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Abstract

News consumption has become a central aspect of everyday life in modern societies and in
recent years online news websites have become an increasingly popular source. This thesis
examines online news consumption and customer loyalty to online news websites. Using
the underlying theoretical perspective developed from the debate between social
constructionist and technical determinist stances in technology acceptance and usage, this
thesis examines the application of domestication theory to online news service consumption
and loyalty. Based on loyalty literature and the conjecture from Oliver (1999) that
customers can be enveloped in a community of loyalty which will aid and direct their
(purchase) decisions, this thesis additionally looks into the role of an online news site’s
community in fostering loyalty. A research model to test the effect of online community
participation on the previously empirically supported link between perceived value and
loyalty was created. Constructs to support the community variable were derived from
literature and refined through exploratory research and are introduced in this thesis.
Furthermore, measures for domestication stages were derived from the literature and further
developed through exploratory research with online news site users and are also introduced

in this research.

This research examines the use of domestication theory in understanding news service
consumption and adds to the growing body of domestication literature as well as adding to
the emerging literature on, and increasing the understanding of acceptance and usage of
online news services. The study helps to close a gap in the literature by employing a
perceived value — community — loyalty model to identify which perceived value
components have an influence on user loyalty to online news services. The loyalty
enhancing value of an online community was also tested and supported in a news site

context.
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Chapter 1
Introduction

1.1 Introduction

This chapter provides an introduction to the thesis and a background to the research. It
presents the research questions and the objectives of the research. The research
methodology is discussed in its two stages, and the results of the research are briefly
considered, including an overview of theoretical contributions and implications for
practitioners. Finally, the way in which the thesis is organized is presented and a summary

of each chapter is provided. The chapter is organized as depicted in Figure 1.1

1.1 Introduction

v

1.2 Background of the Research

v

1.3 Research Questions and
Obiectives

v

1.4 Research Methodology

v

1.5 Significance of the Research

v

1.6 Organization of the Thesis and
Chapter Summaries

'

1.7 Chapter Summary

Figure 1.1 Structure of Chapter 1



1.2 Background to the research

The challenges currently facing the news industry are manifold. Techniques for news
generation and distribution as well as patterns of news consumption have greatly changed
from the time the first purported “newspaper” or news “scroll” appeared under Julius
Caesar’s direction in the Roman Republic in 59 BC; introduced to inform the population of
the latest military victories (Martin and Copeland, 2003; WAN-IFRA, 2010). Centuries
later, mass production of reading material was made possible through the invention of the
movable type printing press by Gutenberg in 1440 and one of the first regularly published
newspaper followed shortly afterward in Strasbourg in 1605 (Rehm, 1997). This
technological advance, coupled with an audience eager for information provided the basis
for an increasingly prolific printed newspaper business.

Yet more recently, 150 years ago, technological advances provoked the editor of the New
York Herald at the time, James Bennett, to state that “newspapers must submit to destiny
and go out of existence” as a result of the success of the telegraph in delivering the news
(Martin and Copeland, 2003). Even in current times, the pessimistic view regarding the
demise of older media (e.g. printed newspapers) which are being challenged by newer ones
(e.g. online news sites and news aggregators) remains, but is also being countered by
research which states that new media often may not completely compete with, but rather
supplement, existing media. Sage (2005) supports this in indicating that the decline in
newspaper circulation does not mean a decline in actual news consumption, showing that
while the print circulation of the New York Times decreased to just over 1 million copies
(representing 4.7 million readers), the online site has attracted 13 million monthly users (as
of 2007). Nevertheless, the business environment in this industry still demonstrates that
news producers are struggling to understand how to maintain profitability and increase
readership, or develop a loyal customer base in the modern on- and offline mix (Curran,
2009).



Whilst news publishers have benefited from and embraced new technologies for assembling
and disseminating news items, they have increasingly faced challenges of audience
segmentation and an explosion of competitive sources. Fenton (2010) writes that early
arguments supported that the internet, due to its easy access and low costs for publishing
news, would lead to an environment where wider discussions become the norm. Indeed, the
internet has led to a proliferation of news sources, from national sources (in the UK such
examples as the BBC and broadsheet newspapers) to alternative news sources such as
Current TV (founded in 2008 by Al Gore and Joel Hyatt) and Indymedia.org.uk.
Alternative news sources which Fenton (2010) names “non-news” sites - social networking
sites such as Facebook and MySpace- also play a role in news generation and dissemination
and provide platforms where people can interactively respond to and discuss the news.
Clearly, traditional news producers are facing the challenge of an explosion of alternative
sources from which their current and potential customer base can procure news. But what

drives a customer to one source or another?

Although previous research has shown that internet use generally seems to have
supplemented rather than substituted traditional media use (De Waal et al. 2005; Neustadtl
and Robinson, 2002; Newell et al. 2008) there are signs now that new media are gradually
replacing some of the older ones, and this is also the case in the news industry. Factors such
as “intensity of use” have been cited as a reason for preference in using an online medium
over a more static offline one. A change in intensity of use can clearly be seen in the news
industry as users have moved from “inactive” consumption (e.g. just reading a newspaper)
to a much more sophisticated level of user interaction made possible by new media via the
internet. With the changing emphasis from “inactive” to interactive usage of the internet
(one of the features of the “Web 2.0”), the increase in user participation in the generation
and public interpretation of news has become a significant factor in news services in
general, and online news services in particular. There is no doubt that user generated
content has become a prominent contributor in the generation of news, and online

communities, both affiliated with news sites, and in general, have become a powerful forum



for voicing opinions as well as validating and enhancing news items produced through
traditional methods. But, have these “social” communities have become an accepted and

expected dimension in news services?

Clearly there are technology based influences which drive and mould the way in which
news is consumed. The printing press, the telegraph, the advent of the internet, and the
increased interactivity provided by the internet are examples thereof. However, what is the
role of the social drivers, such as the ever more popular online community component in
providing impetus for news consumers to make visits and return to a particular online news
site? These two fundamental outlooks — the technical drivers and the social drivers and their
influence on the acceptance and usage of news services, and in particular on online news

services is the theoretical perspective which underlies this research.

In looking at the future success of news providers and the acceptance of their online
services; in understanding how online news services can maintain and develop their
customer base, it seems that the main constructs underpinning traditional customer loyalty
research would be most pertinent, but the social context which surrounds these constructs
must also be evaluated. There is a gap in the loyalty literature in that it fails to take into
account or put enough emphasis on the effects of social factors such as community in the
study of loyalty. Oliver (1999) supports this premise in saying that ultimate loyalty is
supported by the convergence of product, personal and social forces, and proposes a

direction of research which asks:

“Can the customer be socially integrated in a village (community) that envelops and

directs the consumer’s choices in a satisfying way?”

