and how it felt to use the Mobile Fair 

Diary. It is important to note, however, that the following is just one narrative 

Level 1

Level 2

Level 3

Level 4

Initial data analysis Familiarisation with the text

Getting overview
of the interviews

1st in-depth data analysis:
Interpreting the cultural text

2nd in-depth data analysis:
Interpreting the cultural text
by using concepts of
Practice Theory

Extrapolating consumers’ perceptions of mobile service

Revealing seven themes of consumers’ experience

Identifying representations of mobile service consumer

Level 5
3rd in-depth data analysis:
Interpreting the cultural text
by using concepts of 
Practice Theory

Finding out emerging practices of mobile services
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reporting what happened, relayed from one user’s point of view. After reading the 

account of the user experience, it is interesting to move on to the main analysis of 

the qualitative data. 

7.1 The experience of using the Mobile Fair Diary at the Housing 
Fair 

Mobile phone communication is a significant part of our culture and practices. 

However, for a variety of reasons, advanced mobile services have not established 

themselves in the market yet. It can even be said that especially at the time this 

study was conducted a vast majority of our people do not know what the term 

“mobile services” refers to. Or if they do, they are not willing to use them, they 

consider them unnecessary, or they simply lack the skills required for their use. 

Thus, it can be stated that practices related to advanced mobile service use are 

still not properly established, or they are virtually non-existent. However, when 

talking about mobile services with people, a great deal of information on attitudes 

towards mobile services emerges, regardless of the fact that the services are not so 

familiar to them.  

The present research suggests that the use of advanced mobile services could 

increase if the services were more affordable, suitable for utilisation and 

entertainment, and not replaceable by a computer and the internet. These 

requirements put a great deal of pressure on the mobile terminal equipment and 

its usability. People still seem to entertain the notion that mobile services are 

mainly intended for so-called “techno freaks”, and that they are not necessary in 

everyday life. But then again, this has always been the tendency in accepting new 

technologies. Consumers do not see remarkable added value in technological 

equipment and related services unless the general public accepts them and proves 

their usefulness.  

When launching new technologies, it is therefore of primary importance to 

show their definite advantages to people. The present research begins to suggest 

that user experiences play an important role in the process during which 

consumers’ opinions about new technologies are formed. Images and associations 

can be truly shaped only after actual use of the technology in question. Prior to 

actual use, opinions can only be weak because people have not established any 

kind of connection with the technology in question and it is often difficult for 

them to even imagine what exactly can be done with it. Caught up in the middle 

of the present-day information flood, people are simply not willing to learn to use 
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all new gadgets and equipment especially if it seems that they will be replaced by 

something else in no time (cf. HDTV).  

Practices have been chosen as the starting point of the theoretical framework 

of the (qualitative) part of this study because practices embodied by people reflect 

the ways in which the world is constituted in the human mind. Even though there 

are no firmly established practices to be detected in the context of advanced 

mobile service use for the reason that the services are not widely used yet, it is 

good to be aware of the fact that practices are being formed all the time. Practices 

are also strongly related to understanding and representations in the sense that 

understanding and representations form practices in the context of use, which in 

the context of use form practices. When studying novel mobile services, it is 

important to understand how practices, thoughts and meanings or non-existing are 

formed in the human mind and among people.  

As reported in the previous chapter, practices are formed through behaviour 

that becomes routine, through performance and ascribing representations. In the 

context of the present study, routine behaviour is strongly linked with the use of 

mobile terminal equipment (a mobile phone) and visitor behaviour at trade fairs. 

It is not accurate to refer to the actual mobile service use as a form of routine 

behaviour at this point, because on the one hand, people tried out the service in 

question for the first time, and on the other hand, this was the very first 

experience of an advanced mobile service for most of them. Behaviour is formed 

to a large extent at the intersection of schemes created by the consumer and the 

existing material resources (mobile services and the user’s own skills). This 

element of practices can be best studied and understood by examining people’s 

thoughts about mobile services prior to use: what they think about mobile services 

in general and how they see themselves as mobile service users. Then again, this 

study does not really deal with everyday routines, but seeks to canvass what kinds 

of thoughts and representations the experience with a novel mobile service evokes 

in consumers.  

Performance is an essential part of practices. This refers to how things are 

done or how people act in different situations. This can include both conscious 

behaviour and tacit knowledge. What is of importance here is that the thing has to 

be experienced first-hand in order to gain adequate understanding of it. 

Experience plays an important role in how profound an understanding a person 

acquires of a thing or a service. Playing a game is a good example of this. Let us 

imagine a game called Ultimate Frisbee. When you are told only the name of the 

game, different associations (ultimate fighting, beach Frisbee) are created in your 
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mind. When you are told the rules of the game, it gives you a degree of 

understanding of the game. However, your view of the game remains rather 

inadequate until after you have personally tried out the game. You can imagine 

yourself as a good runner or a good Frisbee thrower or catcher, but before you 

have tried it out, you cannot know what the game is really about. Thus, your own 

behaviour and experiences shape your practices. On the one hand, people 

compare their own performance with that of other people and their experience of 

how other people act in similar situations. In the present study, performance is 

approached from the perspective of consumers’ own accounts. Their actual 

performance has not been observed. This approach was chosen because the 

experience was unique to the users and it was important to keep the situation as 

authentic and undisturbed as possible. It also would have been possible to listen to 

the users’ own accounts and compare them with what they actually did in practice.  

The third level of practices is representations of things and services. In other 

words, the question we are asking is: what do things mean to people? The present 

study focuses on how the representations of a novel service are shaped after the 

user experience. Before having tried out a mobile service first-hand, people have 

virtually no idea of what exactly is meant by the term “mobile services”, and 

therefore they cannot form a very coherent opinion on them. This being the case, 

it is difficult to discuss the topic at all, and there is even a tendency to avoid the 

topic altogether. However, once people have the opportunity to test out a mobile 

service in a real user environment, a degree of understanding of it is immediately 

acquired. In addition, when they talk about the service in question, they also 

reveal a great deal about their perceptions toward mobile services in general in 

the process. After a person has tried out a service and shared views of it with 

others (for example with family and friends, and, as was the case here, with a 

researcher), representations are attributed to the service. In the context of this 

study, predominantly representations related to the following three things were 

created: technological artefact, self construction, socially constructed information 

society.  

The three abovementioned constituent parts of practices can be accessed 

through the understanding that people’s practices and are guided by 1) procedures 

such as rules and regulations, principles and guidelines; 2) tacit and conceptual 

understanding, i.e. knowledge of how one is supposed to act and talk, as well as 

knowhow; 3) teleo-emotional engagement, or the purpose and goal of an activity, 

its emotional impact; 4) objects or different artefacts such as the “origin” of 
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understanding. Doing, experiencing and understanding require things and objects 

through which practices can really come to existence.  

In the following pages, consumers’ thoughts on mobile services after a user 

experience are discussed. Different themes, both supporting and opposing mobile 

services, emerged during the discussions. At this point it is important to note that 

the analysis carried out on the basis of the interviews is based on the researcher’s 

interpretations that are informed by theories of technology acceptance, a model of 

practices that explains the causes and effects of human behaviour, the 

fundamental ideas of postmodern information society and, finally, the researcher’s 

own experiences of mobile services and aspects related to their development that 

have been shaped during this project.  

The reflection of analysis is based on poststructulistic interviews with people 

reporting their visits to the Housing Fair, where they used the Mobile Fair Diary 

service. Simultaneously, the interviewees reflect on their relationship to mobile 

services and technology in general and to the one they have tested in particular. 

The analysis of the qualitative part is divided in the following way. Firstly, 

consumers’ existing practices and behaviour in terms of the characteristics related 

to the Mobile Fair Diary are discussed. This part of the analysis combines the first 

two levels of analysis: familiarisation of interview texts and obtaining an 

overview of the interviews. Next, consumers’ experiences of using the mobile 

service at the Housing Fair are described after the initial in-depth data analysis. 

This part is divided into a total of six thematic sections that have been named by 

the researcher with notions from postmodernism. These are consumers’ 

descriptions and representations of the Mobile Fair Diary service they used, but 

they can also be seen as representations of mobile services in general. Thirdly, a 

summary is provided of how experience has an influence on emerging practices in 

a situation in which consumers have their first contact with a novel mobile service. 

Three themes have been extracted from the analysis of the consumers expressed 

representations: 1) information society, 2) the consumer him-/herself as a user of 

mobile services, 3) the importance of the existence of technological artefacts. 

Finally emerging practices related to novel mobile services have been identified 

from the interviews. Those are discussed based on practice theory by discussing 

the procedures, tacit understanding, teleo-emotional engagement and objects 

related to novel mobile service practices. The analysis attempts to accomplish an 

understanding of the emerging practices of mobile service usage.  

When thinking about the Mobile Fair Diary in the context of a housing fair, it 

is clear that people’s accounts will include references to practices that are related 
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to the behaviour at a housing fair, using a mobile phone, a computer and the 

internet. Next, the interpretations about experiences of using a Mobile Fair Diary, 

which binds together perceptions of consumers about all the aforementioned are 

introduced. This part of the analysis is mainly based on researcher’s overall 

interpretation after discussions with the consumers. Furthermore, it is largely 

based on the researchers’ own experience and observations considering that the 

consumers at the housing fair are trying novel mobile services. The role of this 

part of the analysis is to set the scene to try to identify the emerging practices. It 

needs to be noted that the interpretations presented next considering mobile 

phones, computers and mobile services are highly context related as they are 

discussed through the experience with the Mobile Fair Diary. 

Housing Fair 

The main purpose of the Finnish Housing Fair Co-operative Organisation is to 

improve the quality of housing and living conditions in Finland by providing 

information on housing-related issues, promoting the industry skills and 

organising annual Housing Fairs and Holiday Home Fairs. 

(http://www.asuntomessut.fi/yleistieto/). Housing Fairs have been organised since 

1970 in Finland and they have become a tradition. In general, the majority of the 

visitors to housing fairs come from the area near the fair venue, and the Oulu 

Housing Fair was no exception, because the majority of visitors came from the 

Province of Oulu. Some visitors to the fair are planning to build a house of their 

own and some others intend to renovate their home. One third of the visitors 

reported having made the decision to attend the fair as much as six months in 

advance, or even at the time of the previous fair. One third of the visitors to the 

Oulu Housing Fair were first-time visitors. More than 94% of the visitors spent 

more than 3 hours at the fair and 40% at least 5 hours. 56% of the visitors looked 

at 21–30 exhibits1. 

 Thus it can be said that people who attend a housing fair have clear goals and 

objectives for the fair. And since the theme of the fair is interior design and 

building, there are numerous exhibitors and plenty to see, remember and learn. In 

order to aid visitors’ memories, the exhibition points almost without exception 

                                                        
1  Source: 

http://www.asuntomessut.fi/asumistieto/tutkimus/mssututkimus/fi_FI/mssututkim

us/ 
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offer a variety of brochures that visitors can take with them. In addition, the 

visitors have often equipped themselves with digital cameras and pen and paper to 

gather more detailed information. People proceed on the basis of these practices 

at the Housing Fair.  

“Something like that, taking notes for example, that you don’t have pen and 

paper and you can write down the ideas that come to your mind and they are 

stored somewhere, is important at housing fairs...” (Female, 51) 

The Housing Fair area is large and includes dozens of buildings and apartments. 

In order to assist visitors to the fair, the houses are numbered and people are 

encouraged to view them in a certain order. Similarly, inside the houses routes are 

marked out to follow. These procedures aim to make a visit to the fair as easy and 

enjoyable as possible. When people have to proceed in sometimes long lines 

through the Housing Fair area, the opportunity to take notes and pictures 

effortlessly is an essential part of the housing fair experience. Brochures and 

prospectuses are collected in bags, digital cameras are flashing as people take 

pictures here and there, and pens are flying over paper as the visitors try to write 

down the names of interesting manufacturers. The purpose of the trade fair is to 

provide people with all the interesting and important information effectively, but 

in such a way that the long visit still remains entertaining.  

To sum up, viewed from the perspective of practices, a housing fair situation 

is a somewhat uniform experience for visitors. Before arriving at the fair, people 

are aware of the fact that there will be a lot of exhibits and that plenty of time will 

be needed to pass through them all. Of course practices may vary from person to 

person to some extent, but in general people are aware of the purpose of the fair 

and behave and proceed according to the given rules at the fair. On a busy day 

this seems to be the easiest solution. The Housing Fair Organisation has designed 

the Housing fair route so that both the visitors and the exhibitors benefit as much 

as possible. Even if at a housing fair for the first time, visitors soon become aware 

of how they are expected to behave there. A fair guide with concise descriptions 

of the exhibits is available. It also includes a great deal of additional information 

on the event.  

Thus, people behave according to the given rules at fairs, but their 

understanding of the event is deepened by observing other visitors as well. People 

are aware of the fact that they should avoid touching any of the exhibits and that 

they should move and act in such a way that no damage is done to the houses and 

apartments. There are people everywhere and therefore it is important to take the 
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other visitors into consideration. For example taking pictures should be done 

without disturbing other visitors. The purpose of the fair is to display building and 

interior decoration solutions, and therefore it is perfectly fine to express one’s 

opinions about them aloud. However, the unwritten rules of good behaviour 

dictate that one should state one’s opinions in an appropriate manner and address 

them to one’s own friends or family. Moreover, it is clear that the visitor’s own 

knowhow and skills related to building and interior decoration influence his or her 

experience of the fair as a whole.  

A visit to a housing fair is an emotionally charged activity. A housing fair is 

closely intertwined with people’s personal goals and wishes about what they 

could get out of the fair. People’s future building projects and interior decoration 

schemes place high demands on housing fairs. This being so, people are 

emotionally charged when arriving at the fair. Upon arriving at the fair, people 

often forget that there will be large crowds of people, and towards the end of the 

tour, being among the crowd can even cause feelings of frustration and anxiety. 

The amount of information available at fairs is also enormous, for some even 

overwhelming, and this for its part, can add to the pressure during the tour. 

Visitors to housing fairs are often accompanied by young children, whose feelings, 

wishes and physical resources add to the emotional charge of the day at the fair. 

Mobile phone 

For the purposes of this research, it is important to pay attention and to 

understand the nature of the practices at housing fairs. Furthermore, it is of 

importance to understand how the launching of the Mobile Fair Diary, a mobile 

service intended for the visitors to the fair, works out when we are dealing with a 

previously unknown mobile service which aspires to use in a relatively familiar 

setting.  

As far as Finnish consumers are concerned, it can be safely assumed that they 

own a mobile phone and know how to use it. According to statistics, virtually all 

the Finns have a mobile phone, and this has been the case for years now. An 

average Finn uses their mobile phone vigorously, but mainly for making phone 

calls and composing text messages. Advanced mobile services are used by only a 

small minority of Finns. Furthermore, most Finns own or have owned a Nokia 

mobile phone. The user interface of these phones is, thus, relatively familiar to 

everyone. When asked about the manufacturer or model of their mobile phone, 

people tend to remember the name of the manufacturer and some features of the 
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phone, but they don’t usually remember the exact model of the phone. People 

seem to be rather familiar with the features of their mobile phones. The features 

that are used a lot can be used almost automatically, but on the other hand, the 

mobile phone might also include features that the owner is not aware of at all or 

features that he or she cannot or is not willing to use. During the time the present 

research was conducted, cameras in mobile phones were still a novelty, something 

new and innovative that seemed to create a lot of added value for mobile phones. 

“You don’t know the model of your phone, but you know what features it has 

and does not have or you don’t want to or can’t use.” (Male, 76) 

As far as mobile phone use is concerned, it was interesting to see what people 

thought about the Mobile Fair Diary, a service that combines both familiar 

features and new and unknown features. The Mobile Fair Diary offered four 

different ways of taking notes. First of all, the service offered the visitor the 

option of taking pictures. So the service made use of the mobile phone’s camera, 

but not in the traditional way. It was possible to capture images but not to browse 

them. It was possible to see the images only later at home on a computer. 

However, taking pictures was every bit as effortless as it could be with a phone. 

Around the time when the empirical data for this research were gathered, cameras 

were becoming more and more common in mobile phones and this feature was 

familiar to many users. If a mobile phone owner did not have a mobile phone with 

a camera at that stage, the feature seemed at least to be interesting to him or her. 

Thus, the majority of people had positive attitudes towards a camera as a feature 

of a mobile phone.  

“I was so excited about the camera. I don’t own a digital camera and my 

mobile phone has no camera either, so it was nice to take pictures here and 

there. I think I must have taken some one hundred of them.” (Female, 45) 

The second most often used feature of a mobile phone for Finns is writing 

text messages. The Mobile Fair Diary made use of this feature, too. The starting 

point for the designers of the service was the presupposition that writing text with 

a mobile phone is such a familiar and self-evident activity to people that this 

particular feature might turn out to be one of the most popular ways of taking 

notes. Typing notes on a mobile phone also makes it possible to leave pen and 

paper at home. However, typing text on a phone is strongly linked to the 

equipment itself. The same manufacturer may have different solutions for 

rendering text on a mobile phone, one of them being the size of the keys. 
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“Yes, I did type something here and there. I think it was a good thing, because 

I send text messages with my own phone, too, but it was a bit different with 

the test equipment, though.” (Male, 76) 

The third way to take notes was phone dictation. The dictation feature is not 

generally used on mobile phones even though many models offer it. People are 

used to talking on the phone anywhere, but the idea of talking on the phone ‘as if 

to oneself’ is an alien idea to consumers. When mobile phones first came to the 

market in Finland, their launch sparked a debate about where and in what 

situations it was appropriate to talk on a mobile phone without offending or 

disturbing others. There are places in which talking on the phone is not socially 

acceptable (e.g. library, church, theatre). For this reason, using the dictation 

feature of a mobile phone in the context of a housing fair seemed strange to 

people. They are not used to dictation per se, even though talking on the phone is 

part of their normal everyday life.  

“There was this headphone, and I thought that there was a microphone in it, I 

didn’t get it that it was in the other end (laughs), so I talked to it. If I had been 

talking like this, in the normal way, it would have been like talking on the 

phone.” (Male, 76) 

“I was surprised by the dictation feature. I found it really nice, I didn’t come 

to think that you can actually talk to it. I have always thought that there is 

just text and image. I think it was good, absolutely, because it allowed you to 

tell more and more easily and faster than typing, especially because I’m not a 

fast typist, because I don’t write so many text messages, just some occasional 

typing.” (Female, 51) 

The fourth way to take notes at the fair was in the form of tags that had been 

placed among the exhibits all over the fair area. At the entrance of each exhibit 

there was a tag attached to a special sign, which made it possible to store it 

relatively easily. The outside tags reported to the mobile service the point at 

which the visitor was, and the following notes (dictations, pictures) went under 

the right heading automatically. There were tags inside the exhibits as well. The 

interior tags included different kinds of information packages, for example about 

manufacturers of kitchen fittings. So it was easy to collect information packages 

if the visitor found something of interest. Storing a tag on a mobile phone was 

easy; the visitor had to point at the tag (identification) with the camera of the 

phone, and if the angle was right, the tag was stored in the phone memory. In 
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principle the feature was easy to use, but it was previously unknown to the users. 

People had no knowhow or common practices to call on to use it. People were 

ready to try out this feature and understood its importance (in classifying the 

notes), so they were excited about it. On the other hand, the purpose of the tags in 

the interiors was less clear to users, and they were not used as much.  

“You were kind of expecting to receive some information on the small tags 

immediately.” (Male, 26) 

“The outside codes were nicer, because they had been placed more carefully 

and you had an idea of their meaning.” (Female, 28) 

The majority of the visitors to the fair used the Mobile Fair Diary service on a 

borrowed test phone. Phones could be borrowed, because at the time the research 

was conducted, only a limited number of users had mobile phones on which the 

mobile service could have been downloaded. It also seemed that the consumers 

liked the idea of borrowing the equipment right at the gate of the fair area because 

they were given a brief introduction to the service simultaneously. People also 

tend to think of their own personal mobile phone as a valuable and important 

device and they were not willing to interfere with its normal use. Even though 

borrowing a phone meant carrying another device, it seemed worth it because 

one’s own mobile phone was able to receive calls in the “normal mode” as normal. 

Installing unknown mobile services on one’s phone is not a common practice, so 

people feel that it is safer not to risk their phones with such things.  

“Now that I think of it, maybe it would have made more sense to use it on my 

own phone. You are used to your own phone and you don’t get so irritated 

while using it in a new situation.” (Female, 51) 

Certain expectations are set for mobile phones, even though their physical 

limitations are also known. On the other hand, borrowing a phone was an exciting 

experience for some visitors, especially if their own phone was a basic model 

without a camera and so on. Then again, new equipment brings certain difficulties 

with it, in the form of an unfamiliar user interface, or from the perspective of use 

in general. Learning to use the equipment is a prerequisite for learning to use a 

mobile service.  

“The display size was okay, a bit bigger than the one I am using now. It took 

some time to get used to the keys, in order to move in a certain way and so on, 
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key here key there, press this one now, but I got used to it quite soon. After all 

I am quite familiar with Nokia phones already.” (Female, 29) 

Practices related to phone use have been transformed radically through the 

increasing use of mobile phones. People can use them to the degree that is 

meaningful and necessary in their lives. Some people are heavy mobile phone 

users who don’t only make calls but use all possible message sending options, the 

radio, the camera, the games, the calendar and the reminder feature, whereas 

others use their mobile phone only for making calls. Many emotions and goal-

oriented activities are associated with mobile phone use. Some people give 

nicknames to their mobile phone, buy individualized covers and mascots for them, 

change ringtones and the background image. When a mobile phone gets lost, it is 

often more than a mere material loss. Hence, the mobile phone has established its 

position in people’s lives, for some it is more important, for others less so. Mobile 

services, for their part, seek to bring some added value to this artefact that is 

already so precious to consumers.  

Computer and The Internet 

The Mobile Fair Diary service consisted of two parts: first the user tested the 

mobile part and after that looked up the results on the internet. Thus, the service 

as a whole can be considered a ubiquitous solution. The present study focuses 

mainly on the use of the mobile part and the experiences gained from it. However, 

bearing in mind that we are dealing with an information gathering service and that 

computer and the internet constitute an essential part of the service, it is necessary 

to briefly discuss the Finnish consumer’s relationship to the computer and internet 

use in proportion to the section on mobile service use.  

Finns are relatively familiar with using a computer and the internet. Many 

need a computer at work on a daily basis, and a number part of households have a 

computer and internet access at home. Finland can also be considered an 

advanced country in that there are computers and communications virtually 

everywhere. Schools and public spaces are filled with opportunities to use these 

technologies, and so people use them a lot, or at least they are aware of the 

opportunities they present. It can even be said that one challenge to mobile 

services is the ubiquity and availability of computers and communications. People 

are already used to computers, fast communications and their ease of use and 

regard them as self-evident. People have become skilled assessors of the quality 
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of web sites, and therefore consumers are becoming more and more particular and 

exacting in this respect. Once a consumer lands on a web site, it has to capture the 

attention immediately, and the navigation has to be easy to follow. Response 

times have to be fast and everything has to work flawlessly, otherwise the 

consumer is likely to be rapidly disillusioned.  

“The internet part was quite difficult, or maybe difficult is not the right word, 

but we were irritated because everything didn’t work immediately the way we 

thought it would.” (Male, 26 and Female 20) 

“Using mobile services doesn’t necessarily seem meaningful, because as soon 

as you are at home or at your workplace, you’ll be able to look everything up 

on the internet. It has to be something really important if you are going to 

look it up on your mobile phone with a slow connection and a small display. 

And I don’t think they always work that well.” (Female, 45) 

When people try out a service that combines a mobile part and an internet part, 

the first one is unknown and needs to be learned. It should not be too complicated, 

but on the other hand, it is more easily given a chance to surprise in a positive 

way. It is understood that mobile services are a developing area of technology, 

and people are aware of the fact that it may well be ‘the thing of the future’. 

Mobile services can easily be compared to computers and the internet that broke 

through not that long ago, and people can still remember the related problems, 

some of which remain unresolved. The challenge mobile technology is facing is 

that the general public will be interested in familiarizing themselves with mobile 

technology only after the problems have been eliminated or when it becomes a 

necessity.  

“A mobile service is like what the internet used to be; not so good, expensive, 

slow.” (Female, 51) 

“If you have the patience to deal with the mobile equipment, you’ll get to 

your familiar computer.” (Male, 76) 

Computer and internet use differ from mobile phone and digital camera use in 

many ways. Of course the opportunities and threats they offer are quite 

different,and these are experienced in very different ways. For example the 

growing number of computers at workplaces has changed practices radically 

during recent decades. Increased computer use is also linked with the fact that it is 

not solely up to individuals whether or not they use a computer. They have to get 
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used to them at workplaces, and today a great deal of information is available 

only via the internet. For this reason, the majority of the Finnish working-age 

population and younger people have had the opportunity to, or have been obliged 

to, enter the world of computers. Todays people have very different IT skill levels, 

as young people have grown up with computer technology and older ones have 

been forced to learn to use them, and so evaluate their own proficiency in 

proportion to their own skills and goals. An individual can have a fairly good 

level of skill, but that does not equate with an expert level. Those who use a 

computer at work and those who are preoccupied with computers during their free 

time can have varying skill levels, and you have to get to know the people in 

order to understand what their actual skill levels are. In any case, in modern 

society there is a general trust in people’s knowhow and their ability to acquire 

and distribute knowledge via the computer and the internet. This creates pressures 

on both service providers and requesters, albeit also the opportunities are 

manifold.  

