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The MINDS Project
By Joachim Blum
In December 2003 the EU MINDS project (Mobile Information and News Data Services for 3G and beyond) was
given the official go-ahead by the European Union in Luxembourg. The project officially began on January 1 2004,
and was completed on June 30, 2005. Throughout this 18
month period, the project focused on the future development of mobile services for information and entertainment, to simplify the complex world of mobile telephony
for newspaper publishers and other media houses. The aim
was to extend the range of mobile services available within
Europe. During the course of the project, this ambitious
objective was achieved.
The initiative for the project was conceived in 2002 by
a man with extensive experience in the world of mobile
publishing. This man was Meinolf Ellers, Managing Director of dpa-infocom, the multimedia subsidiary of dpa (the
German News Agency). Ellers was familiar with the complexity of developing mobile services for large portals of
mobile phone companies, and he therefore recognised that
newspapers, as the news agencies’ largest group of customers, would struggle to overcome all the hurdles singlehandedly in the short term. Ellers had previously worked
with German newspaper editors in the mid-90s when they
needed a reliable provider of online services, and the dpa
quickly came up with a suitable proposal. As the initiator
of the MINDS project, Ellers organised the consortium and
the laborious application process, and as project coordinator, he assumed overall responsibility.
The consortium’s approach evidently immediately impressed the EU officials responsible for the e-content support programme. Besides the dpa, other news agencies including APA (Austria), ANP (Holland), MTI (Hungary) and
SDA (Switzerland) all joined forces in the quest to shed further light on the world of mobile telephony. Other partners
included Arvato Systems (a subsidiary of Bertelsmann),
software company CoreMedia (Hamburg), the Fraunhofer
FOKUS Institute for open communication systems (Berlin)
and Ifra. The project brief was clearly formulated: to develop technical standards, simplify complex business and
contractual models, and develop concrete products for in-

novative mobile services. The result of 18 months of project work was more than presentable. In front of a large
audience in Berlin, the consortium presented the project to
the public and introduced the twelve ‘heroes’; a dozen mobile services with new technical and content qualities that
were demonstrated in the current UMTS environment.
For several months beforehand, the consortium had
been engaged in research in a number of workshops and
small working groups to create the basis for the development of new services. Since EU projects are subject to
restrictive and continual inspection, and the consortium
had imposed an ambitious work programme, the project
timeframe was run to a very tight schedule in terms of the
interim results that had to be delivered in the form of extensive reports. In parallel to the actual project work, the
team was also trying to involve other news agencies and
inform them about the MINDS project. During this process,
more than ten agencies from countries including the USA,
England and Spain took part in workshops. This expansion of the actual project group helped achieve the goal
of setting up an international consortium on completion
of the project. The aims of this consortium are twofold: to
become a negotiating partner to the international mobile
phone companies, and to act as an agent in further communicating the functional mobile services within national
markets.
During the course of the MINDS project, a German
MINDS platform was set up under the direction of dpainfocom, and soon 16 newspaper publishing houses
respectively with a total circulation of around four million
were using the service. These newspapers began offering
their first mobile phone services even before the EU project
had drawn to a close. Further concrete follow-up projects
are imminent in Switzerland and Austria. In addition to
the actual development work involved, the MINDS project
has led to important findings on the success factors of the
mobile phone as a medium. “The key to the breakthrough
of mobile media lies neither in the hands of the mobile
network operators, nor in those of the handset manufacturers”, says Meinolf Ellers. “Market success will be decided in
the editorial office and by sales & advertising teams”.
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2 Mobile publishing –
the ideal supplement to the newspaper
by Joachim Blum
In 2005, the newspaper is celebrating its 400th birthday. However, it won’t necessarily be unbridled celebration
and joy for all concerned. The drastic effects of the media
crisis cut too deep for the many publishers and managers
who simply did not want to accept that the oldest mass medium in the world could face a struggle to survive. While
new media are booming, publishers are producing printed
information on paper in a ‘one size fits all’ concept – a
structure that dates back to the 19th century – and they are
surprised that the younger generation and advertising customers are abandoning them. However, pioneers in some
innovative publishing houses are impressively demonstrating how newspaper publishing still has a chance in the
long term provided it establishes a multimedia value-added
chain rather than sticking to a monomedia strategy. Mobile
publishing plays a vital role in this convergence strategy.
For years it has been clear that the newspaper alone
cannot remain a promising business model. Media researchers talk about today’s 12–19 year olds as the first
multimedia generation, who consider newspapers boring
and old fashioned, and for whom the Internet plays a key
role as an information medium. According to a study compiled in 2004 by the International Newspaper Marketing
Association (INMA) entitled ‘Unlocking the Newspaper’s
Value for Young Adult Readers’, “young adults actively
search for information and are not passive media consumers”. The study describes young “multimedia taskers” who
consume different media at the same time, or who constantly switch from one format to another. Considering that
reading habits formed between the ages of 16 and 24 are
thought to be indicative of lifelong reading behaviour, the
future for the newspaper certainly looks bleak. According
to INMA, “always connected” has become a buzzword for
the lifestyle of the younger generation worldwide, which
favours the new forms of media circulation that are always
available, at any time and in any place. It doesn’t take
a prophet to recognise that older generations, for whom
e-mail and SMS are now a matter of course, are also following this trend. Mobile publishing is not a magical cure
for a lost generation of readers, but rather the next logical step towards an integrated publishing strategy that is
oriented towards the needs of customers and non-customers alike.

hold the key to their renaissance in their hand?” Chisholm
presented the following arguments for publishers on the
use of the most rapidly developing medium in the history
of media:
> Mobile media enable closer proximity to the media
consumer
> Mobile media are building bridges to the next generation of readers
> Mobile media enable interactivity
> Mobile media offer new opportunities for advertising
customers
Chisholm predicted enormous development potential
in the future of mobile phone handsets beyond telephony,
as he declared that it “will ultimately become everyone’s
personal lifestyle tool”. By this point youth researchers had
discovered that mobile phones are used first and foremost
to read and send text messages, with phone calls only a
secondary priority.

Mobile data services are advancing
In the summer of 2004, the seventh Mobinet Study
presented the evidence that making phone calls with the
new multimedia phones and Smartphones is decreasing in
importance. The Mobinet Study is a joint annual research
project carried out by management consultancy A.T. Kearney and Cambridge University. In 2004, the study reported
that out of 4,500 phone users from 13 countries, 41 % stated that they expect to be regularly and intensively using

The key to the newspaper renaissance
By the time Jim Chisholm published his strategy report
‘The Mobile Opportunity’ within the framework of the future programme of the World Association of Newspapers
(WAN) in June 2004, the potential of mobile services for
newspapers had become clearly recognisable. As director
of the WAN initiative ‘Shaping the Future of the Newspaper’, Chisholm derived a clear vote in favour of using
mobile publishing for newspaper publications based on his
knowledge of international research. “Do the newspapers

Fig. 1: Anytime, anywhere. Mobile messaging services make it possible to
receive information quickly to your Smartphone through text, images,
graphics, audio and video.
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mobile data services by the end of 2005. In the previous
year only 10 % expressed the same inclination. “With this
quadrupling of usage intention, mobile data services have
reached a mass market level in terms of customer interest
and acceptance,” said Martin Sonnenschein, Vice President
of A.T. Kearney. He attributes this increase to the corresponding widespread distribution of multimedia mobile
phones, and the fact that several data services are long past
the trial stages. The Mobinet Study noted that the most
rapid increase in demand was in the area of information
services. The proportion of mobile phone users accessing
current news, sports results or share prices has quadrupled
from 6 % in 2003 to 25 % one year later. It also established that the initial young users of mobile data services,
the “early adopters” are now being followed by older age
groups with greater spending power. “Wireless data services are clearly approaching mass market acceptance in
many countries”, said Simon Bell, Professor at Cambridge
University.

Trendsetters on the islands of innovation
While certain corners of Europe were heralding the
questionable niche product ‘e-paper’ as a promising option,
and much time was invested in an irrational debate over
the tabloid newspaper format, publishing houses in Asia
and India were demonstrating the successful functioning
of mobile publishing and assessing its demand among a
wide target audience. In Europe, however, there were also
some islands of innovation in which creative and successful experiments took place using the new medium. In addition to the SMS and WAP activities in Scandinavian newspaper houses, the spectacular success of the newspaper Le
Matin attracted attention in the French-speaking part of
Switzerland. During the course of the football World Cup
in 2002, the newspaper – with a circulation of 70,000 –
sent 4.5 million text messages. This was supported by the
marketing and sales organisation PubliGroupe, who also
developed the strategy for SMS and MMS services under
the name ‘Quick & More’. Under this label Le Matin offers
at least four SMS services a day, from messaging services
on the weather and stock exchange information, to games
and voting. As a result of sound editorial support for the
services, two thirds of readers take part in voting and competitions via SMS, even though several alternative entry
options are offered. Following positive experiences with
mobile information and entertainment offers, new display
formats are now also being offered successfully through
MMS.

Successful cooperation with other publishers
Le Matin was not the only example of bold and experimental publishers who set about gaining practical experience in mobile services. The courage to take risks was also
a requirement, as transferable best practice examples were
still a long way off and it was not possible to guess how
the public would react to the new offerings. “You cannot
predict what is of value to the user, this needs to be tested”,

© 2005 Ifra, Darmstadt

said Alexander Vlasblom, Marketing Manager of Netsize
Netherland at Digital Trend Days 2005 in Amsterdam. The
European pioneers included thirteen regional newspapers
from Finland who founded the company Arena Partners
in 2000. Just as PubliGroupe has made newspaper mobile
phone applications possible for the Swiss, Arena Partners
acts as the central service provider for more than 50 newspapers in Finland and Sweden. The newspapers use Arena
Partners’ Web-based “Mobile Manager” tool to quickly and
easily configure their SMS and WAP applications. These
examples from Switzerland and Scandinavia both illustrate the recipe for success for newspaper publishers in
overcoming the complicated technical and organisational
hurdles for the implementation of a mobile phone strategy: in collaboration with others. Right from the start, the
MINDS project followed a strategy based on cooperation.
For years, individual newspapers had endeavoured to find
individual solutions under tough negotiation with the mobile phone providers, but most attempts had been in vain.
Only companies or newspapers with massive circulations
achieved this goal, since telephone companies are only interested in circulation figures in the millions, which can
normally only be offered by TV broadcasters. It is no coincidence that viewers of TV programmes such as Big Brother
and Who Wants to be a Millionaire triggered the first SMS
frenzies.
If the newspapers join forces, they can soon have access
to millions of potential users – as is the case with the German MINDS platform managed by dpa-infocom, the multimedia subsidiary of dpa – Germany’s largest news agency.
Shortly after its foundation in March 2005, 16 newspapers
with a total circulation of 4 million had already joined
forces, to collectively organise the infrastructure for mobile
services. This cooperation is not just restricted to the use
of technology, but also includes regular workshops where
knowledge is shared and proposals collected for new services and further development of the technical platform.

Newspapers are predestined for multimedia content
The future direction of mobile publishing is illustrated
by the development of various information and entertainment offerings by the large mobile operators such as Vodafone or T-Mobile. Their portals now feature only nationally
recognised brands as media labels. The telephone companies have long since given up on their own far-reaching
ambitions as they have recognised that the distribution of
information is not their core business and exceeds their
competencies. The most notable example of this withdrawal
from content marketing is the fate of T-Mobile International’s actually quite attractive information offering ‘NewsExpress’ – which is now being marketed by former T-Mobile
managers. On the other hand, mobile phone companies are
drastically lowering their prices for data transfer in order
to boost turnover and leverage mobile services such as Internet usage on the Smartphone. Here, then, are two reasons that considerably improve the newspaper’s chances of
success in mobile publishing.
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An attractive supplement for advertising customers
There are, however, more reasons that publishing houses are quickly developing and implementing an offensive
strategy for mobile services. Other than the editorial information and entertainment offers, mobile services can
be a rather attractive addition for advertising customers
that want to supplement their print campaigns with multimedia. At the Ifra seminar ‘SMS in Newspaper Publishing’ in March 2005, Stefan Obwegeser of complimentary
newspaper ’20 Minutes’ illustrated one example of this
whereby the only reason that a budget was obtained for
an extensive advertising campaign promoting the opening
of a large electronics store in Zurich, was because it could
also offer a mobile supplement to printed advertisements.
During the course of the four days, ’20 Minutes’ noted that
more than 25,000 people entered a competition via SMS.
The daily newspaper of Cologne had a similarly good experience with a multimedia campaign for German airline
German Wings. “The first time we received more than 3800
text messages, which was considerably more than we had
anticipated”, stated Marc Del Din, Online Manager for the
publication ‘we were pleased and the customer was delighted’.

