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Abstract

Certain researchers call to reconsider Communication for development and social change, as a
problem of "Techniques and Society” (McArthur, 1982; Jouét, 1992; Bardini, 1993; Lohento,
2003; Kiyindou, 2004, 2006, 2008; Miss¢, 2006). Thus, the models of social integration of
innovations are used here to study how the new development support systems are accepted
and appropriated by their users in developing countries, would it be in Central Asia or in
Africa. There is no need to prove anymore that users’ reception and appropriation is critical to
the development programs effectiveness. We synthesize these Anglo-Saxon and French
models and distinguish the common determinant axes for the innovation reception: before its
actual usage (acceptance models) and after it (appropriation models). It appears to be the
mental construction of the sense of usage: the user mobilizes his representations "already
there” (anchoring in existing representations, Moscovici, 1976, 1989; Jodelet, 1989; LeBlanc,
2007) and his imaginary (Flichy, 1995, 2001, Musso, 2007) to assess the associated usage

benefits-costs, its anticipated and perceived experience. In the literature, this mental



construction process appears as the formation of the Perceived Value of Use (PVU, Jouet,
1987; Mallein & Toussaint, 1992; Mallein, 1997, 2008, 2012; Soler, Geraud & Mallein, 2000;
Hoffmann, Mallein & al, 2008; Hert, 1998; Toussaint, 2003; Boenisch, 2009; Assude & al,
2010; Nelson, 2012; Kim & al, 2006 and others). However, it is necessary to further explore
this process.

In our qualitative multi-site case study, we investigate the PVU concept in detail. As result,
we model the mechanism of its formation, as well as its role for the social integration of the
new development support systems by their users. We propose to test the results of our
research, conducted in SME support in Central Asia, within the context of African countries.
Key Words:
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Introduction

Communication for Development and Social Change (C4D) is at the crossroads of
public interest Communication and International Communication. The diversity of
appellations and sectors makes this area even more complex and controversial. However,
these different approaches and instruments have a single finality: the given society
development. Missé & Kiyindou (2006) give the following definition of Communication for
Development and Social Change: "... Public Communication makes part ... of the field of
general social change. ... [The C4D] ... integrates some new actors. international
organizations, businesses, NGOs ... [and] ... can be defined as a strategic mean for
rationalizing the implementation of the social, economic and cultural development programs
through the integration of the communication into their strategic planning ... ". Within this
framework, the problematic of our study is the "need to understand the user" (Kiyindou,
2008). Indeed, it is well proven that the effectiveness of the Development programs and
messages depends heavily on the users’ reception and appropriation of those. This, regardless
of the sector: public health, environmental communication, economic development support or
others. The communicational strategy must take into account the local realities of the
development program users, their contexts and their perceptions face to the development
support messages and offers. Why do users accept certain services and reject others? How do
they integrate the new social utility services into their representations and their lives, how do
they appropriate those?

1. C4D and the integration of new development support services: question of
Techniques, Society and Uses. What role for the Perceived Value of Use?

1.1. C4D and the social integration of novelties

The idea of using the communication techniques for achieving the development goals
emerged almost simultaneously with the idea of supporting the development, shortly after the
Second World War, mainly in the United States. Research on propaganda, mass media and

their influence on public opinion underlined the potential ability of communication to change



the existing social attitudes and lifestyles. These ideas were quickly spread within the area of
development support eager to resolve the problems of the post-war reconstruction on the
national and international level. First, C4D has evolved under the influence of the dominant
paradigm of the unilateral diffusionist "center - periphery" communication (Lerner, Schramm,
Rogers, and coll.), where the "development" was defined as the linear economic
modernization (Spencer; Rostow). Then, from the late '60s, the influence of critical theories
(theories of dependency in Latin America, cultural imperialism (Schiller), critical pedagogy
(Freire) and more recent critical approaches to the Information Society (Francophone
approaches) has given a rise to the alternative paradigm of Participatory communication
"periphery -center" and "periphery-periphery" (Quebral, Beltran; Daiz-Bordenave; Dagron;
Mattelart; Miege; Missé; Kiyindou; Wolton ; Badillo; Bourgeois; Proulx, and coll).. This
paradigm aims to take account of the structural factors (the empowerment approach, Unesco),
of the cultural and social diversity, as well as of the right to self-determination of local
beneficiaries (the approach through participation and praxis, Freire). Today, a number of
researchers defend the idea of a convergent C4D (Servaes; Wilkins; Morris, and others),
where the persuasive communication mode (the public offer logic) and the participatory mode
(the social demand logic) are seen as complementary rather than contradictory (for a review
of approaches, see Gudykunst & Mody, Ed 2002; Missé, 2004; Tufte & Dagron Ed., 2006;
Wilkins, 2008).

