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1.   Introduction 
The present document is the final report by the team from the University of 
Bedfordshire on Work Packages 1, 2 and 3 of the ACHIEVER project. 
 
The ACHIEVER (Assessing Cultural Handling of ICT; Enabling Value-Enhancing 
Responses) project is funded by Arts Council England and is part of the larger 
AmbITion project.  AmbITion aims to enable arts organisations to develop the use of 
current digital technology in their business and artistic pursuits. Fifteen organisations 
based in the North West and East of England were selected to take part in AmbITion 
and later divided into Tier 1 and Tier 2 groups, with seven and eight organisations in 
each, respectively. Essentially, Tier 1 groups proposed programmes that required 
greater funding than the Tier 2 ones. ACHIEVER contributes to AmbITion by 
building an online knowledge portal1

 

 to aid knowledge transfer from within the 
community (Work package 1 and 2). It also aims to understand the experience of 
change undergone by a sample of arts organisations resulting from their inclusion in 
the AmbITion project (Work Package 3). Specifically, the organisations’ reflections 
were studied as the basis for the investigation of organisational change and knowledge 
transfer.  

In order to develop the knowledge portal, identification of best practice of ICT use in 
cultural industries has been carried out. This would then allow the sector to become 
better informed about business objectives, choices and implementation strategies for 
development. Finally, the knowledge portal would tell the stories of the arts 
organisations as they changed as well as describe how and why they did so. To 
achieve this, we employed a specifically designed User Needs and Innovation 
Development Framework (UNIDF) approach. This approach synthesises a number of 
Participatory Design, Social Network Analysis and Rapid Application Development 
activities into various development stages. The approach draws from a body of user 
experience and aims to be iterative re-cycling it at each development stage using next 
generation technologies. 
 
The implementation of the approach described above began with an initial 
consultation with a group of arts organisations from the AmbitITion project about 
their experiences and expectations in relation to ICT. In order to better understand the 
content and structure of case studies, which would be a key component of the 
knowledge portal, nine case studies supplied by the AmbITion team were content- 
analysed. The next stage was the identification of a platform and construction of a 
knowledge engine prototype.  This was followed by a change in platform and 
integration of the knowledge engine into a pre-designed site.  Finally, there was an 
iterative process of testing, re-evaluation and adjustments to the knowledge engine.  
 
The activities carried out by the ACHIEVER team at the University of Bedfordshire 
included: 

(a) Two separate Focus Groups (WP1, 2 & 3),  
(b) The analysis of multiple supplied case studies (WP1 & 2),  

                                                 
1 The terms ‘knowledge portal’ and ‘knowledge base’ are used interchangeably in this report. 
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(c) The production of a web based knowledge portal prototype (WP2),  
(d) The use of Blogs as a method of obtaining feedback from selected arts 

organisations (WP3),  
(e) Site visits and interviews with both consultants and members of selected 

organisations (WP1, 2 & 3),  
(f) User testing of the knowledge portal (WP2),  
(g) Production of case studies (WP2 & 3),  
(h) Production of models of organisational and knowledge transfer (WP1, 2 & 3).  

 
The full details of these activities are described in this report. The links between these 
activities can be seen in figure 1 below.  
 

 
Figure 1. Work Package Integration. 
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2.   Knowledge Portal [WP1, WP2] 

2.1 Supplied Case studies 
It was recognised, from the beginning of the project, that the knowledge portal would 
contain, among other things, stories of arts organisations that have adopted new 
digital technology to strengthen their activities. These were initially conceived as 
examples of ‘best practice’. It was assumed that new users, as well as experienced 
ones, could learn from the experience of others and that a web-based portal would 
enable them to access these stories in multiple ways. Further, that depending on their 
needs, they would be also be able to tailor these ways of accessing and organising 
information to their own specific requirements.  
 
The AmbITion team made available a case study which was presented to a group of 
representatives of arts organisations within the AmbITion project at the two focus 
groups which took place on the 27th of July and the 9th of October 07 (see appendix 
1). This case study described ‘Folly’, an arts organisation based in Lancashire which 
focuses on exhibitions of film and photography. The purpose was to expose the focus 
group participants to a case study describing the use of ICT by an arts organisation 
and collect information regarding its perceived usefulness. Participants were asked to 
identify aspects of the case study that they found of interest to themselves as well as 
what they felt may have been lacking.  

 
Several conclusions from the Focus Group activity (see 3.3.2.1) were highlighted:  
 

• The case study was of the right length (4 pages). 
 

• The case study contained the right kind of information. 
 

• The case study could have contained more detail on specific problems 
encountered (difficulties) and how they were overcome, as well as on types of 
technology used, finances, time and staff development.  

 
• The case study should have information on a combination of areas affecting 

the project (financial, technical, organisational, etc.), rather than only on one 
of these. 

 
• An online case study should allow navigation to other case studies and 

relevant online material. A glossary and the availability of navigation within 
the document itself were also mentioned as important.   

 
These key conclusions were taken into account when developing the prototype in the 
form of intra- and inter-tagging of information. 

 
A second source of information for the production of the knowledge base was the 
content analysis of a set of case studies supplied by the AmbITion team. The aim 
was to identify key categories and produce a taxonomy of types of information that 
would inform the design of the knowledge base, as specified in the original proposal. 
This was to become the model for tagging in the knowledge engine. As was 
recognised in a previous Steering Group meeting (6th of November 07), users will not 
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necessarily use information just because it is available, but that rather a ‘push-pull’ 
method would be more beneficial. Therefore, some categories of the taxonomy would 
be used in the initial testing of the knowledge base and then the users could take over 
the tagging using new categories. 
  
The taxonomy serves two related purposes:  
• Firstly, it would allow the researchers to track and analyse how users tag and 

search information in the case studies, and  
• Secondly, it would help the researchers provide guidelines to the users on how to 

tag and search information.  
  
The organisations described in the supplied case studies were: 
 

1. QT Radio 
2. The Lowry 
3. Ludus Dance 
4. The National Theatre 
5. Philharmonia 
6. Blast Theory 
7. Folly 
8. Watershed 
9. The Hay Festival 

 
The first three case studies had been produced by independent sources, and the rest 
were produced by NMP (a digital media consultancy, brought in by AmbITion). 
 
An inductive Grounded Theory approach (Glaser & Strauss, 1967; Pigeon, 1996) 
guided the analysis of the structure and content of the nine case studies listed above. 
 
The structure of a generic case study is made up of the following components: title, 
subtitle, headers, heading, subheading, body, box heading, box, quote, footer, logo, 
photo header and photo/image. Typical and atypical case studies were identified. An 
average case study had a title, no subtitle or headers, eight or nine headings (sections), 
up to four subheadings (subsections) and 48 statements (see appendix 2). However, it 
is important to mention that the independently-produced case studies had different 
structures from the ones produced by NMP. While the former had more components 
(subtitle, header, box headings, boxes, quotes, footnotes, footers, logos, photo headers 
and photos/images), the latter were a less varied layout.  
 
The order of the components was also analysed and it was found that the case studies 
produced by NMP had a common sequence which began with Title, Heading, Body, 
Heading, Body 2, Heading, Body 3, Heading, normally followed by a sub-heading or 
body of text. Then each case study varied in terms of the rest of its components. The 
case study about Folly used in the focus groups was slightly different from the other 
case studies produced by NMP because it had 35 components in its sequence as 
opposed to the others which had approximately half that number (see appendix 3). 
 
The analysis also examined the content of the 9 case studies. Seven main categories 
emerged from the analysis: ‘achievement’, ‘aim’, ‘generalisation’, ‘needs’, ‘neutral 
description’, ‘problem’, and ‘audience development’ (see figure 2). The results (see 
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appendix 4) showed that half of the statements contained in the case studies described 
achievements, suggesting that this is the main purpose of a case study. Against our 
expectations, other key categories were almost absent, for example statements 
describing the needs of the organisation (1.6%), problems (5.6%) and audience 
development (0.2%). Statements describing neutral aspects (i.e. mostly headings, 
questions asked by the interviewer, or incidental information) constituted 21.3% of 
the total number of statements coded. However, it must be recognised that one case 
study (Ludus) contained a disproportionate number of neutral descriptions influencing 
these results. 
 

 
Figure 2. Taxonomy that was used in the content analysis of case studies (Bessis et 
al., 2008). 
 
The next stage of the analysis was to explore the actions described in the statements 
and the actors responsible for them. There were five types of actors: (the general) 
community, (specific) group(s), individuals, non-human (e.g. a studio, technology) 
and organisations. The majority of actors mentioned in the case studies (75.6%) are 
organisations (predominantly the arts organisation) and the next most common type of 
actor was group.  
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Since the main emphasis of the case studies resided in their descriptions of 
achievements, it was useful to examine the nature of these achievements. An 
achievement consists of an actor performing an action which had positive results 
(success). However, often the results remained implicit, or simply performing an 
action successfully constituted in itself an achievement. Eight types of actions were 
identified from the statements: administrative, attitude change, networking, 
organisational, production, recruiting, shared performance and training (see appendix 
5). The two most frequent types of actions linked to achievements were organisational 
(33.5%) and production (34.5%). Examples of organisational actions conducive to 
achievements described in the Folly case study included (these are verbatim): 
 

Folly uses digital media in a variety of ways to fulfil their objectives (actor was 
the organisation). 
 
The site is also increasingly used as a virtual social space by members. (actor 
was a group of users) 
 

Examples of actions linked to production considered achievements described in the 
Folly case study included:  
 

(Folly is) a leading digital arts organisation working in Lancashire, Cumbria and 
online (actor was the organisation); 
 
Folly staff all regularly contribute to personal blogs based on the Folly website 
(actor was the group); 
 
The video press release was made in-house by the communications manager 
(actor was an individual). 
 

Most importantly, these two types of actions were performed mostly by organisations. 
Interestingly, the case studies did not attribute organisational or production-related 
actions leading to achievements to individuals, the community or non-human actors. 
Individuals were portrayed as only marginally involved in production activities and 
attitude change. 
 

2.2 Portal prototype   [WP1 & WP2] 
Originally the portal would have several distinct sections that supported the user 
experience.  Particular sections of note were: the ‘knowledge engine’ (KE), in-built 
blogging, discussion or forum pages and incoming RSS feeds.   

2.2.1 Initial specifications 
Initially, specifications were provided by the AmbITion team and after a selection 
process the Mambo content management system was chosen as the base middleware 
to use for the production of the web-based knowledge portal and its embedded 
knowledge engine. Further collaboration with the AmbITion team led to the decision 
to include the following functions:  

• Contact Us 
• Login – Logout 
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• Home 
• Knowledge Engine 

o My Files 
o Add/Upload 
o Preferences 
o Users 
o Tags 
o Last Upload 
o Search 
o Print 
o PDF Download 
o Update/Edit 
o Delete 

• Blog 
• Discussion 
• RSS Feeds 
• Project Pages 
• Google Search 

 
The functionality described above of the web-based knowledge portal have been 
subjected to the iterations shown in table 1.    
 
The ‘knowledge engine’ uses intra and inter document tagging in an innovative way 
and, as far as our research has been able to ascertain, this method is currently unique.  
There are however, certain similarities in concept with intra and inter tagging 
functionality of photographs on Facebook (www.facebook.com) as well as with 
tagging webpage content  such as Diigo (www.diigo.com/) and Awesome Highlighter 
(www.awesomehighlighter.com). Therefore, there is a possibility that other 
conceptually similar systems, running on private domains, may exist.   
 
Table 1. Iterations involved in the development of the portal prototype. 
 
Iteration Aim Completion 
Iteration 1  First working version of the prototype. 30th of November 07 
Iteration 2 Rectification of issues identified from 

iteration 1. 
28th of February 08.   

Iteration 2.1  Integration to a Joomla based pre-
designed site. Functional and aesthetic 
changes. User testing carried out. 

6th of June 08. 

Iteration 3 Re-design of Macro Tags. 
Rectification of some minor 
functionality and usability issues. 
Addition of further navigation 
components. 

18th of September 08. 

 
Folksonomic tagging as a concept and a technology is fairly well used and understood 
(see http://del.icio.us). However the ‘knowledge engine’ differs from these systems by 
enabling multiple users to tag specific documents as well as specific components 
there-in.  The functionality of the knowledge engine thereby allows the searching of 
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specific components within a given document and also across other documents that 
contain that specific tag.  The use of user-generated tagging of documents allows for 
the most specific and relevant content to be identified and consumed by practitioners 
as opposed to software (search engines) or documents on a macro level (del.icio.us). 
 
The blogging and forum features were part of a modular approach to building the 
portal to the specifications requested.   
 

2.2.2 Outcome: 
The first iteration of the Portal met all of the basic criteria of the brief and was ready 
for the agreed deadline of 30th November 07 although the AmbITion team weren’t 
formally made aware of this until a week later on the 7th December 07.   
 
The second iteration was completed (the AmbITion team was formally made aware of 
this) and ready as per the agreed deadline of 28th February 08. 
 
Iteration ‘2.1’ was in place and the AmbITion team made formally aware by 6th June 
08.  The completion of the last iteration (3) of the site was announced to AmbITion on 
the 18th September 08. 
 

2.3   Process of Portal Development (Iteration Phases) 
The first iteration of the portal had a number of issues identified by us as well as from 
feedback from the AmbITion team.  These issues were essentially broken into two 
differing aspects by the AmbITion team, layout/design and functionality, the 
ACHIEVER team were allocated the functionality tasks to complete.  Functionality 
issues were all resolved during the second iteration, as outlined below.   
 
Issues resolved: 

- Removal of Administrator login access 
- Additional details of the AmbITion Project 
- Login procedure explanation 
- Text in Knowledge Engine differing in format 
- Renaming of certain buttons/tabs 
- Character set issues in Knowledge Engine 
- Capacity to delete uploaded files 
- PDF section removal 
- Toggle group tagging 

 
However, as stated, some issues were deemed to be in the realm of site layout/design 
and were mutually agreed to be issues addressable by the team that were to be brought 
in for design purposes.  At no point was it our aim, as per our proposal and agreed 
work to create this type of interface, rather it was our responsibility to produce a 
functional prototype.  There was a delay of approximately six weeks while the 
AmbITion team identified an appropriate design agency that had the necessary skills 
to work with Mambo. 
 
Overall then, a decision was made by AmbITion to find and use an agency (with the 
mentioned associated time cost) to produce a Graphical User Interface (GUI) for the 
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Portal and for the ACHIEVER team to continue working on the functionality of the 
Portal.    
 
Indeed it was the idea of revealing the Portal only once it had been ‘face-lifted’ that 
prevented the first iteration of the Portal being unveiled at the AmbITion event held at 
Birmingham on the 22nd of November 07 and initial user testing being undertaken.   
 
In general, user testing had also been delayed due to an issue with the AmbITion team 
deciding to change the base platform from Mambo to Joomla.  Concern of this state of 
affairs was raised by the Principal Investigator with the AmbITion team on this 
matter.   
 
Unfortunately to date the knowledge engine has not been embedded into the 
Graphical User Interface produced by the selected company.  The ACHIEVER team 
has been informed by AmbITion that this incorporation will in fact be a process to 
follow and are assured that this will be occurring shortly.   
 
In turn, the AmbITion team has stressed that these activities have affected the testing 
of the portal.   
 
In the mean time some expert user testing has been completed by ACHIEVER, with 
specific Macintosh compatibility issues being highlighted and further testing being 
planned after ‘fixes’ have been implemented.  Initial testing on the Macintosh 
platform of the knowledge engine did allow for the uploading of digital files and the 
adding of description tags to those files.  Further, tag and file browsing from the 
search and tag cloud sections of the Portal were also found to be functioning correctly 
(2nd April 08).  Full functionality of the Portal and specifically the knowledge engine 
has been available on the PC platform since the end of February 08. 
  
Preliminary findings were shared with the AmbITion team using formal and informal 
communication channels. 
 
During the early part of April 08, the ACHIEVER team were formally requested to 
cease work on the project until a report had been submitted by the AmbITion team to 
the AmbITion Board and Manchester City Council on the overall progress of the 
ACHIEVER project.  The exception to the cessation of work was the appointments 
already made with organisations or consultants for site interviews relevant to WP3.  
By late April the ACHIEVER team were given confirmation to continue work with a 
six-week window to prepare an iteration ‘2.1’ of the Portal on a new platform and a 
two more weeks to perform user-testing of this version. 
 
The ‘2.1’ iteration required a number of functional and aesthetic changes to be made 
in addition to user testing to be carried out.  There was also the requirement to move 
previous coding across to the Joomla middleware platform instead of the original 
Mambo platform.  This change of platform also changed the way in which the 
ACHIEVER team was involved in the Portal.  Essentially the ACHIEVER team were 
being asked to integrate/port the knowledge engine into a pre-designed site.  The 
ACHIEVER team would therefore no longer be developing the forums, blogs and 
such like.  
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2.3.1 User Testing 
User testing required a number of user roles to be looked at such as expert or non-
expert users, additionally a user guide was created to be used with worksheets to 
conduct the testing, (see appendices 6, 7 and 8).  
  
User testing was carried out on the 30th of May 2008 and was concerned with two 
separate parts of the Portal, the middleware which was used (Joomla) and the bespoke 
knowledge engine developed by ACHIEVER.  Functional testing had been carried out 
as an ongoing process in-house during the course of development, however, user 
testing was an eminently sensible process to undertake to investigate the usability and 
functionality of the Portal development to date.  A major factor here was to get 
feedback and opinions from people who had not been involved in the development of 
the project and were viewing the site for the first time. 
 
Testers represented three domains: 

• Expert Specialists from the arts professionals domain 
• Technical Experts from the computing domain 
• Non-regular  Users 

 
Testers volunteered from the AmbITion project team, PhD researchers from the 
Institute of Applicable Computing as well as administrative staff and Post Graduates 
from the Visual Arts/Media field at the University of Bedfordshire.  Testing was 
carried out at the University of Bedfordshire, except that done by the AmbITion 
project team which was done off-site. 
 
All testers were given essentially the same tasks to conduct with the aim of: 

• Login to system 
• Test KE upload 
• Test KE tagging 
• Test KE tag cloud and search/ assessing whether the KE facilitates or helps the 

user with their work 
 
After the testing was carried out a further meeting with the AmbITion team in July 08 
followed.  This meeting was used to review the user testing results (see appendix 9) 
and the new functionality/design as well as to look at the fixes put in place by issues 
that had come up from the user testing.   
 
A number of changes were requested for iteration 3, the next iteration of the portal, 
including a definitive set of Macro tags (to be called Categories), the ability for users 
to only request a new Category and some minor functionality/usability issues to be 
addressed such as implementing a breadcrumb navigation trail.  Further user testing 
was also discussed with a view for the AmbITion team to organise focus group style 
user testing event(s) with testers coming from the AmbITion project community of 
organisations.  Although, to date no community testing has been organised or 
undertaken.   
 
This iteration (3) of the knowledge engine was completed and the AmbITion team 
made aware of this in mid September 08.  Confirmation and acknowledgement in 
reply came at the very end of October 08 and essentially drew a line under progress 
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until further notification.  Initial feedback from Ambition stated the system was 
relatively easy to use and overall has validated its purpose.  The integration of the 
portal into a live website is currently being decided upon by the AmbITion team, the 
decisions there will in turn reflect upon how any further testing from the AmbITion 
user base will be conducted. 
 
All of the developed source code for the knowledge engine has been sent to 
AmbITion along with details of how the system can be upgraded to help ‘future-
proof’ it once the knowledge engine is deployed on a live web site.  The Achiever 
team are also happy to support the testing and development of the knowledge engine 
in future iterations as AmbITion see fit. 
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3. Experience of change resulting from the use of new digital 
technology (WP3) 

The main aim of Work Package 3 was to gain an understanding of the experience of 
arts organisations when adopting new digital technology.  

3.1 Aims 

 
Two more aims include: 
(a) Documenting and theorising the organisational changes that take place, as well as 
(b) Documenting and theorising how knowledge transfer occurs. 
 
The emphasis was on the perspective of the arts organisations adopting and using new 
digital technology, in contrast with a purely disciplinary approach.  

3.2 
1. Assess distance travelled in terms of:  

Objectives 

(a) Expectations of the organisations expressed in the documentation at the beginning 
of the process. 
(b) Evaluations of outcomes as perceived by the organisations up to 
October/November 2008. 
 
2. Support and monitor implementation of WP2 (response to the knowledge base). 
The latter took place through the content analysis of supplied case studies and the 
focus groups. Monitoring the use of the knowledge portal by the organisations has not 
been possible yet as the users have not had access to the knowledge engine.  

3.3 Methodology 

3.3.1 Sample 
The AmbITion project aimed to support the implementation of new digital technology 
by 15 arts organisations situated in the North West and East of England (Ludus 
Dance, North West Disability Arts Forum, Royal Liverpool Philharmonic, Oldham 
Coliseum, New Writing Partnership, Firstsite, New Wolsey Theatre, Litfest, Lantern 
House, Cultural Fusion, Britten Sinfonia, Poetry Trust, Aldeburgh Productions, 
Colchester Arts Centre and Hoi Polloi).  
 
These organisations were allocated to two groupings: Tier 1 (7) and Tier 2 (8). The 
former would receive greater funding and assistance by a consultant appointed by the 
AmbITion team. It was decided that seven of these would form a convenient sample. 
They represent both regions and tiers (see table 2). 
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Table 2. Arts organisations in the sample (WP3) 
Tier Organisation Region Interest 
Tier 1  NWDAF NW Promotes involvement of 

disabled people in the arts. 
Oldham Coliseum NW Repertoire theatre company. 
NWP East Supports and promotes 

writers’ work. 
Tier 2 Britten Sinfonia East Orchestra. 

Hoipolloi East Touring theatre company. 
Litfest NW Promotes and supports 

writers’ work. 
Poetry Trust East Promotes and supports the 

work of poets. 
 

3.3.2 Data collection (strategies) 
A multi-method approach was adopted which allowed the researchers to collect data 
from a wide range of sources, from face-to-face interviews and focus groups to 
electronic means (blogs and e-mail) and documentation. This was combined with an 
ethnographic methodology which emphasised rigorous analysis of data and privileged 
the participants’ point of view. Although traditional ethnography includes prolonged 
and close interaction with a given community, the logistics of doing this with a 
disperse group, such as the sample, made this impractical. However, frequent contact 
with key participants from each organisation in the sample enabled one of the 
researchers to maintain a friendly relationship with them and at the same time 
provided an effective means of obtaining information when necessary (via telephone 
or email). 

3.3.2.1 Focus groups 
The first activity carried out by the ACHIEVER team, comprised two focus groups 
for the East-based organisations (27th July 2007) and the North West ones (9th

 

 of 
October 2007). The aims were to:  

a) Create a baseline understanding of how the participants perceived themselves, 
their peers and their organisations in terms of experiences and learning derived 
from organisational change. It also aimed to record information about the 
influence and use of Information and Communications Technology (ICT) in 
their work. 

b) Expose the participants to a case study describing the use of ICT by an arts 
organisation and collect information regarding its perceived usefulness. (This 
was already described in section 2.1 of this report).   

c) Acquire a better understanding of specific user needs and requirements for the 
proposed portal prototype with regards to functionality offered. 

 
The AmbITion team organised two one-day events to which members of each of the 
15 organisations taking part in AmbITion were invited. A total of twelve attended. All 
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of the ACHIEVER Team, including the three work packages, attended the first of 
these events. It was deemed to be a good opportunity to be introduced and explain the 
various roles in the project. Some time was also made available for the participants to 
socialise and network. 
 
Various elicitation techniques were employed in order to invite the participants to 
describe their experiences of change in the past, present and future. They followed a 
sequence in which they were encouraged to adopt three perspectives: individual, team 
and organisational. Participants were also provided with the opportunity to share their 
experiences in an informal peer group setting. A similar procedure was used in the 
second half of the day with a focus on ICT. These were particularly useful in allowing 
participants to describe their experiences of moving across zones of peripheral 
participation in their organisations as communities of practice (Lave & Wenger, 1991; 
Wenger, 1998).  

3.3.2.2  Blogs 
Key members of the seven organisations that composed the sample described above 
were invited in December 2007 or January 2008 to participate in blogging about 
organisational change, learning, etc. Although they were encouraged through emails 
to write about specific themes, they also had the option to write about any other 
relevant topic related to or stemming from participation in the AmbITion project. 
  
Seven private blogs were set up using WordPress.com (the seven participants could 
not see each other’s blogs). They were confidential in that only the researchers had 
access to them. The fact that the researchers also had a blog which the individual 
participants could see made blogging a reciprocal activity. The researcher tried to 
respond to every entry made by a participant in an attempt to establish a dialogue. The 
blogging was guided in that a weekly email was sent to propose a topic for blogging. 
Finally, support was made available in the form of step-by-step instructions on how to 
use the blog.  
 
It was hopped that through this means participants would reflect about what was 
happening in their organisations as well as about partial findings fed back by the 
researchers. Finally, blogging was going to be used to capture and analyse the users’ 
reactions to the prototype of the knowledge base as originally planned when it became 
available to them.  

3.3.2.3  Site Visits 
The purpose of the visits was to carry out interviews in which the participants could 
recount their experiences in AmbITion from the initial contact through the submission 
of their application and the various developments in the area of digital technology that 
had taken place at the time of the interview. Of particular importance were their 
expectations and hopes as well as their actual experiences of the AmbITion project. 
Interview schedules containing questions were used as guides (see appendix 10).   
 
The consultants assigned by AmbITion to each of these organisations were 
interviewed separately (see appendix 11). Some of the consultants, however, were not 
available either because they no longer worked on the AmbITion project or because 
their status as such was in question.  One interview with a consultant was carried out 
over the phone, rather than face-to-face, for the latter reason.  Also Hannah Rudman 
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from AmbITion acted as consultant to three of the organisations for an interim period 
while a new consultant was being found.  So, Hannah filled out a questionnaire which 
had in essence the same theme as the face-to-face interviews.   
 
The interviews also offered an opportunity to engage in dialogue between the 
researcher and the participants on the topic of the process of knowledge 
transfer/generation and the amount of organisational change taking place or expected 
to take place.   

3.4  Analyses 
 
The analyses were based on Grounded Theory (Glasser & Strauss, 1967). They varied 
from content analysis (of the focus groups) to thematic/process analysis (interviews) 
and analysis of specially selected portions of material for more focused analysis (axial 
coding). Excel spreadsheets were extensively used in content analysis of focus groups 
where quotations/fragments of documents were recorded and coded. In this way they 
were easily accessed, searched and sorted by different codes depending on the stage 
of the analysis. 
 
Audio recordings were made of all the interviews with participants from the seven 
organisations and some of the consultants. These recordings were in turn transcribed 
in full.  As was mentioned above, participants from all of the seven organisations 
were interviewed face-to-face. 
   
Transcription and initial analysis of the interviews took place between June and 
August 2008.  The thematic analysis that followed resulted in three core categories: 
Stage, Description, Evaluation (SDE), which allowed the researchers to make sense of 
statements about the events and the process. Stages are broad time units in the 
participants’ experiences and attempt to capture the broad meaning of such 
experiences. They also help organise the most important or relevant details of events 
that occurred from the participants’ perspective (descriptions) as well as the impact of 
those events (evaluation). Once an SDE was produced it was shared by email with the 
interviewees for confirmation and requests were also made to add further detail if 
required.  
    
Further feedback from the participants was sought, either by brief phone call, email or 
as a blog posting, and a number of questions that arose from the initial analysis were 
put to them.  Questions were aimed at gaining greater detail about given situations 
within the organisation and were generally specific to each organisation (see appendix 
12).   
 
Finally, documents such as Risk Assessments and Businesses Cases available via the 
AmbITion ‘grouphub’ site (https://AmbITion.grouphub.com/clients/researchers) were 
used to support our primary material, SDEs, consultant interviews, Focus Group, blog 
entries and the feedback we received.  These materials were all used in order to build 
up our knowledge of the processes of organisational change and knowledge transfer in 
each individual organisation (an example of a Case Study can be found in the next 
section) and across the seven organisations. 
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3.4 Findings 
The findings of WP3 (which have also been used for WP1 & 2 related works) are 
presented firstly at the level of each individual organisation because in some respects 
the experiences of the AmbITion project, the digital developments that have taken 
place, the knowledge transfer and the organisational change are unique to each 
organisation and must be understood as such. These stories, as was proposed at the 
start of the project, take the form of case studies, produced by the researchers, but 
with the essential contribution of the participants. It is hoped that these case studies 
are of interest to the organisations themselves and also to the AmbiTIon project and 
the Arts Council who support the arts organisations in England. Additionally, some 
aspects of the experiences and processes are shared between some organisations and it 
is possible to identify some trends. This is why the more general findings on 
organisational change and knowledge transfer are presented separately.  
  

3.4.1 Example of case study: Britten Sinfonia2

 
 

The interview with three of the key members of Britten Sinfonia involved in the 
AmbITion experience provided the main elements for the construction of this case 
study. Further details came from the documents that constituted their proposal, i.e. the 
Business Case and the Risk Assessment, among others. A follow-up email allowed us 
to obtain validation of our interpretation of the key events and evaluations. Finally, 
evidence of digital development was collected directly from the Britten Sinfonia 
website. The experience was divided into four thematic components: negotiation, 
implementation, outcomes and evaluation and future focus. This structure, as well as 
the content, made sense to the participants as it portrays the process of their 
experience. Although events are described in sequential order, the case study does not 
aim to adhere to a strict chronology, because this is not clear in the participants’ 
accounts. 

3.4.1.1 Negotiation 
The experience began, from the participants’ perspective after January 07 when the 
first contact took place. Over the next six months several proposals to become part of 
AmbITion were submitted. The Risk Assessment, produced jointly with the 
AmbITion team, was completed in June of 2007. The participants’ views are that, 
throughout this period, the figures of maximum grant available to them varied. High 
expectations were initially raised and subsequently, the perceived changes of goal 
posts resulted in growing disappointment and frustration. 
 
The Risk assessment described the ‘vision’ of the projected changes in the 
organisation and its image to the outside world. The key concept is the ‘Digispace’ 
conceived as including podcasts, video on YouTube, and a photographic archive. A 
second aspect of this vision is a new approach to marketing aimed at developing a 
relationship with Britten’s audience. A third aspect is educational which meant to 
'Back up the experience in the concert hall' (with) content outside of concerts – 
learning experiences, study days, master classes. The proposed internal organisational 
changes related to IT and were intended to make the vision possible. The document 
stated that Britten’s participation in AmbITion would have an impact on everyone’s 
                                                 
2 The other case studies can be found in appendices 13-18. 
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jobs by at least 10% - with the digitally focused staff role at the centre. Previous 
digital developments at Britten Sinfonia were regarded as ‘strengths’. Some ‘potential 
problems’ identified were moving offices at the same time of growth/change,  
redesign of IT and financial changes taking place at the time. Specifically, 
participation in the AmbITion project could increase staff capacity and skills to 
achieve the aims of the Digispace vision. Finally, the document highlighted an 
important condition for change: a new member of staff completely dedicated to 
producing the content for the digispace as well as maintaining it. 
Meetings took place between Britten and AmbITion as well as their then consultant in 
July of 2007. Several recommendations were made, the most significant of which was 
to outline strands that would be developed later. It was recognised that Britten 
Sinfonia had a good grasp of the benefits of digital technology, but needed to provide 
stronger rationale for investment from AmbITion, as well as measures of 
effectiveness, and expand on the importance of developing a relationship with their 
audience. 

Britten therefore defined the following strands for project in the Business case 
submitted in September 2007. The strands are podcasting,  previously known as the 
Digi-space, website re-design, and a new strand of Customer Relationship 
Management (CRM). The latter was added at the suggestion of AmbITion and 
increased their funding allocation. The CRM features in the early documentation  in 
forms that suggest some ambiguity regarding the meaning of this term. The CRM 
appears in the Business Case and is described as a “system [that] will allow us to 
manage the information we collect from the multiplicity of box-offices we use in the 
UK”. Therefore, the CRM appears to have three functions: (a) collection of 
information about frequent customers (database of contacts), (b) the production of 
statistics at local or regional levels, implied in the Business Case (above quotation), 
and (c) a means of responding/targeting individuals or groups with appropriate 
marketing strategies. However, the specific term ‘relationship’ with their audience 
related to the marketing and audience development which were seen as the purposes 
of the ‘Digispace’: 

“The re-structuring and development of our website will enable us to move 
more of our digital content production in-house, make it easier to know 
our audiences, and strengthen the marketing and audience development 
aspects of our digiSpace (the totality of our social-networking spaces, our 
content provision through multi-platforms including our own website, the 
launch of our new CD label, and our broadcast activity).” (Also from the 
Business Case)   

Perhaps, the Creative Learning approach inspired the developments proposed in the 
‘Digispace’ with a conception of audience relationship resulting from attempts to 
reach them with multi-media content placed on the website, expressed in the ‘Vision’ 
(Risk Assessment): “[To] back up the experience in the concert hall' (with) content 
outside of concerts – learning experiences, study days, masterclasses”. The marketing 
approach sponsors a kind customer-orientated relationship. The latter inspired the 
move towards adopting the CRM.  
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3.4.1.2 Implementation 
The participants were adamant to emphasise that the implementation of the plan 
began before it was formally approved, and some of its elements, such as the 
‘digispace’, were already being developed even before their inclusion in AmbITion. 
However, the approval of their proposal and the arrival of the new funding allowed 
for several new developments: Individuals were given new responsibilities, the 
consultant helped pinpoint training needs and an expert advisor was hired (although 
not paid for by AmbITion). The participants’ evaluation of these events pointed out 
that firstly, the advisor was perceived as very inspirational, in contrast with the initial 
consultant (prior to Hannah Rudman's involvement), secondly there was excitement at 
prospect of training, and thirdly, that learning new skills were seen as having  
personal benefits, but also implied additional workload. 

3.4.1.3 Producing Outcomes 
At the time when the participants were interviewed (March 2008) they had begun to 
produce Podcasts which in their view were of very high quality, and an agency had 
been signed up to re-design the website (http://www.brittensinfonia.co.uk). By 
October 2008 a close examination of the Britten Sinfonia website revealed a section 
entitled ‘Digispace’ with podcasts, videos, photos, a blog, as well as links to 
Facebook and MySpace. Especially important are the seven ‘Sinfoniacasts’ containing 
  

• an interview with members of the Britten Sinfonia orchestra,  
• an interview with Russian violinist Alina Ibragimova,  
• an interview with (…) Gil Goldstein,  
• an interview with composer Richard Causton,  
• a workshop by Britten Sinfonia for aspiring young composers,  
• a recording of a ‘musically-illustrated talk about Stravinsky’ by Ryan 

Wigglesworth and John Hopkins as well as an interview with conductor 
Masaaki Suzuki and soprano Rachel Nicholls, 

• an interview with French pianist Pierre-Laurent Aimard. 
  (http://www.brittensinfonia.co.uk/listen/podcasts.html) 

 
However, the participants expressed that they had initially experienced difficulties in 
the relation with the agency that redesigned the website. This related to the time spent 
conveying their needs to the agency. A second source of difficulties involved the 
change of consultant. It was felt that having to explain things again resulted in 
wasting too much time. Moreover, the consultant did not seem to contribute as much 
as their own advisor. However, a very important outcome was the expertise gained 
which allowed the organisation to begin to take control of the website (conceptually 
and technically). 
 

3.4.1.5 Evaluation and future focus 
The participants highlighted the podcasts and the expertise gained as an important  
achievement. However, they also expressed frustration with the number of meetings 
they had with the AmbITion team and the time invested relative to the size of the 
grant. There was also a perception of a certain amount of lack of trust in their 
knowledge of the domain. They were also disappointed with not being able to make 
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more drastic changes to the website or develop an artistic project due to lack of 
funding.  
The work will now focus on the implementation of digital audience development via 
the Customer Relationship Management software. The latter will allow them to 
measure actual performance in relation to a baseline. A second area of further 
development is further training in addition to the budgeted training from AmbITion. 
An important lesson learnt through the participation in AmbITion is the importance of 
creating a new post with an expert fully devoted to the task instead of drawing on 
small amounts time from already overstretched staff. This was indeed one of the 
conditions of change envisioned in the Risk Assessment. However, it was not possible 
due to insufficient funding. 

3.4.1.6 Reinforcing organisational identity 

Perhaps, one of the most important themes of this story is the strengthening of Britten 
Sinfonia’s identity. The articulation of a ‘Vision’ in the Risk Assessment allowed for 
the expression of ideas and AmbITions that existed for some time in the organisation 
in relation to the potential of digital tools. This was mentioned by one of the 
participants in the focus group held in July 2007. Britten Sinfonia were hoping to be 
able to develop this digital projects for rich content media.  They were aware that both 
CBSO and Philharmonia orchestras were developing this as a regular part of their 
‘package. Moreover, they expressed interest in profiling their audience in order to 
connect with them and develop a deeper relationship. The ‘Digispace’ with all its 
components which are now up and running has helped realise this vision of 
connecting (‘brokering’) the artists with their audience. The role of the arts 
organisation becomes one of facilitating the relationship at a more human level when, 
for example, a member of the audience can find out about an artist outside the concert 
hall through hearing an interview or reading her biography. A very significant effort is 
being made to place relevant materials in a blog (part of the ‘Digispace’) which 
started on 10th April 2007 and has continued until now (27 entries in 2007, 57 entries 
by Oct 2008). However, it is not clear how much the viewers participated, since the 
number of comments is very low. 

3.4.2 Organisational change: in search of a model 
As was described in the methodology section above, two focus groups took place in 
July and October of 2007 (Litfest was not represented). Participants were guided 
through a number of exercises designed to elicit various perceptions about 
organisational change and the role of ICT. Analysis of this material was useful in 
helping us understand organisational changes in the past, present and future of the 
organisations, as seen by the participants, and that are independent of their 
participation in the AmbITion project. Then we looked at organisational changes that 
organisations hoped to achieve through their participation in the AmbITion project, 
based on the Risk Assessments and the Business Cases. Finally, we examined the 
changes that, according to the participants have actually happened, on the basis of the 
SDEs (Stage, Development and Evaluation analysis of the processes of each 
organisation) and the feedback provided by participants to the SDEs of their 
respective organisations. 
 



ACHIEVER - Final Report  31st January 2009 

23 
 

3.4.2.1 Organisational change independent of AmbITion 
 
Participants described the past situation in their organisations in the following terms: 
lots of unstructured information (NWDAF), difficulties (e.g. inexperienced, lack of 
direction form the management), adapting, growing and changing (NWP, NWDAF), 
some environmental issues (insufficient physical space) and strong leadership 
(Poetry) and the notion of audience development as an established feature (Britten 
Sinfonia) or not (Oldham Coliseum). 
 
In relation to ICT, the participants mentioned difficulties with the development of an 
online presence (e.g. having a hard time to maintain their website and developing an 
online art centre) (Britten Sinfonia, NWP, Oldham Coliseum); workflow difficulties 
such as not having structured information storage, having fragmented IT systems or 
having a heavy reliance on e-mail (Oldham Coliseum, NWDAF); and, strategy as 
being important, for example in terms of recognising the need to grow and use new 
technologies (Poetry, Britten Sinfonia, NWP). 
 
