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ABOUT ME

CHAD KAINZ
chad.kainz@blackboard.com

Blackboard: approaching 3 years in strategic consulting
University of Chicago: 18 years in technology leadership

Have been actively interested and engaged in mobile since the introduction of 
the AT&T Eo Personal Communicator and the Apple Newton (1993), and in 
alternative approaches toward human-computer interaction since I first used 
an Apple Lisa and an HP Series 100/150 touch screen workstation (1983).
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ABOUT YOU IN A MINUTE

Who are you?

What institution/organization are you 
representing here at BbWorld?

What is one thing you’d like to take away 
from today’s workshop?



WE ARE GOING LEARN

1. How to frame mobile within the context of 
your users, needs, and environment.

2. Ways to engage your stakeholders, users, 
and community in the planning and 
development of your mobile strategy.

3. Approaches to prioritize mobile services 
over mobile technologies.



6
billion people 
on Earth have a 
mobile phone

ITU/United Nations
October 2012

56
% of American 
adults own a 
smartphone

Pew Internet Research
June 2013



26
% of 6th to 8th

grade students 
in the US have 
a tablet

Project Tomorrow
April 2012 (Speak Up Findings)

43
minutes per day 
spent on mobile 
devices by 0-8 
year-olds in the US

Common Sense Media Research
October 2011



LEARNING TRENDS
NMC HORIZON REPORT 2012 K-12 EDITION

① Education paradigms are shifting to include online 
learning, hybrid learning and collaborative models.

② The abundance of resources and relationships made 
easily accessible via the Internet is increasingly 
challenging us to revisit our roles as educators.

③ As the cost of technology drops and school districts 
revise and open up their access policies, it is becoming 
increasingly common for students to bring their own 
mobile devices.



LEARNING TRENDS
NMC HORIZON REPORT 2012 K-12 EDITION

④ People expect to be able to work, learn and study 
whenever and wherever they want.

⑤ Technology continues to profoundly affect the way we 
work, collaborate, communicate, and succeed.

⑥ There is a new emphasis in the classroom on more 
challenge-based, active learning.



WHAT DOES MOBILE MEAN?

In a few short years, handheld devices have 
transformed the way we interact with and 
explore the world as individuals, societies 
and as a global community.

When you hear the term “mobile” what 
does it mean to you?



TECH TEMPTATION

Gadgets
Operating Systems
User Interfaces
“Desktop Gravity”

MOBILE ≠ STUFF
MOBILE ≠ PC



MOBILE ≠ STUFF

Mobile has evolved
from a discretionary 
entertainment and niche 
communication vehicle 
to a utility and lifestyle 
platform of necessity 
and convenience.

Bar, Aaron. "Study: Mobile Internet Necessity, Not Luxury.”
Online Media Daily. MediaPost News. February 19, 2009.
http://www.mediapost.com/publications/?fa=Articles.showArticle&art_aid=100576 

Mobile is about 
what this guy wants
and needs to do…

And what she wants
and needs to do, 
too.



MOBILE AS A PLATFORM

As a utility and lifestyle 
platform, think beyond 
mobile technology and 
concentrate on the 
things people want to 
accomplish with their 
devices.

Review 
what 
happened 
in class

Learn on 
the go

Locate a 
lecture

Find items 
in the 
library

Order 
tickets

Connect 
with a 
study 
group

Chat with 
an 
instructor

Schedule a 
special 
event

Pay for 
course 
materials

Be notified 
in case of 
emergency

Seek help



MOBILE CAPABILITY

Taking a platform
approach shifts thinking 
from satisfying demand 
to harnessing mobile 
capability to…

Review 
what 
happened 
in class

Learn on 
the go

Locate a 
lecture

Find items 
in the 
library

Order 
tickets

Connect 
with a 
study 
group

Chat with 
an 
instructor

Schedule a 
special 
event

Pay for 
course 
materials

Be notified 
in case of 
emergency

Seek help

Create personalized mobile 
experiences.

Harness location-based 
services.

Establish new modes of 
self-service for users.

Travel with users anytime 
and anywhere.



MOBILE CAPABILITY

Mobile apps that tie 
back to a common 
strategy and vision 
create the foundation 
for a mobile platform.

Review 
what 
happened 
in class

Learn on 
the go

Locate a 
lecture

Find items 
in the 
library

Order 
tickets

Connect 
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Chat with 
an 
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Schedule a 
special 
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Pay for 
course 
materials

Be notified 
in case of 
emergency
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Create personalized mobile 
experiences.

Harness location-based 
services.

Establish new modes of 
self-service for users.

Travel with users anytime 
and anywhere.



WHAT WORKS FOR YOU?

Take a moment and think about the mobile 
apps that you use the most.
• Aside from the technology, what makes 

that application “mobile”?
• Are there key characteristics, phrases or 

terms that would describe its “mobility”?

• In your group, share your choices and 
identify commonalities.



STRATEGIC THINKING



DEVELOPING A VISION

What is your primary focus of your mobile initiative?
Why are you taking your mobile approach?
Addressing and articulating answers to these questions 
establish your mobile vision and will guide development and 
the evolution of your mobile platform.

A stated vision will keep your effort connected to the 
goals of your organization or institution.



FOCUSING ON PEOPLE 

Who is the primary audience?
Generally speaking, mobile use in education is rarely a 
contained, walled-garden experience. There is a primary 
audience for mobile services, but the needs and demands 
quickly spill over to other groups.

