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abstraCt

We have studied the pre-adoption phase of the e-newspaper, i.e. a newspaper published with 
e-paper technology. The research question of this article is: In what way can a user centered 
innovation process contribute to identifying key values in mobile innovations? The aim of this 
article is threefold: firstly, to identify key values for the e-newspaper, secondly, to examine the 
intention to adopt a new possible innovation and thirdly, to explore user centered design pro-
cesses ability to capture user values early in the innovation process. We have identified seven 
key user values: mobility, availability, personalization, usability, interactivity, readability and 
environment. Furthermore, we found that surprisingly many would consider exchanging their 
traditional newspaper with an e-newspaper in the future, indicating that the e-newspaper have 
a fair chance of becoming an important innovation. Finally, we propose a four phase model for 
identifying user values in a pre-adoption phase of an innovation. [Article copies are available for 
purchase from InfoSci-on-Demand.com]
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introduCtion

During the last decade we have experienced 
how the internet and mobile technologies 
have changed the way we live, work and 
communicate. This evolution has made it 
possible for us to have anytime, anywhere 
access to information and applications. 

There are three broad trends that are driv-
ing economy when it comes to mobile 
applications: changing customer priorities, 
new hardware/device innovation, and new 
infrastructure innovation (Kalakota & 
Robinson, 2001). The ongoing diffusion of 
personal computers, handheld devices, and 
mobile telephones (Lyytinen & Yoo, 2002) 
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as well as the advent of new technologies 
such as the e-paper, enables new innova-
tion possibilities in the mobile business 
(m-business) area. 

However, despite all the innovation 
possibilities the adoption of mobile ser-
vices/applications has not taken off as 
expected in Europe (Hammond, 2001; 
Carlsson et al., 2006). A growing body of 
research into adoption of mobile services 
has sought to understand the reasons for 
this slow adoption rate (Sarker & Wells, 
2003; Vrechopoulos et al., 2003; Carlsson 
et al., 2005; Mallat, 2006; Blechar et al., 
2006). Among the explanations as to why 
this adoption rate is low, usability factors, 
technological factors and business model 
factors are mentioned. As use patterns 
changes, new demands and expectations 
emerge, which lead to uncertainty about 
what people actually value and are willing 
to pay for (Tilson et al., 2004)

To guarantee a successful m-business 
application the designers/managers need to 
have a complete understanding of the mo-
bile business value including the experience 
of the user (Sims et al., 2007). Kalakota 
and Robinson (2001) suggest several fun-
damental questions in elucidating customer 
experience, e.g. the relationship between 
customer experience and perceived value; 
what features is the customer looking for; 
and what is the customer willing to pay for 
the experience. The value-in use concept 
focuses on the experience perceived by a 
user interacting with products or services 
in use situations. According to this concept, 
the customers experience and perception 
are essential to be able to determinate user 
value (Kuusisto, 2008). Consumer value 
can also be defined in terms of the monetary 
sacrifice people are willing to make for a 
product (Boztepe, 2007). Indeed, identify-
ing key user values early and emphasize 

these values in the innovation process could 
make the difference between a success and 
a failure.

Opening up innovation processes to in-
volve users and other relevant stakeholders 
as innovators are recognized to be important 
to meet the user needs and leverage market 
value (von Hippel, 2005; Gassman, 2006; 
Lettl et al., 2006). End users have specific 
domain knowledge that in many cases other 
stakeholders lack. Therefore, this group is 
in many cases an essential source for in-
novation. Involving users in the innovation 
process could increase the possibilities of 
identifying key values of products and 
services, which in turn enhance the odds to 
make it into the market and to be adopted 
by the users. 

One example of an industry seeking 
new innovations is the newspaper industry. 
Lately, this industry has faced declining 
subscription and advertising revenues, 
forcing it to seek new alternative ways to 
profit and to attract new audiences (WAN, 
2006; The Economist, 2006). The advent of 
e-paper technology has captured the inter-
est of the industry (IFRA eNews initiative, 
2006; The Swedish Newspaper Publishers’ 
Association, 2007). The main advantage 
with e-paper technology is that it is reflect-
ing, giving the same reader experience as 
paper and is thin, flexible and non-sensitive 
with WiFi connection, making it a device 
suitable for m-business applications. The 
potential replacement of the traditional 
newspaper with the e-newspaper, i.e. a 
newspaper published with e-paper tech-
nology, in the future would dramatically 
reduce production and distribution costs, 
making it an interesting prospect. Moreover, 
there is a belief within the industry that the 
e-newspaper could reach new audiences, 
e.g. young people.
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