However, both of these communicational approaches to social change (persuasive and
participatory) are more normative than explicative. Thus, different techniques and strategies
are prescribed here to make the communication more efficient: such as interpersonal diffusion
(Rogers, 1983), the edu-tainment (Singhal & Rogers, 1999), the engaging communication
(Bernard & Joule, 2004), the communication-relation (Badillo, Bourgeois & Asdourian,
2011), participatory communication and conscientization (Freire, 1970) and others. As for the
variables explaining the users’ acceptance (or rejection) of a novelty, the above models

primarily use the theories of attitude and its change (Fishbein & Ajzen). The stages of



decision making / of change are described here (Rogers, 1983; Prochaska & DiClemente,
1992; Andreasen, 1995; Freire, 1970); where the formed attitude (the combination of beliefs
and their evaluation) is likely to influence the behavioral intention (Ajzen & Fishbein, 1975;
Rogers, 1983; Andreasen, 1995). However, the influence of the attitude on the final behavior
is clearly not that strong (Rogers, 1983; Snyder, 2002; Bernard & Joule, 2004). According to
some statistics, only 3% - 15% changes in behavior are observed, despite the formation of
favorable attitudes towards the proposed development programs (Rogers, 1983; Snyder,
2002). This gap between the perceptions (knowledge, attitude), the motivation (interest) and
the actual behavior shows the inadequacy of the existing theorization concerning the
variables, the mental processes and the representations involved in the social integration
(acceptance, appropriation) of the new support offers on the users side (Snyder, 2002;
Wilkins, 2002, 2008). In this case, what explains the acceptance or the rejection of the new
offers? The ideas, services and programs for development and social change are most often
used to transform the existing social reality. This process of adoption and integration can then
be seen as a process of adoption, integration and appropriation of innovations by the society.
C4D is indeed comparable to the "old question" of Techniques and Society (McArthur, 1982;
Jouét 1992; Bardini, 1993; Lohento, 2003; Rogers & Hart, 2002; Kiyindou, 2004, 2008;
Missé & Kiyindou, 2006), which offers some additional perspectives for analyzing this
problem.

1.2. Techniques, Society and Uses: the social integration of innovations

Considering the parallel between the development and social change communication
and the communication of innovations, the combination of Anglo-Saxon and European
theories would help to better understand this communicational problematic (Bardini, 1993).
We adopt this broader perspective, in which the "communication of ICT" is seen as the
communication of innovations in general (Bernard, 2003). In this sense, the French theories of
the communication of innovations have been influenced by sociological theories of uses.

Here, the paradigm of "social autonomy" (De Certeau, and coll.) replaced the technological



determinism. However more recently, the theories of uses have evolved under the influence of
the sociology of innovations (Callon & Latours; Arkich; Flichy). Nowadays, it is the
paradigm of the "socio-technical interaction" that forms a compromise between the technical
and the social deterministic logics within the theories of uses (Jouét, Breton & Proulx;

Miege;. and coll) and the Communication of innovations (Badillo, 2013).

Within this theoretical framework, we cross the different contributions emerging from
the literature on uses, as applied to our problematic of the social integration of new
techniques. First, there are three key moments in the socio-technical interaction: the
innovation conception stage, its social insertion stage, and finally the acculturation of the
innovation on a long-term. The use being defined as an "utilization for specific purposes"”
(Breton & Proulx, 2002), the literature review shows the different ways of new uses
construction at the social insertion stage. Within the practical (real life) uses construction,
there is some proper "social logic", with its specificities: the slow and long-term temporality;
the insertion into the pre-existing practices and systems; the process of creative and pragmatic
subjectivation of novelty by its user within the real usage situation. This creative
subjectivation process is defined as the "adaptation", the "domestication", the “re-invention”
or the “appropriation” of innovation. This appropriation process appears as an iterative
empirical-cognitive process: that is, a practical and a mental construction of the new uses by
the users (Breton & Proulx, 2002). The cognitive appropriation is the mental construction of
the usage and usage experience, as they are represented or imagined by the user facing some
new technique. The literature shows that this type of appropriation has certain modalities.
First, there are different levels (or degrees) of appropriation: from access, assimilation and
accommodation to the sociopolitical appropriation (Toussaint, 1992; Scardigli 1994; Breton
& Proulx, 2002; Proulx 2005, 2008). Furthermore, the representations of usage and of its
sense appear to be determinant for the social integration of innovations: both for the
innovation adoption and for its effective usage in situation (Perriault, 1989; All Saints, 1992;

