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Mobile Communities in ABC

- Enrichment of internet-based platforms with mobile services
- Can be accessed by mobile device
- New communication services (mobile networks)
- Always on, always with
- Services can be localised
- Clear identification of users
- Different usage patterns in comparison to existing virtual communities
- Smaller communities (around a single mobile-telephony customer)
- Establish by talks/sharing within groups of friends (=needs)

- Value to users and how it differs from other alternatives
- Ways to award the users for being active (in a community)
- Community is never stabile or passive

A



VTT TECHNICAL RESEARCH CENTRE OF FINLAND

Motivation (to partake in a virtual community)

Short-term happenings
(e.g. candidate for the matriculation 
examination (abi), Wedding, tourism, 
football match, concerts etc.)

Do they fit better to online or IRL than mobile?

Mobile work related

Expert (hobby) community

Social bonding

[Location specific] "Match Making"

B
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Methods: Chesbrough meets von Hippel (UGC, users as innovators)

The Big
Idea !

C

Even 
better
idea!

Scenario
process

[Articulated,
unarticulated
needs and
tacit knowledge]

Technology
Evaluation

Understanding the structure 
of user needs

Techniques for creative
understanding of user needs
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Communities at large
Mobility?
What makes a community
Mobile community - for what reason?

1
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- Locations
- Devices
- Applications
- Users
- Contexts

What defines mobility? 

What makes mobility relevant?

What kind of communities need mobile / cross access?

Mobility of what?
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What is a community?

"A virtual community is a group of people sharing common interests, ideas,
and feelings over the Internet or other collaborative networks."
(Howard Rheingold)

"Networks of interpersonal ties that provide sociability, support,
information, a sense of belonging, and social identity, and which always
connects its members regardless of where they go."
(Barry Wellman)
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A network of interpersonal ties that provides sociability, support,
information, a sense of belonging, social identity, and which always
connects its members regardless of where they go.

Location, time and resources are not necessary constraints on
membership or participation in a mobile community. However, the
community may choose to form based on intended restriction of
those variables. The limitations are less due to restrictions of the
physical world and more due to the desires of the members.

>> related to /overlapping with cross media communities (!)

http://www.mobilecommunitydesign.com/pages/faq.html

Mobile + community = ...
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What makes a community: mode of interaction (devices)
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What makes a community: user activity (content)

passive    -----   reactive    -----   proactive   -----   active

"television
viewing"

"opinion
sharing"

"fan sites,
mods"

"users as 
creators of
content"
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Meanings of different media
State of the art (examples)
Techno-cultural trends

2
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- Different device = Different need, purpose and meaning 
- "Media day"  > media use during the day
- Level of personal and social [inter]action 

Meanings of different media
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StudioSity
- locality
- sharing
- social

Age: ± 20

Networking
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Lunarstorm
- romance
- sharing
- social

Age: 10-60

Networking

Match Making
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Flickr
Mobile Messenger
[...]

Photosharing
- hobby
- rivalry
- social

Age: "all"

http://pong.hiit.fi/dcc/demos.html
http://www.photostofriends.com/main.html

Social bonding
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http://www.rabble.com/index.php

JOCA
- mobile radio, tv, wikipedia,
lotto
http://www.joca.tv/sites/home.htm

Wiki, moblogs...
- hobby
- rivalry
- social

Age: "all"

Networking

Social bonding
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http://dating.mopilot.com/index.htm

mopilot/
Interactive chat rooms

- romance
- social

Age: 19-35

Match Making

Social bonding
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Hexa-go!
- explore (city)

- keep fit
- social

- low tech

Age: 0-100

Location
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Plazes
- social

Age: 20-30

Location
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MogiMogi
- location based gaming

- social
- discussion
Age: 20-30

Location
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Flux
- short video, music 

- $3 / month
- KDDI "AU" / "EZWEB"

Age: 13-34

Add-on
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Categories: 
personalization, 
leisure, channels and 
connection.

(differentiation)
ring tones, icons and 
wallpaper

blah!
- mobile fun

- social
- personalisation

Age: 12-30

Add-on

Social bonding
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Winksite
-all

Age: ?
WINKsite is a community-focused 
microcontent publishing platform 
designed for personal expression 
and social networking for those 
who enjoy a mobile lifestyle. 

