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Key Factors Affecting User Experience of Mobile
Crowdsourcing Applications
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Abstract— With the increasing popularity of information
communication technologies, crowdsourcing has become a significant
method for companies to involve customers in various enterprises’
activities. Also, since user experience (UX) emerges as an important
element in the design of interactive products, it is essential to indentify
the main determinants that can improve UX. Based on recent studies,
this paper provides a conceptual framework indicating key factors
that influence the UX of mobile crowdsourcing applications. These
factors range from easiness of tasks in crowdsourcing applications,

users’ attitudes towards crowdsourcing companies, social influences to

economic reward in crowdsourcing activities.

Index Terms—Crowdsourcing, Mobile crowdsourcing applications,

User experience, technical interactive products

I. INTRODUCTION

The advent of Web 2.0, which describes World Wide Web sites
that emphasize user-generated content, created new opportunities
for companies to create value corporately with their network
partners in long-term open and interactive business models [7].
Crowdsourcing, a particular way that views the crowd as a
resource for companies, has emerged widely in corporations’
activities. According to [11], crowdsourcing has increasingly
become a considerable way for companies to assign the crowd to

complete tasks such as creating collective resources.
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[8] defined the crowdsourcing as “a type of participative online
act in which an individual, a non-profit organization, or a company
proposes to a group of individuals of different knowledge and
number via a flexible open call, the voluntary undertaking of a
task”. In this way, users and crowdsourcers could gain diverse
mutual benefits simultaneously [11]. Users could receive the
satisfaction of the given kind of requirement by bringing their work,
money and particular knowledge. This satisfaction could be
economic, social recognition, self-confidence or improvements of
personal abilities. Also, the crowdsourcer could gain and utilize the
merits what the participants could bring to this organization, which
depends on the type of activity undertaken.

Another

crowdsourcing is the widespread use of mobile phones and

significant foundation for the popularity of
applications. The newest statistics shows that the global mobile
phones market grew by 2.4% in 2014 and is projected to have a
value of 440.9 billion dollars, a growth of 14.2% since 2014 [17].
However, although the use of mobile applications is universal,
promoting crowdourcing among users is still challenging for
companies [18].

In order to enhance the prevalence of mobile crowdsourcing
applications, in addition to technical aspects of products that needs
to be further improved, user experience (UX) can be a new and
considerable perspective for application designers. [14] suggested
that UX provides a holistic method to understand the relationship
between human and computer. Furthermore, as mobile
applications have become one of the most popular mass-market
products, it is more challenging for mobile network operators who
should provide high qualities to decrease the risks of customer
churning to ensure good UX [6]. Thus, [22] recommended that
mobile development companies should not only meet the needs of
users but also provide a satisfying UX to survive in the highly
competitive market. UX has emerged as a vital factor for
understanding and improving the quality of interactive products
including crowdsourcing applications.

However, while many recent studies have been done to measure

UX on various kinds of technical interactive products [1], rare
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researches focus on the specific relations between UX and
crowdsourcing application products [20]. [22] also suggested
different industries may use different measures for evaluating UX
quality of their products. Although some UX measurements have
been done in mobile industry, the measures may not be appropriate
in crowdsourcing industry. Since the links between UX design and
crowdsourcing applications are still unclear, specific further
research focusing on the UX of mobile crowdsourcing applications
is necessary.

In an effort to address these potential gaps, the studies builds on
the previous researches in crowdsouring industry and the
fundamental factors implemented in UX design of the interactive
products, and specifically address a need to reveal UX design in
mobile crowdsourcing applications. The research aims to focus on
mobile crowdsourcing applications by identifying and analyzing
the key factors affecting the quality of UX in this specific area.
Several hypotheses will be proposed based on the users’ attitude to
crowdsourcing companies, easiness of tasks, economic reward and
social influence.

