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eave it to Apple to get the
buzz, and consumers, swirling
around smartwatches and
wearables. On launch day, nearly
1 million Apple Watches were sold,
according to estimates from Slice
Intelligence.

Dean Roper
Director of Publications
WAN-IFRA

If the figure is even close to correct, that means Apple sold more
Apple Watches in a day than all the
manufacturers of Android Wear
devices (Samsung, LG, etc.) together
shipped in 2014. That gives Apple
quite a leg up in the smartwatch race
with Google – and don’t forget the
crowd-funded Pebble.
Is the Apple Watch overhyped? Will
the Apple Watch somehow serve as
a bridge to a true wearables revolution, involving not just smartwatches but also virtual reality (like Facebook’s Oculus Rift) and augmented
reality devices (like Google Glass)?
Mixed reviews of the Apple Watch
and the uncertainty surrounding
future development of smartwatch
platforms have given some people
– also in our industry – pause for
thought. Begging the question for
news publishers: What should we
do about smartwatches and other
wearables? How do we assess their
potential?
That is what this report is all about:
not to try to convince you as a
publisher to launch 1,000 apps
for smartwatches, or to partner or
invest in startups developing VR and
AR technologies. Instead, we want to
raise the key questions about these
potentially disruptive technologies
so you can better determine a course
of action – or non-action.

Certainly, if Apple Watch sales
continue at this breakneck pace, this
is just the beginning; there will be
numerous iterations of new devices
in the near future. Most publishers
we spoke to about wearables have
chosen to act, some cautiously for
now, others full steam ahead. Some
are sitting on the sidelines, waiting
to see how things pan out in these
early days. All approaches are understandable.
That’s why we called on some of the
leading minds in the industry to
share their thoughts on how wearables might affect news publishers.
We created this report as a tool for
you to use as a starting point for
discussions in your organisations.
Wearables is one of the central topics
that WAN-IFRA’s Global Alliance
for Media Innovation, or GAMI, is
focusing on in its ongoing research
and activities. GAMI’s unique
connection to publishers, suppliers,
startups, academic and research
centres serves as a bridge to help
news publishers drive innovation
and gain a competitive advantage
in such disruptive technologies as
wearables.
The input from our GAMI partners,
especially that of Kim Svendsen of
Stibo and CCI, was much appreciated, as was that of Ralf Ressmann,
WAN-IFRA’s Director of EMEA,
who carried the torch for this report
from the get-go to publication.
WAN-IFRA will continue to monitor
the development of wearables and
share our findings with you in our
numerous activities. Stay tuned and
enjoy the report.
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OVERVIEW

MOVING BEYOND
THE HYPE OF WEARABLES
A

few years ago at a
WAN-IFRA symposium,
a speaker tried an experiment. He first asked all the
attendees to take out their wallets
and hand them to the neighbour
on their left. There was a little
bemusement, but a hall full of
publishing professionals duly complied, accompanied by a few gentle
jokes about relative sizes of wallets
and a little comparison of photos
of loved ones. Wallets were then
returned.
Then he asked them to do the same
with their mobile phones. This time
the resistance was palpable. Wallets might contain money, credit
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cards, receipts, ID, and photos –
but a phone? A phone means access
to all your activity, your credit card
in the app store, your call history,
your movements, your browsing
history; it is your identity laid bare.
A few years previously, industry
commentators (including this one)
were still belittling the seemingly
pointless functions sprouting on
phones. It was at the point where
phones weren’t truly smart but
were beginning to acquire cameras,
limited scheduling applications,
and messaging. They seemed to
be gadgets for teenagers, and were
widely derided as such. Yet in a few
short years their sophistication and

that degree of intimacy took them
into a new league of usage. Yours is
probably competing for your attention as you read this.
Wearables are still at the point
where industry commentators are
bemused by them. Experts point to
the limitations of the current generation of smartwatches. The wait
for Apple’s entry into the market
has artificially slowed adoption.
Google Glass has seemingly taken
a break from the battle, leaving
confusion about its future.

Wait-and-see mode?
Such is the uncertainty that many

publishers are open about preferring to hold fire and see what
happens. What we can’t ignore,
however, is that wearables, with
their potential for being always on,
always attached, and always aware
of exactly what the user is doing
(and even feeling), take personal
data devices into unexplored areas
of intimacy. That proved one of the
keys to the uptake of smartphones.
And apparently consumers feel
open to a variety of wearable types,
according to a recent Forrester report. And they even are pretty clear
about where they want a device
on their body. The wrist leads the
way — 42% of US and 36% of EU

consumers said they want to wear
a device on the wrist, followed by
clipped onto clothing (35% US, 23%
EU), embedded into clothing (19%
US, 15% EU), earbuds/headphones
(21% US, 10% EU), and smart
glasses (18% US, 12% EU).
Criticism, even cynicism, is normal at this stage, but none of the
publishers we spoke to would go so
far as to ignore the new platform.
The publishers rolling out apps on
launch day for the Apple Watch
(which sold a million units that day,
eclipsing the iPod and the iPhone)
form a list of the usual suspects of
technological advance – you know
who they are, and there is a reason

CONSIDER THIS

#1

CAN YOU AFFORD TO
MISS OUT ON THE EARLY
DAYS OF WEARABLES
APPLICATIONS?
Of course any modern-day
publisher wants to appear
innovative with their increasingly
high-tech audience. But
there are other advantages
to getting started early with
a new technology that can
pay off in the future.
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why their names recur at every
juncture in new platform development. The importance of the Apple
Watch, or Microsoft’s HoloLens, is
not what they can do now, but what
developers will be making them do
in one to two years.
For all the attention it is getting
in the wake of the Apple Watch
launch, wearable technology is not
new.

What is wearable
technology?

So why now?

It might seem unnecessary to define something with such a selfevident name, but from a publishing point of view, and for the
purposes of this report, wearable
technology isn’t simply technology
you wear. There are plenty of examples of scaled-down devices or even
jewellery incorporating memory or
cabling that don’t interest publishers, simply because the essence of
true wearable technology is not the
portability but the fact that the user
can interact with it, and that the
way it is worn is part of the interaction.

That physical intimacy, and with it
the implication of a move towards
human/technological integration,
is what fuels the fascination with
wearables. While there are examples of implantable technology
(chips inserted subcutaneously),
and Carnegie Mellon University’s

Which means that fitness-monitoring wristbands are wearable technology, since they take their cues
from the motion they track by being worn. Google Glass is one of the
definitive wearables since its whole
function comes (yes, present tense
– contrary to popular belief, it is

Heads-up goggles were on sale a
good 20 years before Google Glass,
and Apple is a relative latecomer to
the smartwatch market, yet wearables still generate a buzz out of
proportion to the number of units
being sold. CNN’s Chief Product
Officer Alex Wellen put it well at
the launch of the Apple Watch
when he said, “We’re betting big on
wearables and we think it’s critical
to news. That watch is going to be
up against your skin, and that is so
profoundly important.”
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iSkin “smart temporary tattoo,”
which go beyond smartwatches and
goggles, those remain experimental products. By contrast, products
available from mainstream brands
such as Apple or Samsung have definitively stepped out of the realm
of science fiction and into the world
of science fact.
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not yet dead) from being in front of
the user’s eyes. Smartwatches are
wearable technology because while
many function purely as a second
screen for a smartphone in the
pocket, they offer a different way
of interacting with the information
presented.

Key types of wearables
Right now the main types of commercial wearables featuring news
content remain smartwatches and
heads-up displays along the lines of
Google Glass.

Heads-up
displays/goggles
Virtual displays incorporated into
glasses are not new, but like Apple

CONSIDER THIS

#2

CAN WE DEAL WITH
DEVELOPMENT
INTERNALLY OR THROUGH
A THIRD PARTY?
As with any emerging
technology, publishers need
to quickly assess their inhouse capability to determine
where it makes sense to
invest and/or partner.

with the smartwatch, it took the
launch of a product by a tech giant
to kickstart general interest, and
that came with Google Glass in
2012. Just as dramatically, the
announcement that Google was
seemingly killing the project in
2015 led many people to declare it a
dead end. In reality, Google Glass
was not a failure and is not dead.
The product was intended to be a
developer’s toolkit, and the experiences of some of those developers
feature in this report. The fact that
Glass is not on sale to the public
does not mark the end of the road
either, with a second generation
device reportedly in the works.
Astro Teller, Director of Google X
(the department responsible for
Glass) recently told SXSW, “We did
things which encouraged people to
think of this as a finished product…
We allowed and sometimes even
encouraged too much attention for
the program.”
It is believed the next iteration of
the technology will not be publicly
available until it is more extensively
tested.
Leaving Google Glass aside for a
moment, there are a number of
other less well-known companies
offering products. In the field of
virtual reality on headsets, the
leader is probably Oculus Rift
[https://www.oculus.com], with

Avegant Glyph [http://avegant.
com] on the horizon. Vuzix [http://
www.vuzix.com] is probably the
most complete package on the market in the absence of Google Glass.

CONSIDER THIS

#3

Smartwatches

WHAT OPPORTUNITY DOES
THIS PRESENT TO REACH
A TARGETED AUDIENCE?

Just as Google dominated the
column inches with Glass, so Apple
has hijacked the topic of smartwatches with the run-up to the
launch of the Apple Watch. It is,
however, far from being the only
player in this field.

Perhaps it is early adopters
or that business professional/
tech-savvy audience that
you can really connect with.,
thanks to wearables.