Mobile services 

Even though mobile phones are an integral part of consumers’ everyday lives, 

only a few of our respondents had had experience of more advanced mobile 

services before the occasion of the Housing Fair. People who have a positive 

attitude to technology in general or are interested in (mobile) technology in 

particular, may be somewhat acquainted with mobile services. They might even 

have tried them out, or at least have tried to keep up with the latest technological 

developments via different sources. It is quite regrettable that even the word 

mobile service does not evoke many images in people’s minds. This may be due 

to the fact that in the Finnish language the equivalents for “mobile phone” 

(“kännykkä” and “matkapuhelin”) are not directly associated with the 

word ”mobile”. Even though people use the basic forms of mobile services, for 

example text messaging, on a daily basis, they do not really actively associate that 

with utilising a mobile service. Similarly, using an internet service via a mobile 

phone does not seem to fall into the category of mobile services in people’s minds. 

If a consumer has experience of a single mobile application (in this case the 

Mobile Fair Diary), the service or the brand in itself may be so strong that even 

that is not perceived as a mobile service.  



 211

“About mobile services I have to say that I have used them only a little. In 

fact, this is probably the first time I am using them, mobile services.” (Male, 

35) 

“Well, there is GPRS, but I haven’t used anything else.” (Male, 60) 

The unfamiliarity of mobile services, and by extension mobile technology in 

general, to consumers is also reflected in the speech and language they use when 

talking about the abovementioned subjects. There seems to be a tendency to 

explain the thing without mentioning the word mobile service at all. “It”, “this” 

and “that” are words commonly used when referring to mobile services. 

Moreover, the term mobile services is substituted for another word such as 

“equipment”, “thing”, “gadget”, “thingy”, “(image) phone”, “contrivance” and so 

on. It is clear that it is impossible to form a coherent image about something 

without personal experience of the thing. Talking about strange or even difficult 

things, especially using the right terminology, can be very challenging to 

consumers. When studying non-existing mobile services, it is possible to get more 

useful information from consumers on their attitudes to possible mobile service 

use when they have at least some kind of experience of them. It is easier to talk 

about a mobile service, or any other service for that matter, when the consumer 

associates it with a specific experience. When conducting the interviews, at first it 

was challenging to get people to talk about mobile services and technologies, but 

once they were asked to talk about their experiences of the “phone”, they had a lot 

to say. The technical terminology used by the interviewer occasionally confused 

the interviewees, but they could ask about unclear meanings, and on the other 

hand, in their own speech they often used their own substitutes for the technical 

terms.  

“Mobile services, what a fine word. Erm... what were they again, mobile 

services?” (Female, 29) 

Once consumers have been told what is meant by mobile services, they display 

varying perceptions toward them. On the one hand, people seem to be rather 

suspicious about the new technology, because it is not widespread yet and they 

have not heard much of it. It seems that mobile technology is easily dismissed as 

unnecessary nonsense or something that is still too difficult to use. The general 

attitude seems to be that mobile technology is targeted at those who are interested 

in technology and ‘have the patience to tackle new things’. As far as the general 

public is concerned, advanced mobile services have not yet been met with much 
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enthusiasm. On the other hand, when consumers are explained the meaning of 

mobile services, they also can display open-minded attitudes towards those 

services. It is understood that technology develops at such a rapid pace that it is 

entirely possible that in time mobile services will become more common, and that 

they will probably develop to such a degree that consumers will have little 

difficulty imagining using them in the future. Positive attitudes are more easily 

directed at the future than at the present day situation. “Maybe in the future...” is a 

phrase that is generally used. However, at present it does not touch the lives of 

many people.  

“Well, yes, I think that the majority of people still use a phone only for talking. 

And they don’t even want to use it for anything else.” (Male, 39) 

It is worth exploring what kinds of changes in practices mobile phones have 

brought about so far and what kinds of practices are likely to emerge naturally. 

The mobile phone practice that has probably most profoundly transformed 

everyday life is that we are no longer as tied to time and place as we used to be. 

We can communicate with others virtually from anywhere. On the other hand, we 

have the chance to reach a person regardless of time and place. Then again, 

practices of the contexts in which we establish a connection with others via 

telephone have changed as well. In the time before mobile phones, travelling on a 

bus was an essentially silent activity, passengers may have been reading a book or 

maybe there was some subdued conversation with the person sitting alongside. 

Today’s bus is yet another place where you can perform different tasks or 

maintain personal relationships via a mobile phone. Another example of changed 

practices is use of the clock, or, to be more precise, time management. Inventing 

the clock greatly influenced the way in which society was organised and 

structured. Fixed appointments structure our day and, precisely because of the 

clock, we are more firmly integrated into everyday life. Now in the age of the 

mobile phone, the clock and the time are, of course, still important to us all, but 

our way to relate to them has changed. The mobile phone has brought about the 

possibility to change fixed appointments flexibly and to make suggestions to 

others more spontaneously. It is no longer so important to plan everything 

precisely and well in advance, but things can be agreed upon more loosely, and as 

the appointment draws closer, it is possible to agree on the details. And here 

closer may even be a matter of minutes.  

People do not have experience of advanced mobile services, and for this 

reason, there have been no opportunities to really shape any related practices. 
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People have no experience in the practices of mobile service use other than using 

the terminal equipment, and therefore it also dominates their comments about 

mobile services. It is commonly thought that because the display is small, the 

speed is low and the keyboard is unpractical, mobile phone is only suitable for 

basic use. Due to a lack of experience as well as the scarcity of mobile services, 

people tend to be suspicious of mobile services. Without experience of advanced 

mobile services, people do not have an adequate understanding of the degree of 

knowledge and skills needed for using mobile services in general. It is difficult to 

talk or even think about them without appropriate experience. Without experience, 

all you can do is to imagine what it could or could not be. Thoughts in general are 

linked to what one can achieve or not achieve through mobile services. You can, 

for example, think about mobile services from the utilitarian viewpoint without 

arriving at the idea that an entertaining service could in some cases be even better, 

or that the utilitarian and entertainment aspects could even be combined.  

“You tend to think that mobile services are complicated and cumbersome, 

especially if you are not familiar with the equipment.” (Female, 51) 

“Maybe my attitude has been that they don’t always work properly and that 

something bad will happen anyway if I look something up. But nothing like 

that happened, so it was a positive surprise (laughs). That it actually worked.” 

(Femal, 45) 

What, then, inspires people to try out a new and suspicious mobile service? 

Usually trying is easier if someone from an individual’s circle of acquaintances 

suggests it. Someone having had a positive experience of a mobile service 

encourages others to try it out, too. A recommendation from a relative or a friend 

can act as an impetus for trying out mobile services, but in general, a person’s 

own willingness is the starting point for trying out new technologies. If a person 

does not have a clear enough idea of the value of the mobile service to him or her, 

the strongest motivation to try out a mobile service is ‘pure interest and curiosity’. 

That being the case, when a mobile service has been designed for a certain 

context, the testers should be told what definite added value the mobile service 

brings to the situation. Showing tangible benefits is the best way to inspire people, 

especially if it is simultaneously possible to convince them of the ease of use of 

the service. Putting emphasis on the service as mobile technology does not bring 

any added value to consumers, but, instead may even scare them away. It is worth 

noting that the most important point is not to emphasise the immediate results and 
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benefits offered by a specific service, but to explain what effects mobile services 

have from the consumer’s perspective, in other words how existing practices in 

their lives could be transformed through the use of mobile services.  

“I enjoy trying new things and I seize an opportunity if I see one.”  

(Henry, 42) 

“When I come to a new situation in which I am offered a mobile service, I 

would like to know what is there in it for me. Does it require time or money? 

And then if the thing looks interesting, why not. ” (Male, 39) 

“But I knew that because there is so much to see in just one day, it would be 

good to take some kind of notes. Otherwise you can’t enjoy the event and look 

around because you have to proceed all the time.” (Female, 29) 

Even though people do not have much experience of advanced mobile services so 

far, even one single experience can evoke many different thoughts and feelings 

about mobile services. On the basis of consumers’ accounts, user experiences can 

be interpreted. It is possible to explore how people used the mobile service and 

what kind of an experience it was for them. These experiences are recounted in 

relation to other people and other everyday practices. And simultaneously, 

representations are created for mobile services. Regardless of the relative 

unfamiliarity of advanced mobile services to the general public, people’s 

perceptions to mobile services vary quite a lot, even surprisingly so. 

Technological developments in general have brought about both positive and 

negative developments in our everyday lives. People have seen the high tech 

industry soar over the past couple of decades and they are aware of the fact that 

technology can also be surprisingly easy to use and beneficial to everyone. It is 

understood that even though mobile services and other technologies have their 

complexities and it takes time to learn to use them, they also have potential and 

they open up new opportunities.  

In the following thematic analyses have been made, based on the discourses 

with 15 consumers who used the Mobile Fair Diary at the Housing Fair. The 

alternative poststructuralistic approach has been utilized for analyzing consumer 

emerging interest on mobile services. Drawing from these interviews there can be 

found six themes, which have been named by ‘postmodernistic’ terms. These 

themes give an overview of the consumer experience on using the novel mobile 

service for the first time. Later on there will be empirical reflections on the 

practice theory.  
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7.2 Diversity – people’s relationship with technology 

It seems that people are aware of the fact that they live in a world in which 

everyday life is immersed in technology. However, they do not want to be lead by 

the technology, but instead they want to themselves define how much and in 

which situations they want to use technology. This is complicated, because the 

advantages and disadvantages of technology are unclear, and for this reason the 

general discussions concescerning technology mainly indicate what kinds of 

feelings and, perhaps, expectations people have of technology. Related to this, in 

terms of technology use and skills, people tend to categorize themselves as 

pioneers, beginners or as someone who is not interested in such things. This 

categorization arises from the person’s everyday experiences of technology and 

how he or she sees his or her own technology use compared to that of other 

people.  

“I would say that I’m quite good at learning new things if I want to. However, 

I haven’t learned this thing, or I’m not interested enough in it in order to 

spend all my evenings on the computer. I do have many friends and 

acquaintances who are very interested in these things and spend a lot of time 

with them and can do a lot of things. Also useless stuff.” (Male, 42) 

The current performaces with mobile services are spoken of mainly at the level of 

enthusiasm an individual displays towards mobile technology. The degree of 

enthusiasm is also indicated by the feelings a person displays towards the issue. 

People who do not apprecieate the technological invasion of the modern world, 

seem to be uncertain with technological novelties. On the other hand, people who 

feel that they are open to new technology feel more confident about using it. By 

being open-minded a person can indicate his or her positive attitude towards 

future technologies.  

“Even though I might sometimes feel like I am suspicious about it, I think I 

still am quite courageous to try them out. I mean... I think I might be even 

more courageous than others... well... for example at that Housing Fair, err... 

a few people were looking at me curiously, wanting to find out what I was 

doing when I took one and took pictures, and I was like, the thing is that you 

get a phone and other stuff from there. But I would say they were much more 

reserved, like, Is that so, I see. Can you keep the phone? Of course not! 

(laughs) ” (Female, 29) 



 216

Consumers understand the limitations of their knowledge of technology, but on 

the other hand they have their ways to explain it away. It is interesting to note that 

people do not usually blame themselves for their lack of skills, but rather, they 

blame the equipment or the service they are using. If a technology is too complex 

to learn, there is no desire to blame oneself for it. In today’s hectic world, people 

want technology to make life easier, not to make life even more complicated. 

Therefore technology expected not to be time-consuming or produce 

disappointing results.  

In addition, they are aware of the fact that they are surrounded by 

accompanying instructions and people who can help them if needed. People are 

conscious of their capabilities with technology and they are subconsciously 

evaluating their skills compared to others. People have strong beliefs if they 

belong in the category of skilled people or people who need help. People who 

believe themselves as a technology user are enthusiastic about the technological 

novelties, and if they have problem with it, they easily get bored and want to wait 

for more advanced versions of the technology. On the other hand, if people see 

themselves belonging to the latter group, they usually have people in their circle 

of acquaintances, who can give them advice and tips with technology issues. At 

least they imagine that certain people will be able to help if they encounter new 

and surprising things in the field of technology. However, sometimes people tend 

to think that their acquaintances’ skills are better than they actually are. Older 

people in particular tend to compare their skills and knowledge to those of the 

young. They use their age as an argument when talking about their inadequate 

skills and often decide whether it is still worth learning a new skill or not on the 

grounds of age. They know that the younger generations become immersed in the 

world of technology at an early age, which is quite different from the norm when 

they were young, and therefore the aged trust the skills of the young.  

“I do suppose that young people can do these things better. They have been 

born and raised in a world in which computers and mobile phones have 

always existed.” (Female, 45) 

“I enjoy trying and testing everything, but I am not that good. Fortunately, I 

have children and grandchildren who I can turn to if I can’t do something. In 

fact I have begun to experiment with these things because I have been 

inspired by them. I am already so old that I won’t learn anything much 

anymore, but the future is there for the young and they will surely do a lot. ” 

(Male, 76) 
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In conclusion, it seems that people are aware of the fact that they live in a world 

in which avoiding technology is impossible and that its use is increasing or at 

least going through constant transformations. How eagerly they familiarize 

themselves with technological novelties such as mobile services is a matter 

largely determined by people’s enthusiasm. In addition, understanding mobile 

technology depends to some extent on the potential that users see in it and their 

perceptions to it. People seem to trust their own and their relatives and friends 

enthusiasm the most. One’s own skills are compared to those of other people and 

in so doing one can identify oneself as a user of technology. Consumer tries 

actively to understand his or her own role in the mobile service environment.  

People understand how well they can deal with the existing technology that is 

already present in their lives. However, in the case of mobile technology, where 

its existence is barely known, the understanding of one’s own skills is largely 

based on perceptions and level of belief that the technology in question has 

potential to deliver benefits in the future. Overall it can be stated, that when 

coming in contact with novel mobile services, the general tendency seems to be 

that people want to see themselves as rather open-minded regarding new 

technology. People seem to accept the idea that one building block of their 

identity is their attitude toward technology. The relationship with technology is 

not the only element upon which they construct their identity, but in todays’ world 

technology is inseparable from our understanding of self.  

7.3 Omniscience – fulfilling expectations  

In the ideal case, a mobile service that functions in a certain context can bring 

added value to consumers. The Mobile Fair Diary was designed to improve the 

quality of a visit to a housing fair through allowing easy note-taking, storing and 

sharing. The service was clearly useful to the users, but not a necessity, as it was 

possible to enjoy the housing fair without it, too. As a mobile service experiment, 

the Mobile Fair Diary opened up new perspectives to its users and evoked 

thoughts about the potential of mobile services, and by extension, mobile 

technology in general.  

The demands on mobile technology and services are great. People are willing 

to give them a chance, but the criteria people apply as prerequisites of regular use 

are often close to impossible to fulfil. Firstly, the services should be easy to use so 

that the use would not require any extra effort. Secondly, in order to render the 

user experience meaningful, it should be in alignment with the person’s own 
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interests. However, people are not willing to give technology the power that it in 

itself would create demand. At their best, mobile services would therefore be 

useful, easy to use and special in some way.  

“New technology as such is not interesting. Especially because it is 

everywhere and you should be learning new things all the time. There is not 

much time to learn to use it, so learning to use it must be made easy. However, 

this alone won’t be enough. I would like it to be linked with my own hobbies 

and interests, because there’s no time for anything else. It should have 

something exciting to offer.” (Male, 26 and Female, 20) 

Despite its relative simplicity and ease of use, the mobile service offered at the 

Housing Fair required some learning efforts, but people grasped the usefulness 

and potential inherent in the service fairly soon. Excitement and enthusiasm grew 

when people found out how the end result would enrich their experience of the 

visit to the Housing Fair and further motivated them to try out the service. Instead 

of price, reliability, or for example how fashionable the product was, the 

consumers emphasised usefulness as the most important property of mobile 

services in the interviews. Usefulness was mentioned both in the context of the 

mobile service the users tested and in the context of mobile services in general. 

Usefulness was defined by consumers as the acceptability of practice, ease of 

adoption and how well the service(s) fulfilled their purpose.  

“I’m not using them yet, because these mobile services, for the most part, are 

entertainment and I don’t really use entertainment services. But as far as 

utilisation is concerned I always, well, especially if something comes, but 

otherwise I would think about it for a long time before deciding whether to 

use it... ” (Female, 28) 

“Usefulness is the most important motivational factor, at least at the moment, 

because there are so many other things in life that you don’t really have time 

to get into anything that is not useful.” (Male, 35) 

“That mass of things that we saw, we took a look at all the exhibits, it was 

such a hustle and bustle. Towards the end you were totally dizzy, you could no 

longer remember where you had seen and what. So after all, the Mobile Fair 

Diary was very useful.” (Female, 51) 

The amount and quality of information are in general equated with each other, 

especially these days when our society is referred to as the information society or 
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knowledge society. The nature of many things has been transformed because 

information can be created, shared and distributed through various new channels. 

It has even been said that there is an overload of information; information that is 

by no means all relevant or that can even be detrimental. Filtering the essential 

information for one’s own purposes is the most important task in rendering a 

mobile service truly useful. Even though the usefulness aspect is emphasised 

when talking about high technology, it is not the most important aspect to 

everyone, but it is also expected that mobile services and other technologies 

would bring other kinds of added value as well.  

“At a housing fair, there is such a flood of information for the eyes and the 

ears that it is difficult to stay attentive after the first couple of houses. And on 

the other hand, there is so much useless information, too. You need to 

immediately adopt the attitude that you will pay attention only to the things 

that interest you and don’t try to remember everything.” (Female, 38) 

“... I still haven’t become interested in receiving pure information. You can 

get the information you need by making a phone call or get it from the 

internet... I mean it is no use involving a phone with it.” (Female, 29) 

Usefulness seems to be a more socially acceptable reason to use mobile services 

than simply to admit that one wants to entertain oneself. It is easier to tell others 

that the service is useful rather than merely entertaining. On the other hand, the 

entertainment element is emphasised in people’s speech in other ways. Even 

though they do not state it explicitly, the fun factor of the service emerges in 

many ways. Hidden feelings also surface better when talking about the service 

from the entertainment perspective. In addition, pleasant activities and playful 

contests, laughing at oneself as well as aesthetic aspects also emerged from 

responses on the Mobile Fair Diary. 

“…(the) Mobile Fair Diary was a nice addition to the fair experience. It was 

interesting to test out a new gadget and see if it actually works. The 

experience was fun for us in every way, because we could talk over it 

together.” (Male, 26 and Female, 20) 

“I was happy to be able to try out the service. I was amused when I was 

walking around with the phone, taking notes in different ways. The entire fair 

experience became somehow more perfect. I would have managed without it, 
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but following the route like this was absolutely much more fun. Not necessary 

but more fun.” (Male, 42) 

If a mobile service was truly useful to the user, in other words so useful that the 

experience would be unsatisfactory without it, other qualities would probably not 

matter so much. On the other hand, the Mobile Fair Diary received a lot of praise 

for its ease of use. In fact, people seemed to be extremely positively surprised, 

which in itself might also be an indicator of low expectations. The instruction 

sessions provided to the users prior to the experience were not alone enough to 

convince the testers of the usefulness and ease of use of the service. They had to 

experience the service first-hand. They had to put their skills to the test and when 

it turned out that the mobile service was easier to use than they had expected, they 

were positively surprised.  

An interesting aspect that emerged was, however, that even though the users 

perceived their own experiences of mobile technology as inadequate, regardless 

of this they associated the level of difficulty of use with the service itself. People 

did not blame themselves for their inadequate skills. If the service had been 

highly complex, people would not have perceived themselves as poor at using it, 

but rather, people would have expected the mobile services to have such an easy 

to use interface that there would not be problems even for those with poor skills 

and understanding of the subject. As far as the ease of use is concerned, it is worth 

mentioning that the ease or difficulty of use is more closely connected to the 

mobile terminal equipment than the mobile service itself.  

“I think the thing is that trying out new things is fun. However, if it is too 

difficult, enthusiasm wanes easily. It has to be easy to use the equipment. 

Usefulness is a plus, but it is not enough if it is too difficult.” (Female, 45) 

In conclusion it can be stated that people seem to expect mobile services to be 

virtually all things to all men. They should be useful to the extent that learning to 

use them and remembering how to use them is easy. They should be effective 

tools for collecting and distributing information. In addition, they should have no 

bugs and they should be attractive to the user as an individual. In addition, people 

should feel good about using them. In tandem with usefulness, terms such as 

attractiveness, availability, and ability to be of service were mentioned. When 

talking about all these qualities, it is important to bear in mind that for example 

usefulness and ease of use are broad concepts which can, in a way, be considered 

self-evident. However, it should be remembered that these concepts are subjective 
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notions of things and it is difficult to please everyone when developing mobile 

services.  

As far as today’s information overload and its management are concerned, 

even though technology – the internet, search engines and the like – have created 

new opportunities to acquire information, there are probably not yet enough tools 

for acquiring personalized information. The rapid moving of information from 

one place to another, not to mention the practices of distribution of information 

(e.g. e-mail), have changed the nature of our society radically. Mobile terminal 

equipment is already used to some extent for the purposes of receiving 

information and distributing it rapidly. Hence, mobile services are seen as having 

potential to receive and store “information on demand”. When the social aspect is 

added to this, in other words how one’s own information can be quickly and 

effortlessly shared with others, people’s practices are again ready to change.  

In conclusion it can be stated, that consumers are more demanding than ever 

before. And when considering the technological artefacts and services, which are 

nowadays available even more than ever, the expectations are growing all the 

time. This reflects rather well todays’ endless possibilities. People can ask 

whatever they want and they can feel however they want. They are even 

encouraged to react critically and individually. When considering the mobile 

services of the future, they have all the power to review and study the offerings. 

In addition, all the individuals can construct their own opinion and meaning about 

mobile services.  

7.4 Fragmentation – helping to manage everyday life 

Mobile services have not yet become an integral part of everyday life, but service 

providers have high expectations regarding them. In order to make mobile 

services attractive to the general public, mobile services have to fulfil many 

expectations in order to be able to bring added value and so encourage people to 

use them. However, mobility itself is not attractive at the moment, and is 

overshadowed by the computer and the internet in several respects. Tools that are 

faster and more diverse than mobile services are available everywhere and their 

use is affordable, quick and familiar to many. However, consumers see mobile 

technology as having potential through which its use could become more 

common and become part of everyday life.  

When talking about mobile services in general and hypothetically about the 

opportunities they might open up, the hectic pace of everyday life is mentioned in 
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discussions. People cannot articulate the need for single mobile services but they 

have expectations regarding them in general. For example, people expect mobile 

services to make life more effective. Technology is not understood, but it is 

expected to work all by itself if it is really to facilitate everyday life. People seem 

to believe in the future potential of mobile services, but at the moment mobile 

services are still considered to be in their infancy.  

“Well, you have your mobile phone with you all the time. And from that 

perspective I would say that it could have a great deal of potential... It is 

difficult to say in which way, but it would surely make everyday life easier if 

there was a possibility of receiving the information you need on your mobile 

phone rapidly, or if it would make life easier in some other kind of way. ” 

(Male, 26) 

“Even though I’m not that young any more, I’m not afraid of technology. 

When it comes to using mobile phones, I think I am rather open-minded. I 

believe that people who design these things know what they are doing and try 

to invent all kinds of things. On the other hand, I don’t have any positive 

expectations either, because I can’t think what they could be.” (Male, 76) 

In order to be able to become part of everyday life, mobile services should fill 

gaps in people’s lives. Mobile services are more or less expected to bring added 

value to existing everyday things such as work or leisure time activities, and 

through them they could shape the existing practices. However, people think it 

entirely possible that mobile terminal equipment and mobile services of various 

kinds will be truly integrated into everyday activities. After all, many everyday 

activities revolve around a specific thing or an object. It is perfectly normal that 

objects take relatively important roles in our lives. Through them we build our 

environment and our social dimension.  

“It wouldn’t bother me even if... I had more to do with my mobile phone. It is 

the same thing, if not even easier, to look for information on a phone that is in 

your pocket than to seek out a book or a computer.” (Male, 60) 

“I’m thinking of this mainly from the perspective of attractiveness, so things 

that I find interesting are sports, news, stock exchange quotations, 

location...maybe those were the most important ones.” (Male, 39) 



 223

“My friends always wonder why I have got a new mobile phone and all kinds 

of additional stuff for it. I think it’s fun to have a different and individualized 

mobile phone compared with the others.” (Female, 38) 

“Well, if things would develop in this current direction, that there would be 

more nice and useful things such as this one, I could imagine using them even 

on a daily basis. And especially now that I have been preoccupied with 

painting and stuff like that, and all things aesthetic are interesting to me, it is 

somehow so great, this thing, to wait for the pictures..” (Female, 29) 

However, at present mobile services are so unknown that people do not really 

appreciate them, and so people do not test new mobile services. A lack of 

experience – both on the part of users and their families and friends – tends to 

contribute to the unwillingness to try out mobile services. Everything that is 

unknown seems to be scary and objectionable, but once we have at least heard 

something of a thing or better still, familiarized ourselves with it to some degree, 

we can give new technology a chance, if only on the level of thought. After all, 

mobile services are still an unknown quantity even though nearly everyone 

already has a mobile phone.  