Mobile strategy and newsroom organisation
Once a newspaper opts to implement a mobile publishing strategy it cannot do so half heartedly, as was the
case with many publishers in the 90s with their abortive
internet projects. At that time, the determining error in
many instances was that online editorial was kept separate
from the newspaper’s newsroom and therefore the desired
synergy effect was achieved neither with editorial work,
nor when addressing the reader/user. Whoever passes up
on mobile publishing in the long term has already lost the
game. ”If you assume that the switch to cross-media working is getting even more pressing in light of the market
facts, then you are right” said Gil Thelen, President and
Editor of Tampa Tribune (USA) when interviewed for Ifra’s
magazine, newspaper techniques. Thelen’s opinion was
substantiated by the increasing fragmentation of media
channels, to which the newspaper publishers had not reacted quickly enough.
The consequence of this for editorial offices is clear: the
mono-media print newsroom with its one dimensional orientation towards a fixed evening editorial deadline, must
transform itself into multimedia newsroom that serves
three different media formats; print, online and mobile.
Actually newspaper publishers can be happy that, in light
of sinking numbers of readers they can also reach their
audience both online and mobile. However, a precondition
for this is an operating infrastructure that primarily allows
cross media publishing and is an elementary requirement
for the realisation of a convergence strategy. The traditionalists in the newsroom have evidently always been afraid
of the unavoidable requirement for the future reorientation
of newspapers. The editorial work process will change con-

Fig. 2: From the editorial system to the PDA: a glimpse into the multimedia
editorial office of dpa-infocom, where current mobile information services
are created.

siderably and no longer be orientated towards one product
at the end of the day, but rather three products of which
two (online and mobile) do not have an editorial deadline.
For those journalists who see themselves as authors or
publicists this is a nightmare scenario, but for the innovative editors this is a substantial requirement if newspapers
are to survive in the long term.

Everyone needs to be thinking in multimedia
Necessary success factors however are not just the infrastructure or the shape of an organisation, but also the
editorial qualifications of journalists. The person who can
write a lead sentence is not by any means in a position to
formulate an SMS with a text length of 165 characters.
And the person who can choose which news items go on
the page of a newspaper is by no means in charge of deciding which event should be published via SMS. Newspaper
newsrooms must accordingly adopt a new know-how, so
as not to disappoint their readers with poor quality mobile
services. “Not all journalists have multiple qualifications,
in fact possibly just a minority of them do” Ifra expert
Kerry Northrup comments on the development. “Everyone
must think multimedia”. For him convergence is ”a reaction
to changes in the media environment that are a result of
technology and information management”. In Northrup’s
opinion, a cross-media orientated editorial has a so-called
Superdesk at its disposal, at which the news managers sit
and optimise the cooperation and coordination between
the news teams for the different media.

New technologies fur multimedia experiences
When the first WAP portals more or less flopped due to
slow GSM connections, nobody would have suspected the
renaissance of the wireless application protocol. With quick
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transfer rates in GPRS and UMTS networks, WAP Pull experienced a true renaissance as a supplement to SMS Push.
With these two technical solutions, mobile publishing has
the basis for many information and entertainment services
at its disposal. New technologies such as Java applications
or FlashLite enable impressive multimedia experiences on
the Smartphone display, as was demonstrated with the innovative services of the MINDS project. Mobile phones
have improved user interfaces that considerably simplify
the exposure to mobile services. One particular innovation
that could catch on has been on the Spanish newspaper
market since 2005. Java applications are used under the
MicroEditions label to download formats on a daily basis
from nationwide daily newspaper El Pais, sport newspaper
Marca or Expansion – a business newspaper.

© 2005 Ifra, Darmstadt

The time has now come for the newspaper publishers
to adopt mobile publishing and all the forecasts sound favourable. This also applies to local content that the large
media houses do not take much notice of. It is a further
opportunity for regional and local newspapers to make
multimedia offers to their audience. There is another very
important aspect however. Large media companies such
as MTV are trying hard to set up a so-called community
for customer loyalty. However this should be considerably
easier for the local media. Media experts agree that the
organisation and presentation of so-called user generated
content will be extremely important in the future for the
acceptance of a medium.

3 MINDS paves the way for cooperation between the news agency and the newspaper
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3 MINDS paves the way for cooperation
between the news agency and the newspaper
by Meinolf Ellers
When it comes to overcoming the challenges of digital
publishing, the daily newspapers and news agencies are all
in the same boat. MINDS could be an example of how the
traditional cooperation model between the agency and the
publisher could unleash new powers in the age of Google,
eBay, Vodafone and so on. Newspaper publishers are finding it increasingly difficult to keep up with the high pace
of innovation shown by the new digital competitors. The
MINDS platform, operated by dpa (the German news agency) to provide mobile services for the German daily newspapers, has opened the door to cost-effective innovative
mobile technologies for publishers. Participants are now
reviewing whether the ‘one for all’ platform approach can
be extended beyond the realms of mobile telephony.

Shared challenges, shared opportunities
The newspaper is 400 years old this year. For the last
150 years it has worked hand-in-hand with the news
agency, the successor of the telegraph office. Nowadays,
especially in the age of globalised information streams and
multimedia, it is hard to imagine one without the other.
Cooperation with the daily newspapers is still at the heart
of the agencies’ corporate strategies. Although in the last
few decades, news agencies have opened up new customer
groups, and today some of them are international information companies that are concerned with the stock exchanges or the business of sports betting.
As the publisher’s most important editorial provider
of text, images, graphics, data and integrated services, the
agency is required to provide evidence of publishing quality, reliability and innovative strength on a daily basis. This
is particularly the case for co-operative national agencies
such as AP (USA), APA (Austria) or dpa (Germany), that
are not controlled by the state or investors, but rather by
publishers. Internet, mobile phone and all the other digital media formats that are being launched in ever shorter
cycles introduce similar challenges and are threatening the
traditional market positions.
The news agencies have lost the monopoly to the web,
to which they once owed their existence. Nobody is more
dependent upon costly and globally connected telex and
satellite networks, to send content from one point on the
earth to another within a fraction of a second. With the
loss of this unique technical selling point, the agencies
have also lost an editorial monopoly. Thanks to e-mail and
the Internet, newspaper correspondents or freelance journalists all over the world are now able to report just as
quickly and comprehensively to regional editorial offices,
which previously was the sole domain of the agency’s correspondent networks.

New competitors are threatening
the established publishers
Newspapers are now having to defend their business
model against new competitors on several fronts at the

same time. eBay, Google, Amazon, MSN, Yahoo and their
numerous spin-offs, together with free newspapers such as
Metro and 20 Minutes have already invaded the territories of the subscription newspapers. Whether it concerns
the sector markets for cars, property and job vacancies,
the advertising markets, or even the conveying of local,
national and international information, the new providers
are aggressively playing off their technical competencies
against the established publishers, who are finding it increasingly difficult to keep up. Avant-go? Blogging? Podcasting? UMTS? What new topic is relevant for the daily
newspaper and when? Newspapers who climb aboard too
late are threatened with losing important ground, whereas
those who latch onto new trends too soon risk wasting energy and resources, and may ultimately end up backing the
wrong horse anyway.
The newspaper and agency still have access to an opportunity that has grown over a decade and that cannot be
rated highly enough in the fight for existence against the
new competitors. Their journalistic brands stand for credibility, editorial independence and competence. While the
web can offer interactivity and unlimited diversity, it also
stands for complexity and manipulability. The anonymity
of the Internet also entices political extremists, providers of
pornography, hackers, senders of spam and many others. In
a globalised world that people consider to be increasingly
risky, it raises the question as to whether search engines
and blogs can be reliable guides.
Both the daily newspapers and the agencies must not
merely defend this position, but claim it for themselves
even more offensively than ever. Regional daily newspapers still enjoy the loyalty of their readers, advertising customers and institutions. The national daily newspapers still
have the most influence when it comes to forming political
opinions. For specialist titles such as business or sport, it is
the newspapers that decide upon the subject matters, and
not the corresponding Internet portals.

Digitisation is making an enormous
impact on media structures
It is true to say that agents and newspapers have taken a long time to accept the changing digital world. For
too long they have cherished the illusion that the Internet
would be a matter of peripheral importance. In the meantime, it is clear that digitisation has struck an enormous
blow to the seemingly fixed media structures. The necessary
consequences have a massive impact on the core business
and evolved business processes. They require that editors,
advertising leaders and sales executives adopt a new self
image. They demand courage and acceptance of risk. There
are no guarantees that the right decisions will ultimately be rewarded with a long-term secure market position.
For the daily newspapers it is a question of interlinking
the new digital distribution channels such as Internet and
mobile phone with print, and wherever possible with radio
and local TV, into one converged package. Since the costs
of technical set-up are going down, audio and video are
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also of interest to the publishers. With broadband Internet
and mobile phone networks, high-performance processing
channels are available for these formats. Live reporting on
amateur club away games is brought even closer through
the use of sound and moving images.

Newspapers – credible moderators
for the information process
It is however more important that publishers assume
the position of the credible moderator across all media formats, as long as the trust developed over the years in their
journalistic brand still exists. A generation of readers is
growing up with interactive media, who do not simply passively absorb information, instead they use it as the chance
to understand, have their say and take part. Blogging, Internet forums and SMS chats are marking the start of an
evolution.
The masses of video clips and MMS photos sent by eye
witnesses to editors just minutes after the 8th July terror attacks on the London underground showed how useful citizen journalism has already become. But this pressing need
of people to be involved demands moderation. Who is it
that decides upon the subjects, supplies credible and verified basic information, makes a pre-selection and provides
commentarial keywords? The daily newspapers are still enjoying the credibility that is essential for actively adopting
this role, and they offer the readers multiple platforms for
joining in conversations and for interaction.

New media without an editorial deadline
Convergent publishing, cross-media concepts for advertising customers or the management of a multitude
of user-generated contents on different digital platforms,
cannot be realised using the existing structures and with
the traditional self image. Similarly to the introduction of
computers to publishing 20 years ago, some editors or advertising vendors look upon these demands as provocation.
In view of the dynamism with which the new technologies are changing the markets, possibly the most important
challenge over the next few years is to change this attitude
and ignite the enthusiasm of the teams for the new opportunities.
The fact that web or mobile services do not have editorial deadlines also permits regional reporting around
the clock. If the newspapers do not take up this option,
new providers will, or it will be the readers and bloggers
who show the newspapers how even local events can be
reported about live. If editorial offices want to maintain a
presence 24 hours a day, 7 days a week, and on different
channels, they will have to work as local news agencies in
the future.
At all times the agencies are orientated towards the demands of real-time reporting. For a long time they have
been working in newsroom structures, developing standards, and maintaining metadata structures and media
neutral data management. This means that publishers can
refer back to this know-how, in the form of new services

Fig. 3: The circle of convergence illustrates the different services provided
by the news agency in the outer circle, which are used individually by the
newspaper newsroom for print, online and mobile formats.

for the agency. News agencies can provide considerable
support for the adjustment process in the publishing houses. The established cooperation model between the newspaper and the news agency has taken on a new meaning
in view of the collective challenges that exist within the
digital market.