Understanding your primary audience is key, but 
recognizing and taking into account the secondary 
and tertiary audiences are essential.



FOCUSING ON PEOPLE

Engage learners and educators 
within the context of the institution via 
mobile services by:
• connecting the mobile approach 

via the educational culture
• enhancing or advancing pedagogy
• supporting learning anywhere
• communicating with students and 

instructors where they are

Learning &
Education

Students
Instructors & Faculty

Learning Support Staff



Campus &
Work Life

Employees
Administrators

Campus Community

FOCUSING ON PEOPLE

Enhance connections beyond an 
educational context via mobile 
services such as:
• administrative self-service
• social/academic networking
• campus life-related services
• communication across all corners 

of the organization
• extra-curricular and sponsored 

activities



FOCUSING ON PEOPLE

Reach communities beyond 
institution for reasons such as:
• alumni engagement
• “town and gown” connection
• community outreach
• public relations and marketing
• student recruiting
• community awareness activities
• parking

Community 
Engagement

Alumni & Friends
Neighbors

Donors
Government Officials



PREPARING FOR SUCCESS

How will you sustain it?
Success in mobile can suddenly equal overwhelming 
adoption by audiences you least expect. Working through 
a short-term deployment plan that feeds into a long-term 
sustainability approach should be developed prior to 
launch.

You need to anticipate success from the unexpected.



PLANNING FOR TOMORROW

Can it evolve?
Mobile time is measured in weeks and months, not years 
and enterprise release cycles. Your mobile approach 
needs to keep your users interested to increase 
“stickiness” – the desire to keep the app, the website, and 
your mobile services on the frequently accessed list items 
your users experience every day.

Establishing an evolutionary pace will help make 
mobile “stick.”



WHAT IS IMPORTANT TO THEM?
AUDIENCE

Each one of you has your own personal 
LEGO® stakeholder. Each stakeholder is a 
member of one of the three audiences.

In your group, join up with the other 
stakeholders who are members of your 
audience.



WHAT IS IMPORTANT TO THEM?
AUDIENCE

Learning &
Education

Students
Instructors & Faculty

Learning Support Staff

Campus &
Work Life

Employees
Administrators

Campus Community

Community 
Engagement

Alumni & Friends
Neighbors

Donors
Government Officials

Plaid, 
navy shirt



WHAT IS IMPORTANT TO THEM?
AUDIENCE

Creating user personas can be a powerful 
tool to focus ideas. Take a look at your 
LEGO® stakeholders. Who are they?
In your audience team, describe a few 
common characteristics that could apply 
to your LEGO® mobile users. These can 
include roles, motivations, etc.



WHAT IS IMPORTANT TO THEM?
AUDIENCE

Learning &
Education

Students
Instructors & Faculty

Learning Support Staff

Campus &
Work Life

Employees
Administrators

Campus Community

Community 
Engagement

Alumni & Friends
Neighbors

Donors
Government Officials



WHAT IS IMPORTANT TO THEM?
AUDIENCE

Now that you’ve defined a handful of 
personas, identify a small set of general 
mobile priorities and needs for your 
audience. In other words, what do you 
expect them to want or do via a mobile?



STRATEGIC THINKING

What is your primary focus of your mobile initiative?
Why are you taking your mobile approach?
Who is the primary audience?
How will you sustain it?
Can it evolve?



MOBILE + EFFECTIVE PRACTICE

people + process + technology
An effective practice approach toward Mobile Strategy



EFFECTIVE PRACTICE FRAMEWORK



EFFECTIVE PRACTICE FRAMEWORK



EFFECTIVE PRACTICE FRAMEWORK



TYING IT ALL TOGETHER

Your group has been charged to develop a 
mobile concept for your learning 
organization.

The audience demographic is represented 
by the mix of LEGO® stakeholders at your 
table and the personas and motivations you 
developed earlier in the afternoon.



TYING IT ALL TOGETHER

Your organization’s strategic focus is 
defined by the majority of LEGO®

stakeholders in the group. If there is a tie, the 
focus is balanced among those audiences.

Learning & Education = we provide a quality 
educational and student experience

Campus & Work Life = everyone within our 
organization is part of a family

Community Engagement = we are greater 
than the sum of our parts



TYING IT ALL TOGETHER

Using what you have learned today, work 
together to develop a mobile “elevator 
pitch” concept for your organization.
Your concept should include:

• what you will launch and for what 
audience(s)

• who you should include in the planning 
and development, and

• how your mobile strategy will address 
needs in a year’s time.



WHAT WORKS FOR THEM?

Learning & Education
Students

Instructors & Faculty
Learning Support Staff

We provide a quality 
educational and student 

experience.

Campus & Work Life
Employees

Administrators
Campus Community

Everyone within our 
organization is
part of a family.

Community Engagement
Alumni & Friends

Neighbors, Donors
Government Officials

We are greater than the 
sum of our parts.



CLOSING THOUGHTS

Break away the tech temptation and focus on what 
people want to accomplish via mobile.
Develop user personas to help focus your thinking for not 
only mobile, but other user-focused services as well.

Engage stakeholders to help frame and shape your 
mobile future for now and next year.

Use the mobile framework as a tool to develop your 
mobile strategy.

Don’t be afraid to ask for help.



THANK YOU!

CHAD KAINZ

Education Services by Blackboard
chad.kainz@blackboard.com