“We have talked about it a bit at work, for example, and most of my co-

workers are women, so many don’t even know what it means. And they think it 

is totally useless, but if you think that these days everything develops, 

technology, so why not make use of text messages, for example, that everyone 

has ? Anyway, if it is fairly affordable. I think it is crazy to resist something 

like this.” (Female, 51) 

When talking about technology and its development, interviewees often 

associated the subject with television, household appliances, computers and other 

automated devices such as cars. It is interesting to note that mobile phones in 

general are not regarded as highly complex devices, but then again, people are not 

able or willing to utilise their full capacity. The again mobile services are 

compared to websites, and they are regarded as clearly less advanced than web 

sites that can be browsed on a computer. Even though equipment and other 

resources (for example connections and the speed at which they operate) are 

improving all the time, the currently available services and their use have not 

convinced people so far. The present conception that people have of the content of 

mobile services is the same, whether they are familiar with the services in 

question or not. People do not know and do not bother to find out anything about 
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the content of mobile services before other things, such as usability, have been 

brought to a level of relative comfort and ease of use.  

Mobile services are mainly used and talked about by engineers who use such 

complex terminology that it leaves the average person downright stupefied. 

Mobile services seem complicated, and even if instructions and guidance were 

available, people do not even want to get to know the services unless it is 

absolutely necessary. It is difficult to offer and sell mobile services to consumers 

because there is no shared vocabulary for talking about them. No general 

vocabulary and expressions have developed around mobile service use that people 

could use in their everyday conversation. Service providers and experts of the 

field of course know what they are talking about, but the vocabulary has not yet 

entered everyday language. Cultural practices related to mobile service use have 

not emerged yet. In other words, practices, or, to be more precise, their absence, 

indicate that today’s mobile services are not good enough to appeal to the masses. 

On the other hand, if people have had the opportunity to get to know a good 

mobile service, they might have dismissed it as too expensive or too complex to 

use. If then even people in the individual’s circle of acquaintances have confirmed 

this view, and even though there is not much talk about these issues, it is 

generally known that mobile services have not yet reached the level at which they 

could appeal to large number of people.  

”I hate all those commercials where they talk about these new gadgets by 

using the technological jargon.. I don’t get it, so I don’t really appreciate it.” 

(Female, 29) 

“Mobile services have poor usability, they are slow and even expensive.” 

(Male, 39) 

It is believed that mobile technology has potential, and therefore it cannot be 

completely rejected. Naturally, people want to get as much out of it as possible 

and as effortlessly as possible. This problem is generally linked with automation 

and the seeming “non-technologicality” of technology. By this is meant that 

technology can be included in a service but it should be invisible or embedded. A 

service that brings added value without the unwanted by-products of giving the 

user a headache and feelings of frustration is acceptable. And at present, 

technologies such as mobile services are still considered as ‘whatchamacallits’ 

that are not attractive in themselves. However, if an idea for a service can be sold 

as being effortless to use and useful, it can actually turn out to be intriguing. 
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However, it is important to stress these qualities, and preferably repeatedly, in 

order to evoke customers’ interest in trying out the service. When the social 

pressure comes from the side of the service provider, marketing strategies have to 

be above all believable to be able to arouse consumers’ interest in trying out novel 

and hitherto unknown mobile services.  

“Yes, I find them interesting, but the high technology should be hidden behind 

a simple user interface and a clear and uncomplicated look, well, yes, all 

novelties are always interesting. I immediately took it at the Housing Fair 

and was like, great, let’s try this out!” (Female, 29) 

An individual’s own unique life situation and attitude to things in general also 

influence the willingness to adopt a mobile service. Attention is paid not only to 

the mobile service itself, but more importantly, to how the service influences the 

user’s life. How will it transform persons the existing way of living? What 

possible consequences could the use of the mobile service have? Because today’s 

life is so hectic, the actual use of a mobile service should not require extra time. If 

consumers feel that they have to make an extra effort in order to be able to use a 

mobile service, they will not do it. Using the service should not require a large 

amount of resources reserved for everyday routines. Or, alternatively, if use of a 

mobile service is to replace many existing practices, its advantages to the 

consumer have to be considerable. Single instances of use can, of course, be more 

time-consuming and complex and depart from everyday routines, but in order to 

be integrated into everyday life, mobile services should either not interfere too 

much with everyday practices, or they should transform them radically.  

“Well, I, at first I kind of think whether the thing is, like, too complicated. 

Especially now that I am on a sick leave and I have the feeling that I want life 

to be simple and I want to get rid of everything that is too complicate.” 

(Female, 29) 

An ideal situation would be that modern phones would increase people’s 

willingness to use services on demand that support their everyday lives. In this 

way, we would have a situation in which people adopt mobile services as if 

automatically, only because they make everyday life more meaningful. 

Computers have already made this breakthrough and people use them as natural 

tools that belong to work and leisure. This acceptance could be utilised when 

designing mobile services. Instead of browsing websites on a mobile phone, it 

might be more meaningful to combine the possibilities offered by the mobile 
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phone and the computer. This would render it possible to combine the strengths of 

the computer, such as speed and large display, with the strengths of the mobile 

phone, in other words its portability, or the option to use it regardless of time and 

place. In this way, the mobile part would be an essential part of the service, but 

the service as a whole would have something safe and familiar about it. This 

could even contribute to the reliability of the service and the service provider. 

This could well be a soft landing in the world of mobile services.  

“Yes, a service like this seemed like a good idea. It was innovative but simple 

at the same time. A combination of the mobile and the internet.” (Female, 20) 

“This service was a good combination of the different features of the phone. 

And it was good that the rest of it had been made for the computer. The 

service as a whole wouldn’t have worked as well without it.” (Male, 39) 

Overall people tend to think of it as technological snobbery of sorts. Even though 

most people have never really tried using a mobile service and do not know much, 

if anything, about the topic, in the case of most Finns, the mere thought of mobile 

services is met with resistance at the moment. Mobile services are perceived by 

default to be too complex and useless. People’s discussions indicate that their 

knowledge of mobile services is non-existent and this is one factor that causes 

resistance. On the other hand, those who have at least some experience of mobile 

services, usually tend to think that there might be hope for such services. People 

want to believe in the potential of mobile technology and other technologies, and 

on the other hand their hopes and expectations are high. Even though at present 

only a few consider it as a good idea, in general it is believed that mobile services 

will become more common, easier to use and useful in the future. Automation and 

the speeding up of things are considered desirable in the modern society, and if 

mobile novelties can make their contribution, they will be welcomed.  

People carry a technological artefact – a mobile phone – with them, and it is a 

great help in many ways (as a calendar, a reminder and so on). People have 

already accepted the mobile phone as part of their everyday social life, and in 

principle they are ready to accept more uses for it than that of a mere 

communication tool. When people begin to use mobile services, they share 

practices with other people and in this way both practices and the acceptance and 

distribution of mobile services support each other in a natural way. One possible 

way of sneaking mobile services into everyday life would be in the form of 

combinations with other, already accepted, technologies. Mobile services do not 
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necessarily have to fully replace any existing technologies that make life easier, 

but they could be combined with existing technological solutions. Familiar 

elements (such as the computer) could help ease people’s suspicions and 

insecurities about mobile services. 

Consumers feel they are living in a fragmented world. It is a threat or 

possibility depending on the individual defining it. The ways of consuming 

advanced technology including mobile services are fragmented between different 

people. There is no single way of exploiting mobile services. Consumers have 

different expectations and preferences and they need to decide themselves 

whether the particular mobile service is meaningless or necessary. The most 

interesting notion concernig this, is that people do not even try to reach for one 

particular way of behaving. Instead they seem to find the most suitable way of 

consuming, living or behaving in every different context. The people who manage 

these changes most fluently are doing the most nicely.  

7.5 Attendance – experience effecting in knowledge creation 

When introducing a new mobile service in a certain context, there are, of course, 

many existing practices considering consumer behaviour that need not be changed 

and there might even be a need to create entirely new practices for the context. 

When using the Mobile Fair Diary, people have their own routine behaviour when 

attending a fair. When a new way of taking notes with a mobile phone is then 

introduced to consumers, some form of instruction is required.  

To ensure quick and secure adoption of the service, verbal instructions were 

given to the consumers when they were given the test phone to use with the 

Mobile Fair Diary application. They set out on the tour thinking that the service 

would not be too complex and that it would be nice to test it out. However, some 

doubts lingered: people thought, for example, that if the service did not work 

immediately, there would be no point wasting time with it. Suspicions were 

related to the functioning of the service and the user’s own skills. The user can 

not fully understand the essence of a mobile service before the service itself has 

specifically proved its own usefulness and functionality, that is, when the user has 

acquired first-hand experience of it.  

“Actually I got pretty good basic instructions and, erm... what to do if the  

software crashes.” (Female, 21) 
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“Fortunately, the instructions were verbal, because you don’t really want to 

read anything like that. You have got to believe in your own skills or then 

there is something wrong with the service.” (Male, 26) 

“Personal instructions are reliable and you should learn from them. The one 

who doesn’t understand is stupid..” (Male, 76) 

In terms of mobile technology, things have to be tested out and used in order to 

form practices. However, people are not as enthusiastic about trying out new 

things as one might think. Consumers do understand that there are plenty of 

things that perhaps could be done with a mobile technology, but for many 

learning new things seems too complicated. People do not want to want to invest 

their time and resources in learning useless things, one reason being that it simply 

seems useless because there is the old, familiar way of doing the same thing you 

can always resort to. Secondly, especially as far as technology is concerned, 

people do not want to learn a thing that is expected to develop and become easier 

in time, in which case it would be worth waiting until the desired development 

has taken place. Thirdly, there is fear that when you learn one new thing, soon yet 

another one has to be learned. Consumers live in a world in which it is important 

to be able to decide what to learn and do. Consumers understand, both 

consciously and unconsciously, that new things have to be learned and some old 

practices have to be discarded. The consumer’s awareness develops all the time 

through learning and unlearning. Learning and unlearning can take place both 

consciously and unconsciously.  

“Of course it sometimes gets on my nerves when it feels like something new is 

coming all the time that you should be able to do. You feel helpless sometimes. 

And it is frustrating, too, when you have just learned a new thing and in no 

time you’ll have to learn another, a completely new one.” (Male, 42) 

“After all, I am quite open-minded when it comes to new things and 

equipment. When new ones come, I always check what kinds of services there 

are. And when there is a big thing, you begin to think whether it will work out 

or not and whether it has utility value. After that you think whether it is worth 

it to get to know it better and make an effort to learn to use it. ” (Female, 28) 

Because there are no existing practices regarding mobile service use, instructions 

are necessary. The form in which the instructions should be provided depends on 

the situation and each individual’s preferences. In the case of Mobile Fair Diary, 
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which consisted of a mobile part and an internet part, oral instructions were 

provided for the mobile part and written instructions were provided on a website 

for the internet part. It seem that, people are already fairly skilled users of the 

internet and rarely need instructions for it. In contrast, knowledge of mobile 

services is new to people, and in this context the importance of instructions 

increases. The existing knowledge is mainly related to mobile phone use, but 

most people do not have explicit or even tacit knowledge of mobile services.  

“You don’t want to read written instructions. With websites, you expect them 

to be so easy that you don’t need any instructions.” (Female, 45) 

“But it was a bit strange, in the sense that in my opinion it was not clear to a 

beginner like me. Or to get help in how to use it. However, it worked very 

well then when I got more familiar with it.” (Male, 76) 

The general mentality was that you can learn pretty much anything if you are 

brave and just try it. You can give an infinite amount of instructions, but the actual 

use of a new thing can only be learned by doing. This holds true especially of a 

mobile service that is so new that there are no expectations whatsoever regarding 

its use. The learning experience is not synonymous with reading or listening to 

the instructions, but, rather, is the act of trying out a new thing in practice. It is 

about how you use the new mobile phone, how it behaves when you use it and 

what kinds of feelings – of success, for example, are related to the learning 

process. Some people, by default, trust their own abilities more than others, but 

the genuine understanding of a new thing develops only during actual use. In 

other words, learning takes place while doing. You can give people any amount of 

instructions, guidance and tips, but true learning takes place and understanding 

develops through the actual first-hand experience of the thing.  

“Well, yes, it is a bit like you learn if you try. Nothing breaks if it doesn’t fall 

on the floor. Now,… I used the mobile service, when I took the mobile phone, 

I learned to use it.” (Female, 28) 

Previous experience of a familiar mobile phone was a great help to the users. In 

this case, however, it was more about unlearning an existing practice related to 

mobile phone use. The challenge was to see the new opportunities offered by a 

familiar piece equipment, opportunities previously unknown to the users. In the 

Housing Fair context, people had to adopt the new idea relatively quickly, and 

they actually managed to do it relatively early phase of usage. The users’ skills 
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and knowledge of how best to deal with the phone developed during the tour. 

They learned, for example, where they should look for the tags and in which 

position the tags worked most effectively. Quite soon everyone also found his or 

her preferred way of note-taking.  

“Well, there were no problems, the guy who gave us the instructions, showed 

it to us once. There were only two keys to use, so... And after that he opened 

the menu and showed what to press. Of course it was useful to have used a 

Nokia phone before, so I think it made things easier.” (Male, 35) 

“Somehow you think that a phone can be used only for making calls and 

texting. In the beginning I even found it hard to think that it can be used for 

something else. Sometimes I forgot altogether that it was an ordinary phone 

that you can use to make calls. However, I got the hang of it quite quickly.” 

(Female, 45) 

“I was like...whaaat?!? Can it really do this? I was totally sure that 

something unpleasant would happen before I got to my computer to check the 

thing.” (Male, 42) 

When launching new mobile services, it is advisable to seek to increase people’s 

awareness of the services provided, and in so doing to decrease the insecurity 

related to the topic. Insecurity is, for the most part, caused by lack of knowledge, 

and for this reason, providing more information on the topic could facilitate the 

launching of a service. Use creates more use as soon as the word spreads. This, of 

course, creates certain expectations about the service but the goal is to encourage 

people to try out the unknown – in this case a suspicious but yet very fascinating 

mobile service. It should be made easy for people to receive mobile services on 

their phone automatically and their adoption should be made easy as well (for 

example when a tourist arrives at a holiday destination). However, this will not be 

possible if information has not been spread beforehand via more conventional 

channels, for example via text messages.  

“Well, there has been something about it in the media, and there could be 

more.” (Male, 76) 

“It would be good to advertise it to a larger audience. Or by different means, 

like via television and radio.” (Female, 28) 

Increasing awareness means both increasing the presence of mobile services and 

the amount of information available on their content. Information on the 
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advantages and disadvantages of using the services from the perspective of 

consumers should be available. Expectations that people have regarding mobile 

services and mobile technology are largely based on associations created by the 

term mobile services or a brand name (here “Mobile Fair Diary”). If the name or 

brand does not arouse the consumer’s interest, it is highly unlikely that he or she 

would go and try out the service. The name gives some idea about the meaning of 

the service, but it does not really reveal how exactly the service functions. This is 

probably not a problem for the general public if the service functions smoothly 

and is reliable. However, added value can be brought to some consumers by 

increasing their awareness of the principles and the technology behind the service.  

“The expectations I had of the Mobile Fair Diary were mainly based on the 

name. I had no clue about its realization. I have to admit that my expectations 

were not especially high, in fact they were rather low on the basis of my 

previous experiences.” (Male, 39) 

Thus, learning and understanding took place during use. Performances for the 

Mobile Fair Diary came into existence during the user experience. Furthermore, 

emerging practices concerning mobile services in general were formed during and 

after use. Awareness of mobile services increased and feelings associated with 

mobile service use diversified. When these were discussed with friends, 

acquaintances and the researcher, some tentative forms of practices began to take 

shape. Unlearning poses a serious challenge here in the sense that if it does not 

take place at least to some extent, it will be even more difficult for mobile 

services to gain a foothold. Unlearning of old habits and practices (digital camera 

use, taking notes by hand) has to take place, but unlearning the thought patterns of 

one’s own mobile phone use is also required. True understanding of knowledge 

requires experience which brings about knowledge and knowhow.  

There are certain contexts in which technology has already made a 

breakthrough and society presumes everyone knows how to use them adequately 

(e.g. automatic teller machines). In everyday life people constantly encounter 

technological artefacts and have to get used to them. Equipment encountered in 

everyday life usually comes with instructions for use that also explain the purpose 

of the equipment. However, no matter how simple a piece of equipment is in 

principle, written instructions alone are often not enough to teach a person how to 

use it, especially in the case of first-time use or when dealing with a new kind of 

system. A proper understanding of how a piece of equipment functions comes 

only with actual user experience. This plays an important role in making the 
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consumers use experience meaningful. The users of Mobile Fair Diary did not 

solely use or consume the mobile service at the housing fair. Instead consumers 

were provided an experience, which they themselves made as valuable for them 

as they saw appropriate.  

7.6 Diverse relationships – social other 

An interesting aspect that emerged during discussions with people after their use 

of the mobile service was the formation of thoughts concerning the influence of 

mobile technology on our life and culture. Regardless of whether a mobile 

technology is intended for the purpose of utilisation or entertainment, it gives 

shape to new societal phenomena. However, no interviewee regarded mobile 

technology as such a remarkable innovation that it alone would shape society. 

Even though, we have to bear in mind that twenty years ago barely anyone could 

have confidently predicted the extent to which mobile phones would change our 

everyday lives. Perhaps it is easiest to think of technology as providing different 

options from which people select the best for themselves. Usually new technology 

does not fully replace old technologies, but, rather, shapes everyday behaviour, i.e. 

the ways in which we can act in different contexts.  

In principle, people regard using mobile technology, and using any 

technology for that matter, as voluntary and they do not feel that they are obliged 

to use it. On the other hand people’s narratives every now and then reveal the 

different instances that require technology to be used. Such instances include 

work communities, with children, and travel agencies and so on. However, at 

present, people regard using mobile technology as entirely voluntary, and it does 

not cross their minds that they could be compelled to use a mobile service in the 

future. After all, artefacts developed by people shape society and people’s lives, 

and on the other hand, everyday life shapes technological artefacts. This 

development takes place when people interact with technology.  

“My biggest motivations are my studies, work and supporting technological 

development.” (Male, 26) 

“I don’t think I will be using mobile services in the future either... unless 

maybe if my employer would require that.” (Male, 42) 



 233

“I have to say that there are not so many services that are attractive to me... 

We offer this antivirus service, which is not based on attraction or people’s 

willingness to use it, but rather it is based on a need...” (Male, 39) 

Society might put pressure on people to adopt new things and equipment, but a 

positive attitude to a particular thing might facilitate the emergence of positive 

attitudes more generally. Even though certain institutions and an individual’s 

circle of friends and acquaintances exert influence to some extent, the individual’s 

own will and desire to use mobile services is the strongest force that leads to 

using, or inhibits the use of, mobile services. Voluntary use is a state which is by 

default positive. If a person, then, comes up with his or her own, arbitrary way of 

using and benefiting from a mobile service beyond its original purpose, the 

experience becomes positive. 

“We played this a slightly childish game, who finds it first.” (Male, 26 and 

Female, 20) 

“Using and testing out new gadgets is interesting.” (Male, 76) 

When a person interacts with technology, this inevitably triggers thoughts and 

feelings about technology in him or her. The present study confirmed this view, 

too. Mobile services evoke different kinds of feelings in people, but first-hand 

user experience is a prerequisite for this. For example ignorance about mobile 

services may trigger negative feelings, but in this case we are mainly talking 

about feelings of indifference. If people are not interested in a thing, they do not 

really care about it. It seems that as long as people do not recognize any shared 

practices related to mobile services, it is difficult to create any reasons to use 

them and therefore, no feelings are evoked. Intentionality in itself is largely based 

on beliefs which, in turn, come to exist fully when people have an idea about the 

thing.  

“I was impressed by the usefulness of the service, because there was so much 

information.” (Male, 76) 

“I have to admit that the service was a positive surprise. Using the Mobile 

Fair Diary actually made me happy.” (Male, 42) 

“Because the dictation feature didn’t work out immediately, that was it then.” 

(Male, 39) 
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“I was very content with the possibility to cut down the amount of 

information, meaning the possibility to make your own choices.” (Male, 39) 

“That is a tough one... It is so useful somehow, the tool, so it doesn’t have to 

be so sexy...” (Male, 35) 

Paying attention to other people’s reactions probably was not the most important 

point when testing out the Mobile Fair Diary, but people had been observing 

others anyway. Other people’s reactions are important especially in situations in 

which people feel unsure about themselves. For example when collecting tags, 

which had been placed so that they were easy to find but sometimes required 

bowing, aiming, focusing and so on in the presence of others, the user experience 

was not really reinforced if collecting the tags did not work out on the first try. On 

the other hand, if everything worked out as intended, and the person could feel 

like a pioneer in the situation, the experience was especially pleasant. The bravest 

test subjects even went so far as to explain to other people what they were doing.  

“At some point I felt (laughs), when I couldn’t really save it.. then I felt a bit 

lost, and felt like everyone was looking at me.” (Male, 76) 

Using the Mobile Fair Diary was, on the whole a positive experience for most 

users, but some expressed negative feelings as well. Of course people were able 

to laugh it off later on, but some shame and embarrassment had been felt during 

the tour. Usually these situations had to do with one’s own inadequate skills, or 

clumsiness with certain features of the service. When other people’s presence was 

added to this, the experience caused a degree of social insecurity and annoyance. 

Even though people generally trust their own skills and know that they are good 

at something, no one wants to be criticized. It is easier to forget about the task, 

especially if there is an alternative way to do the same thing. Some people 

probably had thoughts about other people’s negative attitudes to mobile 

technology and for this reason they did not want to disturb those around them. It 

is easier to avoid a situation than to be criticized about a thing that is not generally 

accepted.  

“I tried to take the codes in secret. Then some people passed me by and they 

were looking, and I was aiming it with my phone. I noticed that they were 

looking, probably thinking, what is that old fellow up to, has he lost his 

marbles. (laughs) ” (Male, 76) 
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“No one wants to hear his voice like that (laugh) if it isn’t absolutely 

necessary.” (Male, 39) 

“No I didn’t bother to type texts, because there was not so much time and 

there were so many apartments to see, so you wouldn’t think about doing it, 

because you have to look at the keys while typing, so no texts. I tried out the 

dictation feature once, but it recorded something strange and then there were 

other people, so I didn’t want to bumble around with that thing any more 

because it didn’t work out at the first attempt. (laughs) There was just a 

strange rustling noise on it, so I thought, I’ve had it with the dictation thing, I 

don’t need it.” (Female, 29) 

“I don’t know, I thought that maybe it sounds and looks stupid if ... First of all, 

I think I used it quite a lot, when I was walking there with a friend. Many 

people were looking at us and they were like what are they doing, and we 

thought, by all means go and get your own one. (laughs)” (Female, 21) 

In addition to the large masses of people, our family members, friends and 

relatives help us build the world around us. Society defines rules, instructions and 

expectations about how to act and behave. When new things are tested out and 

discussed with others, tacit knowledge and norms are formed and these shape 

practices further. Then, independently and in interaction with others, people 

choose their behaviour patterns for different contexts. In the case of the Mobile 

Fair Diary, the discussions between the interviewees and the researcher begin to 

suggest that some tentative patterns relating to the subject begun to emerge. 

Furthermore, it is worth noting the way in which the interviewees relate having 

used the service to their friends, how they perceive the perceptions of others 

towards their mobile service use and how they talk about their mobile service use 

and technology use in general. These aspects form some patterns that reflect 

today’s mobile service practices, or at least they suggest in what kinds of 

situations practices are beginning to emerge. 

“Yes, we told our relatives and friends about the service. Of course it was fun 

to tell them how we tested it out [Mobile Fair Diary]” (Male, 26 and Female, 

20) 

“At home it was nice to look at the pictures I had taken, and take a look at the 

other notes too. The nicest part was to show the pictures to my family. We all 

were sitting at the computer looking at the pictures. They were wondering a 
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bit what it was all about, but it did give a more unique idea of the fair, when 

you could show the things that were interesting to you.” (Male, 39) 

“Afterwards I told my friends about this, and I showed the website to a 

colleague of mine, and the pictures I had taken and other things, too. And 

everyone who I told about this was like: erm...what? What is this? Many had 

been there and they hadn’t known and they were a bit disappointed and said 

that if they had known, they would have used it, too.” (Male, 35) 

“Of course I enthused about it to my husband when I got home. (laughs) I 

said let’s have a look at the pictures, they will be on the net in no time. At the 

fair, too, I talked with some people, because they seemed to be so interested in 

what I was doing.” (Female, 29)  

Strangeness and unfamiliarity are words associated with today’s mobile services. 