The remaining parts of this paper are organized in the following
way. In Section two, existing contributions on studies on UX and
crowdsourcing in academia are summarized and research gaps are
identified based on recent studies. Next, Section three presents a
conceptual framework to demonstrate the effects of some proposed
key factors on user experience of mobile crowdsourcing
applications. Furthermore, some feasible methods to validate the
framework are proposed in Section four. Finally, Section five
indicates the contributions of this research to existing academia and

real word and shows directions for future research.

II. LITERATURE REVIEW

A. User Experience

Since the term UX was first used by Donald Norman in the
1990s to describe overall aspects of a person’s experience with a
system [19], it has become a key concept of Human-Computer
Interaction (HCI). Although many researches from various fields
are studying this area, the term promises change and a clear,
specific and widely accepted definition is still missing [12]. In the
field of HCI, [12] defined UX as a combined result of user’s
internal condition, the features of the system and the context within
which the interaction happens. Despite a lack of consistency in the
definition, some contributions on the determinants of UX have
been made in academia. For example, according to [5], pragmatic
quality and hedonic quality are the two main scales in a
measurement of UX for interactive products. According to [5], the
pragmatic quality is measured by perspicuity, efficiency and

dependency while the hedonic quality is measured by stimulation
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and novelty (see Table I). In addition to pragmatic experience and
hedonic experience, [13] also stated that sociability experience is
another important component of UX, which enables users to
perceive themselves as members of a group or community.
However, while many researchers prefer to apply a standard and
uniform UX measurement method to any domain, the dimensions
of UX research are still unclear [1]. As one of main purposes of
UX research is to broaden the types of products [1], further studies

focusing on crowdsourcing is necessary and meaningful.

Table I: Dimensions of UX

Perspicuity Is it easy to understand how to use the product?

Is it easy to get familiar with the product?

Efficiency Is it possible to use the product fast and

efficient? Does the user interface looks organized?

Dependency Does the user feel in control of the interaction?
Is the interaction with the product secure and

predicable?

Stimulation Is it interesting and exciting to use the product?
Does the user feel motivated for a further using of

the product?

Novelty Is the design of the product innovative and

creative? Does the product grab the user’s

attention?

B. User Experience in Mobile Crowdsourcing Applications

An extensive field of the literature has been developed
associated with crowdsourcing (e.g. crowdsourcing trends, extent
of crowdsourcing usage, crowdourcing benefits, and factors
pursing in crowsourcing), which reflects the increasing prevalence
and importance of crowdsourcing [24]. However, So far, little
research has been specifically focused on the links between UX
and mobile crowdsourcing applications. There are some
contributions in existing literature focusing on UX in mobile
industry. For instance, a framework conducted by [22] set a
taxonomy for UX attributes to allow designing measurement
instruments to be generic for any mobile develop companies.
However, this study did not demonstrate any specific factors
affecting UX from the perspective of mobile crowdsourcing
applications but different organizations may use different measures
for evaluating UX of their products [22]. Also, some studies just
focus on customer perception about crowsoursing but ignore the
cause and effect relations between customer perceptions and
crowdsourcing [20]. Therefore, further UX research in the
crowdsourcing domain is needed.

According to previous analysis, in relation to the crowdsourcing

field, two gaps have been identified in the available academia.
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(1)As particular factors of UX emphasizing on crowdsourcing
field are still unidentified certainly, the direct cause and effect
relations between UX and crowdsourcing need to be further
explored.

(2) Varying opinions on the definitions and characteristics of UX
may result in general speaking about factors affecting UX failing to
reflect in the specific interactive products from different fields.
Further research in mobile crowdsourcing products is needed.