Major manufacturers such as Sony,
Samsung, LG, Asus, and Motorola
have all released smartwatches
along with the crowd-funded Pebble.
Prior to the Apple Watch, most devices chose to run Google’s Android
Wear [http://www.android.com/
wear] operating system (although
Pebble hedges its bets with both
Android and Apple OS) and typical
apps running on the watches include fitness monitors, flight alerts,
voice-activated Google search,
playing/controlling music, email,
etc. Many watches work in tandem
with a phone and effectively offer
a second screen for the phone. The
idea is to reduce the need to take
the smartphone out of a pocket
while still retaining the possibility
of driving users to that phone when
a larger screen is needed.

Publishers’ delicate
balancing act
Thus the challenge for publishers
is how to capitalise on that nearly
always-on presence in front of the
user in a way that isn’t intrusive
and increases interactivity with the
content. The questions moving forward are whether wearables present an opportunity not simply to
notify users of existing content in
a timely way, but to screen entirely
new content forms. We talked to
some key industry figures about
what they have in the pipeline.
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FAQS ABOUT
WEARABLES
FROM YOUR
READERS
WHAT IS WEARABLE TECHNOLOGY?
Would you believe it’s technology you
wear? OK, it’s a little more than that. Strictly
speaking, just strapping technology onto
your body isn’t enough. The real interest
in wearables is in devices where the way
you wear them is part of how you interact
with them. So jewellery that has built-in
USB memory might claim to be wearable
technology, but really the wearable bit just
means you’ve got a handy place to put it – it
doesn’t help you interact with it. Whereas
heads-up displays in glasses or messaging
systems linked to sensors on your wrist
are truly wearable technology that change
the way you interact with information.

SO THIS IS A GEEK-CHIC ISSUE?
There’s an element of that. Undoubtedly
the first generation of smartwatches had as
much to do with “look at me” as they did with
“look at what I can do with this.” Increasingly,
however, as big-name manufacturers like
Google, Samsung, Apple, etc., unveil their
offerings, and big media brands (The
Guardian, New York Times, ESPN, Financial
Times, etc.) showcase content for them, we
are having to start taking them seriously.
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OK, SO EXACTLY WHAT
CAN I DO WITH THIS?
Depends on which wearable you’re talking
about. Heads-up displays like Google Glass
use glasses to project a small amount of
information in front of the eyes of the viewer.
That can be used to flash news alerts or
stock prices as the user walks around.
With the built-in voice recognition, the user
can then drill down into menu structures
to get more information if they want it.
The glasses can also take pictures or
capture video, which has led more than
one news outlet to experiment with a
real first-person perspective for films
in which we come very close indeed to
seeing through someone else’s eyes.
The heads-up approach can also be used
to overlay information about what the user
is seeing. The result is enhanced reality. For
example, Google Glass has an app that lets
you look at street signs or printed information
and ask the app to translate it to your native
language and show the translation through
your glasses as you look at the original.

ISN’T GOOGLE GLASS DEAD
AND GONE NOW?

SO YOU STILL HAVE TO
HAVE A PHONE?

Rumours of its demise are a little exaggerated.
Glass was never a full-blown product but
rather a developer’s kit that you could
buy. Faced with the problem of managing
expectations for the device, Google has
stopped selling it, but says it will release a new
version as a finished product when it is ready.

Some smartwatches function independently
and can, for example, track your running
and play music without a phone being
present. For most, however, it is a companion
device to your phone, allowing more
discreet messaging and the choice about
which screen you want to follow up on.

SO IF IT’S GONE QUIET ON
GOOGLE GLASS, WHAT ELSE
IS THERE TO TALK ABOUT?

SO INSTEAD OF PAYING ATTENTION
IN A MEETING OR TALKING TO MY
LOVED ONES, I CAN NOW JUST
STARE AT MY WRIST AND FOLLOW
THE GAME SECOND BY SECOND?

Unless you’ve been living under a rock, you
may have heard of the Apple Watch, the most
keenly awaited smartwatch on the market.

AH? SO APPLE HAS INVENTED
THE SMARTWATCH?
No. Smartwatches have been available
from the likes of Samsung, LG, Motorola,
and Pebble for some years. Because Apple
made no secret that it was releasing one,
though, the whole market has been more
or less at a standstill as everyone waited to
see what the Apple Watch would look like.

SO WHAT DOES IT LOOK LIKE?
A watch. A big one. You can even
have Mickey Mouse on it. If you so
wish, you can pay the price of a small
apartment for one with a gold strap.

SO WHAT’S SMART ABOUT THAT?
Smartphones showed publishers that
information could be almost intimate and
pretty much always on. Smartwatches
bring publishers even closer with the
possibility of displaying information at
any time without the user having to
reach into their pocket. Although, to be
honest, the information displayed on a
smartwatch is still largely intended to
get users to reach for their phones.

There will be some of that, undoubtedly.

SOUNDS GOOD, BUT DOESN’T
THAT JUST MAKE IT A VERY
SMALL SMARTPHONE?
For some apps that’s true, but the developer
kits (such as Apple’s ResearchKit) are offering
the potential to tie the device’s monitoring
functions to the content that is pushed to it.

WHICH MEANS?
Not only can a smartwatch know where
you are, and who you are, but it can
also take your pulse and gauge your
movement. Which means it has a pretty
good idea of what you’re doing and what
shape you’re in at that precise moment.

SO MY WATCH CAN TELL IF I’M
JUMPING UP AND DOWN WATCHING
FOOTBALL OR RELAXING AT
HOME IN FRONT OF A TV? AND
A PUBLISHER CAN SEND ME
CONTENT AND ADVERTISING
BASED ON THAT INFORMATION?
Potentially, yes.

SO IF I START GETTING ADVERTS ON
MY WATCH ABOUT LIFE INSURANCE?
Time to worry.

Shaping the Future of News Publishing
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SMARTWATCHES:
LET’S HEAR IT FOR
THE MEDIA QUINTET!
I

t was bound to happen: the media quartet is about
to turn into the media quintet. A new wearable
platform joins the band.

Smart it is likely to be. Smart editors, designers and
publishers are already preparing, with more questions
than answers, but with high excitement levels.

Among the questions:
– How much information will we want to access on
our smart watch?
– How much intrusion will we tolerate from that new
platform that sits so close to our skin that it actually
touches it? Will many alert pings be sort of like too
many disturbing wake-up calls?
– How much will we depend on a smartwatch to keep
us informed?
– How much battery life will a smart watch provide?
Considering that the smartwatch is something one
wears, how big a battery is the user willing to carry
around?
I am personally quite excited about this new platform
and the opportunities that it will offer storytellers. In
fact, because of my interest, I am honored to be acting
as mentor to two Aarhus (Denmark) University students who are researching smart watches and news in
an attempt to answer some of the questions above.
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Jonas Skytte and Ganesh Ram, master of science
students in the field of IT product development, started
the project in January. They work under the guidance of
the Stibo Accelerator, an initiative made possible by the
mother company of software provider CCI Europe, who
has newsroom systems installed at more than 150 major
publishers worldwide. The Stibo Accelerator network has
helped connect the research team with Berlingske Media
in Copenhagen. They have studied the workflows of the
newsroom and have conducted workshops for journalists, editors and management of Berlingske.
The status right now is that the team is compiling an
idea-catalogue of 15-20 use cases where smartwatch
publishing can play an important role in getting information faster to the news consumers and where real
time information captured by the watch could be useful
in personalizing what is sent to the watch (location,
activity, etc).

CONSIDER THIS
WHAT ARE THE MAJOR DESIGN
ISSUES WITH SMARTWATCHES?
Designer Mario García says that legibility
with typography will be a top priority,
as well as which images work, story
structures, customisation, and branding.

#4

Mario García
is a renowned designer within the news media industry. He
is the CEO and founder of García Media, supervising the
work of all projects. He has devoted more than 40 years to
redesigning publications, and has personally collaborated
with over 700 news organizations. Mario tells everyone that
he is, first and foremost, a teacher and he has taught and
lectured at numerous universities throughout the world. He
He is a faculty affiliate at The Poynter Institute for Media
Studies, and continues to work as a Senior Advisor on News
Design for Columbia University School of Journalism.

Enter the Apple Watch
If we follow smartwatch news, we know that the big
news is that the hotly anticipated Apple Watch is making its grand entrance this year.
We also know that the makers of the Pebble watch
have introduced an ambitious model as an entirely
new hardware and software platform, a hub that
can potentially be the centre of a whole ecosystem of
devices.

CONSIDER THIS

#5

HOW DO YOU EXTEND YOUR
BRAND ON SMARTWATCHES?
Mario García says that subscription packages
will likely also include a smartwatch experience,
tying multiple services into a more coherent
cross-platform experience for users.

What will those devices be and how will they enhance
communication of news and information? How will
they impact design?
Carlos Martinez de la Serna, Design Thinking
program manager at media startup First Look Media
and a former John S. Knight Journalism Fellow at
Stanford, finds the smartwatch is a fascinating starting point for design.
“What might be the implications? Just scratching the
surface, it looks that the issues of timing, privacy,
sharing and personalization will increasingly dominate news design. I think we need to go outside and
observe how people are using their personal devices,
relying on them as first or second screen depending of
the context and the setting, and in the process creating
new media consumption habits. There will be opportunities for meaningful innovation if we learn how to
make this dynamic process work for the user. I’m look-

ing forward to seeing how news organizations address
this opportunity,” he says.
Pebble is introducing a completely new operating system with a new interface based on a simple timeline.
One interesting remark from Pebble CEO Eric Migicovsky makes sense: “We tried a whole bunch of stuff,
and then we happened upon the biggest revelation of
Pebble: the best interface for interaction on your wrist
is actually time. Eighty to ninety percent of the things
people were doing with Pebble could be displayed
more effectively over a timeline.”
As a visual storyteller, I am fascinated by the prospects, especially the design aspects of presenting
information on the face of a watch.