With regards to the present situation of their organisations, participants described 
organisational change (e.g. rapid change, continuous new developments), sense of 
direction (e.g. new ideas becoming realised) and adaption to changes (e.g. centralising 
information) (Poetry, Britten Sinfonia, NWDAF). 
 
Of particular interest were ICT-related organisational changes taking place at the 
time. These included: having a greater awareness of the need to profile audiences in 
order to engage with them (Britten Sinfonia, Oldham Coliseum); statements 
concerning workflow, for example, setting up procedures and documentation, further 
integration of staff and becoming more organised (NWP, NWDAF, Oldham 
Coliseum); and, online presence and skills exploitation typically to do with website 
growth or foraying into online social networking. The latter included knowing the 
level of in-house skills available and what further training may be required in the case 
of skills exploitation (NWP).  
 
The participants envisioned their organisations experiencing a series of future 
changes. These refer to three areas: Firstly, specific aspects of the organisation such 
as increased internal communications (Britten Sinfonia); direction (e.g. working in the 
present, but looking towards the future - Poetry) and growth (e.g. projects more 
aligned with wider goals - NWP). Secondly, the working environment, for example 
with regards to growing into a new building or the professionalism of colleagues; 
(NWP and Oldham Coliseum. Thirdly, audience development, for example in terms 
of being further accessible to the audience (Britten Sinfonia) and being able to inspire 
pride in people that live in the area (Oldham Coliseum). 
 
ICT-related changes in the organisations included: more interactive and dynamic 
content and features as examples of how participants typically saw the future of their 
online presence for developing audience participation (Britten Sinfonia and NWP). 
They also saw skills exploitation in terms of further learning and training as important 
(HoiPolloi).  
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3.4.2.2 Intended change resulting from AmbITion 
 
The organisations provided information regarding their aims for participating in 
AmbITion which were incorporated into their Risk Assessments. Of particular interest 
here is their ‘vision’ focused on the external world.  
 
Vision (external) 
Common themes present in these statements include: Re-creating identity and role, 
formulating new marketing strategies and exploring the creation of digital content. 
The most ambitious aspect in terms of a vision was the desire to re-creating identity 
and role as a construction of a ‘new presence’. This can be achieved through 
collaboration with partners i.e. other organisations (Litfest & Hoipolloi) and, 
specifically via digital developments. This meant becoming a 'serious player’ in terms 
of affecting the lives of the artists, writers & other publishers (NWP) or developing a 
‘global presence’ for a specialised sector (NWDAF & Poetry Trust). However, the 
new presence also involves, for most organisations, ‘audience development’ aimed at 
improving relations with audience and for some, recording and transmitting 
festivals/events (Poetry Trust, NWDAF, Britten Sinfonia). 
 
Another means of recreating the organisation’s identity is through becoming an 
intermediary between the artist and the audience (Britten Sinfonia & NWP). This 
would be done through the recording and broadcasting of interviews with artists 
(Poetry Trust and Britten Sinfonia). 
 
The second theme addressed in the risk assessments was the need to produce new 
marketing strategies. This is related to audience development mentioned above. For 
example, the digitalisation of a newsletter (NWDAF & Poetry Trust). 
 
The third theme involved exploring the creation of digital content, for example by 
recording performances by artists and disseminating them using web 2.0 technology 
(Oldham Coliseum). 
 
The ‘vision’ of some organisations included other changes such as the development of 
the artists using digital technology and enabling democratic editorial processes 
(Litfest). 
 
Internal changes 
The Risk Assessments also proposed internal organisational changes.  For most of the 
organisations, their participation in AmbITion would have a direct impact on 
workload, roles, and workflow, e.g. everybody's job will change (Britten Sinfonia, 
NWP, Hoipolloi, Poetry Trust), processes and workflow will be refined ( Litfest) and 
paper will be eliminated and replaced by digitalisation (NWDAF). Organisations also 
wanted to improve internal communications (Litfest, NWDAF, HoiPolloi), create 
channels to communicate with audiences (NWP) and artists (Litfest).Other 
organisations wanted to build their capacity to incorporate digital technology into 
new/existing projects (Litfest, Poetry). 
 
Other aims related to the management of the organisations include acquiring the 
ability and creating conditions that enable them to take risks (Oldham Coliseum) and 
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improving knowledge management (NWP). Similarly, they aimed to improve their 
ability to interact with partners (Hoi Polloi). 
 
Finally, some organisations expected to be able to hire a specially dedicated staff 
member to develop digital projects (Britten Sinfonia). 
 
Approximately, six months later the organisations formulated their ‘Business Cases’ 
which were an important requirement in order secure the funding from AmbITion. A 
few organisations submitted the same applications they used to bid for grants for the 
arts (‘G4TA’ from the Arts Council England). Some important information was 
obtained by examining the ‘strands’. In the first instance, organisations aimed to 
improve their IT infrastructure (NWDAF, Hoipolloi, Poetry Trust), digital & video 
recording (Poetry). Secondly, they planned to train staff in new technology (NWDAF, 
Oldham Coliseum, NWP, Litfest), encourage the entire team to create innovative 
practices, as well as revise IT policies (Litfest).  
 
A more significant set of aims relate to changes in the ‘presence’ described previously 
in the risk assessments. Some of these aims are of a marketing nature: reconsidering 
the marketing strategy at local, national and international levels (NWDAF), strategic 
marketing plan (re-defining brand position) (NWP), profile-raising (HoiPolloi). 
Others relate to the need to identify organisational partners (Litfest, HoiPolloi).  
 
Another way of developing the organisations’ presence is via enhancing their extranet 
to communicate with supporters (Oldham Coliseum, NWDAF), digispace (Britten 
Sinfonia), podcasts Britten Sinfonia), web presence (NWP), and re-designing their 
website (including archives of digital content (Poetry), e.g. public dissemination and 
engagement at festival in Nov 08 (Litfest). 
 
A very important theme for most organisations related to the desire to transform the 
ways in which they managed their relationship with their audience as customers. For 
some if meant enriching their audience database (NWDAF), for others this was to be 
done through the adoption of CRM software (Britten Sinfonia, NWP), while others 
identified the need to explore and acquire e-mail management applications (Poetry 
Trust).These changes were to be achieved through hiring or contracting an 
IT/Business consultant (Oldham Coliseum, NWDAF). 
 
Organisational changes were sometimes expressed as the wish to embed IT and digital 
technologies into organisation (Oldham Coliseum) or make internal and external 
business systems more efficient (Oldham Coliseum). 
 
Perhaps, a more fundamental kind of change proposed entailed the production of a 
strategic and action plan (Oldham Coliseum), sometimes making explicit a new 
mission statement and the way to restructure the organisation (NWP). 
Three organisations mentioned concrete projects that they wanted to carry out. These 
were grouped as specific changes:  
 

• The Youth Community Play (Oldham Coliseum) 
• Increase live projection capacity (Hoipolloi) 
• Launch the TPT blog 'The poetry Channel' 
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3.4.2.3 Actual change 
Unlike an audit, the aim here is not to contrast the organisational changes that have 
taken place against the intended changes for each arts organisation. This is rather done 
for the whole group, but differences will be highlighted when possible. Several 
general themes were extracted in an effort to indicate different trajectories of change. 
 
General themes 
The first two themes suggest the scale of the changes that have taken place as a result 
of the participation of the organisations in the AmbITion project.  
 
The first one refers to the most general level of organisational policy. One participant 
mentioned recent discussions about focus of Organisation (Poetry) and that its focus 
may change towards becoming more IT oriented in terms of output. It was pointed out 
that this IT re-focusing, can have profound implications for the organisation at a time 
when Poetry Trust is currently developing its next 3-yr plan for the Arts Council.  
In another organisation, the implementation of planned digital development has not 
yet happened, but it is now regarded as fundamental to the business plan in self-
organising (NWP). For this organisation, digital development should allow better 
communications and greater workload capacity, innovation and efficiency.   
 
The next theme is related to the previous one, but this time participants wanted to 
emphasise the impact at the level of everyday working practices and organisational 
culture. One participant described digital developments being placed at centre of 
working practices and ethos (NWP). Another participant stated that daily workflow 
focused on possibility of producing multiple output formats (Litfest). 
 
The third theme is about the specific use of technology: A participant mentioned that 
more emphasis was being placed on communicating with audiences digitally (Britten 
Sinfonia). This meant that, although they were still using print, more use was now 
made of e-newsletters, blogging, social networking, and a regularly updated website 
with audio and video. 
 
A fourth theme relates to the preference to keep digital content creation in-house 
(Hoipolloi). 
 
Finally, it is useful to remember that, as one participant points out, organisations will 
not be able to satisfactorily indicate how much they have changed until project 
finishes (Hoipolloi). 
 
Specific changes (IT, but not exclusively) 
Participants described a large number of more specific changes related to IT, but 
exclusively.   
 
It is important to mention the Technology Plan put together at one organisation 
(Oldham Coliseum), of which a draft plan is now in place. Although this includes a 
staff guide, the IT policy has not yet been implemented. However, new hard/soft ware 
has been purchased. An important consequence of these changes is that staff see that 
IT is being managed and developed in a planned way. There is a perceptible change in 
attitude of staff to IT usage. The change includes willingness to learn new skills in 
basic IT. Furthermore policies and protocols for IT usage have been created. 
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Although other organisations did not mention comprehensive plans comparable to the 
one described at Oldham Coliseum, many of its components feature in their accounts 
of change. For example, IT infrastructure (renewal) is a significant change that has 
taken place in other organisations. A participant described how all staff now have new 
PCs (NWDAF). Other changes in the IT sector include the implementation of a shared 
space on a server (Poetry Trust). This organisation had previously had shared space 
on individual computers, but are currently implementing file-naming protocol.  
 
A very significant IT-related change mentioned by members of several organisations 
involved induction/training. New staff have been inducted using new systems 
(NWDAF). All staff were soon to receive training in digital applications (NWP). 
Some self -funded training outside of Ambition has also taken place (Litfest); this 
included Audio, Film and editing training. Also in this organisation people who have 
gone to training have disseminated information/skills to others on a needs basis. 
However, the member of Litfest pointed out that, new training funded by Ambition 
will happen at a 'difficult time’ due to clash with their festival. 
 
It is important to try to pin-point exactly how the use of IT has changed in the 
organisations that are part of the AmbiTIon project.  This takes the form of increased 
confidence in PC use through intranet and collating material (NWDAF), or, the fact 
that creative programmers (in-house) are using digital platforms for programmes 
(NWP).  
 
An example of several changes taking place comes from one of the organisations 
(again Oldham Coliseum) and involves their extranet. The participant admitted that 
this was no longer running to AmbITion project time scales. The extranet has 
developed differently in response to Youth Community Pa.y. A Design Brief exists 
and its development is planned for  March 2009. 
 
Finally, another organisation mentioned that multiple format outputs now available 
via website (Litfest). 
 

3.4.2.4 Extension of change 
It was difficult to find explicit formulations of the directions in which organisations 
may change, so it might be safe to assumed that they are still implementing the 
changes described above. However, some loose statements include the following: 
 
 Strategic desire to keep up to date with new developments in digital 

technologies  (Britten Sinfonia). 
 Ambition to be able to track website usage to inform future digitally oriented 

decisions (Britten Sinfonia). 
 A number of collaborative ICT focussed projects imminent (NWP). However, 

it is not clear if these are intended to make the creative projects described in 
the vision possible. 

  Looking into viral marketing training for whole team (Litfest). 
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3.4.3 Knowledge transfer 
Knowledge transfer is seen here as referring to all exchanges of knowledge between 
individuals, teams and organisations. In the context of this project, IT-related 
knowledge is of special interest, but knowledge about artists, the arts organisations 
and audiences was equally important. In some cases, the acquisition of knowledge 
became a goal in itself while in others, it made possible organisational changes that in 
turn enabled an organisation to relate better to its audience and to the artists (which is 
also a form of knowledge transfer). Social network theory (e.g. Burt, 2004, 2007) is 
useful here as a point of reference, but our choice was to privilege the organisations’ 
perspective and the emphasis is on grounded theory that emerged from the analysis of 
the participants’ experiences in the AmbITion project. 
Based on the above, we understand that (I.) knowledge can be transferred from one 
actor to another when the latter learns something significant from the exchange (see 
figure 3). It is also possible that the second actor gains awareness through the 
exchange, but not necessarily any significant knowledge. Admittedly, this new 
awareness can lead an actor to seek to acquire new knowledge. Also that (II.) an actor 
can apply knowledge to produce a change in her workflow or produce a digital 
development, jointly or on her own. Additionally, (III.) a and b can happen in 
combination, when an actor produces a change which then enables her to transfer 
knowledge to a second actor. 
 

 
Figure 3. Knowledge transfer and application of knowledge.  
 
It is important to describe the context in which the above processes of knowledge 
transfer and application take place, especially given that the subjects of this project 
were arts organisations. Firstly, as can be seen in figure 4, a member of an arts 
organisation A can transfer knowledge to other members of her team (e.g. 
department) B and C. Secondly, member A can also transfer knowledge to members 
of other teams in the organisation (e.g. D). Thirdly, the same member A can receive 
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knowledge from an external actor (e.g. a consultant or a member of the AmbITion 
team), and disseminate it among her team or to another team through (D). All of these 
are direct contacts. The scope of dissemination can be broader when A transfers 
knowledge through an intermediary C to a member of another team with whom she 
does not have direct contact.  
 

 
Figure 4. Knowledge transfer between individuals, teams and organisations. 
 
So far, we have described transactions between individual actors. However, when it 
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organisation as a whole and are typically mediated. Mediation occurs through an 
interface, e.g. the website, a performance, the ticket office or publicity materials. 
These transactions can involve knowledge transfer in as much as learning takes place, 
i.e. members of the audience can gain knowledge about an artist from the 
organisation’s website or publicity materials. Some may decide to buy tickets and 
attend a performance. As will be seen below, arts organisations can, in turn learn 
about their audiences in this way.  
In trying to understand knowledge transfer that may have occurred in the seven arts 
organisations from the AmbITion project that were studied, a similar approach was 
used to the one applied for the generation of the section on organisational change. In 
fact, a great deal of information that had been used became also relevant here as it 
revealed knowledge transfer. It is not surprising that many of the organisational 
changes involved knowledge transfer and many of the conditions and factors of 
change, also played a role in knowledge transfer and application of knowledge. 
However, it is important to acknowledge that data from the seven arts organisations 
were not used in this case. As this was very much a exploratory exercise limited by 
the time constraints, it was decided to rely mostly on data from one organisation 
(Britten Sinfonia).  
Eleven main core categories refer to key components of the process of knowledge 
transfer and application. It is useful to start from the ‘existing knowledge and 
practices’, and then consider ‘gaps and inhibitors of knowledge transfer’ that existed 
within the arts organisation prior to or at the time of their incorporation into the 
project. At this point we will consider the role of the ‘AmbITion team’ as an external 
group which aimed to support the adoption of ICT in order to promote both 
organisation change and knowledge transfer. The specific process specified by 
AmbITion implied a call for applications by the arts organisations in the two regions 
and the procedure to applied that the arts organisations had to engage in complex 
‘planning’ exercises requiring the identification of ‘needs’, the formation of ‘goals’ 
and more broadly, the generation of a range of ‘expectations’ about what would 
happen should the organisations win the bids. From this early stage, the organisations 
began to interact with a series of ‘experts’ of various kinds some of whom helped in 
the planning stage. Some of these experts were ad hoc advisors while others 
‘consultants’ appointed to the organisations once they became members of the 
AmbITion project. Particularly important are ‘factors enabling knowledge transfer’. 
As the experience unfolded, arts organisations became aware of each other and it is 
possible that a community of practice began to emerge. Finally, ‘knowledge gained’, 
‘goals achieved’ and ‘shifts in thinking’ comprise outcomes of the experience.  

3.4.3.1 Existing knowledge and practices 
Organisations, teams and individuals always posses and transfer knowledge before an 
intervention such as the AmbITion project, so it important to take into account 
existing knowledge and practices (including use of IT) which are examples of 
application of knowledge. Certain features of the organisational/team environment at 
the time are also worth considering.  
 
Participants belonging to Britten Sinfonia highlighted previous digital developments 
and a person responsible for the management of their website. The fact that this role 
does not exist anymore may have meant a loss of part of the in-house expertise and 
also the relations this individual had with other members of his/her team and the 
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organisation, but also external links with outside groupings. However, part of the 
expertise seemed to still remain in the organisation supporting two types of practices: 
the use of social networking tools to interact with the audience and the use of MS 
Office and internet as part of the normal workflow. 
 
In the case of Britten Sinfonia, participants mentioned the departure of a marking 
director that enjoyed broad popularity and the arrival of a new one who was perceived 
in a positive light. Once again, such change implies similar losses as those mentioned 
above, but the replacement has the opportunity of re-building previous relations and 
creating new ones.  
 
Finally, as was pointed out in the section on organisational change, several 
organisations were keen to emphasise their awareness of digital developments in the 
sector, their interest in exploring new technologies and learn in order to enhance their 
‘digital presence’. In some cases, they were already beginning to apply knowledge of 
Web 2.0 technologies to enhance such presence. Such interests directly informed the 
formulation of goals or a ‘vision’ expressed in their application to become part of the 
AmbITion project. 

3.4.3.2 Gaps and inhibitors 
Participants described (a) ‘gaps’, i.e. perceived lack of activity in certain areas and 
therefore potential opportunities for knowledge transfer or application of knowledge, 
(b) ‘inhibitors’, i.e. characteristics that prevent knowledge transfer and learning, and 
(c) potential problems. However, it is useful to look at these at different levels. 

Organisation 
An example of gaps in knowledge, on the part of the organisation, was the insufficient 
understanding of the audience. In turn, the local audience, in the view of the 
participants, were not aware of international dimension of their work, e.g. tours 
abroad or the performance of foreign arts and musicians. These clearly present 
challenges and opportunities in terms of knowledge transfer. Some of the gaps in 
activity mentioned refer to the organisation’s website not having much interactivity, 
little or no rich content, e.g. blogs, videos or podcasts or SMS (previously). 
Participants acknowledged that all of these posed issues of sustainability as a 
necessary condition. Participants pointed out that in the past there was little time to 
talk to press. It seems that there can be a strong connection between the examples of 
gaps in knowledge transfer and the examples activities mentioned, as means to bridge 
the gaps. It is important to point out that several participants mentioned that their 
organisation was already in a transition period before AmbITion approached them, 
possibly on the way to addressing the above gaps in knowledge transfer. 
 
Participants spoke about various conditions that were grouped under the term 
‘inhibitors’ of knowledge transfer. Firstly, unclear demarcation of ICT 
responsibilities, means that people in the organisation did not know who to turn to 
when they required knowledge, wanted to relay knowledge or wanted to request or 
discuss some application of knowledge. Not tracking audience participation implies 
not having knowledge generated about the audience. 
 
The relation between an arts organisation and the AmbITion team also contained 
‘inhibitors’ which could have affected the flow of knowledge between them as well as 
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the acquisition of specific IT-related knowledge . Some participants perceive a certain 
amount of lack of trust on the part of Ambition in the organisation's knowledge of the 
domain. Specially, at the start, some organisations experienced disappointed with not 
being able to make more drastic changes to the website or develop an artistic project 
due to lack of funding. Another experience was one of frustration with the need to 
spend time explaining things to the new consultant.  
 
As was suggested above, the absence of a key individual role can be perceived as a 
problem, e.g. an ICT specialist who could not be hired due to insufficient funding. 
Internal staff changes can also make the management of website difficult or add to 
development time of a website. 

Team 
An example of a gap in knowledge in a team is implied in the participants’ description 
of their team as having many aspirations but insufficient practical knowledge. An 
inhibitor was that a department was perceived distant from the organisation. Some 
potential problems for knowledge transfer at the level of the team included: Moving 
offices at a time of growth/change, having the IT redesigned, and financial changes. 
 

AmbITion Team 
The has been included in this section as it set the project in motion and it became a 
group with which the arts organisations interacted through out. In view of the 
approach described above, it too participated in knowledge transfer with inviduals in 
each organisation. Such interactions included, from the participants’ perspective, 
‘requests’, ‘changes of goal posts’, ‘meetings’, ‘feedback’, ‘case studies’ and an 
‘AmbITion website’. 
 
As part of normal project management, the AmbITion team requested that the 
organisations took part in a series of application procedures that included 
documentation, the most important of which were the Risk Assessments and the 
Business Cases. It is not necessary to describe these are they are mentioned in each 
case study, and also that some organisations perceived what they called ‘changes in 
the goal posts’ in relation to the figures of the funding available. Others considered 
that the meetings held to discuss various aspects fo the application procedure posed 
unexpected time demands. 
 
A more important part of the interaction between the AmbITion team and the 
organisations was the feedback which included recommendations, especially in the 
planning stage (see below). Such feedback was generally well-received, but as was 
pointed out before, was sometimes perceived as indicating lack of trust in the 
organisation’s knowledge of the domain. The consultants appointed for each 
organisation also provided feedback. Some to the specific feedback received included 
 

• Need to provide stronger rationale for investment. 
• Need to provide measures of effectiveness.  
• Importance of developing relationship with audience. 
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In the case of Britten Sinfonia, there is an acknowledgement that the feedback helped 
them understand the benefits of digital technology and, as we will see below, resulted, 
in some cases, in the reformulation of the organisations’ goals. 
 
Finally, in the context of the project, the AmbITion team provided the case studies 
which constituted an input for ACHIEVER and were content-analysed and also 
constructed and maintained a website for all arts organisations and the ACHIEVER 
research team. As in most existing sites, all members received an alert by email 
everytime any addition was made and some individuals through much of the material 
was not relevant and checking it took up much precious time. 
 

3.4.3.3 Planning/Negotiation 
The arts organisations approached by the AmbITion team started a process of 
planning which included identifying ‘training needs’ at a personal, team and 
organisational levels. Individual needs refered, in the case of Britten Sinfonia, to IT 
and PR. As for the team there was an acknowledgement that although they had many 
aspeirations their practical knowledge was insufficient to produce the digital 
developments. 
 
More important in the planning stage was the formulation of ‘goals’ which took the 
form of an (external) Vision. In the case of Britten Sinfonia this included three 
components: (a) a ‘digispace’ which included podcasts, video on Youtube, 
photographic archive; (b) a marketing dimension aimed at developing relationship 
with audience; and (c) an educational aspect (‘backing up the experience in the 
concert hall’ (with) content outside of concerts – learning experiences, study days, 
masterclasses). This vision, as we know (see Britten Sinfonia case study), was later 
reformulated in terms of ‘strands’: the production of podcasts, re-structuring of the 
website) and the implementation of a CRM (Customer Relations Management) 
system. The third strand is an example of reformulation of the goals instigated by the 
AmbITion team. 
 
An unintended and broader consequence of the planning and negotiation described 
above is the generation of ‘expectations’ about the possible and desirable outcomes of 
taking part in the AmbITion project and specifically around the exploration of 
potential of digital technology. At the personal level participants from Britten 
Sinfonia expected to receive further training. They expected to see digital technology 
used in their normal workflow (Web 2.0 technologies to enhance Organisations web 
presence.). They also hoped to see more learning resources and interaction on 
website, as well as a new strategic plan for learning and raising funds. Finally, they 
hoped to be involvement in developments expressed in the above goals. An 
expectation related to the team, was that their director became more confident and 
delegated more responsibilities to the participant. Participants of Britten Sinfonia also 
expressed expectations at the level of the organisation which can be related to 
knowledge transfer:  
 

• A member of staff who is completely dedicated to making and facilitating the 
content for the digispace. 

• Better internal communications. 
• Need to evaluate capacity to produce & sustain rich content. 
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• Would like to see immediate podcasts to develop profile and relationship with 
audience. 

• Would like to have data from box office to track audiences. 
• Creative project development. 

3.4.3.4 Experts 
In the context of the AmbITion project, these are the consultants appointed by 
AmbITion, contractors hired by individual arts organisations to carry out technical 
work, advisors or speakers in events attended by members of the arts organisations. 
 
The contribution of the consultants was generally welcomed, for example, when they 
suggested a technology audit which ened up being a ‘solid (useful) piece of work’ or 
an update in technology. A consultant’s availability is an important characteristic. 
Consultants helped pinpoint trining needs, gave many useful marketing ideas, but 
sometimes failed to warn the organisation on the impracticality of ideas which 
resulted in time wasted. 
 
In some occasions arts organisations hired contractors to perform web design, install 
software and hardware or provide training. These are specific examples of knowledge 
transfer from external sources. En example, in the case of Britten Sinfonia was the 
training received by a member on the use of recording software (SADiE) and 
equipment. Unfortunately, the knowledge gained could not be applied immediately 
because the equipment required could not be acquired due to budget restrictions. For 
the time being she is using an EDIROL field recorder or an iPod attached.  
 
Another type of expert is the ‘advisor’. In the case of Britten Sinfonia, the advisor was 
described as ‘inspirational’, but he was funded internally, not by the AmbITion. 
Among other things, he recommended Studio 24, a web design company.  Another 
member of Britten obtain training from an advisor on the use of a CMS (Content 
management System). 
 

3.4.3.5 Factors enabling knowledge transfer 
 
At a personal level, being appointed to a new position and the re-structuring of one’s 
department were considered by a member of Britten Sinfonia as favourable conditions 
that would allow her to acquire knowledge and apply it. She also expressed 
excitement at the opportunity to contribute to the formulation of a new vision 
(Creative Learning), about which she felt more confident. At the initial stages, 
individuals were given new responsibilities and with this, the opportunities mentioned 
above become available. At the level of the team, the arrival of a new director meant 
that he had to spend time learning his role, but was communicating well with the 
participant. This is an opportunity for knowledge transfer between an old-timer and a 
new-commer. Finally, in terms of the organisation, when a new programme, such as 
'Creative learning', is better integrated to the rest of the organisation then there are 
obvious opportunities for effective knowledge transfer. A participant mentioned that 
people are talking to artists more frequently, and that there is now a greater awareness 
of the importance of audience relationship. 
 
 



ACHIEVER - Final Report  31st January 2009 

35 
 

 
 

3.4.3.6 Other Ambition organisations 
Although specific information was not deliberately collected from participants about 
what relations in any they had with other organisations in the AmbITion project, it is 
clear that they are aware of each other and have met. Some of the events carried out as 
part of the project have allowed for a limited amount of networking. Indeed, the 
AmbITion website has offered opportunities to all those participating in the project to 
access documents and catch up with news. Several organisations have indeed made 
use of this facility to publicise events. However, this had not been monitored as part 
of WP3.  
 
One of the aims of the knowledge portal described in this report is to foster an 
emergent community that expands beyond the organisations that took part in the 
AmbITion project. Among other things, it would allow sharing of good practice 
among organisations of the arts sector. This may open up existing possibilities in 
terms of knowledge transfer. 

3.4.3.7 Knowledge gained 
The interactions with the participants did not explore explicitly all the knowledge that 
was gained, but focused on the achievements. Therefore, it might be possible to try to 
infer knowledge gained from each achievement, but this could be seen as highly 
speculative. Some examples of knowledge gained were mentioned explicitly by 
members of Britten Sinfonia. In particular, individuals developed new skills related to 
the production of podcasts (see case study), and recording from external sources. 
Other individuals received training on CMS from a colleague.  
 
More general knowledge refers to lessons learnt from taking part in the AmbITion 
project. For Britten Sinfonia, it would have been highly desirable to hire a person with 
full-time dedication to the project whose job would have been 'embedding' digital 
technology in the day-to-day workflow and specific projects like the ‘digispace’. 
Another lesson learnt, this time mentioned by members of Litfest, refers to the need to 
balance innovation and development against delivering normal workload. Finally, 
also from Ltfest, it was concluded that it is important of respond to the expectation of 
digital technology, ease of accessibility, while maintaining quality content. 
 

3.4.3.8 Goals achieved 
This refers to changes in practices (e.g. marketing), in the conditions for change or to 
acquisition of knowledge, including technical knowledge.   
 
In the case of Britten Sinfonia, there are many specific goals achieved. These include 
the redesigned website, over which the organisation has now greater control. The 
latter is now possible thanks to a new Content Management System (CMS), which is 
easy to use, update and maintains a modern ‘cleaner’ aesthetics applied to the 
interface. Another advantage of the CMS was that it had added more advanced 
functionality to the website in terms of  
 

• Search facility allows filtering 
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• Time limiting on articles ensure old material is removed automatically 
• Better linkage to online box office 
• Better opportunity to host more audio/video content 
• Plan to implement traffic tracking software 

 
Members of Britten Sinfonia admitted that the new system had many bugs that need 
rectifying, but they hoped that within three months of it being in use any other bugs 
will be identified. 
 
Another very important gaol achieved for Britten Sinfonia referred to the production 
of podcasts in an effort to offer multimedia access to the audience. This relates to the 
digi-space which included elements such as online social networking and using this 
for marketing purposes.  
 
Another area of important achievements refers to ‘audience development’ which 
includes an increase in digital communication with audiences, including a new e-mail 
system. Specifically, significant efforts have been devoted to the implementation of 
the CRM to measure actual performance in relation to a baseline.  
 
Finally, most organisations, including Britten Sinfinia, updated their infrastructure. 
The purchase of new equipment requires significant acquisition of knowledge. The 
planning activities described above included identifying needs in terms of digital 
developments, sometimes with the help of an expert, typically a consultant or an 
advisor. These experts may also help the organisation choose of equipment. Then 
‘contractors’ carry out its installation and some trining on how to use it will be 
required. However, these processes were not investigated. 
 

3.4.3.9 Shift in thinking 
Finally, most organisations experienced a shift in thinking as a result of participating 
in the AmbITion project. For example, in the case of Litfest, the shift is from thinking 
that their main role is traditional publishing to considering that they should become 
more multimedia publishing.  From simply making documents (text) available in PDF 
format, they have started producing a wider range of materials available in various 
formats and through others media channels such as social networking, flicker and 
Youtube. These materials can include information about the authors and samples of 
work, to complete works that can be purchased online. As can be seen in the case 
study, this has meant taking into account the ‘conservative’ nature of their audience 
but also embrace the possibilities of a digital age.  
 
What has been described above, in the case of Litfest, was described as linking 
audience participation to marketing which, for the organisations has meant ‘taking the 
organisation outside its comfort zone’. Individuals took up the challenge and devoted 
considerable time to acquire knowledge. 
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4. Conclusions 
 

4.1 The knowledge portal: WP1 and 2 
The aim of the ACHIEVER project as a whole was to develop a web based 
knowledge portal, which can aid knowledge transfer across the involved arts 
organisations. It was our approach that the knowledge portal should tell the stories of 
the arts organisations as they change as well as describing, how and why they have 
done so. To achieve this, we have employed a specifically designed methodological 
approach in order to: 
• Identify existing good practice in the sector with particular reference to where ICT 

is currently or strategically important. 
• Develop a knowledge community portal as an online mechanism for supporting 

the sustainable sharing of good practice in the sector. 
• Appreciate the reflection on organisational and sector change as a method to 

assess the knowledge transfer process itself. 

User Needs and Innovation Development Framework in Practice 

First, we employed focus groups involving stakeholders from arts organisations of 
both Tiers. The aims of these were to create a baseline understanding of how the 
participants perceived themselves and their peers and their organisations in terms of 
experiential and learning change as well as the influence and use of ICT.  Various 
elicitation techniques were employed in a manner inviting participants to consider 
experiences in the past, present and future.  This was done in a manner with regard to 
their work experiences.  Participants were also provided with the opportunity to 
discuss these matters in an informal peer group setting.  
 
During the focus groups, we exposed participants to a case study describing the use of 
ICT by an arts organization and collected information regarding its perceived 
usefulness in terms of what aspects of the case study participants found of interest to 
themselves as well as what they felt may have been lacking. This was useful in feed 
back to NMP, a consultancy whose task was to produce an initial batch of six case 
studies, which were to form the basis for us to observe the manner (and identify the 
underpinnings for a model) in which it would be beneficial for arts organisations and 
trigger them to prepare and publish their own stories and case studies using next 
generation technologies. An important aspect of the results collated from the focus 
group content analysis was that participants wanted online case studies to contain 
navigation to other relevant case studies.  Further, participants expressed views on 
specific aspects of the organisation, the nature of their job, what they thought and felt, 
and the work environment (social and physical).  To achieve this, we employed 
content analysis of nine textual case studies; three of these were developed by 
independent sources with the remainder being provided by NMP. The overarching 
aim was to identify key categories and produce a taxonomy of types of information 
that would inform the design of the knowledge base. The taxonomy served two 
related purposes; it allowed the tracking and analysis of how users tag and search 
information within case studies, and; it helped to provide guidelines to the users on 
how to tag and search information.  An inductive grounded theory approach was taken 
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for this analysis.  Each case study was analyzed in terms of structure and content 
(types of statements) being made as well as supporting categorizations.  Content 
analysis was also used with the data collected in the focus groups described earlier. 
The participants perceptions of organizational change and learning were identified, as 
well as, their experiences of using ICT. 
 
Using the content analysis of the nine case studies to feed into the development of the 
web-based portal was essential to reflect the needs of the user community.  By 
creating a model based on the content analysis, further evaluation of how users 
interacted with the portal could be ascertained.  The model would then have two 
purposes, the first would be to direct us on how to tag the case studies on the portal 
and the second was to assess whether our tagging is consistent with how users were 
tagging their content at a later stage.  The underlying model is based on findings from 
the content analysis described above.  The premise for its use is based on the 
reasoning that users from the community may not necessarily use the knowledge 
engine technology simply because it is available but rather a ‘push-pull’ strategy 
needs to be adopted.  The content analysis of case studies revealed that statements 
could be matched to seven basic descriptions. These descriptions were applied to 
‘Actors’, an ‘Actor’ could be described as any one of five ‘ACTOR Types’.  Further, 
analysis showed that ‘Actors’ would perform an ‘Action’, ‘Action Types’ were 
categorized into eight distinct categories.  These ‘Action Types’ were often further 
described in the case studies and a finer granularity of description could be given in 
our model with regards to the ‘How’, ‘Where’, ‘When’ and ‘Why’ of a given 
‘Action’.    
 
The portal prototype involved Joomla, an open-source content management system. It 
was chosen as the base middleware to use for both the production of the web-based 
knowledge portal and its embedded knowledge engine functions. The portal has 
several distinct sections that comprise the user experience.  Particular sections of note 
are: the ‘knowledge engine’, in-built blogging, discussion or forum pages and 
incoming RSS feeds. The ‘knowledge engine’ uses ‘intra’ and ‘inter’ document 
tagging in an innovative way and, as far as our research has been able to ascertain, 
this method is currently unique. Tagging as a technology is fairly well used and 
understood, however the ‘knowledge engine’ differs from other systems by enabling 
multiple users to tag specific documents as well as specific components there in.  The 
functionality of the portal thereby allows for the browsing and navigation between 
documents and the searching of specific components within a given document (intra 
tagging) as well as to other documents (inter tagging) that contain that specific tag.  
The use of user-generated tagging of documents allows for the most specific and 
relevant content to be identified and consumed by practitioners as opposed to software 
(search engines) or documents on a macro level.  Two levels of tagging are 
accommodated by the knowledge engine, macro and micro.  The macro tag is a 
generic descriptive tag of the type of content in a document such as financial, 
computing etc.  The micro tag is specific as to actual content and content type. The 
blogging, forums and RSS features are part of a modular approach to building the 
portal to the specifications requested. 
 
The final iteration of the portal, iteration 3, included a definitive set of Macro tags 
(now named ‘Categories’), the ability for users to request a new Category and a 
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breadcrumb navigation trail.  This functionality is in addition to the base intra/inter 
tagging, file upload etc. functionality described previously. 
 
In previous sections of this report the requirements, the underlying criteria and 
progression of the knowledge portal have been described.  The basic premise to future 
proofing the knowledge engine is through, we believe, the addition of an XML 
conversion module. 
 
By converting files to XML before or during the upload step on the portal, tagging of 
numerous file-types becomes possible.  Although many file-types can be uploaded on 
to the system only text files with the .txt extension can be tagged at present. 

 
 
By using XML based files on the knowledge engine the system can accept numerous 
file-types for various and multiple tagging purposes.  Additionally the use of XML 
can facilitate the use of embedded URLs from within a given tagged document.  This 
last feature enables documents to link to any web address and resources there on. 
 
For example, by pulling in XML data for the knowledge engine, the system should be 
able to produce facilitation for a number of applications serving differing needs.  
Facilitation for applications could range across a datasite, a mashup, or a data 
integrator to name but a few.  A number of programs/plugins have been identified that 
could be useful in the development of the master XML converter module.  
Specifically, these programs/plugins have been selected as an aid to convert a given 
file format into XML.  The relevant information about these plugins have already 
been forwarded to AmbITion. 
 
Finally, the Achiever team would be happy to support the testing and development of 
the knowledge engine in future iterations as AmbITion see fit. 
 
 

4.2 The experience of adopting new ICT: WP3 

4.2.1 Methodology of WP3 
The general aim of WP3 was to gain understanding of the experience of arts 
organisations who adopt new digital technology. It was to achieve this, according to 
the initial proposal, by assessing distance travelled in terms of expectations and 
outcomes. However, our interest has been in understanding experience which implies 
the process, rather that just inputs and outputs, or a mere comparison of behaviours 
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before and after an intervention. Additionally, we chose not to design an investigation 
aimed at testing hypotheses derived from the exiting theory and research on either 
organizational change or knowledge transfer. In fact, these concepts simply provided 
important points of reference. These decisions informed the choice of ethnography as 
a methodological orientation that would guide the research, but in the same way as 
with the concepts of organizational change and knowledge transfer, it was more a 
methodology orientation than a strict set of prescriptions. 
 
An ethnographic approach is well-suited for grasping the richness of experience 
(Hammesley & Atkinson, 1983) and helped us identify some of the issues that 
emerged as the researchers approached the arts organisations and collected data, as 
well as during the analysis. Firstly, it is important to mention that the ACHIEVER, as 
part of AmbITion, was a project within a project, and it was made up of four work 
packages. So, for the arts organizations, this meant having to distinguish the 
AmbITion team from the ACHIEVER team. The latter met with members of some of 
the arts organizations at the focus groups and initiated relations that did not seem to 
be affected by confusion of who belonged to what project. For WP1, 2 and 3, the team 
included researchers from the disciplines of computing, psychology and media 
studies. However, most of the interactions with the arts organizations involved one 
member of the team. This member had previous experience in the arts as well as 
computing and this proved useful when it came to interacting with members of the 
arts organizations.  
 
Another important aspect related to the field relations in the case of a disperse group 
and the practical problems this posed. Although we could have chosen to work only 
with organisations closest to where the team was based (e.g. Cambridge), it was in the 
interest of the project to include organisations from both the North West and Western 
regions, as well as from both Tier 1 and Tier 2.  As the seven arts organizations 
chosen were located in different cities face-to-face contact had to be restricted. This 
meant employing a multi-method approach to data collection which included 
documents, focus groups, interviews, blogs, email, artifacts (samples of the digital 
developments mostly web-based). It is believed that this diverse set of qualitative data 
contributed to the general aim of capturing the richness of the experience (see 
appendix 19). 
 