Mallein & Saints, 1994; Chambat 1994; Jouét 2000; Breton & Proulx, 2002; Millerand, 2003;



and coll). Finally, the cognitive appropriation appears to have some specific properties: the
relation to the identity; the strong interactivity with the context and the socio-cultural
environment (so called situated cognition); the projectivity of the sense of use (teleological
and pragmatic sense, the object "instrument of"); the symbolic charge influenced by the
individual and the social imaginary.

Due to the particular historical development of the sociology of uses in France, the
phase of the innovations acceptance has been unfairly dismissed from the socio-technical
approach (whereas, the appropriation concept is principally linked to the effective usage
situation which comes affer the innovation adoption). Yet the closer examination shows some
strong relations between the cognitive appropriation and the acceptance of innovation. In
particular, we could point out the mental construction of the situated usage project
(anticipated usage), as described for example in the studies on the fechniques acceptability
(TAM, Davis, Bagozzi & Warshaw, 1992). Here, the user attributes the sense of use, by
anticipating in a projective and subjective manner the perceived usefulness and the ease of use
in order to accept the new technology. Thus, the subjective and pragmatic mental construction
of the new situated usage takes place not only within the practical usage in situ, but also
during the acceptance phase: the usage anticipation. Moreover, a number of authors already
incorporate these evaluative judgments before the usage (assessing the acceptability) and
within the usage (the cognitive appropriation by assigning the use meaning) into an integrated
complex evaluative judgment (Swad & Clark, 1992; Stewart, 2002; Bobillier-Chaumon &
Dubois, 2009; Barcenilla & Bastien, 2009; Mallein and coll, 1994, 1997, 2008, 2012.).

That being said, three recurring pillars of such a judgment of use (anticipated or
perceived) emerge from the literature: (1) the representations "already there" and anchoring in
the pre-existing representations and systems (Jodelet, Moscovici, LeBlanc 2007; and coll.);
(2) imaging and imagination (Flichy 1995; Musso, 2007; and coll.); (3) the attribution of the
subjective and pragmatic meaning to the situated usage. Thus, both acceptance and

appropriation of a novelty by its users pass by mental construction of the use meaning: where



the user manipulates the perceived and the imagined to evaluate the usage experience, its
functional / symbolic benefits. This mental process of “constructing the subjective and
teleological meaning of the situated use” appears in the literature as the formation of the
Perceived Value of Use (VPU). Indeed, this concept appears in different works on the social
integration of innovations, both within the approach on uses and their appropriation, as well
as within the approach on innovation acceptance (Jouet, 1987; Mallein and coll, 1992, 1994,
1997, 2000, 2008, 2012; Hert, 1998; Jurison 2000; Kaasinen, 2005, Musso, 2007; Kim and
coll, 2007; Boenisch, 2009; and coll). The concept of VPU goes beyond the simplistic view of
the perceived utility or of the rational trade-off: its conceptualization builds on a large body of
work in consumer psychology and in consumer behavior. However, the formation of the VPU
and its precise role in the social integration of innovations has not been studied in more detail.
Our research question(s) are then as follows: How is formed the Perceived Value of Use, on
the users’ side? What is the precise role of the VPU within the cognitive appropriation and
the acceptance of the new social utility services by their users?