Can something be said about the possibility of a community or social influence on the
acceptance and use of services in an online news service context? The purpose of this thesis

is to explore the difference in the influence of technical and social drivers in general and, in



particular, the effect of the social community aspect on customer loyalty to online news

sites.

1.3 Research Questions and Objectives

The changing pattern of news consumption and technological advances mean that the
traditional business models in the news industry are being challenged. The problem facing
firms active in the news industry is how they can increase the likelihood of continued take
up of their online products to counter the decrease in traditional offline readership and
ensure survival. This business context led to the first of two research questions fundamental

to this thesis:

R1: What are the drivers of customer loyalty to online news sites and can customer

loyalty be enhanced by a news site’s online community?

The second research question directly reflects the underlying theoretical perspective:

R2: Are there differences between the social perspectives and technological
perspectives which drive loyalty in the online news services context and can these be
measured and used to better understand customer loyalty?

Through the use of a research model which examines perceived value and online
community components and their influence on customer loyalty in a news services context,
this study is designed to answer the first of the research questions stated above. Previous
research has been carried out supporting the link between perceived value and loyalty in an
electronic services context (Pura, 2005), and this basic model was adapted for the news
services industry by the researcher for this study. The researcher added online community
components to this basic model to ascertain whether the previously empirically tested link

between perceived value and loyalty could be enhanced by community aspects.



The higher order theory employed in this research takes into consideration the two
philosophical positions of social constructionism and technical determinism and their
influence on a user’s acceptance and usage of technology. This debate is supported by
Silverstone and Haddon’s domestication theory. As detailed in the literature review,
domestication theory has its origins in media and technology acceptance research and takes
into account opposing perspectives of social and technical determinism in the study of
integration of technologies into the everyday lives of consumers. Through the employment
of domestication theory, which examines both the technically driven and socially driven
components of media usage and acceptance, the primary underlying research question is

addressed.

1.4  Research Methodology

Following a mixed methodological approach supported by Creswell (2003), a two staged
method was employed in this thesis in which the first exploratory stage of the research

informed the second explanatory stage.

1.4.1 Phase One: Exploratory Research

Phase one consisted of two stages. First, a qualitative focus group study was undertaken in
order to confirm the components which would be used to measure the stages within the
underlying theoretical perspective of this thesis, domestication theory. Secondly, a
quantitative online questionnaire was administered to online community members in order

to support the generation of community constructs used in the research model.

Exploratory phase stage one: Domestication measure generation

This phase of the research comprised a qualitative analysis of news service users and

industry experts to determine domestication stage questions. In addition to a review of



literature, measures which ascertain domestication stage were developed quantitatively,
through focus groups of people who are users of online news sites to ascertain their process
of obtaining and using the site, the place which using the service has in the their daily
habits, and the meaning ascribed to the service by the users. The results of these focus
groups were also further supported with expert opinion in the development of questions
specifically for the context of online news sites. As there were no clearly defined measures
for the context of this research, these were generated from literature and focus groups. An
overview of the domestication theory stages follows.

Domestication theory breaks down media acceptance and usage into 4 components:
e Appropriation
e Objectification
e Incorporation

e Conversion

These components are defined as follows:

Appropriation
An object or product whether purchased or acquired, goes through a process of
appropriation, whereby the individual or group take(s) possession of it. At this stage,

objects acquire a meaning and become ‘authentic’ (Silverstone et al., 1992; Miller, 1987).

Objectification

Obijectification then describes how and the extent to which an object finds a space and a
place in the geographical area it has entered (Silverstone et al., 1992). For instance,
domestic technologies entering the domestic sphere may not necessarily become integrated
into the domestic landscape immediately and their physical place in the household is often
the object of debates and negotiations. Any new object entering a given physical space is a

potential threat to the existing order of this space, its aesthetic harmony and its logical



structure (Silverstone et al., 1992). Vuojarvi et al. (2010) describes the objectification stage
as that in which the values, tastes and styles are expressed through the display of the new

technology.

Incorporation

The incorporation of a new object or artefact into routines constitutes another dimension of
domestication. An object becomes incorporated when it starts being integrated into
temporal structures, both formally in form of schedules and rules and informally in form of
routines and habits. The object reaches a ‘taken for granted’ status and it is given a function
(or a series of functions) that may be different from those that were intended by the
designers of the artefact or even from those that the buyer had in mind when acquiring it.
Vuojari et al. (2010) support that the incorporation stage emphasizes how a technology is

used and the temporal aspects of its use.

Conversion

At this stage, users signal to others their participation in the consumption and innovation
process by displaying their ownership of a new product to the outside world. This may
entail displaying the object either physically (as with parabolic antennas and mobile
telephones, or white iPod earphones) or symbolically — by making it the topic of discussion,
hinting at it more or less casually in conversation or by exhibiting new knowledge and
competence to friends and colleagues. Such activities are grouped under the umbrella term

of ‘conversion’ in the domestication model (Silverstone et al. 1992).

Most importantly, and as can perhaps be seen within the four basic components of
domestication described above, the domestication approach takes into account the
complexity of the relationship between the environment and the technology in attempting to
understand acceptance and adoption (Silverstone and Haddon, 1996). A full discussion of
domestication theory and the reason it was chosen as the underlying theory for this thesis is

presented in the Chapter 2: Theoretical Foundation and Conceptual Model.



Exploratory phase stage two: Community measure generation

The second facet to the exploratory research stage comprised an online survey to solidify
community measures which included open-ended questions. Based on a review of the
literature of drivers and deterrents found to have an influence in online community usage,
the following components were ascertained to be possible constructs to measure community
participation, the drivers to participate and post visit consequences in online communities:

e Participation

e Motivation

o Effect
The construct participation was intended by the researcher be a measure of the level of
activity a user demonstrates within an online community, motivation was determined to be
those factors which drove a user to take part in the community whilst effect was the post
visit consequences for the user. The derivation of these community constructs is fully
discussed in the literature review contained in Chapter 2. The literature supporting these
new constructs was subsequently used as the framework for the generation of survey
questions administered to online community participants. Questionnaire results were
analysed for the purpose of question reduction and question validity in SPSS using
Cronbach’s alpha and principal component analysis, based on the guidelines by Cortina,
1993; Cronbach, 1951; Grayson, 2004; Stevens, 1992; and Field, 2005.