The experience of using electronic means of collecting data in combination with 
conventional face-to-face methods is worth considering briefly. While arranging to 
interview members of the arts organisations and consultants was time-consuming the 
actual interviews were very successful. The interviewees were very open and 
welcoming and discussed their experience of being in the AmbITion project in great 
detail. They understood clearly the ethical safeguards in place with respect to 
confidentiality and anonymity, as they were explained to them at the beginning of 
each interview. The blogs were set up for them to record aspects of their experience as 
it unfolded, but as is common with all blogs, usage was very variable. Another use of 
blogs was to help members of the arts organisations reflect or feed-back on specific 
topics that emerged as provisional findings in the analysis of the interviews, 
answering questions on issues that were unclear or commenting on findings as such. 
This was particularly effective in most cases. 
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Another important aspect of this project is the nature and role of case studies. Case 
studies were considered, form the beginning of the AmbITion project, as a useful 
means of describing experiences of change in the arts organisations who adopt new 
ICT. Indeed, ACHIEVER assumed that case studies would feature prominently in 
knowledge portal that was to be constructed. A detailed analysis of case studies 
written to portray good practice in the sector was carried out in order to understand 
their structure and content. Among other things, it became apparent that there was a 
strong tendency to describe achievements, rather than problems (technical, financial, 
organizational) and how they were resolved. This suggests that an understandable 
orientation towards showcasing products guides the writing of case studies when it is 
associated with PR and marketing. While it is important to depict the products, it is 
equally useful to describe the process that led to the achievements. It is hoped that the 
case studies on each of the seven organisations included in ACHIEVER portray both 
aspects. Although the seven case studies included in this report were not read by the 
participants, the SDEs (summaries of Stages, Developments and Evaluations of 
experiences) which blueprints for the case studies were shown to them and they 
agreed that they interpreted what they had said accurately and depicted their 
experience correctly. 
 
Finally, we would like to point out that Grounded Theory (Glaser & Strauss, 1967) 
proved effective as a method for analyzing data. This approach informed the content 
analysis of the information obtained through the focus groups and also the thematic 
analysis performed on the other types of data. The use of categories that emerged 
from the data was made particularly effective by the use of Excel spread sheets that 
allowed us to examine the data from many different angles or levels. Memos about 
the significance of these categories were took the form of emails exchanged between 
the researchers and notes of meetings. These categories were used in the writing of 
both the case studies on each arts organization and the sections on organizational 
change and knowledge transfer. However, it is acknowledged that this project is an 
exploration of these two areas, and that especially knowledge transfer requires further 
research. 
 

4.2.2 Organisational change 
In order to understand change it is important to capture some of the most prominent 
features of the organisations before the AmbITion experience. Participants mentioned 
difficulties experienced in the past, such as lack of experience and a sense of direction 
form the management, as well as issues s of leadership. Not surprisingly, their 
organizations had also experienced changes related to growth and the need to adapt. 
With respect to ICT, participants also mentioned a range of difficulties experienced 
by their organizations in the past: difficulties trying to establish an online presence, 
problems affecting the workflow (e.g. not having structured information storage, 
having fragmented IT systems or having a heavy reliance on e-mail). However, there 
was recognition among organisations of the need to have IT policy that allowed them 
to grow and use new technology. At the time of the start of their participation in the 
AmbITion project, members of the organisations were keen to emphasise that there 
was already an awareness of the importance of the relationship with audiences, and 
online presence. All of them had begun to explore the possibilities of digital 
technology and some were already beginning to experiment with it. 
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An examination of the documentation submitted by the organizations contained 
descriptions of the changes they intended to carry out as part of AmbITion. External 
changes aimed to affect the relations with other organizations and the audience were 
mostly expressed as a ‘vision’ and included recreating a new identity/role (‘new 
presence’). Internal changes included embedding IT and digital technologies into the 
organization, among other things. 
 
Actual changes that were linked to the experience of being in the AmbITion project 
refer to policy (digital focus), work practices, skill acquisition, increased confidence, 
among others. Although not in all the organizations, participation in the AmbITion 
project resulted in a formulation of a coherent and comprehensive IT policy. This 
could be regarded as evidence of impact at the highest organizational level because 
policies are highly visible, they guide actions in organizations and are likely to exert 
their influence during a considerable period of time. While policy sometimes can be 
abstract and require will of the management to ensure it is implemented, changes in 
work practices, are more concrete and occur everyday.  If work practices (also often 
described in this report as workflow) have changed then, this constitutes evidence of 
further impact of the project. Another significant achievement is the effect that the 
above changes in turn had on attitudes. These are described as in increase in 
confidence in the ability of the organization to deliver changes as well as in its 
members to use IT in effective and creative ways. 
 
Finally, most organizations have carried out changes in the ways they relate to their 
audiences. They are using digital technology to inform their audiences about their 
activities (mostly through websites that have been re-designed and made more 
interactive and multi-media rich). This has been achieved by the use of more 
advanced content management systems and the mastery of podcasting, among other 
things.  Audience development, understood from a more marketing perspective, has 
also begun to be implemented in some organizations through the use of customer 
relationship systems (CRS). Many organizations have expressed a change in the ways 
they see themselves: they are re-creating their identities in terms of mediating the 
relationship between an artist and her audience. 

4.2.3 Knowledge transfer:  
This is admittedly an area which requires a great deal of further research.  Firstly, 
many of the organizational changes identified in this project, involved knowledge 
transfer and many of the conditions and factors of change, also played a role in 
knowledge transfer and application of knowledge. The connections between the two 
areas present exciting possibilities for research and interventions.  

 
As in the case of organisational change, participants described many examples of 
existing knowledge and practices, as well as conditions which relate to the use of 
digital technology as part of their activities. The departure of a specialist who used to 
perform all the IT developments was seen as a loss and some organisations had hoped 
that the AmbITion funding would allow them to resolve this situation. In most cases, 
expertise and work had to be hired or contracted externally so that specific changes 
could be implemented. Changes in management posts were also seen, by some 
participants, both as challenges and opportunities for learning and growth. Key 
individuals such these can play important roles in knowledge transfer from external 
sources and also to internal individuals or teams. 
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Gaps in knowledge transfer refer to the absence of activity in an area which deprives 
individuals, teams or the organisations as a whole of opportunities to transfer 
knowledge. An example is the lack of interactivity, little or no rich content, e.g. blogs, 
videos or podcasts or SMS (previously) in the organisation’s website. Inhibitors are 
related to the gaps in that they are factors that block knowledge transfer. For example, 
lack of clear demarcation in responsibilities for IT can result in poor or no 
communication between the organisation and its audience. 

 
Organisations devoted much time and efforts to planning activities in the AmbITion 
project (some of this was resented at the time). However, it led to the clarification of 
goals and strands. The latter referred explicitly to knowledge transfer or to specific 
applications of knowledge (see above). In addition to the identification of needs, 
organizations generated and expressed a number of expectations which are important, 
e.g. to see immediate podcasts to develop profile and the relationship with audience; 
to have data from box office to track audiences; or to carry out creative project 
development. 
 
Experts who transferred knowledge to the organizations or facilitated knowledge 
transfer in the project included consultants, advisors and contractors. Consultants 
appointed by the AmbITion team, in some cases, provided useful feedback in relation 
to the organisations’ proposals, and made valuable recommendations, but when they 
left before the project was completed generated considerable disruption. Participants 
complained that when a new consultant was appointed time was wasted explaining 
everything to him. Some organizations had advisors (some internally funded) who 
played a very positive role. Finally, contractors provided specific training (on the use 
of equipment or software) and also performed installations.  
 
Factors enabling knowledge transfer included being appointed to new roles which 
offered greater opportunities to transfer knowledge. A team also benefitted when a 
new leader was appointed. At the level of the organisation, a new programme that 
explicitly related to the use of digital technology (e.g. ‘Creative Learning’) became an 
enabling factor for knowledge transfer. 
 
The main outcomes of the AmbITion experience are knowledge gained, goals 
achieved and shifts in thinking. On several occasions, participants described training 
that had taken place, for example, on the production of podcasts or the use of a new 
CMS, but most of the instances of knowledge transfer were not explicitly documented 
and would have to be inferred from the goals that were achieved. Other important 
goals achieved include the implementation of a CRM that will enable the organisation 
to develop their audience, and the acquisition and installation of equipment, as part of 
the an infrastructure update.  
 
Several organisations reported what could be described as a shift in thinking similar to 
the one described in relation to organisational change. In this case, it refers to a shift 
from conceiving themselves as involved in supporting artists in a traditional way, e.g. 
publishing on paper, to diversifying their support using digital technology: using 
multimedia access to the artist (interviews, biographies, samples of works and 
performances) and in some cases, digital production, e.g. digital publishing (an online 
‘curated bookshop’).  
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Appendix 1: Organisations represented at the Focus Groups  
 
Aldeburgh Music 
Bedford Creative Arts 
Poetry Trust  
Hoi Polloi 
First Site 
Britten Sinfonia 
New Writing Partnership 
North West Disability Arts Forum 
Oldham Coliseum Theatre
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Appendix 2: Components of supplied case studies 
          Components         
Case Study 
Name 

Word 
Count Title Sub-Title Header Heading 

Sub-
Heading Body 

Box 
Heading Box Quote 

QT Radio 893 1   1   3 29 2 6 2 
The Lowry 1076 1 1 1 4   42       
Ludus Dance 1304 1     21   52       
National Theatre 1163 1     7 2 49       
Philharmonia 1006 1     7 2 47       
Blast Theory 919 1     6   39       
Folly 1525 1     8 10 77       
Watershed 1232 1     8   51       
Hay Festival 924 1     7 2 44       
Total 10042 9 1 2 68 19 430 2 6 2 
Average 1115.8 1.0 0.1 0.2 7.6 2.1 47.8 0.2 0.7 0.2 
           
           
(cont.)           
    Components           
Case Study 
Name Footnote Footer Logo 

Photo 
Header 

Photo/Im
age Total     

QT Radio   2     1 50     
The Lowry 1 2  1 1 59     
Ludus Dance     1   1 78     
National Theatre       59     
Philharmonia       57     
Blast Theory       46     
Folly       96     
Watershed       60     
Hay Festival           54     
Total 1 4 1 1 3 559     
Average 0.1 0.4 0.1 0.1 0.3 62.1     
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Appendix 3: Case Study  Structure and Breakdown 
 
Key: 
B = Body   BH = Banner Header  BX = Box 
BXH = Box Heading  F = Footer   FL = Footer with Logo 
FN = Footnote  H = Heading   L = Logo 
P = Photo   PC = Photo with Caption Q = Quote 
SH = Sub-Heading  ST = Sub-Title  T = Title 
 
 
Case Study:   QT Radio 
NMP Study:    No 
Colour/Mono:   Colour 
No. of Columns:   2 
Photos-Graphics:   Yes 
Word Count:   893 
DNA:   BH, T, B9, SH, B3, PC, Q, BXH, BX3, FL, Q, SH, B9, SH, B8, 

BXH, BX3, FL.  
Comments:   A red banner on the first page contains a logo and various 

networking/technology images. 
 A red title is followed by body text in column one on the first 

page, this is broken up about half way down by a red colour 
sub-title.  Column two of this page is headed by a full colour 
photograph.  This is followed by a caption and then a quote 
from the text, again this is red.  There then follow a light red 
box area which is titled within in bold red text.  The bottom 
of the first page contains a footer with logos. 

 The second is of a very similar style but without the photo.  
The banner in this instance is at the bottom of the page. 

 
 
Case Study:   The Lowry 
NMP Study:    No 
Colour/Mono:   Colour 
Photos-Graphics:   Yes 
No. of Columns:   2 
Word Count:   1076 
DNA:     BH, T, ST, P, B2, H, B9, H, B4, F, PH, B11, H, B9, H, B7, FN, 
F. 
Comments:   A black and light blue banner with a header is at the top of 

page one, followed by the title. 
 The main body of the Case Study starts about a quarter of 

the way down this page.  Column one is entirely taken up by 
a photo, with the body text stating on column two.  A light 
blue footer, to the left, ends this page. 

 Page two starts with a similar banner but with no text and is 
followed immediately by a photo.  Both columns contain text 
on this page.  The footer in this instance is towards the right. 

 
 
Case Study:   Ludus Dance 
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NMP Study:    No 
Colour/Mono:   Colour 
Photos-Graphics:   Yes 
No. of Columns:   1 
Word Count:   1304 
DNA:   L, T, H, B2, H, B3, H, B2, H, B5, H, B5, H, B, H, B, H, B5, H, B, 

H, B, H, B2, H, B3, H, B3, H, B3, H, B2, H, B, H, B2, H, B2, H, 
B3, H, B4, H, B, I. 

Comments:   A graphic logo header is used in this document.  The 
document is broken up by the various paragraphs and 
various headings as only one column of text is used.  

 
 
Case Study:   National Theatre 
NMP Study:    Yes 
Colour/Mono:   Mono 
Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   1163 
DNA:     T, H, B2, H, B7, H, B7, H, SH, B3, SH, B, H, B17, H, B10, H, 
B2. 
Comments:   Only one column is used.  Text is broken up by headings 

and sub-headings.  Quotations by individuals within the 
body text are in italics. 

 
Case Study:   Philharmonia 
NMP Study:    Yes 
Colour/Mono:  Mono 
Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   1006 
DNA:     T, H, B, H, B6, H, B5, H, SH, B2, SH, B3, H, B18, H, B9, H, B3. 
Comments:   Only one column is used.  Text is broken up by headings 

and sub-headings.  Quotations by individuals within the 
body text are in italics. 

 
 
Case Study:   Blast Theory 
NMP Study:    Yes 
Colour/Mono:   Mono 
Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   919 
DNA:     T, H, B, H, B8, H, B4, H, B19, H, B4, H, B3. 
Comments:   Only one column is used.  Text is broken up by headings 

and sub-headings.  Quotations by individuals within the 
body text are in italics. 

 
 
Case Study:   Folly 
NMP Study:    Yes 
Colour/Mono:   Mono 



ACHIEVER - Final Report  31st January 2009 

51 
 

Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   1525 
DNA:   T, H, B, H, B5, H, B6, H, SH, B4, SH, B3, H, B, SH, B2, SH, 

B4, SH, B5, SH, B3, SH, B9, SH, B3, H, B9, H, SH, B7, SH, B4, 
H, B11. 

Comments:   Only one column is used.  Text is broken up by headings 
and sub-headings.  This is a much longer document then 
the majority of the others by NMP and was the first to be 
produced in this series. 

 
 
Case Study:   Watershed 
NMP Study:    Yes 
Colour/Mono:   Mono 
Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   1232 
DNA:     T, H, B2, H, B4, H, B10, H, B2, H, B18, H, B5, H, B4, H, B6. 
Comments:   Only one column is used.  Text is broken up by headings 

and sub-headings.  Quotations by individuals within the 
body text are in italics. 

 
 
Case Study:   Hay Festival 
NMP Study:    Yes 
Colour/Mono:   Mono 
Photos-Graphics:   No 
No. of Columns:   1 
Word Count:   924 
DNA:     T, H, B, H, B4, H, B4, H, SH, B3, SH, B2, H, B15, H, B12, H, 
B3. 
Comments:   Only one column is used.  Text is broken up by headings 

and sub-headings.  Quotations by individuals within the 
body text are in italics. 

 
All NMP Case Studies had the same elemental make-up at their beginning, this 
was: 
T,H, B, H, B, H, B, H.  However the number of units of Body text would vary.  The 
rest of the documents followed not set design but instead similar headings and 
areas of topic covered.
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Appendix 4: Content of the supplied case studies 
 
Content            
    Case study       
Statement 
Type QT Radio 

The 
Lowry 

Ludus 
Dance 

National 
Theatre Philharmonia 

Blast 
Theory Folly Watershed Hay Festival Total % 

Achievement 33 26 26 24 30 29 49 33 25 275 50.1 
Aim 5 13 6 19 9 1 17 11 11 92 16.8 
Audience Dev 0 0 0 1 0 0 0 0 0 1 0.2 
Generalistion 2 2 6 0 3 3 6 1 1 24 4.4 
Needs 0 0 0 0 1 2 0 2 4 9 1.6 
Neutral Desc. 7 11 29 11 10 7 21 11 10 117 21.3 
Problem 0 2 9 4 4 4 3 2 3 31 5.6 
Total 47 54 76 59 57 46 96 60 54 549 100 
% 8.6 9.8 13.8 10.7 10.4 8.4 17.5 10.9 9.8 100   
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Appendix 5: Types of actions used to describe 'achievements' in the nine supplied case studies by type of actor. 
 
 
  Admin Attitude Net Org Prod Rec Share Train Total  % 
Community 0 1 0 1 1 0 0 0 3 1.1 
Group 4 7 0 9 18 0 2 0 40 14.5 
Idividuals 1 6 0 3 7 2 2 1 22 8.0 
Non-Human 0 0 0 2 0 0 0 0 2 0.7 
Organisation 26 17 6 77 69 1 3 9 208 75.6 
Total 31 31 6 92 95 3 7 10 275 100.0 
 % 11.3 11.3 2.2 33.5 34.5 1.1 2.5 3.6 100.0   
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Appendix 6: User testing plan 
 
Testers will be split into three groups, Arts Professionals, Software Testers and Non-
Regular Users.  All participants will be testing by carrying out specific tasks but from 
very different perspectives.   
 
The ‘Knowledge Engine User Reference’ will be updated/corrected for the new 
interface.  Three separate ‘Testing Instructions’ sheets will be produced to mirror the 
three different perspectives.  Confirmation of testers and dates are yet to be finalised. 
 
Arts Professionals 
Participants: John Stephens, Adrian Slatcher and Hannah Rudman.  Possibly more 

to be confirmed after further consultation with Adrian. 
Aim: Assessing general functionality of KE by logging in to the system and 

carrying out  specific tasks.  
• Login to system 
• Test KE upload 
• Test KE tagging 
• Test KE tag cloud and search 
• Assessing whether the KE facilitates or helps the user with their 

work. 
 
 
Software Testers 
Participants: Group of testers collected from Phd and Post-Doc researchers from the 

Institute of Research in Applicable Computing, to be confirmed. 
Aim: Testing specific functionality of KE for errors, again by logging into 

the system to carry out  pre-determinned tasks. 
• Login to system 
• Test KE upload 
• Test KE tagging 
• Test KE tag cloud and search 

 
 
Non-Regular Users 
Participants: Group of testers collected from students of the Visual Arts and Media, 

to be confirmed.   
Aim:  These testers will be looking specifically at content and usability. 

• Login to system 
• Test KE upload 
• Test KE tagging 

Test KE tag cloud and search 
 



ACHIEVER - Final Report  31st January 2009 

55 
 

Appendix 7: Example Instruction sheet 
 
 
Instructions: 
You will be provided with a printed case study, an electronic form of the same case 
study and a ‘help guide’. 
 
Please keep a pen and some paper nearby, make any appropriate notes of difficulties 
you encounter. 
 
Complete the tasks on this sheet. 
 
 
Tasks: 

• Read the printed case study and highlight or underline any areas of interest to 
you. 

 
• Open your Internet browser and go to this address:   

http://87.106.106.68/mambo.   
Once you have this site open you can refer to the help guide to progress 
through the rest of these tasks. 
 

• Click the Login tab and login with the username: XXXX 
   password: XXXXXX 

 
• Once you have logged in, use the ‘Knowledge Engine’ to upload the electronic 

version of the case study.  You may also at this stage want to give an overall 
description of what you think the case study is about. 

 
• Use the areas of interest you highlighted in the printed document to create 

‘tags’ for your document, name the tags in a manner you think appropriate to 
the content of the text. 

 
• When you have finished tagging your uploaded document, try searching for 

one or more of your tags. 
 

• Logout of the site. 
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Appendix 8: Sample page from User Manual 
Homepage 

 
 
 
Login 
Scroll down to login 

 
 
 
Once logged in the page will refresh, click on the KE 
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Appendix 9: Results From User Testing Report 6th of June 08 
 
Following are the most relevant results form the testing.  This report will not address 
issues of : 

• Best Practice issues engaged in the portal 
• Correct functionality as requested in the test instructions 
• Correct functionality as expected by testers 
• Positive feedback from testers 

The results identified in this report are focussed entirely on issues, errors, or problems 
that testers met during the course of their completing their tasks. 
 
Testing was carried out on the PC and Macintosh platforms with both Internet 
Explorer and Firefox browsers tested on the PC and Firefox on the Macintosh.  Both 
Mac OSX and Windows XP were used during the course of this testing. 
 
 
No. Error Description Occurrences (out of 10) 
1 Confusion with Homepage navigation 3 
2 Confusion with KE navigation 3 
3 Confusion with site terminology 5 
4 Failure to save tags/Site failure 4 
5 Issue/boredom with repetition of tagging 2 
6 Difficulty in Macro Tagging 1 
7 Difficulty in Micro Tagging 4 
8 Uncertainty about capitalisation of tags 2 
9 Confusion with Search facility 2 
10 Difficulty with tag browsing 5 
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Appendix 10: Interview schedule used with participants representing 
arts organisations 
 
Main topic: Learning & Change 
 
[Ethics will be explained] 
 
We need a good idea of your general experience being involved in AmbITion. 
 
When was the first time you heard about AmbITion and what do you remember? 

• Interruption to clarify 
o Who was there? 
o Where was it? 
o What was its purpose, and was this explicit? 
o How was the meeting structured? 
o What was achieved? 
o How do you think it went? 
o What were your overall impressions? 
o Were you supplied files/materials from AmbITion? 

 
• And what did you think of it at the time? 

o What did you think at that time about how your organisation could 
benefit from AmbITion? 

o And personally?  (Learning) – is there anything you thought you could 
learn, for example, by being involved? 

 
• Then what happened? 
• And what is happening now? 
• What do you think will happen next? 

o How likely? 
o What time frame? 

 
• What are the main difficulties experienced so far? 
• How long did the Business Case take to compile? 

o Did you get feedback? 
• From the Consultant? 
• From AmbITion? 

 
• What do you think that the organisation has learned from their time with the 

consultant? 
o Business cases etc (how was knowledge transferred) 
o How did the organisation react to having to do these tasks? 

 
What have you learned along the way?
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Appendix 11: Interview schedule used with consultants to arts 
organisations appointed by AmbITion 
 
Main topic: Learning & Change 
 
[Ethics will be explained here] 
 
We need a clear idea of where you’re at with the arts organisations and your 
involvement, if any, in the preparation of the Business Cases.   
But first can you tell me about your first contact with the organisation? 
 

• Interruption to clarify 
o Who was there? 
o Where was it? 
o What was its purpose, and was this explicit? 
o How was the meeting structured? 
o What was achieved? 
o How do you think it went? 
o What were your overall impressions? 

 
• Then what happened? 
• And what is happening now? 
• What do you think will happen next? 

o How likely? 
o What time frame? 

 
• What are the main difficulties experienced so far? 

o As a consultant. 
o As perceived by the organisation? 

 
• What do you think that the organisation has learned from their time with you? 

o Business cases etc (how was knowledge transferred) 
How did the organisation react to having to do these tasks? 
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Appendix 12: Example of clarification questions to follow-up feedback 
on SDEs 
 
Further to my last email, I would also like to ask you a few questions that emerge 
from the interview. There are a few things about which we are not entirely sure. Your 
feedback is crucial in this stage when we are trying to bring all the different bits of 
information together and write up our final report.  
 
Please, use the blog to deal with these questions, one at a time, if you prefer, adding 
further ideas. I’ll let you know if the answers help us clarify the issues. 
 

1. We understand that the work that Britten Sinfonia has been carrying out as 
part of the AmbITion project has three strands:  
(a) building up the expertise required to produce podcasts,  
(b) re-structuring the website  
(c) designing the CRM.  
How much do these strands, and in particular the first two resemble the initial 
vision of a ‘digispace’ that you mentioned in the interview? What is the 
relation between them? 

2. With regards to the podcasts, can you tell us how many have been produced, 
when and the specific topics each deals with? Are they all available on the 
website to download? Which one(s) do you think are the best examples and 
why?  

3. In relation to the website, when was it launched? Who designed it (someone 
external to Britten Sinfonia?).  Please, explain relationship and Britten’s 
satisfaction with the actual result.  How does it differ from the previous one? 
What is, in your view, its main strengths and opportunities for further 
development? Do you have any evidence of its impact? 

4. Similarly, for the CRM: When did it start operating? Can you describe its 
main aims and features? Who designed it? Is there any evidence of its 
effectiveness?  

5. Given that you had proposed at the start to hire an individual with the 
necessary expertise to carry out the project, why did this not happen? 

6. This is perhaps the most important issue: how has Britten Sinfonia changed as 
an organisation as a result of the digital developments you have described? 
What has been learned through these processes and how will the knowledge 
acquired be used in the long term? 
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Appendix 13: Case study - Litfest 
 
The interview with Litfest took place towards the end of March 2008 with two 
participants centrally involved on the AmbITion project.  This interview provided the 
main elements for the construction of this case study. Further details came from the 
documents that made up the Business Case proposal submitted by Litfest as well as 
their Risk Assessment, among others. Follow-up phone calls and emails allowed us to 
obtain validation of our interpretation of the key events and evaluations. The 
experience was divided into four main stages: inception, planning, implementation 
and future focus. This structure, as well as the content, was agreed by the participants 
to portray the process of their experience. Although events are described in sequential 
order, the case study does not aim to adhere to a strict chronology, because this is not 
clear in the participants’ accounts. 
 
 
 Inception and Planning 
 
Based in Lancaster, Litfest promotes and supports the work of writers, predominantly 
in the North West of England. They hold an annual literature festival during the 
autumn months.  An initial suggestion for inclusion into the Ambition project came 
from the Arts Council around February 07, although one of the participants had heard 
Hannah Rudman speaking on this matter as early as April 06.  The participant had 
been attracted to the talk as it covered the digital domain in a way that Litfest was 
becoming strongly involved in at the time, such as updating their website and issues 
dealing with digital publication.  In the face of various technical difficulties, such as 
the loss of data after a backup error, a decision to increase in-house digital skills was 
made and the possibility of joining the Ambition project became far more attractive 
an option.  Litfest at that time was going through a transitional period with regard to 
their changing premises as well as their explorations of the digital domain.  In fact it 
was the opportunity of exploring the potential of the digital domain in regards to the 
work done by Litfest that attracted them to Ambition. 
 
Once Litfest became part of the Ambition project, as a Tier 2 organisation, work on 
examining the potential possibilities afforded by digital dissemination of 
products/information commenced.  At this time the Consultant appointed by Ambition 
helped Litfest to crystallise their initial concepts such as an online literature festival 
for the North West of England as well as an online ‘curated exhibition/bookshop’.  In 
fact, Litfest identified four sets of activity that they wished to further explore, these 
were: 

1. A writer development activity, enabling writers to exploit digital technologies 
better 

2. An event activity, transferring parts of live events to digital audio/visual 
format 

3. An editorial activity, the possibility of developing an online democratic 
editorial process 

4. Audience development, an investigation into digital equivalents of a bookshop 
and word of mouth 
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Inclusion in the Ambition project brought with it a degree of excitement in Litfest at 
the possibility of the capacity-building opportunity being presented.  However, some 
frustration was experienced during the earlier phase of the project derived from trying 
to understand fully what Ambition was trying to achieve as well as Litfests’ own 
relative position within Ambition, as compared to the other arts organisations that 
were also involved and how exactly the split between Tier 1 and 2 organisations was 
being carried out by Ambition.  Additionally, there were some reservations about 
working with the consultant appointed by Ambition and a degree of imposition on the 
part of Ambition was felt by Litfest. 
 
The participants also wanted to make it clear that the general pace of the Ambition 
project (prior to funds being released), which had been a source of some considerable 
frustration to some other organisations, was in the case of Litfest just about right.  The 
point made was that the delays between various communications and planned action 
points were sufficient for members of Litfest to carry out their normal duties as well 
as incorporate the additional workload demands from participation in Ambition.  
Litfest, as an organisation, felt it was important to keep/develop as many of the digital 
skills required in-house as possible.  For example, the Artistic Director learned and 
became conversant with coding in PHP for the Joomla Content Management System.  
Although it was acknowledged that some outside expertise, for example professional 
video production, may need to be hired in. 
 
Initially, the approach undertaken by Litfest was to develop ideas based on a critical 
assessment of how other sectors/industries dealt with the management of digital 
products and their dissemination.  This led to the realisation that Litfest would first 
need to improve their IT infrastructure in so far as there would need to be some 
capital expenditure on essential hardware (including the re-organisation of their 
network setup) as well as the need to update or acquire essential software.  
Furthermore, they recognized that there was a definite necessity to create or improve 
relevant IT policies, including backup procedures and such like. 
 
Another area that Litfest wanted to investigate was the use of digital technology in 
literary arts, specifically to identify: 

o Writers with practical knowledge of digital techniques  
o Best practice models of working in the digital domain 
o Opportunities specific to Litfest's operational activity  

 
Additionally, Litfest wanted to identify opportunities to create innovative practice 

through a training and mentoring program for the entire Litfest team to develop a 

deeper understanding of digitisation channels and their potential of opportunities such 

as the re-use of content for online presentation via their website and the dissemination 

of material via multiple channels from their 30th Literature Festival held in November 

08.  This was how the Organisation wanted to realise the 4 points made in the Risk 

Assessment documentation. 
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With regards to the online ‘curated exhibition/bookshop’ after spending a good deal 
of time on planning and feasibility Litfest came to the realisation that this was too 
large a project to execute themselves. There was also uncertainty as to the 
competitiveness and  sustainability of such a work.  Litfest were left very frustrated at 
not being advised, via feedback, about the impracticality of this and some of their 
other earlier ideas.  The Consultant did however feel that there was a possibility to 
come back to the idea of the online ‘curated exhibition/bookshop’ after participants 
from Litfest had had more experience in the field. 
 
 
Implementation 
 
The participants recognised how Ambition had focussed their work and brought about 
a shift in their thinking from publishing as ‘transmission of a text’ to multi-media 
publishing.  For example, their investigations into re-using material and dissemination 
using multiple channels gave them an innovative application of technology compared 
to their traditional output, such as textual PDFs, by integrating video and audio and 
disseminating these documents via multiple channels such as Social Networks, Blogs 
and their own website.  This innovation was in part driven by Litfest’s recognition of 
the need to adapt to changing market requirements.   
 
As one participant at the interview put it: 

“…just trying to find out or gauge acceptances of the digital format for text, 
amongst the audience, it’s a very conservative audience.  If you think about 
people, they haven’t moved on, and books don’t need to, it’s a fantastic piece 
of technology, but reading needs to move on… and that’s the kinda shift and 
so although we would always want to produce some print we would also want 
to produce digital connections to text and ways into text… Because some 
people don’t like that, if they want to do a DIY and make a PDF and make it 
up themselves fine, we’ll give them that, we’ll give them the original PDF 
version which has the connections and we will give them audio separately and 
video separately and we’ll just give them different routes, and we are starting 
to think now about the ways in which Flickr and YouTube can be used not just 
as supply mechanisms for images of storage or video of storage positions for 
them but how we can start to create the kind of connective reading potential 
audience networks out of those things.” 

 
In essence then the participant perceived the audience as somewhat conservative in 
nature but one that was IT literate and fairly up to date with the digital domain.  
Litfest therefore wanted to engage this audience using digital content that could be 
accessed in multiple ways.  For example a PDF (Aobe’s Portable Document Format) 
could be viewed online or downloaded and printed.  Litfest have actually gone one 
step further by providing a service for printing a given PDF and then posting it out to 
the audience member.  For examples see: http://www.litfest.org/flax/ 
 
Further, Litfest are also using a number of online services such as Youtube and 
Myspace in an interesting manner.  These services are being used as repositories of 
various digital content.  The content however is typically integrated onto other sites, 
for example video from Youtube is shown on the Litfest website or their Myspace 
site.  Not only have Litfest enabled their content to be accessible via multiple 
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channels they have also allowed for new web traffic to get to them.  Litfest understand 
that sites such as Youtube and Myspace have huge amounts of traffic or online 
visitors.  By placing content on these sites and cross posting their content across 
various websites, as well as using the nature of these online social networking sites to 
raise their profile, there is a good possibility that the Litfest website will get a measure 
of ‘passing trade’, online visitors that have come to the main Litfest site via links from 
one of the other sites that Litfest have posted content on. 
See: 
    Litfest Flickr: http://www.flickr.com/photos/litfest/ 
    Flax Flickr: http://www.flickr.com/photos/24758323@N03/ 
    Youtube: http://uk.youtube.com/profile?user=litfest 
    Myspace: http://www.myspace.com/flaxbooks 
    Vimeo: http://www.vimeo.com/user368306/videos 
 
An example of embedded cross posted content can be found here: 
www.litfest.org/flax/index.php?option=com_content&view=article&id=88&Itemid=8
8     
 
The redevelopment of the main Litfest website cost the Organisation around £100 and 
a good deal of time and effort on the part of their staff, for example the Artistic 
Director learning PHP for the Joomla platform as mentioned previously. 
See: 
 http://www.litfest.org 
This is simply the homepage of the site, with links to the three other main areas. 
 
 http://www.litfest.org/events 
Here visitors can see forthcoming events with all of the necessary information and 
details such as event and venue details including off-site links when necessary.  The 
‘Who is on’ section has some integrated video of some of the supported authors as 
well as textual overviews of authors and guest speakers at the events.  Some of the 
authors profiles have integrated media as well.  Paypal, a third party online payment 
mechanism, has also been integrated here allowing visitors to buy various products 
from Litfest. 
 
 http://www.litfest.org/flax 
Here site visitors get the opportunity via a number of links to see information about 
the various authors supported by Litfest as well as the opportunity to view the work 
produced by them.  The work is typically a PDF and can be viewed either online, 
downloaded to the users computer, possibly for later home printing or the PDF can be 
ordered as a printed document from Litfest for a small fee.  This section of the site can 
be perceived as a cut down version of the original ‘curated bookshop’ vision that 
Litfest had.  
 
 http://www.litfest.org/agency 
This is an overview of current and archived projects that Litfest is involved in with 
regards to creative writing.  Each project has an overview and where possible 
integrated media, for example the ‘Prison Residences’ section has an audio excerpt 
from BBC Radio Lancashire integrated onto the page.  Paypal is further used in this 
section of the website allowing visitors to buy certain products such as the Midland 
Hotel book. 
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The consultant assigned by Ambition suggested a technology audit, this was felt by 
the participants to be a very solid piece of work.  This audit helped in providing 
clearer backup and security guidelines that were then also put in place at this time. 
 
Overall there was excitement at the potential of attracting a new audience while 
retaining their prior audience, although there was some concern at audience uptake as 
traditionally Litfest has a conservative audience, as expressed by the participant in the 
above quotation.  Involvement in Ambition led the participants to conclude that 
although the quality of discourse (such as sharing good practice) was somewhat lower 
than expected, there was a definite feeling of achievement in having succeeded in 
creating digital artefacts of value.  These artefacts were, as mentioned, the interactive 
PDFs of various authors works as well as the creation of an online showcase of 29 
authors imbedded with text, images, audio and video.   Examples can be seen by 
activating the ‘Writers’ link at http://www.litfest.org/flax/ .  The work undertaken by 
Litfest for Ambition was felt by the participants to be well outside of their normal 
comfort zone, Joomla coding for example, but this was deemed as a positive 
challenge that the organisation wished to rise to.   
 
Indeed, Litfest have self -funded some training outside of Ambition and audio, film 
and editing training already done.  Litfest attendees to training disseminate 
information/skills to others within the organization on a needs basis when required.  
Some of the Ambition training was timetabled at a 'difficult' time for Litfest due to 
clash with their festival and the workload required for producing that. 
 
 
Future focus 
 
As an ongoing iterative process, Litfest aim to achieve a better understanding of 
online marketing through self teaching, Ambition sponsored events and if possible 
formal tuition.  Currently viral marketing training for whole team is being looked into.  
Further, Litfest believe that their audience is maturing in regards to technology 
expectations and consumption.  Litfest do however recognise that some of their work 
can be challenging to their audience. 
 
Although excited at engaging in innovative development, Litfest understand that 
implementing new ideas has meant learning new skills and investing in new 
equipment.  Implementation of this nature has also required using the available 
resources and skills of the organisation.  This, in turn, has led to the need for Litfest to 
balance innovation and development while delivering their normal workload.  
However, workflow is now focussing more on the possibility of producing multiple 
output formats.   
 
 
Litfest also recognise that their market is changing, driven to a certain extent by a 
growing expectation to use digital technology by their audience fuelled by the greater 
ease and accessibility to technology available.  However there is also the recognition 
that Litfest need to maintain a high quality of created content with the multiple 
disciplines still required in staff roles and so need to be further self-critical of their 
output. 
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One participant also pointed out the personal value derived from involvement on the 
Ambition project.  Essentially the point being made was that the participant felt a 
greater creative release during the implementation of work during Ambition and this 
in turn led to a far greater degree of job satisfaction and likelihood of staying in their 
present position.  
 
The earlier discarded project of a curated bookshop will still be developed by Litfest 
but over a much longer time period and with alternate funding.  This development has 
meant that the time spent on investigating the feasibility of this type of project was 
well worthwhile even if not implemented under the Ambition project banner.  The 
Flax part of the Litfest website can be seen as a pre-cursor to the curated bookshop 
(book-space) as visitors can consume digital products via multiple channels.  Litfest 
would like to expand on this idea and are currently in talks with the various publishers 
they deal with to produce more digital content that can be used by Litfest in this way. 
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Appendix 14: Case study - HoiPolloi 
 
 Hoipolloi (Hoi Polloi ancient Greek expression meaning ‘the masses’) is a Theatre 
company based in Cambridge.  An interview with a member of Hoipolloi involved in 
the AmbITion experience took place towards the end of March 2008 and provided the 
main elements for the construction of this case study. Further details came from the 
documents that constituted their proposal, i.e. the Business Case and the Risk 
Assessment, among others. Follow-up emails and phone calls allowed us to obtain 
validation of our interpretations of the key events and evaluations. The experiences 
that made up the  AmbITion process were organised in terms of threee phases: 
inception, implementation and future focus. This structure, as well as the content, the 
participant agreed, portray accurately this process. Events in this Case Study are 
described in sequential order, this case study does not aim to adhere to a strict 
chronology, because this is not clear in the participants’ accounts. 
 
Inception 
 
Hoipolloi had been working within the digital domain since around 2004 with 
productions such as ‘My Uncle Arly’, ‘Floating’ and ‘Story of a Rabbit’. Hoipolloi 
first became became involved with the idea of the Ambtion project around August 06 
before Ambitions official started. The concept was introduced to them by the Arts 
Council and an initial exploratory meeting took place. The focus of the meeting was 
primarily based around the meaning of the digital domain to the organisation and how 
they wanted to develop in that area. The following 18 months saw a period of 
negotiatation as Hoipolloi had originally wanted to be involved in the Ambition 
project as a Tier 1 organisation but did eventually join as a Tier 2 one.  The funding 
allocation for Hoipolloi also rose by 7k after some heated discussion.  The initial 
funding allocation period was felt to be frustrating by participants from HoiPolloi. 
This was, in part, due to the fact that Hoipolloi believed that there would be specific 
support for creative project development from the funding and were dissappointed 
when they realised this was not the case. 
 