On the other hand, service providers should not be too shy, because people might 

well be interested in finding out more about mobile services. Most interviewees 

felt that the Mobile Fair Diary should have been advertised more widely. In this 

way it would become better known and it would have become more normal and 

generally acceptable, almost naturally. People tend to take up new things if it can 

be shown that large masses of people are interested in them. On the other hand, if 

one’s family or friends use, say, mobile services, it is easier to go and try them out. 

When people that are close to you believe in something, you are more willing to 

give it a chance.  

“Well, I would try out new things more eagerly if a friend of mine suggested 

or recommended it.” (Female, 28) 

The present study suggests that trying out and playing with new things together 

with others is meaningful to consumers. After all, the process provides immediate 

feedback from friends that the activity you are engaging in is at least to some 

extent reasonable. Individuals must be determined and self-confident to test out a 

new mobile service in a new context all alone. When a friend is around, it is 

easier to comment on the success or failure of the new thing. That is especially 

true when the functionality of a service is being tested, more than the user’s skills. 

Any possible loss of face will be associated with the service, not with the person 

who tests it out.  
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“Because I was there with a friend, we decided to try out the service. I don’t 

know if I would have bothered to try hard enough by myself. Or become 

interested in trying it out in the first place”. (Female, 45) 

Mobile service performances vary from person to person. The Mobile Fair Diary 

included different features that basically led to the same result and were equally 

easy to use. However, users opted to use different features, choosing whichever 

seemed to be the most suitable for them. This point is interesting because they 

adopted the service together, talked about it and used it together. However, in the 

end, the practices were formed a bit differently as ways acceptable to both. The 

availability on demand emerges as an important element in this context.  

“Well, actually I took pictures and my friend dictated, so we were together 

and planned the pictures. Because we were together, I took pictures and 

collected the codes. But I didn’t dictate or enter any text, I have such a 

memory that I remember some words, so I don’t have to write them down. 

However, my friend always dictated like “good fireplace”, “Nice kitchen” 

and I took the pictures.” (Female, 28) 

At this stage of the adoption of mobile services as part of our everyday lives, 

shared practices exist in the form of representations consumers associate with 

mobile services. Hence, if mobile services were, in one way or the other, imposed 

on people by society, practices might be formed faster. How practices will be 

formed in the end remains to be seen. People construct the world around them by 

reflecting their own sayings and doings on people around them. People’s criticism 

and comments – both verbal and non-verbal – shape our behaviour. We seek 

acceptance of our behaviour through other people, whether we want to be similar 

to them or different from them.Social interaction, talking about things and doing 

things together with others develop an individual’s relationship to technology as 

well as to the world at large. The meaningfulness of mobile services can be 

understood through seeing them as diverse relations: in relation to the service 

itself, to the technological artefact that is used for providing the service, to other 

comparable technologies or to other users. Today’s consumer is curiously, at the 

same time, independent, individual and awfully communally oriented. The user 

experience is highly individual in the sense that everyone uses the mobile service 

for the purposes they want and the way they want. However, there are some 

norms and rules created by the community and followed by the individual 

consumer. 
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7.7 Interdependency – facilitative material world 

Use of mobile services requires different kinds of resources. Resources related to 

the technology itself, such as mobile phones, but people’s knowledge and skills 

can also be regarded as resources. In addition, when talking about resources, one 

has to mention the ensuing expense to the consumer. Knowhow and skills have 

been discussed earlier in this study, so let us now consider people’s reactions to 

resources, i.e. the terminal equipment and their thoughts about the costs of mobile 

services. Even though people are not very familiar with mobile services yet, they 

have concluded that mobile phones are not yet ready for such activities. Perhaps 

society, the media and other people have suggested that technology is not yet 

sufficiently developed. The mere fact that mobile services are unknown already 

tells consumers that they are not very highly developed yet. 

“I do trust myself in doing new things but I am suspicious about the 

equipment and if it is already well-designed enough, for services like this. I 

mean they are not so good that it would make sense to do much more than 

make calls, but on the other hand I believe that phones will develop in the 

near future.” (Male, 26) 

“And I heard just now that internet phones are used quite a lot these days.” 

(Male, 76) 

Mobile services are inseparably connected with mobile phones, and therefore the 

features of the mobile phone are part of the user experience. Whether people are 

familiar with smart phones or not, they have grown used to the fact that the 

resources of phones are limited. Or they understand the limitations of present 

reality and place all their hopes on the future. It is also understood that problems 

with a mobile phone can be linked with the equipment manufacturer. Of course, 

when talking about the resources of mobile phones, one tends to refer to the 

models one has experience of.  

“Phones are so small, the displays and keys... You barely see the basic text on 

the display.” (Male, 76) 

“I didn’t know how much capacity the phone had. I didn’t dare to take so 

many pictures because I didn’t know when it would be full and wouldn’t work 

any more” (Female, 38) 
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“Yes, I know that it was not the problem of this thing, the phone was the 

problem. It should be made bigger, but it can’t be made so very big.” (Female, 

28) 

“My husband’s phone is awfully complicated, but of course I can use it and 

understand it. If I bother to do it. But my attitude is that I don’t bother. It has 

some little features that I should activate or simply check in an instruction 

manual or somewhere, that if it, well, if it has an automatic key lock or 

something. But I haven’t bothered, but I know that I would make it easily if I 

wanted to. ” (Female, 29) 

When talking about the abundance or lack of resources, it is necessary to consider 

about economic factors as well, in other words, how consumers perceive the 

pricing of mobile services. Mobile services being such a new thing, consumers 

find it difficult to form an idea about how their pricing functions. Even the pricing 

of calls causes some degree of difficulty and consumers do not necessarily know 

what exactly their contract says about pricing. There are several pricing options 

and the same operator may offer several different ones. In general, people are 

unable to estimate a price for mobile services, and they cannot even name a 

suitable price for the Mobile Fair Diary service that they tested. On the other hand, 

without knowing what mobile services are, people by default think that prices are 

too high. They are simply too high even though they cannot define what is meant 

by “too high”.  

“The prices of connections have decreased, but there have been problems, for 

example if you happened to have the wrong kind of contract and you were 

surfing the net, you had to pay a terrible price. Pricing is too diverse between 

operators and it is still too expensive... Not from the perspective of use, but 

from the perspective of spreading, so large masses won’t use it before it is 

really cheap.” (Male, 39) 

The Mobile Fair Diary was free of charge for the users, so no one had to invest 

financial resources in it. When asked to suggest a price for the service, most 

people answered “I don’t know”. People do not have any suggestions regarding 

how much it would be reasonable to pay for a service like this. When thinking 

about the situation as a test situation, it was interesting to note that when offered 

the service, people were particularly suspicious because the service was free. 

These days practically nothing is free, and for this reason a mobile service free of 
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charge (even though it was a test situation), immediately aroused people’s 

suspicions and doubts about the functionality of the service.  

“I have no idea about pricing, but still, I could pay a couple of euros.” (Male, 

76) 

“I asked immediately how much it costs! You get nothing for free these days, 

at least not so that nothing would be expected of you in return.” (Female, 45) 

“Yes, I would be willing to pay something. But I would say... not that much... 

However, I can’t say how much that would be. You see, I don’t know at all, I 

don’t have a clue about how much one could pay for something like this. 

However, I would pay for a service that I like to use. ” (Female, 51) 

It is also worth bringing up some aspects that the interviewees did not expressly 

mention, such as trust. In this case, we are concerned with trust in the reliability 

of the service provider and trust in the mobile service itself (e.g. the fact that it 

does not cause disturbance). The test subjects did not bring up these issues in any 

way, good or bad. It might be the case that due to the nature of the test situation, 

trust problems and related aspects did not emerge. Someone mentioned that it was 

easy to test out the service on a borrowed phone without having to involve one’s 

own phone with the service, which suggests a degree of insecurity. 

"Because it was a borrowed phone, you didn’t have to think that much how 

you go about with it”, (Female, 28) 

People can trust a service provider if they are familiar with the provider and 

especially if it is state-owned and operated. In this case it was a university, so 

there were no considerable problems, especially because money was not involved 

in the test. When money is involved, trust is a very important aspect in any 

business. In the mobile business, trust is one of the most important elements, and 

will be more so especially in the future when mobile services will become more 

common. The reliability of the company, or the service provider, is one important 

factor. However, it might be difficult for the consumer to understand whether a 

possible problem is caused by the content producer or the operator. That leads to 

uncertainty about where to turn in a problem situation? Trust is formed over time, 

but when dealing with a new service, the company’s brand plays a central role in 

forming trust. Will the brand be able to transfer its strengths in its core business 

into the context of mobile services? It is likely that the first visit is easier to make 
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with a reliable operator. Having a good reputation or having a well-established 

position in society facilitate the formation of trust.  

Trust is formed more easily through knowledge than through feelings. 

Consumers who have already known a company for several years will find it 

easier to trust it and may then even be willing to experiment with a mobile service. 

For example, the mobile websites of some of the well-known Finnish newspapers 

and tabloids have been received rather well, because they can be trusted fairly 

well. On the other hand, an individual’s age plays a role in the formation of trust. 

Age can have a bi-directional influence. On the one hand, older people might be 

suspicious of mobile services or the service provider, because they do not know 

what they are dealing with. On the other hand, older people have life experience 

and perspective and they might well trust a service equally as easily as their 

younger counterparts. Young people are sometimes blinded by their enthusiasm 

and forget to be careful and cautious when they act, but on the other hand, they 

may be open-minded and well-informed individuals who have a more profound 

knowledge of the subject matter.  

When talking about the reliability of mobile services, the services can also be 

compared with websites. Can an organisation that has a concrete service point for 

the use of customers be considered particularly reliable? Or do consumers rely on 

the fact that if a service provider has a good website, the provider has to be good 

at providing mobile services, too? Or is a service provider that concentrates solely 

on its mobile business the best and the most reliable?  

To sum up the main points of this chapter, it can be said that mobile service 

use is inextricably linked to different kinds of resources. In order to function 

properly in the context for which it had been designed, a mobile service is 

dependent on many factors such as the terminal equipment, operators, service 

providers as well as skilled and enthusiastic users. A challenge for the future is to 

make these relationships of dependence work the other way, too, in the sense of 

interdependence. Then the user environment would be dependent on mobile 

services, and, depending on the context, things would work out more smoothly 

with the help of a mobile service. Consumers are familiar with their own mobile 

phones and this fact should be harnessed as a resource when selling mobile 

services to people. People have the skills needed for using their own phone, and 

on the other hand, they are aware of its limitations. If and when people discover 

how their mobile phones can be used for purposes other than talking and texting, 

mobile service use would have an intentional purpose. People would, then, have 

clear motives for using mobile services.  
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When it comes to pricing, the regrettable fact is that before mobile services 

become widespread, people will not get a firm idea about their pricing. There 

have been attempts to provide consumers with information on call prices for the 

purposes of comparison, but so far this has been rather cumbersome. Mobile data 

connections have become more common, and their pricing has become somewhat 

less complicated. Monthly fees are easier for customers to understand than use-

based pricing. It is clear that before a consumer has tested out chargeable mobile 

services and concluded that they are worth it or too expensive, they cannot have a 

proper understanding of their pricing. Up until now, using mobile services has 

been voluntary, and for this reason it has been possible not to use them and 

therefore awareness about their pricing has not been formed. Seen from the 

consumers’ perspective, the decision not to use a mobile service can also be an 

indicator of the fact that they are too expensive and therefore it does not pay to 

use them.  

7.8 Empirical findings and discussion 

This chapter presents the main findings of qualitative part of this study. First, the 

emerging practices that have outcome via experiences are presented. The main 

point is to emphasize the importance of experience, in constructing the emerging 

practices. Consumers had an opportunity to try out novel moble service, and 

further they had the opportunity to share that experience with the researcher, 

which had an important effects on emerging practices.After summarizing the core 

content of the interviews, three main areas of representations that emerged from 

the analyse are presented: how people perceive and experience the socially 

constructed information society, how they perceive themselves as mobile service 

users in that particular context, and what kinds of meanings they create for mobile 

services. Finally, there have been identified the emerging practices, i.e. 

representations, an individual’s first experience of mobile service use produces. 

As this study was about emerging practices (not yet really existing ones), they are 

described by discussing the elements of practices (procedures, tacit knowledge, 

emotional-engagement and objects) and the potential quality of future practices.  

7.8.1 Emerging practices of mobile services via experience 

Launching a new technological service into the market can be difficult, especially 

if the technology in question is still virtually unknown to consumers. Being 
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unknown is partly linked with the fact that consumers do not have experience of 

similar services. People might have come across the word mobile service in the 

media, but they have only a vague recollection of it, because they lack actual 

experience of mobile service use. People can be offered different kinds of 

explanations of mobile services and mobile technology, but as long as the person 

has no opportunity to actually try out the thing, he or she cannot fully 

comprehend what it is really about. Understanding and knowhow are best 

developed through routine use, but even a short test period is enough to give a 

reasonable idea of the purpose of the service. Experience also strengthens or 

weakens expectations.  

Furthermore, people cannot grasp their experiences to the fullest extent 

before they can share them with others. Social construction is important, because 

through it people get an idea of what kinds of norms and thoughts are socially 

acceptable, and it then becomes possible to reflect one’s own thoughts and 

feelings against that framework. Thoughts about mobile services formed through 

experience also evoke different kinds of feelings that are stronger because of the 

experience. Nearly every person who tested out the Mobile Fair Diary admitted 

that after the test they received a clearer and a more coherent picture of what 

mobile services are about. After a user experience, there is something on which 

you can reflect your thoughts. The experience can be shared with others and 

doing so reinforces one’s trust in one’s own thinking about mobile services. One 

experience at a housing fair is by no means enough to define clear practices for 

everyday life, but these experiences are valuable, because from them you can hear 

people’s accounts of what kinds of meanings they attribute to mobile services and, 

in fact, these meanings have been discussed all along this chapter. Consumers can, 

thus, attribute meanings to a thing the existence of which they were not even fully 

aware of prior to the user experience.  

“Of course you see things differently after use. The world of mobile phones 

opened up before me in a whole new way after use.” (Male, 76) 

“When I was saving them, I thought, well okay, it’s good if they go there, and 

then when I looked at them afterwards, they were there much better than I 

had expected. It was really good.” (Male, 39) 

Consumers’ experiences are not always positive, and the aim of the present 

study is by no means to suggest that all experiences are positive in order to make 

people interested in mobile services. The point is that when people become more 
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familiar with a thing, they are more receptive towards it, because they have 

knowledge about it and even associate feelings to it. Indifference can be seen as 

one of the most significant threats to the adoption of new technologies by the 

general public.  

“The experience was so positive that even though I already have experience 

of mobile services, this made it even easier to try out something similar in the 

future.” (Male, 60) 

“My previous experiences of mobile services and other services, too, burden 

my mind. You become sort of reserved about these new things. On the other 

hand, you dare to experiment more easily.” (Female, 51) 

 “Well maybe it was the service, that it existed and you could use it so easily. 

It was positive. You could sigh with relief because it was so easy.” (Female, 

28) 

“Well, yes, it was a positive experience in the sense that, that, you could try 

out even more eagerly something similar in the future, or even use it. 

Or...erm..well, or if there was a good service, you could imagine using it a bit 

more often, on a weekly basis, or in everyday life, if it is so good.” (Female, 

29) 

“Perhaps it made it easier in the sense that when you have some experience, 

it is not so difficult to try. Always when there has been talk about these mobile 

services, it has been a bit like an unknown territory.” (Male, 76) 

“Well, this was actually my first real experiment with mobile services. But 

this did open up the world of them to me to some extent. Maybe it is somehow 

clearer.” (Female, 21) 

Experience brings about new procedures and new ways to act relatively easily. 

Even during a one-day experiment, a person creates new kinds of ways to act, or 

at least emerging practices, for the use of a service. The familiar a thing is, the 

more automated behaviour will become. In the beginning the new features of 

mobile services can be confusing. However, relatively soon one discovers the 

initial practices that make the thing run most smoothly and it can be used almost 

unconsciously.  
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“Well I think I took the identification code of every house even though I did 

not necessarily save anything. It is the first reaction that you point at it 

immediately.” (Male, 39) 

“I wouldn’t say anything about the dictation, but a picture often tells more 

than a thousand words – but the thing that you can write down information, 

for example a sauna bench manufacturer, or something like that. It was so 

easy that you automatically typed it or took a picture when you saw 

something interesting.” (Male, 35) 

At present, mobile services are still so uncommon that people do not know much 

about them. They have not yet become integrated into everyday life, even though 

in certain contexts they are already being used to some extent. In general, people 

hold hopes for the future and believe that the time will come when mobile 

services gain a foothold. It is assumed that they will become more common, 

easier to use and more affordable, and, as a consequence, more popular. 

Expectations for the future are high, even though people still cannot say what 

future mobile services will, or should be, like. This is certainly a difficult thing to 

predict, because the real added value arises from the context of everyday practices. 

“Expectations for the future are high.” (Male, 26) 

“They will surely be at everyone’s disposal in the future.” (Male, 42) 

“Belief in their [mobile services] becoming easier to use, response times 

become shorter, and technology in general develops. We have been waiting 

for a breakthrough for a long time already.” (Male, 39) 

When talking about the future, people in general believe in mobile services. This 

can also be linked to the fact that in general people do not want to present 

themselves as being against technology. However, some weaknesses and 

problems have been identified in the spread of mobile services. First of all, people 

seem to believe that mobile services will become more common, but they cannot 

very strongly imagine themselves as users of mobile services. It is admitted by 

default, that “the thing is nothing for me”, but, simultaneously, people seem to 

believe that the phenomenon will catch on. Secondly, people are aware of the fact 

that as technology spreads, it also brings about problems and disadvantages, just 

as has happened with the internet. Practices have indicated that the internet also 

has many unpleasant and intrusive aspects – and this possibility is also associated 

with the world of mobile technology.  
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“In the future attitudes to it will become more positive and its use will 

become more common. Unless problems/disadvantages emerge.” (Female, 51) 

“My future does not depend on it, so I don’t think about it that much.” (Male, 

76) 

The future holds many hopes for people, but they are unable to define in much 

detail what future mobile services could be like. People can express some general 

wishes related to mobile services, such as that they would make working life and 

private life more effective, but larger or more specific ideas are still missing. 

People also understand that in certain special contexts or places a mobile service 

can be an excellent solution. There is also a tendency to protect one’s own phone 

from the “useless stuff” that other media are already burdened with. People with 

limited experience of mobile services should perhaps not be expected to come up 

with new ideas, at least not spontaneously. On the other hand, even one positive 

experience helps create trust in mobile services in general. Predicting the future is 

of course a difficult task, and in fact many technological equipment and services 

come into existence as if by accident. They sneak clandestinely into people’s lives 

and re-emerge in the form of practices in the course of time. Consumers’ thoughts 

about the future are practically limited to the fact that they believe in change. And 

they believe in change, because during recent history, technology has shown its 

enormous power.  

“…some meaningful place in which a mobile service is worth using. Meaning 

that the easiest way to deal there would be with a mobile phone.” (Female, 45) 

“Well, I can’t say that I would be so aware of everything that could be used or 

what exists already.” (Female, 51) 

“I can’t even say what will happen during the next couple of years. Maybe 

the reason for this is that everything develops so rapidly that you can’t really 

say what it will be like in, say, five or ten years. Because in the middle of this 

techno hype there has been plenty of talk about developing this and that and 

not all attempts have been successful.” (Male, 42) 

“Predicting the future isn’t easy, especially when you are not really aware of 

everything that exists today.” (Female, 38) 

“Yes, I would say it reinforced the positive thought about mobile services 

moving in the right direction, that they can help many other people, too, those 

with limitations... that is a quite good thing.” (Female, 28) 
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“I am quite interested in it. I am sure there will be good services available 

and I hope I will find the motivation to use them.” (Male, 35) 

People want mobile services to be part of their everyday lives. Consumers do not 

seek intricate solutions, but things that make everyday life more convenient or 

easier. People even go so far as to compare mobile services to familiar appliances 

such as a coffee maker or other useful everyday articles or devices. It is not 

expected to be high technology intended for a limited audience, but a normal 

product or service that is available to everyone. On the other hand, the potential of 

mobile technology can be compared to that of the computer and the internet.  

“Yes, I am sure that there are people who don’t think very positively about 

this, because after all, it includes a lot of – if I have understood it correctly – 

well, even if there would be something very useful, too, there also is 

something useless. Frivolous. Well, if you compare it to a bank card, for 

example, it does make running errands a lot easier, and a mobile phone, or 

mobile services, could do more or less the same. Then there can, of course, be 

some side... side effects, too.” (Male, 35) 

“Well, I don’t know otherwise, I don’t know, maybe there could have been 

something, like a discussion board, to share opinions with other users, 

something like that might have been nice...” (Female, 21) 

Mobile technology is intended to become part of consumers’ everyday lives and it 

is hoped that obstacles to its use will be removed. There should be more 

information on mobile services and more high-quality terminal equipment 

available. Usability should be improved and pricing should be simple and 

affordable. The integration of mobile services into consumers’ lives also requires 

plenty of attention from the side of those who are involved in the mobile business. 

One idea that would surely help to develop the mobile services business would be 

to associate them with consistent standards. Even though mobile services are 

independent of time and place, certain things about them should remain the same 

in order to make the user experience easier and more reliable. Service providers 

might for example apply standard pricing regardless of the place or the time of 

day, allow easy access to the network regardless of place, ensure a standard of 

functionality of the mobile service and the availability of help regardless of time 

and place. In order to be accepted for everyday use in the future, mobile phone 

use and social practices and norms about how to behave in different situations and 

what is thought about it have to change as well. In addition to this, the services 
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have to be economically reasonable, in other words profitable for the service 

provider, but reasonably priced for the consumer.  

Mobile technology in itself does not excite or entice people — but it does not 

irritate them either, provided that there is nothing particularly irritating about it. In 

other words, mobile technology in itself is neither sufficiently useful nor 

attractive to arouse people’s interest. This being so, it is important to find a way to 

add qualities to it that support consumers’ everyday activities. The most important 

point in this is that the consumer should perceive the particular service as 

personalised, supporting the activities and practices they perform everyday, and 

thus integrated into each consumer’s life. It is important to ask how close to the 

individual and his or her life the services can get. Services should be of the on-

demand variety.  

In the present study, people’s thoughts and feelings related to a certain mobile 

service have been dissected and reflected upon. On the basis of the interviews, 

people’s practices concerning mobile services have been constructed. Because 

advanced mobile services are still not widely used and are relatively unknown to 

the general public, the interviewees for the most part probably represented the 

average Finn – with their limited experience of mobile services, but being 

experienced users of mobile phones and computers. Therefore, the current 

practices related to mobile services are not directly linked to the services 

themselves, but, rather, to things that are closely related to them, such as mobile 

terminal equipment and technology acceptance in general. The research also 

begins to suggest that the first contact with mobile services evoked many thoughts 

and feelings and increased people’s awareness about mobile services, so in that 

sense it is possible to talk about emerging practices. To summarize the core 

content of the interviews, three main areas of representations emerged: how 

people perceive and experience the socially constructed information society, how 

they perceive themselves as mobile service users in that particular context, and 

what kinds of meanings they create for mobile services. 

7.8.2 Representation of the information society 

When talking about their experiences of the Mobile Fair Diary, the interviewees 

clearly reflected their thoughts about society and how they act and behave in it. 

People seemed to think that society was in a state of constant change. Especially 

during the past few decades, technology has strongly shaped people’s lives and it 

is thought the tendency will continue in the future as well. It is understood that the 
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future won’t be like today. It is not even possible to say anything definite about 

the near future. In relation to this, many new possibilities and alternatives are 

attributed to the future. On the other hand, also threats are looming in the future, 

some of them already identified, and some of them as yet unknown.  

Everyday life is perceived as being characteristically fragmented. Information 

comes and goes and everyone has to take one piece from here and one piece from 

there and so put together their own blueprint for life. Information changes like a 

flux and people need to keep up with the change. There are vast quantities of 

information available, good and bad, more than enough. This being the case, 

people have to make choices about what to focus on from the continuous 

maelstrom of information. The ever-changing nature of information poses 

challenges to learning. However, people are aware of the fact that it is impossible 

to learn and understand everything. The rapidly developing society also requires 

people to unlearn skills and practices, even ones that have been acquired not that 

long ago. The human being’s capacity has its limits and this is accepted as fact. 

Acting in the information society requires activity from the side of the individual. 

On the other hand, people believe in themselves in this ever-changing world. 

They, for example, demand that technology should be made so simple and easy to 

use that they would immediately be willing to adopt it. The average individual 

does not have more than a shallow understanding of the forces that are at work 

behind technology, but regardless of that, they do not want to let themselves be 

ordered about. 