1.4.2 Phase Two: Confirmatory Research

In this second phase of the study, the researcher created an electronic online survey to be
administered to online news site visitors. The survey combined the first stage of the
sequential mixed methods approach and integrated the consolidated and confirmed online
community constructs and items. Additionally, the domestication stage measures which
were created/confirmed in the exploratory stage were integrated into the final survey.
Additionally, the survey also integrated the questions which would identify the exogenous
perceived value components identified by the researcher and confirmed by industry experts
to be pertinent to the online news industry, as well as the endogenous loyalty constructs

used within the research model.

The results of this survey were then interpreted with partial least squares methods in order
to assess the validity of the research model, and to ascertain whether community constructs
would affect loyalty as proposed in Research Question 1. The domestication stage measures
were then used to assess differences in responses based on domestication stage and enable
interpretation as to whether socially and technically deterministic stances could be used to

better understand a user’s loyalty.
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1.5  Significance of the Research

The contributions from this research can be broken down into practitioner and theoretically
orientated. The gaps that the thesis aims to fill are directed into the fields of marketing and
user acceptance of electronic services in a media and communications context. Within the
field of marketing, it is important to understand if users are positively affected by their
participation in online communities and if this participation or aspects of this participation
do lead to customer loyalty. This, in turn, could help marketers better understand if effort
spent nurturing an online community is an important act and one from which they will
benefit. Within the field of user acceptance of services, this thesis is specifically looking at
the application of an online community in the context of the online newspaper, as well as
the perceived value constructs which are important in an online news paper context and
thus makes a contribution to user acceptance and marketing in this media and
communications context. Additionally, domestication theory is a more recently developed
and less frequently used theory in explaining consumer acceptance (or non acceptance) of
services and, as such, applying this theory and defining differences within user group
categories can help marketers better understand their customer base and as such be better
able to market to them. Partitioning users as done in this thesis is a new approach in striving
to better understand customer acceptance of services and if this acceptance is perhaps
different dependent on the categories used in the domestication approach. Whilst
domestication research has been used to study adoption of technologies, it has done so
mostly on an individual basis (for example, Berker et al, 2006; Hynes and Dougherty, 2010,
Lie and Sorensen, 1996; Silverstone et al, 1992, Sorenson, 2005), and has not yet been used
to look at groups of users. Heterogeneity of users has also been studied, for example in
internet behaviour and attitudes (Lee and Kim, 2002) but no study has used the
domestication categories to differentiate between groups. This thesis is the first to apply

domestication theory in this manner, and in an online news service context.

11



The contributions can be seen to fit in the fields of research as follows:

Marketing:
e The effect of community participation on customer loyalty
e Development of online community measures to understand aspects of online
community participation
e Segmentation of the customer base using domestication stages
Media and Communication:
e Perceived value components which add to user acceptance in a news site context
e The effect of community participation in an online news site context

A more detailed description of these contributions follows.

15.1 Practitioner Contributions
A perceived value — community — loyalty model for online news sites.

Even though more than a decade has passed since most newspapers have set up their online
editions, little research has actually systematically evaluated online newspaper’s
performance (Chyi and Lewis, 2009). Chen and Corkindale, (2008) state that research into
the use and adoption of online news services is still in its infancy and a comprehensive
theoretical framework for understanding or predicting consumer’s online adoption
behaviour does not yet exist. This research helps to close that gap in employing a perceived
value — community — loyalty model to help understand which perceived value components

have an influence on loyalty of users to online news services.

The effect of online community participation

A gap in the loyalty literature in using social community as a loyalty influencer has been
identified; thus this research could make an important contribution to the body of
knowledge on loyalty drivers through including the social influences of community. Chung

12



(2009) holds that still very little is known about the effects of news presentation on user
perceptions of news consumption experience, and that future studies should assess whether
different interactive online news presentation styles enhance the processing of information
as studies have shown that interactivity could lead to cognitive overload. Future studies
should examine antecedents (what drives/motivates people to use interactive features) and
outcome (what are the results from using interactive features). This research has tested
online community participation in an online news site context and has supported the loyalty

enhancing value of an interactive online news site community.

152 Theoretical contributions
Measures for “online communityism” developed

Based on the literature on online communities, this research also introduces three
components for the measurement of “communityness”. Previous research has provided an
insight into what type of community participation affects online news service usage
(Larsson, 2011), but this research goes beyond just examining participation and evaluates

users” motivations to participate as well as the post visit sentiment in explaining loyalty.

Online community constructs have been developed for this research and will add to the
growing body of literature which examines aspects of online communities and users’
motivations to participate as well as the effects they gain from their participation in such
communities. Finally, the research provides an indication of which aspects of online
communities may have a stronger correlation to loyalty, and as such could provide insight

into how organisations can develop communities which are likely to foster loyalty.
In the taxonomy of communities discussed in the literature review, it is apparent that the

rapid evolution in the nature of communities has rendered the formerly clear boundaries to

be less distinct. It could therefore also be argued that the drivers of participation and the

13



effects of community participation are unclear. This research identifies a framework of

facets for measuring a user’s community participation in the community construct.

Domestication theory

The research examines the use of domestication theory in understanding news service
consumption and adds to the growing body of domestication literature as well as adding to
the emerging literature on and increasing the understanding of acceptance and usage of
news services. Using domestication theory which supports the dichotomous positions of
social and technical determinism in the acceptance and usage of service, this research adds
to the body of literature which looks into the socio-technical nature of technology and
service adoption and usage. In creating items for the domestication constructs, this research
also provides a new perspective in the quantification of domestication stages which could

be adapted and used in future research.

153 Summary of Practical Implications

1.5.3.1  Valuedriversin loyalty

For online news sites, the most important drivers of loyalty in an online news site context
were found to be convenience value, emotional value, and conditional value. The results
of this study show that convenience value and conditional value explained the highest

amount of loyalty, but emotional value was also a significant driver of loyalty.

Users are looking for a convenient, easy, instantaneous way of accessing news, and
presenting local events and news items, at least for a news site with a smaller geographic
reach, are the most important actions which can be taken to ensure readers return to the site.
In addition to this, the research also found that emotional value was driver in getting people
to actually return to the site. Thus, there is also a feel good factor about using the site which

Is making users want to return.
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1.5.3.2  Community effects on loyalty

This research shows that participation in a new site’s online community does have an
effect on loyalty, and that a perceived value — loyalty model which includes community
variables actually has better explanatory power than a model without these community
constructs. The increased interactivity afforded by a community and its positive effects is
supported in the literature and those who do participate in the community exhibit a
tendency to want to return to the site, and this is an important implication for news site
managers. The main drivers of participation and motivation to participate were to read
comments posted by others and find out what others were talking about, as opposed to
interacting with other members and posting comments and thus, an asynchronous
communication seems to be taking place. Practitioners need to understand that participants
in an online news site’s community are not looking to foster relationships with others but
simply understand how others are commenting on the news items, supporting Chung (2009)
that for now, it appears that the ability to express or read other’s views rather than engaging

in two-way conversation has more intrinsic value to local online community residents.
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1.6 Organization of the Thesis and Chapter Summaries

This thesis is divided into seven chapters as shown in the diagram below. Following the
diagram is a description of the contents of each chapter.