The initial proposal document dating from October 07 was produced in the style of a 
Grants for the Arts application instead of a Business Case proposal, but this was 
accepted by AmbITion.  This document highlighted four main areas that Hoipolloi 
wished to develop: IT infrastructure, live projection in creative projects, the need for 
training and support in the digital field and audience/partnership development, 
including international development, partnership building and profile raising.  
Previously, the Risk Assessment (April 07) had specficied  audience, organisational 
and artistic developments which had been highlighted through comprehensive 
consultation with Ambition and the Consultant for Hoipolloi appointed by Ambition.  
Indeed, the Consultant recommended a technology update as a priority for the 
organisation as well as identifying training needs.  The participant explained the 
Organisation’s perspective of the process as: 

“… I’m sure come the end of the year we will be hugely grateful that we’ve 
got fancy new machines that work, ‘cos everything is falling to bits here, we 
are struggling you know and that we have had some serious support and there 
is a bit of money in Ambition funding to give us some training, we have kind 
of pin pointed areas that we all need training on.  So at the end of the day, we 
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are going to be grateful, certainly Simon and I ‘cos this needs sorting and its 
money that’s been put into the infrastructure as opposed to just creative stuff, 
because there is no doubt that we needed that and that’s what I think Roland 
[the Consultant] helped identify that with the amounts of money we could go 
for there is only enough for us to just about get up and running.” 

 
It should be noted that the Consultant left the project soon after these 
recommendations were made.  Hannah Rudman, from Ambition, stepped in until a 
new suitable Consultant could be found. 
 
Although generally pleased with the opportunity to participate in Ambition, there was 
still a feeling of frustration by the amount of time spent in numerous meetings and the 
amount of beuraucracy that is involved.  Further frustration comes from Hoipolloi 
having aspirations of doing far more digital development than their funding allowed 
for.  In particular Hoipolloi wanted to develop their knowledge of and equipment for 
digital projection during live events.  However, it was deemed that Organisation 
should address their digital devleopment base before their creative development in 
this instance. 
 
 
Implementation 
 
Updating the organisation’s hardware and software infrastructure was, as stated, a 
primary goal as identified by the Consultant appointed to the organisation.  Hoipolloi 
have chosen to bring in external IT expertise for the installation of their new 
technology.  The procurement planned by Hoipolloi for their infrastructure will most 
likely continue through to January 09. At the time of this writing, Hoipolloi has added 
1 Macintosh computer, 2 Macintosh laptops, 4 Windows-based PCs as well as a 
Windows laptop.  New software in the form of ‘PatronMail’ has been installed on 
staff computers.  This particular software was chosen after some lengthy research by 
Hoipolloi as it is an integrated email and Customer Relationship Management (CRM) 
application.  The new software installed allows for better audience development  and 
marketing through the CRM features.  Implementation and testing of this software 
and its functionality is currently ongoing. 
 
Hoipolloi are keen to participate in a training programme relevant to staff roles in an 
IT capacity as they appreciate the advantages that training could give them at a 
personal as well as organisational level. The findings from the focus group revealed 
that there was a general desire for the organisation to expand their digital skills as 
they were often stretched to their limits.  Although it was further indicated that the 
organisation does understand the demands of the new digital landscape. 
 
At a personal level, many of the staff are self-taught and acknowledge gaps in their 
knowledge as well as recognising the ongoing changing nature of software iterations.  
For example, the modifications to Microsoft Office 2007 compared to Office 2003, 
the default document saved from using Word 2007 is incompatible with Word 2003.  
Initial dates for training in specific software were being looked into for the period of 
November-December 08 although this had to take into account  staff availablity 
during touring dates.  In addition to this, Hoipolloi found benefit from hearing expert 
talks at the November 07 Ambition networking event, in particular a talk given by 
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Roger Tomlinson about the strategic use of CRM by arts organisations.  Consequently 
Hoipolloi have the intention of attending as many of the Ambition training days as 
possible.   
 
During the interview the participant had expressed that earlier in the project Hoipolloi 
had been hopeful that CRM software would be developed specifically for the Arts 
sector through Ambition. Over the summer of 08 a new Consultant (Dave Potts) was 
allocted to HoiPolloi.  Together they are currently looking into the possibility of 
having bespoke CRM software developed specifically for HoiPolloi.  Furthermore, 
the participant expressed an appreciation of the facilty of having help on hand from 
the Consultant. 
 
 
Future focus 
 
Hoipolloi feel that the way they would like to proceed is through integrating a 
stronger digital element to their normal output.  This integration of digital elements 
would also fit into their strategic audience development as this could be co-ordinated 
with their normal output.  However, a concern was raised as to the ongoing 
sustainability of audience development from this project. 
 
Another concern raised was related to the retention of digital skills in-house.  This 
particular concern was due to Hoipolloi having a preferrence to keep digital content 
creation in-house and the very real possibility of staff moving on to other 
organisations.  This was in part mitigatted by Hoipolloi looking to keep their funding 
options open by investigating other funding opportunities.  Although funding was 
flagged up as a general concern with regards to sustainabilty.  There was some 
frustration as the organisation had aspirations of doing far more with digital 
development than the Ambition funding allowed for as stated previously with regards 
to digital projection during live events.  However,  Hoipolloi are in talks with the New 
Wolsley Theatre (another Ambition project organisation), about audio/visual 
integration into live events.  Therefore, the participation of Hoipolloi in the Ambition 
project will enable them to fulfil their aspiration by a somewhat circuitous route.   
 
Finally, it was expressed that Hoipolloi will not be able to satisfactorily indicate how 
the organisation has changed until project finishes.  
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Appendix 15: Case study - New Writing Partnership (NWP) 
 
The interview with NWP took place towards the end of May 08 with a participant 
centrally involved on the AmbITion project.  This interview provided the main 
elements for the construction of this case study, further details came from the 
documents that made up the Business Case proposal submitted by NWP as well as 
their Risk Assessment, among others. Follow-up phone calls and emails allowed us to 
obtain validation of our interpretation of the key events and evaluations. The 
experience was divided into its four main components: initial impressions, planning, 
implementation and future focus. This structure, as well as the content, was agreed by 
the participant to portray the process of their experience. Although events are 
described in sequential order, the case study does not aim to adhere to a strict 
chronology, because this is not clear in the participants’ accounts. NWP seek to 
support, stimulate and promote the work of writers in the East of England through 
programmes and events at numerous venues across the East Anglia district. 
 
 
Initial impressions 
   
The Ambition process had been explained to the entire organisation by CEO of NWP 
and further detail was given to staff that were directly involved on the project. 
 
The participant was employed by NWP around May 07 and initial interaction on 
Ambition was through involvement in the University of Bedfordshire focus group 
held in Cambridge on the 27th of July 07 as well as interaction with the Ambition 
appointed Consultant.   
 
Although involvement in Ambition was generally perceived within the Organisation 
as an enabler for change, staff at NWP perceived some difficulties. During the 
spring/early summer of 07 Ambition seemed an unclear concept to many within the 
Organisation, primarily as there was a good deal of uncertainty about the project in 
terms of the timelines and of the budget involved.  Some staff had issues with 
Ambition in the long term especially in terms of sustainability. Another difficulty was 
in understanding Ambition as a set of processes, this became apparent to the 
participant especially during the Focus Group where there seemed no explicit relation 
from the Focus Group to the Organisation’s circumstances and there was also some 
difficulty meshing the marketing knowledge from the Ambition Birmingham event 
during November 07 to the Organisation.  Consequently staff focus early on in the 
project was put on other work over Ambition. 
  
In addition, bringing in consultants was culturally difficult for the Organisation.  
However, the personal qualities of the consultants helped engender trust in their 
opinions across the Organisation.  In particular, consultants were evaluative of the 
CEO, which was perceived as difficult for the CEO at times, although, the CEO did 
seem to readily taken on board extensive ideas for changes as well as any criticisms 
with good nature.  Three consultants were used by NWP throughout Ambition, there 
was the Ambition Consultant as well as two specialists in marketing and ICT, 
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respectively. Through their work the consultants did eventually become perceived by 
many staff at NWP as “knights in shinning armour”. 
 
 
Planning and Implementation 
 
The participant felt that contact with the Ambition Consultant gave a good overview 
of the project and time spent with the Consultant felt meaningful/useful.   

“well it’s just really a unique opportunity to sit back and use the expertise of 
someone outside of the organisation but who is invested in the organisation, to 
think radically about the organisation and how we can be better and I don’t think 
we’d have had the confidence or the time to do that without this help, so its been 
seen as a real golden opportunity for us to have that time and to have that expertise 
to look at our structures of working and to be quite open with that person in a way 
you wouldn’t be with a stakeholder, you wouldn’t be with your own members of 
staff, so its actually an opportunity to show your weaknesses” 

 
Further clarification of what Ambition involved came through the Consultant.  The 
Consultant did in fact write up an overview document and chose to use Ambition for 
the entire Organisational working system and not just as an ICT upgrade.  
 
The overview document highlighted a number of pertinent points and was dated for 
17th September 07.  The points highlighted include: 

o Strengths 
      Continued Funding from funding partners 
      Prior morale issues dealt with 
      Four new Board members recruited 

o Business planning process  
      Currently clarifying the organisation’s vision and core purpose 
      Prioritising opportunities 
      Evaluate current provision  

o Marketing Needs 
      Do not collect or use enough market intelligence 
      Do not have a brand position  

Want to use market intelligence to inform the artistic development of 
the organisation 

o Preliminary Ambition ideas 
Want to be a portfolio agency exploring the social and artistic power of 
creative writing 

      Know who its current and potential customers are, and engage them 
 
Involvement in Ambition was driven by the CEO who was also instrumental in 
dealing with external experts/bodies and disseminated information via a series of team 
meetings. 
 
The marketing consultant analysed the marketing needs and in-house processes of 
NWP with the participant through the aid of reflection on processes and systems 
being used.  This helped the consultant better understand NWP’s audience and led to 
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materialising a segment of the audience that wasn't explicit before.  A new marketing 
strategy was also devised that the consultant would like employed as soon as possible.   
 
This type of reflective process was progressed throughout the Organisation for 
everyone to get a better point of view on their then present systems.  The reflective 
nature of assigned tasks by the consultant was generally perceived as being highly 
beneficial.  The Organisation hadn't considered those areas appropriately before 
 
Though involvement in Ambition seemed quiet a slow process, the analysis process 
was felt to be of huge benefit to NWP as the Organisation would have been unlikely 
to have undertaken such a task due to the normal in-house workload.  In particular, 
the Organisation hadn't considered certain areas appropriately before at any point 
especially in regards to analysing its own weaknesses. 
 
However, some staff did have a little trepidation at how the Business Plan may have 
implications on their own job roles as well as the extent of change required to fulfil 
plans. There was also some anxiety generated by the potential of change involved.  
Indeed, some staff initially saw their involvement in Ambition merely as a box ticking 
exercise, which led to staff not fully engaging early on in the project.   
 
The participant perceived that Consultant engagement with staff enabled feelings of 
involvement, consultation and understanding with regards to the scope of Ambition.  
A team day out with all staff and the consultants has helped in engaging all staff.  So 
as the project progressed and became further clarified staff did all became more 
engaged. 
 
In addition the analysis helped clarify the overall business plan which was primarily 
being developed by the Ambition Consultant and the CEO who were looking to make 
some deep rooted changes within NWP.  Essentially the Business Plan for NWP was 
focussed on the integration of ICT in a new way of working and thereby putting ICT 
at the very centre of their strategy.  Plans are for a new website to be in place by 
around April/May 09 are in place.  The major points from the Business Plan are: 
 

 Implementing the new Mission Statement which has been formulated 
 Looking to change primary focus from artists (writers), to the art form 

(literature)   
 Strategic marketing plan: refining the organisation’s brand position 
 Introducing software to manage customer relationships effectively 
 Planning and implementing a web presence for the organisation 
 Changing the staffing structure to reflect the new mission of the organisation  
 Implementing a programme of staff development 

 
 
As the Organisation needed Board approval for any planned changes over the next 3 
years, the Board was presented with the Business Plan for approval before NWP 
could action the various points involved.   
 
As of October 08 some perceptions have changed and these include: 
 Benefits and reach of AmbITion seems much clearer 
 Staff better understand the consequences of changes and have embraced them 
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 ICT and digital experimentation are becoming central to operations 
  
      
Future Focus 
 
A period of approximately one year (from the time of interview) is expected as the 
time necessary the realisation of NWP’s plans.  Although unclear how exactly the 
Organisation will have evolved during Ambition, NWP do recognise Ambition as an 
enabler for their newer ideas and idea generation.  A major point of planned change is 
in Staff structure with integration of ICT at the centre of all work.  As NWP also have 
a strong desire to re-position themselves in the market, they are looking to re-brand 
the Organisation once the staffing structure has changed.  The Organisation’s self-
representation may well be reconsidered at this point as NWP wish to raise their 
profile to be recognised as a 'Centre of Excellence'. 
 
New structure/brand changes involves: 
 The Organisations digital workflow 
 The Organisations web presence 
 Internal workflow/structure will need to reflect new strategy 

 
The planned digital development implementation is fundamental to the realisation of 
the business plan in as far as self-organising is concerned.  It is envisioned that this 
digital development should allow for better communications, both internally and 
externally as well as greater workload capacity, innovation and efficiency.  Also, all 
staff will receive training in the various digital applications necessary for them to 
execute their own role.  This further emphasises the belief of NWP that digital 
developments must be placed at centre of working practices and ethos.  For example, 
NWP’s creative programmers are using digital platforms for programmes by placing 
digital elements in all their new events/programmes.  Finally, a number of 
collaborative ICT focussed projects are imminent. 
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Appendix 16: Case study - North West Disability Arts Forum (NWDAF) 
 
The interview with NWDAF took place towards the start of May 2008 with a 
participant centrally involved on the AmbITion project.  This interview provided the 
main elements for the construction of this case study, further details came from the 
documents that made up the Business Case proposal submitted by NWDAF as well as 
their Risk Assessment, among others. Follow-up phone calls and emails allowed us to 
obtain validation of our interpretation of the key events and evaluations. The 
experience was divided into its four main components: inception, planning, 
implementation and future focus. This structure, as well as the content, was agreed by 
the participant to portray the process of their experience. Although events are 
described in sequential order, the case study does not aim to adhere to a strict 
chronology, because this is not clear in the participants’ accounts. NWDAF is a 
disability and deaf arts development organisation based in Liverpool.  Their work is 
focused in the North West of England but increasingly projects fall under a national 
and even international heading.  The planning, promotion and implementation of 
DaDaFest is their main annual event and hugely important to NWDAF as it gives 
them international exposure. 
 
 
Inception  
 
The first exposure that NWDAF had to the concept of Ambition was around 
Christmas 06 when an Arts Council officer proposed the subject of inclusion into the 
project.  At the time NWDAF were already going through cultural and organisational 
internal changes.  Organisational changes were in regards to staff roles, role 
demarcation and such like.  More altering to NWDAF though were the internal 
cultural changes taking place.  These stemmed from the belief that the disability arts 
forum had diminished on a national scale and resulted for NWDAF in a change of 
ideology/practice from an organization that promoted a political agenda to an 
organisation that promoted artwork.  There was of course recognition that such a 
drastic change in direction would quiet possibly result in ‘staff churn’ and with this a 
resultant loss of in house skills.   
 
Therefore, inclusion into a project like Ambition was of great interest to staff at 
NWDAF and they were keen to be involved.  This involvement in Ambition was 
perceived as an enabler in the digital domain for many of the staff.  NWDAF had 
realised that much of their audience digitally proficient and had altered some of their 
output to fit in with this, as the participant pointed out: 
 
 “…we also realised we used to do a hard copy newspaper and we’d 

print it out and send it off to everyone but most of our beneficiaries 
have actually got access to computers because disabled people are 
finding they can get access to software, it’s making information much 
more readily available, so we did a bit of a survey and started doing an 
electronic newsletter which comes out 3 o’clock on a Wednesday 
afternoon.” 

 



ACHIEVER - Final Report  31st January 2009 

75 
 

However, IT systems at NWDAF were not standardised throughout the organisation, 
such as having differing versions of software packages available to various members 
of staff.  Further, there was a feeling held by many staff members that they were being 
driven by the technology that they used.  To mitigate against these factors a new IT 
officer was hired with standardisation of output being part of their remit.   
 
Initially there was a feeling of having the Ambition Consultant being imposed on the 
organisation.  However, initial meetings/communication with the Consultant proved 
worthwhile, predominantly in the planning and execution of the Business Case 
required for Ambition was felt to be a very collaborative process.  This was further 
proven with the Ambition Consultant interacting with other consultants on behalf of 
the Organisation when necessary. 
 
Planning 
 
The approach taken by the planned developments that NWDAF wanted to pursue was 
based on the realization that their website was the main engagement interface with 
their audience.  After a collaborative process with their Consultant NWDAF came to 
the conclusion that the three main strands that they initially required for development 
were: 

1. Digital content 
2. Organisational branding 
3. Delivery of their annual festival (DaDaFest) 

 
Further, NWDAF wanted their web presence to be as elegant and accessible as 
possible.  Accessibility of the website brought with it an added layer of complexity 
with regards to trying to make the website accessible to the many and varied forms of 
disability could eat into valuable website ‘real-estate’.  The participant as summarized 
the problem: 

“…there’s an element of trying to make our website accessible, what it means 
is that we lose our edge, our snazzy-ness as an Arts Organisation because our 
compromise is to make sure that everyone can access it.  It can mean it’s too 
busy, it’s a bit of a mess to look at.  
 
The best websites just have the bare bones on them and are easy to get in to, 
you know ours has an explanation of digital impairment issues, colour 
contrasts, where the signing is, plain English symbols and it’s a horror so we 
said how can you do that so that no-one can be put off using the site, so we 
knew we didn’t have to tie up all the resources and that Ambition could help 
us do that” 

 
NWDAF also had a driving purpose in the use of their website for changing the image 
of disabled people.  This in addition to organizational branding and the need to 
promote DaDaFest online led NWDAF to the conclusion that they may well have to 
hire a marketing/branding consultant specifically for these purposes. 
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Implementation 
 
Developing the business case, over a period of about 6 months, was found to help re-
focus what NWDAF were trying to do as an organisation.  The process of creating the 
business case necessitated a certain amount of self-reflection and this was felt to be a 
highly useful activity, in light of the internal cultural changes that were ongoing, and 
one that was unlikely to have been pursued if it hadn’t been for their involvement in 
Ambition.  NWDAF were somewhat disappointed though as feedback on the business 
case seemed limited.  
 
Adding more awareness/educational material on to their website was undertaken at 
this stage.  It was felt important to NWDAF that they could offer newer technologies 
that allowed for more inclusiveness to their audience via their website and there was 
some excitement within the organisation at being able to do this.  A new name and 
logo have been incorporated into the present web site while awaiting its re-
development. 
 
Further, a tender for website re-development was put out.  However, a delay in getting 
funding meant few web design agencies responded to tender, primarily as the 
schedule/deadline for production of the site before the upcoming festival was felt to 
be too tight.  A number of web design agencies did apply and were interviewed with 
the Consultant playing an important part in this.  In fact the participant pointed out 
that: 

“she got hold of what we were trying to do before I think we could 
articulate it properly ourselves, and really got it about the marketing 
issues around DaDaFest and what the website could do” 

 
The experience of interviewing the web design agencies was found to be somewhat 
frustrating.  One agency in particular was perceived as being arrogant and somewhat 
rude, having not evaluated the needs of NWDAF but rather telling them what they 
needed.  Eventually a web design agency (Firechaser) was employed to redesign 
NWDAFS website.  A learning difficulties consultancy was also hired to liaise with 
web design agency in the production requirements and implementation of the website.  
The new website should be going online during period around December 08/ January 
09, although some of the accessibility issues for the website are still being developed. 
     
Staff development is very important to NWDAF as they are Investors in People.  
Some funding had already been set aside for training purposes although it was 
unlikely that any external training would be undertaken until after festival.  Some in 
house website and IT training was undertaken however over a series of weekly 
sessions.  These weekly sessions have generally allowed staff to learn from the IT 
officer in regards to the digital domain as well as a degree of peer learning.   
 
External training is planned for commencement from January 09, this is mainly 
focussed on the use of the Content Management System put in place on the re-
developed website. 
 
One issue that could have become a severe problem was that the IT officer has 
reduced his hours to 1 day per week until the end of 08 before leaving NWDAF.  



ACHIEVER - Final Report  31st January 2009 

77 
 

However, during the evaluation meetings between the Ambition Consultant and 
NWDAF (around summer 07) this particular possibility had been identified and a 
mitigation plan devised, such as full and robust documentation to be produced by the 
IT officer.  Additionally NWDAF plan to hire for a marketing/website position in 
early 09.  Further, a company has already been identified to manage any IT and 
network issues that NWDAF may encounter. 
       
Future focus 
 
NWDAF are excited by the possibilities presented to them by using Web 2.0 
technologies on the re-developed website.  Further, NWDAF recognise that with their 
increasing website traffic, 8-10,000 hits a week on average with peak traffic registered 
at 120,000 in a 4 week window, there is a potential opportunity to get sponsorship 
from the website.  NWDAF have also identified a potential new role tied closely to 
running the new website.     
 
This type of growth offers NWDAF the potential for further funding from other 
quarters.  NWDAF feel that the knowledge gained from their participation in 
Ambition will help them in the future with other endeavours. 
 
Overall NWDAF perceived the involvement of their allocated Consultant as 
extremely valuable during their change process.  During their involvement in the 
Ambition experience NWDAF have allocated new PC’s to all staff running 
standardised software.  This has in turn, with the internal training, led to a greatly 
increased confidence in computer usage by staff members.  Their involvement in 
Ambition has also led NWDAF to the conclusion that the digital domain is an enabler 
that has allowed NWDAF a much wider audience engagement.  Finally, a legacy 
artefact or change process from participation in Ambition is that all new staff hired by 
NWDAF will be inducted using the new systems put in place during Ambition. 
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Appendix 16: Case study - The Poetry Trust 
 
The interview with The Poetry Trust took place in early April 08 with a participant 
centrally involved on the AmbITion project.  This interview provided the main 
elements for the construction of this case study, further details came from the 
documents that made up the Business Case proposal submitted by The Poetry Trust as 
well as their Risk Assessment, among others. Follow-up phone calls and emails 
allowed us to obtain validation of our interpretation of the key events and evaluations. 
The experience was divided into its three main components: inception, planning and 
implementation. This structure, as well as the content, was agreed by the participant to 
portray the process of their experience. Although events are described in sequential 
order, the case study does not aim to adhere to a strict chronology, because this is not 
clear in the participants’ accounts.  The Poetry Trust, a charity, based in Halesworth, 
Suffolk, deliver a range of programmed events around the East of England.  These 
programmes are typically educational, social or competition based in nature.  The 
Poetry Trust also organise an annual poetry festival, the Aldeburgh Poetry Festival 
which will be celebrating its 20th anniversary in 2009. 
 
Inception     
 
The first meeting that The Poetry Trust had with Ambition was around March/April 
07, all of the main management team from the Organisation attended.  However, the 
management team were initially sceptical about their involvement with Ambition as 
they had previously had a bad experience with a similar project in the Organisations 
recent past.  The management team soon came to change their minds as they 
recognised the concepts driving Ambition.  Further, the team recognised that the ICT 
focus that Ambition was promoting was likely to be missing from other such funding 
opportunities/projects. 
 
Initially in the Risk Assessment documentation, The Poetry Trust envisioned a 
number of outcomes through their involvement in the Ambition project.   
These aims were: 
 Recording and transmitting festivals/events via online channels  

Extend audience - global potential 
Also record interviews with poets 
Creation of Archives 

 A visual version of their newsletter (The Poetry Paper) - a Poetry Channel 
 
The Poetry Trust staff were enthused in participating in Ambition after a 
meeting/presentation at The Poetry Trust premises. In fact this excitement about 
involvement in Ambition was partially based on the ICT focus of the project that was 
seen as being a major benefit of inclusion.  Further, the potential of interaction with 
other arts/cultural organisations involved in Ambition was also perceived as major 
benefit of involvement. 
 
Although the process of forming their Business Case was done sporadically over a 
period of time, the actual write up took around 3-6 days in November 2007.  This was 
possible as the Ambition appointed Consultant had allowed for a free exchange of 
ideas from early on in the project.  The Poetry Trust did make some revisions to the 
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Business Case based on feedback received from the Ambition team, the Arts Council 
and the Organisation’s Consultant. 
 
The Business Case submitted by The Poetry Trust made a number of 
clarifications/additions to their aims from the Risk Assessment.  Essentially these 
were: 
 Improvements to the computer system 
 Customer relations management (including new email management 

applications) 
 Launch of new blog ‘The Poetry Channel’  
 Re-design of The Poetry Trust website  
 Purchase of equipment to support digital and video recording  
 Indexing of The Poetry Trust’s archives to create new digital content 
 Training and mentoring 

 
The Poetry Trust felt some frustration at the perceived bureaucratic obstacles put in 
place through involvement in Ambition.  However the Organisation did feel that the 
Consultant and the Arts Council were pleased with the core of the bid. 
 
 
Planning     
 
The Poetry Trust had a number of aims (as stated) that they wished to accomplish 
through involvement in Ambition, which was perceived as a chance to explore new 
technologies.  The aims of The Poetry Trust included installing new 
software/hardware, training for staff and a new online presence.  Additionally The 
Poetry Trust were also planning an online archive and hoped to get 
instruction/help/training with marketing as well as with the technical side of their 
developments.   
 
Many of the staff at The Poetry Trust work part-time and as such saw the potential of 
getting training as a major benefit of involvement in Ambition.   There was also the 
general perception through out The Poetry Trust that in order to implement newer 
technologies and maximise on the potential of those technologies, a broader skill set 
was needed.  However, some staff did perceive this as a treadmill effect of learning 
new technologies. 
 
Part of The Poetry Trust’s new online presence was a plan to have an online archive 
available to their audience and any associated training for this was to be conducted 
around August 08.  However, the Organisation soon came to the realisation that the 
archive needed newer computer systems then they had in place and this would 
therefore necessitate appropriate training to use the new system.  To these ends the 
Director and Marketing manager put together the necessary requirements for the new 
system in collaboration with an external computing company which The Poetry Trust 
use for their IT systems.  
 
In as far as training goes, The Poetry Trust had scheduled general Microsoft Office 
training over the summer period of 08.  Specific tutoring/mentoring was also required 
for Podcasting and a meeting was arranged with a Podcasting expert around April 08. 
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The Ambition allocated Consultant stopped working on the Ambition project around 
the same time and The Poetry Trust were being taken care of in this regard by Hannah 
Rudman of Ambition until a suitable alternative could be found.  This episode did 
leave some confusion about the Consultant leaving and the possibility of a 
replacement within the Organisation.      
         
Although the participant felt that some of the impetus was lost on Ambition due to the 
long reflective/planning period.  The participant was keen to note that from a 
reflective/planning viewpoint, the lengthy duration of time that elapsed from initial 
involvement up to the Business Case being submitted (Autumn 08) was felt to be 
beneficial in allowing The Poetry Trust to carry out its normal workload. 
 
Implementation 
 
The internal computer systems were updated in the spring of 08 and Microsoft Office 
training was undertaken during the following summer.  With the implementation of 
the new computer system a sharing protocol has now been decided upon.  This allows 
for the same convention to be used with regards to where on the system 
documentation is saved and the naming of documentation has been standardised 
allowing for easier searches of the system to be conducted.  Previously, staff had a 
shared space on their own computers and file naming was left up to the individual.  
The new system allows for a centralised shared repository for documentation and the 
file-naming protocol is simply a case of following a pre-defined logic. 
 
A redesigned website is due to go online for early 2009, the redesign is in 
functionality as well as aesthetics.  With regards to the functionality of the new site, 
The Poetry Trust will be using the Expression Engine Content Management System 
(CMS).  The idea here is that by employing Expression Engine, the CMS will allow 
for the easier updating of the website by The Poetry Trust themselves (as opposed to 
by website developers). As a point of note, there is within The Poetry Trust a general 
perception that the online archive is more interesting to work on than the internal 
restructure of IT system. 
 
A decision was made to use a digital content producer rather than train up staff for the 
creation of podcasts.  Nick Patrick of Apercu Media has been main engineer and 3-4 
podcasts are due for January 09.  These podcasts will be made available via the 
‘Poetry Channel' section of the new website.  Some digitisation of archived material 
(especially from previous festivals) is also underway. 
 
An opportunity cost to training has been recognised by The Poetry Trust in so far as 
staff away on training are not able to carry out their normal work.  This has been 
identified as being a significant impact on the Organisation being able to carry out its 
normal day-to-day activities. 
 
Some difficulty was faced The Poetry Trust when their part-time Marketing manager 
left them, although this was mitigated by Marketing manager continuing to work for 
The Poetry Trust in a freelance capacity. 
 
The Poetry Trust has had recent (October 08) internal discussions about the focus of 
the Organisation, which may well change towards becoming more IT oriented in 
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terms of output.  This re-focus on IT would have a profound change in work practices 
and has as yet to be investigated implications for the Organisation.  There was also 
some perceived difficulty at The Poetry Trust in integrating Ambition with their 
normal workload, which revolves considerably around their annual festival. 
 
The Poetry Trust is currently developing their next 3yr plan for the Arts Council. And 
although they feel confident that they can achieve their objectives in Ambition, they 
just feel somewhat pressured in doing so.  
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Appendix 17: Case study - Oldham Coliseum 
 
The interview with the Oldham Coliseum took place  mid- May 2008 with two 
participants centrally involved on the AmbITion project.  This interview provided the 
main elements for the construction of this case study, further details came from the 
documents that made up the Business Case proposal submitted by Oldham as well as 
their Risk Assessment, among others. Follow-up phone calls and emails allowed us to 
obtain validation of our interpretation of the key events and evaluations. The 
experience was divided into its four main components: inception, planning, 
implementation and future focus. This structure, as well as the content, was agreed by 
the participants to portray the process of their experience. Although events are 
described in sequential order, the case study does not aim to adhere to a strict 
chronology, because this is not clear in the participants’ accounts.  The Oldham 
Coliseum theatre is a theatre company near Manchester.  They have a traditional 585 
seat capacity auditorium as well as a studio space contemporary plays to be exhibited. 
 
 
Inception and Planning 
 
Initial exposure to the Ambition project for the Oldham Coliseum was via the Arts 
Council around autumn 2006.  Preference for the Oldham Coliseum was to join 
Ambition as a Tier 1 organisation.  There was, to begin with, some difficulty in 
understanding the Ambition project.  Initial meetings were with the CEO and the 
Artistic Director from the Oldham Coliseum and Ambition.  Information from the 
meetings was relayed back to Senior Management the Oldham Coliseum for fuller 
engagement across the Organisation.  
 
The consensus was that involvement in Ambition gave the Oldham Coliseum an 
opportunity to broaden their scope of thinking/viewpoint, involvement seemed to be a 
good motivator and a point of focus.  Further it was felt by the Oldham Coliseum that 
being involved in the Ambition project allowed them time to reflect on strategy in so 
far as reviewing their business and creative processes may not have otherwise been 
possible.  The decision was made for the Oldham Coliseum to join Ambition as a Tier 
2 organisation.  However with some further negotiation on the part of the Oldham 
Coliseum, their status was upgraded to a Tier1 organisation. Perception of 
involvement in Ambition  
 
An internal meeting for all staff at the Oldham Coliseum to develop ideas for the 
project took place around July 2007.  The Ambition team gave a presentation about 
the project during this meeting and the Ambition appointed Consultant was also 
present and aided the development of ideas from staff.  Staff reflected upon their then 
present ICT set-up in order to plan their new ICT set-up.  This was done in an effort 
to curtail an ad-hoc growth to their IT systems.  Ideas generated at the meeting 
revolved mostly around the using ICT as a creative tool, implementation of 
participatory programmes, bridging different departments and the enhancement of 
audio/visuals of set/stage design, amongst others.   
Some of the ideas were discarded and finally from the meeting 3 major areas of work 
were proposed, essentially these 3 areas were for the development of: 
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 A youth community play 
 An Organisational Extranet 
 An Organisational technology plan 

 
The overall plan was to mesh the three different strands as well as staff training in 
ICT through 3 working groups.  The Senior Management Team was split into 3 teams 
to investigate the areas worth pursuing and output from the investigative teams helped 
form the Business Case. 
 
Oldham felt that their development plans were in line with their propositions for 
Ambition and that involvement was an opportunity to develop an overall IT 
implementation strategy.  This was felt to be especially important for using ICT as a 
major internal communications tool within Oldham. The Business Case was 
submitted after feedback from Consultant.  In fact the Oldham Coliseum saw the 
Ambition appointed Consultant as very useful to discuss ideas during the staff 
meeting and also for feedback received for the Business Case. Although it was felt 
that communications with the Consultant was sometimes limited. 
 
Management at the Oldham Coliseum recognised that certain staff were experienced 
with ICT but were entirely self taught.  This led to the conclusion that the 
Organisation wanted better planned/formal training to be undertaken by staff.  
Further, the Oldham Coliseum undertook some investigation into its organisational 
structure and the potential of intra-group working especially in terms of the Ambition 
project.  The intra-group working investigation itself involved grouping disparate 
staff.  The idea was that these staff could communicate to colleagues on progress from 
the group as well as report on the progress of colleagues back to the group.  As one of 
the participants put it: 

“… the nature of our business and the nature of many businesses is we work 
within areas that we are familiar with, there’s production here, there’s 
marketing there, you know there’s customers services there.  So there are these 
people in the organisation working together focusing on their area...  People 
get together across these areas and work better together… So we’ve made it 
more difficult for ourselves in a way, but we saw this[Ambition] as a really 
good vehicle for the organisation to look at how it worked better across its 
departments…  Because it was important to us to look at groups, steering 
groups for each of the projects, which worked across the organisation so that it 
would have an impact on everybody, it wasn’t ‘Ambition is just a project 
being handled by those people over there’…  We tried really to find ways to 
bring in members of staff from all parts of the organisation who wouldn’t 
naturally see themselves as an expert in this area, but who we see as crucial to 
ensuring that we develop.” 

 
Although there is some concern at getting staff to step outside of their traditional 
roles. 
 
Overall, there was a feeling that the development/planning phase of 18-24 months on 
Ambition was far too long.  This had been compounded by the frustration felt at being 
initially given a Tier 2 status, which the Oldham Coliseum felt to be too restrictive to 
realise their ideas. 
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However, the Oldham Coliseum were keen to explore the use of ICT as a creative tool 
and saw how involvement in Ambition could be beneficial to them.  As far as intra-
group working was concerned, Oldham Coliseum were also eager to get different 
departments to work together.  Some difficulty did arise though from staff not 
knowing what they may have to contribute in these situations.  The Oldham Coliseum 
additionally wanted to see how technology might be applied across a broader project 
community. 
 
Implementation 
 
Between July 07 and spring 08 the Oldham Coliseum had invested their own money 
into developing ICT as they saw this as necessary development for the Organisation 
and not just a benefit of being involved in a funded project.  Uncertainty about 
funding was used on occasion by some to not fully engage in the project.  Further, 
delays in the project led to momentum and enthusiasm in Ambition being somewhat 
lost as there was a feeling that Ambition sometimes lacked clearly laid out plan of 
events. 
 
An external expert from the Manchester Digital Development Agency (MDDA) was 
brought in to audit the Oldham Coliseum’s ICT business systems.  The MDDA 
consultant also discussed the Extranet during his visit.  The information from the 
MDDA consultant was then fed back to appropriate working group as well as the 
purchase of new hard/soft ware. 
 
With regards to the Technology Plan, a draft plan has been drawn up and with it a 
staff guide has been created.  Although a definitive IT policy has not yet been 
implemented. 
     
Training provision by mid 08 was viewed as almost its own strand.  However it was 
recognised that training for the three strands needed to be preceded by basic IT 
training across the Organisation.  At the time of interview an ICT training provider 
had been found and dates for training had been established.  However, there was a 
concern within the Oldham Coliseum in so far as they didn't fully comprehend what 
training was required for the 3 strands until the strands had progressed further.  
 
As Oldham Coliseum’s involvement in Ambition has progressed, policies and 
protocols for IT usage have been created.  Staff perception is such that they can see 
how IT is being managed and developed in a planned way.  This has led to a 
perceptible change in attitude of staff to IT usage, which includes a willingness to 
learn new skills in basic IT. To slightly complicate matters, schedule conflicts have 
meant that not all training needs have been met but alternatives were investigated.  
Some tailored training has been undertaken such as training inn the Adobe CS3 
package. 
 
This issue has been further complicated as the Oldham Coliseum experienced some 
difficulty with the 3 strands progressing at different rates to each other.  One reason 
that this may have occurred is that the Strand leaders were not necessarily 
experienced in formal project management themselves. 
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Both the Community Play and the Extranet are no longer likely to be adequately 
completed by the Ambition completion deadlines.  With regards to the Community 
Play, youth/community consultation has taken place and applications for further 
alternative funding have been completed.  With regards to the Extranet, the change in 
its projected timeline was as a direct consequence/response to the Youth Community 
Play strand.  The design brief and development are expected for March 09. 
 
The nature of some of the changes brought about through Oldham’s participation in 
Ambition required a degree of time to be accepted as working practice.  
Encouragingly though, debate has started across the Organisation rooted in use of ICT 
within the Oldham Coliseum based on the variety of issues raised by the nature of 
distribution of recorded live events.  The general perception is that this kind of 
healthy debate is good for the Organisation.        
 
Future Focus 
 
One area that the participants would like to see achieved is in focussed training and 
‘benefits realisation’ for the extranet.  With regards to the benefits realisation, for 
example, the Extranet could be used as a tool to make the Organisations standing 
policies more widely known to all staff such as flexi-time policies and the like. 
 
There are some concerns that a few staff only might use the extranet, for example 
those dealing with administrative duties in offices.  Although a wider staff base, it is 
hoped, will use the extranet after focussed training and ‘benefits realisation’. 
 
Ideally, the Oldham Coliseum would like to see the successful implementation of the 
3 strands.  It has been recognised that staff are now appreciating the full versatility of 
events they could provide based on the work done through Ambition. 
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Appendix 18: North West Disability Arts Forum (NWDAF) 
 
The interview with NWDAF took place towards the start of May 2008 with a participant 
centrally involved on the AmbITion project.  This interview provided the main elements 
for the construction of this case study, further details came from the documents that made 
up the Business Case proposal submitted by NWDAF as well as their Risk Assessment, 
among others. Follow-up phone calls and emails allowed us to obtain validation of our 
interpretation of the key events and evaluations. The experience was divided into its four 
main components: inception, planning, implementation and future focus. This structure, 
as well as the content, was agreed by the participant to portray the process of their 
experience. Although events are described in sequential order, the case study does not 
aim to adhere to a strict chronology, because this is not clear in the participants’ accounts. 
NWDAF is a disability and deaf arts development organisation based in Liverpool.  Their 
work is focused in the North West of England but increasingly projects fall under a 
national and even international heading.  The planning, promotion and implementation of 
DaDaFest is their main annual event and hugely important to NWDAF as it gives them 
international exposure. 
 