Make? Buy? Support?
The agency supplies according to demand
The pressure to change that is being experienced by the
news agencies is no less than in comparison to the newspapers. Traditionally, the price for agency services is linked
with the publication’s circulation. In Europe, for example,
if the number of publishers and titles drops due to takeovers and mergers, circulation declines and the publishers go into the red, then the agencies would soon start to
feel the effects. Prices are under pressure, turnover slows,
and cheaper providers try to use the situation to their advantage. Without new revenue and business streams, the
only way that agencies can react is by making cost savings. In the mostly already lean agencies, this signifies a
reduction in editorial staff and correspondent networks or
the shutting down of products. If this is perceived in the
marketplace as a fall in demand or quality, then an endless
downwards spiral is unavoidable.
The quick and reliable news ticker or comprehensive
image and graphics services are no longer enough to finance the editorial network and the indispensable assurance of quality for agencies. Additional revenue demands
new products. Above all this is the case if news agencies
(other than the information giant Reuters) fail to offer news
to the end customer as well, thereby entering into competition with their own customers.
The question for the media today, as in other industries,
is whether to ‘Make’ or ‘Buy’? Do you make it yourself or
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buy it? For a long time agencies have gone for the ‘Make’
option with their content, by supplying content to customer editorial offices for further processing. In the digital age
however, publishers are more often requesting the ‘Buy’
option from agencies; half finished or finished products
that can be published at the press of a button.
Today this already includes completed pages of editorial and printable modules such as weather reports, share
price lists and television programmes, together with multimedia online and mobile phone services. The agency takes
over the content as well as the adjustment to the customer’s preferred publishing format, including both layout and
concept settings. This enables the publisher to offer its customers new products without having to invest in additional
technology or personnel. The publisher and the agency
both profit in equal measure. A third alternative to ‘Make’
and ‘Buy’ is ‘Support’. Above all, this involves the technical services that enable the publishers to make use of the
agency’s infrastructure, standards and know-how. Some
agencies already operate press and meeting databases and
are marketing the syndicated content of their customer’s
publications for the electronic news releases of authorities
and companies. Other agencies offer platforms via which
the publishers can exchange images and text. These services also include the provision of hosting capacity or the
joint development of editorial systems.

The German MINDS platform is
serving millions of newspaper readers
The mobile phone platform for newspapers that was
developed as part of the MINDS project, demonstrates how
the future cooperation between agencies and daily newspapers could function in a mix of ‘Buy’, ‘Make’ and ‘Support’.
The model that the dpa established on March 1st 2005 (and
that was already being used four months later by 16 titles
with a total circulation of almost four million), provides
the newspapers with a complete infrastructure to deliver
a multitude of mobile services. The daily newspaper can
clearly benefit from the model in a number of ways:
> The infrastructure is shared by many publishers, which
means that the cost for each publisher is kept considerably lower than if they were to go it alone.
> The more publishers that use the platform, the higher
the budget that the agencies can invest in the development of more innovative applications and services
made available to the publishers without long lead
times.
> An “all-inclusive” mobile newspaper combination is attractive for national advertising customers that demand
convergent advertising packages (print, online, mobile)
to reach the younger target groups.
> Only through cooperation, can high volume swells
for SMS and MMS be generated at the same time, for
which the mobile network operators grant more favourable conditions or accept the newspapers as real
strategic partners.
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> The publisher does not need to worry about the complex sides to mobile telephony such as new technical
standards, new handset requirements, contracts with
the network operators or the management of revenue
streams (billing and invoicing). Instead the publisher
can concentrate on the real challenge, which is to integrate mobile publishing into the existing business
processes and structures as well as convincing its own
employees and readers of the mobile offers.

Digital solutions for the media formats of the future
This is the next task facing MINDS. The platform
should fit into the publisher’s existing technical infrastructure as smoothly as possible. dpa-infocom is therefore
working with the providers of editorial and display systems
on standardised interfaces and concepts that allow editors
and co-workers in advertising and in sales and marketing
departments to produce mobile newspaper offers outside
their trusted system environment.
The MINDS partners and Ifra have discussed the future
essential system architectures and workflows within the
scope of the Ifra projects Newsplex and eNews. For example, how can a newspaper publisher earn money through
video and audio without its own TV or radio programmes?
How is production and distribution organised over the web,
mobile phones or through the new digital broadcasting
format DVB-H?
Together with IPTC, the standards committee of the
news industry, new data formats such as NewsML or
SportsML are being developed to supply content at source
with structure attributes and meta data that are necessary
for publishers to maximise their new digital business models. While the agencies have been working with strictly
standardised and automatically processed data formats for

Fig. 4: News agency dpa offers multimedia publishing for print, online and
mobile. This example for sport-related news shows a multipart info graphic
for the newspaper on the left, in the background is the interactive online
tool, and at the front are the MMS variants of text, image and graphic.
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a long time, this is still a new concept for newspaper publishers.

Cross-media publishing:
the convergent sport product
Using sport reporting as an example, this demonstrates
the potential that newspapers and agencies are already
capable of developing in a highly integrated cooperation
model. dpa-infocom does not just supply its customers
with a multimedia online sport service, but in the run up to
the football World Cup 2006 in Germany, it has introduced
a whole family of convergent sport services. dpa-SportsLive is a web application for portals programmed in Flash,
through which the newspaper reader can follow a day’s
play of Premier League football. Besides the live ticker for
every game, statistical match data such as ball possession,
tackles won and shots on goal also flow into the application and are automatically converted into graphics. During
the game the user can compare the current performance of
the teams or of two individual players.
Using the MINDS platform, the publisher can deliver
the most important live data via SMS or MMS to readers
on the move. A Java application is set to follow shortly
that can be downloaded onto the mobile phone and offers
the reader the same live experience as the Internet version.
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The statistics graphics are also the basis for dpa-InfoPage
Sport: printable graphics that re-tell the game visually. No
later than an hour after the end of the game, they are supplied to the publishers in a concept, font and colours in the
variants specified for the respective newspaper layout. All
three formats – online, mobile and print – are coordinated
with each other so that they can be marketed by the publisher to sponsoring partners in a cross-media package.
What the agency offers as a convergent sport product
for national or international sport can of course be transferred to regional and local sport. Within the framework
of MINDS, the dpa will provide interested publishers the
applications, standards and know-how for linking up the
same cross-media packages for attractive sporting themes
on the spot. Specialist providers such as Leo-Media, the
creator of result and table software “Leo-Sports”, are important partners in this.
Whether it’s sport, weather or share price information,
video, audio, or has been produced by the editorial team,
purchased by the agency or it is information that has been
made available by the readers and customers: in an integrated infrastructure concept of ‘Make’, ‘Buy’ and ‘Support’, the classical cooperation between the daily newspaper and the news agency is a model with a future in the
digital age.
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4 BlackBerry-Mania – how mobile information
is changing the world’s economy
by Peter Kropsch
The BlackBerry – manufactured by Canadian company
Research in Motion (RIM) – is not an attractive looking
device. You cannot even watch the Formula One races
on it, and its basic gaming configuration is hardly worth
mentioning. However, these things are not important to
the business manager. The BlackBerry has other features,
mainly killer applications such as e-mails that are pushed
onto the device and synchronised with the user’s corporate
e-mail account, together with access to the Internet and
to the corporate network for remote appointment and address lookup. It can also be used to make phone calls and
send text messages. The BlackBerry is about to redefine the
world of mobile information services in the Business-toBusiness market.
In just a short period of time, the BlackBerry has well
and truly stirred up the market for Personal Digital Assistants (PDAs). In May 2005, Gartner Group confirmed
a world market share of 20.8 % for the RIM product. The
long-time market leader Palm had to settle for second
place and an 18 % market share, closely followed by HP
with 17.6 %. ‘Manager’ magazine goes one step further.
With reference to an IDC study – that saw the PDA market
shrink in the first quarter of 2005 by 12.1 %, whilst Smartphones achieved a 135 % growth – the magazine concluded that devices with BlackBerry-like qualities would inherit
the PDA market. This growth is likely for anything that is
“small, intelligent and functional”.

Strong arguments in favour of Smartphones
“At first we envisaged that the BlackBerry device would
be used by managers within large organisations”, revealed
leading Austrian mobile operator Mobilkom Austria. However, in the meantime the tariff structures have resulted in
its establishment with middle management, particularly
within sales. For small and medium-sized businesses that
opt for BlackBerry, the fundamental argument is that you
do not need a personal assistant, as your office is always
with you. The ‘e-mail machine’ is also popular with competitor T-Mobile – “It took a while to take off but with the
introduction of server solutions, end device usage has risen
dramatically”. RIM studies have shown the transition from
being ‘nice-to-have’ to strong arguments for the adoption
of the Smartphone. The Ipsos-Reid Blackberry ROI Study
2004 of 490 IT Managers who are responsible for BlackBerry and 210 end users, revealed that the downtime of a
BlackBerry user has been reduced by 47 minutes a day or
196 hours a year. The efficiency of teams has risen by 29 %
and the productivity of each user by 21,000 dollars. BlackBerry users can also take advantage of the rapid reaction
time, in light of the 2750 time-sensitive e-mails that they
receive on average in one year. Compared to the costs for
installation, maintenance, training and communication, the
so-called pay-back period according to Ipsos-Reid is about
224 days. Whatever your opinion of these figures, they are
strong arguments that are bound to impress controllers.

Fig. 5: In just a short period of time, the BlackBerry has positioned itself as
the mobile office device for business communication.

BlackBerry and mobile information
Information service providers began to open up the
‘online’ business-to-business market a long time ago. Other
than a few successful SMS alert services, the efforts made
within the mobile environment had achieved only modest
success. In principle, mobile portals for professional applications have even entered mobile banking, although it is
hard to imagine the Chief Treasurer using his mobile to
carry out his banking transactions.
With the triumphant entry of Smartphones, mobile information services are meanwhile taking shape as typical
business cases. The information service provider’s product
is up-to-date information, historical information and background information. The information service provider’s
market in the business-to-business world consists of customers who use information to become more competitive
and to make money. The information service provider’s task
in product development is that of connecting the products
with its customer’s business processes.
Smartphones are creating market conditions that are
removing technical and organisational obstacles in various
niches that previously had stood between the information
service provider with its services and the users with their
technical facilities, and above all their working practices.
> Smartphones are no longer fancy ‘gimmicks’ used by
colleagues labelled as “techie freaks”. They are part of
the institutional communication within an organisation. The connection to Exchange, Lotus, GroupWise
and other servers has resulted in the leap from insular
information solutions for individuals, to the acceptance
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of collective business communication concepts. The
synchronisation of information with the basic workstation communication tools (mail, calendar, access to
corporate data) has bridged the separation between office and mobile applications. In many companies, the
Smartphone is considered standard equipment for employees above a certain level, in particular for mobile
workers. Organisations are beginning to develop future
strategies for how and to what types of information
mobile workers should have access. This is a starting
point for information service providers to align their
services in professional cooperation with the customer
organisation and their needs.
> In face of the BlackBerry’s acceptance, the concentration on e-mail as the central communication channel
should not be underestimated. Smartphones are exiting
the ‘early adopter’ and ‘technology freak’ user groups
and are becoming a generally accepted medium for
everyone. In theory, anyone who can use e-mail will
also be able to e-mail on a BlackBerry.
> The availability of ‘push’ e-mail, WAP and Internet on
a single end-user device enables the integration of alert
and browsing structures. A number of information solutions already offer SMS alerts. With this method, the
user is kept informed of the essentials, but then has to
search for a web terminal to access the necessary information, which can be as inconvenient as it is timeconsuming. If an alert demands an immediate reaction
other than simply reading an SMS or e-mail, mobile
portals can be used for further research.
According to information service providers, the target
groups that make the most of the Smartphone’s features
have the following characteristics:
> Information is a significant resource for the user. Information helps the user to be more competitive. The user
benefits from being able to obtain information quicker
and react to it quicker.
> The user is mobile and does not have access to an office PC for long periods of time.
> Integrated working is of great importance to the user.
Networking allows information to be processed and
forwarded faster, and also enables for meetings and
workflows to be organised.
With this in mind, the following examples of the potential beneficiaries of Smartphone applications can be defined:
Political community: Officials, Members of Parliament, speakers and press officers spend a lot of time on
the move. Added to this are the particularly high dynamics
of political communication. The distribution channel OTS
– operated by the Austrian press agency APA – circulates
on average between 100 and 150 political press broadcasts
each day. Studies show that reactions to events and broadcasts are particularly effective if the reaction occurs imme-
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diately. To alert someone quickly of an event can be just as
critical a success factor as the fast reaction to it.
Decision-makers in business: The role of the corporate
communication manager with regard to company employees has developed from that of a gatekeeper who lets
through and holds back information, to that of an information distributor. The end user has access to tools that filter
out the important bits of information. In dynamic markets,
an increasing number of companies have employees with
high levels of individual decision-making power. Their decisions are based on the quality and relevance of information. The role of the corporate communication manager
therefore includes the task of forwarding information to
the decision maker and providing him or her with the tools
to filter out the decision-relevant facts. Information is no
longer a resource for the upper hierarchy levels within an
organisation. Every salesperson can profit from a comprehensive and current overview of the market, product and
competition in every customer meeting, even if this is just
to be prepared with the latest news to start up a conversation.
Media: The media ideally fit the user profile for BlackBerry and Co.: high mobility of editors and press management, and time sensitive success factors wherever you
look. Until now SMS alerts were a feature of many editorial systems that were otherwise highly restricted in terms
of information levels. The introduction of Smartphones
optimises both the speed and quality of information brokering. Mobile e-mail has considerably improved the teamwork between editors and press managers when they are
on the go.