Shaping the Future of News Publishing
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THE ROLE OF DESIGN
I have done my own sketches of how I would envisage
elements for a wearable platform. The word “wearable” resonates with me as I think of possibilities. Anything we wear
we want to look good, right? Smartwatches are not going
to be different, and the models already shown by Apple are
stylish enough that any of us would be happy to carry them
on our wrists.
The design that I am interested in, however, goes beyond the
smartwatch itself.
The canvas that is the face of a watch is the smallest on
which any of us has ever worked. Remember that the largest
Apple Watch screen is just 42 millimeters tall.

TYPE LEGIBILITY
CONSIDERATIONS RANK
HIGH ON ANY DESIGNER’S
LIST OF PRIORITIES
I imagine that type in color will play a key
role. Not so much for color-coding, but for
using color to highlight a word for emphasis.
Remember, we will be glancing at this watch
occasionally.

IMAGERY IS THE SECOND
AREA FOR DISCOVERY
What type of photos will work best on such
a small canvas? And what will be the role of
video (remember that battery power is an
important issue)?

“IN AN IDEAL
WORLD — AND
ONE WHICH IS
CHALLENGING
FOR NEWSROOM
OPERATIONS —
CONTENT WOULD
BE DISPLAYED
QUITE DIFFERENTLY
ACROSS EACH OF
THE PLATFORMS.”
14
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STORY STRUCTURES WILL
HAVE TO INVOLVE CATCHY AND
SEDUCTIVE HEADLINES
Those we associate with Quartz and all its obsessions,
along with the quick, outline-style statements (shorter
than tweets) that are at the center of how Vox presents
information.

CUSTOMIZATION IS DEFINITELY GOING
TO BE A KEY ELEMENT FOR THIS
MOST INTIMATE OF PLATFORMS—THE
ONE THAT TOUCHES YOUR SKIN
Perhaps I will want to be alerted to a certain type of
news/information. This is where a smartwatch can
be truly smartest. Smartwatches are not just in close
proximity to your skin, but also what’s under. These
devices are packed with sensors, carrying a detailed
awareness of users’ lives.

ALGORITHMIC PERSONAL
RECOMMENDATIONS COULD
PLAY A NEW AND MUCH MORE
IMPORTANT ROLE ON THE WATCH
I do not want to have to go to a web interface to specify
the types of news/information I want and when I want
it. I want the watch/service to learn from the way I
react to different types of news when I’m in different
situations. It should learn to serve my needs better as I
continue to interact with the watch.

BRAND EXTENSION AND
CONTINUITY WILL BE KEY
Subscription packages will likely also include a smartwatch experience, tying multiple services into a more
coherent cross-platform experience for users. If it is a
“seamless experience” that we wish to provide, then
how we tie the various platforms visually as one brand
will be key. The smartwatch can be an extension of
what a media company offers its users.

BACK TO THE FUTURE
Furthermore, I can’t help but look at my
grandfather’s pocket watch and think of the
possibilities for such an “artifact” making a
comeback. Maybe I don’t want a smartwatch
on my wrist, but I would not mind one in my
pocket. As I try to think ahead, with a relic
from the past in my hand, I think that the
pocket watch also offers possibilities beyond
the face of the watch (see illustration).
It would not be the first time that an artifact
provided us with ideas for the future.
Smartwatches are going to be the major
mobile event of 2015. They represent another
reason to celebrate being a storyteller in the
21st century.
Time will tell how users take to smartwatches, but we are certainly prepared for that
exciting part of the journey which involves
conceptualizing what it means to take the
familiar watch to its next logical evolution.
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APPLE WATCH:
REVIEW OF THE REVIEWERS
AS THE FIRST REVIEWS OF THE KEENLY AWAITED APPLE WATCH CAME
OUT, THERE WAS A CERTAIN AMOUNT OF BREATHLESS HYPE – NOT LEAST
FROM APPLE. “OUR MOST PERSONAL DEVICE YET,” EXCLAIMED THE
COMPANY, PROMISING “INNOVATION WITH EVERY INTERACTION”. FOR
MOST REVIEWERS, HOWEVER, THE BIG QUESTION WAS SIMPLY, 'IS IT
ANY GOOD?' AND THEIR FINDINGS WERE MIXED. EVEN THE CONVERTS
BELIEVED IT NECESSARY TO DECLARE THEIR RESERVATIONS.
MacWorld (UK)
A shortage of killer apps led the
MacWorld team to be a little reserved in their praise:

“Right now it’s not entirely
clear what can be gained
from the Apple Watch. It
essentially gives you the
option of looking at your
wrist rather than getting your
iPhone out of your pocket.”
Although MacWorld did conclude
that this is an inevitable aspect of
early-generation devices and that if
anyone was going to set the market
alight, Apple would be the one:

16
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“The Apple Watch may well be
the smartwatch that converts
the masses to the benefits
of wearable technology.”

Cnet
Technology website Cnet was impressed by the device, but couldn't
bring itself to recommend it as
more than a shiny plaything:

“The Apple Watch is the most
ambitious, well-constructed
smartwatch ever seen, but
first-gen shortfalls make it
feel more like a fashionable
toy than a necessary tool.”

The Telegraph (UK)
The daily UK title also preferred to
reserve judgement, noting that the
device is as well-made as you would
hope from Apple, but ultimately
damning it with faint praise:

“It’s beautifully designed and
frequently rather useful – but
history suggests version two
or three will be even better.”

Mashable
Tech blog/site Mashable was one
of the most enchanted with the
device:

"The Apple Watch is an
excellent, elegant, stylish,
smart and fundamentally
sound device."
Mashable was clearly cooing over
the device at some points: “Everything about the Apple Watch
whispers craftsmanship,” before
concluding, “The Apple Watch is
that breakout star. It’s gorgeous,
smart, fun, extensible, expensive (a
plus if you want to telegraph luxury
and excellence) and an object of
true desire.”

The Guardian (UK)
The UK daily was one of the first
newspapers to develop an app for
the watch, then summarised it as
“the 'elegant', overpriced gadget
you don't need.”

The New York Times
Perhaps the most interestingly
balanced review came from the

New York Times' Farhad Manjoo,
whose review was headlined “Bliss,
but Only After a Steep Learning
Curve.” Manjoo, clearly something of an Apple fan, nonetheless
points out that where the company's game-changer products have
usually boasted interfaces that
revolutionise interaction with their
intuitiveness, the Watch doesn't:

“Unlike previous breakthrough
Apple products, the Watch's
software requires a learning
curve that may deter some
people... Indeed, to a degree
unusual for a new Apple
device, the Watch is not suited
for tech novices... It takes
some time getting used to,
but once it clicks, this is a
power you can’t live without."
Manjoo perservered, and while
the path to gadget romance proved
a rough one, he signed off with a
prediction that while the first Apple
Watch may be flawed and may be
only for a hardcore minority, in the
end it will change the way we
interact with information.

“It took three days – three
long, often confusing
and frustrating days –
for me to fall for the
Apple Watch.

But once I fell, I fell hard… The
first Apple Watch may not be
for you – but someday soon,
it will change your world."

Business Insider
Matt Rossoff of Business Insider says many of the reviews he
had read – mostly complaints –
sounded as if reviewers were a bit
confused by the new device:

“All in all, it seems like
reviewers were confused. But
this could be because the
reviewers — and probably
the people making apps for
the watch, and maybe even
Apple itself — are still stuck
in the current mindset of
how we use computers. Call
it the smartphone mindset.”
Rossoff says the computing world
as we know it is moving in a totally
different direction, one that will
embrace the internet of things,
artificial intelligence, and passive
interfaces: “This is where computing is going after the smartphone
era. It will be everywhere, it will
know what you want, and it won't
require you to do anything to get
something in return. Ubiquitous,
anticipatory, and passive. The Apple Watch is a small step forward
in all three categories.”
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Jeff Jarvis
is author of the just-published “Geeks
Bearing Gifts: Imagining New Futures
for News,” and also “Public Parts,”
“What Would Google Do?”, and
“Gutenberg the Geek.” He is professor
and director of the Tow Knight Center
of Entrepreneurial Journalism at the
City University of New York Graduate
School of Journalism. He is cohost of
the podcast “This Week in Google”
and blogs at Buzzmachine.com. Previously, he was president and creative
director of Advance.net, the online
arm of Advance Publications; creator
and founding editor of Entertainment
Weekly; Sunday editor and associate
publisher of the New York Daily News;
and a journalist on the San Francisco
Examiner and Chicago Tribune.

RELEVANCE AND AUDIENCE
SHOULD REIGN WITH NEWS
ON SMARTWATCHES
A

fter sporting an Android
Wear watch for nine
months, I have a few bits
of advice for news organisations
trying to adapt to yet another
platform:
First, don’t try to squeeze your content onto yet-smaller screens, as you
did with smartphones. Watches are
not just another content-delivery
mechanism. For that matter, neither
are smartphones.
Google teaches us that smartphones
are signal generators: When a user
chooses one Google app versus

18

WAN-IFRA REPORT

another, she reveals the context of
her current circumstances, needs,
and desires: She is going somewhere; looking up a restaurant near
her home or far away; looking for
information; and so on. Facebook
likewise separates messaging from
photo-sharing from social updates.
I say that news organisations should
reconsider and rebuild around the
many distinct use cases for news:
Tell me what’s going on in two
minutes; engage me for a half-hour;
alert me to something new in a
story I care about; help me find
information I need; help me find a

restaurant or movie or book; help
me connect with my community;
help me take action.