Chapter 1 Introduction

\ 4

Chapter 2 Theoretical Foundation
and Conceptual Model

\ 4

Chapter 3 Methodology

\ 4

Chapter 4 Exploratory Research Stage

\ 4

Chapter 5 Confirmatory Research Stage

A 4
Chapter 6 Discussion

\4

Chapter 7 Conclusion

Figure 1.2 Structure of the thesis
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1.6.1 Chapter 1 : Introduction

Chapter 1 offers an overview of the thesis and the concepts which are explored. The
research questions are presented and the objectives of the research detailed. Chapter 1
introduces the methodology employed and discusses the implications of the research. It
depicts the way in which the thesis is organized and provides a chapter by chapter

summary.

1.6.2 Chapter 2 : Theoretical Foundation and Conceptual Model

Chapter 2 comprises the literature review of this thesis. First, the business context of the
news industry and the challenges it faces are discussed. Following this, the overarching
theoretical perspectives of social constructionism and technical determinism are examined
after which the choice of underlying theory in this thesis, domestication theory, is discussed
and supported. Additional theoretical approaches within information and communications

(ICT) research are also presented.

A discussion of the components of the research model is then presented, divided into
separate sections for research model’s exogenous and endogenous variables: perceived
value and loyalty, as well as an overview of literature of online communities which was
used in the development of the moderating community model variable. The research model

is presented in this chapter.

1.6.3 Chapter 3 : Methodology

Chapter 3 then covers the methodology employed within the research. The chapter begins
with a discussion of the research philosophy and design which the researcher chose, a
mixed methods approach. Further to this, the two main phases, exploratory and explanatory

phases of the research are detailed.
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1.6.4 Chapter 4 : Exploratory Research Results

Chapter 4 provides the results of the first, exploratory stage of the research in which the
domestication measures which will be used for sample dichotomization and the community
constructs for the moderating community variables are detailed. The results of this two
pronged stage of the research was then used in the creation of the community construct

items and domestication items.

1.6.5 Chapter 5 : Confirmatory Research Results

Following this, chapter 5 presents the results of the confirmatory stage of the research in
which the results of the online news site survey are detailed. The Partial Least Squares
method of model evaluation is discussed and results of the research models are shown.

1.6.6 Chapter 6 : Discussion

Chapter 6 then provides a discussion of the results of the explanatory research phase.

1.6.7 Chapter 7 : Conclusion

Chapter 7 finally provides a summary of the contributions of the research and the
implications of the results for the practitioner community. This chapter also summarises the
limitations of the research from the researcher’s perspective and further research directions

are discussed.
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1.7  Chapter Summary

This first chapter in the thesis provided an overview of the research, starting with an
overview and the business environment of the news industry from which the research topic
emerges. The researcher then provided the research questions and objectives, after which an
overview of the methodology used was presented. The significance of the research with
practical and theoretical contributions was then discussed. The way in which the thesis is
organized was then presented, accompanied by a chapter by chapter summary. The next
chapter comprises the theoretical foundation and literature review for the thesis and

presents the conceptual research model.
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Chapter 2
Theoretical Foundation and Conceptual Model

2.1 Introduction

This research is designed to explore aspects of customer loyalty to online news services,
and, employing the higher order theory of domestication, the research investigates the
possibility that technically and socially deterministic approaches might be used to better
understand customer loyalty in an online news services context. The research model is
introduced in this chapter after a discussion of the theoretical perspective and a review of
the relevant literature. The research model includes the concepts of perceived value and
online communities in exploring loyalty to news sites, introducing three constructs for the
conceptualization of online communities. The research examines the effect of perceived
value on loyalty, the moderating effect of online community participation on loyalty and
above all, proposes that differences between technically and socially deterministic stances
can be used to shed light on a user’s loyalty, and as such aid in a better understanding of

customer loyalty, employing domestication theory to support this underlying perspective.

Chapter 2 comprises a review of the relevant literature. The structure of the chapter is
shown in Figure 2.1. After this introduction, the researcher begins in section 2.2 with an
overview of the literature reviewed and then a discussion of the news industry follows in
section 2.3 in order to establish the context of the research. This is followed by section 2.4
which details the background for the choice of the theoretical foundation used in this thesis:
domestication. Section 2.5 follows with an overview of other theoretical approaches used in

electronic services adoption research and why these were not chosen.
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The model employed in this research includes aspects of perceived value and loyalty and
the additional effect of online community participation on customer loyalty. To this end,

literature in the following fields is also reviewed:

e customer loyalty (section 2.6)
e perceived value (section 2.7)

e online communities (section 2.8)

The researcher then provides a summary of the literature review in section 2.9.
Subsequently, the contributions of this research and the conceptual model employed are

described (sections 2.10 and 2.11). The model includes the perceived value and loyalty

components presented in the respective literature reviews as well as the online community

components which are further developed through quantitative methods as described in the

methodology chapter. Additional tables of online community literature from which the
community model components were derived are presented. Section 2.12 comprises a

summary of the chapter.
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2.2 Literature overview

Theoretical approach used in this research
Domestication theory focuses on four stages of technology adoption and provides an
appropriate analytical approach to the study of how these processes take place (Berg, 1996).

In an interview, Hynes (2010) noted that at that time,

“Little research existed outside of the traditional deterministic human-techno
relationships where end-users were given little or no agency in making sense of
technologies in their own individualised space. The processes by which
technologies become part of everyday life, used and valued in our routines, habits
and patterns of work, home and our leisure time always seemed to be overlooked or

assumed or taken for granted”. (Hynes, 2010)

Domestication theory highlights that the process by which new technologies are integrated
into everyday life is far more complicated than usually portrayed because technologies are
not only shaped by their technological possibilities or by their functionality, but also by the
micro-social context of the household, social circle or community. A discussion of
domestication theory is provided in this chapter in section 2.4 followed by an overview of
other theoretical approaches used in adoption research in section 2.5. The researcher also
includes a discussion of the background to the theoretical approach employed in this

research, detailing the concepts of social and technical determinism (section 2.4).