In modern society, the nature and significance of time and place have 

changed. They are ever-changing and diverse. One place can have different 

meanings to different people, or different places can have the same meaning to 

different people. Every context is imbued with its own practices. The pace of life 

has speeded up, people and information travel quickly from one place to another. 

This also brings about a number of unexpected happenings. The concept of time 

has changed, and today, in a matter of minutes, a great deal can happen, whether 

desired or not. Our lives are marked by constant change, a form of chaos that 

retains a core of order within it.  

The necessary and the voluntary shape our lives and they are defined by 

society, institutions and the people around us. Modern society involves very many 

people, and an individual’s specific motivation cannot always be taken into 

consideration. In some cases some degree of obligation is good from the 

perspective of our practices but, then again, in some cases the user experience 

will be most pleasant when it is voluntary. People’s ideas about what is going on 
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in the world may be best formed through experiencing things first-hand. The 

power and significance of experience in forming a genuine and profound 

understanding of things and images is enormous, and consumers are aware of this 

fact, too. Routines lead to everyday practices. Knowhow and feelings are formed 

while experiencing things, and both mind and body are needed for the experience. 

Doing by thinking and thinking by doing lead to the best result.  

7.8.3 Representation of oneself as a mobile service user 

Consumers’ notions of themselves as mobile service users are still to a large 

extent based on their notions of themselves as users of technology in general. 

They compare themselves to other consumers in this information society. On the 

other hand, even the smallest experience of mobile services contributes to their 

image of themselves as mobile service users. Because our society is constantly 

changing, in terms of technology in particular, consumers do not have a clear 

conception of themselves as users of technology, especially in the long run. 

Forming a stable identity is not even considered to be of great importance, 

because people know that things change all the time. New equipment and 

technologies come and go. It is all about choices, and what people choose is 

largely influenced by the surrounding general user culture.  

People are aware of their own strengths and weaknesses as mobile service 

users. They categorize themselves according to their own skills and compare 

themselves to others. On the other hand, the modern consumer can be very 

exacting. If there are problems with service use, it does not necessarily indicate 

the weakness of the user but, rather, the weakness of the service. Consumers 

believe in their own potential in a world in which mobile technology is becoming 

more and more common. They do not perceive it as a threat, and therefore do not 

resist the idea of its becoming more widespread. They are able to form images of 

themselves as mobile service users.  

Even though mobile services are a novelty, people will adjust to their use if 

they perceive it as appropriate, as was the case in the present study in which the 

test subjects were presented with the impromptu use of an unknown mobile 

service. They proved themselves ready to discard old practices when offered a 

newer, leaner alternative. However, the significance of the context should never 

be underestimated. A person can become a mobile service user if the time and 

place are right. Consumers reflect on their own behaviour related to mobile 

services by comparing it with their previous experiences and expectations.  
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It is possible to try and market mobile services to consumers by representing 

them as useful or easy to use, but this alone is not enough for the modern 

consumer. Consumers can be very critical of new things. This is partly due to the 

fact that modern society offers a plethora of alternatives, a bona fide flood of 

novelty, and consumers have to be able to make decisions. You have to be critical. 

No one wants to waste their own resources, so a mobile service has to offer 

something special to the consumer in order to be adopted. On the other hand, if a 

mobile service emerges victorious in this process, it has made a breakthrough.  

Consumers can make decisions independently and act on their own initiatives. 

Social influence has been discussed in the present study, too, and its considerable 

impact cannot be ignored. However, this is not to say that consumers blindly 

follow the example of others. They simply compare their own behaviour to that of 

other people. The end result can even be something completely different. 

Someone can, for example, enjoy being the only person in a certain context who 

can receive further information via a mobile service and be proud of it. Doing 

things on one’s own initiative here refers to a willingness to independently 

produce content for a mobile service if a mobile service on demand is useful in a 

certain context. Provided that the consumer has adequate technological knowhow, 

he or she does not need or perhaps even want other people to get involved in his 

or her doings.  

Testing out and using a mobile service is a unique experience for each 

individual. People have background knowledge and previous experience of 

technology, mobile phones and life in general. Everyone has their own intentions 

with regard to using mobile services. Intentionality can be linked with the feeling 

of comfort, usefulness, making life easier, adopting the role of an expert and so on. 

All these presuppositions and thoughts about mobile service use influence the 

actual experience. And for this reason, every experience is special and unique. 

Modern consumers are aware of this fact. One’s own experience of a thing can be 

very different from that of others. 

7.8.4 Representation of technological artefacts 

A mobile service is seen as a complex thing. At this stage, the reference to a thing 

is quite deliberate, because consumers are as yet unable to define whether a 

mobile service is an object or a service. At the moment, most people seem to 

perceive it as being part of the mobile phone, meaning it is considered as an 

object. They perceive the product as complex partly because of this and partly 
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because they cannot comprehend the technology behind it. Most consumers do 

not have an idea of how the technology behind the service actually works. When 

problems arise, it is difficult for people to identify the source of the problem. The 

dual role of technology is confusing: on the one hand, people are dependent on it, 

and on the other hand, they do not understand it properly.  

In addition to the lack of technical knowhow, another challenging element 

about mobile services is to understand them in their economic context. Due to 

their apparent complexity, people do not understand the factors on which 

production and realization of mobile services is dependent. The fact that it is 

difficult for consumers to become convinced of the usefulness of mobile services, 

makes it difficult to set a price for the services and this, for its part, increases 

insecurities related to adoption of mobile services.  

In order to be embedded in everyday life, a mobile service should be socially 

acceptable in the consumer’s world. Support from institutions, family and friends 

for the use of mobile services would contribute to their integration into everyday 

life. If, in addition to that, the mobile service could embody the social aspect, it 

would be likely to motivate people to use it more. In any case, tacit knowledge 

and norms that will emerge in the context of mobile service use in the future, will 

reinforce consumers’ attitudes to them. In other words, as a mere technological 

artefact mobile service is as good as worthless. Value does not emerge from the 

mobile technology itself, but is inextricably intertwined with the social aspect.  

Interest in mobile services can also increase if the consumer has the 

opportunity to independently produce knowledge while interacting with the 

service. Different services can be designed for different contexts, but the fact that 

the mobile terminal equipment is not bound to time and place creates chances to 

design services that correspond exactly to what the consumer wants in any given 

situation. In other words, mobile services could be designed to be context-

conscious, or at least in such a way that consumers could have the option of 

adjusting them to meet their needs. 

7.8.5 Constructing emerging practices of novel mobile services 

When behavioural routines have not yet been formed, it can be said that practices 

are about to emerge. Hence, when discussing emerging practices related to novel 

mobile services, this study focuses on representations part of practices. In the case 

of novel technological services in general, and when discussing their possible 

adoption and acceptance, it is of primary importance to understand consumers’ 
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first encounters with mobile services and the initial thoughts those encounters 

stimulate. For this reason, this study attempts to identify the emerging practices, 

i.e. representations, an individual’s first experience of mobile service use 

produces. When the following elements are united, people arrive at states of 

practical intelligibility that govern activity and through which the meanings of 

arranged entities are instantiated. 

Procedural knowledge 

There are yet no existing general rules or instructions concerning mobile service 

use. There can, of course, be rules or principles concerning individual services or 

applications that the users are expected to follow. The mobile service, “Mobile 

Fair Diary”, with which this study was concerned, was a mobile application that 

was available for voluntary use by downloading the application on one’s own 

phone or by using it on a borrowed phone. There were no fixed rules for 

consumers for using the application, but there were certain functional principles 

that were introduced. The purpose of the functional principles was to facilitate the 

adoption and use of the service by consumers. Consumers’ accounts implied that 

the rules and modes of action that were adhered to were closely connected with 

the use of mobile terminal equipment, i.e. the mobile phone. There are certain 

established rules concerning mobile phone use and it is easy to follow those when 

using one’s own mobile phone. In this study, the interviewees used borrowed 

phones and for this reason they had to learn some rules and functional principles 

in order to be able to use the new kind of phone and the mobile service.  

Instructions on using the mobile service were provided to users prior to going 

into the Housing Fair. The extent of the instructions depended largely on whether 

or not the consumer had previous experience of smart phones, mobile services or 

the properties related to the service. All in all, the brief introduction to mobile 

service use was appreciated by all participants and was perceived as necessary, 

even though on the other hand, the simplicity and straightforwardness of the 

service received praise as well. The fact that further instructions were available if 

required was also viewed positively. The users did not need written instructions to 

take with them, but in theory, it was relatively easy to learn to use the mobile 

service.  

Thus instructions were clear and facilitated the adoption of the service, but 

they did not guide or determine how the mobile service was actually used. 

Basically, the instructions provided a starting point for using the mobile service at 
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the trade fair. The information was provided in such a form that it was easy to 

understand. However, it is only information until it is acquired as knowledge 

through learning. 

Tacit knowledge 

People’s knowhow on mobile service use emerged in their accounts describing 

their experiences of using the mobile service in the trade fair context. When they 

talked about mobile services, it became clear that their knowhow was largely 

related to use of technology in general. Use and familiarity of the digital camera, 

ease and difficulty of mobile phone use as well as experiences related to the use 

of a computer and the internet emerged frequently in people’s accounts of mobile 

services.  

Competence in mobile service use tended to grow during that use. The initial 

insecurity and doubts about the mobile service receded during the user experience. 

One’s own skills regarding mobile phone use while using a mobile service 

manifested themselves clearly when the participants described their experiences. 

If users were familiar with the camera feature of a mobile phone, it did not seem 

to present problems to them when using the mobile service either. User’s own 

knowhow combined with new features such as the tags, posed a challenge which 

each met successfully. Understanding mobile service use was thus closely linked 

with the user’s own skills.  

The way in which the users related – consciously or unconsciously – to 

mobile service use or the different features of the service reflected the level of 

their conceptual knowledge. Conceptual knowledge increased during use. It is 

clear that it is easier to talk about mobile services after experience as a user. The 

features of the service became more meaningful with prolonged use, and users 

were able to get a clearer idea of what the service was about and what could be 

achieved with it. 

Users’ conceptual knowledge and practical knowledge increased considerably 

in the process of interacting with other people. Mobile service use was explained 

by the wish to share information with one’s family, friends and acquaintances. It 

was argued that the mobile service was used because of other people. On the 

other hand, thoughts and associations that emerged during mobile service use 

originated partly in the experience itself and partly in the context, i.e. who and 

what was present during the user experience. Even though each user formed their 
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own understanding of the mobile service consciously and independently, this was 

done while immersed in a social process, in relation to other people. The users 

discussed the mobile service with family, friends or acquaintances, reflected their 

own behaviour in relation to other people, or, at the very least, created knowledge 

when talking about the subject with the researcher. 

Teleo-emotional engagement 

Naturally, mobile service use also evoked feelings. Teleo-emotional engagement 

refers to a specific kind of sensed connectedness. When discussing the situation 

of use afterwards, people also spoke of their feelings related to it. Furthermore, 

when talking about their experiences, the users also represented different kinds of 

feelings. Because we were dealing with a mobile service test situation, very 

strong connections with mobile services were not yet established. The feelings 

were partly related to this particular mobile service, but also to mobile services 

and mobile technology in general.  

Emotions were, however, closely linked with the idea of what one could 

achieve by using mobile services in the future, both personally and in general. For 

some, thinking about mobile services was a source of anxiety, because using 

mobile services would require extra efforts and learning. For others, mobile 

services represented a fine opportunity to make one’s activities and thus one’s life 

in general more effective. However, the users’ feelings about the existing services 

were closely linked with their complexity and the fact whether the users perceived 

such complexity as a threat or an opportunity in the future.  

It seems that people are not yet committed or ready to commit themselves to 

mobile services. Consumers are already committed to using mobile phones, but 

there does not seem to be a need to use the mobile phone to perform more 

extensive novel tasks. However, hopes for the future are high and thus 

intentionality in the context of mobile services seems positive.  

Object 

It is clear that when talking about mobile services, the mobile phone as an artefact 

and as an object plays a significant role. At the moment mobile services are sites 

of understanding for consumers. Some consumers can not even tell the difference 

between these two things. But then again, even producers of mobile services can 

find it difficult to determine whether a mobile service is a product or a service. 
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However, in this study, a mobile service is seen as something separate from the 

mobile phone.  

The properties of a mobile phone, of course, play a significant role in the 

functioning of a mobile service. This is linked with the mobile phone’s important 

role with understanding related to a mobile service. In order to be able to use a 

mobile service, one has to know how to use a mobile phone. Part of the 

understanding is linked with the product that offers it. Practices that are related to 

mobile services are also to a large extent related to mobile phones.  

Whether a mobile service is a separate entity or part of a mobile phone, it is 

important to bear in mind that without a mobile service there would be no related 

practices. This is to say that people shape practices through their actions. Social 

reality is to a large extent shaped through different artefacts and objects. Objects 

and artefacts are thus practical resources.  

Mobile services and their use have their own requirements that shape the 

related practices. In order for them to function, activities are required from the 

consumer. On the other hand, their use helps the user to be active. 

Communication and interaction between objects and users form the existing 

practice. Without this interaction there would be no practices.  

Potential practices for the future 

As mentioned earlier, consumers do not have very coherent ideas of what future 

mobile services could be like or what practices would be linked with them. It is 

understandable that it is challenging to think about a technology one cannot fully 

comprehend. On the other hand, one probably cannot anticipate all the 

possibilities, and some expectations can be such that they are not feasible in the 

near future. 

Inventing mobile services cannot be considered as the task of the consumer or 

the end user, because even adopting existing mobile services seems to be a slow 

process. For this reason it is of particular importance to listen to the way mobile 

services and mobile technology are described. Even though in this study, mobile 

service use is closely linked with a certain context, and the mobile service studied 

has been designed especially to facilitate trade fair practices, on a general level, 

some themes emerged from the consumers’ feedback that were clearly linked to 

the potential of mobile services. 

Firstly, today’s hectic and fragmented lifestyle offers a vast multitude of 

different kinds of information. Selecting the right kind of information and 
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ignoring useless information were identified by the consumers as becoming 

increasingly important in the future. An individual can be an active collector, 

selector and learner of information, but a simple and straightforward way to 

manage the information flow would make everyday life easier. It is interesting to 

note that consumers enjoy taking an active role in selecting information. 

Secondly, consumers think that the way we think about time and place in 

today’s society have changed. An individual’s life is both chaotic and methodical 

simultaneously. Mobile applications that facilitate time management and are 

easily accessible anywhere seem to interest consumers as potential facilitating 

tools for their everyday lives. There is no desire to speed up the already rapid 

pace of life, but help is needed to manage it. 

Thirdly, whatever the content of a mobile service offered, it is clear that in 

order to be able to take practices toward use of novel mobile services, the service 

has to be an individualized on-demand service. Mobile terminal equipment is seen 

as such a private piece of equipment that the information and services associated 

with it should be closely linked to the owner or user of the equipment. Consumers 

do not perceive mobile communication as a more special communication channel 

than any other media. For them a mobile phone is something that they own, 

something private. And there is interest in expanding this idea by adopting the 

mobile phone for wider use in order to facilitate everyday life. 

The fourth aspect that should be taken into account when talking about 

practices is the social dimension of mobile services. A mobile service will be 

adopted more readily if a consumer sees that a family member, friend of 

acquaintance uses it and seems to benefit from use of it. Furthermore, continued 

long-term use requires at least the tacit acceptance of those closest to the user. 

Accordingly, mobile service use as a voluntary activity seems to be more easily 

accepted and adopted. On the other hand, if a public community advocates or a 

work organisation mandates the use of a mobile service, its functionality would 

have to be be supported to the largest possible extent in order for it to change 

practices.  

The fifth possibility for the formation of new practices where a mobile 

service could play a role, is in the context of services for which an individual can 

independently produce content. People do not want to accept everything as given. 

Their own independent activity and innovation are what makes things more 

meaningful. Doing things on one’s own is often linked with the sharing of the 

product with others, in which case the importance of the social aspects of mobile 

services is again emphasised.  
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The sixth point that emerged in the discussions was that the much-advertised 

independence of time and place does not in itself bring added value to the 

customer. An individual sees that everyday routines linked with a certain situation 

or place can be transformed through the use of mobile services. Even though 

respondents could not express it explicitly, one point emerged several times 

during the interviews — a mobile service was capable of facilitating everyday life 

in a particular context. 
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Part IV Understanding consumers’ emerging 
interest in mobile services 
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8 Conclusions 

The purpose of the present study was to develop an understanding of consumers’ 

emerging interest in novel mobile services. Technology acceptance has been 

widely studied, but in the context of mobile services research it is only just 

gaining momentum. Therefore, the focus of this study was not on the actual use of 

mobile services but on consumers’ intention to use mobile services. This chapter 

discusses the main findings of the study and reflects on the findings using two 

different approaches to understand consumers’ mobile service acceptance. Its 

intention is to integrate the findings into the theoretical discussion on the 

acceptance of new technologies, as well as providing an understanding of 

consumer memerging practices with regard to mobile services. 

The empirical data introduced in this study can be characterised in two ways. 

The quantitative analysis indicated that Performance Expectancy, Effort 

Expectancy, Anxiety, Trust and Attitude have an influence on consumers’ 

intention to use advanced mobile services in the future. On the basis of the results 

it can be concluded that once a consumer has tested out a new mobile service, he 

or she creates some kind of an image of it and forms an attitude to it. These, in 

turn, affect – either positively or negatively – the consumer’s intention to use 

mobile services in the future. In addition to identifying factors that have an impact 

on the intention to use mobile services, data were collected in the form of 

interviews. The analysis of the interview data revealed elements that supported 

the survey findings, but also allowed the examination of people’s emerging 

practices and representations relating to advanced mobile services. The interviews 

revealed how people see the information society, how they see themselves as 

mobile service users within it and what kinds of representation they create for 

technological artefacts and especially what kind of emerging practices were 

constructed for mobile services. 

8.1 Discussion of the results related to the UTAUT Structure 

Part II of this study examined technology acceptance in the context of novel 

mobile services. Its purpose was to provide the reader with an introduction to the 

traditional topic of technology acceptance that has been widely discussed, 

particularly in the field of the information society. The section illustrates the topic 

by addressing the following question: 
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What are the perceptions affecting consumers’ intention to use mobile 

services? 

The theoretical contribution of this part was related to the development of a 

technology acceptance model in the context of mobile services, and the facet of 

acceptance that is emphasized here is consumers’ intention to use mobile services 

in the future. When dealing with technological services that are still being 

developed, testing them is complicated if consumers have no conception or 

experience of them. Measuring actual behaviour or service use in a context like 

this is not relevant, and from the perspective of service development it is too late. 

For this reason, the emphasis placed on intention was crucial in this model. The 

purpose was that the model formulated in the course of this research will 

contribute to the discussion on the subject.  

Research on technology acceptance in the context of mobile services is 

growing gradually (e.g. Ngai & Gunasekaran 2007), but there are still plenty of 

research gaps to be filled (Hyvönen & Repo 2005, Baron et al. 2006). The 

primary reasons for understanding consumer acceptance of mobile service still 

remain unclear (e.g. Pedersen et al. 2003, Lu et al. 2003). Mobile technology is 

not directly comparable with computers and the internet, it has its own unique 

characteristics. Therefore it was reasonable to study technology acceptance also in 

the mobile service context (e.g. Carlsson et al. 2006, Lin & Liu 2009, Tsai et al. 

2009). Moreover, this study expressly focused on consumer acceptance of mobile 

services, the study has not been conducted in organizational settings (Pedersen et 

al. 2002). Furthermore, the focus was especially on the mobile services, not on 

mobile terminal equipment i.e. mobile phones (e.g. Bruner & Kumar 2003, 

Carlsson et al. 2006). In this respect a new model was needed.  

The UTAUT model (Venkatesh et al. 2003) was used as the starting point for 

the model that was developed in the course of the present study. Some changes 

were made to the original model. Social Influence was omitted from the original 

UTAUT model and on the other hand Anxiety, Trust and Attitude were added to it. 

The changes were to a large extent due to the differences in the context and the 

service compared to those of the original UTAUT model. This, in itself, can be 

seen as a theoretical contribution. Furthermore, in addition to testing the UTAUT 

model in this particular context, an additional aim was to develop the model 

further to meet the requirements of the mobile context. 

The findings of the study support the appropriateness of using the modified 

UTAUT model to understand the acceptance of mobile service from the 
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consumer’s point of view. This model explains 87% of variance, which is 

considered high for technology acceptance models (Lin & Wang 2005). First, 

Performance Expectancy (PE) affects attitude positively, and its strong influence 

on the subject of technology acceptance has been confirmed by other researchers, 

(e.g.Anderson et al. 1988; Gahtani et al. 2007; Carlsson et al. 2006, Hung et al. 

2003, Knutsen 2005) Second, Effort Expectancy (EE) has a positive influence on 

attitude. Previous research also supports this view (see e.g. Knutsen, 2005, Hung 

et al. 2003.) Consumers perceived the user experience as uncomplicated and 

requiring no special effort. Adopting the mobile service was quick and easy and 

learning to use it did not take very long. Third, PE also has a positive influence on 

intention. Nearly all studies on technology acceptance have confirmed the 

positive effect of usefulness on intention (e.g. Knutsen 2005, Pagani 2004, Lee & 

Jun 2005). Fourth, EE had a negative impact on Intention even though it has a 

significant effect of attitude. However, this finding differed from previous 

findings as so many other researchers have found a direct positive effect between 

EE and intention when considering mobile services (e.g. Carlsson et al. 2006, Lee 

& Jun 2005, Mallat et al. 2006). It may be that EE is important factor, but not the 

most sufficient criterion in consumer intention to use advanced mobile services. 

In other words, mobile service providers cannot totally neglect the effect of EE. 

They need to pay attention to effortless consumer experience.  

Continuing with the findings of quantitative part of the study, the fifth finding 

was that Anxiety has a negative influence on Intention, which is fully in 

alignment with previous research of technology anxiety (e.g. Compeau & Higgins 

1995, Meuter et al. 2003, Saadé & Kira 2006). The sixth finding confirmed that 

Trust has a positive impact on intention. Therefore, the relationship between Trust 

and Intention has been established in this research, so it can be assumed that 

Trust-related factors do have an impact on Intention to use in a mobile context as 

well. This finding is confirmed by other studies as well (e.g. Gefen et al. 2003, 

Kaasinen 2005, Wu & Wang 2005). According to the seventh finding, attitude has 

a positive influence on intention and the study confirmed the hypothesis. As far as 

mobile services are concerned, this view is supported by previous research (e.g. 

Bruner & Kumar 2005, Khalifa & Cheng 2002, Carlsson et al. 2006). Positive 

attitude and its impact on intention is an important factor when companies are 

launching novel mobile services in the market. Mobile services are, by default, 

relatively unknown to consumers. This being the case, consumers do not have 

many ideas or assumptions concerning them. For this reason, the first encounter 

with a mobile service can have a crucial effect on the attitude that is formed 
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toward mobile services. The general attitude toward mobile services seems to 

reflect positive anticipation and belief in the future. 

The quantitative part of this study not only aimed to form a new model for 

the purpose of explaining mobile service acceptance, but also to test the model 

with different groups. The moderating influences of gender, age and experience of 

users were also observed. Findings included the fact that gender does not seem to 

make a difference in terms of how the basic model is structured. In other words, 

regardless of the gender of the consumer, the same factors influence consumers’ 

intention to use mobile services in the future. On the other hand, it was interesting 

to note that age and experience seem to influence the model. Thus, the young and 

the old may experience mobile service use and acceptance in different ways. 

However, this is logical, when taking into consideration that the world has 

changed tremendously over the past few decades and this is bound to have 

influenced people’s attitudes to (mobile) technology. It is also fairly safe to 

assume that consumers’ previous experience of smart phones would have an 

influence on the intention to use mobile services in the future. Use of smart 

phones and experience of them suggest that more than just the basic features of 

the phone have been used, and in this sense the idea of continuing to use more 

advanced features of phones in the future seems logical. 

The current study contributed to conventional research on mobile services 

acceptance by offering insights into the perceptions that could predict consumer 

intention to use mobile services. It successfully modified UTAUT model with 

anxiety, trust and attitude. This modified UTAUT model was applied to the 

Mobile Fair Diary –service. Furthermore, the quantitative part of this study 

represents a significant departure from the context examined in prior studies of 

mobile services. Consistent with prior studies, PE, ANX, TRUST, ATUT were 

found to be antecedents of the intention to use mobile service.  

8.2 Discussion of emerging practices of mobile services 

Part III of this study addressed mobile technology acceptance from the 

perspective of cultural consumer research. This part adopted a poststructuralist 

interpretive approach to understanding contemporary consumers. The purpose 

was to provide an alternative approach with an introduction to the traditional topic 

of technology acceptance that has been widely discussed, particularly in the field 

of the information society and consumer studies (Holt & Thompson 2004, Kaplan 
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& Duchon 1988, Mingers 2001). The objective of this part was to illustrate the 

topic by answering the following question: 

How do consumers construct the emerging practices of using mobile services? 