 
Inception  
 
The first exposure that NWDAF had to the concept of Ambition was around Christmas 06 
when an Arts Council officer proposed the subject of inclusion into the project.  At the 
time NWDAF were already going through cultural and organisational internal changes.  
Organisational changes were in regards to staff roles, role demarcation and such like.  
More altering to NWDAF though were the internal cultural changes taking place.  These 
stemmed from the belief that the disability arts forum had diminished on a national scale 
and resulted for NWDAF in a change of ideology/practice from an organization that 
promoted a political agenda to an organisation that promoted artwork.  There was of 
course recognition that such a drastic change in direction would quiet possibly result in 
‘staff churn’ and with this a resultant loss of in house skills.   
 
Therefore, inclusion into a project like Ambition was of great interest to staff at NWDAF 
and they were keen to be involved.  This involvement in Ambition was perceived as an 
enabler in the digital domain for many of the staff.  NWDAF had realised that much of 
their audience digitally proficient and had altered some of their output to fit in with this, 
as the participant pointed out: 
 
 “…we also realised we used to do a hard copy newspaper and we’d print it 

out and send it off to everyone but most of our beneficiaries have actually 
got access to computers because disabled people are finding they can get 
access to software, it’s making information much more readily available, 
so we did a bit of a survey and started doing an electronic newsletter which 
comes out 3 o’clock on a Wednesday afternoon.” 

 
However, IT systems at NWDAF were not standardised throughout the organisation, such 
as having differing versions of software packages available to various members of staff.  
Further, there was a feeling held by many staff members that they were being driven by 



ACHIEVER - Final Report  31st January 2009 

87 
 

the technology that they used.  To mitigate against these factors a new IT officer was 
hired with standardisation of output being part of their remit.   
 
Initially there was a feeling of having the Ambition Consultant being imposed on the 
organisation.  However, initial meetings/communication with the Consultant proved 
worthwhile, predominantly in the planning and execution of the Business Case required 
for Ambition was felt to be a very collaborative process.  This was further proven with 
the Ambition Consultant interacting with other consultants on behalf of the Organisation 
when necessary. 
 
 
Planning 
 
The approach taken by the planned developments that NWDAF wanted to pursue was 
based on the realization that their website was the main engagement interface with their 
audience.  After a collaborative process with their Consultant NWDAF came to the 
conclusion that the three main strands that they initially required for development were: 

4. Digital content 
5. Organisational branding 
6. Delivery of their annual festival (DaDaFest) 

 
Further, NWDAF wanted their web presence to be as elegant and accessible as possible.  
Accessibility of the website brought with it an added layer of complexity with regards to 
trying to make the website accessible to the many and varied forms of disability could eat 
into valuable website ‘real-estate’.  The participant as summarized the problem: 

“…there’s an element of trying to make our website accessible, what it means is 
that we lose our edge, our snazzy-ness as an Arts Organisation because our 
compromise is to make sure that everyone can access it.  It can mean it’s too busy, 
it’s a bit of a mess to look at.  
 
The best websites just have the bare bones on them and are easy to get in to, you 
know ours has an explanation of digital impairment issues, colour contrasts, where 
the signing is, plain English symbols and it’s a horror so we said how can you do 
that so that no-one can be put off using the site, so we knew we didn’t have to tie 
up all the resources and that Ambition could help us do that” 

 
NWDAF also had a driving purpose in the use of their website for changing the image of 
disabled people.  This in addition to organizational branding and the need to promote 
DaDaFest online led NWDAF to the conclusion that they may well have to hire a 
marketing/branding consultant specifically for these purposes. 
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Implementation 
 
Developing the business case, over a period of about 6 months, was found to help re-
focus what NWDAF were trying to do as an organisation.  The process of creating the 
business case necessitated a certain amount of self-reflection and this was felt to be a 
highly useful activity, in light of the internal cultural changes that were ongoing, and one 
that was unlikely to have been pursued if it hadn’t been for their involvement in 
Ambition.  NWDAF were somewhat disappointed though as feedback on the business 
case seemed limited.  
 
Adding more awareness/educational material on to their website was undertaken at this 
stage.  It was felt important to NWDAF that they could offer newer technologies that 
allowed for more inclusiveness to their audience via their website and there was some 
excitement within the organisation at being able to do this.  A new name and logo have 
been incorporated into the present web site while awaiting its re-development. 
 
Further, a tender for website re-development was put out.  However, a delay in getting 
funding meant few web design agencies responded to tender, primarily as the 
schedule/deadline for production of the site before the upcoming festival was felt to be 
too tight.  A number of web design agencies did apply and were interviewed with the 
Consultant playing an important part in this.  In fact the participant pointed out that: 
 

“she got hold of what we were trying to do before I think we could 
articulate it properly ourselves, and really got it about the marketing issues 
around DaDaFest and what the website could do” 

 
The experience of interviewing the web design agencies was found to be somewhat 
frustrating.  One agency in particular was perceived as being arrogant and somewhat 
rude, having not evaluated the needs of NWDAF but rather telling them what they 
needed.  Eventually a web design agency (Firechaser) was employed to redesign 
NWDAFS website.  A learning difficulties consultancy was also hired to liaise with web 
design agency in the production requirements and implementation of the website.  The 
new website should be going online during period around December 08/ January 09, 
although some of the accessibility issues for the website are still being developed. 
     
Staff development is very important to NWDAF as they are Investors in People.  Some 
funding had already been set aside for training purposes although it was unlikely that any 
external training would be undertaken until after festival.  Some in house website and IT 
training was undertaken however over a series of weekly sessions.  These weekly sessions 
have generally allowed staff to learn from the IT officer in regards to the digital domain 
as well as a degree of peer learning.   
 
External training is planned for commencement from January 09, this is mainly focussed 
on the use of the Content Management System put in place on the re-developed website. 
 
One issue that could have become a severe problem was that the IT officer has reduced 
his hours to 1 day per week until the end of 08 before leaving NWDAF.  However, during 
the evaluation meetings between the Ambition Consultant and NWDAF (around summer 
07) this particular possibility had been identified and a mitigation plan devised, such as 
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full and robust documentation to be produced by the IT officer.  Additionally NWDAF 
plan to hire for a marketing/website position in early 09.  Further, a company has already 
been identified to manage any IT and network issues that NWDAF may encounter. 
       
Future focus 
 
NWDAF are excited by the possibilities presented to them by using Web 2.0 technologies 
on the re-developed website.  Further, NWDAF recognise that with their increasing 
website traffic, 8-10,000 hits a week on average with peak traffic registered at 120,000 in 
a 4 week window, there is a potential opportunity to get sponsorship from the website.  
NWDAF have also identified a potential new role tied closely to running the new website.     
 
This type of growth offers NWDAF the potential for further funding from other quarters.  
NWDAF feel that the knowledge gained from their participation in Ambition will help 
them in the future with other endeavours. 
 
Overall NWDAF perceived the involvement of their allocated Consultant as extremely 
valuable during their change process.  During their involvement in the Ambition 
experience NWDAF have allocated new PC’s to all staff running standardised software.  
This has in turn, with the internal training, led to a greatly increased confidence in 
computer usage by staff members.  Their involvement in Ambition has also led NWDAF 
to the conclusion that the digital domain is an enabler that has allowed NWDAF a much 
wider audience engagement.  Finally, a legacy artefact or change process from 
participation in Ambition is that all new staff hired by NWDAF will be inducted using the 
new systems put in place during Ambition. 
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Appendix 19: Methodology of WP3 
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Abstract: In this article, we discuss the development of two repositories of 
shared knowledge using intra- and inter-tagging functionality. The functionality 
enables web user communities to upload, search, navigate through and tag 
multiple documents in multiple ways at a macro and micro level. Users can tag 
the whole document as well as parts there-in, as they deem appropriate. Our 
development process employed a unique, specifically designed community user 
needs approach (CUNA) to allow elicitation of diverse user communities 
needs. This included an iterative, rapid application development approach, 
which in turn, allowed lessons learned from the testing phase to be 
implemented in the following building phase. Results from in-house testing and 
an independent consultancy suggest that the web communities perceive the 
portals as beneficial not just during the project lifecycle but quite likely in 
future ventures. 
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1 Introduction 

The article discusses collective experiences learnt when developing various knowledge 
portals for a variety of web communities. These were the main outcomes from the 
Manchester Digital Development Agency, UK Arts Council funded Ambition project and 
the UK Joint Information Systems Committee (JISC) funded Users and Innovation (U&I) 
programme in which the authors have been heavily involved. 
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The article’s main goal is multi-fold: firstly, to offer a background synopsis of the 
user communities involved, their goals and expectations; secondly, to briefly present an 
overview of our unique community user needs approach (CUNA); thirdly, to analyse 
findings leading to the production of an underlying model as the basis of the development 
of relevant portal prototypes; fourthly, provide descriptions of the prototypes’ 
functionality and implementation and essentially how the technology works and the way 
that user communities could use it. Finally, we conclude by describing our testing and 
evaluation strategy and a discussion of the results derived there from. 

2 Background synopsis 

Two overarching web communities were the recipients of the technology that was 
developed. 

The first user community (UC1) involved a group of arts organisations taking part in 
a UK Arts Council funded project. More information about the project is available from 
the Ambition website (2009). The main scope of this project was to address issues related 
to the lack of information and communication technology (ICT) inclusion in arts and 
cultural organisations; specifically in the areas of formal strategic documentation, 
budgets and capacity planning, and organisational development thinking. Thus, there was 
a need to enable UK arts and cultural organisations developing the effective use of 
current digital technology in their business and artistic pursuits improving their offer and 
competitiveness in a 21st century market (Bessis et al., 2008). A group of fifteen 
organisations (varied from one to more than ten users in each organisation) based in the 
North West and East of England participated in the project. These were divided into  
Tier 1 and Tier 2 groups, with seven and eight organisations in each, respectively. Our 
contribution was to build a web knowledge portal to aid knowledge transfer from within 
the community. 

The second user community (UC2) comprised of participants of the JISC funded U&I 
programme. More information about the Emerge project is available from Roberts 
(2008). The project set out to support the creation of a sustainable community of practice 
around user engagement (UE) for the exploitation of new and emerging technologies, 
such as social software and pervasive computing in higher education establishments. One 
of the purposes for the UC2 formation was that rather than issuing a call for project 
proposals, the funders issued a call for groups to join a ‘community of practice’ who 
would work in wider collaboration facilitated by a support project to understand the 
processes of UE, undertake UE activities with various other communities, and work 
together through a peer review process to develop proposals into a call for projects to 
develop innovative, user-centred learning technologies and practices (Emerge Final Draft 
Report, 2009). Thus, the main aim was to build, maintain and sustain a community of 
practice to help develop and promote a consistent approach to the development of the 
next generation learning, teaching, research and administration environments. A key 
component of this approach was to encourage the adoption of a UE process and enable its 
use by the developers of the next generation of web-based (Web 2.0) services. Our 
contribution here was to develop a web-based knowledge base portal, which will ensure 
knowledge transfer across the involved community members. The community was made 
up of 22 funded projects (varying from one to more than ten users per funded project) 
based within various higher education institutions throughout England. 
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Although the two user communities (UC1 and UC2) differ in the domain of their 
application, there were certain elements that they both had in common. For example, both 
communities were comprised of distinct independent groups of practitioners who were 
involved in going through a learning experience and in which their involvement and 
practice had produced experiential knowledge of their processes and outputs. Due to the 
nature of their dispersed characteristics both of these communities required a web-based 
knowledge sharing tool for much the same reasons as Hildrech et al. (2000) describe, that 
is to: “… improve organisational performance by maintaining implicit knowledge, 
helping the spread of new ideas and solutions, acting as a focus for innovation and 
driving organisational strategy”. 

2.1 Virtual, web communities and next generation KSPs 

De Vries and Kommers (2004) state that virtual communities permit users with common 
interests to keep in touch with each other, which in turn, lead to fostering social cohesion 
and make possible the interaction between members via the means of a virtual space. 
Similar references are also available from Rodrigues et al. (2004). Santos and Boticario 
(2008) describe web-based communities as online meeting places where groups of people 
do not physically meet but communicate their ideas and feelings on shared topics of 
interests using the collaborative services (or social software) offered by the web to 
regulate the activities of the participants. They also state that the second generation of 
web-based services (called Web 2.0), let people collaborate and share information online 
in new ways, leading to the so-called Community 2.0. 

Our strategy for UC1 and UC2 was to use open source environments offering 
adaptable core services for uploading, searching, tagging, bookmarking and blogging, 
making the most of the Web 2.0 technologies available, as well as, extending tagging 
functionalities (Yusef and Herrero-Solana, 2006) to facilitate specific needs 
acknowledged from these communities. Our goal was also to develop new technologies 
and/or solutions, which explored next generation technologies and social networking 
such as medium rich content inter and intra tagging. Thus, our main task was to 
experiment with developing and testing UC tailored repositories of shared knowledge 
using advanced technologies and concepts. In brief, this paper aims to discuss findings 
with regard to the experiences learnt from two real world ‘user communities forming’ 
exercises when developing their knowledge sharing virtual portals. 

3 Methodological approach 

In order to develop the portals, user needs analyses with each community were 
conducted. These allowed us to become better informed about objectives, choices and 
implementation strategies for the prototype development. We also took the view that  
such a knowledge-sharing portal would have to tell the stories of the communities as  
they changed in time as well as describe how and why they did so. To achieve this,  
we employed a specifically designed CUNA in both UC1 and UC2; this is described 
next. 
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3.1 An overview of the CUNA 

In this article, we coin the contextual term of a CUNA. Its origins come from JISC in 
2006. They described the need for a user and innovation development model (UIDM) as 
a consistent approach towards software development in virtual environments (Capital 
Programme Briefing Papers, 2006). In particular, the UIDM was created on the basis of 
experiences with the JISC virtual research environments (VRE) programme and was 
designed as a set of guiding principles to ensure the inclusion of UE in the whole design 
and development process. 

Fowler and Scott (2007) point out that user centred design (UCD) is not new and 
many methodologies already exist. They point out that the key concept to most UCD 
methods, including UIDM, is about engaging users in the design, development and 
deployment of systems, which in turn, should ensure the creation of usable services. They 
also point out that a service must not only be easy to use but also useful. A useful service 
contains functionality that matches the users’ needs or is ‘fit-for-purpose’. The goal of 
any developer is therefore to design, develop and deploy a service that is both usable and 
useful – such services have a high utility or value to users. Thus, any UCD method must 
meet these requirements, and most do, albeit in different ways. Several similarities 
between UIDM and life-cycle design models are noted; see Table 1. 
Table 1 The relationship between the lifecycle model and the UIDM 

Life-cycle UIDM 

Understanding the users, domain and 
processes 

 
Understanding the users (and domain) 

Design  Transition and decision 
 Iterative design (scope, contents, 

functionality, and user interface)  
  Scoping, build or buy decisions 

 Iterative refinement of (paper) prototypes 
via formative evaluation 

   

Technical design  Technical development 
 Detailed system design including service 

design 
  Analysis and design (analysis-level system 

class structure, detailed system design 
class structure, coding, testing, 
implementation, rollout) 

Implementation, testing, rollout  Enhancing user acceptance and support 
 Evaluation of the rolled out system is not 

done here, instead the lifecycle method 
loops aforementioned steps as needed 

  Change management, including 
communication, training, help, summative 
user acceptance testing 

Source: Adapted from JISC (2009) 

The UC2 project team (Roberts, 2008) took the view that the application of the UIDM 
differs from other models. The team hypothesised that by using fully networked 
community development processes the quality of projects might be improved.  
In particular, UIDM has been seen as an adaptable framework to the community 
development, where developing projects in a context where there is awareness of the 
wider activity in a field and an understanding of the alignments and gaps in that field will 
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lead to better projects being developed. By using UIDM in UC1, our approach has been 
transformed to a CUNA. 

The application of UIDM within a UC supports the longitude and latitude interactions 
of that concerned UC only. That is to say, the application of UIDM in either UC1 or UC2 
limits the UC activity to the specific isolated virtual community setting. In this paper, we 
refer to the opportunity that the application of UIDM crossing multiple UC boundaries 
would further assist the augmentation of individual community developments. This is by 
stressing further the longitude and latitude levels of interactions (i.e., awareness and 
activities in a field) within and outside the concerned user community (-ies). We 
therefore coin the term of CUNA as the application of UIDM in multiple UCs (UC1, 
UC2, … UCn) that undertake a number of relevant developments in a given timeframe. 
Figure 1 illustrates the benefits of the application of UIDM in both UC1 and UC2 
settings, as well as depicting the overarching nature of CUNA. Solid arrows denote the 
latitude interactions between UC teams, solid bi-directional lines denote the  
potential UIDM-based longitude interactions between a UC teams and finally, dashed  
bi-directional arrows illustrate the potential cross-boundary longitude and latitude 
interactions. The uniqueness of crossing multiple UC boundaries triggers the need for the 
development of open source next generation knowledge sharing portals (KSPs) that 
incorporate intra and inter tagging functionality. 

Figure 1 The relationship between the UIDM and CUNA (see online version for colours) 

 

3.2 Application of the CUNA 

The specifically designed CUNA is a new deployed approach (to the knowledge of the 
authors). It is considered unique due to utilisation of a mixture of techniques to suit 
diversified participant types within more than one user communities. It is an 
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interdisciplinary approach involving expertise from various disciplines within the project 
teams. It synthesises a number of participatory design, social network and content 
analysis and rapid application development activities into various development stages. 
The process was drawn from a body of user experience and aimed to be an iterative 
approach as a whole, since it was re-cycled throughout and in each development stage 
using Web 2.0 and next generation technologies. 

The implementation of the approach began with an initial consultation with a small 
group of diverse communities about their experiences and expectations in relation to their 
specific ventures as well as to their overarching funded project streams. In turn, this has 
contributed to the identification of the content, structure, use and technical merits of the 
knowledge portal to be produced at a following stage during the project lifecycle. In 
addition, it has contributed in realising the applicability of CUNA in different community 
settings. The activities carried out by our team included: 

• CUNA 

• production of underlying models 

• knowledge portals development 

• user testing of the knowledge portal. 

In particular, focus groups, blog entries, emails, telephone interviews and site visits were 
employed involving various levels of stakeholder. The aim of these techniques was to 
create a baseline understanding of how the participants perceived themselves and their 
peers and their organisations in terms of experiential and learning change as well as the 
influence and use of ICT (UC1) and UE techniques (UC2) within their settings. Thus, the 
elicitation techniques were employed in a manner inviting participants to consider 
experiences in the past, present and future. The elicitation was carried out with regard to 
the work experiences of participants. Participants were also provided with the opportunity 
to discuss these matters in an informal peer group setting. These were particularly useful 
in assessing mutual engagement as the basis for relationships within the user community. 

Participants of UC1 were exposed to a case study describing the use of ICT by an arts 
organisation. This focus group approach enabled us to collect information regarding ICT 
perceived usefulness in terms of what aspects of the case study participants found of 
interest to themselves, as well as what they felt may have been lacking. This was useful 
in feedback to NMP, a consultancy whose task was to produce an initial batch of six case 
studies, which were to form the basis for us to observe the manner in which it would be 
beneficial for arts organisations and trigger them to prepare and publish their own stories 
and case studies using next generation technologies. Seven organisations, as a sample 
from the arts/cultural community, were invited to participate in blogging about their 
experiences in the project. Participants were encouraged through emails to write about 
specific themes. They were also given the option to write about any other relevant topic 
related to or stemming from participation in the project. The blogs were set up to be 
confidential; only the participants and the project team had access to the content 
contained in them. It was hoped that through this means participants would reflectively 
express their views about what was happening in their organisations. Telephone 
interviews and site visits to consultants and organisations were conducted. The site visits 
consisted of an interview-based approach in order to elicit a perceptual timeline of 
experiences and hopes for the project. Both enquiries helped identify general as well as 
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specific positive and negative experiences. Blog entries, interviews and site visits were 
also seen as an opportunity to engage in dialogue between the research team and the 
participants to discuss the process of knowledge transfer/generation. The topics of such 
exchanges include interpretations emerging from activities undertaken, as well as new 
insights by both the research team and participants. 

The UC2 project team as a whole consciously adopted a model of blended support for 
community development (Emerge Final Draft Report, 2009). This included face-to-face 
and online events, opportunities for asynchronous and synchronous communication, and 
interaction for both formal and informal discourse. These allowed participants to have the 
opportunity to describe their funded project proposals and demonstrate that they had 
undertaken some kind of stakeholder or user analysis at the initial planning stage in order 
to understand the problem they were trying to address and define the kind of solution 
they wanted to develop. Online presentations and follow-up visits were also used. In 
these, all participants were provided with access to a UE guide and a model, which they 
could use as a method to employ and thus, to demonstrate UE in their forthcoming 
project activities. External project partners provided the UC2 with online discussion 
groups, online workshops (via Elluminate), surveys and blog facilities, which allowed us 
to analyse collected data as an informal method to elicit UC2 experiences with regard to 
the adaption of the UE model. In particular, project partners used Elgg as its primary 
platform, with support from various other Web 2.0 technologies, including a Wiki and a 
Moodle installation. In turn, these were also seen as an ongoing opportunity to engage in 
dialogue between the whole research project team and the participants. Participants were 
also encouraged to report back their ongoing experiences and stories (with regard to the 
UE adaption) in the form of case studies. A series of telephone and appreciative inquiry 
interviews with 22 members from 11 project communities were conducted (by the whole 
project team) to review community operations and experiences of members, and make 
recommendations for the further operation and development of the community. 

3.3 Findings from the CUNA 

A grounded theory (Glaser and Strauss, 1967) approach was adapted to analyse the 
output from participants. 

An important aspect of the results collated from the content analyses were that 
participants wanted online stories (compiled in the form of case studies) to contain 
navigation to other relevant stories, within the same or different case studies. Further, 
participants expressed views on specific aspects of the organisation, the nature of their 
job, what they thought and felt, and the work environment (social and physical). To 
achieve this, content analysis of nine case studies was undertaken; the overarching aim 
was to identify key categories and produce taxonomy of types of information that would 
inform the design of the KSP. The taxonomy served two related purposes; it allowed for 
the tracking and analysis of how users tag and search information within the printed 
version of the case studies, and; it helped to provide guidelines for users on how to tag 
and search information. Each case study was inductively analysed in terms of structure 
and content (types of statements) being made as well as supporting categorisations. 
Content analysis was also used with the data collected in the focus groups described 
earlier. The participants perceptions of organisational change and learning were 
identified, as well as, their experiences of using/adopting ICT (UC1) or UE (UC2). 
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Several conclusions from these pilot activities were highlighted, including that the 
case study: was of the right length; contained the right kind of information; could have 
contained more detail on specific problems encountered (difficulties) and how they were 
overcome, as well as on types of technology used, finances, time and staff development; 
should have information on a combination of areas affecting the project (financial, 
technical, organisational, etc.), rather than only on one of these; should be made available 
online to allow navigation to other case studies and relevant online material. A glossary 
and the availability of navigation within the document itself were also mentioned as 
important. The structure of a generic case study is made up of the following components: 
title, subtitle, headers, heading, subheading, body, box heading, box, quote, footer, logo, 
photo header and photo/image. Seven main content categories emerged from the analysis: 
‘achievement’, ‘aim’, ‘generalisation’, ‘needs’, ‘neutral description’, ‘problem’, and 
‘development’. 

Deeper analysis from data collected from the UC1, revealed that half of the 
statements contained in the case studies described achievements, suggesting that this is 
the main purpose of a case study. Against our expectations (Bessis et al., 2009a), other 
key categories were almost absent, for example statements describing the needs of the 
organisation (1.6%), problems (5.6%) and audience development (0.2%). Statements 
describing neutral aspects (i.e., mostly headings, questions asked by the interviewer, or 
incidental information) constituted 21.3% of the total number of statements coded. 
Further analysis showed that there were five types of actors: (the general) community, 
(specific) group(s), individuals, non-human (e.g., a studio, technology) and organisations. 
The majority of actors mentioned in the case studies (75.6%) are organisations 
(predominantly the arts organisation) and the next most common type of actor was group. 
Eight types of action were identified from the statements: administrative, attitude change, 
networking, organisational, production, recruiting, shared performance and training. The 
two most frequent types of action linked to achievements were organisational (33.5%) 
and production (34.5%). Unfortunately, a similar deeper analysis from data collected 
from UC2 was not possible, due to the diverse range of projects involved. 

3.4 The underlying model 

Based on these, an underlying model (Bessis et al., 2008) about how users could interact 
with the portal has been ascertained. This model – as shown in Figure 2 – had two 
purposes, the first was to direct us on how to tag the stories/case studies on the portal and 
the second was to assess whether our tagging was consistent with how users were tagging 
their content at a later stage. The premise for its use is based on the reasoning that users 
from the either user community may not necessarily use the knowledge engine (KE) 
technology simply because it is available but rather a ‘push-pull’ strategy maybe 
required. The content analysis revealed that statements could be matched to seven basic 
descriptions (see ‘STATEMENT describes’). These descriptions were applied to ‘actors’, 
an ‘Actor’ could be described as any one of five ‘ACTOR types’. Further analysis 
showed that ‘Actors’ would perform an ‘action’, ‘action types’ were categorised into 
eight distinct categories. These ‘action types’ were often further described in the content 
and a finer granularity of description could be given in our model with regards to the 
‘how’, ‘where’, ‘when’ and ‘why’ of a given ‘action’. 
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Figure 2 The underlying model for the portal 

 

4 Portal prototype development 

A rapid application development with three main iteration phases was used. The 
prototype involved Joomla, an open-source content management system. It was chosen as 
the base middleware to use for both the production of the web-based portal and its 
embedded ‘KE’ functions. Various versions of the portal have been developed (starting 
with UC1), which led to the development of a portal for each of the two user 
communities (UC1 and UC2). The UC2 required added functionality and this is the one 
which it is mainly described here. 

The first iteration of the portal had a number of issues identified by us as well as from 
feedback from the UC1 funders. These issues were essentially broken into two differing 
aspects by the team, layout/design and functionality. Functionality issues were all 
resolved during the second iteration, as outlined below: 

• removal of administrator login access 

• additional details about the UC1 project 

• login procedure explanation 
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• text in KE differing in format 

• renaming of certain buttons/tabs 

• character set issues in KE 

• capacity to delete uploaded files 

• PDF section removal 

• toggle group tagging. 

The UC2 partner team also requested the inclusion of sub-categories and the ability for 
inter/intra tagging on visual material, which was implemented during the third iteration 
phase. Specific Macintosh compatibility issues were highlighted and relevant ‘fixes’ 
implemented. Full functionality for both UC1 and UC2 portals including their embedded 
next generation KE has been attained in early 2008. 

4.1 Prototype principles 

The ‘KE’ is the next generation element embedded in the portals. There were three main 
principles behind the portal development, namely: 

• transforming user community members from an individual perspective to the 
awareness of how a community perceives, processes and evolves a subject matter 
under enquiry 

• encouraging users to get into collaborative activities (joint ventures) by offering 
them the functionality and the ability to contribute to the evolution of how a subject 
of interest is perceived, processed and evolved by the wider community 

• providing a mechanism that enables the annotation of differing perspectives to be 
applied to the same subject matter. 

In turn, these have been addressed via our next generation technology portal engine, 
which allows multiple users to inter/intra tag instances of the subject matter under 
enquiry. The ‘KE’ uses next generation technologies features including intra and inter 
document tagging in an innovative way and, as far as our research has been able to 
ascertain, this method is currently unique. There are however certain conceptual 
similarities to our intra and inter tagging functionality of photographs on Facebook, 
therefore there is a possibility that other systems on perhaps private domains may exist. 
Content annotation and/or tagging as a technology is fairly well used and understood, 
however the ‘KE’ differs from these systems by enabling multiple users to tag specific 
documents as well as specific parts and components therein. In particular, the use of user-
generated tagging of documents parts allows for the most specific and relevant content to 
be identified and consumed by practitioners as opposed to software (search engines) or 
documents at a macro level (del.icio.us). 

4.2 KSP prototype functionality 

The portal has several distinct sections that comprise the user experience. Particular 
sections of note are: the KE, in-built blogging, discussion or forum pages and incoming 
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RSS feeds. Apart from the KE, all remaining sections use standard solutions that are 
either built into the Joomla middleware or are available for it as extensions. Partial 
descriptions of this work are available in Bessis et al. (2009b). 

4.2.1 Content classification and discovery (inter and intra tagging functionality) 
in the KE 

The KE allows the use of two levels of classification, categories and sub-categories. 
Categories work at a macro level and are used to cluster similar content material. Sub-
categories however work at the micro level within each category and can be helpful in 
disambiguating potentially large clusters of uploaded material in a given category. 

However, the most important and unique feature available through the KE is the use 
of inter and intra tagging functionality (see Figure 3). The facility is only available for 
text documents with the .txt extension and for audiovisual clips and for image files such 
as jpeg, gif and png formats. Intra-tagging is essentially the user being able to select an 
area of interest within a document and label it from their perspective (subjective 
approach). This means that multiple users could tag the same elements within a given 
document using a variety of tag labels and thus make the content discoverable from 
multiple perspectives, as well as demonstrate a more objective view of the content 
classification type. In brief, intra-tagging refers to the user functionality of navigating 
from one tag to the next relevant tag within the same file or document. Similarly,  
inter-tagging refers to the user functionality of navigating from one tag to the next 
relevant tag in the next relevant file or document. Thus, the functionality of the portal 
thereby allows for the browsing and navigation between documents and the searching of 
specific components within a given document (intra tagging) as well as to other 
documents (inter tagging) that contain that specific tag. The use of user-generated tagging 
of documents makes the KE unique as opposed to existing functionalities. Tags can be 
assigned to any volume of text or visual in a document, for example a word, a sentence, a 
paragraph or an image part. 

Figure 3 Intra and inter tagging functionality 
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Figure 4 The inter and intra tagging algorithm in the form of a pseudo-code 

 

For the implementation of the inter and intra tagging functionalities, we took the 
following steps. 

First, we stored data in an InterTag table encompassing four columns, namely,  
file-path (id), start-position, end-position, and meta-data. For video/audio sources, start 
and end positions note the start and end time of the clip. For texts, these values denote the 
part of texts to be tagged. For pictures, users can tag an area of interest using the 
rectangular selection tool. The upper-left and lower-right coordinates are (x1, y1) and  
(x2, y2) respectively. The start and end positions can thus be represented by S = y1 * 
Image.Width + x1; E = y2 * Image.Width + x2, respectively. To improve the performance 
of tag discovery, the InterTag table uses the meta-data column for indexing purposes. 

Secondly, tags were linked using the standard keyword approach. For example, users 
can assign one or more keywords to any document. Our rationale here was to produce 
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functionality allowing the navigation from one tag to the next relevant one, where tags 
may be located within the same or another document. This has been accomplished by 
first storing the search query in the current session when the search is performed. When 
users view a particular document, the document identifier (id) is recorded. Using a 
standard search engine feature, we automatically fetch the id of the next document that 
also satisfies the original search query. HTML tags in the form of links are generated 
automatically during runtime. This enables the navigation from one document to another 
via the last tag of the current document and the first tag of the next document. The 
functionality applies to various document formats including text, picture and audio-visual 
clip. Again, to improve the performance, the search field column is used for indexing 
purposes. 

The inter and intra tagging functionalities in form of an algorithm expressed in 
pseudo code can be seen in Figure 4. 

4.2.2 Using the KSP 

Once logged into the system a user can browse content using the categories,  
sub-categories or the tag cloud. There are several options available (see Figure 5). 
Essentially the screen is broken up into two areas, the top navigation bar and the 
categories. The top navigation bar is comprised of: my files, upload, preferences, 
categories, micro cloud, last upload, search and search history. 

Figure 5 The KSP Prototype web page (see online version for colours) 
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The ‘My Files’ section comprises a record of existing files that have been uploaded by a 
user and a number of options are available, arranged horizontally, with each file 
dependant upon its type. All files can have supplementary files added to them here. Each 
file also has the capacity to be viewed or listed and also to be downloaded in pdf format. 

On the top navigation bar, there is an option for the user to ‘Upload’ files. Once a file 
has been uploaded the user is required to give the file a title and description, as well as 
allocate a category and relevant sub-category. The user can also allow other users to tag 
the file. Next, the user can tag their document. The user can for example select an area of 
an image by creating a marquee over the appropriate area and then ascribing a tag to that 
marquee area by using the add tag button. With text, the process is similar, text needs to 
be highlighted/selected and then a tag can be ascribed using the add tag button towards 
the bottom of the screen. 

The ‘preferences’ function provides the user with choices relevant to how they would 
like text and tags to be rendered by the browser. This includes text size, foreground and 
background colour of tags in a document as well as foreground and background colour of 
text in a document. The ‘last upload’ function supplies a list of the latest uploaded files 
by the entire community. The ‘search’ function enable the user to search for content 
based on a given keyword, tag or phrase. Finally, the ‘search history’ function enables a 
more streamlined workflow by allowing a user to display a list of their most recent 
searches. 

4.3 KSP prototype testing and evaluation 

Testing of the portal was an essential process during all iteration phases and was 
undertaken by specific, discrete groups. In particular, user testing required a number of 
user roles to be looked at, such as expert or non-expert users; additionally a user guide 
was created for use with worksheets during the testing. Functional testing had been 
carried out as an ongoing process in-house during all iteration phases however both 
formative and summative user testing was an eminently sensible process to undertake to 
investigate the usability and functionality of the final portal prototype. A major factor 
here was to get feedback and opinions from people who had not been involved in the 
development of the project and were viewing the site for the first time. 
Table 2 UC1 formative results 

No. Error description Occurrence (out of 10) 

1 Confusion with homepage navigation 3 
2 Confusion with knowledge sharing portal navigation 3 
3 Confusion with site terminology 5 
4 Failure to save tags/site failure 4 
5 Issue/boredom with repetition of tagging 2 
6 Difficulty in macro tagging 1 
7 Difficulty in micro tagging 4 
8 Uncertainty about capitalisation of tags 2 
9 Confusion with search facility 2 
10 Difficulty with tag browsing 5 
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Specifically in UC1, three groups assessing specific areas carried out the testing, these 
include: three expert specialists from the arts professional domain, 15 software-technical 
experts from the computing domain and finally, 20 ordinary non-regular users. Arts 
professionals assessed the general functionality of the KSP by logging in to the system 
and carrying out specific tasks, such as: testing the upload feature, testing the tagging 
features, testing the tag cloud and search features, and assessing whether the KSP 
facilitates an impact value towards their work. Software testers tested specific 
functionality of the portal for errors, again by logging into the system and carrying out 
pre-determined tasks in a similar fashion to the arts professionals. Finally, non-regular 
users looked specifically at content and usability and testing as the previous two groups. 
All testers were given essentially the same tasks to conduct with the aim of: logging in to 
the system, testing the KSP upload, testing the KSP tagging, testing the KSP tag cloud 
and search, and assessing whether the KSP facilitates or helps the user with their work. 
Testing was carried out on both PC and Macintosh platforms with both internet explorer 
and Firefox browsers on each. Table 2 illustrates primary issues identified during the 
second iteration phase, which has been dealt with to the satisfaction of UC members 
during the third iteration phase. In particular, a number of changes were requested from 
the UC1 for the third iteration, including a definitive set of Macro tags (to be called 
categories), the ability for users to request only a new category and some minor 
functionality/usability issues to be addressed such as implementing a breadcrumb 
navigation trail. Final feedback in late 2008 from UC1 funders and members through site 
visit interviews confirmed that the technology was relatively easy to use and overall has 
validated its purpose (Bessis et al., 2009a). 

Since the software-technical experts from the computing domain and non-regular 
users had already tested it, the portal was also presented to fifteen UC2 expert specialists 
during an online conference using the Elluminate online collaboration tool. The audience 
were given a presentation on how the portal and KE operate and the types of functionality 
they have. This was followed by a brief exercise in using the portal and its embedded KE. 
After the exercise, participants reflected on their experience during the exercise and 
sought some further clarification on either functionality or scope of the KE portal. 
Members of the audience expressed that there was an amount of similarity with regards to 
the intra-tagging principle being offered by the KE and by the online service offered by 
Diigo (http://www.diigo.com). One essential point came up during this discussion and 
that was the issue of rights access and who should have it. Basically there were two 
schools of thought on the issue, one was that only selected members from the U&I 
support team should have rights to upload and tag material, while the other line of 
thinking was that everyone in the U&I community should be able to upload and tag 
material. The case for only selected members being able to upload and tag was essentially 
that a certain level of quality of service could thereby be maintained. The selected  
team would be instructed as to aesthetic content parameters and could ensure that  
these were adhered to when the wider UC2 fed material to them. The alternative 
viewpoint was that the whole UC2 should have rights to upload and tag material as they 
saw fit. Early in 2009, the UC2 was offered the opportunity to run a questionnaire that 
was actioned by Glenaffric ltd, an independent consultancy, to evaluate the project as a 
whole. Four questions from the survey were directly concerned with the KSP and its 
usage. 
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Table 3 UC2 summative results 

If an archive of user engagement project experiences from the users and innovation programme 
were established, how likely would you to be contribute to it? (n = 20) 

No response 3 15% 
Possibly 5 25% 
Quite likely 5 25% 
Very likely 2 10% 
Definitely 5 25% 
What file types might you contribute? (n = 38, multiple responses allowed) 
Text 16 42% 
Image 6 16% 
Audio 5 13% 
Video 8 21% 
Spreadsheet 3 8% 
What type of functionality would you like the archive to have?  
(n = 56, multiple responses allowed) 

File upload 14 25% 
Blogging 6 11% 
Tagging 9 16% 
Tag cloud 5 9% 
Wiki 8 14% 
Flickr 4 7% 
RSS aggregation 2 4% 
RSS feed 6 11% 
Calendar 1 2% 
Microblogging 1 2% 
If such an archive existed, would you be likely to: (n = 20) 

No response 3 

Refer to it before the end of your project 
Unlikely 4 20% 
Possibly 3 15% 
Quite 2 10% 
Very 3 15% 
Definitely 5 25% 
Refer to it in the future projects 
Possibly 5 25% 
Quite 2 10% 
Very 6 30% 
Definitely 4 20% 
Possibly 3 15% 
Quite 2 10% 
Very 6 30% 
Definitely 6 30% 
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Specifically, from the twenty UC2 responses, 35–55% of them would be likely to 
contribute to the portal, the most likely file type to be uploaded would be textual (42%), 
that uploading and tagging files was seen as the most important functionality for this kind 
of repository, that 35–45% of respondents would refer to it during the course of their 
current projects and finally that the majority of respondents (60%) would be most likely 
to use the portal as a resource in future projects. Therefore, it is concluded that UC2 
perceived the portal and its KE as beneficial not just during this project lifecycle but quite 
likely in future projects as well. Table 3 shows these results. 