Loyalty

Customer loyalty was one of the dominant business research areas in the 1990s and
continues on to the present. Additionally it continues to be a topic of much interest within
the practitioner community as many companies are striving to gain loyal customers,
investing considerable resources to maintain a loyal customer base as this is believed to
increase profits and reduce acquisition costs. It has been broadly argued that lasting

customer relationships are beneficial for the company (e.g. Reichheld and Sasser, 1990;
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Gronroos, 1994; Rust and Oliver, 1994; Anderson et al., 1994; Berry, 1995; Reinartz and
Kumar, 2000), and practitioners have defended the business argument for customer loyalty,
indicating that a 5% increase in customer retention can lead to an increase of net present
value of customers of between 25 and 85% (Reichheld, 1996). The trend in customer
loyalty research has been towards a more detailed understanding of the subject, where both
attitudes and behaviour are taken into account (e.g. Dick and Basu, 1994). The review of
the loyalty literature expands these concepts and details the aspects of loyalty which are
examined in this research. This discussion is found in section 2.6 of this chapter.

Perceived Value

A common thread through much of the loyalty literature (Yang and Peterson, 2004;
Anderson and Srinivasan, 2003; Jones and Sasser, 1995; Oliver, 1999; Reinartz and Kumar,
2002, and in service quality literature such as Heskett et al., 1997) is the reference to the
concept of value in discussing level of satisfaction, which leads to differing degrees of
loyalty. Jones and Sasser (1995:95) write that “it is essential to understand what portion of
a customer’s seeming loyalty is true loyalty based on a company’s delivery of superior
value and what part is artificial.” Oliver (1997) contends that customers who are ill
positioned to ever perceive a high level of benefit or value from a firm will probably never
become loyal and enticing them to remain customers is a waste of a firm’s resources. Pura
(2005) writes that perceived value has been proven to be a reliable construct in predicting
purchase behaviour. The literature review on perceived value gives a background of the
components of perceived value which are pertinent to this research and is found in section
2.7.

Online Community

Oliver (1999) promotes the important component of “the community of loyalty”. The
concept of integrating one in a “village” or “community” as a driver of loyalty is adopted in
this research. Online communities are becoming ever more prevalent and could function to

influence adoption. An online community is “a group of people who come together for a
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purpose online and who are governed by norms and policies” (Preece, 2000). DeSouza and
Preece (2004) indicate that adopting this definition offers the advantage of taking into
consideration a balanced view of both social and technical issues and thus fits into the
overall framework of this research, looking at the competing views of social and technical
facets as drivers of loyalty. An overview of online community research is necessary to
understand the variety of facets which these communities comprise and is found in section
2.8, as well as the description of the online community components introduced in this

research.

Online Community Model Components introduced in this research
Derived from literature on online communities, internet usage and acceptance, and
technology acceptance, definitions of the three model components for online communities

and the questions they should answer are:

e Participation: What are the characteristics of a user’s participation? (e.g.
Preece, 2000; DeSouza and Preece, 2004);

e Motivation: What drives the consumer to the community and why does
he/she begin to participate? (e.g. Ren et al., 2007; Brown et al. 2007,
Peddibholta and Subramani, 2007); and

o Effects: What are the attitudinal and behavioural consequences of
participation in the online community? (e.g. Algesheimer and Dholkia,
2007; McAlexander, Schouten and Koenig, 2002; Muniz and Schau, 2005;
Algesheimer et al., 2005; Brown et al. 2007).

News Services Industry
Since its inception, the traditional newspaper business has been faced with challenges and

opportunities which have helped it to expand and become one of the most important
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information sources in the modern world. In the face of new technological advances in the
1990s, the traditional news media “fell over themselves” to set up on the World Wide Web,
fearing, as called Roger Fidler called it, “mediacide” (Fidler, 1997), and attempted in the
process to reinvent themselves to embrace this new communications channel (Alves 2001).
This rush online was a result of the news business’s fear that the newspaper would
eventually be rendered obsolete by yet another more efficient news medium. As
competition for audience revenues has intensified in the new landscape of the media
market, news providers are hoping to reap the benefits and opportunities the internet has to
offer (Lin, 2001). How online news services achieve success, however, is still a challenge
on many fronts. The current business environment as well as a description of these
challenges and opportunities offered in the new media landscape starts the literature review
in section 2.3 of this chapter. Here, the researcher provides a review of the news industry

and the challenges which are being faced here to present the business context of this study.
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2.3 News Services Industry

2.3.1 Overview

The news industry is currently going through a great upheaval, as seen in the recent
decisions of some print news producers to stop their print and offer solely online services,
directed at the ever more popular tablets. News generation, distribution and consumption
patterns have greatly changed from the time the first “newspaper” or news “scroll”, The
Roman Acta Senata et Populi, was printed in ca. 59BC, following a requirement by Julius
Caesar that the general population be informed about victories within the ever expanding
Roman Empire as well as being up to date with general government activities (Martin and
Copeland, 2003; WAN-IFRA, 2010). Through the invention of the movable type printing
press by Gutenberg in the early fifteenth century, mass production of reading material was
made possible and one of the first regularly published newspapers followed shortly
afterward in Strasbourg in 1605 (Rehm,1997).

Since this time, news publishers have continually encountered and embraced, with varying
degrees of success, new technologies and methods for assembling and disseminating news
items. Even more than 150 years ago, technological advances provoked the editor of the
New York Herald at the time, James Bennett, to state that “newspapers must submit to
destiny and go out of existence” as a result of the success of the telegraph (machine) in
delivering the news (Martin and Copeland, 2003). More recently, Meyer (2004) indicated
that the printed version of the newspaper will lose its readership in 2043, and even more
pessimistically Steve Ballmer from Microsoft has estimated the demise of the printed paper
already in 2018 (Thurman and Myllylahti, 2009). Usher (2010), supports that a new media
news environment and harsh economic realities mean that the survival of newspapers in

their current form is no longer certain.

One could argue that these forewarnings are overstated, but have new technologies heralded

a business environment in which such statements could become true in the near future?
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What are the current market conditions for the traditional newspaper business and what are
the challenges (or opportunities?) faced within the new internet era? With still over 1422
daily published newspapers circulated in the United States alone, one of the largest media
markets in the world, there is clearly still a large market for printed news (Chyi and Lewis,
2009). But how is the media landscape changing? Does the internet spell the demise of the
traditional media as we know it and of news producers as we know them? How does the
competition from newer web-only news aggregators affect the advertising supported
business model of the traditional newspaper business and how has news consumption and
generation changed from the consumer’s perspective? These are pertinent questions at a
time when traditional print news producers transition to a combination of off and online
news services and frames the fundamental business context behind this research into

customer loyalty to online news services.