1.3. Perceived Value of Use

The economic, psychological and consumer behavior literature reveals a dispersed
image and the transverse ambiguous concept of perceived value. We would first reinsert this
concept in its historical context of the economic theory of value (Von Neumann &
Morgenstern, 1947, Debreu, 1959), in which the concept of the exchange value has passed
through three conceptual stages. The classical economists first see the exchange value as
determined by the offer: it is the value-labor. The marginal economists seize the distinction
posed by Aristotle between the value of exchange and the value of use. From this perspective,
the value of exchange is subjective (perceived) and demand-driven, depending on the value in
use for the consumer. Finally, the neoliberal economists put the exchange value as inter-
subjective, e. g. formed during the interaction of supply and demand, through the strategies
used by the market players. On the consumer side, the Perceived value of exchange (the price

he is willing to pay, resulting from mental trade-off between the benefits and the costs of



exchange) depends on his resources and preferences. The preferences are expression of the
Subjective Expected Utility value (SEU) that consumer attributes to the product. This
Subjective Expected Utility value (SEU theory, von Neumann & Morgenstern, Debreu, op.
cit) is seen here as the sum of the probable consequences of an action. The consequences
(utilities) are projective and subjectively desirable (positive) or undesirable (negative) (Simon
1990; Edwards & Fasolo, 2001).

In cognitive, dynamic and social psychology, the concept of perceived value evolves
in different ways. Cognitive psychology builds on the expected utility value within the studies
on decision making and on problem solving, aiming to investigate the limits of consumer
rationality and simulate these cognitive processes (Simon, Tversky and Kahneman, Edwards,
and coll.). Dynamic and social psychology, however, studies the perceived value within the
framework of expectancy-value theories, elaborated in the areas of motivation and of attitude.
This is the valence value (Freud, Lewin, Allport, Peak Rosenberg, Fishbein and coll.). The
expected utility value and the expectancy-value are broadly defined in a similar way, that is as
"the probability of a consequence x valence (positive or negative) of this consequence."
Nevertheless, the cognitive concept of utility value has evolved under the influence of the
positive paradigm (behaviorist and neo-behaviorist), where this value is considered as a
magnitude or intensity ("to value") within the objective "mental mechanism" of valuation
(Simon 1990b). On the other hand, dynamic and social psychology theories view the
perceived value as the perceived "subjective content" and the "mental structures" ("a value").
Therefore, Gardial, Clemons & Woodruff (1994) distinguish the research on “the evaluation
process indicators” and on the “evaluation outcomes".

However, consumer behavior works on the perceived customer value approach this
concept primarily as a "mental structure", as noted by Gutman (1981, p116). This is the case
of the "globalists" models of perceived value of exchange, VPE ("Trade-off benefits-costs",
“worth” or “net value”, Zeithaml, 1988 and coll.). It is also the case of the models of
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More particularly, the VPU concept is studied as subjective contents within the "analytical"
models, highlighting the multi-compositional benefits of use and their types (Sheth, Newman
& Gross, 1991; Holbrook, 1995, 1999; Filser and coll, 2003; Aurier, Evrard & N'Goala, 2004;
and coll.). It is also studied in terms of mental structures within the "hierarchical" models of
use benefits. Here, the attributes, the benefits and the values are connected within the
hierarchical cognitive means-ends chains (“means-ends hierarchy” or “hierarchy of values”,
Woodruff & Gardial 1996; Woodruff, 1997; and coll.). This approach adopts the definition of
the VPU composed by the probability of a desired consequence (Instrumentality of mean-
benefit, its performance) and the valence of the desired end (Importance of the desired end
value) (Gutman & Vinson, 1979; Gardial & Woodruff, 1996). The rare research approach on
perceived value of use that explicitly explores its intensity (value as magnitude) is the Desired
Value Change Theory (Flint, Woordruff & Gardial, 1997, 2001, 2002). Flint and coll. use the
"top-down" approach to the hierarchy of values (Gardial and Woodruff, 1996) and defend the
idea that within this means-ends hierarchy, the changes in consumer desired end states (end
values) will lead to the changes in desired outcomes (benefits-means) and then in the desired
attributes. These changes occur in both in the nature and in the intensity of the desired value.
The authors propose the fension as the main predictor of change in the intensity or the nature
of the desired value (2002, pp108-110). However, the question is how emerges this intensity,
how the VPU goes from "0" to "medium" or "high"?