4.4 Wider community feedback and future developments 

Apart from demonstration of these works to UC1 and UC2 members, partial formative 
and summative from these studies have been formally presented in the IADIS Web-Based 
Communities 2008 and 2009 conferences. Feedback from the audience was very 
encouraging. 

Currently UC1 is looking at making the KE available to the wider UK arts and 
cultural organisations community via the UK Arts Council national website. In contrast, 
UC2 has decided not to make the KE available to the UC2 wider community. This is 
partly due to the discontinuation of funding in the U&I programme and thus, there was 
considered little benefit in maintaining and sustaining the technical infrastructure. 

The basic premise to future proofing the KE is through the addition of an XML 
conversion module. By converting files to XML before or during the upload step tagging 
of more file types becomes possible. By using XML-based files on the KE, the portal 
would be capable of accepting numerous file types for various and multiple purposes. 
Additionally the use of XML can facilitate the use of embedded URLs from within a 
given tagged document. For example, by pulling in XML data for the KE, the portal 
should be able to produce facilitation for a number of applications serving differing 
needs. Facilitation for applications could range across a data site, a mashup, or a data 
integrator to name but a few. 

There is also current interest from the wider community to further explore the 
functionality of assigning inter and intra tagging in video and audio parts. Recently, we 
receive an interest from external parties to build a grid technology-based information 
environment to support the academic dance community. This is considered a grant 
challenge and we are currently looking for funding opportunities to support this joint 
endeavour. This will investigate and develop an e-infrastructure provision that will 
specifically support and enable practice-led dance researchers to work together both 
physically and virtually to organise, share and search data and to disseminate their 
activities and outputs more effectively. The central means for capturing, managing, 
analysing, sharing, preserving, curating and re-using practice-led dance research and 
scholarship is through visual rather than textual means. Moreover, practice-led dance 
research creates large amounts of video (and audio) data which needs to be preserved in 
order that it can be searchable and (re)usable. This therefore, needs to detailed meta-data 
associated with it. Currently it is not easy to search the content of video data, searches 
utilise meta-data and annotations to videos. We believe that we can develop a  
video-mining plug-in within motion capture (for example), which is able to recognise key 
movements within the video streams and mark them in a map. The development will also 
require the production of an unsupervised discovery of patterns in audio-visual content 
generated from the data stream source. 



   

 

   

   
 

   

   

 

   

   274 N. Bessis et al.    
 

    
 
 

   

   
 

   

   

 

   

       
 

5 Conclusions 

In this article, we have describe experiences learnt from the development of two 
repositories of shared knowledge using next generation technologies such as intra and 
inter tagging functionality. The portal acts as a means to allow two dispersed UCs to 
publish, browse and search for relevant information, including audiovisual material, 
through a web interface. A unique, specifically designed CUNA to allow elicitation of 
diversified needs from two UCs has been employed. The portal was previewed by 
members of the UC with further changes and enhancements being made to the KE before 
it was scrutinised by the wider UC for further development. Feedback obtained from the 
UC1 funders and members confirmed that the portal has validated its purpose. While 
UC2 has decided not to make the portal available (due to discontinuation in the funding 
stream), a questionnaire by an independent consultancy demonstrate that UC2 members 
perceive the portal as beneficial not just during this project lifecycle but also quiet likely 
in future ventures. 
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ABSTRACT 

Groups play a central role in structuring the various activities performed by avatars populating the social 
platform Second Life. This is of particular interest when those groups are used as a means to market a certain 
product or service. Analysis of group activity or membership within a virtual community could be used to 
inform a marketing strategy.  Although the work presented here is not in itself a marketing strategy, we feel 
that an investigation into the identification and suitable use of mathematical models evaluating  whether there 
exists a correlation between time and the size of a group would be of value.  Such a mathematical model 
could assist as a tool allowing the measurement of the success or failure of such a marketing campaign.  The 
appropriate means to collect suitable input data is also discussed as is how that data would inform the 
mathematical model. 
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1. INTRODUCTION 

Second Life is receiving more and more academic interest, one factor for this, as Castranova points out 
about Virtual Environments is, “that large games should be thought of as, in effect, social science research 
tools on the scale of the supercolliders used by physicists” (Castronova 2006).  However, Second Life is 
distinct from Massive Multiplayer Online Role Playing Games (MMORPGs) such as World of Warcraft and 
Everquest, although both environments do allow for computer mediated shared experiences where users can 
interact with one another.  Within Second Life the user, represented in-world by an avatar, determines what 
they want to do without an explicit storyline, plot or the necessity to achieve pre-determined goals.  A large 
body of work related to how groups form and evolve in similar internet applications, such as social 
networking sites, is available, see Backstrom et al. 2006 and Mislove et al. 2007 for evaluations and analysis. 

The basic premise of the research is to find out if there is a correlation of group size and time in the 
Second Life virtual environment and if this correlation can be mathematically modelled.  The result of such 
an investigation could be valuable: 

• For group owners to identify/determine which in-world age demographic to target advertising of 
group membership towards, based on present group membership. 

• To understand the time frame involved to reach a particular group size in order to determine 
what actions are required to reach a target group size. 

Assume that a company wishes to launch a viral marketing campaign in Second Life and therefore a 
group is created and fifty avatars have been successfully convinced to join that group.  The question is, 
whether this is successful or not?  (This example is far from fiction and can be seen for instance in the recent 
Warner Brother’s promotion of the TV show ‘Gossip Girl’ that facilitates Second Life groups for this 
purpose).  To address this issue we need to identify a parameterised step function bP(t) that maps elapsed 
time to the expected group size for a given time t.  This would then serve as a baseline function that equipped 



with an appropriate measure µ would allow the quantification of success. For instance if f(t) denotes the 
actual number of group members at time t the area enclosed between the two functions, namely µ(s) := ∫[0..s]  
f(t) - bP

2. GROUPS IN SECOND LIFE 

(t) dt would provide a measurement for the success of the campaign where negative values denote a 
failure.   

An avatar in Second Life can join a group either by invitation, private application or public application.  
Groups can be joined in Second Life either for free or by paying a joining fee.     

Groups in Second Life share characteristics with Communities of Practice (CoP), Communities of Interest 
(CoI) and Virtual Communities (VC).  The term ‘Communities of Practice’ was coined by Lave and Wenger 
(1991) and essentially relates to “groups of people who share a concern or a passion for something they do 
and learn how to do it better as they interact regularly” (Lave and Wegner, 1991).   Bosua and Scheepers 
point out that when, “…CoPs are geographically dispersed and cannot communicate face-to-face, some 
infrastructure is needed to promote collaboration, communication and participation of its members” in 
(Grudin 1994).  They go on to say, “…we believe that Web-based technologies may be successfully 
harnessed as a medium for tacit knowledge exchanges between members of CoPs and also between CoPs 
within and across organisational boundaries.” (op. cit.).  Appropriate mechanisms for this are to be found in 
Second Life.   

Involvement in a Community of Practice in Second Life should bring with it at least the reward of shared 
knowledge and learning.  The result of the research proposed here could have value to members or organisers 
of any group that falls under the categorisation of a Community of Practice for determining group 
sustainability as explained previously. 

There are similarities between groups in Second Life and those found in online social networking sites 
such as Orkut (www.orkut.com) or Facebook (www.facebook.com).   The study and analysis of social 
networks is not a new phenomenon and there is much literature available in this subject area.  The subsequent 
analysis of online social network sites has grown from the previous body of work and is in itself now sizable.  
Typical domains of interest and investigation are the ‘small world’ effect, diffusion and clustering with 
regards to groups and group membership.  Graph theory and network theory tend to dominate this area of 
research as the most applicable tools. We would recommend the reader to the works of Backstrom et al. 2006 
and Mislove et al. 2007 for a grounding in this field of investigation. 

3. RESEARCH STRATEGY 

3.1  Data Collection 
In this section we describe the appropriate and available methods of data collection relevant to this 

research, as well as pertinent constraints.  A number of ‘in-world’ data collection methods are possible to 
capture the size of a group at a given point in time or an avatar’s membership of various groups.  
Descriptions of data collection methods and their benefits and drawbacks follows. 

Using the ‘Search’ function of the Second Life interface allows for Group searches to be executed.  At 
regular intervals a predetermined choice of words could be entered into the search field and the results 
recorded.  This process essentially records group size over time.  However, this method of data collection 
does not give any information on current active membership.  This is true as far as this method does not 
differentiate between users currently using Second Life and those who have not for a number of years. 

An alternative would be for the researcher to go to a given location where the profiles of passers-by could 
be activated.  Then, the ‘date of birth’ and the number of groups that are currently joined by that avatar could 
be recorded.  This approach does raise some interesting questions about location, traffic flow and privacy.  
With regards to location, should the location be random or pre-selected?  If the location is random, then can 
traffic flow to the location be guaranteed?  If the location is pre-selected then can obvious bias be overcome?   

Bias here is in the form of selecting a location that is ‘easier’ for the researcher in so far as traffic flow is 
good.  Bias of location could also occur as only certain types of user would be attracted to visiting that 



location, for example certain types of product being on sale in that area or a general meeting place for a given 
social/geographical/(etc) grouping.   Traffic flow or the number of available avatars to get data from would 
need to be substantial enough for the data set to be valid within a realistic time frame.  The time zone that a 
user is in would also need to be taken into account.  Again bias could arise in the selection of the data set if 
only users from the same time zone as the researcher are chosen.  Therefore the data set would have to be 
collected in a way as to take into account the different peak and off peak traffic from differing time zones.    

One possible approach is to use one of the ‘tele-hub’ locations where new avatars are sent to after 
completing their induction training.  This type of location is useful as traffic flow is usually high with new 
avatars arriving regularly throughout any given 24 hour period.  Profiles of avatars could be selected and 
their name recorded with only those being ‘born’ that day being used for the data set.  Then on a regular basis 
the profiles of given avatars could be searched for and the number of groups joined recorded.  What can not 
be determined by any of the methods mentioned is the amount of time spent in-world by a given avatar.   

By using the group listings provided from the group searches described earlier, another strand of 
investigation is possible.  From the group search results of each term an arbitrary group can be chosen.  The 
details for each of these chosen groups can be individually viewed and the membership of that group can be 
determined and recorded.  Once the membership of a group has been recorded then the affiliation of each 
member to other groups can also be viewed, see Figure 1.  This method would give an insight into whether 
there is a correlation between group members and the number of groups joined.   

Figure 1.  Group membership information available from a profile. 

 
 
The screen capture shown in Figure 1 shows on the left hand side an Avatar’s profile, from which 

affiliation to other groups can be ascertained.  While on the right a group profile can be seen, this has been 
activated by double clicking its name in the Avatar profile.  The group profile in turn shows the current 
member listing; it is the use of this member listing, which would be used in the first instance to identify 
individual members.  A combination of the methods outlined here could enable a cube analysis approach 
with regards to Recency, Frequency and Abandonment.  The Recency element would only be possible if 
‘Last Login’ data was collected, see Figure 1. As such, the Recency element would provide data about the 
last time an Avatar was active in world, the Frequency element would provide data with regards to the 
number of groups an Avatar has joined, while the Abandonment element would provide data to identify 
which groups are of high or low value to an Avatar in terms of churn rate.   



The use of a software agent to collect data in a similar manner to the approaches mentioned is also 
possible.  However, there exists the question of whether using this type of agent for data mining purposes is 
in contradiction to paragraph 4.2 of the Second Life Terms of Service which states “You agree to use Second 
Life as provided, without unauthorized software or other means of access or use” (Linden Lab, 2008)  
Finally, a general concern exists about the ethical issues related to the privacy of an avatar in Second Life.  

3.2  Possible Mathematical Approaches 
A mathematical approach to building a model has the advantage of accuracy based on a given data set and 

the potential for replication or validity checking by other parties.  The following is an overview of various 
mathematical approaches that could be employed to analyse group size within the Second Life environment 
as a method to predict if a group will grow, decline or remain static based on individual participation.   

Set Theory is essentially the study of collections of objects or elements and the interrelation between two 
or more collections of the elements contained there in.  Here we would model a Second Life group as a set of 
avatars. Relationships between groups can be interpreted as different types of intersections (empty, subset, 
non-empty). Conceptually each group, at a given point in time, would be an element of the powerset P(A) 
where A denotes the set of all avatars.  

First Order Logic is a deductive form of logic that assumes the world contains objects, relations and 
functions.  First Order Logic uses predicates and quantification as opposed to the declarative statements of  
propositional logic.  A predicate enables the attribution of a property to an object in a given statement.  
Quantification here allows the formal treatment of terms such as “all”, “every” and “some”.  This would 
allow the modelling of statements such that all members of group A and group B also join group C.  

Graph Theory typically uses the abstract concepts of nodes being interlinked by edges and an incidence 
function to represent the relationship between nodes in a topographical manner.  Graph theory can be applied 
across a diverse range areas, for example, the associations of individuals on a social network site, the 
structure of molecules or modelling a transport network. Here we would interpret the nodes of a graph as the 
various avatars in Second Life which are connected to each other whenever they share a common group. We 
may also envisage the labelling of edges according to the number of groups shared. 

The concept of Markov Processes, comes from the realm of stochastic processes and conceptualises that a 
future state can be determined by the present state but is independent from past states.   A discrete time 
Markov process is also known as a Markov chain.  A Markov chain describes a chain of processes or events 
wherein the probability of moving from one to the next is dependant upon the current state. Applied to 
Second Life that would mean that transitions are triggered by the decisions of avatars to join or leave groups. 

Game Theory is concerned with strategic interactions between rational players to determine an optimal or 
strategic policy dependant on that players preference.    Game Theory, then, allows for the analysis of a given 
players moves or strategies and attempts to make predictions based on those facts.  Game Theory lends itself 
to the analysis and prediction of circumstances in many disparate fields of a competitive nature from 
economics, political science and business management through to military strategy. In the context of Second 
Life groups, Game Theory could be a means to interpret the joining or leaving of groups as strategic 
decisions in order to achieve a certain goal. 

Table 1.  Intentions and Assumptions. 

Intentions: • To investigate the existence of a correlation between group size and time in the 
Second Life Virtual Environment. 

• That the time aspect of the investigation can be expressed either in terms of a 
given period or in relation to the amount of time lived in world by a new avatar. 

Assumptions: 
 

• The investigation is not focussed on the specific nature of the psychological, 
social or economic factors that may be determinants on an avatar joining a group. 

• That avatars may or may not be members of multiple groups at any given time. 
 
Table 1 shows the approach criteria of intentions and assumptions to this research, which needs to be 

explicit before a critical evaluation of mathematical approaches under the constraints of the available data 
can be carried out.   

With these intentions and assumptions borne in mind, a relevant evaluation of mathematical approaches 
to building a model can be carried out.   



The use of Game Theory and Graph Theory do not seem appropriate for use in the context of modelling 
here.  Although Game Theory does lend itself to predictive capability it is fundamentally based on a ‘game’ 
being played by competing players irrespective of the complexity of such a game (de Mesquita 1997).  
Likewise, the use of Graph Theory as a modelling tool under the circumstances here would be inappropriate 
as no relationship between one group and another is being investigated, that would fall more in the realm of 
the investigation of social networks (Backstrom 2006).      

The use of Sets and Set Theory would appear to be entirely appropriate for this type of research.  One 
description on the benefits of using Set Theory is that: “Set Theory with its emphasis on consistency and 
independence proofs, provides a gauge for measuring the consistency strength of various mathematical 
statements.” (Jech 2002).  Set Theory derivatives also exist such as Fuzzy Set Theory (Ulieru 2002) and 
Rough Set Theory (Wu 2004) which have been used in a wide variety of research disciplines such as “expert 
systems, machine learning, image processing, pattern recognition, knowledge discovery and control systems” 
(Wu 2004) as well as in looking at Virtual Organisations (Ulieru 2002).  First Order Logic with its use of 
predicates and quantifiers also seems an entirely feasible addition to the ‘toolkit’ required to build an 
appropriate model to predict the size of a group within Second Life.  In addition, the combination of First 
Order Logic and Set Theory is an extremely valuable modelling tool (Boyer 1987).  In a predictive manner 
the Markov Process could be used in this context to focus on the size evolution of group membership.   

4. CONCLUSION 

In order to model and predict a group size within Second Life, issues pertaining to the nature of Second Life 
and the groups available in that environment have been considered.  It is important to note, that our proposed 
research does not claim to serve as a marketing strategy but rather as a tool to facilitate marketing strategy. A 
treatment of the issues related to the appropriate methods of data collection available has also been made.  
Finally, we have appreciated various mathematical approaches and identified Markov Processes underpinned 
by a Set Theoretic model of the static aspect of  Second Life groups as the most suitable approach.  
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ABSTRACT 

This paper discusses the development of a dimensionalised model that addresses the differing perspectives and 
experiences of visitors to galleries and exhibitions within the Second Life multi-user virtual environment.  The model is 
tested through a questionnaire that is accessed through a Second Life artefact.  The artefact serves a further function in 
enabling the gallery/exhibition owner and other visitors to a given gallery/exhibition to see how respondents to the 
questionnaire have evaluated that gallery or exhibit. 
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1. INTRODUCTION 

Visitors to galleries or exhibitions can usually leave feedback about their experience via a visitors’ book.  
Further, visitors’ books can be seen as a form of  “interactive exhibit in which many visitors participate 
(either by writing or reading)” (Macdonald 2005).  The implication of the quote by Macdonald is that 
consumption of comments left in a visitors’ book can itself be an act of consumption at an exhibition.  The 
leaving and consuming of comments in a visitors’ book can be seen as a form of feedback mechanism.  If a 
gallery/exhibition, is available online and does not have a physical presence except in digital terms, then the 
incorporatation of a mechanism similar to a visitors’ book in function would be highly desirable. 

The Ambition project was an Arts Council funded project investigating best practice IT solutions within 
the arts/cultural sector.  A multi-method approach was taken in gathering data from a sample of the arts 
organisations involved in the project (Bessis et al., 2009) and case studies produced as an overview of their 
experiences.  The desire for audience interaction/feedback was a theme that occurred through all of the 
organisations reviewed, who then  established some form of web based technology to address this issue. 

As of 16th

The artefact proposed here requires a cross disciplinary approach and borrows from museology as well as 
from marketing although entirely focussed on a virtual world experience.  Basically the artefact would be 
comprised of a questionnaire and an interface allowing visitors to an exhibition to participate in the 
questionnaire or view the feedback left by previous visitors.  The artefact is a means by which persistent 
feedback and a rating mechanism for an exhibition can be left for the exhibitor as well as other visitors, 
essentially transferring best practice from the ‘real world’ to a virtual world.  An exhibitor would make the 
artefact available at their exhibit, visitors to the exhibition would have a choice of whether or not to 
participate.  The location of the artefact is somewhat problematic because, unlike in the real world, a visitor 
to a gallery or exhibition within Second Life can choose to ‘teleport’ (instantly change locations in-world) 

 February 2009, 600 galleries had signed up for the Second Life art galleries kiosk (sl-
artgalleries.blogspot.com).  This is the attempt of an individual (Sasun Steinbeck) to consolidate information 
about the likes of art galleries in Second Life and should not be seen as comprehensive.  In fact Linden Labs, 
the owners of Second Life, have an arts and culture venues showcase (secondlife.com/showcase/arts/) that is 
directly accessible from the Second Life interface.  However, to date Second Life offers no comprehensive 
feedback system such as those offered by Amazon.com or Ebay.com.  



away as they choose and therefore the positioning of the artefact near an entrance, for example, doesn’t mean 
that visitor traffic will necessarily pass by it.  This problem could be mitigated by an automatic invitation to 
participate being triggered by the visitor’s departure if they haven’t already participated.  The benefit to the 
exhibitor of installing the artefact is in gaining relevant feedback on their work which could be used to 
inform future development.  The benefit to visitors is in being able to ‘verbalise’ their thoughts on the 
exhibition as well as seeing the opinion of other visitors to the exhibition and thus informing relevant 
discussion between interested parties.  Further, according to Chevalier and Mayzlin (2006), greater user 
reviewing of products can lead to greater consumption of those products, thus a relationship, benefiting both 
parties is formed.  An overview of the process that the described artefact will support in, is as follows: 

A creates Object(x). 
B consumes Object(x). 
B creates a review of their consumption experience. 
B disseminates their review using a tool or device (d). 
If A consumed the review, A could revise Object(x) or create a new Object(nx) in light of the feedback 
from the review. 
The process described is a generalisation and does not take into account the possibility of an actor C who 

may simply be a consumer of objects/reviews. 
The artefact needs to address scenarios where: one or more visitors can review and/or participate in a 

questionnaire leaving feedback for one or more artists, who may have or be involved with, one or more 
exhibitions, displaying one or more works. 

The contribution of this effort in regards to the artefact is as an evaluative means of the customer 
experience, commercial or otherwise, that as far as we know from literature review does not exist within the 
Second Life environment.  Within this context the aims for the rest of this discourse is twofold, firstly the 
examination and comparison of existent models and secondly a discussion of further work with the aim of 
designing an appropriate artefact. 

2. MODELS AND FRAMEWORKS 

The following is an investigation into existing models or frameworks of user/group behaviour in online 
communities and their comparative applicability to the Second Life virtual environment.  Due to the nature of 
Second Life, comparable online communities could be from a spectrum as broad as social networking sites, 
online multi-player games to e-commerce sites.  The recency of emerging virtual organisations has bounded 
the information available.  Both the Ebsco Host Electronic Journals Service and the ACM Digital Library 
databases were interrogated to find relevant material that considered modelling online/virtual collaboration.  
Two models and two frameworks were identified for analysis and discussion.  An overview of each model or 
framework is given along with any strengths and drawbacks that arise.  Finally, emergent themes from the 
reviews are given as well as explicit and implicit themes. 

The Online Communities Framework (OCF) by De Souza and Preece (2004) has the purpose of analysing 
and understanding online communities from a designer’s perspective.  Based on Semiotic Theory and 
Semiotic Engineering, the OCF is constructed around the relationship of sociability and usability with 
regards to: people, purposes, policies and software.  Here sociability is about community social interactions 
and usability is about human-computer interaction.  The OCF is essentially designed for designers/developers 
of online communities and allows for the investigation of communication person to person, person to system 
and system to person.  The framework is based on defining an online community as “a group of people, who 
come together for a purpose online, and who are governed by norms and policies” (Preece, 2000).  An 
implication of the OCF is that the usability of software can directly impact on the sociability value of the 
software dependant on how it is being used in context of the people, purposes and policies elements.   

However, the OCF is focussed towards online forums and technologies such as instant messaging services 
and doesn’t entirely capture the richness of virtual world experiences although probably could with some 
expansion.  The authors (2004) do point out that: “it is not intended that OCF based models should be applied 
to a whole online community. Rather, it is intended that it can be applied to particular aspects”. 

The Connected Community Model by Schriner et al. (2007), has been influenced by the work of 
McMillan and Chavis (1986).  The authors argue that the notion of a virtual community as a distinct entity is 



false as the participants are all rooted in the real world and therefore online communities are just an extension 
of the participants’ reality.  Further the authors recognise that social organisations can be viewed as people-
centred rather than place-centred.  This by extension conveys that experience of community rather than 
existence of community is a more valid perspective.  The authors have seven sets of metrics as ‘Indicators of 
Connected Community’:  Communication connectivity; Shared real world connection; Sense of presence; 
Interpersonal trust; Sense of belonging; Influence; and Human personality traits. 

Schriner et al. (2007) state that the model is meant “not to generalise findings for all online communities, 
but rather to offer a more solid framework in which to explore the characteristics of online communities”.  
The authors further clarify that the model “doesn’t look exclusively at effects of new media; Internet use is 
then placed in context of the participant’s whole environment”.  Although elements of the model have been 
tested to a some extent, the whole model has not been empirically tested. 

The Information Exchange framework by Hersberger et al. (2007) is an emergent/conceptual framework.  
The framework is based on a case study of online courses as well as literature investigating the similarities in 
face-to-face communities (including the work of McMillan and Chavis, 1986) and virtual communities.  The 
authors offer a ‘holistic’ approach in their model of virtual communities.   

The framework is represented graphically as a four tier pyramid, Hersberger et al., (2007) use what they 
call an ‘affective dimension’ and explain it as, “… the emotional contexts in which communities (first tier), 
social networks (second tier), information exchange (third tier), and information acquiring-and-sharing 
(fourth tier) take place”.  The components move from community focussed (first tier) through to individual 
focussed (fourth tier).  Essentially the affective dimension describes the level of gratification or 
discontentment felt by an individual dependant upon the which tier is being examined.  

The final model here is a preliminary research model by Guo and Barnes (2007).  Their model is mainly 
evolved from recognised models in the field such as the Technology Acceptance Model (TAM) as well as the 
Unified Theory of Acceptance and Use of Technology model (UTAUT) amongst others.  The proposed 
model has been designed specifically for investigating trust issues and commercial exchange within virtual 
worlds and consists of ten components.  Of the ten, elements seven come from an amalgamation of the 
aforementioned recognised models and three new components that have been added by the authors.  This 
model is currently being tested using focus groups (Guo, 2008) and the model is actually part of a larger 
study.  The authors do point out that “the likely outcome from testing the final model will be an extension to 
existing behavioural theories (e.g., TAM) via new constructs validated in the virtual game community 
domain”.   Furthermore the model is only focussed on investigating commercial transactions, trust issues and 
such like within Virtual Worlds and does not investigate any of the other concepts involved with the virtual 
world experience such as social networking, collaborative actions, socialisation, etc. 

2.1 Comparison  

After the models/frameworks had been reviewed and ‘pawed’ through (Ryan and Bernard, 2003), an 
analytico-synthetic (Lambe, 2007) approach was taken, essentially an analysis and post-coordination method.  
This approach was taken to aid the deconstruction of the models/frameworks into component parts and to re-
construct them in generic terms in a similar way to how conceptualising the abstract and categorisation is 
conducted in Grounded Theory (Glaser and Strauss, 1967).  This approach enabled a comparison of the 
frameworks/models at a coarser granularity.  The deconstruction of the model/framework component parts 
was kept at the same general level of granularity as first presented in the various works.  Comparisons 
between the re-constructed component parts were then carried out.  The following is an overview of the 
models/frameworks reviewed so far with a focus on the correlations that occur.  

Trust has been identified explicitly in the Guo and Barnes model as well as in the Schriner model.  Trust 
is also implicit in the De Souza and Preece framework, as well as in the Hersberger Information Exchange 
framework. 

The explicit relationship between the online community and the ‘real world’ is acknowledged and to 
some extent elaborated on by three of the four models/frameworks.  The fourth (Guo and Barnes) is in 
essence incomparable in so far as it focuses entirely on the process of transaction within a virtual world.   

The Online Communities Framework of De Souza and Preece (2004) is applicable to both communities 
that exist entirely online as well as to those that have a face-to-face element involved in their online 
community.  Similarly, Hersberger et al., (2007) with the Information Exchange framework perceive online 



communities as sharing many characteristics with face-to-face communities and elaborate on how useful 
concepts for describing real world communities can be used with online communities.  Schriner and Kim 
with the Connected Community model explicitly state that their model relates to the ‘interplay’ between the 
virtual and real world experience.  In essence the Hersberger et al. framework and the Schriner and Kim 
model offer explanations about the same notion of virtual or online communities from differing perspectives.  
The Guo and Barnes model which is focussed entirely on the transaction of ‘virtual assets’ and does not 
specifically state an inter-relation with the real world, although the use of real money to buy ‘virtual assets’ 
with is inherent to their work.   

Communications is an important aspect of the De Souza and Preece (2004) framework, not only between 
users but between users and the system as well.  De Souza and Preece approach the idea of communication 
from the perspectives of natural language communications as well as sign systems, for example buttons and 
menus signify actions with the system.  The entire thrust of the Hersberger et al., (2007) work is about the 
communication process in online communities with regards to formal and informal information sharing and 
exchange.  The type of communication process is dependant on the tier of the framework that is being 
focussed on.  For example, the authors describe as part of the base first tier, communities, a ‘Common 
symbol system’ which can be as simple as the use of emoticons and/or the use of specialised or shortened 
terminology.  Within the same tier the authors go on to point out that at the ‘shared emotional connection’ 
level, the more users of a community interact with one another, the more likely they are to become 
emotionally close. 

Likewise, much of the Connected Community model is based around the notion of the communications 
process.  The authors point out that the model is designed to explore the extent that communications enable 
integration into a group for an individual, as well as the level of contribution to community building.  Both of 
these factors, the authors contend, help establish a ‘sense of community’.   

From the first tier of the Information Exchange framework the ‘membership and influence’ elements 
directly map across to the ‘sense of belonging’ and ‘influence’ elements of the Connected Community model 
(see Table 1).  The authors acknowledge that these elements are based on the work of McMillan and Chavis 
(1986).  In fact the whole of the first tier of the Information Exchange framework is made up of the four 
elements that McMillan and Chavis use to define ‘Sense of Community’.  The change in focus from 
community to individual as in the Information Exchange framework is not represented in the Connected 
Community model and any further direct mapping of elements becomes more problematic.   

However, there is correlation between the ‘information exchange’ element (third tier) of the Information 
Exchange framework and the ‘communication’ and ‘shared real world connection’ elements from the 
Connected Community model.  The correlation of these elements can be appreciated when we consider the 
‘information exchange’ element having descriptions such as “communities are primarily built and supported 
through formal and informal communication”  as well as “people communicate more readily if they perceive 
that the strangers online with them share common interests” (Hersberger et al., 2007).  

 
Table 1.  Information Exchange framework and Connected Communities model correlation 
Correlation Information Exchange Connected Community 
Direct relationship Membership 

Influence 
Sense of belonging 
Influence 

Compatibility 
 

Information exchange Communication connectivity  
Shared real world connection 

Shared space Social networks as information networks Human personality traits 
 
There is also a shared space between the ‘social networks as information networks’ element from the 

Information Exchange framework and the ‘human personality traits’ element of the Connected Community 
model.  Here the ‘human personality traits’ are suggested as being “critical to engaging and sustaining 
individual involvement in community” (Schriner et al., 2007).  This can be juxtaposed to the description of 
‘social capital’ from Hersberger et al., (2007) which is given as “social capital is an investment in social 
relationships with anticipated return”. 

Issues of emotional connection/expression have been explicitly identified in the Hersberger Information 
Exchange framework as well as the Schriner Connected Communities model.  These stem from the McMillan 
and Chavis (1986) concept of ‘shared emotional connection’ that both of the works are informed by.  
However, the Connected Communities model does not measure emotional bonding, the authors stating that 



this can be measured in other ways such as being correlated to ‘belonging’.  Similarly, the Guo and Barnes 
model has an explicit ‘perceived enjoyment’ component which can be considered as an emotional indicator. 

With the OCF De Souza and Preece (2004) state that, “sociability is concerned with social interactions in 
the online community while usability is concerned mostly with what happens at the human-computer 
interface”.  De Souza and Preece go on to explain that “technology shapes human experience, and a 
substantial portion of the overall quality of human experience in technology-enabled environments depends 
on how well the software used by community members matches the sociability and usability requirements of 
the whole community.” 

The following quote from De Souza and Preece aids understanding  of what the OCF is and how it works:  
“… the online community constituent is embedded in a software environment and thus 
achieves computer-mediated human experience. The usability and sociability constituent 
provides the goals (requirements and inspiration) for designing the online community.  Since 
sociability is concerned with the social interactions in the community, whereas usability 
describes human–computer interaction, sociability and usability directly affect the online 
community. Finally, the interpretive constituent matches the usability and sociability design 
goals with how they affect the community’s experiences, and explains how technology enables 
the achievement of computer-mediated experiences.”   

From this explanation we can see why the OCF is complimentary to the Connected Community model 
and the Information Exchange  framework. 

3. DISCUSSION 

The next steps involve the creation of a questionnaire that would inform the creation of a Quality of 
Service or User Satisfaction type of model.  The model can then be mapped against the comparisons of  the 
prior models/frameworks to see if it is comparable or compatible with those already reviewed and how it can 
inform the creation or sustainability of virtual organisations or communities.   

The mechanism for the delivery of the questionnaire would be a Second Life artefact.  This artefact needs 
to comprise the functionality of allowing visitors to an exhibition to participate in the questionnaire and also 
allow visitors to review what previous visitors thought independently of whether or not they participate in the 
questionnaire.  Second Life functionality encompasses the use of a web browser in-world and so the 
questionnaire could be web based, with only a minimal interface/invitation object existing in Second Life.  
The questionnaire will be designed following best practice guidelines, see Parsons 2007.  Additionally the 
use of Likert scales in the questionnaire will allow for the quantification of responses.  These quantified 
responses, summarised, would form the basis of the ratings system outlined in the Introduction.   

The basis of the questionnaire is derived from the ten factors for measuring the total customer experience 
as described in Rowley (1999) modified to encompass the virtual world experience.  The ten factors are: 
speed of service delivery, convenience, age waves, choice, lifestyle, discounting, value adding and customer 
service.  The questionnaire should encompass these factors from multiple perspectives and allow respondents 
to answer only the questions they choose to.  The ten areas of consideration need to be represented in 
multiple ways, this approach acknowledges what Rowley (1999) states as: “any methodology for evaluating 
the total customer experience (TCE) must accommodate the variety of experiences of different customers”.  
For example, applying differing questions based on each of the ten factors allows participants to answer the 
questionnaire based on their own perspective and experiences.  The questionnaire needs to developed in such 
a way as to encompass different ‘dimensions’, where these dimensions represent: flexibility, personalisation 
and differentiation or diversity.  For example questions relating to speed of service delivery will be designed 
to investigate the notion of speed of service delivery from the perspective of flexibility, personalisation and 
differentiation or diversity.  Taking this approach reveals not only if the participant found the quality of 
service available at the exhibition satisfactory but could also reveal how else the exhibition might be 
improved.  This dimensionalised approach allows for a richer data set to be analysed and interpreted with the 
possibility of identifying emergent groups, it also allows for a deeper understanding of the participants’ 
experience.   

The artefact could also be designed to be extensible both in usage and functionality so that it can be used 
in a variety of environments, not just the exhibition ones described here.  In terms of usage, the system 



should be adaptable to a wide variety of evaluation/feedback purposes within the Second Life environment, 
including merchant outlets.  In terms of functionality, the artefact could be adapted to also add  
‘recommender system’ functionality.  Testing of the artefact will be conducted by inviting artists/exhibitors 
to install the artefact at their galleries/exhibitions in Second Life.   

4. CONCLUSION 

A review and comparison of appropriate models and frameworks has been made from the available 
literature.  This revealed correlations between the models and frameworks as well as broader themes such as 
trust or emotional connection that were described from differing perspectives dependant upon the focus of a 
given model or framework. 

The development of a questionnaire using a total customer experience framework has been described that 
employs dimensionalised facets to address differing perspectives of the user experience.  The questionnaire 
itself being web based but implemented through a Second Life artefact within a gallery/exhibition setting.  
The artefact also serves the purpose of feeding back to gallery/exhibition visitors how others evaluated their 
gallery or exhibition.  The purpose of the installation of the artefact is to enable persistent information to be 
left in a given gallery/exhibition that can help the exhibitor or gallery owner to improve their work and also 
for the appreciation and sense making of visitors.  The results from the questionnaire, using the ten factors 
from the total customer experience framework will be used to develop an appropriate model. 
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ABSTRACT 

The development of a Second Life based, dimensionalised, experience feedback mechanism is described.  The 
mechanism has the functionality to be dynamically adaptive based upon user preference and has the design capability to 
have multiple instances situated in many Second Life scenarios where users are consumers of products and/or services.  
Consideration is also given to possible alternative methods within Second Life that are currently available.  The design 
criteria and proposed method of implementation is explained as well as the reasoning behind the choices made.  Finally,  
the further work required for full implementation is stated. 
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1. INTRODUCTION 

Second Life is a multi-user virtual environment; the vehicle for consideration here will take the form of a 
dynamically adaptive, dimensionalised, experience feedback mechanism that will be accessible via a Second 
Life artefact, an in-world virtual object.  The underlying theme of this investigation is to aid and inform inter-
relation by users of Second Life with an interest in the arts/cultural sector.  The contribution of this effort in 
regards to the artefact is, as an evaluative means of the visitor experience, which as far as can be ascertained 
from the literature reviewed, does not exist within the Second Life environment.   

The results of the experience feedback mechanism can be shared with both an exhibitor and visitors to an 
exhibition. This in turn can inform further work by the exhibitor or discussion/appreciation by visitors.  
Finally, it should be noted that the mechanism suggested here is described in terms of usage within exhibition 
style environments, however, the mechanism is not constrained to this type of environment.  The experience 
feedback mechanism, due to its design, is entirely transferable to any environment where visitors/customers 
are consumers of products or services within Second Life.  Example environments such as music events, 
bars/clubs, fashion shows or shops could all use the experience feedback mechanism described here. 

The context for the feedback mechanism will be given followed by a description of how the mechanism 
will be dimensionalised (multi-faceted).  This will be followed by a description of how the dimensionalised 
mechanism can be made to be dynamically adaptive.  This is essentially a report of a work in progress. 

2. CONTEXT 

Typically, visitors to galleries or exhibitions can leave feedback of their experience via a visitors’ book.  
Further, visitors’ books can be seen as a form of “interactive exhibit in which many visitors participate (either 
by writing or reading)” (Macdonald, 2005).  The implication of the quote by Macdonald is that reading a 
visitors’ book is an act of consumption at an exhibition.  The process of leaving and consuming 
comments/ratings in visitors’ books can be seen as a form of feedback.  However, this process is somewhat 
undirected/unstructured in the sense that only issues that the visitor wants to leave, rate or comment on are 



left, as opposed to the visitor commenting/rating on pre-planned questions or metrics.  If a gallery/exhibition, 
is available online and does not have a physical presence, then a mechanism can be incorporated like a 
visitors’ book so that comments or ratings can be left by visitors.  

The benefit of installing the artefact to the exhibitor is in gaining relevant feedback about their work 
which could be used to inform future development.  The benefit to visitors of an exhibition is in being able to 
‘verbalise their thoughts’ of the exhibition as well as seeing what others thought of the exhibition and thus 
informing relevant discussion from interested parties.  Further, greater user reviewing of products according 
to Chevalier and Mayzlin (2006) tends to lead to greater consumption of those products, thus a relationship, 
benefiting both parties is formed.  The artefact needs to address scenarios where: one or more visitors can 
participate in an experience feedback mechanism at one or more exhibitions. 

For example, a visitor may go to an exhibition wherein the work is entirely produced by one artist.  The 
visitor may then go on to another exhibition where several artists are displaying their work.  In either case the 
exhibition itself may be owned by none, one, or more of the artists.  An important point to make here is that 
the Second Life artefact to be used is a tool/device for rating the Total Customer Experience (Rowley, 1999) 
in a given exhibition and is not a mechanism to critique individual pieces of artwork or the rating left by a 
previous visitor. 