From a business case to information services
From the beginning of 2004 through to mid-2005 a
group of news agencies, technical service providers and
media and research institutions took part in the EU-funded
MINDS project to establish the details of information proposals for business-to-business cases. This included services that are ideally suited to Smartphones.
NewsAlert Pro: The NewsAlert Pro application was developed by dpa (the German News Agency) and Arvato
Systems, and is almost an ideal example of an ‘easy to explain’ information service in marketing, which gives the
user an advantage in terms of information. The news agency offers different prefabricated selections of news items
on particular subjects such as politics, media, World Cup
football and so on. The customer can subscribe to these
subjects, and an administrator authorises the selected news
package to be sent to the user. With NewsAlert Pro the user
automatically receives all the news items that fit within
this information profile via mail to their mobile. The news
items are immediately loaded onto the mobile portal and
can be retrieved from archive files.
The system also offers extension levels: NewsAlert Pro
represents the basic form of information services that are
based on the connection between alert and browse services.
Logical extension levels enable the user to personalise his
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or her alert profile. The Austrian Press Agency offers users
this technology through its central information platform
APA Online Manager (AOM) in Windows and Web applications, and also through its mobile application AOMmobile.
AOM also offers alert and browse functionality through
various news agencies and print media sources.

Alert and browse functionality
The management of rights poses a common problem
for information service providers. Technically, to forward
information that has been received via e-mail to a third
party is not a problem. However, legally this is subject to
clear restrictions. A simple solution is to send short excerpts by e-mail and to include a link as authorisation for
the mobile portal, via which the entire information can be
called up. The combination of alert and browse functions is
also necessary in this case.
The news agencies that took part in the MINDS project
are of the opinion that the majority of successful professional information services that have been optimised for
Smartphones, combine both alert and browse options.
When comparing SMS alerts with e-mail alerts, the optimisation potential is striking. Whilst SMS alerts increase
the level of organisational effort as the alert sounds, causing the recipient to begin searching for the additional information, many Smartphone applications offer extensive
options to carry out a search independently – if the information contained within the mail does not already have
sufficient detail.
Investor Relations: The MINDS Investor Relations Service is a typical example of an information solution that
has been optimised for BlackBerry. A central mobile portal
contains news, stock prices, and charts, navigable through
compact navigation in comparison with online applications. The user can set up individual title alerts for news
items and stock prices, and react to the messages.

Mobile news releases offer great potential
The market for mobile news releases – although not developed through the MINDS project – is notable due to its
potential. Almost every organisation has so-called “news
releases”. Previously, this was the summary that was issued by an organisation to the media the following day.
Nowadays they usually define complex information solutions that are distributed on a company’s intranet. Normally news releases cover current media information about
that company, its competition, the market, customers and
the company’s basic conditions. These modern news releases satisfy the conditions of an information system for
decision makers as described above. APA’s experience as a
market leading provider of such electronic news releases
in Austria confirms the take up. Several months ago, APA
began to publish their news releases to individual customers with Smartphone applications. The acceptance of this
was astounding – in particular features such as individual
customisation of alerts or the option for press officers to
comment on individual announcements. For large and
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distributed organisations with many mobile workers, this
solves the old communication problem of internal public
relations, by ensuring that everyone has access to the same
level of information.

Improved opportunities and team work optimisation
So how are mobile information services going to
change the world of business? Quite possibly in many ways
that will only be defined by the creativity of the users and
product developers. Some of the main benefits are outlined
below.
Improved opportunities: dynamic players now have
the tools and solutions available to use information as a
competitive advantage, therefore improving their ability
to evaluate opportunities. The majority of organisations in
the future will not even question whether decision makers
should be equipped with mobile information services. In
dynamic markets this will even become an essential factor
for success or merely for existence.
Optimisation of teamwork: Information is a resource
that is used by teams. Smartphones make it easier for team
players to share and evaluate information, accelerate information flows and apply the information. The availability of
mobile information services optimises the flow of information to a previously critical point. In terms of the information flows within an organisation, disruptions often occur
as teams are left waiting for decisions to be made by executives in relation to new information. The decision maker
is either unable to access the new information or is unable
to relay decisions. Mobile information services provide a
neat solution to this problem.

From BlackBerry to ‘CrackBerry’
What are the social impacts of BlackBerry mania? There
are of course some. Its nickname ‘CrackBerry’ is neither a
reference to drugs nor addiction. The list below does not
claim to be exhaustive.
Some organisations are already considering banning
BlackBerry handsets from meetings as the participants are
more interested in their e-mails than in the meeting itself.
Intensive use of the BlackBerry keyboard can allegedly
lead to arthritis and repetitive strain in the thumbs (ref. Der
Standard, German newspaper 03.05.2005). The BlackBerry
can influence family life. Jim Balsillie, founder of RIM, has
agreed with his wife that he will not constantly be accompanied by his BlackBerry everywhere he goes, at least not
at home (ref. Der Spiegel, German magazine 08.11.2004).
‘Beware of in-flight passengers using their BlackBerry’
wrote the Financial Times Germany (04.10.2004) about
Thomas Middelhoff, Karstadt board member and ex boss of
Bertelsmann. “As the flight takes off he’s tapping away like
a madman into his BlackBerry. It would take an emergency
landing to get him to switch the thing off”.
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5 Audio-News as an attractive ingredient
in the multimedia mix
by Bert Kok
For almost 70 years now the Dutch press agency ANP
has been producing news in audio. First for radio only of
course, but already in 1957 ANP also started with a news
service for telephone. By 1980 this news service was called
4 million times and provided a substantial turnover for
ANP. Those days are long gone since the introduction of
teletext and internet.
But today news in audio is more alive than ever. Today
ANP MultiMedia provides news bulletins for 30 commercial
radio stations in The Netherlands. The telephone service is
still operational after 48 years, although with just a few
hundred callers each day. But the now digitally available
audio news is also used for use on web pages. Not only in
the form of complete bulletins, but also as individual news
items.
These individual items are also used for the voice-activated service Niuz that was launched in the beginning of
2005. This service – one of the 12 services that were developed within MINDS – provides callers the possibility of a
personalised news bulletin controlled by a web interface.
In stead of pressing keys, this service uses voice recognition as a means to navigate through the menu.

Photo and audio combined in Flash
There are lot more possibilities for audio when it comes
to content for web and mobile. This year ANP MultiMedia
started the production of ‘Photoreports’, a combination of
photos and audio in Flash. A perfect example of re-using
existing content. Already recorded news items are combined with existing material from ANP Photo to make this
product which is ideally suited for web and mobile.

But there is more. Since the end of 2004, the newsreaders of the MultiMedia-desk also do voice-overs for videoitems. For now it’s about 6 items a day, but in the coming
months this number will grow to 15 to 20 per day. This
adds a exciting new dimension to the work of newsreaders.
Integration of audio into the production-process of
multimedia-content, has been ongoing since the merger
of the radio-department and the web desk in May 2004.
The goal was to get the best of both worlds. Radio-editors
can process the news extremely fast and are used to working with strict formats. On the other hand, web-editors are
specialized in enriching text and shaping it to the needs
of Internet customers. Together they form a strong team
which is able to fulfil the changing needs of the customers
of ANP MultiMedia.
Now these customers demand a integrated approach
when it comes to content for web and mobile. The availability of audio makes this task easier. Not only the variety
in products can be increased, the production of audio news
also helps in providing more differentiated products.

High-value content for narrowcasting
For instance, ANP MultiMedia is now offering the text
of the spoken news items as separate feed for web, but also
teletext. With a header of 50 characters, and a body text of
350 or 550 characters the text of these radio-items is perfectly suited to meet the increasing demand for short, clear
and compact news stories. Not only for the web, but also
for digital TV-channels and displays in stores and other
public places. This latest phenomenon, narrowcasting, is
growing fast in the Netherlands and so is the demand for
cheap quality content for this new media form.
Besides narrowcasting there are a lot of other forms
and shapes of new media concepts. Such as podcasting,
webradio, digital radio and interactive graphics. Spoken
texts play an important role in all of these new concepts.
The importance and power of the spoken word has only
increased with the coming of new media forms. That is because of the advantages of spoken news: spoken word is
more accessible than written text, easier to understand, it
is complementary to picture and is gives the possibility to
address the end user directly in their own language and
tone of voice.
The experience since the merger of the radio- and
internet desk is that production of audio can be a catalyst in the development of new multimedia-concepts. ANP
MultiMedia can profit fully from the vast experience in
the production of radio news, for instance in working with
sharply defined formats.

The future of radio content looks rosy

Fig. 6: Success in the multimedia market: audio-news from Dutch agency
ANP.

The previous mentioned advantages of spoken news are
also key factors in the success of new concepts and formats. The news consumer of today wants to be addressed
in his own tone of voice, and expects news stories that fit
his personal profile. ANP MultiMedia has experienced that
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audio news is perfectly suited to meet the need for news on
demand, which is the main trend in development of multimedia.
This why the telephone service Niuz was such a strong
concept when it comes to the offered content. Reactions
of users were all very positive. That it was not successful
marketing-wise is another issue. But the Niuz-concept is
not dead yet since several publishers are interested in continuing the service.
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The future of audio as a integral part of the multimedia
content offering of ANP, looks sunnier than ever. A new
paper in the Netherlands, a merger of Algemeen Dagblad
and several regional titles, wants a prominent place for audio on their new website. One of the big internet providers,
Planet Internet, is starting their own news-webradio based
on the audio content from ANP. Others, such as the news
site Nu.nl, have started with podcasting. For a few weeks
the ANP-news bulletin was even number 4 in the podcast
top 100 in the Netherlands.
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6 How to convince media users: usability is the key
by Prof. Dr. Hans-Jürgen Bucher
For future media developments, there is a clear lesson
to be learned from media history. Namely, that extending
the accessibility to knowledge and information has been
a central success factor in the establishment of all new
media. This applies for the transition from handwritten to
printed newspapers, which represented the spread of news
beyond the elite circles of letter-writing communities as it
became accessible for all who were able to read. It also applies for the establishment of radio, which spared listeners
a trip to the concert hall; for television, which turned the
cinema into a home cinema, and the Internet, in which all
the old media converged to enable the use of audio, video,
text, images, and music at any time and in any location.
The wide range of mobile end devices has further expanded these access options, and currently offers the most flexible access to media content in terms of time and place.
“Just-in-time news”, Media-on-demand” or “Always-on
communication” are the buzzwords with which this new
freedom of information is expressed. Jeremy Rifkin has already heralded the “Age of Access”: “Access is becoming
a conceptual tool for rethinking our world-view as well
as our economic view, making it the single most powerful
metaphor of the coming age.” If projections for the future
are based on the history of media, mobile services are indeed facing a glittering future.