CONSIDER THIS
DO YOU REALLY KNOW
YOUR AUDIENCE
INTIMATELY?
Relevance will be a key issue
with wearables, particularly
on smartwatches, so the
news or alerts you send must
make sense for individuals.

#6

“DON’T REBUILD NEWS ONCE AGAIN
AROUND YET ANOTHER PLATFORM.
INSTEAD, REBUILD NEWS AROUND
PEOPLE — INDIVIDUALS AND
COMMUNITIES WITH THEIR DISTINCT
INTERESTS AND NEEDS — AND THAT WILL
HELP YOU ADAPT TO ANY PLATFORM.”
Should we write new apps for each
of these use cases? No. Apps isolate
us from the web. Apps are often
downloaded and then frequently
abandoned. We should build apps
only when we need specific functionality to deliver a service, not
merely to deliver content. Instead,
we should reconsider journalism
as a service. As a service, we need
to help individuals and communities — not the mass — meet their
own specific needs and goals using
whatever tools are available.
Every morning, my watch buzzes
with the most useless imaginable
alert: The New York Times tells me
that it has 20-some new stories. No,
really? If the day comes when The
New York Times does *not* have
new stories, then *that* would be
news that’s worthy of an alert.
Jim Brady, former head of news at
Digital First and now founder of the
mobile-smart local news service
Billy Penn, says an alert should
be something worth interrupting
a business meeting to share. The
worst thing a news organisation
can do is to stretch the definition
of breaking news on my wrist the
way cable news channels do on TV.
I hate getting an “alert” from a news
organisation only now catching up
to a story I’ve known for some time.

So when it comes to delivering an
alert on my watch (or on my old,
abandoned monument to buyer’s
remorse: Google Glass), make sure
the news you deliver is truly worth
interrupting what your user is doing
at the moment: a conversation, a
meeting, a walk, a drive, a meal.
This shouldn’t be too hard for real
editors: All it requires is news judgment. Don’t send an alert to all your
users unless it’s the kind of headline that — to resurrect hot-type
newspaper jargon — is worth wood
(that is, a font so big it was too heavy
for lead). I find that Cir.ca and the
Guardian are sparing in their use of
alerts, thus I give them permission
to interrupt me.
What will be harder — but far more
valuable — is giving me alerts of
personal relevance. There are two
ways to do this: knowing me and
knowing my context. My weather
apps know where I am and where I
live, so they give me alerts about big
storms coming to either place. Fine.
But it’s far more valuable to me
when Cir.ca sends me an alert about
something new in a story I follow.
Cir.ca is uniquely situated to do
that because it allows me to follow
specific stories and because it knows
what I’ve already read in that story.
Imagine that: a news organization
built to tell you what you don’t know.

CONSIDER THIS

#7

ARE YOU BUILDING
APPS OR CREATING
JOURNALISTIC SERVICE?
Jeff Jarvis argues that apps
should be created not to just
deliver content but rather for a
particular service, which in turn
becomes a valuable tool to help
to serve your communities.

The key to serving our publics via
both smartphone and wearables —
and the web and whatever will follow — is relevance. If you know me
as an individual and understand the
context of my circumstances, you
will give me greater relevance, utility, and value — and I am more likely
to give you greater engagement,
attention, trust, and thus data about
me. This, I argue in my new book, is
the essence of a new strategy for the
sustainability of news built around
relationships.
The bottom line: Don’t rebuild news
once again around yet another platform. Instead, rebuild news around
people — individuals and communities with their distinct interests
and needs — and that will help you
adapt to any platform.

Shaping the Future of News Publishing
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Bruce “Tog”
Tognazzini
is a usability consultant and partner in the Nielsen Norman Group,
which specialises in human-computer
interaction. In the 1970s, he was hired
by Steve Jobs as Apple’s first applications software engineer. He talked to
WAN-IFRA about the design of the
Apple Watch.

USABILITY GURU ON
THE APPLE WATCH: THE RIGHT
SMARTWATCH HAS ARRIVED
WHAT DO YOU THINK
APPLE HAS GOT RIGHT
WITH THE WATCH?
I think it’s going to be extremely good.
A high point is the digital crown,
which gets fingers away from the
screen so you are not covering it up;
that’s a big win.
And the fact you have two levels of
touch – light and heavy – gives a lot
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more information than you can get
with just one type of touch.
If you think about it, when you’re
using a mouse you get both hover
and click, and when they took that
away with smartphones and tablets,
that was a big loss.
The other point is the super-highdensity screen. I did a six-month
study at Apple on pointing devices,

and the only thing that beat the
mouse every time was a pencil and
paper – with pencils people soared
through tests twice as fast.
When you use a mouse on a traditional screen, you think you are
going straight across, for example,
but in reality you are gliding lightly
downwards and can easily miss
the target by a line. A high density
screen gets rid of that. OK, it’s a

“PIONEERS
LOOKED LIKE THEY
PORTED A LOT OF
PHONE SOFTWARE
TO A WATCH,
AND THAT IS
FUNDAMENTALLY
THE WRONG
APPROACH.”
small screen – you’re not going to
write an article on it – but for its
intended purpose, it is way superior
to what we’ve seen before.

WHAT ABOUT THE
USABILITY OF THE
APPLICATIONS?
I think they have taken a long look
at the scope and tried to make the
things that are the most useful require the least effort. As you branch
from that, tasks need more steps,
and at some point you will pull out
your phone or iPad, but they have
done a good job of understanding
the scope.

WILL THIS PROVE
A SPUR TO THE
SMARTWATCH MARKET?
Yes, I think you have the same situation as you had with tablets. For
about two years, we were waiting for
someone to do it right. People have
not always quite known what to do
with smartwatches. Pioneers looked
like they ported a lot of phone software to a watch, and that is fundamentally the wrong approach.

ONE OF YOUR 58
PATENTS IS FOR A GPS
WATCH. DOES THAT
AFFECT HOW YOU LOOK
AT THE APPLE WATCH?
I certainly hope the Apple Watch
can tell the time. I have a Pebble
and when flying from West Coast
to East Coast, the watch couldn’t
tell what time it was. Not only did it
not know what time zone it was in,
but it didn’t tell you what time zone
it thought it was in, so you had no
way of knowing. It made me late.
I’m hoping the Apple Watch won’t
make that error, but if it does you
will hear about it.
[Tognazzini patented the time-zonetracking wristwatch with built-in
GPS and simple time-zone maps that
re-sets itself automatically whenever
crossing into a new time zone, so Pebble’s shortcoming would have been
particularly galling.]

WILL YOU BE
BUYING ONE?
I’ll be there on Day One, but one
thing for sure is that I will not be

CONSIDER THIS

#8

WHAT WILL APPLE’S
BIG SALES SUCCESS
MEAN TO YOU?
With estimates of nearly 1 million
watches being sold on the first
day, Apple clearly gets a leg up
on the competition to ramp up
its development for future (more
frequent) iterations. Will that
have an impact on how other
manufacturers will be able to
invest in further development?

buying the gold one. If you look at
the first iPhone, it was the most
wonderful thing at that time, but
it had just nine apps. The watch is
going to be another thing that you
will replace over and over – they
will improve battery life, and next
year we will see the killer apps. If
you can afford to replace that over
and over with the gold version,
well, good for you.
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MORE JOURNALISTICALLY
USEFUL WEARABLES
ARE ON THE WAY
M

ost media managers are
salivating over today’s
smartwatches mainly for
what publishers might be able to
put on their tiny screens.

In reality, the more entrepreneurial opportunity this gear presents comes from its embedded
activity-tracking sensors. Even if
smartwatches aren’t a hit with consumers, dedicated activity trackers
are one segment of the wearable
market that has shown viability
on its own. And having insight
into not just where people are but

what they are doing at the moment
makes possible situationally reactive content — something different
for people who are kicked back and
relaxed at home vs. in the middle of
their Pilates at the gym or bicycling
to work when big news breaks.
But that’s just on the delivery end
of news.
In collecting content and actually
reporting the news, Apple Watches
aren’t much of an advancement for
journalists. Like Bluetooth earbuds, they are a remote interface

“DON’T LOOK TO THIS FIRST WAVE
OF WEARABLES FOR MUCH THAT
CHANGES HOW JOURNALISTS DO
THEIR JOBS GATHERING NEWS. COMING
NEXT, HOWEVER, ARE THINGS SUCH
AS A WRIST-LAUNCHED PERSONAL
DRONE AND JERSEY-MOUNTED SPORTS
CAMERAS THAT COULD OPEN UP WHOLE
NEW EDITORIAL APPROACHES.”
22
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Kerry J. Northrup
is a career journalist and international media executive who specialises in prototyping the future of journalism. Northrup created the original US$2.5 million
Newsplex model newsroom that helped move convergence from a fuzzy concept
to the accepted strategy that it is for most news media today. Now he has
launched The Newsplexer Projects — an independent entrepreneurial editorial
operation that designs and produces massive-media stories while showcasing
new ways of doing the news and training fusion journalists for the new mainstream media. He is the Turner Multimedia Professorship at Western Kentucky
University, and was publications director WAN-IFRA.