The mechanism described here has been devised to facilitate a better user experience for both customers 
and product/service providers within Second Life.  The aim is to provide a means of communication between 
exhibitors and visitors as well as providing a discussion point for visitors. The mechanism should be 
personalisable, adaptive to changes and remain persistent over time.  Second Life currently seems to offer no 
such facility.   

Second Life does offer a number of ways to communicate between groups and individuals such as: instant 
messaging, voice/audio chat and note cards, as well as a number of voting or opinion poll mechanisms.  
However none of these fulfil all of the requirements of the aims outlined here.  The closest are the voting or 
opinion poll mechanisms but these do not offer any way to skew their output in relation to the preference of 
importance decided by the user. 

3. A DIMENSIONALISED APPROACH 

The next steps involve the creation of an experience feedback mechanism, the realisation of which will be in 
the form of a web-based questionnaire.  Second Life functionality encompasses the use of a web browser and 
so the questionnaire for the feedback mechanism could be web based, with only a minimal 
interface/invitation object existing in Second Life.  The web based questionnaire will be designed following 
best practice guidelines, see Parsons (2007).  Additionally the use of Likert scales in the questionnaire will 
enable quantification of responses.  The ten factors of measuring the total customer experience as described 
in Rowley (1999) modified to encompass the virtual world experience forms the basis of the questionnaire.  
The ten factors are: speed of service delivery, convenience, age waves, choice, lifestyle, discounting, value 
adding, customer service and lastly, technology.  The work by Rowley contextualises the ten factors within a 
museum environment with the original ten factors for appraising the customer experience being based on the 
work of Tucker (1991b, 1991a).  The questionnaire should encompass these factors from multiple 
perspectives and allow respondents to answer only the questions they choose to.  The ten areas of 
consideration need to be represented in multiple ways, this approach acknowledges what Rowley (1999) 
states as: “any methodology for evaluating the total customer experience (TCE) must accommodate the 
variety of experiences of different customers”.  The dimensionalised approach then is, essentially, applying 
multiple differing questions based on each of the factors allowing different types of participant to answer the 
questionnaire based on their own perspective or experience.   

Therefore the questionnaire needs to be developed in such a way as to encompass different ‘dimensions’.  
This strategy is similar to that employed in identifying social desirability or response bias within 
questionnaires.  Taking this approach reveals not only if the participant found the quality of service available 
at the exhibition satisfactory but could also reveal how else the exhibition owner might improve the exhibit.  
The dimensionalised approach is essentially being used to give an integrative top level view, in much the 
same way as triangulation is used (Malterud, 2001).  This dimensionalised approach further allows for 



analysis of the results to be interpreted using a richer data set with the possibility to identify emergent groups, 
it also allows for a deeper understanding of the participants experience. 

3.1 A Dynamic Dimensionalised Feedback Mechanism 

The mechanism or initial interface aiding the delivery of the questionnaire will be a Second Life artefact.  
This artefact needs to comprise the functionality of allowing visitors to an exhibition to participate in the 
questionnaire and also allow visitors to review what previous visitors thought independent of whether or not 
they participate in the questionnaire.  Essentially the artefact to be devised will address a scenario where an 
actor A would create an object and make it available for consumption at an exhibition.  Another actor B 
could then give ratings of their own consumption experience of the exhibition.  If actor A were to take heed 
of the type of ratings being given then actor A might refine the exhibition or indeed may develop a new 
exhibition with the ratings in mind.  In this instance, the ratings become feedback when used by actor A, or a 
learning object for actor C who is at the exhibition as a consumer only.  An overview of the scenario that the 
described artefact will engage in is as follows:  A creates an object.  A makes the object available via an 
exhibition.  B is a consumer of the exhibition.  B creates a rating of the exhibition consumption experience.  
B disseminates the rating using an appropriate tool or device.  If A consumed the rating provided by B, A 
could revise the exhibition in light of the ratings given, which can now be considered as feedback.   

The artefact proposed borrows from museology as well as from marketing although entirely focussed on a 
virtual world experience.  The artefact is a means by which persistent feedback and a rating mechanism for 
an exhibition can be left, essentially transferring best practice from the ‘real world’, see Bessis (2009), to a 
virtual world.  An exhibitor would make the artefact available at their exhibition and visitors to the exhibition 
would have a choice of whether or not to participate.  Participation can occur by leaving and/or viewing the 
ratings for that exhibition.  The location of the artefact is somewhat problematic because unlike in the real 
world, within Second Life a user can ‘teleport’ away (instantly changing locations in-world) and therefore the 
positioning of the artefact near an entrance does not mean that visitor traffic will necessarily pass by it.  This 
problem can be mitigated by an invitation to participate being triggered by the visitors departure form the 
exhibition location if they have not already participated, essentially this is the same invitation to participate, 
scripted, for visitors leaving the location (see LSL, further).  If a visitor to an exhibition wants to participate, 
a web based questionnaire will be activated.  The Second Life interface allows for users to specify if they 
want to use their own web-browser or the integrated Second Life web browser. 

Second Life allows for the use of a scripting language (Linden Scripting Language – LSL), therefore the 
script written to activate the web-browser could also embed the Second Life URL (SLURL).  Further, the 
avatar name of the participant should also be recorded, an avatar being the in-world representation of the 
user.  The recording of the SLURL necessitates the need for just one database to be required for multiple 
artefacts.  In this way many instances of the artefact can be deployed throughout Second Life simultaneously.   

Recording the avatar name of the participant can help impede false ratings being left, for example by a 
jealous competitor who may wish to leave multiple ‘bad’ ratings.  A check of the database to see if the avatar 
name has left a rating before at an exhibition also allows that visitor to leave a new rating, for example after 
an exhibition has been updated.  In this instance the prior rating is removed and the new one is incorporated. 

There are 10 factors that the questions in the questionnaire will be based on, see 2.1.  Likert scales will be 
used throughout the questionnaire giving a numerical value to each response.  A mean average would be an 
appropriate way to measure ratings from these scores.  However, personalisation of responses can be 
achieved through dynamic adaption.  This dynamic adaption can be accomplished by a catch all question at 
the end of the questionnaire which asks participants to rate the 10 factors in order of importance with 1 as 
unimportant to 5 as very important.  The participant can identify the kind of things that are of importance to 
them personally.  The numerical value from the answers given throughout the questionnaire can then be 
weighted in order of importance to the participant.   

For the following, the factors will be denoted as F, the number of questions will be denoted as Q, the 
number of participants denoted as N, the score from each question will be denoted as S, the weighting, or 
level of importance as identified by the ‘catch all’ question, will be denoted as W and the score for participant 
n for question q is S(n,q).  Additionally, C(n,f) is the average score of a given participant for a given factor 
and A(n) will be the average weighted score.  Finally the overall total weighted score will be denoted by T.   
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To determine the average score for 
participant 1, we can use: 
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Step 4. Step 5. Step 6. 
To determine the average score of a 
given participant we can use: 
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The dimensionalised approach means 
that a set of questions belongs to a 
given factor.  The set of questions 
relating to factor f is shown as Q(f).  
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Step 7. 
Finally, to determine the overall total weighted score for all participants, we can use: 
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4. CONCLUSION 

The development of a dynamically adaptive, dimensionalised, experience feedback mechanism has been 
described.  The mechanism provides an evaluative means of the visitor experience within the arts/cultural 
sector of Second Life although it is transferable to many other sectors within Second Life where users 
consume products/services.  Next steps include the articulation of the questions to be used based upon the ten 
factors described as well as the implementation of the Second Life artefact as well as the web-based 
questionnaire. 
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ABSTRACT 

Second Life is a virtual world, a multi-user, 3d, immersive environment, which has its own internal economy.  User-user 
transactions during the third quarter of 2009 reached $150 million, a 54% increase from the same quarter in 2008. 
However, during 2010 the amount of money being spent by the user community has appreciably declined.  Based on 
prior works, a framework has been developed which identifies seven interrelated components that provide a wider 
context to perceive the user experience of Second Life.  The approach taken by the framework allows for it to be used as 
a means to consider Second Life both as a product and as a platform.  The approach taken to data gathering, analysis and 
interpretation in the context of the framework is described.  
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1. INTRODUCTION 

The aim here is to develop a framework that can be used to understand the complex and inter-related factors 
that affect the use of Second Life in terms of consumer satisfaction in a virtual world.  Virtual worlds are 
multi-user, 3d, immersive environments which fall into two basic categories: game worlds such as World of 
Warcraft and social worlds such as Second Life.   Both sets of environments do allow for computer mediated 
shared experiences where users can interact with one another but social virtual worlds do not have an explicit 
storyline, plot or the necessity to achieve pre-determined goals. 

Released by Linden Lab (legally known as Linden Research, Inc) in 2003, Second Life has operated a 
free to use model since 2005.  Second Life has its own internal economy based on Linden dollars (L$), the 
economy has an approximate exchange rate of L$265 to $1(US). User-to-user transactions during the third 
quarter of 2009 reached $150 million (US), an increase of 54% from the same quarter in 2008 while resident 
held Linden dollars rose by 19% for that same period (Linden, 2009).  The nature of this virtual world makes 
it distinct from real world and other web-based interaction modes. Building on prior works, this Chapter will 
elaborate on the production of a relevant bespoke framework for eliciting consumer satisfaction factors that 
are relevant to a user of Second Life. 

Typical face to face communication relies on verbal and non-verbal cues (Moore et al. 2007).  When the 
richness of multimodal communication, such as that in face to face communication (De Ruiter et al. 2003) is 
curbed through the use of mediating technology, the communicative process becomes leaner in terms of 
richness.  This can be frustrating for the user, for example, gesturing with ones arms when speaking on the 
telephone (Verhulsdonck & Ford, 2009).  From this it can be seen that due to the leaner communication 
capability available within virtual worlds, mechanisms in place in the real world cannot be easily transferred.  
Similarly, feedback mechanisms as provided by web retailers such as Ebay and Amazon differ from 
immersive virtual worlds as virtual worlds offer a variety of communication channels.  The situation is made 
more complex when we take into account, that just because multimodal interaction is available, users may 
not prefer to use all of the modalities available (Oviatt, 1999). 



Leaner communication capability in virtual worlds can be exemplified by the limitedness of non-verbal 
cues.  Users are typically proxy-ed ‘in-world’ by a character or ‘avatar’.  There is a limited translation 
capability from user to avatar in terms of body language and facial expressiveness, therefore, there is limited 
in-world communicative feedback (Gerhard et al. 2004; Moore et al. 2007). Expressing the context of a 
message through such leaner communications requires either extended communication about the original 
message or some form of in-channel adaptation such as the use of emoticons in text based communication 
(Walther & D’Addario 2001).   

The Second Life interface, also known as a Viewer, enables communication and interaction in-world.  In 
late February 2010, Linden Lab released their Viewer 2 which took an entirely new approach to the user 
interface design of the Second Life client.  This new interface design has many similarities with web 
browsers in terms of navigation and although not mandatory as yet, older Viewer versions are getting less 
official support.  The introduction of the redesigned Viewer using more of a browser paradigm came in 
concert with new orientation experiences as well as new base avatar choices.  The initial learning curve 
involved in acclimatising to Second Life had been criticised as being steep for new users (Warburton, 2009).  
Orientation is the name given to the experience all newly registered users go through when they first enter 
Second Life as means of learning the interface and the actions that can be performed in-world. 

2. THE FRAMEWORK  

The following is a description of our conceptual framework, the components therein and the approach 
taken to testing it.  This is followed by a summary of the data to date and its interpretation.  The framework 
described here has evolved from prior work by the authors on eliciting consumer satisfaction in the Second 
Life environment (Shukla et al. 2009 a/b).  This previous work focussed on the elicitation of consumer 
satisfaction in arts and cultural exhibitions within Second Life.  Exhibitions of this nature were chosen as 
these types of organisations encompass not-for-profit as well as profit-seeking ventures and the variety of 
organisational structures that underlie them.  Further, the previous work predominantly took the perspective 
of elicitation, using self report, in terms of total customer experience, see Rowley (1999).   

Accepting the conclusions by Giese and Cote (2002) we can abstract that consumer satisfaction is a state 
of mind that comes about as a reaction to, or a consequence of, an experience.  What needs to be considered 
then is the nature of the factors that contribute to that state of mind, as well as how Second Life environments 
can best be tailored to most likely instil that state.  With this in mind a framework for this purpose has been 
developed, the initial conceptualisation of which is shown in Figure 1.   

 
Figure 1.  The framework shows the interrelation of factors related to the user experience of Second Life. 
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2.1 Framework Interrelated Components 

This framework is the basis upon which testing will be undertaken with a view to further refinement as a 
consequence of the primary data gathered.  The conceptual starting point of the framework is the user along 
with the mental processes that affect their choice of, and experiences within, Second Life.  The environment 
that the user is accessing Second Life from was then taken into consideration as being an influential factor 
upon the accessing and experiencing of Second Life.  Next, the functionality of Second Life needed to be 
taken into account as Second Life can only operate on an internet connected computer.  Finally, factors that 
impact upon, but are tangential to, the user were acknowledged. All of these factors are described by the 
seven essential interrelated components of the framework, which are: 

1. The broad environment. 
2. The direct environment. 
3. The user experience. 
4. Cognition and emotion during the user experience. 
5. Interaction with and within Second Life. 
6. Second Life. 
7. The Internet. 

2.1.1 The broad environment 
The broad environment that we see in Figure 1 is indicative of the 'outside world' and is primarily to take 

into account the impact on the user of socio-economic, political, natural and geographic factors.  An example 
here is that of legislation that applies to Intellectual Property Rights (IPR).  Further, the broad environment is 
used here to also be indicative of influences such as religious, cultural, familial and peer bonds.  These 
external factors do have an impact on the state of mind of a user and can be perceived as the external world 
that has a direct and indirect bearing on the users’ sense of satisfaction whilst operating within Second Life. 

2.1.2 The direct environment  
The direct environment here can be understood as the given environment that the user is in while 

operating a computer running Second Life.  Essentially this is the user’s location, this needs to be considered 
as this location impacts (Elliot, 2007 a/b) on the users experience of Second Life.   

The direct environment that the user is in while conducting their foray into Second Life needs also to be 
considered with regards to whether or not that environment is a public or private space.  Further, 
consideration should be made to whether the space is one which is being shared with others and if so, for 
what purpose?  For example a friend sharing a bottle of wine while watching the user navigate an art 
exhibition will have an entirely different impact on the user and their state of mind and possibly their level of 
satisfaction of a given Second Life environment than if the same user was at their office desk during their 
lunch hour in a busy open plan office.  Essentially then, the direct environment component of the framework 
encompasses not only the physical makeup of the location the user is situated but also the nature and purpose 
of the environment as well as who else is co-habiting it. 

2.1.3 The user experience 
The utilitarian and hedonic value or affordances of using Second Life also needs to be considered.  Here 

the utilitarian or functional value can be seen in aspects of Second Life such as the ability to create 
objects/structures using the in-world building tools as well as affordances such as group meetings for those 
that are geographically dispersed or even the navigability through the 3d space of Second Life.  Hirschman 
and Holbrook (1982, p. 92) define hedonic as “those facets of consumer behaviour that relate to the multi-
sensory, fantasy and emotive aspects of one's experience”.  Second Life has many affordances that allow the 
user to have such experiences which include issues around escapism/entertainment, identity, avatar creation 
and modification as well as gender and ethnicity roles, role-play and social masks – in so far as there are 
layers of separation between the user and any co-respondent. 

2.1.4 Cognition and emotion 
The framework shows how the user experience of consumer satisfaction within Second Life is perceived.  

Cognition here is the rational thought process, for example making a product choice based on price.    



However, matters become more complicated as product or service selection can be perceived not just as a 
matter of cost but rather of value, with value perceptions often being tied in with notions of quality and 
reputation that are often implicit with brand recognition.  The dynamic link between cognition and emotion is 
well known, if not entirely understood (Gratch et al. 2009; Niedenthal, 2007; Clore, 2009).  The following 
hypothetical scenario exemplifies this; having just had a blazing row with their spouse, a user may be 
unlikely to report an excellent sense of satisfaction, as the user's general state of mind is likely to be still 
affected by the conflict.   Alternatively, the user may, after said row, have an overly positive sense of their 
experience as immersion into Second Life is being used as an escapist or diversionary tactic.    

Further there are physiological factors that can impact upon the level of perceived satisfaction of a user at 
any given time.  These factors include chemical and hormonal imbalances that may be caused by illness, drug 
usage or poor diet amongst other reasons.  Emotion, then, in this framework is the state that a user is 
experiencing whether or not they are aware of it.  Elicitation of emotional state with regards to consumer 
satisfaction preference is somewhat more problematic than the total customer experience approach taken 
previously.  Autonomic measurements such as those gained via the Facial Action Coding System, 
Electroencephalography or Functional Magnetic Resonance Imaging (Sörensen, 2008) and such like do offer 
immediate measurement of the subject while they are experiencing a given emotional state.  However there 
are drawbacks to these approaches, such as interpretation of data, having an experienced tester on staff or the 
necessity for the subject to be in a laboratory environment during measurement.  Self report of emotional 
states is often used in academic as well as marketing research (Sörensen, 2008).  The issue is that the actual 
emotional state is not being measured, rather it is the user’s self report of their own perceived state that is 
reported.  This consideration is deemed acceptable depending on the reason behind a given research study 
(ibid.) and models have been developed for this type of investigation.  Examples of this are Mehrabien and 
Russell’s pleasure, arousal, dominance model (1974) or Richins' consumer emotions set (1997). 

2.1.5 Interaction 
Social interaction plays an important part of the Second Life experience.  Second Life has a group 

mechanism built into it that plays a central role in structuring the various social activities that can be 
performed by avatars in Second Life.  A user can, via the Second Life interface, join a group either by 
invitation, private application or public application.  Groups can be joined in Second Life either for free or by 
paying a joining fee.  Available within Second Life are a number of in-world communications options.  
Predominantly these are: instant messaging, text and voice chat, note cards and some in world objects such as 
opinion polls.  All of these communications options can be accessed via the Second Life interface.  This 
interface also allows for interaction with in-world objects as well as accessing profiles of other users.   

2.1.6 Second Life 
The internal economy of Second Life is based on a real world equivalency rate and allows users to 

exchange their money into or out from Second Life.  One important point here is that in-world monetary 
transactions can only be enacted using the supplied mechanism. Second Life then, as the name suggests, is a 
mediated reflection of our world to the extent that people interact with one another and go about pursuing 
their interests.  For these reasons we can consider that the Second Life element of the framework to also have 
a direct and broad environment, in as far as the direct Second Life environment is the specific location of an 
avatar and the broad environment is composed of socio-economic factors and such like that can impact user 
experience but is not something necessarily in their control. 

The idea of place is a difficult concept to define (Gration et al. 2008), however, a good starting point 
would be “Place = Space + Meaning” (Harrison as cited in Gration et al. 2008, p. 2).  The distinction made 
here is that between the direct environment that the user is in and that of the virtual space that the user is 
navigating via their avatar.  Harrison calls this a complex form of hybrid space and clarifies this concept as: 
“A hybrid space is one which comprises both physical and virtual space, and in action is framed 
simultaneously by the physical space, the virtual space and the relationship between the two.” (Harrison & 
Dourish, 1996, p. 6) 

This distinction between the real and virtual space becomes less clearly distinguished when we take into 
account that the mediated experience of immersive environments can have a strong psychological impact.  
Waterworth and Waterworth explain it thus: “When we experience strong mediated presence, our experience 
is that the technology has become part of the self, and the mediated reality part of the other. When this 



happens, there is no conscious effort of access to information, nor effort of action to overt responses. We can 
perceive and act directly, as if unmediated.”  (2008, p. 61) 

 Further, the ‘place’ that the avatar is located in at any given time also needs to be taken into account as it 
can affect the user experience in terms of their cognition/emotion.  Essentially this is the immersive 
component at work, here we can distinguish between sensorial and psychological immersion. With Second 
Life sensory immersion is via the audio and visual modalities.  The psychological immersive aspect of 
Second Life is similar to that experienced in watching a film in so far as a certain level of suspension of 
disbelief is entered into.  Moreover, the ability to communicate either synchronously or asynchronously with 
others elevates the experience to an involved interactivity that film can not, as yet, follow.  Indeed, 
relationships are formed with other avatars and this has essentially the same impact, both positive and 
negative, that relationships have in the normal day-to-day world. 

2.1.7 The Internet 
Second Life uses a client server architecture which operates on internet technology, for example, the 

client server communication is achieved through the use of the User Datagram Protocol (UDP).   As the 
client server architecture of Second Life operates as a layer upon existing Internet technologies, it is prone to 
similar failings, the prime example here being that of network lag.  Network lag typically occurs when there 
is high usage or a technical failure on a given part of the Internet infrastructure between Second Life servers 
and the user client and is seen in-world as a slowdown or failure of in-world mechanics.  Second Life allows 
the use of Quicktime supported streaming media in-world.  Amongst the improvements that the release of 
Viewer 2 brought was the capability for ‘web on a prim’.   The idea here is that web based media can be 
assigned as a texture onto a prim, this now makes it much easier for web based content such as Youtube 
videos or Slideshare presentations to be made available in-world.  Not only are web based services often used 
to bring content into Second Life, there is a strong tradition of using Second Life created content being used 
as media on the web.  For example, Linden Lab have a Second Life channel on Youtube, the content here is 
mostly either educational in the use of Second Life or promotional in terms of new features or functionality.   

Having discussed the various facets that make up the framework, consideration needs to be made of the 
approach taken to testing it.  The next section is a discussion of the results gained from the in-world, semi-
structured interviews, that were conducted.  The foci for the interviews were developed from the previous 
work on total customer experience and elaborated upon using the current framework. 

3. TESTING THE FRAMEWORK  

A series of semi-structured interviews were conducted in-world, these interviews took place on both one-
to-one and group forms.  All interviewees freely volunteered their time to participate.  Interviewees were 
recruited in-world at the ‘University of Bedfordshire’ and the ‘London Hyde Park’ locations.  The latter 
location was chosen as it is a popular destination for a wide variety (age, geographic location, etc.) of Second 
Life users.  Interviewees were made aware of the purpose of the study and made aware of ethical and privacy 
issues and how they would be dealt with. The interviews were predominantly conducted in text chat although 
the use of the in-world voice chat system was used on occasion; when this was the case a transcription was 
made.  It was felt that keeping to the mode of communication that was preferred by the interviewee would 
make the experience more comfortable for them to participate in.   Interviewees were asked a variety of 
questions about their Second Life usage, experiences and preferences.  Chat logs and transcriptions from the 
interviews were used as the basis for thematic/content analysis.  This was undertaken by extracting the 
interviewee responses from the chat logs to construct response units.  The response units were constructed 
either from a standalone response or from fragmented responses.  With fragmented responses, where a 
response was separated over a number of chat lines, the response would be re-assembled into a single unit.  
In all, the 10 interviewees produced 189 response units each of which were aligned with the framework 
components.  Adjustments were then made as necessary to the framework components in so far as the user 
experience component was sub-divided into hedonic, utilitarian and identity statement groups.  A process of 
inductive thematic analysis was then performed on each response unit in a given component area.  The 
identified themes, their frequencies and the number of responses for each of the framework components can 
be seen in Table 1. 



Table 1.  Framework components, response rates and identified themes.   

Component Responses  Themes (frequencies) 

Broad 52 (28%) peers (15), geography (9), cultural (9), work/employment (4), family (3), finances (3), 
pass-times (3), infrastructure (2), technological (2), production (1), purchase (1)  

Direct 20 (11%) accessories (6), natural (5), employment (3), comparative (2), finances (2),  
technology (2) 

Utility 14 (7%) affordance (4), functionality (3), rationalising (3), employment (1), knowledge (1),  
cost (1), finances (1) 

Hedonic 28 (15%) tastes (14), entertainment (4), exploration (4), aversion (2), desire (2), satisfaction (1), 
mask (1) 

Identity 55 (29%) perception (14), role-play (10), avatar  (9), differentiation (8),  
personality (7), physical (4), social (2), taste (1) 

Cognition 36 (19%) deduction (9), summation (8), identification (5), intent (4), query (3), timeframe (3), 
interpretation (3), self-determination (1) 

Emotion 15 (8%) contempt (6), fear (3), pleasure (2), closeness (1), disappointment (1), humour (1), 
appreciative (1) 

Interaction 48 (25%) 
meeting (9), judgement (6), pass-time (6), real-life (5), co-operation (4), frequency (4), 
lack (3), demands (3), undesired (2), gifting (2), network (2), trepidation (1), 
uncertainty (1) 

Second Life 115 (61%) usage (23), distinction (21), interface (16), locations (14), financial  (12), content (12), 
relations (8), searching (6), entertainment (3) 

Internet 16 (8%) applications (6), streaming (6), availability (3), integration (1) 
 
 

Table 2. Search popularity compared to in-world ‘traffic’. 
 

Google Pages Traffic Google Pages Traffic Google Pages Traffic

1 5 319 741 825 838 1480 97800 1712

2 5 na 742 826 604 1481 98200 479

3 5 na 743 847 77 1482 98200 479

4 7 281 744 855 808 1483 98500 40

5 7 85 745 868 na 1484 184000 na

Average 5.80 228.33 Average 844 582 Average 115340.00 677.50

Bing Pages Traffic Bing Pages Traffic Bing Pages Traffic

1 1 1320 741 71 342 1480 371000 18057

2 1 7791 742 73 16602 1481 468000 23927

3 1 na 743 73 26 1482 468000 23927

4 2 na 744 73 43 1483 468000 23927

5 2 1337 745 73 10124 1484 522000 9830

Average 1.40 3482.67 Average 72.60 5427.40 Average 459400.00 19933.60

Yahoo Pages Traffic Yahoo Pages Traffic Yahoo Pages Traffic

1 1 5695 741 622 5237 1480 90400 952

2 2 281 742 623 4079 1481 94100 6330

3 3 319 743 624 38429 1482 96300 1304

4 3 22 744 626 4079 1483 97500 68

5 3 85 745 626 60 1484 211000 na

Average 2.40 1280.40 Average 624.20 10376.80 Average 117860.00 2163.50   
 
Another approach was then taken, focussed on the interrelationship between Second Life and the Internet.  

During late 2010 all of the locations presented on the ‘Destination Guide’ pages of the Second Life website 
were searched against three major website search engines.  These search engines were: Google, Bing and 



Yahoo.  The ‘Destination Guide’ is a listing of locations within Second Life that Linden staff  believe to be 
the best and most popular locations to visit.  Each of the 1484 entries from the ‘Destination Guide’ were 
queried in each of the three search engines using a Boolean search.  Each ‘Destination Guide’ location name 
was encapsulated with quotation marks as well as the name Second Life, for example: “Freebie Island” 
“second life”.  The results were then ordered numerically to show the lowest, mean and highest numbers of 
results for each query.  The first, last and middle five results from each query were then taken to be compared 
with their in-world location, see Table 2.  Each in-world location was travelled to and the ‘traffic’ metric was 
taken.  The traffic metric is defined on the Second Life site as: “the cumulative minutes spent on the parcel 
by all visitors to the parcel within the previous day”.  In this manner a comparison can be made between the 
popularity of locations being written about on websites and the traffic to in-world locations.  It should be 
noted that Google locations 2,3 and 1481,1482; Bing locations 1481, 1482, 1483 are duplicate locations.  
These duplicates occur when a location is entered into the ‘Destination Guide’ under different categories.  
The average traffic results in Table 2 are indicative of the average Google and Bing page returns, showing 
that in world popularity is linked to the number of websites mentioning that location.  However further work 
is required as the traffic metric is only for the previous day and websites are, in this context, far more 
persistent.  Therefore a further avenue of investigation with micro-blogs such as Twitter needs conducting.   

 

4. CONCLUSION 

The aim in developing this framework was to understand the complex and inter-related factors that affect 
the use of Second Life, from the perspective of consumer satisfaction.  The framework developed in this 
work is a means to understand the factors involved that affect the use of Second Life either as a consumer 
product from Linden Lab or as used by those who operate a virtual business in world.  The Second Life 
environment is made up from a complex of unit parts having distinctive traits which address different user 
needs, be they; role-play, shopping, socialising, meeting co-workers, education and so on.   

When Second Life is perceived as a product, the framework given here can be used to identify attraction 
and aversion factors amongst the user community.  With these factors identified the usability and 
functionality of Second Life can be developed enabling users to better pursue their own objectives.   

With regards to Second Life as a platform for operating an in world business, the framework can be used 
similarly to identify attraction and aversion factors among the intended audience. With these factors 
identified a business operator could implement functional or process changes to increase attraction and/or 
decrease aversion as necessary.  Also, the identification of attraction and aversion factors through the use of 
the framework can be applied to in world spaces.  Here both Linden Lab and in world business operators 
could adapt in world spaces to further engender the mood of satisfaction amongst their users.     

One issue that has become apparent during development of the framework is that it could be used to 
consider a wider variety of online environments that focus on social interaction.  The framework can be 
adapted by replacing the Second Life component with a different component, for example, the browser based 
virtual environment ourWorld, aimed predominantly at the teenage market.  However, the appropriateness of 
this type of adaption is yet to be tested. 

The significance of virtual worlds is increasing which can be seen in their uptake by leading consumer 
technology developers (Lehdonvirta, 2009).  Furthermore, social virtual worlds, specifically, are now being 
employed to garner a sense of community among users (ibid.).  Therefore the understanding of a key 
business concept such as consumer satisfaction among the user community is a necessity.  However, due to 
the nature of virtual world usage, previous approaches to consumer satisfaction are not appropriate.  With this 
in mind, the framework has been developed based on prior work such as that by Rowley (1999), Zhou et al. 
(2010),  Lehdonvirta (2009), Luz et al. (2008) as well as Giese and Cote (2002) amongst others.   

Finally, any relevant consumer participation must be viewed from the wider context of participant 
appraisal.   Virtual Worlds such as Second Life do not exist in an insulated manner, they must be appreciated 
in context of a broader experiential dimension. 
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ABSTRACT

Second Life is a virtual world, a multi-user, 3D, immersive environment, which has its own internal 
economy. The aim of this chapter is to develop a framework that can be used to understand the complex 
and inter-related factors that affect the use of Second Life in terms of consumer satisfaction in a vir-
tual world. Based on prior works, a framework has been developed which identifies seven interrelated 
components that provide a wider context to perceive the user experience of Second Life. The approach 
taken by the framework allows for it to be used as a means to consider Second Life both as a product 
and as a platform.

The approach taken to data gathering, analysis, and interpretation in the context of the framework is 
described; as well as refinements made to the framework as a consequence of emergent themes revealed 
through the analysis of the gathered data.
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INTRODUCTION

This chapter focuses on the development of a 
framework for eliciting consumer satisfaction 
perceptions in the context of the social virtual 
world Second Life. An introduction to Second 
Life is followed by an overview of the relevant 
literature. The framework and the inter-related 
component parts that it is made up from are then 
described in detail. This is followed by an evalu-
ation of the framework through semi-structured 
in-world interviews as well as the refinement of 
the framework as a consequence of our evaluation. 
Finally an overview of how the framework can 
be used by others is given along with the wider 
context of its use.

Virtual worlds are multi-user, 3D, immersive 
environments which fall into two basic catego-
ries: game worlds such as World of Warcraft and 
social worlds such as Second Life. Both types of 
environment allow for computer mediated shared 
experiences where users can interact with one 
another, but social virtual worlds do not have an 
explicit storyline, plot or the necessity to achieve 
pre-determined goals.

AN OVERVIEW OF SECOND LIFE

Released by Linden Lab in 2003, Second Life has 
operated a free-to-use model since 2005. Second 
Life has its own internal economy based on Linden 
dollars (L$); the economy has an approximate 
exchange rate of L$265 to $1(US). User-to-user 
transactions during the third quarter of 2009 
reached $150 million (US), an increase of 54% 
from the same quarter in 2008 while resident-held 
Linden dollars rose by 19% for that same period 
(Linden, 2009). Although a full history of the de-
velopment of Second Life is somewhat beyond the 
scope of this chapter, there are many sources for 
those interested. An excellent primer on Second 
Life and its evolution is available as a series of 

online articles named ‘The Virtual Whirl: A brief 
history of Second Life’1, written by Tateru Nino.

Typical face-to-face communication relies on 
verbal and non-verbal cues (Moore et al. 2007). 
When the richness of multimodal communication, 
such as that in face-to-face (De Ruiter et al. 2003) 
is curbed through the use of mediating technol-
ogy, the communicative process becomes leaner. 
Thus leaner communication capability in virtual 
worlds can be exemplified by the limitedness 
of non-verbal cues. Users are typically proxied 
‘in-world’ by a character or ‘avatar’. There is a 
limited translation capability from user to avatar in 
terms of body language and facial expressiveness; 
therefore, there is limited in-world communicative 
feedback (Gerhard et al. 2004; Moore et al. 2007). 
Expressing the context of a message through such 
leaner communications requires either extended 
communication about the original message or 
some form of in-channel adaptation such as the use 
of emoticons in text based communication (Wal-
ther & D’Addario 2001). The situation is made 
more complex when we take into account, that 
just because multimodal interaction is available, 
users may prefer not to use all of the modalities 
available (Oviatt, 1999).

RELATED WORK

Here we consider the most relevant literature 
investigating the consumption process within 
virtual worlds. Second Life has received academic 
interest within a variety of academic disciplines. 
One reason for this, as Castranova (2006) points 
out about virtual world research in general, is 
that virtual worlds can be perceived to be social 
science research tools in the same manner that a 
supercollider is perceived among physicists. The 
literature on virtual worlds tends to be focussed on 
similar technologies, with standard definitions but 
with authors often using different names to iden-
tify them. Virtual worlds, virtual environments, 
immersive worlds, synthetic worlds, meta-verse, 
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and meta-worlds are some of the terms in the lit-
erature. With this in mind, an overview of some 
of the most relevant works focussed on virtual 
worlds follows.

Guo and Barnes (2007) follow an Informa-
tion Systems approach in their investigation of 
virtual worlds. Guo and Barnes have developed 
a model that takes the perspective of specifically 
investigating procurement and trust issues within 
virtual worlds and is made up of ten component 
parts. Their approach is mainly evolved from 
the Technology Acceptance Model (TAM), the 
Theory of Planned Behaviour (TPB) and the 
Unified Theory of Acceptance and Use of Tech-
nology model (UTAUT), amongst others. Seven 
of these components (trust, effort expectancy, 
perceived enjoyment, performance expectancy, 
social influence, perceived critical mass and be-
havioural intention) are from an amalgamation of 
the aforementioned models in the literature and 
the authors have added three new components 
(perceived quality, character competency and 
perceived information asymmetry).

Guo and Barnes do point out that “the likely 
outcome from testing the final model will be an 
extension to existing behavioural theories (e.g., 
TAM, TPB) via new constructs validated in the 
virtual game community domain” (Guo & Barnes, 
2007, p. 74). Furthermore Guo and Barnes focus 
on investigating issues that relate to buying vir-
tual goods and therefore do not investigate other 
concepts that can be part of the virtual world ex-
perience such as social networking, collaborative 
actions and so on.

Zhou et al. (2010) adopted a Uses and Gratifi-
cation theory, from the mass media consumption 
domain, as a basis to survey and content analyse 
the approach to user acceptance factors in Second 
Life. Three key components were investigated 
as motivations for user acceptance, these were: 
utilitarian, hedonic and social motivations (see 
Hirschman & Holbrook, 1982). They concluded 
that “the uses and gratifications theory is robust 
and useful in the development of theoretical 

dimensions representative of consumer motiva-
tions for social virtual world usage.” (Zhou et al. 
2010, p. 9).

The work by Lehdonvirta (2009) takes more of 
a sociological perspective and is focussed on what 
is involved in the buying of virtual goods and the 
revenue models required to make such purchases. 
Specifically, Lehdonvirta used functional, hedonic 
and social attributes with an “information-oriented 
sampling” (p. 104) approach to study 14 differ-
ent online environments, including Second Life, 
where users can purchase virtual goods. The at-
tributes were identified from the literature on the 
sociology of consumption and were sub-divided 
by Lehdonvirta under 9 further distinctions. Le-
hdonvirta posits these subsets as:

Functional: Performance, Functionality
Hedonic: Visual appearance and sounds, Back-

ground fiction, Provenance, Customisability, 
Cultural references, Branding

Social: Rarity

Further, Lehdonvirta asserts that the func-
tional, hedonic and social attributes can co-exist 
in the same virtual item with the most prominent 
determined by the situation. Finally, Lehdonvirta 
points out that the level of abstraction used in his 
work could be developed to a finer granularity for 
investigating a specific virtual good or service.

An entirely different perspective is taken by 
Luz et al. (2008), who explore the idea of realism 
in digital gameplay. Luz et al. are highlighted 
here as they discuss the relationship between the 
real and virtual focus of a user, as well as what it 
means to be immersed in a virtual environment. 
Further they detail the implications of the physi-
cal interface being used in order to control and 
interact with the virtual environment.

Kaplan and Haenlein (2009), considered 
Second Life as a platform of consumer use and 
business potential. Their approach was to conduct 
interviews with Second Life users regarding 
their social networks, identities and commercial 
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exchange preferences. The authors acknowledge 
a variety of motivations for Second Life usage, 
stating them as “the search for diversion, the 
desire to build personal relationships, the need 
to learn, and the wish to earn (real-life) money” 
(Kaplan & Haenlein, 2009, p. 94). Of note here is 
that their findings point out that “users consider 
SL less as a mere computer game and more as an 
extension of their real life, and that they tend to 
engage in activities that span beyond the single 
usage occasion”.

In conclusion, we can see that when considering 
the virtual experience, the real-world experience 
of the user and their interaction with others must 
also be taken into account. Further, the application 
of factors from a differing domain when contex-
tually executed can offer a valid approach when 
used to consider satisfaction as demonstrated by 
Lehdonvirta (2009). Finally,

ELICITING CONSUMER 
SATISFACTION (ECSA), 
FRAMEWORK DESCRIPTION

As seen in the previous section the real world 
experience needs to be taken into account, along 
with social factors, when considering the virtual 
world experience. The following section of this 
chapter is a description of our conceptual frame-
work and the components therein.

The framework described here has evolved 
from prior work by the authors on eliciting con-
sumer satisfaction in the Second Life environ-
ment (Shukla et al. 2009 a/b) as well as from the 
literature. This previous work focussed on the 
elicitation of consumer satisfaction in arts and 
cultural exhibitions within Second Life. Exhibi-
tions of this nature were chosen as these types of 
organisations encompass not-for-profit as well as 
profit-seeking ventures and the variety of organi-
sational structures that underlie them. Further, the 
previous work predominantly took the perspective 

of elicitation, using self-report, in terms of total 
customer experience, as per Rowley (1999).

Accepting the conclusions by Giese and Cote 
(2002) consumer satisfaction is a mental state 
occurring in response to an expectation or expe-
rience and which has a distinct temporal aspect 
to its occurrence. What needs to be considered 
then is the nature of the factors that contribute 
to that state of mind, as well as how Second Life 
environments can best be tailored to encourage 
that state in a favourable sense. With this in mind 
a framework for this purpose has been developed, 
the initial conceptualisation of which is shown in 
Figure 1. This framework is the basis upon which 
testing will be undertaken with a view to further 
refinement as a consequence of the primary data 
gathered.