The Instrumentality variable being put apart, we thus identified in the literature four
different meanings of the benefit desirability value that can be put on two axes. Axe 1: Value
as content / structures (benefits) vs. Value as intensity (valence) (Gardial, Clemens &
Woodruff, 1994). Axe 2: Desirability value (desirable benefits) vs. desired value (desired
benefits) (Tisdale, 1961; Bagozzi, 2004; and coll.). Therefore, further exploration seems to be
necessary, as to the meaning of the VPU for users, its formation and its specific role in the

social integration of services.



2. Formation of Perceived Value of Use and its role in the social integration of the new
development support services: case of SME support, EDP-USAID Project in Central Asia.

Given the discussed limits of the existing theorization on the topic, the objective of our
empirical study presented below was to understand "in depth" the formation of the VPU and
its role in cognitive appropriation and acceptance of the new services by their users. The
context studied here is the sector of SME support services: free advising and accompanying
services, proposed within the USAID Enterprise Development Project (EDP-USAID) to the
local SMEs in post-Soviet Central Asia (Turkmenistan).

2.1. Context and methodology of the study

The Turkmenistan is a country located in post-soviet Central Asia. This developing
country that has gained its independence since 1991, is also the fourth world gas reserves and
has a complex geopolitical situation. Having obtained the status of positive neutrality (non-
participation in military conflicts), this young country is focusing on the diversification of its
industries and on its private sector development. Indeed, this latter was totally absent at the
time of the USSR. While the SME support measures are adopted at the national level, some
international organizations are also active within the private sector development through the
various technical and financial assistance programs and initiatives. The Enterprise
Development Project EDP has been the project funded and supported by the US Agency for
International Development (USAID). Within the five countries of post-Soviet Central Asia,
the project was implemented by the Pragma Corps (EU) via the 12 assistance centers with
over 100 employees. The components of technical assistance to SMEs launched under the
EDP project were the following: Regional Trade Promotion component; Accounting Reform -
the application of international accounting standards; Association Development - professional
associations networking; Short Business Courses; and the Business Advising Services (BAS)
component — providing free consulting services and accompanying to small businesses. Our
study focused on the new BAS component and the social integration (acceptance,

appropriation) of its services by the local User SMEs in Turkmenistan. Indeed, the



management consulting services being unfamiliar for the local small businesses, the newly
launched component had to cope with the low acceptance and the low engagement of the user
SMESs. Thus, our research questions were as follows: in the case of these new SME support
services, how the Perceived Value of Use is formed on the users’ side? What is the precise
role of the VPU in their cognitive appropriation and their acceptance of the new service?

To answer these questions, we realized a qualitative in-depth multi-site case study,
done by the means of an iterative process of theoretical and empirical exploration. This
"adductive approach" included the four months participant observation stage and the in-depth
semi-structured interviews with a selected sample of user SMEs. By adopting the perspective
of the complex methodological individualism, we have analyzed the cases of valuation of
individual actors in their interaction with the organizational and surrounding environment.
The first stage was the participant observation (4 months) by immersion, as a Recruiting
Consultant and a Customer Relationship Manager (CRM). During this phase, we used the
following sources: the database on user SMEs; the field documentation; the field notes of
participant observation; the open unstructured discussions with the local SMEs and the
support service providers concerning the support service acceptance situations. These
qualitative data were analyzed later by the methods of lexical and thematic content analysis.
In frame of our mission, we have also undertaken an intervention/action-research aiming to
improve the user-SME acceptance and engagement into the new service. In particular, we
designed and implemented here a perceived value-based engaging questionnaire. During the
second phase, we conducted the in-depth interviews and studied the selected sample of cases
among user SMEs. The semi-structured in-depth interviews (50min-3h40min) were
performed with user-SMEs, including the open exploration of each “valuation-acceptance”
situation of the service. After construction and testing of the interview guide, we explored the
formation of the Perceived Value of Use by the means of the Value intensity mining
technique, which we have developed for this occasion. This technique completes the existing

Laddering technique (Reynolds & Gutman, 1988), whereas the latter aims to explore the



hierarchy of value in terms of its contents and the means-ends structures. Two different SME
support providers were also interviewed in order to make a comparison. Narratives and other
qualitative data were subjects of the computer-assisted lexical and thematic content analysis
intra-site and inter-site (Sphinx Lexica v.5.1, NVivo v.9.2).