to the mobile phone, where the
real capability remains. Smartphones have indeed changed how
we do news work — giving us
constant communication with the
newsroom, on-the-go information access, pocketable HD media
capture, and locative assistance,
among other things. But activity
tracking via a wrist sensor isn’t
much use to editorial managers
except maybe for checking whether
your reporter has fallen asleep at
the city council meeting.
Just wait, though. There are more
and better wearables coming, some
with journalistic applications,
as demonstrated in Intel Corp.’s
recent Make It Wearable global
challenge among creators of such
technology. Take, for instance,
how sports reporting might be
enhanced through point-of-view,
live-stream video cameras that are
small and rugged enough to sew
into players’ shirts for football,

rugby and other sports contests.
Such a camera, along with a stripe
of biometric sensors that wirelessly transmit real-time heart rate
and other performance data to
sports fans, is the idea behind First
V1sion. The Barcelona-based startup was a finalist last November in
Intel’s competition.
“A sports event broadcast consists
of several cameras, but we’re used
to these cameras being impersonal, showing what you see from a
distance,” says First V1sion founder
Jose Ildefonso in the group’s entrepreneurial pitch. “Being in the
athlete’s skin is way more exciting.
You’re immersed by the sensations
of vertigo, speed and emotion.”
An enterprising news editor might
find an application for such wearable tech beyond just sports. Imagine a reporter in the middle of some
energetic public demonstration or
even a military battle beaming the

whole heart-pounding, personal
experience to the audience as it
happens.
In contrast, the U.S. developers of
Nixie cited no particularly journalistic aspirations at all in conceiving
of their camera-equipped, autopiloted mini-quadcopter that is
worn as a wristband. The Intel
challenge grand prize-winning
project is intended just to take the
ultimate selfie.
“If you don’t have a personal
photographer, if you don’t have a
personal videographer following
you around most of the time, how
do you capture those most special
moments?” explains project manager Jelena Jovanoic in the Nixie
demonstration video. The video
shows a rock climber, hanging off
a sheer face, tossing Nixie into the
air to video her traverse in full HD.
The 45-gram, hand-size drone is
pre-programmed either to boo-

Nixie’s camera-equipped, auto piloted
mini-quadcopter that is worn as a
wristband.
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“IMAGINE A REPORTER IN THE
MIDDLE OF SOME ENERGETIC
PUBLIC DEMONSTRATION OR EVEN
A MILITARY BATTLE BEAMING
THE WHOLE HEART-POUNDING,
PERSONAL EXPERIENCE TO THE
AUDIENCE AS IT HAPPENS.”
#9

CONSIDER THIS

HOW CAN OUR
JOURNALISTS UTILISE
THESE TOOLS IN THE FIELD ?
That begs the question of
should you “arm” all your
journalists with smartwatches
and other wearables to tell a
different perspective, weighing
innovation and investment.

merang — that is, shoot a picture
and return automatically — or to
remain aloft and trail the user while
capturing continuous footage. Intel
showcased the device live at this
January’s International CES in Las
Vegas.

Editorial uses for Nixie seem obvious, assuming local drone regulations allow. A reporter otherwise
occupied in covering a news event
could offhandedly (pun intended)
add a unique visual perspective to
his dispatch by simply flicking his
wrist into the air.
Other wearable tech with possible journalistic utility that is just
around the corner includes:
● A contact lens version of Google
Glass (no, they didn’t shut down
the entire project) that reporters
could use to discreetly access information feeds while in the middle of
interviews or other coverage.
● Several different devices either
carried in your pocket or woven into
the fabric of your clothes that turn

body motion into enough power to
keep your phones, cameras and other
essential devices charged up.
● One device I really hope falls
flat in the general marketplace,
because otherwise I know that
somebody in marketing will suggest reporters wear it when out and
about: jackets with LED displays
woven into them that could show
headlines across your back.
Before buying into in any particular wearable tech, keep in mind
that news media are a small niche
in the overall economy. So only
products that succeed on the mass
market are likely to be available
very long for our editorial use, especially at a price the average news
organisation can afford.

First Vision, a startup in Barcelona, has
developed these wearable cameras
that are armed with sensors to live
stream images and data to football
fans, for example.
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WHY JOURNALISTS CAN´T
SAY NO TO A SMARTWATCH

I

ordered my Kindle the first day
it was available in Europe. I
invited two young guys to my
home to jailbreak the first iPhone
for use in Europe because it was
only sold in the USA at this time. I
now own three tablets. And I wasted time and money on a wireless
alarm clock called chumby, three
broken Jawbone fitness bracelets,
and a lot of other crazy things.
Luckily I have a wife who accepts the
fact that I am investing our money
in “high-tech” to find out what this
technology will mean for the future
of journalism and the news industry.
Yes, some might say I am a geek.
But if that is the right expression,
it’s one that all journalists should
unabashedly embrace, too.
And as of this month, journalists can
no longer say no to a smartwatch.
During my new-media journalism
lectures in Switzerland and Germany, a surprising number of young
journalists told me: “Ah, I can´t
afford all these expensive gadgets.”
The other common excuse seems
to be easy: “Our tech or IT departments will deal with this.”

But how can you develop new products and new ways of storytelling if
you delegate all the experiences to
a tech specialist? Will the specialist
really be able to tell you how it feels
to be standing at a Christmas market when a smartwatch tells you
about the death of your favourite
singer? Can a tech guy describe
how I felt when I got the news
about Charlie Hebdo on my Pebble
smartwatch while I was sitting in a
management meeting?
Would you send your tech specialist to review a new movie? Would
you delegate the interview with the
local politician to him?
Journalistic work and the development of new editorial formats was
never delegated to a printer. It is a
job for journalists. So is the job of
bringing the right content to users
of smartwatches and other wearables.
Indeed, in today’s ever-evolving
disruptive technology environment, teamwork with your tech
colleagues is more important than
ever. But that doesn’t mean a free
pass on embracing and using these
technologies – not any more.

Years ago, who would have thought
how crucial mobile phones would
become for the everyday work of
a journalist, as they are today? Or
tablets? Or social media platforms?
Yes, it’s early days with wearables and smartwatches, and the
development cycles could be swift
or slow depending on the market
uptake. Either way, you cannot
afford to be left behind – for your
own professional survival and that
of your employer.

Ralf Ressmann is the Director of
Europe, Middle East and Africa for
WAN-IFRA and an unapologetic
gadget geek. He has more than a
decade of experience in digital media,
in varied roles. Ralf began his career
as an editor and editorial team leader
for T-Online in Germany. He went
on to hold leadership positions at
Coop Press, ETH Zurich, Information
Architects, and Denon Allmedia in
Switzerland. Ralf has a masters degree
in political science and rhetoric from
the University of Tübingen. Today he is
responsible for WAN-IFRA’s numerous
activities in the EMEA region.
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SURPRISE:
THERE IS A SHORTCUT TO
NEWS ON SMARTWATCHES!
S

martwatches have arrived on
the media scene – there is no
question about it, and there is
nothing to be scared or intimidated
about. In most people’s minds, the
success or failure of smartwatches
as a platform for news hinges on
how well the Apple Watch performs with the general public. But
perhaps there is another way to
look at it.”

Learning from SMS
When mobile phones became
popular, it didn’t take long for
publishers to see the opportunity
in sending breaking news alerts to
users’ phones via SMS. There was
no golden business model behind
this service, the systems needed to
make it happen were rudimentary,
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and adding a dedicated staff for
SMS alerts wasn’t even considered.
SMS was simply a tool everybody
used that could easily be used to
fulfill a very specific task for news.
Perhaps publishers can take that
approach when it comes to smartwatches as well. And the recipe is
incredibly simple. In fact it starts
on a different platform: Smartphone news apps.

A smartwatch will
change your habits –
more than you think
Let me use myself as an example:
Six months ago I bought a Pebble
Watch. I have worn it ever since,
and I now get phone call alerts,
text messages, calendar remind-

ers, meeting invitations, etc., as a
mild buzz on my wrist. Looking at
my wrist first – before I pull my
phone out – has become completely
natural. It’s convenient and less
distracting than trying to wrestle
my (gigantic) iPhone 6+ out of my
pocket.
Without my really noticing it, my
news habits also have changed
slightly. Once or twice a day my
Pebble vibrates and a news headline pops up on the watch – and I
don’t even have a news app installed on my Pebble! The news
headlines come from the home
screen messages on my iPhone,
where I do have a bunch of news
apps installed. Notifications that
pop up on my phone are automatically repeated on my watch.

Kim Svendsen
is an Advisory board member of WAN-IFRA’s Global Alliance for
Media Innovation, director of the stibo accelerator in Denmark and
vice president of marketing for publishing system supplier CCI Europe.
here he shares some practical tips on getting starting and embracing
emerging technologies.

From pull to push
The difference for me is that I don’t
feel the need (as much) to pull out
my phone three, four, five times a
day, select a news app, and browse
the latest news. The usual three or
four steps needed to take out my
phone and check the news have
gradually been replaced by a glance
at my wrist whenever it vibrates.
News has become a welcome addition to all the other notifications I
get during the day.
If a headline attracts my attention,
of course I’ll read the rest of the
news on my phone or laptop, but
now I chose the news app based on
who sent me the notification. For
me it means I have moved from
“pull” to “push” consumption of
news.

Phone notifications
are the shortcut
Most news publishers already have
dedicated news apps that support
notifications. Few actually use push
notifications very much – probably
out of fear that users will find the
constant buzzing in their pockets
annoying and uninstall the app.
But is it perhaps time to reconsider
how often you push news? Or perhaps worth telling users of smartwatches that by allowing push
notifications on your mobile news
app, they actually get the news on
their wrists?