The conceptual starting point of the framework 
is the user along with the mental processes that 
affect their choice of, and experiences within, 
Second Life. The environment that the user is 
accessing Second Life from was then taken into 
consideration as being an influential factor upon 
the accessing and experiencing of Second Life. 

Figure 1. The eliciting consumer satisfaction 
(ECSA) in Second Life framework shows the inter-
relation of factors related to the user experience 
of Second Life
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Next, the functionality of Second Life needed to 
be taken into account as Second Life can only 
operate on an internet-connected computer. Fi-
nally, factors that impact upon, but are tangential 
to, the user were acknowledged. All of these fac-
tors are described by the seven essential interre-
lated components of our framework, which are:

1.  The broad environment
2.  The direct environment
3.  The user experience
4.  Cognition and emotion during the user 

experience
5.  Interaction with and within Second Life
6.  Second Life
7.  The Internet

We now discuss these components in the 
context of Second Life both as a product and as 
a platform.

The Broad Environment

The broad environment as shown in Figure 1 is 
indicative of the ‘outside world’ and is primarily 
to take into account the impact on the user of 
socio-economic, political, natural and geographic 
factors. An example here is that of legislation 
that applies to Intellectual Property Rights (IPR). 
Further, the broad environment is used here to 
also be indicative of influences such as religious, 
cultural, familial and peer bonds. These external 
factors impact on the state of mind of a user and 
can be perceived as the external world having a 
direct and indirect bearing on their satisfaction 
whilst operating within Second Life.

The Direct Environment

The direct environment here can be understood as 
the environment that the user is in while operating 
a computer running Second Life. Essentially this is 
the user’s location, which needs to be considered 

as this location impacts (Elliot, 2007 a/b) on the 
user’s experience of Second Life.

The direct environment that the user is in while 
conducting their foray into Second Life needs 
also to be considered with regard to whether or 
not that environment is a public or private space. 
Further, consideration should be given to whether 
the space is one which is being shared with others 
and if so, for what purpose. For example, a friend 
sharing a bottle of wine while watching the user 
navigate an art exhibition will have an entirely 
different impact on the user and their state of mind 
and possibly their level of satisfaction of a given 
Second Life environment than if the same user 
was at their office desk during their lunch hour 
in a busy open plan office. Essentially then, the 
direct environment component of the framework 
encompasses not only the physical makeup of the 
location the user is situated but also the nature and 
purpose of the environment as well as who else 
is co-habiting it.

The User Experience

The utilitarian and hedonic value or opportunities 
of using Second Life also needs to be considered. 
Here the utilitarian or functional value can be seen 
in aspects of Second Life such as the ability to cre-
ate objects/structures using the in-world building 
tools as well as opportunities such as group meet-
ings for those that are geographically dispersed 
or even the navigability through the 3D space of 
Second Life. Hirschman and Holbrook (1982, p. 
92) define hedonic as “those facets of consumer 
behaviour that relate to the multi-sensory, fantasy 
and emotive aspects of one’s experience”. Second 
Life has many opportunities that allow the user 
to have such experiences which include issues 
around escapism, entertainment, identity, avatar 
creation and modification as well as gender and 
ethnicity roles, role-play and social masks – in so 
far as there are layers of separation between the 
user and any co-respondent.
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Cognition and Emotion

The framework shows how the user experience 
of consumer satisfaction within Second Life is 
perceived. Cognition here is the rational thought 
process, for example making a product choice 
based on price. However, matters become more 
complicated as product or service selection can 
be perceived not just as a matter of cost but rather 
of value, with value perceptions often being tied 
in with notions of quality and reputation that 
are often implicit with brand recognition. The 
dynamic link between cognition and emotion is 
well known, if not well understood (Gratch et 
al. 2009; Niedenthal, 2007; Clore, 2009; Jenkin-
son, 2007). The following hypothetical scenario 
exemplifies this: having just had a blazing row 
with their spouse, a user may be unlikely to report 
an excellent sense of satisfaction, as the user’s 
general state of mind is likely to be still affected 
by the conflict. Alternatively, the user may, after 
said argument, have an overly positive sense of 
their experience, as immersion into Second Life 
is being used as an escapist or diversionary tactic.

Further there are physiological factors that can 
impact upon the level of perceived satisfaction of 
a user at any given time. These factors include 
chemical and hormonal imbalances that may be 
caused by illness, drug usage or poor diet amongst 
other reasons. Emotion, then, in this framework 
is the feeling state or affect (Cohen et al. 2008) 
that a user is experiencing whether or not they 
are aware of it.

Elicitation of emotional state with regards 
to consumer satisfaction preference is some-
what more problematic than the total customer 
experience approach taken previously. Auto-
nomic measurements such as those gained via, 
for example, the Facial Action Coding System, 
Electroencephalography or Functional Magnetic 
Resonance Imaging (Sörensen, 2008) offer im-
mediate measurement of the subject while they 
are experiencing an emotional state. However 
there are drawbacks to these approaches, such 

as interpretation of data, having an experienced 
tester on staff or the necessity for the subject to be 
in a laboratory environment during measurement.

Self-report of emotional states is often used 
in academic as well as marketing research (Sö-
rensen, 2008). The issue here is that the actual 
emotional state is not being measured, rather it is 
the user’s self-report of their perceived state that is 
reported. This consideration is deemed acceptable 
dependant on the reason behind a given research 
study (Sörensen, 2008) and models have been 
developed to pursue this type of investigation. 
Examples of this approach are Mehrabien and 
Russell’s pleasure, arousal, dominance model 
(1974) or Richins’ consumer emotions set (1997).

Also it should be recognised that typically 
consumer satisfaction in marketing is measured in 
terms of ‘positive feelings’. This work, however, is 
more concerned with the impact of feelings (often 
referred to as arousal in the literature) both ‘posi-
tive’ and ‘negative’, as certain exhibitions may 
be highly impactful as an experience but have a 
‘negative’ nature such as the ‘Suicide Museum’ 
or the ‘Holocaust Memorial Museum’ exhibitions 
within Second Life.

Interaction

Social interaction plays an important part of the 
Second Life experience. Second Life has a group 
mechanism built into it that plays a central role in 
structuring the various social activities that can be 
performed by avatars in Second Life. A user can, 
join a group either by invitation, private applica-
tion or public application. Groups can be joined 
in Second Life either for free or for a joining fee.

Groups in Second Life share characteristics 
with Communities of Practice (Lave & Wenger, 
1991) which essentially relates to “groups of 
people who share a concern or a passion for 
something they do and learn how to do it better 
as they interact regularly” (Wenger, 2006). Bosua 
and Scheepers (2002, p. 4) point out that when 
Communities of Practice: “… are geographically 
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dispersed and cannot communicate face-to-face, 
some infrastructure is needed to promote col-
laboration, communication and participation of its 
members”. Further, there are similarities between 
groups in Second Life and those found in online 
social networking sites such as Orkut or Facebook. 
The study of social networks is not a new phe-
nomenon and there is extant literature available 
in this subject area which now also includes the 
study of online social networking. The analysis of 
online social networks is typically focussed on the 
‘small world’ effect, diffusion and clustering with 
regards to groups and group membership. Graph 
theory and network theory tend to dominate this 
area of research as the most applicable tools. The 
works of Backstrom et al. (2006) and Mislove et 
al. (2007) are recommended to the reader as a 
grounding in this field of investigation.

Available within Second Life is a number of 
in-world communications options. Predominantly 
these are: instant messaging, text and voice chat, 
note cards and some in-world objects such as 
opinion polls. All of these communications options 
can be accessed via the Second Life interface. This 
interface also allows for interaction with in-world 
objects as well as accessing profiles of other users.

Communications with other avatars can be 
conducted by any of the following:

• Instant messaging (IM) can be used for 
synchronous or asynchronous communica-
tion between avatars. With regard to syn-
chronous communication, when avatars are 
in close proximity to one another, IM is a 
form of private messaging in so far as only 
the parties involved can see the dialogue. 
IM can also be used for communication 
with avatars that are online but not in the 
vicinity; again, only the parties involved 
are able to view the dialogue. IM can also 
be employed asynchronously in the event 
of messaging an avatar when their user is 
not online. When IM is used in this man-
ner the Second Life interface displays an 

alert to the communication originator that 
the intended receiver is off-line. The sys-
tem will then store the message for dis-
play to the receiver when they next login 
to Second Life, the system can also send a 
copy of the message to the user by e-mail.

• Second Life emulates open conversation 
through the use of ‘chat’. This chat feature 
allows for synchronous, written commu-
nication between avatars within 20 meters 
of one another in-world. This is the de-
fault chat distance, however, chat can also 
be shouted or whispered with a change 
in distance of 100 meters and 10 meters 
respectively.

• Second Life also offers synchronous com-
munication through the use of ‘voice chat’ 
which is an implementation of an in-world 
voice over IP (VoIP) technology. Voice 
chat is similar to the written chat of Second 
Life in that anyone within 60 to 110 meters 
in-world can hear the conversation depen-
dent upon their user preference settings. 
The Second Life voice chat technology can 
also be used for synchronous private com-
munication between avatars through the 
use of an interface feature known as ‘pri-
vate call’, enabling only selected avatars to 
participate.

• Note cards are virtual objects within 
Second Life that emulate, as the name sug-
gests, a written note. Used generally for 
asynchronous communication Note cards 
can contain written text and hyperlinks and 
can be transferred between avatars as an 
in-world object.

• Group communications tools are offered in 
Second Life that essentially allow for the 
IM feature to be applied to and across a 
whole group membership.

Therefore, interaction can occur in a number 
of different ways depending upon how the user 
is using the technologies available with Second 
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Life. Further, it is of interest here as to how users 
interact as well as why they choose to do so using 
this particular platform.

Second Life

The internal economy of Second Life is based on 
a real-world equivalency rate and allows users to 
exchange their money into or out from Second 
Life. One important point here is that in-world 
monetary transactions can only be enacted using 
the supplied mechanism. Second Life then, as 
the name suggests, is a mediated reflection of 
our world to the extent that people interact with 
one another and go about pursuing their interests. 
For these reasons we can consider that the Sec-
ond Life element of the framework to also have 
a direct and broad environment, in as far as the 
direct Second Life environment is the specific 
location of an avatar and the broad environment 
is composed of socio-economic factors and such 
like that can impact user experience but is not 
something necessarily in their control.

The idea of place is a difficult concept to 
define (Gration et al. 2008), however, a good 
starting point would be “Place = Space + Mean-
ing” (Harrison as cited in Gration et al. 2008, p. 
2). The distinction made here is that between the 
direct environment that the user is in and that of 
the virtual space that the user is navigating via 
their avatar. Harrison calls this a complex form of 
hybrid space and clarifies this concept as:

A hybrid space is one which comprises both 
physical and virtual space, and in action is framed 
simultaneously by the physical space, the virtual 
space and the relationship between the two. (Har-
rison & Dourish, 1996, p. 6)

This distinction between the real and virtual 
space becomes less clearly distinguished when 
we take into account that the mediated experience 
of immersive environments can have a strong 
psychological impact.

Waterworth and Waterworth explain it thus:

When we experience strong mediated presence, 
our experience is that the technology has become 
part of the self, and the mediated reality part of the 
other. When this happens, there is no conscious 
effort of access to information, nor effort of ac-
tion to overt responses. We can perceive and act 
directly, as if unmediated. (2008, p. 61)

Within the Second Life environment an avatar 
can also interact with scripted objects, any virtual 
object within Second Life can have a script em-
bedded. Almost all objects seen within Second 
Life have been user generated, this includes; 
buildings, plant life, vehicles and clothing. These 
objects are typically created in-world from the 
suite of 3D building tools available. Second Life 
uses ‘prims’, a primitive based approach to 3D 
construction, essentially the use of basic three 
dimensional geometric shapes that the user can 
alter and allocate a texture to as required. The 
scripting language used in Second Life is called 
Linden Scripting Language (LSL). Similar in 
syntax to C or Java, LSL is event-oriented rather 
than being object-oriented. Scripting is added to 
objects to either control that object in a specific 
way and/or allow for interaction with users. The 
most common ways interaction with scripted 
objects is achieved are:

• Within Second Life, web-based content can 
be accessed via the inbuilt web browser.

• The chat feature of Second Life can be 
used to interact with certain scripted ob-
jects through the use of text, for example, 
doors can be scripted to open or close if 
a user types the phrase “doors open” or 
“doors close”.

• A dialogue menu is an independent script-
generated interface that manifests when 
an avatar interacts with a given scripted 
object.
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• Right-hand click context menus are rep-
resented within Second Life as pie menus 
which contain eight subdivisions, three of 
which can be used by a script to add further 
interactivity to a given scripted object.

• Head up displays, commonly referred to as 
HUDs, are virtual objects that can be worn 
in a similar way to clothing in Second Life. 
However, unlike clothing, head up displays 
can only be seen within the main Second 
Life interface of the user whose avatar is 
wearing it.

• Scripted objects can act as proximity sen-
sors, for example emulating the sensors of 
automatic doors in the real world, since 
LSL is driven by events.

Therefore, the Second Life direct environment 
is important to consider due to the opportunities 
offered for the customisation of content. Further, 
the ‘place’ that the avatar is located in at any 
given time also needs to be taken into account as 
it can affect the user experience in terms of their 
cognition/emotion. Essentially this is the im-
mersive component at work, here distinguishing 
between sensorial and psychological immersion. 
With Second Life sensory immersion is via the 
audio and visual modalities. The psychological 
immersive aspect of Second Life is similar to 
that experienced watching a film in so far as a 
certain level of suspension of disbelief is required. 
Moreover, communicating either synchronously 
or asynchronously with others elevates the ex-
perience to an involved interactivity that film 
cannot, as yet, achieve. Indeed, relationships are 
formed with other avatars and this has essentially 
the same impact, both positive and negative, that 
relationships have in the normal day-to-day world.

The Internet

As Second Life uses a client server architecture 
which operates on internet technology, for ex-
ample, the client server communication is achieved 

through the use of the User Datagram Protocol 
(UDP). As the client server architecture of Second 
Life operates as a layer upon existing Internet 
technologies, it is prone to similar failings, the 
prime example here being that of network lag. 
Network lag typically occurs when there is high 
usage or a technical failure on part of the Internet 
infrastructure between Second Life servers and 
the user client and is seen in-world as a slowdown 
or failure of in-world mechanics.

When using Second Life, the use of Internet 
technologies is not confined to client server data 
exchange. Scripted objects using LSL can operate 
outside of Second Life using HTTP, XML-RPC 
and even email. The Second Life modified Mozilla 
web browser allows access to web-based content 
from in-world although until Viewer 2 this was a 
fairly limited experience.

Second Life allows the use of ‘QuickTime’ 
supported streaming media in-world. All Second 
Life Viewers have streamed media playback 
preference settings. However, only the owner of 
a given area can enable this media to be streamed 
in. The Second Life interface, also known as a 
Viewer enables communication and interaction 
in-world, for example the capability for ‘web on 
a prim’. The idea is that web-based media can 
be assigned as a texture onto a prim, which now 
makes it much easier for web-based content such 
as YouTube videos or SlideShare presentations to 
be made available in-world.

Finally, not only are web-based services often 
used to bring content into Second Life, there are 
numerous instances of Second Life created content 
being used as media on the web. For example, 
Linden Lab have a Second Life channel on You-
Tube, the content here is mostly either educational 
in the use of Second Life or promotional in terms 
of new features or functionality. However there 
is also a trend in what is known as machinima, 
which is the recording of in-world events in the 
form of an animation and many examples of this 
can be found on video sharing sites. Indeed Second 
Life produced machinima has been shown at film 
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festivals and on television, the prime example 
here being ‘Molotov Alva and His Search for 
the Creator: A Second Life Odyssey’ by Douglas 
Gayeton2.

Having discussed the various facets that 
make up the framework, consideration needs to 
be made of the approach taken to testing it. The 
next section is a discussion of the results gained 
from the in-world, semi-structured interviews 
that were conducted. The foci for the interviews 
were developed from the previous work on total 
customer experience and elaborated using the 
current framework.

EVALUATING AND REFINING 
THE FRAMEWORK

This section describes how data was collected and 
interpreted. After a description of how in-world 
interviews were conducted, a synopsis is given of 
the results and an explanation of the interpreta-
tion of the data.

A series of semi-structured interviews were 
conducted in-world; either as one-to-one or group 
interviews. All interviewees freely volunteered 
their time to participate. Interviewees were re-
cruited in-world at the ‘University of Bedfordshire’ 
and the ‘London Hyde Park’ locations. The latter 
location was chosen as it is a popular destination 
for a wide variety (age, geographic location, 
etc.) of Second Life users. Interviewees were 
made aware of the study being conducted and its 
purpose. Interviewees were also made aware of 
ethical and privacy issues and how they would 
be dealt with. It should be noted that real world 
identity/demographic questions were not pursued. 
The interviews were predominantly conducted in 
text chat although the use of the in-world voice 
chat system was used on occasion; when this was 
the case a transcription was made. It was felt that 
keeping to the mode of communication that was 
preferred by the interviewee would make the expe-
rience more comfortable for them to participate in.

Interviewees were asked a variety of questions 
about their Second Life usage, experiences and 
preferences. The interviews took a semi-structured 
approach in so far as a prompt sheet was used 
by the interviewer as a reference to keep con-
versations from straying too far off topic. These 
prompts were used not only as a basic structure 
for the interview but to also aid elaboration on a 
given point. The following shows our approach:

• How long have you been using SL?
• How many avatars do you have?

 ◦ If you have more than one, do your 
avatars have different characters?

• Is your avatar like the real you?
• What kinds of things, both positive and 

negative, affect your experience of SL?
 ◦ How do you deal with that?
 ◦ How do you feel about that?

• What things are important to your use of 
SL?

• How do you see yourself in SL?
• Do you have friends in SL that you know 

in real life?
• Where is your favourite place in SL and 

what makes it so?
• Where do you normally access SL from?
• How much time do you think you spend 

in SL?
• How do you finance your Second Life 

purchases?
• Which viewer are you using?
• What was the last thing you bought in SL?

 ◦ What made you buy that particularly?
 ◦ Can you elaborate on why/where/

what made you buy that?

Chat logs and transcriptions from the inter-
views were used as the basis for thematic/content 
analysis. This was undertaken by extracting the 
interviewee responses from the chat logs to con-
struct response units. The response units were con-
structed either from a standalone response or from 
fragment responses. With fragmented responses, 
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where a response was separated over a number of 
chat lines, the response would be re-assembled into 
a single unit. In all, the 10 interviewees produced 
189 response units each of which were aligned 
with the framework components. Adjustments 
were then made as necessary to the framework 
components in so far as the user experience com-
ponent was sub-divided into hedonic, utilitarian 
and identity statement groups. All three of which 
were treated as an individual component. A process 
of inductive thematic analysis was then performed 
on each response unit in a given component area. 
The identified themes, their frequencies and the 
number of responses for each of the framework 
components can be seen in Table 1.

The percentages shown in Table 1 in the Re-
sponses column refer to the percentage of the 189 
response units. Examples for each of the frame-
work components follow, with selected extracts 
from the 189. The comments made by the inter-
viewees are given here verbatim. Two abbrevia-
tions often used are sl for Second Life and rl for 

real life. Further, the final example shown, towards 
the end of this section, is in relation to how inter-
viewees adapted their communication to make 
use of the medium.

For the broad environment, 28% of all response 
units related to this component and 11 themes 
within this component were identified. The first 
two examples show how familial bonds have a 
bearing on Second Life usage. The third example 
is related to pastimes that are in competition with 
the use of Second Life. The fourth example here 
pertains to internet cafes in the country of the 
interviewee, this having implications for how and 
where Second Life can be accessed.

1.  i have a friend that lives in ohio...we keep 
in touch in sl alot

2.  things have been busy with family lately my 
sister got married and my other sister had a 
baby so that takes up time that i would rather 
spend in rl

Table 1. Framework components, response rates and identified themes. Responses are shown as the 
number of response units that related to a framework component. Emergent themes are shown with the 
frequency with which they appeared. 

Component Responses Themes (frequencies)

Broad 52 (28%)
peers (15), geography (9), cultural (9), work/employment (4), family (3), finances (3), pastimes 
(3), infrastructure (2), technological (2), 
production (1), purchase (1)

Direct 20 (11%) accessories (6), natural (5), employment (3), comparative (2), finances (2), technology (2)

Hedonic 28 (15%) tastes (14), entertainment (4), exploration (4), aversion (2), desire (2), satisfaction (1), mask (1)

Utility 14 (7%) opportunity (4), functionality (3), rationalising (3), employment (1), knowledge (1), cost (1), 
finances (1)

Identity 55 (29%) perception (14), role-play (10), avatar (9), differentiation (8), 
personality (7), physical (4), social (2), taste (1)

Cognition 36 (19%) deduction (9), summation (8), identification (5), intent (4), query (3), timeframe (3), interpretation 
(3), self-determination (1)

Emotion 15 (8%) contempt (6), fear (3), pleasure (2), closeness (1), disappointment (1), humour (1), appreciative (1)

Interaction 48 (25%) meeting (9), judgement (6), pass-time (6), real-life (5), co-operation (4), frequency (4), lack (3), 
demands (3), undesired (2), gifting (2), network (2), trepidation (1), uncertainty (1)

Second Life 115 (61%) usage (23), distinction (21), interface (16), locations (14), financial (12), content (12), relations (8), 
searching (6), entertainment (3)

Internet 16 (8%) applications (6), streaming (6), availability (3), integration (1)
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3.  I like to camp and hike and read and travel 
go to live music

4.  they really dont have them here [internet 
cafes] like they do in Europe I went to France 
a few years ago, and they had tons.

For the direct environment component 11% of 
the response units were aligned to this component 
and here 6 themes were identified. The first two 
examples relate to equipment used to access Sec-
ond Life as well as related items in the vicinity. 
The third example is about the weather, note the 
sad ‘smiley’ and the fourth example is about an 
accessory to hand for the interviewee.

1.  laptop, home and I recently bought a new 
Laptop in order to take it to my sons, if 
necessary as I am /was addicted to SL

2.  and in parallel I have a second computer - 
books - etc

3.  its raining:(
4.  Social Media Bible yes it is a good book

The hedonic user experience component relates 
to those factors that affect the user experience of 
Second Life. The component had 15% of response 
units align with it; 7 different themes were identi-
fied during analysis. The first example indicates the 
users’ disposition to a given Second Life environ-
ment based on personal taste. The second example 
relates to aversion and disappointment felt by the 
interviewee based on their perception of certain 
occurrences during their experience of Second 
Life. The third example is the response given 
when asked about recent Second Life purchases.

1.  if i had to pick 1 shop it would be atomic 
plays great music as well =P its got my style 
of clothing... same as rl well... for the most 
part

2.  thats another thing i HATE about sl my fav 
sims being deleted or something along the 
lines i had a fav beach...noww its some free 
sex paradise or something had some good 

memories in those places =P eh well... such 
is life

3.  a sexy kitty outfit

The utilitarian user experience component of 
the framework describes elements of the func-
tional value in using Second Life. Here 11% of 
response units fell into this component description 
and 7 themes were identified. The first example 
is indicative of the interviewees’ frustration using 
the tools available in Second Life. The second 
example is in response to being asked why the 
interviewee uses Second Life to run a virtual 
education business.

1.  skills I do not know how to do most of the 
scripting - and building what I still miss - is 
that someone tells you how to create .. I am 
kind of stuck in a wheel

2.  immersive no travel costs no office costs 
easier to learn not easier to teach lots of work

The identity user experience component had 
29% of all response units align with it and 8 
different themes were identified. The first three 
examples for the user experience (identity) de-
scribe facets of how the interviewees perceive 
themselves physically as well as in the virtual 
sense. The fourth and fifth examples relate to how 
the interviewees engage in role-play, shown here 
as taking different identities. The final example 
is the explanation by an interviewee in regard to 
not actively choosing role-play.

1.  i have red hair in rl...well now i do lol would 
youl ike to see a pic? yup that’sme

2.  its close i have bigger hips in rl lol... i dress 
about the same no lip peircing in rl though 
yeah I am not as slim lol

3.  as a matter of fact, I made an other shape 
looking like my own body .. in rl

4.  I have lots of accounts, all different they’re 
all different parts of me
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5.  yes, very different different ages and genders 
A few furry avatars, but not generally furry 
as is Dragon play... the role play gets old

6.  its hard enough being myself, let alone 
pretending to be something that im not

The cognition component of the framework 
relates to rational thought processes predominantly 
to do with choice. Here 19% of all response units 
related to this component and 8 themes were identi-
fied during analysis. The first example is one that 
expresses self-determination as well as aversion. 
The second example is deductive in nature while 
the third example is summative with regards to 
skill acquisition.

1.  i’m SO over being harassed for pixel sex. 
i should be allowed to have a ‘sexy’ avie 
without being sent dirty pics, etc lol

2.  I think SL will be unstable for a few months, 
as they transition to HTTP delivery of tex-
tures, while leaving everything else through 
the LL protocol

3.  still - I have to learn lots of thing

There were 8% of response units which related 
to the emotion component; from the 15 responses 
7 themes were identified. The first example for the 
emotion component of the framework relates to the 
depth of friendship ties that this interviewee feels. 
The second example describes the pleasure felt by 
this interviewee for a certain style of accessoris-
ing their avatar and role-play; the term ‘neko’ is 
a Japanese word meaning cat, and in Second Life 
whole communities exist around the concept of 
being part person and part cat. The third example 
here refers to the aversion the interviewee felt 
towards unsolicited sexual advances whilst using 
Second Life. The fourth example refers to a sense 
of ‘hurt feelings’ after a comment made by another 
user as well as describing the interviewee’s feeling 
towards the matter.

1.  my friends... i know it’s sl, but i’ve become 
as close to some of them as some friends in 
rl silly i know =P

2.  i love nekos! it’s cute, sexy, love nekos!
3.  old man creepers that want to get some (if 

ya know what i mean)
4.  most of my lindens went for the skin which 

someone here just said my AV looks terrible 
and really new but I dont care I think it looks 
good

The interaction component had 25% of re-
sponse units relate to it; from these response units 
13 themes were identified. The first two examples 
for the interaction component of the framework are 
descriptive of the preference by these interviewees 
in using Second Life as a medium to spend time 
with family or friends that are geographically 
distant from them. The third example is one faced 
by many new users of Second Life and that is a 
perceived lack of interaction by other users. The 
fourth, fifth and sixth examples are indicative of 
‘sense of community’ be they entirely virtual or 
with an anchor to outside interests. The seventh 
and eighth examples are from the same interviewee 
and relate to how this person aspires to building 
up businesses that are entirely or partially based 
within Second Life.

1.  probably to my house =P hang out there with 
friends i have a friend that lives in ohio...
we keep in touch in sl alot go to my little sl 
home and watch videos etc

2.  two but they live in france so its easier to 
talk in the game

3.  i have noticed that most people dont talk to 
each other they just dont talk. you are the 
4th person besides my friends that has talked

4.  yes there is a buddhist sim that I enjoy ts 
very relaxing and the music is nice its a nice 
community

5.  well, i get to meet interesting people... and... 
get to help out with new residents arrive
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6.  I have also met some native americans be-
cause I translate in rl for native americans 
in an association

7.  I have been using SL for 2 y and 9 month 
and only build up my network which is .. 
a long list of friends about 500 all over the 
world

8.  yes and I have even made rl money because 
I sold one of my products to an american 
guy

The Second Life component of the framework 
had 61% of response units relate to it; from 115 
responses that were applicable to this compo-
nent 9 themes were identified. The first example 
given here for the Second Life component of 
the framework describes typical usage by this 
interviewee as well as an appreciation of their 
Second Life experiences. The second example 
has a somewhat contrasting perception as to 
what the Second Life experience can on occasion 
include. The third example relates to whether the 
interviewee would transfer real world funds into 
the Second Life economy. The fourth example 
is indicative of the amount of time spent in 
Second Life, while the fifth and sixth examples 
describe annoyances felt by these interviewees 
with regards to the functionality of Second Life. 
The seventh example is indicative of a positive 
aspect of Second Life functionality and the eighth 
example refers to in-world businesses operated 
by the interviewee in order to generate money 
to use for their own Second Life purchases. The 
final example refers to content available within 
Second Life. This example is of further interest 
due to how the interviewee mentions “the shoes 
i have on”, referring to the shoes being worn by 
their avatar and is indicative of notions around 
identity and immersiveness.

1.  i like to find the silliest/weirdest sims i 
can...and just check them out. some pretty 
entertaining stuff on here. amazing to think 

the time and thought that has been put into 
these places

2.  this was the annoying side of SL you can 
not have a bf - and talk to someone, without 
having problems

3.  I am not sure if I would it just depends on 
if I really wanted something

4.  it’s quite variable some days 6-8 hours, but 
i’ll go days without

5.  it seems like the destination guide only leads 
you to vampire areas or mazes

6.  laggy ^_^
7.  The main thing I like about Viewer 2 is the 

better support for outfits
8.  I have earned my money on sl with classes 

- and shows I have had a model agency
9.  ummmm i think the shoes i have on, like the 

style i suppose

The internet component of the framework had 
8% of response units align with its description, 
from these responses 4 themes were identified. 
The first two examples of comments made by 
interviewees that relate to the Internet component 
of the framework relate to the use of streaming 
media being ported into Second Life. The third 
example relates to the use of other technologies 
used by this interviewee to communicate with 
friends made in Second Life. The final example 
relates to the use of a third party web site in or-
der for this interviewee to transfer funds into the 
Second Life economy.

1.  i like haning at Alt7 and hang at Hyde quite 
a bit...where i met my bf =P it’s an Indie rock 
club yup...love finding new music!

2.  go to my little sl home and watch videos etc
3.  a few, I also have in skype but, I never met 

them live
4.  I will have to buy lindens soon and will use 

Paysafe card because I do not have a credit 
card
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Finally, it is relevant to note that there were 
36 response units that contained abbreviations, 
these were predominantly the use of rl, sl or lol to 
indicate ‘real life’, Second Life and laugh out loud. 
There were 18 response units that contained some 
form of emoticon (Walther and D’Addario 2001) 
and two response units contained an in-channel 
adaptation to highlight either a comment or the 
user. These adaptations appeared as:

1.  *important*
2.  [14:19] Samanda XXX: <---- will use em-

erald till it dies

The second adaptation shown is a meta-
linguistic sign and is indicative of an in-channel 
adaptation that is using the layout and functionality 
of the interface to express meaning. This example 
shows how in the Second Life chat interface a 
timestamp and avatar identifier are given before 
the message content. Further, the example shows 
how this interface design feature has been used 
to highlight the message and differentiate this 
message content from others as well as replace 
the identifier ‘I’. It should also be noted that the 
use of capitalisation and/or punctuation were 
often discarded by the interviewees, most likely 
in order to speed along their responses. In all 56 
(30%) of the response units contained one or more 
in-channel adaptations.

REFINED ECSA FRAMEWORK

What became apparent during the course of the 
interviews and the subsequent analysis was that 
the framework required further development. This 
was apparent especially with regards to some of the 
terminology used for the framework components. 
The main areas under consideration here were the 
terms ‘broad’ and ‘direct’. The term direct envi-
ronment was originally envisioned to encapsulate 
the current place the user was in both physically 
and mentally, the term broad environment was 

an extrapolation of that concept to include those 
factors that were elsewhere or tangential.

The subdivision of the user experience com-
ponent has already been described, through the 
inclusion of hedonic, utilitarian and identity 
components. Another difficulty that arose during 
the analysis was that there was no clear distinc-
tion available in the framework to differentiate 
responses in terms of understanding the user’s 
experiences, current situation and future aspira-
tions. Therefore the refined ECSA framework, 
Figure 2, has these adaptations incorporated into it.

FUTURE RESEARCH DIRECTIONS

This section provides a description of how others 
can use the ECSA framework as well as the wider 
context in which the ECSA framework described 
can be used. The in-world Second Life environ-
ment is made up from a complex of unit parts 
having distinctive traits and therefore addressing 
different user needs, such as; role-play, shopping, 
socialising or education. The ECSA framework 
developed in this work is a means to understand 
the factors involved that affect the use of Second 
Life either as a consumer product from Linden 
Lab or as used by those who operate a virtual 
business in-world.

Through conducting interviews with the in-
tended audience and categorising the responses in 
alignment with the ECSA framework (see Table 
1), both platform and product developers can 
better understand their audience needs and moti-
vations. Addressing those needs and motivations 
would be contextual to that audience. Therefore, 
any implementation of functionality, aesthetics, 
usability and so on based on this research would 
be customised or bespoke to the requirements 
of that audience. Specifically, any investigation 
along these lines should be particularly looking 
for patterns in the results.

When Second Life is perceived as a product, 
the ECSA framework given here can be used to 
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identify areas of attraction and factors that cause 
aversion amongst the user community. With these 
factors identified the usability and functionality 
of Second Life can be developed enabling users 
to better pursue their own objectives.

With regards to Second Life as a platform for 
operating an in-world business, the ECSA frame-
work can be used similarly to identify attraction 
and aversion factors among the intended audience. 
With these factors identified the business operator 
could implement functional or process changes 
to increase attraction and/or decrease aversion 
as necessary. For example, a Second Life store 
owner could interview a number of store patrons 
as well as general Second Life users. Applying 
interview responses to the framework, see Table 
1, can give the store owner vital business intel-
ligence. It would be particularly useful for the 
store owner to compare and contrast the results 
from both sets of interviews, see Hood (1993). 
This approach of interviewing patrons as well as 
others is to gain a deeper understanding of why 
those patrons frequent that store and why others 
may not. Further this approach will identify how 

to improve the store for those that do frequent it 
and to attract those who as yet do not.

Also, the identification of attraction and aver-
sion factors through the use of the ECSA frame-
work can be applied to in-world spaces. Here both 
Linden Lab and in-world business operators could 
engineer or adapt in-world spaces to further engen-
der the mood of satisfaction amongst their users.

Finally, the aim in developing this framework 
was to understand the complex and inter-related 
factors that affect the use of Second Life, from the 
perspective of consumer satisfaction. One issue 
that has become apparent during the development 
of the framework is that it could in fact be used 
to consider a much wider variety of social inter-
action within online environments. Indeed with 
the growth in recent interest of virtual worlds by 
mainstream games console developers such as 
Microsoft (Xbox 360 Experience) and Sony (Play-
Station Home) the ECSA framework described is 
flexible enough to be used for a variety of internet 
based platforms. Our framework can be adapted 
by replacing the Second Life component with a 
different component, for example, the browser 
based virtual environment ourWorld3 which is 

Figure 2. The refined ECSA framework as a consequence of the primary data analysis. Temporal con-
cepts as well as factors found during analysis have been incorporated.
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aimed predominantly at the teenage market. How-
ever, the appropriateness of this type of adaption 
is yet to be tested. Here it should be noted that 
using the framework as guidance for investigating 
consumer satisfaction is particularly important 
to appropriately identify needs and motivations 
when an intended audience is deemed vulnerable.

CONCLUSION

In this chapter we have described the develop-
ment of a framework for eliciting consumer sat-
isfaction perceptions in the context of the social 
virtual world Second Life. This was undertaken 
as the significance of virtual worlds is increas-
ing, as can be seen in their uptake by leading 
consumer technology developers (Lehdonvirta, 
2009). Moreover, social virtual worlds are now 
being employed to develop a sense of community 
among users (Lehdonvirta, 2009). Therefore the 
understanding of a key business concept such as 
consumer satisfaction among the user community 
is a necessity. With this in mind, a framework 
has been developed based on prior work such 
as that by Rowley (1999), Zhou et al. (2010), by 
Lehdonvirta (2009), Luz et al. (2008) as well as 
Giese and Cote (2002) amongst others.

Our initial ECSA framework identified seven 
components that are interrelated and provide the 
fuller context of the user experience of Second 
Life. The approach taken by the framework al-
lows it to be used as a means to consider the user 
experience of Second Life both as a product and 
a platform.

Using this framework as a starting point, inter-
views have been conducted from among the user 
community. A semi-structured approach was taken 
for the interviews in order to explore the depth 
of experiences available for elicitation from the 
interviewees. The gathered data has been analysed 
in the context of the framework components. 
Emergent themes from the analysis revealed that 
further aspects of the user experience needed to 

be considered. Therefore the framework has been 
refined as a consequence of these emergent themes 
and now incorporates a temporal aspect as well as 
a finer granularity to understanding the factors that 
affect the consumer satisfaction of Second Life.
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KEY TERMS AND DEFINITIONS

Avatar: This is a general term used for the 
graphical in-world representation of the user. 
The original use of the word Avatar comes from 
Hindu mythology where it was used as the name 
for an incarnation of the Devine or an aspect of 
the Godhead.

Bespoke: Here we use the term to mean - 
customised for.

Consumer Satisfaction: There are a vari-
ety of definitions available in the literature for 
consumer satisfaction depending on the focus 
and discipline that the authors have come from. 
Giese & Cote (2002) analysed 20 definitions of 
consumer satisfaction from the literature. Based 
on their investigation Giese & Cote proposed that: 
consumer satisfaction is an emotional or cognitive 
response. That this response is due to their particu-
lar focus, expectation, or consumption experience 
and finally that the response occurs at a particular 
time, after consumption, after choice, based on 
previous experience. This ‘meta-definition’ is the 
one used for this chapter.
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Elicit: Here the term is used to mean - to draw 
out. In this chapter we use semi-structured inter-
views to find out the views of our interviewees 
about different issues based on the framework 
we developed.

Social Virtual World: A social virtual world 
is distinct from Massive Multiplayer Online Role 
Playing Games such as World of Warcraft and 
Everquest, although both allow for computer 
mediated shared experiences where users can 
interact with one another. Within social virtual 
worlds the user, represented in world by an ava-
tar, determines what they want to do without an 
explicit storyline, plot or the necessity to achieve 
pre-determined goals.

Total Customer Experience: This is a com-
prehensive approach to customer experience 
management. For example Rowley (1999) uses the 
Total Customer Experience approach to analyse 
the visitor experience at two different types of 
museum. This type of analysis considers as many 
of the issues as possible that make up the customer 
experience. These can include the first point of 
contact (reception/website/phone call/etc) through 

the rest of the customer visit; here car parking and 
washroom facilities are also included as well as 
lighting, seating capacity and so on.

Viewer: The Second Life interface, also 
known as a Viewer, enables communication and 
interaction in world. In late February 2010, Linden 
Lab released their Viewer 2, which took a new 
approach to the Second Life interface design 
compared to earlier versions. This new interface 
design has many similarities with web browsers 
in terms of navigation and although not manda-
tory as yet, older Viewer versions are getting less 
official support.

ENDNOTES

1  See: http://massively.joystiq.com/2010/06/26/
the-virtual-whirl-a-brief-history-of-second-
life/

2  See: http://www.youtube.com/watch?v=-
e716rQAdXw

3  See: http://ourworld.com
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