Add-on

Social bonding
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mobile league
- game
- rivalry
- social

Age: 15-30

Play
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Mobile game
- rivalry
- social

- play/fun

Age: 20-35

Play
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            Users as creators

Enabling technologies
Where's the market(s)?
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Where's the market?
From social interaction to communities

• Long-term (game/chat) / short-term (abiturient-, wedding forum)?

• A group, a team, a clan, a community or a mass of people?

• Passive – Proactive - Reactive – interactive?

• Users as co-creators, participants, actors?

• Massive multiplayer, single online, "our thing", something else?

• What is the motivation (for whom)?
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• Mods
• Fan sites / art / fandom
• Hacking
• Participatory design
• Blogs
• Sharing (of what)
• Collaborative environments

Users as co-creators of content

TVML editor (NHK)

MobiTip (SICS)
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• Geotagging
• MoBlogging
• GPS
• RFID
• 2D matrix codes
• Bar codes
• Mobile Augmented Reality
• UPnP, home network / cross media (e.g. sports community)
• Bluetooth (Java BT)
• Easy editors, New languages (TVML)
• Sensors
• [...]

Some solutions
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(Enabling) technologies

http://www.tekes.fi/julkaisut/Roadmap.pdf
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Methods: Deepening the media experience and involvement

Casual

Active

Lifestyle

Boundary
of awareness

Boundary
of identity

Broadcast
media

Social
media

1.

2.

1. Tools and services for supporting active following of a
certain activity, development of expertise
2. Tools and services for expressing identity, expertise and
participating in on-going activities around a selected topic

Source: INCCOM 2004
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Techniques to understand user needs

User-oriented
techniques

Traditional
market research

Market intuition
and discovery

• Focus groups
• Surveys
• Depth Interviews
• Test Markets

• Ethnography
• Human Factors Research
• Customer Case Research
• Lead User Analysis

• BackCasting
• Market Experimentation

Articulated needs, known users Unarticulated needs, 
known users

Unarticulated needs, 
unknown users

"Do""Say"

"Make"
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Users as innovators

• The "need" information (what the customer wants) resides with the
customer, and the "solution" information (how to satisfy those needs)
lies with the manufacturer
• Customers don't fully understand their needs until they try out prototypes
• With the customers-as-innovators approach, a supplier provides
customers with tools so that they can design and develop the application-
specific part of a product on their own
• Market segments are shrinking and customers are increasingly asking
for customized products
• Developers use computer-based simulations and rapid prototyping tools
internally. How to turn that into a tool kit for the customers?
• Lead Users <-> mass market
• Interactive design process
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R D

Open innovation

X

X

X

X

Concepts,
scenarios,
technology roadmap

Consumer research,
market, user studies

prototype 1

prototype 2

test product 1

outcome 1

outcome 2

Sources (modified): Henry Chesbrough, Markku Maula, Eric von Hippel

New market

Current market

Licensing, spin-offs

X

X

X
X

X

Y
YY

Design

build
(prototypes)

test
(feedback)

Customers
with tools
to design,
develop
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Summary
4
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Mobile Communities in short (replay)

- Enrichment of internet-based platforms with mobile services
- Can be accessed by mobile device
- New communication services (mobile networks)
- Always on, always with
- Services can be localised
- Clear identification of users
- Different usage patterns in comparison to existing virtual communities
- Smaller communities (around a single mobile-telephony customer)
- Establish by talks/sharing within groups of friends (=needs)

- Value to users and how it differs from those of key competitors 
- Awarding the users for being active (in a community)
- Community is never stabile or passive
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• User expectation and usage change, user needs don't

• Values and significance of different devices 
[trendy (iPod), life organising tool (mobile phone),
 game/date (internet), spending time (TV), 
on the road (radio)...]

• Evaluate different ways to allow the users to 
participate (in a controlled way) 

• Niché markets or mass market through broadcast media

• Extending the experience: before - during - after "the show"  

• What makes the community exist [long, short time / anonymous, myself?]
 
• What motivates the users/participants/audience to be there?

Where to go from here?
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sonja.kangas@vtt.fi
http://www.vtt.fi/tte/multiplemedia

To be continued at...

* MIND TREK 2005
ITI conference
10.11.2005 Tampere

* NGP06
23.11.2005 Malmö

* VIRTAHEPO-project 2005-2006 (TEKES Fenix)

Contact