What about the
native watch apps?
Don’t get me wrong – there is
absolutely still a place for native
smartwatch apps. There are literal-

“THE USUAL THREE OR FOUR STEPS
NEEDED TO TAKE OUT MY PHONE AND
CHECK THE NEWS HAVE GRADUALLY
BEEN REPLACED BY A GLANCE AT MY
WRIST WHENEVER IT VIBRATES.”

ly hundreds of exciting possibilities
waiting around the corner for those
who figure out how to make (good)
use of the sensors, touch screens
and taptic buzzing patterns. My
head spins when I start thinking
about the way my (future) Apple
Watch will get to know my habits
and preferences for news and serve
up exactly what I need when I need
it, and in a form suitable for the situation I’m in at the moment – but
that’s a different story.

Consider a less
ambitious start
If you are a news person – from
C-level to reporter in the field –
you owe it to yourself to try what I
tried. There is no reason to wait for
the world to give its thumbs up or
down to the Apple Watch.
My introduction to having a screen
on my wrist was a simple black
and white $99 Pebble Watch with
a comfortable 4-5 day battery life
and a learning curve measured in
minutes, not days. The watch became a natural part of me and the
fact that I was wearing technology
slowly faded into the background.
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TOM GRINSTED IS A
PRODUCT MANAGER FOR
THE GUARDIAN IN THE
UK WITH RESPONSIBILITY
FOR MOBILE APPS. HE
TALKS ABOUT MOMENTS
– THE 'GLANCEABLE'
GUARDIAN APP FOR
THE APPLE WATCH THAT
WAS ONE OF THE VERY
FIRST NEWSPAPER APPS
TO BE ANNOUNCED
FOR THE DEVICE (THE
OTHER BEING THE
NEW YORK TIMES).

THE GUARDIAN GOES WITH
‘GLANCEABLE MOMENTS’
Given the limitations
of display size and
interaction with a watch,
how have you tailored
the content of The
Guardian – known for
its length and analysis
– to a platform with a
screen no more than a
few centimetres across?
The point about the Apple Watch is
that it is a constellation device for
the mobile. The two of them form a
pair; the watch extends your phone
so you don't have to get it out so
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#10

often. The challenge is to provide
compelling short-form experiences.

CONSIDER THIS

We opted for a combination of
notifications pushing users to the
phone and self-contained content.
We pick content that's directly
interactionable – like the headline
and standfirst [introduction]. The
headline gives you the top level of
the story, which you take in with
one glance, but then one tap brings
you the standfirst. If you want more,
you take the phone out and the app
hands off seamlessly, opening up
the Guardian app to that article.

WHO COMPRISES YOUR
APP DEVELOPMENT TEAM?
Tom Grinsted of The Guardian
says you cannot develop
apps for smartwatches or
other platforms in a vacuum –
especially editorial and digital
teams need full collaboration.
But what other departments or
staff should be at the table?

Moments is referred to
as offering a personal,
tailored experience.
How does that work?
We have a lot of data about what
you're doing as a user, so, for
example, we publish photo galleries between lunch and 3 p.m. as
people flag at work and look for the
photo of the day, or film reviews
on Thursdays as they start to think
about the weekend. On the watch
that could mean that the film review opens with a star-rating, then
a tap brings up a bit more information if you're interested, and then if
you want the full review, you'll read
it on your iPhone.
Lastly we have also done the work
to optimise our breaking news
alerts to make them really work on
the watch and help people make a
choice. There are possibilities with
an alert… You might read it and
go ‘wow, tell me more’, in which
case you take the phone out and
the story hands off to the phone,
or you might not be interested and
dismiss. But there's also the middle
ground, where you care but you're
not in a context to give it the time,
so for that we built in a ‘save for later’ option. Catering for those three
options together give it a user-centric feel.

Is it all about the
technology, or is there an
editorial stance involved?

Breaking news alerts are [by their
nature] insistent, so as an organisation we took the stance that
there are limits of about one a day.
Currently we know that the optout rate for alerts is well below 10
percent, so we are confident with
that cadence. Again, though, it is
design, because built into the app
itself is a set of far more advanced
alert options you can customise, so
if you want, you can follow [celebrity chef] Hugh Fearnley-Whittingstall and have an alert when he
publishes a new recipe.

So where do you see this
going? What do you enjoy
about the challenges this
poses to the industry?
I believe that the phone is becoming the centre of digital life and
there are constellation devices
around that; Apple Watch is one
example, but so is Fitbit and TV devices that extend your phone onto
the big screen.
As for developing Moments, I really
enjoyed it – there is something important about enjoying experimentation, and I don't think companies
will be successful unless they do
enjoy experimentation.
One of the lovely things about
developing for the platform is that
you can't do it in a vacuum. You
can't have developers doing this
alone, as there are editorial choices

CONSIDER THIS

#11

HOW MANY ALERTS?
What seems to be a natural
feature of smartwatches must
be carefully considered in terms
of volume and actual content.
Give users the chance to
customise as much as possible.

to be made about what you put in,
so it involves people from across
the whole business.
It brings people together in a
collaborative way, and close ties
between digital and editorial are
essential.
As for what happens next, by
announcing that they were moving
into smartwatches, Apple almost
paused the markets because people
waited to buy a device until they
saw the Apple version. Now that
it's all public, the market really
starts to get livened up. Yes, there
has been some competition in this
space previously, but it's been a bit
on hold – it's the next 12 months
that will get really interesting.
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THE NEW YORK TIMES’
LONG VIEW ON WEARABLES
MATTHEW BOGGIE IS EXECUTIVE DIRECTOR
OF THE RESEARCH AND DEVELOPMENT
LABORATORY AT THE NEW YORK TIMES. HIS
REMIT IS TO LOOK AT TECHNOLOGY AND HOW
IT AFFECTS THE FLOW OF INFORMATION.

T

he buzz may be about the
Apple Watch – and publishers wanting to see the
likes of the NYT experimenting
with first apps – but as executive
director of an R&D lab, Boggie’s
perspective is all about looking beyond the release of a single device
and focusing more on the future
implications of technology.

How excited are you
about the current
state of wearables?
You have to remember that we are
at the very beginning of the process
of working out what to do with
those new small screens.
As the next generation of devices
becomes more ubiquitous, we will
build new interactions, but with
wearables we are seeing a lot of
attempts to take what we’ve already
done on other screens and port
them over to the new device.
That’s an age-old problem – the
first reaction to TV cameras was to
read radio scripts into them, and
realistically it will involve living
with the new technology for a while
before we start coming up with better interactions.
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So what are you looking
at for the future?
At the labs we’re never really looking at the next product but rather
several cycles away from that. With
wearables the first wave of uses is
very aspatial and asocial. The things
I want to know as a person are
about interacting with my space, but
with breaking news alerts I could be
in Arizona or in Europe when those
news alerts pop up.
We’re looking at making things
much more spatial, so that if you
take our recommendations for coffee shops, for example, and you’re
walking past a spot we recommend
in Barcelona, then we want to alert
you, and from that have you find
our tour of the city. Putting that
element of space back into the
information is important.

CONSIDER THIS
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BEYOND SWIPE AND TAP?
What can publishers possibly
offer or utilise around voice
recognition, recordings,
etc., with wearables?

“AT THE LABS WE’RE NEVER
REALLY LOOKING AT THE NEXT
PRODUCT BUT RATHER SEVERAL
CYCLES AWAY FROM THAT.”
The other thing is that the current
devices are not social – if anything,
they are about separating you from
the people you are with, and we
want to look at ways of adding new
dimensions to the way you speak to
the people you are in front of. For
example, a wearable that listens to
conversations and lights up to show
when a topic comes up that you
have been researching – something
you have resonance with. That’s
using wearables to try to bridge the
online-offline gap and create an
enhanced social experience.

There’s an understandable
focus on smartwatches,
but how do you see
goggles and visual overlay
displays in the future?
When it comes to overlays, I think
where Google Glass got it wrong
was in thinking that you would wear
it all the time, but there are real
places where the visual experience
is useful – take a look at Microsoft’s
HoloLens [http://www.microsoft.
com/microsoft-hololens/en-us].

ing, and we are a lot further along
than most of our competitors.

CONSIDER THIS

Two levels of touch,
voice control... how do
you see us interacting
with wearables?

ARE YOU PREPARED
TO HANDLE DATA
PRIVACY ISSUES?

We’re at an interesting point with
these devices that feel analog but
have a subtle digital participation.
We are used to watches being so
simple that making them into tiny
phones on your wrist may prove
interesting to some, but will create
a split between those designing for
aesthetics and those designing for
function.
When you get ready in the morning it seems natural to use voice.
I don’t often talk to my computer,
because it has a rich set of interfaces, but you could imagine a talking
mirror, a piece of furniture that
would work. With wearables we are
in a weird place because they are
a mix of analog things and digital
devices, so do I use a crown or do I
talk and tap?

The problem with [camera input
devices] is a different one in that
there are few companies other
than Google and Foursquare who
can give you visual information to
overlay the position you are in.

Apple has done both with Siri and
double-touch, but they have also
included the scroll wheel from 20
years ago.

Even here at The New York Times
in the city where we have extensive coverage of architecture, the
process of tagging and cleaning up
our articles so they could be part of
that would be quite an undertak-

There are more important things
than location and time. If I’m on
my way to work and I bump into
a friend and have a discussion,
I’m more interested in what we
were talking about than when and

#13

With some of the possibilities of
social interaction with wearables,
naturally the issue of data
privacy will come into play.

where. There are ways you could
use speech recognition and text
analysis to capture those moments,
although of course all such things
come with a level of understanding about the limits of privacy and
where that goes.
With all this data it is important to
think about where the data goes,
who sees it, how long it is kept, and
whether we are happy with that
intrusion.