For our multi-site case study, we used the selected sample of SME-users, in varying
conditions (Yin, 1980): EDP-BAS service users versus non-EDP users; the technical support
services (business consulting and accompanying) versus the financial support (credits at
preferential rates); not-for-benefit versus for-benefit services (commercial business
consulting); rejection versus acceptance decisions; narrative a posteriori versus in situ. The
final sample included 9 organizational cases of user SMEs, resulting in 13 cases of valuation
concerning 11 services (50% - EDP-BAS services and 50% - other SME support services).

The sample SMEs had the following characteristics: sector: 77% services; 23% agro;
15% trade. Legal status: 54% legal entity; 46% auto-entrepreneur. Company age: 73% over 5
years. Company size: 46% TPE (<10 persons); 39% PE (<50); 15% ME (<200). Respondents
had the following characteristics: Gender: 70% men; 30% women. Age: 44.5 years on
average. Marital status: 69% married, with children. Education / experience: 77% of higher
education; with corresponding professional and entrepreneurial experience. Position within
the company: 77% owners and 100% higher level managers (decision-makers or influencing
role). The cases of valuation included the acceptance and the rejection decisions: the EDP-
BAS service - 2 cases "yes", 4 cases "no"; other SME support services - 6 cases "yes", 1 case
"no." We have distinguished four different scenarios of valuation-acceptance decisions: “full
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acceptance”,
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rejection-to-acceptance”, “acceptance-to-rejection” and “full rejection”.

2.2. Results

The aggregate results concern: 1) the role of the VPU in the social integration of the
new service (acceptance and appropriation); 2) the formation of the VPU on the users’ side;

3) the moderating factors of valuation.



2.2.1. Role of Perceived Value of Use in the social integration of the new service by
the user SMEs

The VPU appears as the essence of the cognitive appropriation, anticipative or in use.
Indeed, the subject, the object and the project of usage are connected here within the mental
construction of meaning of use (subjective, projective and situated). For a new object, it may
be the imaginary instrumentality of means to achieve the existing desired ends.

There is a positive relationship between the formed VPU and the acceptance decision,
where the latter is defined as the “intention to engage into the service”. The VPU influences
the acceptance decision via the mediator concept of the perceived value of exchange (VPE,
the trade-off benefits-costs), which also involves the perceived costs. Indeed, there is a
correspondence between the perception of the VPU and the perception of VPE in 10 cases of
valuation out of 13, and a correspondence between the perception of VPE and the acceptance
decision in 13 cases out of 13.

2.2.2. Formation of the VPU at the SME users’ side

User SMEs show the three aspects of the VPU, - the contents, their hierarchical
structure and the intensity (result consistent with the hierarchical theory of value, Gardial &
Woodruff, 1996; Woodruft, 1997). The intensity of VPU has a motivational basis: this is the
value of the desired, rather than desirable benefits. This result supports as well the
hierarchical theory of value. 1t is also consistent with the economic and the psychological
motivational approaches of VPU, where the valence is measured as the “force of attraction of
desired end state (goal)” (Jevons, Simon Edwards, Lewin, Peak, Rosenberg). The desirability
appears then as the categorization of the object as potentially desire-able: the question here is
whether the end-state object is or not, able to be desired (parameter: no / yes).

Thus, for every usage benefit, the VPU appears to be formed by: (1) the perceived
Instrumentality (qualitative correspondence and relative performance) of the benefit-mean to
achieve the desired usage goal and (2) the Valence of this desired end (defined as the

importance of desire / quasi-need). Desires ("quasi-needs") appear as “canalized expressions



of needs” (Nuttin, 1980; and coll.). In our context, the principal usage benefit of the advisory
service designated by the SME-users is "external knowledge in business management". This
benefit is related by instrumental cognitive links to the desired goals, such as some final states
of the "performance", of the "status" or of the "self-realization" and others. These are
subjectively desired goals that are "prioritized": each has a more or less intense valence of
attraction for each user. The perceived value of use of the "external knowledge in
management" is then more or less intense (from zero to maximum), depending on: (1)
perceived Instrumentality (does the “external knowledge in management” allow to reach the
given desired goal and at what level, compared to other means such as “internal knowledge in
management "); and (2) Valence of that given desired goal (how much this goal is desired, its
attracting force).