The interface between man and technology
Accessibility options, however, will only be used if
there are no barriers to this access, and if the new media are user-friendly and user-oriented. Diffusion research
has clearly demonstrated that ultimately, the human factor
exerts the greatest influence on the success of new communication technologies and new media offerings. In the
case of digital media, the focus of this decision is the interface between man and technology. Nowadays, there is
little information that we do not access using this type of
interface – whether it be the map on a navigation device,
programming instructions for a VHS recorder on the TV
screen, operating instructions on a mobile phone display,
or even the current information on the printed page of a
newspaper, the presentation of which would have been utterly incomprehensible for a person from the 19th century.
In this respect, it is easy to understand Steven Johnson’s
description of the present era as the “interface culture”
(Johnson 1999). Content can therefore only become “king”
if the interface is “queen”.
When considering user-friendliness and user-orientation of interfaces, the following assumptions must be
made:
> Users have different competencies and levels of prior
knowledge
> Media products are used in a variety of different situations,
> Users may belong to different cultures,

> The use of media also has an emotional, fun or frustration-oriented aspect,
> Media products are used for very different purposes.
User-oriented interface design must take these individual, situational, emotional, cultural and intentional dimensions into account in equal measure.

A new generation of usability research
The traditional definition of user-friendliness in usability research is simple “suitability for use”, which is not
sufficient in terms of differentiating between the different
usage factors. Media usage is an interaction between one
particular user and a media product, which can be just as
complex as face-to-face interaction. The conclusion drawn
by Jeff Raskin, inventor of the Mac interface, is therefore
a logical one: “The quality of any interface is ultimately
determined by the quality of the interaction between one
human and one system” (RASKIN, Jeff, 2000). Usability
therefore also encompasses social usability: the better the
support for social contact between the user and the product
on the above cultural, emotional, individual, intentional,
and situational levels the more user-friendly the product
becomes.
This results in two questions for usability research:
1. Which methods should be employed in user-oriented
usability research?
2. What findings can be expected from this type of usability research?

User-orientated research design
User consultation or log-file analyses supply informative data on usage motives, expectations, evaluation of the
offerings and call-up frequencies. However, this kind of
data does not provide the answers as to why a particular
offering leads to usage problems, why a particular page
appeals to the user, which parts of the screen will capture
their attention the most, or for what reason a specific interface is understood or not. An alternative to these quantitative and indirect research methods are procedures that
calculate the direct interaction between the user and the
interface, such as the ‘thinking aloud’ and ‘eye tracking’
methods.
In the ‘thinking aloud’ method, the user makes spontaneous comments, with reference to certain formal, functional, structural aesthetic, and content aspects of a media
offering. Above and beyond this, ‘eye tracking’ provides
unintentional spontaneous usage data that shows how attention is divided for one media offering, which patterns
are distinguished between through usage, and how the media layout steers a person’s attention. The research conducted by Trier Media Studies on the process of reception
for online media has led to the development of a diverse set
of methods for quantitative and qualitative behaviour that
allows the combination of different tools depending on the
formulation of the questions. This ensures that diverse and
independent data can be collected for the complex interac-
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tion between a user and a media product. Digital evaluation of data enables the information to be compressed and
visualised for different test subjects, the time levels to be
processed, and user processes to be compared with other
media.

Media convergence in light of
experiential user results
Reception and usage research is usually applied to one
media genre – the newspaper, the online newspaper, television or radio. In the age of media convergence and integrated service such as online media and mobile services,
it is important to know how one specific media genre is
used and received in comparison with another, and what
their strengths and weaknesses are in the eyes of the user.
Only on the basis of this knowledge it is possible to decide
upon the purpose of information, for which target groups
subjects and content should be used and by which media
display channel.
In the past, the Trier Media Studies group has used experiential data in research projects for the reception and
usage of different media genres such as online offers of
classical media, e-business platforms or virtual learning
platforms, e-paper version of newspapers, printed newspapers and magazines and mobile services. Using this data,
basic findings for user-friendliness of media products can
be derived and systematised.
Result One: The use of digital media always involves
reading, listening, viewing plus navigating. The relevant
interface must be used to open up and locate the content.
Content syndication for different media channels must take
into account the specific navigation pages of the individual
media genres.
The distribution of information to a mobile phone display, for example, must take into account that the limitations of the display necessitate a linear presentation, in
which different units of information can be called up in
sequence. The screen or larger dimensions of newspaper
pages open up a multitude of simultaneous display options
such as clusters of text, images and graphics. At a glance,
even the varied noticeable headlines provide the recipient
with a holistic orientation, while the mobile display causes
a short-sightedness of the information: the completeness of
an offer can therefore only be deduced in individual stages.
While the distribution of content for mobile services must
fit with logical sequencing rules, they must also make economical use of the limited display options.
Result Two: Media competence is transferred from one
interface to another, but not on a one-to-one basis.
The euphoria over the e-paper version of the daily
newspaper was borne by the hope of winning over readers, whose internet competencies remained limited, with an
online version of the paper,. They should be able to use
e-paper in much the same way as they are accustomed to
using the print version. Through unchartered browsing in
the e-paper, the transfer of this competence is proven both
quantitatively using the log-file data and also qualitatively
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through the laboratory findings. Eye tracking therefore
shows a similar pattern for how attention is distributed for
the printed newspaper and the corresponding e-paper version. Even the right hand navigation bar using thumbnails
that is typical for e-papers is completely ignored by users
(see figure 7).
Users use the mouse to scan over the newspaper pages
that have been reduced to screen size, and click from page
to page, from article to article through the digital newspaper, as if flicking through the printed pages of a paper.
However, this user pattern essentially changes as soon as
specific entries or subjects are searched for, and it switches
from ‘activity’ mode to targeted search and browse (goal
mode). In this case the user follows the navigation and
browse patterns that are typical for online media: usage
of links, search engines and categories. This is where the
e-paper version demonstrates its limited user-friendliness:
readability is limited due to the reduction in size, the missing hyperlinks and multimedia interfere with targeted use.
It is possible to formulate the following layout principles:
the more specific the intentions of the user, the more closely coordinated a medium must be to the navigation and
browse strategies that are typical for online media. The
negative usability results of an e-paper compared to a print
or online version are based on these usage limitations. The
e-paper is only attractive to those users who are already
experienced readers of the daily newspaper, and not to the
problem group of non-readers. In this respect, the e-paper
version is not a proved medium for attracting youngsters
back to in newspapers.

Fig. 7: Assessment of eye tracking for the e-paper version of the RheinZeitung: attention is distributed similarly on the online page as it is on the
printed version. The navigation that is specific to e-papers on the right hand
side (thumbnails) is not at all perceived and used.
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Fig. 8: Convergence – UEFA European Championship 2004 across three
media: as infographics in the daily newspaper, as flash animation in the
online newspaper and as MMS on the mobile phone.

Result Three: Media logic limits the scope of presentation and interface design, and has a high impact on the
process of reception.
To distribute the same content – whether it is text,
photos, graphics, video or audio – on as many distribution channels as possible seems an obvious idea given the
economic point of view. From the user perspective, however, the different media genres such as newspaper, online
or mobile services, have a very different logic. They are
used in very different situations, with varied levels of attention and for different purposes, they offer specific layout options and allow different patterns of interactivity.
A comparative reception study carried out by Trier Media
Studies on the visual, infographic reporting on the football
European Championship 2004 through newspaper, online
and mobile, illustrated that the respective media logic has
a considerable influence on the distribution of information
(see figure 8).
The holistic perception of the daily newspaper pages
results in high comparative activity if the user opens up
certain graphics. The opening up of typically function-orientated optical graphics for online media causes irritation
if the design and function are not logically coordinated
with each other. The interface on a mobile phone has limited display room, which makes it necessary to present the
order of the information in clear, easy to open elements:
firstly the explanatory text and then the graphic. The opposite way round leads to extreme problems of comprehension in the case of visualisations because text and images
cannot be presented next to each other, but rather they can
only be displayed one after the other using a sequence of
clicks.
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Result Four: There are no universal standards for usability. Which factor counts as usability criteria depends
largely on the culture to which a user belongs. Therefore
media products have to be localised (created in the respective cultural context).
Web offerings in a totally different culture such as Chinese appear chaotic to the European eye. This is because
they are created according to different usability criteria.
Different comparative studies on culture-specific perception of online offerings have shown that members of different cultures use different awareness and usage patterns.
While European and American users navigate by links in
the right hand frame or in the header, Chinese users are
oriented towards the centre of an online page. What might
look chaotic to our eyes, is an appealing invitation for
Asian users to view a variety of interesting information.
While Western online offerings are strictly functional with
upright hierarchies, Chinese online offerings follow an ‘all
in one’ principle and are hence based on flat hierarchy
structures. Companies wanting to experience success in
the mobile or Internet sectors in China, which are the most
dynamic markets of their kind worldwide, must take such
cultural qualities for user-friendliness into consideration.
What coverage the media of newspapers, online or mobile services will have in the future depends on how the
recognised principles of user orientation are implemented.
New media are not completely replacing old media, as has
previously been the case throughout media history. However, the old media may be forced to accept a new position
in the media market. How attractive and lucrative this position is will be decided by the end user. The best survival
strategy is to take user-oriented media design seriously.
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7 Mobile gold-rush fever in Eastern Europe
by Marcus Hebein
While mobile operators battle it out in the largely saturated Western market for small shifts in market share, in
Central and Eastern European countries, they have found a
veritable Dorado. Barely a week goes by in which a major
operator does not announce new investments or takeovers
in the Central and Eastern European (CEE) region. Mobile
providers have stumbled upon immense growth figures and
a population open to new services.

Romanians. The company reported “several thousand customers” in the first few months of UMTS, and is highly satisfied with the level of acceptance. As in Western countries,
downloads and ringtones play a key role in the service
portfolio, and in terms of information services Connex is
offering several sport services as well as news. After football (available via SMS and video), Formula 1 also features
high on the list – Schumacher and co. draw Romanians to
their screens on every race weekend. The content is produced by local media houses, who can react quickly and
flexibly to new demands due to their editorial structure.

More mobile phones than people
In recent years, reports of the markets with the highest
mobile phone penetration have generally centred on the
Scandinavian countries. However, in the last year, there
were more SIM cards in the Czech Republic than inhabitants in the country – and in recent weeks this phenomenon
has also been observed in Lithuania, according to figures
reported by management consultancy Arthur D. Little from
a study of the telecom markets in Central and Eastern Europe (figure 9).
The reason for these high growth figures is not least
the comparatively poor state of the landline infrastructure,
says Leopold Glanz, telecoms expert at Arthur D. Little.
Long waiting times on registration and relatively low levels of customer-orientation on the part of the landline network providers are playing into the hands of the mobile
operators. The most significant investors in the industry
include Deutsche Telekom, Vodafone, Telekom Austria,
France Telecom, and Telenor.
The high demand for mobile data services is also striking. Internet access via mobile technologies is catching on
fast, with an equally high demand for mobile broadband
technology. For example, in autumn 2004, “Eurotel Praha”
introduced a new broadband network onto the market,
which was more expensive than the traditional Internet
access technologies in the Czech Republic. The company
nevertheless attracted 30,000 new customers within a period of just four months.