Consequently, the research aims to fill these gaps by identifying
the key factors influencing the UX from mobile crowdsourcing
applications perspective. After studying both guidelines suggested
by [18] and [2] to pursue in crowdsourcing activities and key

determinants applied in the acceptance of Information and

Communication technologies (ICT) [23], the following
considerable factors are proposed.
I11. HYPOTHESES
Economic
reward
Attitude to :
crowdsourci UX of mob}le Easiness of
crowdsourcing
ng . tasks
3 applications
} companies
Social
influence

Figure 1: Conceptual Framework

A. Easiness of Tasks

The various tasks in crowdsourcing range from recording,
acquiring and reporting real-time data to giving feedbacks to
products or services using mobile phones, which is useful for
companies in marketing research, product development, promotion
and advertising [25]. According to [23], only if the tasks for
contributors are effortless, crowdsourcing will work. However,
some researches in UX measurement suggests that product should
provide enough challenging tasks for users as one of the major
drivers for engagement in co-creation system is the desire to
participate in challenging tasks [13]. Due to the controversies, one
hypothesis is proposed.

H1: The more uncomplicated the tasks in mobile crowdsourcing

applications are, the higher level of UX users gain.
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B. Attitude toward Crowdsourcing Companies

[9] stated that user participation in new product development via
crowdsourcing activities can positively affect the relationship
between customer and supplier. It is also suggested by [4] that
companies gain reliability and trust in the eyes of consumers and
develop positive customers’ perception to firms by crowdsourcing.
However, rare researches investigate the influence in UX brought
by crowd’s attitudes toward crowdsourcing companies. If a
participant has positive attitude to companies pursuing
crowdsourcing activities, he or she may obtain higher level of UX
when using crowdsourcing applications than anyone who has
negative or neutral attitude to those crowdsourcing firms.
Therefore, this research suggests one hypothesis in this direction.

H2: The more positive the user’s attitude toward the

crowdsourcing company, the higher level of UX the user gains.

C. Economic Reward

The social exchange theory states that people interact with
manufactures and participate in virtual new product development
because they expect reward [20]. [2] also found one of the primary
incentives for customer participation in crowdsourcing is the
opportunity to gain benefit especially in monetary. In order to
demonstrate how users feel if they could gain and accumulate
money by completing tasks when using crowdsourcing
applications, another hypothesis is proposed.

H3: The more reward users obtain in mobile crowdsourcing

applications, the higher level of UX users have.

D. Sacial Influences

According to According to [15], whether or not a behavior is
adopted by an individual depends on the acceptance of their peers.
[3] demonstrated social norms have considerable impact on
customers’ attitudes towards interactive products of mobile
industry. Direct positive influences of social norms are expected to
be reflected in people’s behavioral intention to adopt this product.
Additionally, [18] suggested that communities are social glue for
running crowdsourcing and whenever possible crowdsourcing is
built on existing communities. If the use of the crowdsourcing
application is widespread among an individual’s social
communities, it may assume that the user tends to utilize it more
often. Therefore, it is reasonable to take social influences into
account when measuring the UX in crowdsourcing products.

H4: Social influences concerning the adoption of crowdsourcing
are positively related to the higher level of UX in crowdsourcing

applications.
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IV.  POSSIBLE METHODOLOGY

The project aims to identify the key factors influencing the
quality of UX in crowdsourcing applications. According to [5],
questionnaire is a common approach to do such UX measurements
as subjective experiences of large crowdsourcing application users
must be obtained in order to improve the quality of UX of the
product. Therefore, the online questionnaire survey which allows
the researchers to collect higher numbers of user feedback with
little effort will be applied. Also, a combination of qualitative and
quantitative approach will be used to conduct the research. Firstly,
to better express the relationship between what users feel and what
users do, [1] stated that qualitative data provides an abundance and
specific which quantitative methods may lack. Thus, the qualitative
approach will be used to design the questions in the survey. In
addition, since there is large data about feedback needed to be
collected and analyzed, quantitative method, for instance,
calculating the mean agreement level of each statement in the
questionnaire, will be used.