A good summary of the changes in the news industry was introduced by Pavlik (2001) and
explains that the reasons for the transformation of news production and journalism are
neither simple nor one-dimensional. Instead, a set of economic, regulatory and cultural
forces, driven by technological changes are coming together to bring about a complete shift
in the nature of journalism. Pavlik additionally holds that new media are transforming

journalism in four ways: (Pavlik, 2001:xiii).

e The nature of news content is changing as a result of new media technology

e The way in which journalists do their work is being retooled in the digital age

e The structure of the newsroom and news industry is undergoing a fundamental
transformation

e New media are bringing about a realignment of the relationships between and

among news organizations, journalists and different facets of the public.
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This research considers the new media technology and the realignment of the relationships
between news organizations and customers in looking at customer loyalty to online news

sites.

2.3.2 Convergence in the news media industry

In 1979, MIT professor Negroponte illustrated the transformation of the media industry in
diagram which described his prediction of the convergence of media spheres. The diagram
shows that in everyday life, the worlds of publishing, communications and computing are

merging (Walker and Lewis, 1998 in ed. Prosser, 1998 image based research.).

1978 2000

Broadcast and motion Print and publishing industry Broadcast and motion Print and
picture indust picture industry ublishing industry

Computer industry

Computer industry

Figure 2.2 MIT Model of Media Convergence (Fidler, 1997:p26)

While this may indicate that the spheres of media and their respective content may be
imposing on each other, there is evidence that the technologies can improve richness of
content as adjunct sources. Deuze (2009) indicates that in such a convergence culture,
(which describes the shift in how media industries operate) can be seen as the “alignment of

production, mediation and consumption as constituent practices in all experiences of media
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life” can be seen. Whether new media substitute or supplement existing media has been
recently studied using, for example, displacement theory. Displacement theory in media
assumes that when one new medium enters the arena, its users must reallocate their limited
time resources to reflect this. DeWaal and Schoenbach (2010) support a that a co-existence
is possible for older media threatened by newer ones and argue that new media often may
not compete with, but rather supplement, existing media. The time that the different media

use demands on consumers is, in turn, taken from non-media activities.

So are news sources mutually exclusive in the eyes of consumers, or are there benefits to
using a specific variety or a combination? While ‘content loyalty’ may explain the joint use
of old and new media, other research has contested the reasons that consumers use both the
newer and more traditional channels are to maximize the information or entertainment offer
they are interested in. Dutta-Bergman 2004 continues that this supports the two step flow
theory of media use developed by Lazarsfeld et al. in 1944 which indicates that consumers
tend to look for specific news or confirmation of news items at different sources. Thus, the
type of news may hold keys for which channel a news consumer chooses. Kayany and
Yelsma (2000) support that online media may eventually take over from television as a
primary source of information whereas Kay and Johnson (2003) hold that online news

services may replace news magazines and radio news for specific subjects such as politics.

The view that internet use generally supplements rather than substitutes traditional media
use (Robinson et al., 2000; De Waal et al., 2005; Schulz, 2002) has also been contested.
There are indications that new media are gradually replacing some of the older ones
(DeWaal, 2010). DeWaal et al. (2005) found, for example that visiting online newspapers
reduces print newspaper reading among the young. Additionally while demographics
certainly seem to play a role in determining consumption of different types of media, the
intensity of use also seems relevant. DeWaal and Schoenbach (2010) propose that whether
news on the internet takes over traditional media or not depends on the functions those

media best serve for their users. They hold that as the online news offer develops and

30



modernizes in both design and content, it will consequently attract more different people

than before for different reasons.

2.3.3 Online news services — business challenge

Davis (2006) states that online news services have become one of the major channels which
people in the developed and developing countries use to shape their views of the world.
What, then, is hindering the development of the online news business as a profit generator?
Not only is print advertising revenue falling, but online publishing has not yet found a
successful business model (Brock, 2010). What is the competition faced by online news
services? Chyi and Lewis (2009) define the competition both inter and intra media. Inter-
media is the relationship between a newspaper’s online and print operations while intra-
media competition involves the relationship between a newspaper site and other news sites
(such as portal sites). The business challenge becomes apparent as newspapers tried to
adapt the business model used in traditional media to the web, and attempt to derive
revenue through subscription and advertising. Brock (2010) writes that the production and
consumption of news has been decoupled from advertising and its previous sources of
income. Traditionally, readers of mass media have never paid the full cost of a subscription;
this income has been supplemented by advertising which supports up to three quarters of
the necessary income to keep a traditional newspaper establishment in business. However,
with advertising revenues moving to the web, additional income sources are being sought.
Even though previously few people were prepared to pay for news on the web (Alves,

2001), this subscription business model is starting to be introduced.

“Now pay up” sets the tone for a newer attempt for traditional newspapers at obtaining
subscription revenue, where online news services are starting to revisit a subscription
model of charging for articles within their “walled gardens” (Economist, 8/2009).
Advertising revenues have been a feature of online news services since their inception and
one of the striking qualities of online newspapers is the dominance of promotion (Nerone

and Barnhurst, 2001). Whereas advertising banners have been one of the main revenue
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sources, customer acceptance of such intrusions has increasingly become questioned and
the abundance of sources of advertising on the internet has resulted in a decrease of the
prices of such advertising space, and as a result has diminished the revenues from this
source (Alves, 2001). Such banner advertising across the top of a page and chimney ads
along the side of the page, also overwhelm content (Nerone and Barnhurst, 2001), again
leading to less acceptance from the consumer. Additional sources of revenue named have
been permission marketing through opt in email sources and seminars (Thurmann and
Myllylahti, 2009). It is clear to see that the traditional subscription and advertising based
income which is a fundamental part of the business model for newspapers is radically
changing. With advertising revenues falling and print circulation decreasing, traditional
print newspapers are struggling to maintain and develop profitability even as they enhance
their online presence. Clearly obtaining and maintaining a loyal customer base would aid
news producers in procuring more sources of advertising income, or a subscription based
service could aid the business model, but the problem of creating a base of customers who
consistently return to a site is still outstanding. What facets will promote loyalty and will an
active community aid this? These are questions to be explored in this research.

2.34 Technological impacts on news publishing

Whilst it may seem that the speed of technological change is ever increasing, Paul Saffo
contends that throughout history there has been a consistent time frame of 30 years in
which technologies have typically become adopted within society. The difference now is
that more technologies are being created simultaneously and it is the amalgamation of these
technologies, or “cross-impacts” which presents the challenge in forecasting the direction
of new media (Saffo, 1992). George Brock (2010) indicates that ability of very small
computers to combine, link, swap and replicate information has led to (amongst other

things) an explosion of the quantity of information available.