This part of the study began with an overview of the postmodern society and the 

role of the consumer and consumption in that context. Critics of postmodernism 

have dismissed it as a collection of fashionable thoughts marked by a lack of 

willingness to solve the real problems of the world. However, in this study, 

postmodernism has been adopted as a way of explaining today’s society and the 

many changes it has experienced. This choice was also supported by the fact that 

the change affecting today’s society is largely due to the rapid development of 

technology. Therefore, theories that rely on postmodernism provide a fitting 

foundation for discussion on technology development and acceptance, and 

consumers’ views of novel mobile services. In this study, the discussion on 

postmodernism served, to a large extent, as a backdrop providing a general idea 

of today’s society and a framework understanding the contemporary consumer. 

Thus, the present study has made no attempt to discuss the fascinating world of 

postmodernism more profoundly. However, it made it possible to understand the 

phenomenon from a fresh and novel perspective.  

The cultural consumer approach (Arnould & Thompson 2005, Belk 1988, 

Cova & Elliot 2008, Ger 1997 and Moisander 2001) and the practice-theoretical 

perspective (Schatzki 2001, Reckwitz 2002, Warde 2005, Schau, Muñiz & 

Arnould 2008) within it were adopted in order to provide a theoretical and 

interpretive framework to the qualitative part (Part III) of this study. The most 

recent consumer research do not assess consumption as mere shopping behaviour, 

but rather more acting in everyday life is consuming. Hence the everyday 

practices we engage in our everyday life can be understood as consumption. Thus, 

it was natural to choose practice theory to explain consumer emerging interest of 

mobile services. However, in the case of novel mobile acceptance, the emerging 

practices were handled through experiences which consumer constructs 

representations (Moisander et al. 2009). Furthermore, to stimulate the discussion 

about mobile service, it was necessary for people first to try out the mobile 

service in a real context. Theoretical contribution made to practice theory, was 

two-folded. First, this research was one of the first studies trying to understand 

emerging practices by using poststructuralist approach. Secondly, there are yet 

only few empirical studies made in the context of practices.  
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 Practice theory was used in order to provide the reader with an idea of how 

the consumer’s intention to use mobile services could be understood in a novel 

way. In this study, the term emerging practice refers to the consumer’s 

representations concerning mobile services that were formed after their user 

experience. The belief that understanding cannot be acquired before one has 

clearly experienced the thing first-hand is the cornerstone of practice theory, and 

the present study has confirmed this view. Prior to their user experience, most 

interviewees had no idea about mobile services. However, the user experience 

played a significant role in how consumers subsequently perceived mobile 

services. The use experience introducing the mobile service to the consumers 

provided stimulus for the interviews and in that way the cultural discourse was 

produced. The representations of mobile service were co-created with the 

interviewer to gain a better understanding of this context-specific use experience 

of a mobile service. In the process, people also formed representations about the 

information society, as well as about themselves, as mobile service users. In that 

way the poststructuralist approach was an analytical way of constructing the 

reality as participants reflections were viewed as personalized expressions of 

larger sociocultural discourses (Hall 1997).  

Adopting practice theory as the interpretive framework of the qualitative part 

of this study was an interesting process for the researcher, but it was also a 

decision that research of this type called for. Practice theory is generally seen as 

an individualistic approach to social ontology (e.g. Moisander et al. 2009), but in 

this study the perspective adopted emphasized the social, cultural and individual 

structures of knowledge (Reckwitz 2002, Schatzki 2002). Interpreting people’s 

activities bearing in mind those knowledge structures made it possible to acquire 

an in-depth understanding of consumers’ emerging practices of mobile services. 

From this perspective, it was possible to develop a certain form of knowledge 

based on the evidence of experience, but it was rationally organized and regarded 

as meaningful only after shaping the experience through social interaction with 

other people.  

The poststructuralist approach has been used to analyse emerging consumer 

interest in mobile services through the medium of the Mobile Fair Diary at the 

Housing Fair. Subsequent interviews with the fairgoers revealed six themes, in 

combination providing an overview of the consumer experience of using the 

novel mobile service for the first time.  
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1. Diversity – people’s relationship with technology 

People are aware of the fact that they live in a world in which avoiding 

technology is impossible. How eagerly they familiarize themselves with 

technological novelties such as mobile services is a matter largely determined 

by people’s enthusiasm, and the consumer tries actively to understand his or 

her own role in the mobile service environment. People seem to accept the 

idea that in todays’ world technology is inseparable from our understanding 

and construction of self. Consumers are continually reinventing themselves 

through consumption, and in addition, they want to be at the same time 

highly individuals (e.g. Holt 2004) in the markets but not isolate themselves 

from communities (Simmons 2008). 

2. Omniscience – fulfilling expectations 

Consumers are more demanding than ever before when considering 

technological artefacts, and their expectations are growing all the time. This 

reflects rather well how people believe that today there are endless 

possibilities. The postmodern consumer feels free to follow the choice she 

likes (Brown 2002). People are encouraged to react critically and individually 

to all the aspects in their lives and this is also true for the mobile services of 

the future. Postmodern consumers are allowed to be playful and critical of a 

certain context (Firat & Venaktesh 2006: 125). Hence, individuals are able to 

and they are expected to construct their own opinions and meanings for 

mobile services.  

3. Fragmentation – helping to manage everyday life 

Consumers feel they are living in a fragmented world, and depending on the 

individual it can be considered a threat or an opportunity. Technology is seen 

as one solution for managing this fragmentation. People have already 

accepted the mobile phone as part of their everyday life, and in principle they 

are ready to accept more uses for it than that of a mere communication tool. 

Mobile services do not necessarily have to fully replace any existing 

technologies that make life easier, but they could be combined with existing 

and more familiar technological solutions. However, consumers have 

different expectations of mobile services. The most interesting notion 

concerning this is that people do not even try to reach for one particular way 

of behaving. Instead they seek to find the most suitable way of consuming, 
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living or behaving in every different context. As Firat and Dholakia 

(2006:140) state, the goal of the post-modern consumer is not to get caught in 

any one mode of existence, but to explore different ways of being. 

4. Attendance – experience effecting in knowledge creation 

In everyday life people constantly encounter technological artefacts and have 

to get used to them. However, a proper understanding of technology comes 

only with actual user experience. This plays an important role in making the 

consumers use experience meaningful. Contemporary consumer seeks to take 

part in performances that shape experiences (Brown 1995, Firat & Dholakia 

2006, Kozinets 2002). Consumers need to be provided experiences, which 

they themselves made as valuable for them as possible. 

5. Diverse relationships – social other 

People construct the world around them by reflecting their own sayings and 

doings on people around them. It seems that also when considering novel 

technology, people seek the acceptance of our behaviour through other people. 

Hence, social interaction develops an individual’s relationship to technology. 

Today’s consumer is curiously, at the same time, independent, individual and 

awfully communally oriented. The user experience is highly individual (Cova 

1997, Holt 2004) in the sense that everyone uses the mobile service for the 

purposes they want and the way they want. However, there are some norms 

and rules created by the community and followed by the individual consumer. 

This follows the findings of Cova and Pace (2006), who found in their study 

that postmoderns consumers show forms of sociality and empowerment 

based on personal self-exhibition in front of other consumers through rituals.  

6. Interdependency – facilitative material world 

Mobile service use is inextricably linked to different kinds of resources. In 

order to function properly in the context for which it had been designed, a 

mobile service is dependent on many factors such as terminal equipment, 

operators, service providers as well as skilled and enthusiastic users. A 

challenge for the future is to make these relationships of dependence work the 

other way, too, in the sense of interdependence. 

As noted earlier, the latest developments in information technology also involving 

mobile technology has changed social and cultural aspects of our lives. Various 
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researchers have revealed the fact that postmodern consumers should be treated 

differently also in the mobile commerce context (e.g. Mort & Drennan 2002, 

Simmons 2008). New technology around us is fascinating and intimidating at the 

same time, and marketers need to understand the changed business environment. 

Hence, the introduction of novel mobile services is at an interesting phase; the 

advantages of the services are becoming more apparent and some are well on the 

way to becoming necessities, but at the same time the introduction of mobile 

services is competing with all the other novel technology. In this study, some 

observations were made concerning the postmodern mobile service consumer. 

According to Firat and Venkatesh (1993) contemporary consumer culture has 

entered a new area of postmodernity. Similarly, in this study, it has been stated 

that the life of contemporary mobile service consumers is characterised by three 

conditions: 1) Representation of the information society, 2) the representation of 

oneself as a mobile service user, and 3) representation of technological artefacts.  

Representation of the information society 

The interviews clearly reflected people’s thoughts about society and how it is in a 

state of constant change. Especially during the last few decades, technology has 

strongly shaped people’s lives and it is thought the tendency will continue in the 

future as well. Everyday life is perceived as being characteristically fragmented. 

Information changes like a flux and people need to keep up with the change. 

There are vast quantities of information available, good and bad, more than 

enough. This being the case, people have to make choices about what to focus on 

from among the continuous maelstrom of information. In addition, this ever-

changing nature of information poses challenges to learning.  

In modern society, the nature and significance of time and place are ever-

changing and diverse. One place can have different meanings to different people, 

or different places can have the same meaning to different people. Every context 

is imbued with its own practices, and hence our lives are marked by a form of 

chaos that retains a core of order within it.  

An interesting notion is that the necessary and the voluntary shape our lives 

and they are defined by society, institutions and the people around us. In some 

cases some degree of obligation is good from the perspective of our practices but, 

then again, in some cases the user experience will be most pleasant when it is 

voluntary. The power and significance of experience in forming a genuine and 
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profound understanding of things and images is enormous, and consumers are 

aware of this fact, too.  

Representation of oneself as a mobile service user 

Consumers’ notions of themselves as mobile service users are still to a large 

extent based on their notions of themselves as users of technology in general. This 

is because, in our changing society, consumers do not have a clear conception of 

themselves as users of technology in the long run. People categorize themselves 

according to their own skills and compare themselves to others. On the other hand, 

the modern consumer can be very demanding. If there are problems with service 

use, it does not necessarily indicate the weakness of the user but, rather, the 

weakness of the service. However, forming a stable identity is not even 

considered to be of great importance, because people know that things change all 

the time. The technology people choose to use is largely influenced by the 

surrounding general user culture.  

Consumers believe in their own potential in a world in which mobile 

technology is becoming more and more common. Even though mobile services 

are novel, people will adjust to their use if they perceive it as appropriate. Hence, 

the significance of the context should never be underestimated. It seems that a 

person can become a mobile service user if the time and place are right. In 

addition, consumers reflect on their own behaviour related to mobile services by 

comparing it with their previous experiences and expectations.  

Consumers can be very critical of new things; it is not enough that a mobile 

service is useful and easy to use. This is partly due to the fact that contemporary 

society offers a plethora of alternatives, and consumers have to be able to make 

decisions. No one wants to waste their own resources, so a mobile service has to 

offer something special to the consumer in order to be adopted.  

Representation of technological artefacts 

At this stage, the reference to a thing is quite deliberate, because consumers are as 

yet unable to define whether a mobile service is an object or a service. They 

perceive the product as complex partly because most consumers do not have an 

idea of how the technology behind the service actually works. Hence, the dual 

role of technology is confusing: on the one hand, people are dependent on it, and 

on the other hand, they do not understand it properly. In addition to the lack of 
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technical knowhow, another challenging element about mobile services is to 

understand them in their economic context. Due to their apparent complexity, 

people do not understand the factors on which the production and realization of 

mobile services is dependent.  

In order to be embedded in everyday life, a mobile service should be socially 

acceptable in the consumer’s world. In other words, as a mere technological 

artefact a mobile service is as good as worthless. Value does not emerge from the 

mobile technology itself, but is inextricably intertwined with the social aspect. 

Another aspect considering the interest in mobile services, is the consumer’s 

opportunity to independently produce knowledge while interacting with the 

service. In other words, mobile services could be designed to be context-

conscious, or at least in such a way that consumers could have the option of 

adjusting them to meet their needs. 

Referring to Thompson and Hirschman (1995) the aforementioned 

representations have profound significance for the sense of personal history and 

social world to the participants in this study. All the participants expressed their 

individual views about the context of mobile services in a particular form of 

discussion with an interviewer. As other poststructuralists have asserted, the 

representations made were significantly constructed by the way participants acted 

at the Housing Fair (e.g. Bourdieu 1977, Holt 1997) and by the way the 

interviews were conducted as a particular form of social interaction (Moisander et 

al. 2009). 

When discussing emerging practices related to novel mobile services, this 

study focused on representations of practices. When behavioural routines have 

not yet been formed, it can be said that practices are about to emerge. For this 

reason, this study attempted to identify the emerging practices, i.e. representations, 

constructed by an individual’s first experience of mobile service use. Using the 

field experiment method, it was possible to capture data about emerging 

consumer practices that allowed the inference of representations of the novel 

mobile services and of the consumers themselves as mobile service users in the 

postmodern age. In this study, it was stated that to understand emerging practices 

body, mind, processes, agency and the technological artefact should all be 

included in the analysis (e.g. Reckwitz 2002). Basically, the consumer was 

understood as a carrier of (mental) routines, and especially in this study, 

technology was given a remarkable role in shaping these practices. Following the 

recent practice theorists (e.g. Reckwitz 2002, Schatzki 2002), it was argued that 

deeds and utterances at the Housing Fair were held together by discursive 
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knowledge, rules and teleo-emotional structures, bound together with the use of 

mobile services.  

Procedural knowledge. The consumers’ accounts implied that the rules and 

modes of action that were adhered to were closely connected to the use of mobile 

phones. However, there are no existing general rules concerning mobile service 

use. In this study, the interviewees had to learn some rules and functional 

principles in order to be able to use the new kind of phone and the mobile service. 

The purpose of the functional principles was to facilitate the acceptance and use 

of the service by consumers. 

The extent of the procedural knowledge depended largely on whether or not 

the consumer had previous experience of smart phones, mobile services or the 

properties related to the service. All in all, the brief introduction to mobile service 

use was appreciated by all participants and was perceived as necessary, even 

though the mobile service was felt to be rather easy to use. However, it is only 

information until it is acquired as knowledge through learning. 

Tacit knowledge. People’s knowhow on mobile service use emerged in their 

accounts describing their experiences of using the mobile service in the trade fair 

context. Hence, the knowhow can be said to be insubstantial without use 

experience. In addition, when they talked about mobile services, it became clear 

that their knowhow was largely related to the use of technology in general and it 

was manifested by one’s own mobile phone use skills. Competence in mobile 

service use seems to grow during that use. Within this there was some insecurity 

considering the mobile service, and this receded during the user experience. The 

skills regarding mobile services were manifested through their mobile phone use. 

Hence, understanding mobile service use was thus closely linked to the user’s 

own competence.  

Users’ conceptual knowledge and practical knowledge increased considerably 

in the process of interacting with other people. Even though each user formed 

their own understanding of the mobile service consciously and independently, this 

was done while immersed in a social process, in relation to other people. It is 

clear that it is easier to talk about mobile services after an experience as a user. 

The features of the service became more meaningful with use, and users were 

able to get a clearer idea of what the service was about and what could be 

achieved with it. 

Teleo-emotional engagement. Teleo-emotional engagement refers to a 

specific kind of sensed connectedness. When discussing the use afterwards, the 

users expressed different kinds of feelings. However, because we were dealing 
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with a mobile service test situation, the feelings were partly related to this 

particular mobile service, but also to mobile services and mobile technology in 

general.  

Emotions were, however, closely linked to the idea of what one could achieve 

by using mobile services in the future, both personally and in general. For some, 

thinking about mobile services was a source of anxiety, and for others, mobile 

services represented a fine opportunity. However, the feelings were closely linked 

to the idea of what one could achieve by using mobile services in the future. 

Consumers are already committed to using mobile phones in their everyday life, 

but there does not seem to be a need to use the mobile phone to perform more 

extensive novel tasks. However, consumer’s hopes for the future are high and thus 

intentionality in the context of mobile services seems positive.  

Object. It is clear that when talking about mobile services, the mobile phone 

as an artefact and as an object plays a significant role. The properties of a mobile 

phone, of course, play a significant role in the functioning of a mobile service. 

This is linked to the mobile phone’s important role in understanding related to a 

mobile service. Hence, emerging practices that are related to mobile services are 

also to a large extent related to mobile phones. In this way, the social reality of the 

mobile service user is to a large extent shaped through mobile phones. Hence, 

mobile services and their use have their own requirements that shape the related 

practices. In order for mobile services to function, activities are required from the 

consumer. In this way, the interaction between mobile artefacts and users will 

form the practices of the future.  

The second objective of this study was to get a deeper understanding of the 

emerging practices related to novel mobile services. One of the first of the 

underlying assumptions was that by applying a practice theory approach it would 

be possible to attain new perspectives and more in-depth analysis of consumer 

mobile service acceptance. Based on the above analyses the suggestion is, that 

Practice theory truly offers a workable method of understanding emerging 

practices. The pre-assumptions of practice theory provide a multifaceted basis for 

understanding consumer practices and it is easy to anchor consumers’ activities to 

these individual, social and cultural aspects. However, it is important to state that 

in the case of emerging practices, where no routinised behaviours related to 

mobile services exist, the analysis method has a large role to play in exploring the 

Practice theory. It is highly advisable to use a poststructuralist interpretive 

approach when discussing the emerging practices in more detail. By combining 
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these two approaches it was possible to construct the representation of consumer 

interest in the field of emerging mobile services.  

8.3 Synthesis of the findings 

The synthesis has to start with the statement that there are many ways of seeking 

knowledge about consumers’ actions in marketplace. One of the central ideas of 

this study is that the world is individually constructed and can be subjectively 

examined. A postmodern approach like this implies that there is no value in trying 

to find a single and absolute truth (e.g. Featherstone 2007, Firat & Venkatesh 

1993). There are simply different approaches to things and phenomena. It is 

possible to collect, analyse and dissect empirical data, but this always involves 

subjective decision-making. Naturally, when using quantitative methods, one 

must make every effort to be objective in terms of methodology. However, 

decisions regarding the theory world and explanatory factors have been made on 

the basis of what has been read on the subject. 

This study proceeded from the assumption that each form of knowledge is 

valuable, an understanding largely supported by other scholars too (e.g. Guba & 

Lincoln 2003). Two different perspectives were adopted in this study to explain 

the phenomenon of mobile service acceptance by consumers; positivism and post 

structural interpretivism, which were viewed in relation to their own contexts. By 

doing this, the present study attempted made an effort to acquire a wider and 

more profound understanding of the whole phenomenon of consumer emerging 

interest toward mobile services. It is clear that traditions that have their roots in 

different kinds of philosophies create their own conceptual worlds that guide the 

choice of point of view, methodology and, by extension, the entire world view. 

However, joining the thought of Weber (2004), the difference between 

perceptions of positivism and interpretivism has become folklore. Both positivist 

and interpretive paradigms have their advantages and benefits, blurring the line 

between them (Töttö 2000, Mingers 2001). This study provided a pluralistic view 

of the phenomenon under research by mixing these approaches and thus referred 

to research where knowledge claims are based on pragmatism, to best understand 

research problem (e.g. Creswel 2003).  

Previous studies on technology acceptance have employed a positivist 

approach which is largely based on previous research and seeks to arrive at 

objective findings. Based on this PART II of this research approached the subject 

from a quantitative empirical perspective. The study made use of this research 
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tradition in the form of a quantitative questionnaire survey and SEM (structural 

equation modelling : LISREL model) was used as a statistical tool to provide the 

answer to this part of the research problem. This enabled further development of 

the UTAUT technology acceptance model (Venkatesh et al. 2003) that is based on 

other similar studies. By doing this, it was possible to utilize existing validated 

instruments created for the purposes of research and apply them to the context of 

research on mobile service use. In addition, PART III of this research approached 

the subject from a qualitative empirical perspective. The interpretive framework 

of postmodern consumer culture and practice theory sought to investigate the 

research phenomenon in a more profound fashion. After all, the positivist research 

tradition does not take the subjectivity of phenomena into account, and in social 

sciences this is unavoidable. For this reason, the poststructuralist interpretive 

perspective was integrated into the framework of this research, which in practice 

meant constructing together consumers’ accounts of their experiences of mobile 

service use in the context of a housing fair. Consumers’ reflected the use of 

mobile services based in the particular situation they have experienced. Even 

though the present research was not primarily concerned with comparing the 

results yielded by the two approaches, the following paragraphs seek to 

summarize and integrate the findings by presenting the similarities and 

differences of the results of the two different approaches.  

In the ontological sense, the quantitative part of the study attempted to find its 

way to the core of the phenomenon by making empirical observations, i.e. by 

identifying the perceptions that influence mobile service acceptance. The starting 

point was the assumption that observations about human behaviour can be made 

by asking the opinions of people involved in such behaviour. It was assumed that 

the phenomenon – mobile service acceptance – can be measured and quantified, 

so valid results can be acquired by means of logical reasoning. Adopting an 

approach like this was possible, because the data collected spoke for itself on the 

subject of consumers’ intentions to use mobile services. An empirical result of a 

real phenomenon was acquired, because consumer behaviour was measured in a 

real life setting instead of a laboratory.  

The questions included in the questionnaire had been validated by previous 

research and thus the researcher’s subjectivity did not interfere with the research 

process. However, the researcher has had some degree of influence on the 

decisions made on the basis of the research literature survey conducted for the 

purpose of the present study. In any case, the purpose of the quantitative study 

was to collect objective data that could be confirmed by facts. In the 
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epistemological sense, it can be said that here the researcher’s position regarding 

the phenomenon has been, to a large extent, that of a value-free external observer, 

because here the study made extensive use of previous research findings. 

However, it is the case that when dealing with human subjects, doing quantitative 

research in the field of social sciences is never fully measurable. The objective 

was, within the recognized limits, to acquire results that would be to a certain 

extent generalisable to the larger population. The quantitative methods employed 

in this study aimed to explain, by means of inductive reasoning, the causal 

relationships between consumers’ perceptions of mobile services and Intention. 

By adhering carefully to the rules of quantitative research, every effort has been 

made to provide reliable results. 

The purpose of the qualitative part of this study was to develop a more 

profound understanding of the phenomenon by collecting interview data. This 

was done using the poststructuralist interpretive approach that took account of the 

special characteristics of contemporary society. In this part of the study, in the 

epistemological sense, the approach was clearly value-laden in the sense that the 

researcher adopted a clear perspective on the subject by selecting the research 

literature consulted for the purpose of this study. Having familiarized myself with 

research on information technology, it was wanted to adopt a more consumer-

oriented view, and in the process my research interest shifted towards 

postmodernism, cultural consumer research and practice theory. Such an approach 

reflects a more deductive stance on the phenomenon. The aim was not to explain 

mobile service acceptance in terms of simple causal relationships, but rather to 

understand reality in its diversity. This led to the idea that mobile service use – or 

any perceptions concerning mobile services – are by nature pluralistic and 

fragmented among consumers, regardless of what the mobile service itself is like. 

For each consumer, a mobile service and its use is a private and personal 

experience. Everyone has their own way of understanding mobile services. The 

researcher can only provide descriptions of these various ways to define a mobile 

service, and by doing so, seek to explain acceptance of future mobile services. 

The purpose of the qualitative part of this research was to interpret and 

understand the representations of mobile services. 

The phenomenon addressed in this study also poses the question of whether 

the differences between quantitative and qualitative research are, after all, as 

fundamental as is generally believed. Basically the research subject of 

quantitative research is also human behaviour, which is just observed 

methodologically externally. The starting point of the purpose of the quantitative 
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part of this study was to examine consumers’ intentions to use mobile services. 

On the other hand, the qualitative approach of this study was to investigate real 

consumer behaviour – what consumers experience and how they produce and 

exchange representations of those experiences. This constitutes an interesting 

analogy for the definition of the subject of qualitative research that is concerned 

with people’s intentional, or goal-oriented, actions. Therefore, even though the 

underlying scientific ideals of these methods are different, enquiry into the subject 

of this research revealed some similarities, and for this reason, it seems 

reasonable to assume that the two can hardly be in that sense mutually exclusive. 

Seen from either of these two perspectives, both the quantitative and 

qualitative investigations suggest that perceptions of new mobile services are 

fragile and easily subject to alteration based on first experiences and impressions. 

This view is supported by other studies as well (e.g. Knutsen 2005). First of all, it 

is not possible to talk about using mobile services intentionally before having 

tried such a service. Both approaches employed in the present study confirmed 

this view. In addition to the properties of a mobile service, people’s perceptions of 

the service have an influence on the intention to use mobile services. These 

perceptions provide a comprehensive picture of the potential of mobile service 

use in the future, and this study confirmed that certain factors indeed have a clear 

influence on intention. It has earlier been widely established in academic and 

commercial research that consumers’ self-reported intentions lead to actual 

behaviours (e.g. Chanden et al. 2005). For this reason, it was important to study 

acceptance by consumers from a quantitative perspective. However, qualitative 

research was also in this respect seen as significant, because it yielded more in-

depth knowledge about intention to use mobile services than just perceptions on 

mobile services. Understanding today’s consumers’ pace of life and their 

representations about mobile services and themselves as mobile service users can 

be used to explain their intention to use mobile services in the future and it also 

shed light on emerging practices. 