And the future?
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SWEDEN’S AFTONBLADET
TAKES CAUTIOUS APPROACH
ANDREAS ASPEGREN IS VICE PRESIDENT AND HEAD OF NEWS
PRODUCTS ONLINE AT AFTONBLADET. THE SWEDISH TABLOID WAS
ONE OF THE WORLD LEADERS IN GOING ONLINE WITH A NEWS
WEBSITE THAT DATES BACK TO AUGUST 1994, SO IT IS NO SURPRISE
THAT ASPEGREN IS KEEPING A SHARP EYE ON WEARABLES AND THE
APPLE WATCH. IT IS CLEAR, HOWEVER, THAT THE PAPER HAS NOT
BEEN SWEPT AWAY BY THE HYPE AND TEMPERS ITS ENTHUSIASM
FOR NEW PLATFORMS WITH A HEALTHY DOSE OF WAIT-AND-SEE.
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“ONE OF THE BIG THINGS WE BELIEVE
RIGHT FROM THESE EARLY DAYS IS THAT
IT IS KEY NOT TO OVERDO THE USE OF
SUCH A PERSONAL DEVICE. WE DO
NOT SPAM OUR VISITORS TODAY ON
THE MOBILE, AND WE WON’T BE DOING
SO ON ANY WEARABLE DEVICE.”
How important are
wearables for you
at Aftonbladet?
Our approach is that it is especially
important to us at Aftonbladet to
be on all new platforms that arise
for the users. However, in terms
of the importance, it is too early
to say how the usage will develop;
we simply do not know yet. Similarly, while we are working on how
applications would capitalise on
the intimacy and immediacy of
wearable devices, it is too early to
give details about exactly how they
would work.

Before the Apple Watch
stole the limelight, a lot of
publishers were putting
their energy into headsup wearables (Google
Glass and similar). Do you
think we will see different
content developed for
those devices as opposed
to smartwatches?
I think it is highly probable that
this will be the shift here – that
there will be diverging development for heads-up rather than
smartwatches. From our own point
of view, we will naturally be looking to take advantage of the growth
in media diversity and opportunities that offers.

Speaking of opportunities,
do you think this is an
opportunity for publishers
to make money? Or
simply an opportunity for
the device manufacturers
to make money?
We will see, but right now we are
developing an exclusive ad format
designed solely for the smartwatch
platform, so clearly we believe
there is potential to earn from it.
Part of the question is the degree
to which we see truly new content
formats as opposed to a way to
drive people to existing formats on
phones, etc. A lot depends on how
seamless the interaction is and the
user experience of moving between
the different devices.

With the screen space
and interaction offered
by wearables, how does
a publisher differentiate
its update messages
from those of others?

CONSIDER THIS
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WHICH ADVERTISING
FORMATS WILL WORK?
Aftonbladet is developing an
exclusive ad format designed
solely for the smartwatch
platform, so it will be interesting
to see how ad formats are
embraced – or not.

big things we believe right from
these early days is that it is key not
to overdo the use of such a personal
device. We do not spam our visitors
today on the mobile, and we won’t
be doing so on any wearable device.
At Aftonbladet, we have strict recommendations for the news editors
on exactly how many push messages they can send out each day and
at what times.

I think that in the early days, to
be honest, the push messages are
likely to be similar to those we
see on mobile devices now. Later,
however, as we learn from user experience, that may very well change
and bring with it a greater variety
of content and choice. One of the
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SANOMA READY TO
SEIZE ON THE SENSES
OF WEARABLES
TAMÁS SZÉPVÖLGYI IS CEO OF SANOMA’S MOBILE
DEVELOPMENT CENTRE, WHICH WAS SET UP IN
BUDAPEST BY THE NORDIC MEDIA COMPANY
SANOMA CORPORATION TO ACCELERATE THE
RESEARCH AND PRODUCTION OF MOBILE MEDIA
ASSETS ACROSS THE SANOMA GROUP. THE CENTRE
ESTABLISHED A SHARED CODE LIBRARY TO REALISE
SCALE ECONOMIES, AND HAS QUICKLY BECOME A
CENTRE OF EXCELLENCE FOR THE DEVELOPMENT
OF MEDIA APPLICATIONS FOR DIGITAL SCREENS.
With regard to the current
attention surrounding
wearables, how do you
distinguish the hype
from the real possibilities
for publishers?
The wearables market is certainly
expanding fast; it is over-hyped at
the moment. I would say that it is
too early to tell anything for sure
about where it will end and what
wearable formats will really suit
the readers.
But one thing for sure: This can be
an important first touchpoint for
any publisher. If you have a device
strapped to you, it is physically very
close – even a literal touchpoint on
your skin. What publishers can do
is guide the reader from one screen
to another, and the wearable device
is the first base in that journey.
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The contact with these devices is
more evident and much closer than it
was with the phone. When smartphones first came out, we thought
that you couldn’t get much more
intimate than that, but as we get to
the point where you are measuring
the heartbeat and body temperature
of your reader, then it’s fair to say we
are truly close to him or her.
There are still a lot of unanswered
questions, especially on the privacy
and data collection side. For example, Apple’s ResearchKit enables
developers to know the data of the
bearer of the device. In theory,
without wanting to be too futuristic, when someone is wearing the
Apple Watch you could send push
notifications as a buzz on the wrist
depending on the conditions. Let’s
assume if the sensors say they are
nervous, maybe now is not the time
to send a news alert about tax rises.

“PERSONALLY, I WOULD RATHER RELY ON OUR
EARS THAN OUR SKIN. OF COURSE OUR SKIN
IS THE LARGEST SENSORY ORGAN OF THE
BODY AND AS SUCH CANNOT BE MISSED OUT
ON, BUT THERE ARE PLENTY OF OTHERS.”

It’s just an example, but the fact
is that the [physical and possibly
emotional] state of the person can
be known, and this is something
that is already there.
One thing, however, is certain: We
have seen many wearables, and not
one of our [human] senses is going
to remain long without a device
designed for it.

Talking about the
different senses, we’ve
seen smartwatches and
enhanced vision – what
do you think will be next?
Personally, I would rather rely on
our ears than our skin. Of course
our skin is the largest sensory organ of the body and as such cannot
be missed out on, but there are
plenty of others.
I think we will be seeing a big rise
in the use of audio; that is an as-yet
untapped opportunity, and I think
that audio content like podcasts
and digital radio could be tailored to the context the user finds
themselves in. That in turn could
result in a much more valuable ad
space for the advertisers. If we’re
talking about untapped opportunities, another large segment is the
connected car as an extension of
the existing digital ecosystem.

So you see wearables
as a further stage in
the interconnectivity
of media?

It is pretty evident that every
single connected thing is capable of
becoming a medium and that the
definition of media will have to be
expanded. For example, now you
can measure the heartbeat of your
loved one with a watch, and you
can easily transmit that information into your home lighting system, so the lighting could change to
suit the mood.
You sit down and a smart chair
turns on the TV (if such a thing
exists by then), which plays your
favourite series by VOD [video on
demand], and not your wife’s programmes because the couch and
TV both know it’s you.

And the potential for
publishers in that?
Leaving aside the Jetsons-style
futurism, this means that we now
know what screen the user is on.
Let’s say that my print subscription
expires – well, now I can be notified at the proper time and on the
proper device that it is the moment
to extend my subscription. That’s
just one down-to-earth example of
harvesting what is now available.
We are at the beginning of big
data usage by publishers and these
platforms help us build efficient
systems.

CONSIDER THIS
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WHAT IF OTHER DEVICES,
LIKE EARBORNES,
TAKE OFF?
Tamás Szépvölgyi of Sanoma
says the opportunites around
sound will present publishers
with numerous opportunities,
particularly around advertising.
Is it too early to starting
thinking about that?

textual media. For example, there
is a Dutch subscriber sitting in his
car… we aren’t going to bother him
or her with all the national traffic
information available, no. What
we will do is buzz their arm while
they drive and show only the relevant, urgent information for that
precise route. Furthermore, we will
present information in a format
that can be glanced at, that can be
processed in just under one second.
Watch screens, car screens and
digital audio will be an inevitable
addition to the current digital
media sphere. Although we are still
in an early phase, forward-thinking
media owners have started adopting their products already.

By the time this article is published, Apple Watch will be out
in the Netherlands. The Watch
enables the media industry to
maximise the performance of con-

Shaping the Future of News Publishing

35

PUBLISHER PLANS

ZEIT ONLINE:
THE MARKET DECIDES
OUR STRATEGY
MICHAEL SCHULTHEISS IS HEAD OF R&D AT DIE
ZEIT ONLINE. WHILE DIE ZEIT WAS NOT ONE OF
THE PUBLISHERS TO SHOWCASE APPS AT THE
LAUNCH OF THE APPLE WATCH, IT IS HAS BEEN
KEEPING A CLOSE EYE ON DEVELOPMENTS AND
INTENDS TO RELEASE APPS FOR APPLE AS WELL
AS ANDROID WEAR WITHIN ONLY A FEW WEEKS
OF THE APPLE ANNOUNCEMENT. SCHULTHEISS
GIVES HIS VIEW OF THE POTENTIAL IMPORTANCE
OF WEARABLES FOR THE NEWS PUBLISHER.