Poland and Romania are the most attractive markets
Next to Poland, Romania is currently being embraced as
the most attractive mobile phone market. Around 47 percent of the population (10.2 million people) already have a
mobile phone, and the number of usage minutes has risen
by 56 percent in the last two years alone (of which Internet
access accounts for one fifth).
Furthermore, since April of this year, Romania also
has a UMTS network, which Connex (recently taken over
by Vodafone) is initially offering in eight of the country’s
largest cities. This means that Romania, alongside Slovenia, Poland, and Croatia, is among the pioneers of UMTS
in Eastern Europe. Connex is offering countless goodies
– bonus loyalty points, free minutes, new devices within
a short subscription period – with video telephony, TV
video streaming and a complete range of information and
entertainment services to make UMTS attractive to the

Fig. 9: The mobile market in Eastern Europe. Mobile phone penetration in
the population in percent from under 40 to over 100.
Sources: Arthur D. Little, OGS-Grafik
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Remarkable powers of innovation
Picture the scene: Bucharest, an unassuming, angular
building in the city centre, home to the company Mediapro, one of Romania’s largest media houses. If editorial
managers in Western publishing houses discuss “how many
square metres per employee”, then here it is the exact opposite. Between ten and twenty – mostly very young – editors sit at long, double rows of desks closely penned in in
front of their PC monitors. These clusters are not different
departments of the same publication, but actually represent
the entire editorial staff of one of several daily newspapers,
a monthly magazine or TV supplement – including senior
editors, designers and marketing staff.
In spite of this situation (a consequence of the relatively high rent in Bucharest compared to an average monthly
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salary of less than EUR 200), the publishing house still
manages to exhibit a remarkable talent for innovation. Individual desks provide clipping services or carry out media
studies for business customers (including electronic media,
which are included in the services), and there is even a
distribution network for original news texts. Among the
mobile services, sports-related SMS services continue to
dominate. General sports news is enhanced with the addition of detailed football match reports, and even live goal
tickers from the major European leagues.
The company’s technical equipment combines a mixture of short-term in-house developments and professional
applications. Editors work on Web editors and applications
for sending messages that have been specifically developed
for mobile services.

8 New workflows for content management of mobile services
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8 New workflows for content management of mobile services
by Hubertus Koehler
Mobile news and data services with a promising future
are characterised by a number of features which have an
impact on production systems, editorial processes, metadata, and formats. Mobile services are distinguished by
a variety of formats and technologies (SMS, MMS, WAP,
Java, etc.), which are offered as “push” or “pull” services.
For this to happen, different media formats (text, images, audio, video) from different content providers must be
flexibly aggregated into multimedia offerings. The value of
mobile services is set to be further enhanced through personalisation and consideration of context information for
mobile users, as well as with the use of technologies such
as localisation. The overall aim is to generate specific added benefits across a wide range of different mobile services
which are networked with each other as far as possible, so
that the mobile user is prepared to pay for the associated
content.
On the basis of these aims, various value chains have
been established for mobile news and data services, which
can be described using a simplified ecosystem (see figure
10). In this system, the principle roles are identified as content providers, service providers, and network operators.
Together with a clearing house and the mobile user, these
roles form an ecosystem for mobile news and data services
that describes the flow of information and money.
Typical partners within this ecosystem are news agencies, publishing houses, and mobile operators, who assume
various roles and responsibilities depending on whether
they are ascending or descending the value chain (see figures 11 and 12).
In this ecosystem, there is a clash between the very
different worlds of the content providers and the mobile
providers. The main evidence for this lies in the different
standards for metadata and formats.
Content providers are focused on a structured representation of the content, which details the semantic properties
of news and data and describes them independently of layout. In mobile services, however, a large amount of highly
varied content is supplied in a specific format as different
services (e.g. SMS, MMS, mobile Internet) in accordance
with the specific properties of the mobile end device (e.g.
screen size, display size). Network providers usually control
communication with the mobile user via their own platforms, which often expect proprietary formats for content
delivery. The service provider acts as an intermediary, responsible for consolidating content from different content
providers in (semi-)automated processes for various services, and converting it to the target format depending on the
demands of the network provider (see figure 13).

for different output media (print, Internet, mobile) around
the clock. In the newsroom, it would therefore seem advisable to combine a central news desk with decentralised,
specialist desks and output-media-specific departments
(see figure 14).

UsageBased
Billing

$
Payment-Request

$
Billing

Mobile
User

ServiceProvider

Service-Request
Service-Delivery

$
Billing
Authorization &
Clearing of payments

ClearingHouse

$

ContentAccess

ContentProvider
Usage Authorization

Fig. 10: Simplified ecosystem for mobile services
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ta. The earlier in the process chain that this metadata is recorded, the more valuable it becomes. In this respect, general
metadata should be assigned in the various desks, and ideally as early as the production planning phase. A refinement
in terms of the relevant media formats must be performed in
the relevant output-media-specific departments.
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Figure 14: Newsroom Organisation

While the production of the different services is coordinated on the central desk, the decentralised desks organise
the extensive media format-independent coverage from the
various departments. The output-media-specific departments are ultimately responsible for refining the content
according to the specific demands of the relevant media
format. Due to the complex and varied demands of mobile services, it would appear advisable to outsource the
production of these services to a separate department, or
group them together with online reporting.
In the organisation of processes, the distribution of
responsibilities between the decentralised desks and the
output-media-specific departments plays a pivotal role. As
a minimum requirement, the decentralised desks produce
media format-independent content. Depending on the focus of the content provider, this content may already be
optimised with respect to the relevant demands for core
business. The output-media-specific departments may also
receive specific support in selected aspects. For example,
for mobile services, it may be practical for the desks themselves to produce different variants of every report that can
be used, for example, specifically for SMS or MMS. In this
case, the mobile editing desk would only perform the selection and aggregation, but no adaptation of the content.

Unfortunately, the maintenance and administration of
metadata is currently inadequately implemented in many
editorial processes. Although the IPTC (International Press
Telecommunications Council) and other organisations such as
ISO have defined a number of standards for semantic metadata and properties of binary formats, the use of uniform
standards is so far not widespread among content providers.
A change in this trend is slowly emerging, with a current focus on descriptive metadata (subject, industry, company and
personal codes, genre etc.) and geographical codes.
The organisational structures and processes presented
here must be supported by an effective production environment characterised by a media-neutral, structured representation of multimedia content and flexible, event-supported
mechanisms for communication between the different desks
and departments. The semantic structure of the content, i.e.
the actual content together with the metadata, must be flexibly modelled and administrated in a central data repository.
Editorial work should also be supported using a standardised tool that supports the integrated management and
processing of the different media formats of text, images,
audio, and video. For the processing of binary formats
in particular, standard tools such as Adobe Photoshop or
Macromedia Freehand should be integrated in the tool. For
the different media formats, enhancements should also be
integrated that enable optimum implementation of the demands of specific output media.
Automated processes for the selection and refinement
of content can ultimately lead to a reduction in editorial
work. These may be, for example, processes for generating
image variants or for the classification of messages.

Metadata supports innovative mobile services
Metadata also plays an important role in the organisation
of editorial processes. Firstly, metadata can be used to automate the selection of relevant content for mobile services. In
this situation, metadata for news management, and administrative and descriptive metadata are particularly suitable. For
example, the content provider can determine that only reports
in the genre “news” are used for mobile services, i.e. only
messages relating to current press coverage of current affairs.
Furthermore, metadata is also an important prerequisite
for the optimisation of service quality and for supporting innovative mobile services. The content provider’s job is then
to assign the appropriate metadata to messages so that the
service provider can use the data to individualise its services,
e.g. personalisation, localisation, or context-dependent services. Of primary relevance in this case are semantic metadata, rights-related metadata, content characteristics (e.g.
image size or encoding of a video) and commercial metada-

Flexible exchange of content
Delivery systems, which are separate from production
systems, support the flexible exchange of produced content
with external partners. Depending on the customer’s requirements, the contents from repository must be converted
into the different format types. This is usually enabled by
multi-channel front ends, which use suitable interfaces to
access the repository of the production system. Support for
flexible exchange processes with the customer is also required, whereby a basic distinction can be drawn between
hosting and replication models. In the hosting model, practically every mobile user access is passed on to the delivery
platform, while in the replication model, changes in the
content offerings are supplied to the service provider only
once. In both cases, different transfer protocols (http, FTP,
Web services etc.), notification components, and security
mechanisms must be supported.
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9 DRM for effective protection of valuable content
by Dr. Willms Buhse and Oliver Hesselborn
DRM, or Digital Rights Management, is the management of ownership and usage rights of a piece of digital
content through its lifecycle. At its most basic level DRM
makes sure that consumers only get what they paid for, e.g.
the rights to read a text, view an image, listen to an audio
clip or watch a video clip etc. These rights may be limited
or unlimited. The next generation of DRM technologies will
permit for viral marketing through superdistribution. Such
word-of-mouth referrals will soon turn piracy into profits
by letting information flow freely.
Consumer demand for “light media content” like ringtones, games, logos and wallpapers exploded in the past
years, according to the European Information Technology
Observatory, reaching EUR 214 million in Germany alone
and more than EUR 2 billion in Europe last year a (see
figure 15).

Fig. 15: Mobile content revenues in Europe in 2004 (in millions)

two billion worldwide by year-end even the most conservative estimates support these numbers. With such explosive growth forecasted the need for DRM will become increasingly evident. On one hand, content owners are wary
of consumers being able to copy and pass-on files, resulting in lost revenues. Thus they are going to force content
and service providers to employ copy protection systems.
On the other hand, consumers are seeking to share various
types of content between their own rich-media devices and
networked systems as well as with friends and family. In
addition they expect secure content, i. e. no viruses. Given
the increasing availability of functionally rich mobile devices and 3G networks there is a sense of urgency amongst
the players in the media and telecommunication industries
as to maximise existing revenue streams while preparing
themselves for all future commercial opportunities. In the
mobile space such multimedia services – games, news,
sports, music, movies – have been launched immediately
using the de facto standard from the Open Mobile Alliance
(OMA) – the leading industry forum for developing marketing driven, interoperable mobile service enablers with
members including the world’s leading mobile operators,
device and network suppliers.
Today OMA DRM v1 is supported by over 300 handsets with an expected penetration rate of 100 million by
year-end. In addition OMA DRM v2 devices from European
high-end manufactures like Sony Ericsson and NOKIA will
reach the market in time for the upcoming Christmas season. OMA DRM v2 represents a shift of focus – from pure
copy protection to the enabling of gifting and superdistribution mechanisms, which will become important differentiators for content and service providers in marketing
“premium content” such as full-track music downloads and
various types of streamed audio and video.

Content protection on three levels
With big content distributors like Jamba!, the number
one content provider in the marketplace for mobile content
downloads, spending an estimated EUR 110 million in Germany last year for television air-time for its commercials
– which is substantially more than both Coca-Cola and
T-Mobile – the impact of mobile content may no longer be
ignored. For example, on popular television channels, such
as MTV, that already translates to 90 % of all commercials
in many European countries. The trend for ringtones is set
to continue with news, entertainment and sports related
information services such as those 3G services presented
within the MINDS project. With global players like Vodafone, with its Vodafone live! portal, the importance of DRM
protection as a requisite for successful offerings has been
validated.

OMA’s first DRM enabler provides an appropriate level
of security for “light media content”. It includes three levels
of protection and functionality: Forward Lock, Combined
Delivery and Separate Delivery, each level adding a layer
of protection on top of the previous level (see Figure 16
and Figure 17).

Forward Lock
The first level, Forward Lock, prevents the unauthorised transfer of content from one mobile device to another.
The intention is to prevent peer-to-peer distribution. Often
applied to subscription-based services the plaintext content is packaged inside a DRM message that is delivered to
the terminal. The mobile device may display or execute the
content, but not forward the object to other terminals.

Combined Delivery
Demand for DRM is becoming increasingly obvious
Consumer demand for mobile content is set to triple in
the next 12 months exceeding EUR 7.6 billion next year.
With the total number of mobile users rapidly approaching

Adding a rights definition to the first level, Combined
Delivery equally prevents forwarding, but also controls the
content usage. The DRM message contains two objects, the
content and a rights object. The rights object defines us-
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Fig. 16: Lightweight DRM for inexpensive mobile content

Fig. 17: Secure DRM for expensive mobile content

age rules that govern the content. The rules include and
support all kinds of business models, including time- and
usage-based constraints such as, for example, a complimentary preview, the permission to use the content only
for a specific number of days, or an annual subscription
with non-interfering price models. When applying the
Combined Delivery mechanism, the second level, neither
content nor the rights object can be forwarded from the
target device.

integrated, i.e. the special case of Forward Lock Separate
Delivery.