Early editions of newspapers on the internet did not take advantage of the possibilities of

online publishing to their full potential (DeWaal and Schoenbach, 2010). Often the stories
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online were exactly the same as their offline counterparts and initially, most newspapers
updated their online versions only once or at most twice a day (Jankowski and van Selm,
2000). At first, despite the almost unlimited space online, the number of stories online also
did not exceed the number of stories in the printed version. Ziirn (2000) showed that the
number of newspaper articles shown on an online newspaper site ranged from 33% to 85%
of that which was in the print version of the paper. Lewis and Chyi (2009) have also shown
more recently that the use of online newspaper sites still lags behind print editions in that
the reach of an online site was far less than its print counterpart. Alves (2001) indicated that
online journalists limited most of their work to simply posting stories which were identical
to those in the print version of the newspaper, and this simplistic transfer of content to the
new multimedia platform has failed to entice online readers. As online newspapers have
broadened their usage of the medium, there has been a reduction of text on the sites pages
and an increase in the use of headlines, blurbs, index listings and links (Nerone and
Barnhurst, 2001).

The reasons behind the stories which are published are also taking on a new light. Nerone
and Barhurst (2001) indicate that content gains its prominence in the online environment
from frequency of user activity, instead of priorities from public reporting. Similarly to the
way radio first built up their audience through sports reporting, the prominence of sports in
internet news is also seen (Nerone and Barhurst, 2001). This indicates that more popular
types of news become more prevalent. Use of click through analysis which enables news
sites to exactly analyze the number of readers a story receives, means news items can be
given more weight or prominence as a result of their popularity. In a study of an online-
only news site which was launched by a Finnish newspaper as they concluded their printed
news business, a sub-editor was heard to comment “Your story is flying! In 12 minutes you
have got 500 readers” (Thurman and Myllylahti, 2009). This has clear implications on the
reasons behind the dominance of certain news stories and the standards by which their
success is measured. The editor of this newspaper did, however, also indicate that

generating a high click through rate was not the sole motive in creating news stories, and
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that “certain types of stories are published for credibility reasons even though we know that

they are not going to be hits with our readers” (Thurman and Myllylahti, 2009).

2.35 Citizen journalism and interactive discourse

Perhaps the most important aspect of the emerging news services is not just the extended
technical features the internet offers news producers, nor is it the potential to extend a
paper’s reach by being simply present on the internet. The technology itself can not be
analysed in a vacuum as a driving force in the adoption of online news services. Pavlik
(2001) posits that fuelling the changing environment of journalism has been the emergence
of the medium of global interactive communications, and together, this new “media
system” embraces different forms of human communication in digital format where the
rules and constraints of the analogue world no longer apply. Rosales (2006) supports this
interactive nature of the medium in the new phase of the internet: Web 2.0. This phase in
the development of the internet integrates the power of the individual users, networks and
online communities. In this new media culture, the public is no longer a passive consumer
of media, but an active participant in the creation of the media landscape (Saffo, 2006 in
Hermida and Thurman, 2008). Pavlik (2001) indicates that the structure of the news
industry is evolving in that technology of the internet enables a low cost global forum for
anyone with a message whose voices were formerly filtered through a news media

“gatekeeper”.

The new interactivity provided by platforms offers users more of a chance than ever before
to become involved, especially in a news service context. There is no doubt of that user

generated content has become a prominent factor in the generation of news, and online

communities have become a powerful forum for voicing opinions, as well as validating and
enhancing news items produced through traditional methods. This has also brought about a
well founded concern from news publishers about the quality of published journalism from
professionals in the field. Rosales (2006) notes that there are two unique features which the

internet offers and the print media do not: participation and dialogue in real-time. New
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media offers a challenge to legacy news media and its practitioners particularly in light of
the ways in which the new media include the artefacts and devices which extend our
abilities to communicate (Usher, 2010). The technology the web has to offer has facilitated

the creation of the “citizen journalist” and “participatory journalism”.

In the media literature, a precise definition of the “citizen journalist” is still emerging.
Other terms have been used to describe the same phenomenon such as participatory
journalism, community media, civic journalism and user generated content (Moeller, 2009).
Brock (2010) indicates that journalism has now become a word wandering around in search
of a definition. A concise description could probably be “the act by an individual or group
on any media platform (print, radio, television online, mobile phones, etc. and using any
medium (text blogs, podcasting, sms messaging, photography, audio etc.) of reporting,

analyzing or disseminating news and information (Moeller, 2009).

The idea of citizen journalism is not new. Rosen (1993) indicated that part of journalism’s
purpose is to encourage civic participation, improve public debate, and enhance public life -
a function which he called “community connectedness”. Rosales supports this in saying
that people in local communities usually have a “nose for news” and that as they know
what is going on in their neighbourhood, they are well suited as reporters. Moeller (2009)
supports that citizen journalists may become the 21st century’s most potent force for
creating, supporting and building open and democratic societies. Bloggers are another
component of the citizen journalism sphere (Rosales, 2006). Short for web logging,
bloggers post their own running comments or reporting and typically also provide links to
new pages, documents, interactive media, pictures and other multimedia objects pertinent to
the blog’s subject (Rosales, 2006). In the 2008 US Presidential campaign, blog sites such as
the Huffington Post were used extensively as a monitor of public opinion, and were widely
integrated by, among others, television news networks in order to add an increasingly

important user dimension in communicating pre-election and election results. But just how
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important this relatively new phenomena is, especially for news establishments struggling

to survive in the new news media arena, is only starting to be researched.

2.3.6 Summary of News Services Literature

Fidler (1997) supports that one of the main components of the “mediamorphosis” is that all
forms of media are coexisting and co-evolving within an expanding, complex, adaptive
system. DeWaal and Schoenbach (2010) support this coexistence, stating that the online
equivalents of printed newspapers could quite plausibly be most valued for their
background information and commentary and non-paper news sites for quick updates and
breaking news. As each new form of news creation and publishing emerges, it influences
over time and to varying degrees the development of every other existing form.
Additionally, such new media are not widely adopted strictly on the merits of a technology
alone. There must be an opportunity and a motivating social political and or economic

reason for a new media technology to develop.

Along with the elusiveness of a profitable business model, Sullivan (2006) supports that

“A method for creating a successful, widely adopted online news services has

remained ambiguous.”