The quantitative part of this study indicated which factors influence mobile 

service acceptance. When consumers had the opportunity to try out a mobile 

service and were able to assess its properties and features during the process, they 

were in the position to assess the significance of each factor for potential future 

use. The findings of the quantitative part of this study indicated that consumers’ 

intentions to use mobile services are affected by the concepts of Performance 

Expectancy, Effort Expectancy, Anxiety, Trust and Attitude, each of which have 

an impact on Intention. People found the service useful and easy to use in the 
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trade fair context, which indicated a strongly positive attitude to the mobile 

service. The research indicated that the usefulness of the mobile service as 

experienced had a positive influence on intention to use mobile services in the 

future. Ease of use was associated with the normal functions of a mobile phone, 

and in a sense it was taken for granted. Similarly, the mobile service was 

perceived as reliable – both in terms of functionality and as the service provider’s 

characteristics – which also had a positive influence on plans to use similar 

services in the future. The research indicated that a positive attitude has a positive 

effect on intention to use mobile services. Anxiety was, quite naturally, one factor 

that has a negative effect on intention to use, but rather surprisingly, also ease of 

use seemed to have a negative effect on intention. All in all, it can be said that the 

model measuring intention to use mobile services indicated that in general 

consumers display a positive acceptance of mobile services.  

However, quantitative research does not, for example, take a stance regarding 

whether or not mobile technology in itself excites or entices people. In other 

words, mobile technology might not itself be useful or intriguing enough to 

arouse people’s interest. Different models can also shed light on the impact of 

usefulness or hedonism on technological equipment, but they will not reveal 

whether these aspects originate in the consumer’s own activities, for example. 

The mobile service should be able to support an individual in his or her everyday 

activities and practices, and then become integrated into the everyday lives of 

consumers.  

The qualitative part of this study did not seek to find detailed explanations for 

perceptions; there was not, for example, any attempt to found out what factors 

make up consumers’ perceptions, e.g. performance expectancy or anxiety. A 

different approach was adopted, albeit one based on consumers’ user experiences 

and their perceptions formed after their user experience. As in the case with the 

questionnaire, the interview focused largely on the user experience regarding the 

mobile service the consumers had used. Thus, the representations and practices of 

mobile services were discursively produced with interviewer and context-specific. 

Hence, in discussions with the consumers, the focus was not only on the 

properties of the mobile service or the consumers’ thoughts on it. Instead, 

attempts were made to trace the representations of mobile services that emerged 

when consumers talked about them. When talking, the interviewees revealed a 

great deal about their views of society and themselves as users of technology. The 

researcher used practice theory to interpret the interviews, and that for its part 

influenced the interpretation process. The interpretations thus focused on 
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consumers’ emerging practices concerning mobile services and how those 

practices were represented through cultural talk produced by interviews. Actual 

behavioural practices were not found at this point because we are dealing with a 

novel mobile service still unknown to consumers. However, in theory, practices 

can be conceived of as representations as well. The representations found in the 

research process have been discussed before, but at this point these findings can 

be compared with the quantitative results. 

Interpreting the post structural interviews indicated how people’s emerging 

practices concerning mobile services were construed. Advanced mobile services 

are still not widely used and are relatively unknown to the general public. The 

interviewees, for the most part, were probably representative of the average Finn, 

someone with a limited experience of mobile services, but on the other hand, an 

experienced user of mobile phones and computers. Therefore, the emerging 

practices concerning mobile services were not directly linked to the services 

themselves, but rather, to things that are closely related to them, such as mobile 

phones and technology acceptance in general. Similarly the perceptions found in 

the quantitative part of the study should be considered as predictors of the 

intention to use mobile services. The intentionality of participants is largely based 

on their previous experience of mobile phones, experience with the Mobile Fair 

Diary and technology in general. 

The biggest contribution of the qualitative part compared to the quantitative 

one was that it offered the opportunity to interpret the process where consumers 

form representations through mobile service use: how people perceive and 

experience the socially constructed information society, how they perceive 

themselves as mobile service users in that particular context, and what kinds of 

representations they create for mobile services. These findings cannot be linked in 

any straightforward way with quantitative findings, however, there is obviously 

some congruence.  

Firstly this study suggests that people will adjust to mobile service if they 

perceive it to be appropriate. This is in line with the finding that Performance 

Expectancy influences intention to use mobile services. People are likely to 

change their routinised practices, if there are useful alternatives – such as mobile 

services – available. Performance expectancy is also an essential part of the future 

mobile service as contemporary consumers have understood the information flow 

and flux. It is challenging for people to keep up with the developing choices of 

information. One of the expectations of mobile service is thus it will deliver 

useful options for managing information. 
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This study identified an interesting finding when it revealed that Effort 

Expectancy has a negative effect on the intention to use mobile services. The 

finding was at first surprising, but the discourses with participants provided rather 

good explanations for it. First, people feel that living in this continually changing 

contemporary life brings an ongoing insecurity along with the advances in 

technology. However, the insecurity is not linked so much to the user but more to 

the technology itself. Thus people understand that there are new technologies 

coming and going all the time, and that they do not need to be the first ones using 

them in the most correct fashion way. They also forgive quite a lot when it comes 

to new technology. Hence, if someone is interested in using a novel mobile 

service, it is not that important if it is easy to use or not and if you are not 

interested, you can always choose not to use it. Of course, these comments were 

greatly influenced by their use experience with mobile service, which was used 

voluntarily. However, the positive relation between Effort Expectancy and 

Attitude found in the quantitative study is at the same time understandable, after 

listening to the participants. People have already noticed the invasion of 

technological equipment. It is not about peoples’ own willingness to use them or 

not. People do not want any interaction with mobile services to be complex and if 

they are positively surprised when the use of mobile services proves effortless, 

their attitudes will inevitably be positively affected. 

Furthermore, this study found a negative causal relationship between Anxiety 

and Intention to use mobile services. This finding was also supported when 

produced the cultural talk with the participant. The life of the contemporary 

consumer is strongly shaped by technologies and however accustomed they are to 

their technological surroundings, one can often discern some apprehension from 

consumers conversation. The dual role of technology is confusing for people. On 

one hand people are dependent on it, and on the other hand, they do not 

understand it properly. One interesting finding was that people seem to be 

insecure with the contemporary information society and its’ effects on individuals’ 

lives. To be at the forefront of technological advances, people need to be active 

and keep up with the continuous change. There are many things in life which are 

influenced cultural surroundings. These may cause anxiety and uncertainty. 

However, anxiety is not so much related to consumer evaluation of themselves as 

mobile technology users. Consumers believe themselves as mobile service users; 

they believe they have the power to choose, the potential to learn and that they are 

able to change their practices.  
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Related to anxiety and uncertainty issues, the trust component was also found 

to have a causal relation to intention to use mobile service in this study. In a phase 

where mobile services are generally uncommon and unfamiliar to of most people, 

it is relatively understandable that there might be some trust issues. As was 

pointed out earlier, people do not completely understand mobile services and the 

actors behind them. The lack of understanding of the phenomenon of course 

raises doubts about its trustworthiness. To comprehend the importance of the trust, 

it is especially important to be aware of the economic context the mobile service 

system operates in. Furthermore people need to have some kind of support from 

institutions to use mobile services, but also support from family and friends. 

Social influences have an important role role when attempting to predict future 

acceptance of mobile service and emerging practices.  

However, the most conspicuous difference between the two in terms of 

mobile service acceptance was the role of social influence. The questionnaire 

included questions on the matter, but the consumers’ answers were so inconsistent 

that it was not possible to form an explanatory factor for the model on the basis of 

them. On the other hand, the interviews clearly indicated that the social dimension 

has a wide variety of meanings in the context of mobile service use. People 

seemed to think that social elements are one good reason to begin using mobile 

services. Consumers’ decisions would be influenced by the extent to which their 

family, friends or acquaintances use mobile services or comment on them. The 

interviewees also felt that sharing things in a mobile way could be a thing of the 

future. This aspect would have been omitted altogether from the quantitative part, 

even though it was included in the beginning, because it is part of the original 

UTAUT model. However, it seems reasonable to assume that because the research 

situation was a test situation, consumers might have felt that social influence was 

of lesser importance and formed their answers accordingly. The most important 

finding related to social influence, is that value does not emerge from the mobile 

service itself, but it is intertwined with the social aspect.  

It was found in both the quantitative and qualitative parts of this study that 

peoples’ intentions toward mobile services are rather positive in nature. It seems 

that intention to use mobile services is partly predictable via the aforementioned 

perceptions. Intentionality and emerging practices are strongly linked with the 

feeling of appropriateness of the context. However, before the actual adoption of 

mobile services there has to be actual positive experience. Previous expectation 

and experiences together with the feeling of power in using mobile service lend 

wings to the use of mobile services.  
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Furthermore, people understand that the world, society and culture is 

changing all the time around them and they need to be open to accepting future 

technologies. Then again, consumers have high expectations of mobile services, 

as they are not bound to a specific context, time and place. They will offer 

opportunities for consumers to produce their own content and in this way mobile 

service may correspond to what the consumer wants in any given situation. The 

main objective of this study was to examine consumers’ emerging interest in 

mobile services. It is also clear that people understand the significance of mobile 

technology and other forms of technology in today’s society. Therefore, their 

perceptions of mobile services and of themselves as mobile service users reflect 

today’s society and its future expectations. Even though insecurity and, on the 

other hand, self-assertion emerge frequently in people’s speech, the general 

attitude to mobile services seems to be positive. Consumers understand that 

mobile services are the technological artefacts of the future, and one has to learn 

to live with them. 

8.4 Practical implications for mobile service business 

Mobile phones have developed rapidly in recent years, and the related business 

has been extremely vigorous during the past decade. The initial hype surrounding 

the issue has somewhat subsided since it has become clear that technology is not 

developing as fast as people would have liked, and on the other hand, consumers 

find it difficult to keep up with the development of technology. Mobile phone 

enthusiasts and representatives have believed in the possibilities of the mobile 

business all along. In the western world, different kinds of entertainment services 

as well as utility services have been produced for mobile platforms, some of them 

have been successful, some less so. Business models making use of mobile 

services have been seeking niches in relation to different actors in the field. They 

probably hold the view that pretty much anything could be rendered in a mobile 

form, or at least delivered via a mobile phone. 

The present research indicates that, in general, consumers have a positive 

attitude toward mobile services, provided that the services are relevant to the 

context. Thus far consumers do not have much experience of mobile services, and 

many do not even know exactly what is meant by mobile services. Regardless of 

this, if consumers venture out to test mobile services in practice, the experience 

will help them form an opinion of mobile services. Thus, in practice it is 

important to bear in mind that because future mobile services are as yet unknown 
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to consumers, people need experiences – and preferably positive ones – in order 

to be able to understand what mobile services are about. For the managerial point 

of view, providing consumers with opportunities to gain such experiences poses a 

challenge to mobile service developers in the future.  

The Performance Expectancy of a service or the relevance of a service to its 

context seems to have the strongest influence on attitude formation. The service 

does not necessarily have to be useful or entertaining, but rather, if it performs 

well in the context in which it is offered, positive images of the service are 

created. Managers should pay attention that it is rather challenging to make a 

broad and non-specific mobile service which would intrigue people. Success is 

more likely with a mobile service that is appropriate in a certain specific context 

or offers consumers to personalize the service for themselves. 

Secondly, ease of use, of course, has an impact on the use of services. 

However, ease of use is usually taken for granted. If a service is easy to use, 

people are positively surprised, but on the other hand, ease of use is precisely 

what people expect of services. In other words, consumers know no mercy. If it is 

not easy to learn to use a service or if the service is complicated in some other 

way, it will not attract users, especially as far as voluntary use is concerned. When 

launching a novel mobile service for consumers it has to be acknowledged that 

consumers also link the functional principles of mobile phones directly to mobile 

services. People also categorize themselves and mobile services according to their 

own skills and the character of the mobile service. These factors may have an 

effect on how they feel about the effortless use of the mobile service. 

Thirdly, managers should understand that the importance of the consumers’ 

trust in the service provider and the service itself affects the emerging interest to 

use a mobile service. If a consumer feels insecure about or is even afraid of using 

the service, this undermines the consumer’s trust in the service and decreases the 

probability of future use. People do not feel comfortable about having unknown 

applications or content produced by someone they do not know installed on their 

private mobile phones. A service provider must be well-known, or at least seem 

trustworthy. Insecurity related to technology in general is decreasing, but on the 

other hand, there is still a degree of resistance among consumers to the 

overwhelming ubiquity of technology. People are aware of the fact that the task of 

technology is to serve consumers, but on the other hand, people know that they 

themselves are probably not among the pioneers in the field. Technology 

developers should, therefore, design services that make consumers feel safe and 

secure during use. As technology in itself is highly complex, people do not have 
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any desire to make an effort to understand its nature, and for this reason, trust in 

technology has to be strong in order to provide an impetus to use it.  

Even though the present study did not explicitly focus on differences between 

groups, the results revealed that certain related factors have an influence on 

attitudes toward mobile service use. Consumers who do not have any experience 

of mobile services have slightly different attitudes to mobile services than those 

who already have a degree of experience with them. In other words, attitudes are 

by default different, either in the positive or the negative sense. The results also 

began to suggest that age and gender have some kind of an influence on the 

acceptance of mobile services. The same factors have an impact, but with varying 

emphases. This piece of information is interesting from the perspective of mobile 

service development and marketing. 

This research argues that if marketers give consumers the opportunity to 

construct themselves as a mobile technology user, they will most definitely do 

that. This means, that mobile services should be available for the consumer to try 

and experience. It is pointed out that companies should offer these mobile 

services in order to make them more familiar for the consumers. These material 

objects are an important role when making the mobile service well-known. In 

addition, it is suggested, that as long as the mobile services are unfamiliar to the 

mass of the consumers, mobile service creators should put enormous into making 

the functional principles more commonly known.  

The findings of this research suggest that it is of importance, to encourage 

consumers to try and use the mobile services for their individual purposes. 

Consumers should take everything possible out of the mobile services, as they are 

working in their personal mobile phones, which people are carrying with them all 

the time. Taking care of individual needs, personalization and customization of 

services are likely to be success factors in the future. However, the marketer 

should not forget the opportunities that people’s communal behavior may create. 

Interactions with other people as well as with the company itself should be taken 

into consideration.  

Based on the findings of this study, the managers should understand the 

changed consumer behavior of people in the contemporary world of today. 

Especially when thinking of the m-commerce context, where the tool used to 

create the relationship with the consumer is interactive, real-time and always on-

the-go. This enables every consumer to be as individual as they want, and at the 

same time the person can belong to different groups, which are based on totally 

different roles. Value creation for these customers might be challenging but at the 
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same time rewarding. The fragmentation of consumer self-identity as well as their 

understanding of the ambient world is intriguing. However, it needs to be 

remembered that consumers do not need to create loyal customer relationships, 

rather to enjoy the freedom of changing opinions and going with the flow.  

This study also challenges to create further the potential practices of the 

future in the mobile service context. It is argued that if seeding the practices of 

mobile services, there might be great changes for future mushrooming of some 

particular mobile services. The most complex task is to engage people in mobile 

services and practices related to them, as they should evolve and become a 

routinized type of behavior.  

Mobile network operators, content producers and mobile phone 

manufacturers are constantly developing new applications for consumers. Hence, 

it is of primary importance to the mobile industry to understand the potential 

practices of mobile services, even before coming to market. Based on the results 

of this research, the potential practices for the future are suggested to emerge 

around the following. Firstly, today’s hectic and fragmented lifestyle argues for a 

simple and straightforward way to manage the information flow to make 

everyday life easier. Secondly, mobile applications are expected to facilitate time 

management and should be easily accessible anywhere. Thirdly, it is clear that in 

order to be able to take practices toward the use of novel mobile services, the 

service has to be an individualized on-demand service. The mobile phone is seen 

as such a private piece of equipment that the services associated with it should be 

closely linked to the owner. The fourth aspect that should be taken into account 

when talking about practices is the social dimension of mobile services. 

Continued long-term use requires at least the tacit acceptance of those closest to 

the user or advocated by public community or work organization. The fifth 

possibility for the formation of new practices where a mobile service could play a 

role is in the context of services for which an individual can independently 

produce content. It seems that their own independent activity and innovation are 

what makes things more meaningful. The sixth point that emerged was the 

inertness of the much-advertised independence of time and place. The strength of 

the mobile service was its capability of facilitating everyday life in a particular 

context. 

Finally the most important conclusion is that fine and innovative technology 

alone will not suffice to satisfy customers’ needs. It is no use designing novel 

mobile services in the vein of the traditional idea of satisfying customer’s needs 

in the best possible way. Companies should – first and foremost – aim to enhance 
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consumers’ everyday practices. This study has shown, that there is a more 

profound way of studying consumers’ acceptance. It is interesting to find 

perceptions affecting consumer interest in mobile services. However, those 

perceptions should be interpreted by taking into account the world and the culture 

we are living in. This fresh view of the matter could tempt companies to think 

about their customers in a new way.  

8.5 Assessment of the study 

The focus in this section is on the validity of the whole research process. The 

evaluation process should be in this case from two different points of view: the 

objective (positivism) and subjective (post structural interpretivism) (e.g. Burrel 

& Morgan 1979). Both qualitative and quantitative research methods have their 

specific rules for determining appropriate means of evaluation. It is 

understandable that supporters of both of these approaches prefer to rely on 

different forms of evaluation tools (e.g. Hircshman 1992, Hunt 1989, Levy 1981, 

Ozanne & Hudson 1989). The evaluation of the positivistic point of view is 

largely based on the validity of scientific methods (Burrel & Morgan 1979: 3), for 

example, sampling the accuracy and reliability of the questionnaire and on the 

existence of a one-to-one mapping between the measures and the phenomena that 

are the focus of the research. From the interpretivist point of view not only the 

findings of the study should be problematised, but the whole process (Burrel and 

Morgan 1979:5), hence the interpretivists are concerned with ensuring that their 

claims about the knowledge they have acquired are defensible (Weber 2004: 8). 

The following sections address the questions of reliability and validity in this 

piece of research as a whole  

Combining these approaches in one study was seen as the most likely way to 

produce the most useful and detailed conclusions. It is relatively easy to explain if 

we accept the basic notion that there are no major differences between the 

positivistic and interpretivist notions of reliability. The concept of reliability 

traditionally refers to a research method’s consistency or repeatability. However, 

as cultural knowledge is contextual and the interpretation is largely based on 

researchers’ subjective views, it is unlikely that different researchers would 

produce similar constructs of the reality (Moisander & Valtonen 2006: 27).  

It is easier to verify this replicability in the case of positivist research, as the 

research methods are well-defined and a matter of routine. The current study used 

the LISREL program to generate findings as reliable as possible (Chapter 5). In 
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addition to LISREL measurement, other questions were also taken into account in 

order to diminish measurement errors. Congruence of the measurement was 

verified using different indicators for measuring the same variable. Furthermore, 

the present study’s reliability issue was also assured by testing the questionnaire 

several times before actual use. Grönfors (1985:175) argues that the objectivity of 

the questionnaire (the extent to which others understand the purpose of the 

observer) is one of the most critical factors in gaining reliable knowledge. 

Therefore it was tested in a different context as well as with several test users, 

both researchers and consumers, before deployment.  

The interpretivists believe that research can be demonstrated with interpretive 

awareness (Weber 2004). Instead of relying on a rigid research method, the 

researcher has acknowledged her subjectivity in this research process and tried to 

increase the reliability of the qualitative part by providing an open account of the 

research processes at every stage of the research. In order to meet the demand for 

reliability, the researcher has tried to describe the overall practice of doing 

research in a systematic and rigorous manner (Moisander & Valtonen 2006: 27). 

In practice this means that data have been interpreted and reported as clearly as 

possible to obtain a truthful picture of the research process. In addition, in the 

context of the qualitative analysis, one user’s account of her experiences at the 

fair was provided in full, which served as a general description of the situation at 

the Housing Fair that had not been filtered through the researcher’s interpretive 

frames. While writing the final report, the objective has been to make the research 

procedures as transparent as possible by discussing the theoretical standpoint and 

the methodological choices in a detailed manner as well as justifying the choices 

that have been made.  

As with reliability, validity is also a confusing and much debated concept in 

consumer culture research. Within the positivist terminology, validity is the 

culmination of other empirical conceptions including universal laws, evidence, 

objectivity, deduction and mathematical data (Winter 2000). The validity issues of 

the quantitative part of this study have been discussed earlier. The validity of the 

constructs was discussed in three dimensions: construct validity, criterion-related 

validity and content validity.  

The objectivity aspect of the validity discussion is difficult for cultural 

researchers. First of all, it needs to be understood that in cultural consumer 

research the validity issues are usually referred to with the concept of 

“trustworthiness” (see e.g. Wallendorf & Belk 1989). Similarly to the validity 

concept it states that, researchers have to focus explicitly on data collection 
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procedures and post-inferential processes. Secondly, according to Moisander & 

Valtonen (2006: 24) cultural research is usually based on the understanding that 

claims of knowledge and truth about social reality and are always culturally 

constructed and thus never value-free. They continue on to say that it is 

problematic to talk about “objective truth” or research “findings” as the 

objectivity and accuracy of those claims are always subject to being contested and 

to negotiation. One way of overcoming this problem is triangulation. Hence, in 

order to increase the reliability of this research, the thesis used triangulation. 

Following Brannen (1992), two triangulation types have been used in the present 

study: 1) Methodological triangulation (the study uses different kinds of research 

methods by combining statistical and interview data) and 2) Interdisciplinary 

triangulation (viewpoints of different disciplines have been combined within one 

study). In retrospect it can be stated, even though using different methods 

required a wide range of different resources, the study has benefited from this 

decision.  

However, external trustworthiness should still be discussed here. The external 

validity concept usually refers to establishing the domain to which the findings 

can be generalized (Yin 1994). In the quantitative part of this study, this issue of 

research was relevant, because the subjects studied were a random sample of the 

population. In other words, the consumers participating in the study represented 

the general audience of the Housing Fair and the generalization can be made 

among these consumers. However, the generalization issue in cultural consumer 

marketing is problematic, because it would mean that the findings of the study 

should be transferable to some other contexts (Moisander & Valtonen 2006: 28). 

Hence, the purpose of the cultural research is not to find research findings to 

generalize for a larger population, but it is more concerned with understanding 

and interpreting the structures of specific contexts.  

Furthermore, the question of the validity of qualitative research data is related 

to the question of whether the proposed interpretation holds true for the entire 

body of research data (e.g. Gibbert 2008, Golafsani 2003, Moisander & Valtonen 

2006). This was relatively difficult as the theoretical literature review in the 

qualitative part of the study was used mostly to gain a pre-understanding of the 

phenomenon. There was no specific theoretical framework constructed. Hence the 

relationships between theoretical concepts could only guide the analysis process, 

and not provide any specific constructs to follow. For this reason, it was seen as 

being very important to become familiar with the relevant methodological 

questions before embarking on the data collection process.  
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8.6 Research limitations 

The critical evaluation of one’s own research findings demonstrates a researcher’s 

ability to understand the limitations of their research. The first limitations have to 

do with the quantitative results that may have been influenced by the situational 

context. First of all, when assessing the results, it is necessary to ask whether they 

would be equally valid in the case of a different mobile service or mobile 

technology, and it is possible that if the consumers had tried out a different mobile 

service, the results might have been different. 

One limitation is that the quantitative data contain intention measures rather 

than behavioural measures. The starting point of this research was to examine a 

mobile service that is still in the process of being developed and not yet on the 

market. For this reason, it was not possible to study consumers’ actual end-user 

behaviour. On the other hand, the study was not entirely hypothetical, because 

individuals really tried out and used the mobile service and filled in a 

questionnaire on the basis of their experiences. However, what was studied cannot 

be labelled “real behaviour”. That can be seen as a weakness in the sense that the 

purpose of the quantitative part is to make generalizations. The generalizations 

here are linked to the intention to use and not with actual behaviour. However, it 

has been shown in many contexts that intentions predict actual behaviour, so in 

that sense the research results are valuable. Follow-up studies, therefore, should 

consider using actual behavioural data. 

The aim was to conduct the research in a real user environment based on 

voluntary actions. This means that the service was tested by individuals who were 

excited about trying out new things to start with. Therefore, it can be said that the 

consumers in question had, by default, positive attitudes toward the potential of 

mobile services. That being the case, individuals who strongly resist mobile 

services were not among the participants. If they had participated, the results 

might have been different. In the future, concentrating on those people might be 

interesting. For example the impact of Anxiety on intention to use might be 

stronger in such a setting.  

Perhaps the questionnaire could have been designed slightly more carefully. 

Even though the instruments used had been validated in previous studies, in the 

end, many of them had to be omitted. Modifying the questions to meet the 

requirements of the context of the present study might have caused them to be 

seen as to some extent inapplicable in the context in question. Moreover, 

consumers only answered questions about one particular mobile service, and the 
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answers were extrapolated to explain future mobile service use in general. The 

research frame might have influenced the results. On the other hand, the original 

plan was to select one mobile service for the purpose of this study and let 

consumers test it. It is a very complex task to talk hypothetically about technology 

if one does not understand what it is about. For this reason, the questionnaire was 

formulated in this particular way. Nonetheless, if the questions had been 

formulated so that they were about mobile services in general, the results might 

have been different.  