Separate Delivery
The third level, called Separate Delivery, is the most
sophisticated mechanism because here, the content is encrypted, thereby providing better protection for higher
value content. Encrypted into DRM Content Format (DCF)
using symmetric encryption, the content is useless without
a rights object and the symmetric Content Encryption Key
(CEK), which is delivered separately from the content. The
CEK is delivered securely via WAP Push directly to the authorised mobile device, where the DRM User Agent uses it
for content decryption.
The mobile users can download media and entertainment content and forward it to friends via Bluetooth, IrDA
or MMS, but the recipients will not be able to use the content until they obtain their own CEK for content decryption. A ‘rights refresh’ mechanism enables recipients of
superdistributed content to contact the content provider to
obtain rights to either preview or to purchase the content
they have received.
In case such viral marketing is seen as undesired or
unwanted the pass-on protection mechanisms may still be

Fig. 18: Trusted DRM – DRM for premium mobile services

Added security and functionality
With mobile devices and smartphones soon to reach
critical mass and 3G mobile networks ensuring high-quality user experiences for multimedia content – per download
or streaming – the level of security that OMA DRM v1 provides is no longer satisfying to those content and service
providers eager to release high value rich-media content
and applications but worrying about a ‘napsterisation’ of
the mobile space.
Thus OMA’s upgraded DRM v2 enabler takes advantage of expanded device capabilities and offers improved
support for audio/video rendering and streaming content.
Thereto OMA DRM v2 includes security and trust certificates that make it possible to offer “premium content”.
Last, but not least, the standards provides sufficient support to preview and share protected content using multiple
devices.

Integrity protection reduces risk of imitations
Security is enhanced by encrypting the rights object
and the content encryption key, using the device’s public
key to bind them to the target device. Integrity protection
for both content and the rights object reduces the risk of
tampering. In addition to these enhanced security features,
the specifications include additional trust elements where
mutual authentication between the device and the rights
issuer, i.e. the content provider, will add trust to the downloading or messaging scenario. The rights issuer can accu-

Fig. 19: Superdistribution – the digital Tupperware platform for the premium
mobile services of tomorrow
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rately identify the device in order to determine the revocation status of the transaction. The new enabler also supports a wide variety of distribution, payment and storage
use cases (see Figure 18).
Superdistribution is the key benefit of Separate Delivery – as defined in both Secure DRM and Trusted DRM – as
it maximises the number of potential customers through
peer-to-peer recommendations while retaining control for
the content provider through centralised rights acquisition
– thereby potentially triggering enormous revenue growth.
In a recent large-scale field test using the OMA DRM v2
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standard it was found that mobile users were 30 % more
likely to purchase mobile content if it had been recommended by a friend than if they had to seek and purchase
it themselves. Such results are very positive for all players in the mobile information and news data services value
chain (see Figure 19).
Since sales and payment systems are closely linked in
superdistribution for 3G networks this word-of-mouth concept transfers classic multi-level marketing methods to the
mobile business, also beyond 3G.
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10 Technological trends present a challenge
for traditional media
by Dr. Gerd Kamp
This article provides an overview of current trends and
technologies, and considers their potential use in the field
of classical media, with particular reference to daily newspapers and news agencies.
First, the “always best connected” section describes a
development that shows how mobile technology and the
Internet are merging ever closer together. The section on
“Rich Internet Applications” covers the development of Internet-based applications with particular consideration of
the mobile aspect. Finally, the effects of trends such as citizen journalism, social software, folksonomies, tagging and
mapping are analysed in terms of the resulting challenges
for traditional media.

Always best connected
The basic technologies used in mobile telephony and
the Internet are growing increasingly similar. For example,
mobile phone technology has developed from a narrowband, switching-oriented service to a broadband, packageoriented service. Furthermore, the mobile phone network
operators are increasingly converting their basic infrastructure to Internet technology.
At the same time, a combination of the wireless WiFi/
Bluetooth technologies and DSL has meant that the Internet is increasingly evolving from a service for fixed landlines to a service for nomadic and mobile use, which can
be integrated into ever smaller and lighter devices. One
result of these developments is the advent of mobile handsets that support more than simple mobile phone technology. Of particular interest are mobile phones and PDAs,
that also have WLAN and Bluetooth installed alongside
GPRS/UMTS.

Separating the content from the carrier
The concept of separating the content from the carrier
means that in the future, it will not be possible to predict
which connection method is used to transfer content to the
end device. The consequences of this are as follows: firstly,
a single device may use GPRS for a 40 kilobyte Internet
connection at one time, but another time may use WLAN
for a 54 megabyte connection, thus making it a thousand
times faster. Since the cost of transmission via a mobile
phone connection is still several times that of transmission
via a WLAN/DSL connection, it is obvious that particular
content, such as videos, can only be offered in certain connection scenarios.
Unlike screen size, the content provider is so far unable
to use a User Agent or similar mechanism to determine the
bandwidth. This means that the user must manually select
the representation appropriate to the bandwidth. The ultimate goal of technology providers is to offer “seamless
roaming”, which would mean an uninterrupted and ideally
unnoticed switch between the different connection types.

The choice of handsets is constantly on the rise
In recent years, the variety of mobile handsets on offer has increased dramatically. Content providers must be
aware that this situation will only intensify in the future.
While a few years ago only simple mobile phones offered
the data service SMS, nowadays these devices range from
a wide selection of diverse Smartphones and BlackBerrys
to PDAs with built-in mobile telephony or WLAN Internet
access.
iPods and other MP3 players, together with the phenomenon of Podcasting, represent a further class of mobile
end devices that transport journalistic content, although a
nomadic connection to content is currently only possible
via synchronisation. It will be merely a matter of months,
rather than years, until these devices are equipped with
a wireless module (Bluetooth, WLAN, mobile telephony),
and therefore also offer mobile access to content. The
same trend can be observed with portable games consoles.
For example, in the future, Sony will equip the new PlayStation Portable with an Internet browser which offers
WLAN Internet access [1].
Following long development period, e-ink will also
soon be ready for the market [2]. This means that in the
medium term, we can expect to see light, energy-saving
rolling displays, which will form the basis of attractive ebooks and e-paper devices.

The advent of free Internet in mobile technology
For any content provider in doubt, it is more important
to remember that one of the often-cited advantages of mobile Internet, i.e. the chargeable nature of content and the
relatively simple methods of payment, will soon be lost, or
new ways must be found to exploit it.
One the advantages of portals affiliated with specific
mobile telephone operators (e.g. Vodafone live!, t-zones,
i-mode, etc.) was the relatively simple way in which content providers could offer chargeable content. The disadvantage, however, was that each portal was designed for
different interfaces so that ultimately, the effort required
was relatively high.
This option originated since it was established that
users only accessed content from the content providers via
the network operators’ own infrastructure. With the possibility of accessing the Internet via any means from a mobile device, this can no longer be taken for granted.
One possibility of continuing to charge for content
would be to only offer the chargeable content if the content is being accessed via a mobile telephone network.
However, due to the move towards seamless roaming (unnoticed switching between different connection types), this
will become difficult to detect. Of course, the fact that users will find it difficult to comprehend that in scenarios
in which it would be easiest to access chargeable content
such as videos (e. g. via a WLAN connection), this is not
possible, since these cannot be billed.
In addition to the fact that the t-zones certainly did not
attract the anticipated user and revenue figures, T-Mobile’s
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new “web’n walk” offering should also be viewed in terms
of this technical background. The service is advertised using the slogan: “Surf the free Internet, wherever and whenever you want”.

Operator-independent mobile payment solutions
One possible consequence of the above dilemma could
also be that providers offer content free-of-charge, similar
to the Internet, and finance it using advertising. However,
in view of the additional costs of formatting in mobilecompatible layouts and the mostly negative experiences of
the Internet, this is a much less attractive option.
One possible alternative is the use of network-independent mobile payment methods such as payray [3], allpay
[4] or Ericsson IPX.
The collapse of paybox and simpay, however, shows
that this is not an easy market, although the trend towards
replacing dialler-based payment procedures in the Internet
with mobile payment methods may contribute towards its
acceptance. In any case, careful attention should be paid to
ensure that the poor image of dialler-based procedures is
not transferred to mobile payment methods. This method
has the disadvantage that the content provider itself or the
provider of the payment procedure must be responsible for
the administration of subscriptions. For the affiliated Internet portals, this task was mostly performed by the mobile phone operators. A further disadvantage of this procedure is that activating the subscription requires the user
to switch between the Web browser and the SMS inbox
of the handy in order to look up the activation code, and
then enter it in the Web browser. This switching between
different applications on the mobile phone is not common
practice for many users.

Rich Internet Applications
In contrast to Web browsers for general use, Rich Internet Applications (RIA) are applications that are optimised
for a specific purpose. They have a “rich” user interface
and use standard Internet mechanisms for dynamically accessing content. The HTTP protocol is usually used to communicate with normal Web servers, but these often have to
deliver the content in a specific format.
Since graphic elements are already preinstalled in the
application and only the content data itself then has to be
transferred, RIA offers the possibility of efficient use of
the lower bandwidths of the mobile phone networks. They
therefore enable faster transmission of content, while at the
same time they reduce the transmission costs.
An additional aspect of RIA is the option to use functionality of the operating system via the relevant interfaces. In this way it is possible to access the SMS functions
of the mobile handset and thus integrate mobile payment
methods directly into the application.
The disadvantage of this is that mobile phones with the
required basic functions are currently not widely distributed. The proportion of these devices will, however, continue to grow in the future. During the MINDS project, the

Fig. 20: The MINDS service “Rich Media News”: News to your mobile.

usability and potential of two basic technologies for the
realisation of Rich Internet Applications were examined,
and the results are presented below.

Macromedia FlashLite
For the MINDS service “Rich Media News”, researchers
studied the extent to which Macromedia FlashLite (a mobile version of Macromedia Flash) can be used as a basis
for a mobile edition of a daily newspaper. It was shown
that this technology is very well suited for filling the information void in the afternoon, while at the same time providing information on the content of the next day’s edition
of the daily newspaper.
This means that only one connection to the Internet is
required in order to transmit a large quantity of news articles. Between 30 and 40 complete articles from the dpa, for
example, require less than 100 kilobytes, and can be quickly downloaded in UMTS networks. The user can then read
the news without needing to reconnect to the Internet.
Similarly to the print and Internet versions, the main
section of the edition can still be delivered by the news
agency, while the local section can be created by the newspaper. The application has a modular structure, so that
individual configurations are possible for different daily
newspapers.
While the news module described above was used primarily for studying the basic functionality and does not
yet have a refined user interface, the options for configuring an optimised user interface were evaluated in two additional data-driven modules.
In the weather module, the maps, animated weather
symbols and other graphics elements are defined within the
application. Only the relevant current data is then transferred with just a few kilobytes.
A Formula 1 module is also realised in a similar format.
Vehicles in other and other details are defined in the application, and only the current race data such as position,
time, and time behind leader need to be transferred. The
small size of the updated data (approx. 1KB) means that
the module can be conveniently used for live transmission
of data during the race.
A similar approach has been adopted in T-Mobile’s
newly implemented NewsExpress service, although in this
case, the content is “pushed” to mobile phones. According
to the findings of the MINDS project, however, this method
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Fig. 21: The MINDS service “Rich Media News”: Up-to-date weather information with animated graphics.

is only realistically available for mobile phone network operators. Whereas NewsExpress is a proprietary approach,
Macromedia FlashCast is a solution under development for
general use, but this will also most likely be implemented
by mobile phone operators. At least – the solution will only
be marketed to phone operators. Experience from the Rich
Media News pilot project shows, however, that pushing of
content is not a compulsory prerequisite for user acceptance of the service.
In summary, FlashLite-based Rich Internet Applications
offer a very interesting approach, particularly for daily
newspapers and other news and data-based content providers. While only very few phones with preinstalled Flash
are currently available on the market outside Japan, this
is set to change in the near future following licensing of
Flash Lite by Nokia and Samsung.