The results show that the intensity of this Valence of desired goal depends, in turn, on
the motivational tension (result similar to Flint & all, 2002). This tension is perceived by the
individuals as their psychological distance to two reference points: the ideal point but also the
critical point of affaires. Valence of desired goal is "greater" when the individual perceives
his current position as "far" from the ideal point (the recurring code "far from the desired
goal", e. g. "far" from a certain level of the "enterprise performance", of the "status" or of the
"self-realization", etc.) AND "close" to the critical point ("close" or "not far" from the
"bankruptcy" or from the “failure” or from the “symbolic death"). And vice versa, the Valence
of desired goal is perceived as "minimal" or "absent" when the individual feels subjectively to
be "near" to the ideal point and "far" from the critical point of affaires. Thus, this result
enriches the existing conceptualization of the motivational Tension: we propose to add to the
distance between the actual and the ideal states (dAl), the psychological distance between the
actual and the critical states (dAC).

2.2.3. Les moderating factors



The moderating factors appear to be the knowledge (expertise, propensity for
innovation), the culture (the cultural gap, the acculturation strategy), the not-for-benefit
finality, and the group dynamics. In our context, these factors played a mixed role.

2.3. Model

All of these results are integrated in the model below:

Perceived costs

Distance
Actual - Ideal
dAl

Distance
Actual - Critical
dAC

Decision
of acceptance
of service

Perceived Value
of exchange
Trade off
Benefits-Costs

Valence

of desired end
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PERCEIVED
VALUE OF USE
Value of desired

Relative motivational tension:
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dAI - Psychological distance perceived between Actual and Ideal points
dAC - Psychological distance perceived between Actual and Critical points

Figure 1.Model of mental formation of the Perceived Value of Use and its role in the

social integration of new services

This model aggregates all of our empirical propositions on the formation of the VPU
and on its role in the social integration of new services. The model is based on qualitative
data, being a grounded theory model of medium range.

Conclusion

The Communication for Development and Social Change is seen here as a question of
Techniques and Society. The social integration of new social and development support
services goes through the attribution of the 'sense of use’ by their end users, who mobilize the

representations "already there" and the imaginary. This mental process of the subjective and



projective assessment of the functional and symbolic benefits of use appears as the formation
of the Perceived Value of Use. Our research focuses on the formation of the VPU and its role
in the social integration of new services. The VPU appears as the subjective assessment of:
(1) Instrumentalité earnings-way (correspondence, performance) to reach the desired goal,
and (2) the Valencia this desired purpose of use (almost necessary). The intensity of Valencia
is based on the motivational tension, perceived by individuals as psychological distance TWO
reference points: the item "Ideal", but also the point "Critical" business. The VPU thus formed
is therefore the essence of cognitive appropriation, connecting the object, the subject and the
use of project. Finally, there is a positive link between the VPU and acceptance of new device
(the latter defined as the intent to engage in the service). This link goes through the mediator
concept of perceived value exchange, defined as the mental trade-off between the VPU
(Benefits) and perceived costs. Therefore, the results presented here contribute to
communicational theories about the social integration of new technologies (ICT and others):
the theories concerning the particular cognitive appropriation (Breton & Proulx, 2002;
Millerand, 2002, 2003), the acceptance and social roots of these (Mallein & Saints, 1994;
Mallein, 2012; Leblanc, 2007; and coll.). They also provide insight into the reception of
messages and services for social change in the developing countries of East and South (Missé;
Kiyindou; and coll.), But also in industrialized countries (influence behavior pro-social
communication by engaging eg Bernard & Joule;. and coll). Moreover, these results will
enrich hopefully, understanding the concept of the VPU in theories of consumer behavior and
psychology. They contribute significantly to the hierarchical theory of value (Woodruff &
Gardial) and the Theory of change of the desired value, on both theoretical contributions but
also methodological (Flint and coll.): Exploring the techniques of intensity value. Finally,
these results can be used by practitioners of C4D, managers of programs for development
practitioners and social marketing, as analysis and measurement tools of engagement behavior
of users, especially in low valuation of new services. However, this study has some

limitations: poor generalization of results; the selected sample; the challenges of the value of



the "non-desirability"; the challenges of multi-linguistic environment. The next steps would
be to perform tests and to apply these results in the context of other developing countries, for
example, on the African continent and in other sectors. Also it would be interesting to
transpose these findings to situations of "false" recovery and individual desirability

"impossible", frequently encountered in the use of social utility services.
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