Even though more than a decade has passed since most newspapers have set up their online
editions, little research has actually systematically evaluated online newspaper’s
performance (Chyi and Lewis, 2009). Chen and Corkindale (2008) state that research into
the use and adoption of online news services is still in its infancy and a comprehensive
theoretical framework for understanding or predicting consumer’s online adoption

behaviour does not yet exist.

Therefore, there is substantial ground to be gained in understanding what influences

customers to seek out online news sites, and what keeps them coming back. Additionally,
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the focus of a community aspect to the research as a driver in loyalty is supported by
existing literature of electronic services, and the popularity of the interactive element of

news sites is impossible to oversee, but does this lead to loyalty?

In order to provide a framework for understanding and a model for testing customer loyalty
in the online news context, the researcher sought an empirically tested model and found that
the link between perceived value and loyalty had been confirmed previously in an
electronic services context (Pura, 2005). In this thesis, the additional component of online
community participation in analysing customer loyalty to online news services is
introduced, as user participation in the news industry has become more prevalent.
Additionally, this research proposes a method to better understand possible differences
between users based on the higher order domestication theory which looks at technology
acceptance from both the technical deterministic view as well as the socially constructionist

view. Both of these perspectives are also examined in the following sections.

2.4  Theoretical Approach

In the following sections, the researcher reviews the approaches in ICT research and
discusses why domestication theory, as opposed to other approaches was chosen as the
fundamental underlying theoretical approach in this thesis. The discussion begins with the
domestication theory used in this thesis and then, on order to better support why
domestication theory was chosen by the researcher, the other theories which are commonly

used in ICT research are also presented.

Pederson and Ling (2003) write that in studies of information and communication
technology adoption, different concepts, such as diffusion, adoption and domestication are
used to distinguish different research approaches. They contest that despite the diversity in
their approaches, the concepts actually have some commonalities. Researchers studying
adoption share a common interest in understanding how information technologies and

services are being utilized by different kinds of end users in different contexts. However,
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there are differences within the approaches and here the researcher makes a case for the

choice of domestication theory within this thesis.

2.4.1 Domestication Theory

Domestication is a concept within media and communications studies but also within
studies of the sociology of technology which has been developed to describe and analyse
processes of acceptance, rejection and use of media technologies. The emergence of the
domestication concept and application in technology related studies represented a shift
away from modes which assumed the adoption of new innovations to be rational, linear,
mono-causal and technologically determined. As a theoretical approach, domestication
considers the complexity of everyday life and the place of technology within it, with its
dynamics, rituals, rules, routines and patterns (Berker et al., 2006), thus offering a rich
framework with which to study technology adoption and use. A discussion of
domestication theory as well as the underlying social and technical approaches for

acceptance, adoption and use of technology and services follows.

Vuojarvi et al. (2010) write that domestication is a concept widely used by researchers to
explain how technologies and in particular media and computing technologies become part
of our everyday life. Silverstone (1992) writes that domestication is the process in which
the household and its surroundings, the private and the public and the moral and the formal

or objective economy are related to each other, becoming mutually constitutive.

Research using domestication typically studies the adoption and use of technology in
everyday life with the focuses being on the societal consequences of the domestication of
technology, and the process in which the use of technology becomes integrated into
everyday life. The domestication approach can be used to describe technological change in
a wide range of situations: from households to institutional settings, and provides a basis
for understanding the complex interrelationships of cultures and technologies as they

emerge in institutions and individuals (Silverstone and Hirsch, 1992). Berker et al. (2006)
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argue that as modern societies become increasingly technologically mediated,
understanding daily transactions with technologies on the streets, in schools, and in other

social circumstances becomes more and more important.

Conventionally, domestication is described as a process in which a wild animal is trained to
adapt to life in intimate association with and to the advantage of human beings (Webster’s
Dictionary, 2011). Domesticated animals, plants, and other organisms are those whose
collective behaviour, life cycle, or physiology has been altered as a result of their breeding
and living conditions under human control. The word domestication is also used as a
synonym of taming, and although this word can apply to a single animal, domestication can
describe a population or a species as a whole. Domestication theory tries to describe the
processes by which new technology is ‘tamed'’ by its users. First, technologies are integrated
into everyday life and adapted to daily practices. Secondly, the user and its environment

change and adapt accordingly.

Haddon (2004) provides the following as a description of the basic assumptions of the

domestication process:

Assumption 1: When we analyze technology, the emphasis should go beyond the
function of the technology. For an example, social symbolic meaning should be

considered (e.g. identity or status).

Assumption 2: Technology adoption is a process comprising the following steps:
e Appropriation
e Objectification
e Incorporation

e Conversion
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Assumption 3: The process of domestication reflects the overall scope of

technology adoption: from public domain (e.g. work) to private domain (e.g. home).

Assumption 4: Individuals, both end-users and non-users, have an influence on how

the technology is used.

2.4.2 Background of Domestication Theory

The model of domestication of technology was originally developed in order to explain the
processes of consumption of technologies used in the home, such as the telephone,
television, VCR or home computers (Silverstone et al., 1992; Silverstone, 1994; Silverstone
and Haddon, 1996; Lie and Sgrensen, 1996). The domestication approach was then mainly
concerned with the integration of new technologies into the domestic sphere and the ‘moral
economy’ of the household (Silverstone et al., 1992). In the concept of the “moral
economy”, “economy’ refers to the fact that households are economic entities in that their
contribution to the production and consumption are part of the general public economy. At
the same time, the household is also an economic entity which acts on its own. “Moral”
refers to the way that the meaning of public activities like work, relaxation or shopping are
negotiated through the knowledge, values, norms, assessment and the aesthetics within the
household. These aspects are the result of the “background and the biography of the

household, its separate members and of the in-house politics” (Pierson, 2006).

2.4.3 Components of Domestication Theory

Thus, the core idea in domestication theory is that objects and products go through a
process of domestication that renders them fit for use (or not) in the eyes of their owners or

users, and that this process consists of the four dimensions as described below.
Appropriation

An object or product whether purchased or acquired, goes through a process of

appropriation, whereby the individual or group take(s) possession of it. At this stage,
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objects acquire a meaning and become ‘authentic’ (Silverstone et al., 1992; Miller, 1987).
Ling (2004: 28) describes the appropriation stage as “the portion of the consumption
process in which a particular object leaves the commercial world and enters our sphere of

objects”

Objectification

Objectification then describes how and the extent to which an object finds a space and a
place in the geographical area it has entered (Silverstone et al., 1992). For instance,
domestic technologies entering the domestic sphere may not necessarily become integrated
into the domestic landscape immediately and their physical place in the household is often
the object of debates and negotiations. Any new object entering a given physical space is a
potential threat to the existing order of this space, its aesth