Most importantly, in terms of the questions in the questionnaire,
to make participants feel comfortable to answer the questions and
maintain the valuable and realistic UXs, the main contents of
questions will use WeiChaiShi which is China’s largest mobile
crowdtasking platform as a representative mobile crowdsourcing
application example [21]. Launched in January 2014, the
WeiChaiShi app whose funding is led by ClearVue Partners and
joined by Nokia Growth Partners connects businesses in China to
an on-demand mobile workforce who can gain monetary reward
by using mobile phones to gather, capture, and report real-time data
at their spare time. According to the news in PR Newswire, by
May 2014, WeiChaiShi has more than 100 global users with a
network of over 400 cities in China. The app has quickly attracted
over two million users and continues to rapidly grow its user base.
As WeiChaiShi is a premier application in crowdsourcing
particularly in crowdtasking, it is reasonable to reflect the UX of
ordinary crowdsourcing applications in China’s market. The
questions will be divided into four major parts. The first section
will record information about the users and the frequency of
WeiChaiShi use. Secondly, participants will be asked about their
basic knowledge and understanding about crowdsourcing and UX.
In the third stage, some agreement statements based on the
previous hypotheses which needs participants to choose the agree
level will be designed to help users to express feelings and
impressions when using the WeiChaiShi. Finally, two open
questions will be designed to gain some unexpected feedbacks
about crowdsouring applications.

As for the sample of questionnaire survey, the research plans to

obtain responses from at least 300 WeiChaiShi users in Chinese
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market. The feedback from these mobile phone users will be
reasonable since the latest research illustrates that Asia-Pacific
occupies 47.3% of the global mobile phones market value, which
ranks the highest position compared with other geographical
locations [16]. [16] also stated that China represents 55.2% of the
Asia-Pacific mobile phones market value. Equally important, these
300 respondents are all who have the realistic, continue and
specific experience using the WeiChaiShi as finding the key factors
to improve the quality of UX of this type product is the final goal.
Therefore, ignoring people who have no experience in using this
application and concentrating on the experienced application users
is a more efficient and direct method to acquire the results. The
computer and mobile devices such as smart phones will be used to
collect the data. After acquiring the data, Statistical Product and
Service Solutions (SPSS) software considered as an efficient tool
to store, organize and analyze data will become crucial to gain the
valuable results.

Certainly, some limitations related to collection and process of
data can potentially impact the future results. Firstly, although
WeiChaiShi is China’s first and largest crowdsourcing application,
the key factors identified in this application to improve the quality
of UX may not apply to other types of crowdsourcing applications.
Another point is the lack of multicultural participation. Since the
data collected only reflect the perspective of the most Chinese
crowdsourcing application users, it is possible that relationships

found in this research may not apply to users from other countries.

V.CONCLUSION AND FUTURE RESEARCH

This study focuses on UX of crowdsourcing mobile applications
rather than general interactive products by identifying the key
factors affecting the UX of crowdsourcing mobile applications.
Thus, the gap between the designers and users of mobile
crowdsourcing applications has been partly narrowed. During the
literature review, many academic papers related to crowdsourcing
and UX have been reviewed and some hypotheses based on the
studies and limitations have been proposed. The proposed feasible
framework that has been established can help guide the future
development and design of crowdsourcing mobile applications.
Not only does this study will contribute to a deeper understanding
of the links between UX design and mobile crowdsourcing
applications in the academic word, but also it serves as a guideline
for crowdsourcing application design companies on how to
improve the UX design of their products and on how to gain some
valuable insights on integrating the crowd into the value
co-creation process in business. The study can eventually result in
better decisions for designers to improve the UX of crowdsourcing

industry products.

IMECS 2016



In addition to analyzing the relationships between above key
factors and UX of crowdsourcing mobile applications, future work
can achieve a broader understanding of interrelationships existing
between the factors identified in this research. It is likely to be
some correlation in how those factors affect UX of crowdsourcing
mobile applications. Specifically, for example, the social influence
may cause potential effects on users’ attitudes toward
crowdsourcing companies. Therefore, further research will need to
verify and quantify these possible relationships. Also, as the key
factors identified in WeiChaiShi app to improve the quality of UX
may not apply to other types of crowdsourcing applications,
continuous studies on other different types of mobile
crowdsourcing applications including users from other countries

besides China are needed.
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