Java Midlets
Another possibility for realising Rich Internet Applications is offered by Java Midlets, or applications that can
run on Java-capable phones. So far, the focus of Java applications has been concentrated on games, not least due
to the positioning by mobile phone operators. The MINDS
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project studied Java-based RIA in the context of the
“SportsLive” service. This application enables users to follow several football games simultaneously in “near-time”
on their mobile handsets.
Graphics elements such as team logos, symbols for different incidents (goal, substitution, yellow card, etc.) are
already stored in the application, together with user instructions. During the games, only the updated content is
then pushed from a server to the registered clients, so that
events are usually displayed on the Java Midlet with less
than a minute’s delay.
Using a Web-based front end, the different games can
be followed by a ticker provided by the content provider.
Users also have the option to receive automatic data feeds
from sport data providers.
Compared to Macromedia FlashLite, Java Midlet-based
RIAs have the advantage of a considerably larger quantity
of Java-capable mobile phones on the market. The realisation of these applications however, does require a high
level of development, and the applications therefore cannot generally be developed within the actual media houses.
This is not the case with FlashLite - it is realistic to expect
that media companies, that have already developed Flash
applications for the Internet, will also be able to develop
Flash-Lite-based mobile applications in the future.

Challenges facing traditional media
Further trends in the area of the “conventional” Internet that are already presenting the media with a challenge
include “citizen journalism” [5, 6], “social software” [7],
“folksonomies” [8], “tagging” [9], and especially “mapping”
[10, 11]. A detailed study of these trends is available under
[12]. Citizen journalism, with the example of the images
and videos of the London bomb attacks recorded on a mobile phone, and “Moblogs” as well as the trend towards
“Geotagging” and the mapping applications based on it already have a strong mobile following, which will continue
to grow strongly in the future.
It is evident that the organisers of the virtual world
(Google, Yahoo, Amazon, Apple and so on) are making increasing efforts to ensure that the organisers of the real
world become their customers. A key part of this is due
to the fact that the traditional and mobile Internet are increasingly merging. As a growing number of more powerful mobile devices becomes available, the Internet is increasingly finding its way out of our houses and on to the
street into the real world.

Google & co. replacing the role
of the local newspaper

Fig. 22: The MINDS service “Sports Live”
enables users to follow several live football games at the same time.

This means that Google etc. are increasingly occupying a role that has previously always been filled by the
newspaper, and particularly the local newspaper and its
distributors, the news agency.
This is partly because they offer the user the ability to
create their own content (citizen journalism) and also to
assign and enhance metadata for their own content as well
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as content provided by other users (social software, folksonomies and mapping), thus forming social networks.
The current explosive evolution in this area is driven
by the interest and creativity of the users. This has only
become possible through the provision of platforms and
programming interfaces [14, 15] and effectively the release
of content that can now be accessed.
In general, the traditional media have adopted a very
conservative role in this context, since they fear that openly shared content may be abused. On closer analysis, it
is clear that the approach used by Google etc. uses only
“teasers”, and also that the use of the content and the API
are only released for non-commercial purposes under standard license agreements.

The BBC in a pioneering role
Of the traditional media providers, the BBC’s backstage
initiative is certainly playing a pioneering role in the release of content under conditions such as these [16]. News
and data provided by the BBC forms the basis for a whole
range of tagging and mapping applications [17, 18, 19]. The
developers of these applications are well aware of this fact
and always provide a reference to the BBC source. In this
sense, the users are justifying the media providers’ “leap of
faith”. Without this situation, the BBC would also not have
had the resources or possibly the creativity to develop this
large number of applications within such a short time.
In addition to the provision of content by users, and
the trustworthy use of this content through the medium,
this is a further example of how cooperation based on mutual trust between a traditional medium and its users and
customers can ultimately result in higher and longer-term
customer retention.
Beyond the stimulation of creativity and the increased
customer retention, the opening up of applications and
teaser content also has direct economic benefits, as we can
see Google’s example. Based on the same technology as
maps, Google ads are also integrated by users into their
blogs, Web sites, and applications. Nearly all sites that in-
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tegrate content with GoogleMaps also incorporate Google
ads, and thus contribute to the business success of Google.
Against this backdrop it becomes clear that it would
be in the traditional media’s best interests to transform the
previously unilateral model, in which the user places its
faith in the media, into a cooperative model. This model
would see newspapers and agencies as trusted and reliable
partners of users with respect to the content and applications created by users. Otherwise, there is a danger that
users will increasingly turn to Google & co.
Due to the high investment volume required, it is
unrealistic that a media company will be able to build a
competitor platform to GoogleEarth or GoogleMaps. Cooperation with the providers, through integration of mapping technology into their own Websites and sharing of
their own aerial pictures of the region, should therefore be
seriously considered.

News agencies as infrastructure providers
In this scenario it is vital for the news agencies to remember that their roots lie in the provision and organisation
of an infrastructure. An infrastructure of such high costs
and great complexity that a cooperative organisation was
the only conceivable approach. Of course it is equally difficult to imagine that a news agency would develop a platform such as GoogleEarth. However, with the development
and provision of systems, the news agency is in a position
to bridge the gap between its own content and systems or
those of their partners on one side, and the programming
interfaces and systems of Google & co. on the other. This
includes the clarification of legal and economic framework
conditions and hence reduced complexity for the partners
of the news agency. The MINDS project has demonstrated
that the news agencies are rising to this challenge.
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11 Brief description of the 12 MINDS Services
NewsAlert Public

General News

NewsAlert Public provides the public with urgent, toppriority news. This includes all types of severe weather
warnings and emergency alerts, as well as official announcements, weather and traffic information. The distribution of information via mobile devices is the only way
to ensure that large sections of the population are reached
within the shortest possible time. Users register for this
free-of charge service via the Internet. Notification is possible by SMS or automatically generated calls.
In the future, this service will be applied to “Location
Based Services”, so that people are also reached who are
not necessarily registered, but who are situated within a
certain location. While NewsAlert Public is attractive for
media providers as an additional service for subscribers, it
is also suitable for use in public institutions or community
tourist information offices.

General News is a service for day-to-day current affairs. It utilises various formats that are used according to
content-related criteria: time-critical messages are sent to
the user as SMS. The daily news overview is compiled in
an MMS. Background information can be called up as an
audio or video clip via a mobile portal.
The versatile combination of text, audio and video articles allows the user to experience the whole drama of an
event as it unfolds, and provide the impression that they
are following an event live. Furthermore, the wide variety
of content and formats provides a truly interactive information product.

Rich Media News/Graphics

NewsAlert Pro
NewsAlert Pro delivers personalised information to
mobile end devices with no time delay. The service consists
of alert messages supplied by e-mail push and a database
archive for research purposes. Topics are selected according
to predefined profiles or individual interests. The selected
messages are sent to the customer immediately on arrival
at the news agency.
NewsAlert Pro is targeted at end customers who have
a high demand for time-critical information and for whom
it is important to be informed anywhere at any time, on
the spot. This may include the management, of companies,
associations or other institutions, politicians, journalists
and press relations officers. Messages are sent via handhelds with e-mail push functionality, such as Blackberrys.
NewsAlert Pro therefore ensures the user a head start in
access to information and possibly a decisive competitive
advantage. The service is marketed directly by the news
agencies.

Rich Media News/Graphics bring animated and interactive infographics and photos to the mobile phone. The
technical realisation in FlashLite provides end users with
intuitive navigation. Agency contents can be combined as
“white label content” with provider content. The result is
the “m-paper”, the mobile newspaper with news from all
different areas, including local reports.
Rich Media News/Graphics enables the combination of
content-rich and detailed reporting with user-friendly operation. Due to the low data volume of FlashLite, the costs
also remain manageable. Before the commercial use of Rich
Media News/Graphics can take off, a sufficiently high distribution of Flash-capable handsets will be a prerequisite.

Rich Audio News
The Rich Audio News service offers an interactive radio programme with personalised voice messages. An individual profile is set up using a Web portal. Entering a
speed dial number accesses an up-to-date collection of audio clips. Customers can use modern voice activation or
the handset keys to choose between different themes and
offerings, skip a particular article, and call additional background information. Since the service is targeted at commuters, particular emphasis has been placed on a high level
of user-friendliness.
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vestor Relations is currently available in German, English
and Dutch.

Multilingual News
The Multilingual News service offers tourist information and general news in several languages. This provides
tourists who want to know more about the place they are
staying with all the information they require. It is also useful for users working abroad, who can keep up-to-date
with current affairs in their home country. Multilingual
News therefore ensures simple access to information across
language barriers.

SportsLive
Sports tickers have developed into a major driving
force in mobile media services. SportsLive adds an authentic “live” feel to regional, national and international sporting events that can only be provided to a very basic level
by conventional SMS or MMS ticker services. Important
incidents and live commentary on the game are enhanced
in SportsLive with continual graphics and statistics.
A Web front end provides a ticker for games of particular regional significance. For example, regional media
providers can use SportsLive to provide their own full live
commentary of the local derby or games from lower divisions.
The service is run using data-push via a Java Midlet
and is thus automatically updated. This means the data
volume is also small, which keeps the costs for the end user
within reasonable limits. Publishing houses can flexibly
adapt SportsLive to suit their own regional features. As the
service is designed for convergent use, it can be included
in a multimedia sports reporting package incorporating
Web and print media.

AdAlert

Investor Relations

AdAlert is a notification service for small ads. It is targeted in particular at daily newspapers whose car, job, and
real estate ads are in constant competition with specialized
Internet services.
If an advert in the newspaper’s database matches a certain profile, the end customer is notified immediately by
e-mail. The integration of MMS and Java means that images and supplementary information can also be displayed.
AdAlert therefore provides added value for small ad
alerts in daily newspapers that Internet competitors currently do not offer.
AdAlert was developed by MSU (Medienservice Untermain), a subsidiary of the Main-Echo newspaper
(Aschaffenburg, Germany), and was introduced to the public as a part of the MINDS project.

The Investor Relations service is designed to keep stock
market professionals informed of up-to-the minute events.
The course of share prices, exchange rates, and funds is
continually documented. Urgent messages are sent by SMS
or MMS. Audio and video clips, such as quotes or excerpts
from press conferences can be called up via a mobile WAP
portal. Detailed analyses and a comprehensive archive are
also available via the service’s mobile Internet portal. In-

Platform Tool Kit (PTK)
The PTK is a technical platform that regional newspaper houses can use to offer their own mobile services. The
aim of the platform is to provide central control for the
more complex aspects of mobile media. This means that
the technology, billing, and contract and partner management are all processed using the platform, enabling users

33

34

11 Brief description of the 12 MINDS Services
Ifra Special Report 6.33

of the platform to concentrate on their core competencies:
the conception of attractive content services and advertising them across different media.
The PTK is used to provide current voting, lottery, and
information services via SMS and WAP download of mobile phone wallpaper. From October 2005, the next development will be the inclusion of MMS and mobile advert
services. The PTK is also enhanced by an interface to reporting, advertising, and sales systems. Editorial processing
and the administration of mobile services are also possible
using a user-friendly Web front end.

Multimedia Entertainment
Multimedia Entertainment is a service for “soft news”
that includes the subject areas of human interest, culture,
events, and music. Current trends are reported by SMS, a
weekly MMS provides information on upcoming cinema
films or concerts. The associated portal can be used to call
up trailers, photo galleries, and interviews. Database and
ticketing applications are also integrated.
Since entertainment content is rarely time-critical, the
focus of this service is placed on relevant linking of content
and simple navigation between different functions. Multimedia Entertainment takes advantage of the trend towards
the use of the mobile phone for entertainment purposes,
and therefore also offers the best potential for sponsorship
and mobile marketing.
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Local Communities
The Local Communities service is aimed at groups with
a common special interest. The service thus acts as a platform for mutual interaction. Depending on the topic and
target group of the community, this may be photos, greetings, party information or general tips and tricks. Local
Communities is also suitable for offering specific news for
clearly defined target groups.
With this peer-to-peer approach and a high proportion
of user-generated content, Local Communities are targeted
at the leisure and media behaviour of young people. The
service is targeted at regional or local media providers who
can use this service to contact a wide variety of different
groups.
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