As far as the generalisability of the results of this research is concerned, the 

reader should bear in mind that this study has been conducted in Finland in the 

context of a certain trade fair and using a certain mobile service. These elements 

inevitably affect the results. Finnish people’s attitudes toward mobile phones are 

unique, as is their emergent interest in mobile services. It also has to be taken into 

account that at the time when the empirical data were collected, more advanced 

mobile phones were only just gaining a foothold in the market, but on the other 

hand, interest in them was extensive. The present study is, therefore, bound to a 

certain time, which is to say that it reflects the particular context in which it has 

been conducted, and it reflects its own time – the time we live in at the moment. 

8.7 Implications for future research 

First of all, the modified UTAUT model in the context of mobile services brings 

added value to mobile business research. However, in order for a model to be 

stable and enduring, it should be tested with several different kinds of mobile 

services in different kinds of contexts around the world. Secondly, it would be 

interesting to study what factors influence Perceived Expectancy, Effort 

Expectancy, Anxiety, Trust and Attitude. In the future, as information technology 

continues to develop, questions related to trust and consumers’ reserved attitudes 

to technology are likely to be in the foreground of related discussions. Thirdly, it 

would be of particular interest to further test the model to examine actual 

behaviour. This study focused on intention, but studying actual behaviour would 

be an important next step. 

Different demographic factors, i.e. different groups of users, would be an 

interesting area for further research. Dividing consumers into more specific age 

groups or finding out more about their previous experiences and know-how and 

seeing these factors in relation to mobile service acceptance is another interesting 

and as yet unexplored area of research. 
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The second part of the research, which is closely related to cultural consumer 

research and in particular practice theory, is teeming with interesting and 

unexplored topics for further research. First of all, there is need for a deeper 

understanding of the concept emerging practices. The question could be raised 

whether it is distinct from other practices. Therefore, concept should be clarified.  

Secondly, one fascinating area of study would be the actual impact of 

technological artefacts, in this case mobile services, on consumers’ lives after 

they have been truly integrated into everyday life (studies related to 

appropriation). Moreover, it will be interesting to see how people’s everyday 

practices will be shaped by mobile services, as they have already been shaped by 

mobile phones. An interesting research topic regarding this would be to study 

certain existing practices and find out what kinds of mobile services could replace 

or change these practices.  

Thirdly, it would be exciting to explore the actual role and significance of 

social interaction of consumers when actually using mobile services. Especially in 

terms of the ways mobile phone use reflects on a person as an individual; the 

feelings associated with it and the way an individual’s personality is construed 

through their mobile service use. Nowadays as the social media has become more 

and more popular, it is likely to presume that practices are groups of people are 

carriers of practices. 

And furthermore other important topic emerging from this research for the 

development of practice theory would be to examine it in greater detail in relation 

to services and experiences. Investigating services in more detail in relation to 

technological systems would be interesting: how are services experienced and 

what are the influential factors when the phenomenon is seen in functional and 

mental terms?  
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Appendix 1 Questionnaire items (in Finnish) 
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Mobiili messupäiväkirja -kysely

Tiedot matkapuhelimesta, jota yleensä käytät:

Merkki _______________ (esim. Nokia, Siemens) Malli _______________(esim. 3110, M65)

Minulla ei ole käytössä matkapuhelinta.

Käytin Mobiili messupäiväkirjan matkapuhelinsovellusta ___ .___.2005 Internet-sivustoa ___ .___.2005

Testasitko Mobiili messupäiväkirjaa lainapuhelimella? Kyllä Malli______________

Kokemuksesi Nokian älypuhelimista: Ei kokemusta Alle 1kk Alle vuosi Enemmän

Kokemuksesi Internetin käytöstä:

En käytä Käytän harvoin Käytän joskus Käytän lähes päivittäin

MOBIILI MESSUPÄIVÄKIRJAN MATKAPUHELINSOVELLUKSEN KÄYTTÖÄ KOSKEVAT KYSYMYKSET
Käytitkö matkapuhelintasi
tunnistekoodien lukemiseen? Kyllä En
(Vastaa asteikolla 1 = täysin eri mieltä – 5 = täysin samaa mieltä)

  En
1 2 3 4 5 tiedä

Matkapuhelinsovelluksen käytön
omaksuminen oli helppoa………………..

Tunnistekoodien lukeminen matka-
puhelimella on mielestäni toimiva
ratkaisu…………………………………….

Tunnistekoodin lukeminen oli mielestäni
helppo tapa kerätä informaatiota
matkapuhelimeen…………………………

Sanelumuistiinpanojen tekeminen
oli helppoa…………………………………

Tekstimuistiinpanojen tekeminen
oli helppoa…………………………………

Kuvien ottaminen oli helppoa……………

Tunnistekoodien sijoittelu ympäristössä
oli mielestäni toimiva……………………..

Palvelun käyttämä kieli oli helposti
ymmärrettävää
matkapuhelinsove lluksessa………..........

Kerro minne olisit kaivannut tunnistekoodeja.

___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________
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Kommentoi vapaasti Mobiili messupäiväkirjan matkapuhelinsovelluksen käyttöä.
___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________

__________________________________________________________________________________________________

MOBIILI MESSUPÄIV ÄKIRJAN INTERNET-SIVUSTOA KOSKEVAT VÄITTÄMÄT
(Vastaa asteikolla 1 = täysin eri mieltä – 5 = täysin samaa mieltä)

  En
1 2 3 4 5 tiedä

Internetsivusto oli mielestäni miellyttävän
näköinen…… ……………………………...

Internetsivuston käyttö oli helppoa…...…

Internetsivuston rakenne oli looginen.....

Tiedot oli järjestetty helposti
saataville…………………………………..

Löysin haluamani asiat nopeasti………

Toimintojen oppiminen sivustolla oli
helppoa…………………………………….

Olen tyytyväinen keräämääni
tietomäärään………………………………

Keräämäni tiedot kirjautuivat haluamiini
kohteisiin…………………………………..

Kokoelmien luonti oli loogista……………

Tekemäni muistiinpanot syvensivät
tietoa kyseisestä kohteesta..………….…

Internetsivuston linkit toimivat hyvin.…...

Puhelinsovelluksen ja Internetsivuston
yhdistäminen toimi mielestäni hyvin…....

Palvelun käyttämä kieli oli helposti
ymmärrettävää Internetsivustolla............

Tulitko tehneeksi Internetsivustoa käyttäessäsi virheitä, jotka ärsyttivät Sinua? Kuvaile.
___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________

Kommentoi vapaasti Mobiili messupäiväkirjan Internetsivuston käyttöä.

___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________

___________________________________________________________________________________________________
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Miten Mobiili messupäiväkirjan matkapuhelinsovelluksen ja Internet-sivuston yhdistäminen mielestäsi onnistui?
(Vastaa asteikolla 1 = huonosti – 5 = hyvin)

En
1 2 3 4 5 tiedä

Järkevyys… ……………………………….

Toimivuus………………………………….

Helppokäyttöis yys………………………...

Käytännöllisyys……………………………

Seuraavat kysymykset koskevat Mobiili messupäiväkirjan käyttöä yleisesti. Vastatessa huomioi
sekä matkapuhelinsovellus että Internetsivusto.
(Vastaa asteikolla 1 = täysin eri mieltä – 5 = täysin samaa mieltä) En

1 2 3 4 5 tiedä
Mielestäni palvelu on hyödyllinen……….

Palvelun avulla saan tietoa eri
kohteista…… ……………………………...

Käyttäessäni palvelua haluaisin,
että minulla olisi mahdollisuus
saada apua ongelmatilanteissa…………

Palvelun käytöstä on minulle etua………

Henkilökohtaiset tietoni ovat turvassa
käyttäessäni palvelua.……………………

Palvelun käyttö on selkeää………………

Uskoisin voivani tulla taitavaksi
palvelun käyttäjäksi……………………….

Palvelu on helppokäyttöinen…………….

Luotan, että kaikki tallentamani
merkinnät ovat tallessa Mobiili
messupäiväkirj assa.……………………...

Olen tyytyväinen palvelun käyttöön…….

Palvelun käyttö tekee messuilla
käymisestä mielenkiintoisemman……….

Pidän palvelun käyttämisestä……………

Pääsääntöisesti käyttämäni
matkapuhelin soveltuu hyvin palvelun
käyttöön …………….………...……….….

Käyttäisin vastaavaa palvelua
tulevaisuudessa sellaisen ollessa
tarjolla………………………………………

Palveluntarjoaja (Rotuaari-projekti) on
luotettava toimija.……..…………………..

Oli helppoa opetella käyttämään
palvelua……………………………………
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(Vastaa asteikolla 1 = täysin eri mieltä – 5 = täysin samaa mieltä)

Käyttöönottooni vaikutti se, että
kuulin tiedotusvälineistä palvelusta……..

Minulle tärkeät ihmiset kannustivat minua
kokeilemaan palvelua…………………….

Pelkäsin menettä väni jotain
tärkeää painamalla väärää nappia……...

Palveluntarjoajan luotettavuus vaikutti
käyttökokemukseeni positiivisesti……….

Uskon lähipiiri olevan sitä mieltä, että
minun kannattaisi käyttää palvelua……..

Uskon käyttäväni kehittyneitä
mobiilipalveluja enemmän
tulevaisuudessa…………………………..

Epäröin palvelun käyttämistä,
koska pelkäsin tekeväni virheen,
jota ei voi korjata………………………….

Palvelu oli parempi tapa saada
kohteista tietoa kuin perinteiset
tiedon lähteet (esim. esitteet)……………

Tunsin oloni epävarmaksi palvelua
käyttäessäni……………………………….

Palvelun käyttö oli hieman
pelottavaa………………………………….

Omaan käyttööni vaikutti se, että
huomasin muidenkin ihmisten
käyttävän palvelua………………………..

Oli hauskaa käyttää palvelua……………

Taustatiedot

Sukupuoli Mies Nainen

Ikä alle 18 v. 18 - 24 v. 25 - 34 v. 35 - 49 v. 50 - 64 v. 65 v. tai yli

Ammatti
Opiskelija Yrittäjä Työntekijä
Toimihenkilö Ei työelämässä Eläkeläinen
Muu, mikä_______________________

Asuinpaikka
Lapin lääni
Oulun lääni
Länsi-Suomen lääni
Etelä-Suomen lääni
Ahvenanmaan maakunta
Muu

Yhteystietosi arvontaa varten
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Appendix 2 Lisrel Path Diagram 

!Testing Equality of factor Structures 

!Model A: Factor Loadings, Factor Correlations, Error variance Invariant  

Observed Variables 

A2 A3 A4 INT1 INT2 INT3 PE1 PE2 EE1 EE3 ANX2 ANX3 ANX4 TR2 TR3 

 

Covariance Matrix from File F:\Annu\kovarmat169.cov 

Means from File F:\Annu\means169.txt 

Standard Deviations from File F:\Annu\std169.txt 

 

Sample size = 169 

 

Latent Variables: 

Perform Effort Anxiety Trust Attitu Intentio  

 

Relationships: 

 

PE1 = 1*Perform 

PE2 = Perform 

EE1 = Effort 

EE3 = 1*Effort 

ANX2 = 1*Anxiety 

ANX3 = Anxiety 

ANX4 = Anxiety 

TR2 = Trust 

TR3 = 1*Trust 

A2 = 1*Attitu 

A3 = Attitu 

A4 = Attitu 

INT1 = Intentio 

INT2 = 1*Intentio 

INT3 = Intentio 

 

Attitu = Effort Perform  

Intentio = Attitu Trust Anxiety Effort Perform  

 

Let the INT1 and INT3 correlate 

Let the A2 and A3 correlate 

Let the EE1 and TR3 correlate 

 

Path Diagram 

Wide Print 
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Print Residuals 

Number of Decimals = 3 

Method of Estimation: Maximum Likelihood 

LISREL OUTPUT: RS MI SS SC TO AD=OFF IT=1000 

 
Means Standard Deviations 

4.38 

4.35 

4.53 

4.54 

4.63 

4.40 

4.45 

4.28 

4.20 

4.25 

1.56 

1.62 

1.43 

4.02 

4.21 

.880 

.773 

.764 

.724 

.762 

.818 

.809 

.809 

.789 

.815 

1.040 

1.034 

.962 

1.055 

.894 

 

Covariance Matrix 

.774               

.454 .598              

.371 .396 .584             

.321 .335 .295 .524            

.329 .339 .295 .297 .580           

.222 .230 .282 .345 .214 .669          

.320 .372 .342 .352 .347 .297 .654         

.327 .337 .315 .373 .342 .246 .434 .654        

.151 .277 .294 .162 .234 .178 .237 .273 .622       

.219 .288 .313 .169 .200 .187 .251 .282 .451 .664      

-.140 -.120 -.069 -.185 -.146 -.206 -.105 -.181 -.128 -.063 1.081     

-.157 -.165 -.214 -.217 -.166 -.272 -.156 -.192 -.176 -.215 .631 1.070    

-.102 -.080 -0.83 -.174 -.171 -.148 -.112 -.168 -.162 -.108 .696 .659 .925   

.148 -.274 .181 .181 .185 .231 .153 .168 .247 .234 -.064 -.059 -.079 1.113  

.251 .342 .309 .295 .342 .272 .308 .339 .232 .316 -.085 -.145 -.116 .431 .800 
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Appendix 3 Interviews 

 
Gender Age Occupation Date Duration 

Female 21 years Student 23.8.2005 40min 

Female  28 years Student 23.8.2005 45 min 

Male 26 years Student 24.8.2005 1h 

Female 20 years Student 24.8.2005 1h 

Male 39 years IT-manager 24.8.2005 45min 

Male  35 years Structural engineer 25.8.2005 1h 

Female 29 years Engineer 25.8.2005 1h45min 

Male 76 years Pensioner 28.8.2005 2h  

Male 31 years Health care 29.8.2005 50min 

Female 51 years Health care 9.9.2005 1h15min 

Male 42 years Teacher 9.9.2005 1h15min 

Female 38 years  Catering business 10.9.2005 1h30min 

Male 60 years  Business manager 13.9.2005 50min 

Female 45 years Office worker 13.9.2005 1h30min 

Female 47 years Software designer 15.9.2005 1h45min 

In total 15 interviews   16h50min 
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Appendix 4 Interview themes 

1. Background information 

2. Experience in technology, computers, mobile devices and mobile services 

– Evaluation of own skills 

– Enthusiasm 

3. Experiences in mobile devices 

4. Perceptions on mobile services 

– Attitude 

– Motivation 

– Negative feelings 

– Social influence 

– Knowledge  

5. Need, surroundings, situation 

6. Expectations on mobile services and/or Mobile Fair Diary 

7. Mobile Fair Diary 

– perceptions 

– functions mostly/least used 

– Internet behaviour 

– learning (instructions) 

– pricing 

– proposals for improvement 

8. Interest in using similar kind of service in the future 

9. Feelings and perceptions after experience 
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Appendix 5 An account of one user’s experience 

One morning in August I woke up energetic and excited, ready for the 

challenge of the day. I had decided to attend the Oulu Housing Fair. A friend 

of mine had told me beforehand that the area is large and there are lots of 

apartments and houses on display, many of them with unique solutions. I had 

asked my husband to join me and he said yes, albeit a bit reluctantly. Maybe 

because of our plans to buy a new home. We currently live in a rather small 

apartment situated in the center of Oulu, but for quite some time we have 

been planning to buy a larger apartment. Neither me nor my husband are 

particularly interested in building our own house, but we are rather planning 

to buy an apartment we could redecorate, and that, too, usually requires a lot 

of work. With these thoughts in our minds, we set out for the Housing fair.  

After having arrived at Toppilansaari, I was surprised to find out that the 

area was indeed large and there was a whole lot to see and explore. We had 

been driving in the area before, but it was a long ago, so the landscape had 

changed tremendously. It was interesting to see that an area you remember as 

a relatively vacant and desolate corner in the center of Oulu had turned into 

a lively residential area and now to a vigorous fair venue. The fine weather 

had probably attracted half of the town’s population to the fair, because even 

though we got there relatively early, the area was already teeming with 

visitors. It was the weekend, so that might explain something too.  

As we entered the fair area through the gate, we were greeted by a person 

who introduced herself as a researcher from the University of Oulu and she 

asked whether my husband would be interested in trying out a new mobile 

service. Of course he wasn’t, he just mumbled something about the whole 

thing being nonsense. At first I was a bit suspicious about the whole thing too, 

but after having heard that the mobile phone might prove useful during our 

visit to the fair and that it would cost us nothing, and that the participants 

would get ice cream as a little thank you, I thought I might as well participate.  

A mobile phone was given to us. It was an unfamiliar one, but on the other 

hand it was one by Nokia, so it seemed relatively familiar anyway. The 

researcher gave us instructions on how to use the service, so I got some kind 

of an idea about what I was supposed to do with the phone. The 

word ”Mobile Fair Diary” struck me as rather odd when I first heard it, but 
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subsequently I came to realize that the word is quite felicitous in describing 

what it was like. I have been using some kind of a mobile phone for about 

eight years now, but I only use it to write text messages and of course to make 

calls. These days I carry my mobile phone with me wherever I go and I 

sometimes even think that probably it would feel strange to go somewhere 

without it. I don’t need to do anything else with my phone, and mobile games 

and ringtones have seemed utterly senseless to me. I also don’t understand 

how people can spend extended periods of time staring at the display of their 

mobile phones (I have heard of mobile TV and even as an idea it sounds 

totally crazy). Personally I don’t even enjoy spending more time on computer 

than I need to get my things done, so staring at the tiny display of a mobile 

phone seems totally idiotic to me.  

Now I was, however, talked into using a mobile service, so I decided to try it 

out. The first exhibits we went to take a look at were apartments. The 

apartments were absolutely wonderful compared to our own place. Beautiful 

interior decoration solutions and furniture. My husband nearly lost his cool 

because I was admiring every single sofa and dining table “way too long”. 

Maybe it took longer than it otherwise would have taken because I had to 

struggle with the mobile phone that had been given to me. I had been told 

that it is easy and practical to take pictures and notes with the equipment. 

And it was not that difficult after all, but in any case the device was new to 

me and it took a while to get to know it and to try out everything. My own 

mobile phone has a camera, too, but I use it only rarely. Its picture quality is 

not especially good, and for this reason I was suspicious about the picture 

quality of this mobile phone, too. However, I took some pictures. In any case, 

it was quicker than writing everything down. I have been told that my way of 

writing text messages resembles sustained fire, so normally it doesn’t take a 

very long time either, but I guess the keys didn’t feel safe and familiar 

because the equipment was new to me.  

At first I used the features of the Mobile Fair Diary that already seemed 

familiar to me. I thought they would be the easiest to learn, because I had 

some previous knowledge of using them. However, when we continued the 

tour, I noticed strange signs in front of the apartments which I figured were 

the codes I was supposed to hunt with my mobile phone. I had been told that 

when I point at them with my phone, I will receive information on the object 

in question to my phone. Of course I had to go and try it out immediately! I 
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noticed that some people were looking at the same sign a bit confused, and 

they looked even more confused when they saw what I was doing with my 

phone. I felt quite proud when I went there and held out my phone, but the 

feeling vanished quite soon, because nothing happened. For some reason my 

phone did not identify it. My husband returned to the spot, too, because I had 

been left behind once again. But he didn’t succeed either. I was irritated 

because I didn’t even know what was supposed to happen, and nothing 

seemed to happen. Well, we entered the exhibit and I continued taking 

pictures. At the door of the next exhibit I noticed the same sign and said to my 

husband that I will try it out once more, but will give up if it won’t work this 

time either. I kneeled in front of the sign again (it really was placed so low 

that you had to kneel, because I had been told that it is necessary to establish 

a direct connection with the sign). And this time the code was accepted! I 

noticed this, because I saw a blinking light and heard a small sound. And I 

think there was some kind of a notification that the code had been accepted. 

However, it still remained unclear to me what kind of information there was. 

Upon entering the apartment, I continued taking pictures because I didn’t 

know what information the code included. I decided to collect all codes I see, 

just in case. There seemed to be codes inside the houses, too, and whenever I 

was able to “capture” one easily with my phone, I took it. Also from exhibits 

that were of no special interest to me.  

Our tour at the Housing fair was almost halfway through when we decided to 

take a break and grab a bite to eat. While we were eating, I was inspecting 

my mobile phone and showed to my husband how many notes I had taken. He 

then said to me that wouldn’t the dictation feature be the quickest and easiest 

way to store a comment. We laughed quite a bit when we imagined what the 

others would think if they heard me talk about the enchanting details of toilets 

to my phone!! However, I decided to test out that feature too as soon as we 

continued our tour. 

We had already been at the fair for a good three hours and there was still a 

great deal to see and to admire. Well, some things were horrible. In fact the 

funniest dictations were the ones when I was recording my negative opinions 

of some exhibits and their details. The dictation feature was totally easy to 

use, but I felt really stupid while using it in front of other people. I felt like a 

physician who is dictating a summary of his patient’s ailments. Almost always 

when I began to talk to the phone, I sought a more quiet corner. And I was 
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almost whispering into the phone. I was also wondering if any of it would be 

audible at all. And my husband was laughing at me when I sneaked to 

balconies to talk to the machine. And I was laughing too.  

At the rest of the exhibits, I always collected the codes I was able to find and 

save. I took pictures of the exhibits (especially about details) and dictated to 

the phone. I didn’t write many texts because it is not possible to look around 

so much while writing. And after all, at a fair it is important to be able to see 

the exhibits properly and not to bump into other visitors. Because I had 

accepted the challenge, I really used the mobile service, too. It was easy to 

use after all, because all options were in the same place and they were not so 

difficult to learn. It was a bit irritating to carry two phones with me, and I 

remember having thought that it would be very practical to have something 

like this available on my own phone. My husband had a digital camera which 

he used to take photographs of the exhibits. It was good, because I wanted to 

take the pictures home with me. In any case, they would be of better quality, 

and on the other hand, I was still suspicious about how the images would 

“appear” on my computer.  

In this report I of course tell about our visit to the Housing Fair from the 

perspective of mobile service use as requested. All in all we spent nearly six 

hours at the fair and we got plenty of good ideas for our future home. My 

husband had collected a bag load of prospects and brochures by the time we 

headed back home, so the visit had not been in vain.  

As far as the Mobile Fair Diary is concerned, I would like to conclude by 

saying a few words about its use. First of all, even though I am not at all 

skilled with technical equipment, it was nice to notice that a mobile service 

like this can be easy to use and even functional. On the other hand, it was not 

possible to appreciate the service to the full extent, because you would be 

able to see the results only at home. I also noticed that people around me 

were paying attention to what I was doing, especially when I was dealing 

with the codes. Someone even asked me what I was doing. I think people 

thought that I had some interesting thing on my phone and they didn’t get it 

that I was using borrowed equipment. However, it was quite nice to be able to 

store codes that others could only wonder about. Anyway, sometimes I felt 

irritated and embarrassed when they didn’t work. I also noticed that as the 

day at the fair grew older, I got more used to using the phone. During the first 
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part of the tour I probably concentrated too much on using the phone and 

only towards the end I got the feeling that it didn’t disturb me in any way.  

When the tour was over and I went to return my phone, I was asked whether I 

would like to write a short text about my day at the fair and my experiences 

about using the mobile phone. I am not much of a writer, but I accepted the 

kind request (and I received an extra ice cream, too). At that point I thought 

that the text would probably turn out to be not so flattering from the 

perspective of the mobile service, because I hadn’t really got anything out of 

it yet. But now that I have had the opportunity to test out the internet feature 

of the Mobile Fair Diary at home, I have come to realize that it is very good 

and practical!! All the notes I took were there. The images were there, but 

they were not exactly of top-quality. The dictations and text strings were 

found. But they sounded rather funny afterwards. I could have said something 

more relevant, too. The codes I had collected included good information, too, 

but on the other hand there was a lot of information that was of no use to me 

(for example details of builders). The best thing was of course that the notes I 

took had been saved exactly under the right exhibit if I had saved its 

identification code. Normally photos and notes written by hand would have 

remained more or less out of context. I have shown my web site to many of my 

acquaintances and they have been excited about the idea.  

I have subsequently come to think that a mobile fair diary like this is a good 

service. It also gave me hope that something useful can be invented for 

mobile phones, too. Maybe my insecurity was to a large extent caused by my 

ignorance. I don’t know anything about technology, so it is easy to ignore it. 

You tend to think that these things are for nerds. It was, of course, easy to try 

this out, because it didn’t cost anything. Subsequently I have come to think 

that I even could have paid a bit for it because it was really helpful. However, 

I don’t think I would have tried it out and paid for it, because I didn’t know 

beforehand how useful the service would be. Useful it was and even 

entertaining. Thank you! (Female, 35) 
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