There has been a
considerable amount of
publicity surrounding
wearables – and yet
few concrete examples
of their use by news
publishers. How important
do you think wearables
are likely to be for you
and your organisation?
We are monitoring the trend indepth and we are going to release
native apps both on Apple Watch
and Android Wear this year. We are
exploring new devices and technologies in our R&D department on a
regular basis.
We don’t really expect wearables
to have a disruptive influence on
our content strategy in the near
future, but at the same time we
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do acknowledge that they could
have a long-term influence on user
behaviour.
Smartphones brought the internet
into our pockets. Watches, glasses,
or even contact lenses could tie it
even more closely into our daily
routines. Are users going to buy all
those shiny new devices? Well, that
is for the market to decide.

You are about to release
apps for both of the
leading watch operating
systems. How do you
see your applications
working on wearables?
Actually, we seek a combined approach between teasers for content
and different levels of alerts.

For smartwatches we see customised alerts as the main feature,
focusing on important news from
a range of channels. If you are a
publisher catering to local audiences, you could offer location-based
alerts. For audio content, the controls can move to a more comfortably accessible space.
Concerning smartwatches, we are
seeing the second generation of
Android Wear devices, and as of
April the first generation of the
Apple Watch. As publishers, we
have to learn what users want, as
do the manufacturers. Frankly, the
options for an app developer on a
smartwatch are very restricted at
the moment.
The possibilities of glasses are totally different to those being offered by
smartwatches. They seem to me to
be tailor-made for video content.

In either case it is important to provide easy access to toggle notifications and to make some very careful decisions about which content
we push to wearables and at what
time. We want to avoid too much
content. Less is more sometimes.

Do you think this is an
opportunity for publishers
to make money, or
simply an opportunity
for the manufacturers
of the devices?

CONSIDER THIS

#16

DO I LAUNCH NOW
OR WAIT?
For Die Zeit, it is crucial
to be an early adopter of
such technologies and
find ways to make money
with them in the future.

As journalists, publishers and
content producers, nowadays we
have to think about structuring our
content in such a way that we can
bring it to any future device or platform with the least cost possible
– and later find a business model
for it. If the audience on wearables
is big enough or has certain unique
characteristics, we will find a way
to make money.

“FRANKLY, THE OPTIONS FOR AN APP
DEVELOPER ON A SMARTWATCH ARE
VERY RESTRICTED AT THE MOMENT.”
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WELTN24: ENGAGE AND
TEST YOUR AUDIENCE
WHEN AXEL SPRINGER IN GERMANY BOUGHT THE N24 TV CHANNEL
IN LATE 2013, THE ULTIMATE GOAL WAS TO COMBINE THE STRENGTHS
OF TV, PRINT AND DIGITAL. THAT GOAL WAS REACHED IN JANUARY
OF THIS YEAR WHEN THE COMPANY LAUNCHED WELTN24, ITS
WHOLLY OWNED SUBSIDIARY, DRAWING ON THE ASSETS OF N24
AND THE PRINT TITLES OF DIE WELT AND WELT AM SONNTAG.
CASPAR SEIBERT IS DIRECTOR OF PRODUCT MANAGEMENT
APPS & PREMIUM, AND GRISCHA RODUST IS HEAD OF
EDITORIAL PRODUCTS APPS & PREMIUM. THEY SPOKE
WITH US ABOUT THEIR THOUGHTS ON WEARABLES.

Casper Seibert

How important are
wearables for you?
Casper Seibert: At WeltN24, we
are highly interested in new trends
and devices. We were the first German newspaper on the iPad and
will be one of the first on the Apple
Watch. We want to be the first
resource when it comes to news –
regardless of whether our audience
is watching TV, using a stationary
computer, a smartphone, a smartwatch or a device we can’t even
imagine today.
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How do you see your
applications working
on wearables?
Seibert: We will have newsflash
updates, teasers for content on the
phone, as well as a multi-structured approach with different
levels of alerts.
On devices like the smartwatch,
we will give our users very short
news, so they can be up to date as
fast as possible. We have a special
service which boils down all the top
news to a few sentences. However,

if readers like to dive deeper, they
will be able to easily switch to their
smartphones and continue with
reading longer articles. And, of
course, we will inform our audience with push alerts. We will start
with breaking news and see if push
notifications work for us on the
smartwatch. Overall we tried to
keep our smartwatch app as simple, fast and beautiful as possible.

Do you think we will
see different content
for heads-up wearables
(Google Glass and
similar) as opposed
to smartwatches?
Seibert: If the smartwatch becomes something that is worn all
the time, we could find it replacing
our keys, money, and purses. It
would be closely integrated into
our daily activities, delivering the
information we need exactly when
we need it and without having to
look for it. With heads-up wearables, you can eventually create
new scenarios for gaming, video or
documentation.

Do you think this is an
opportunity for publishers
to make money? Or will it
simply be an opportunity
for the manufacturers
of the devices?
Seibert: The most important
question we are thinking about is:
How will users consume news in
the future and what can we contribute to their needs? We already
have a digital subscription model
and will, of course, continue with it
in the future.

Do you think that this is
an opportunity for truly
new content formats or
simply a way of driving
people to existing formats
(on phones, etc.)?
Grischa Rodust: Both. People
are already consuming a lot of
news on their smartphones and
will not stop doing so just because
they have a new watch. However,
there is evidence that attention and
usage with the smartwatch will be
short but more frequent. So news
reports have to be short and clear.
Just putting an existing 3,000-line
article on the wrist won’t help.

Grischa Rodust

Wearables bring limited
screen space and
interaction, so how does
a publisher differentiate
its update messages
from those of others?
Seibert: We have to discover our
love for the short form. In the past
the quality of an article was often
estimated by its length. With the
Kompakt-App for smartphones we
have already proved that short and
clear information can be a powerful way to narrate the news. We
simply want to give our readers the
best experience with news on their
wrist – and we want to be faster
than others.

How do we avoid overkill
and user fatigue?
Seibert: Talk to your audience!
We are doing a lot of user-centric
development and testing. If we
are uncertain about overkill, user
fatigue and such, we just sit down
with our users and talk to them.

CONSIDER THIS
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HOW ARE YOU TESTING
YOUR NEW PRODUCTS
WITH USERS?
If you want to know what your
audience wants today, why
not ask them, says Grischa
Rodust. That is exactly what
WeltN24 does in Germany.

“WE ARE DOING A LOT OF USERCENTRIC DEVELOPMENT AND TESTING.”
Shaping the Future of News Publishing
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FAZ PREPARES FOR
WEARABLES LAUNCHES
NICO WILFER IS HEAD OF PRODUCT DEVELOPMENT AT FRANKFURTER
ALLGEMEINE ZEITUNG, A NATIONAL DAILY NEWSPAPER IN GERMANY.
FOR FAZ, IT IS CLEAR THAT THE APPLE WATCH HAS SIGNALED
THE MOMENT TO GET ACTIVE IN THE WEARABLES SECTOR, BUT
HOW IT WILL ALL PAN OUT REMAINS TO BE SEEN, SAYS WILFER.

How important
are wearables, and
specifically the Apple
Watch launch for the FAZ?
We are definitely more and more
interested in wearables thanks to
the launch of Apple Watch. From
our point of view, the Apple Watch
marked the point at which we were
going to do something for wearables. I am very positive about
launching an Apple Watch app and
complementary watch functionality for our existing iPhone apps,
though we are also speaking to
Android manufacturers and are
interested in that space as well.

What are your first
impressions?
What we got when we talked with
agencies about the Apple Watch
was the feeling that the software
developer kit [SDK] is very restricted in terms of functionality at the
moment. Certainly it would be a
good idea to first offer our customers breaking news directly on the
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wrist, but we are deeply interested
in offering more to users of smartwatches. We are not that much into
the smartwatches of the moment
for what they do. Yes, we are extending smartwatch functionality
for existing applications, but these
are first steps.
That said, the marketing effort
and Apple’s track record have a
special role to play in this field and
in Germany, at least, the coverage
Apple got when they announced
this meant that it was always going
to be a good thing for a publisher
like FAZ to be an early adopter in
the field and and reach out to those
early adopter consumers. For the
FAZ, early adopters of such an
expensive smartwatch fit firmly
within our target audience.

And the Frankfurter
Allgemeine Zeitung’s
own plans for launch?
We are aiming to have our Apple
Watch extension for news applications on release on the 24th of

The FAZ is looking into a number of
functionalities on smartwatches but
one thing is clear: breaking news will
be a top priority, like that for other
publishers.

April. We’re looking into other
functionality, but the one thing we
know for sure will be available right
from the start is the breaking news.
We find, however, that the developer kit restricts the scope of what
we can do, so while we are working
on ideas for news services beyond
breaking news, we can’t be sure
what will concretely launch in April.

Will you be buying one?
Speaking as a private individual,
I’m not sure about it, but it’s one
of those things you really need
to try out in order to decide. If I
didn’t work in the digital space
and in a position where we develop
for it, I’m not sure I would spend
that much money on a companion

device, but that’s a decision you
can only make once you’ve had it
in your hand. To ensure the best
user experience, we will be trying
them extensively in everyday life
situations.
Let’s not forget that right now
the iPhone has gone through six
iterations and that it started to be
a really good product from about
the iPhone 3, but the first one
was a long way from what we see
now. I think that the hardware
and battery life [of the Watch] is
not where the iPhone is now in
terms of product quality, and that
could even be a reason for Apple’s
decision to give the SDK free to
developers, so we will see.

CONSIDER THIS
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THE COMPETITION?
Who are your competitors in
this field and what are your
traditional competitors doing?
If a news publisher is in a waitand-see mode with wearables,
perhaps this is the opportunity
to make an impact with an
untapped audience, for example.

“FOR THE FAZ, EARLY ADOPTERS OF
SUCH AN EXPENSIVE SMARTWATCH FIT
FIRMLY WITHIN OUR TARGET AUDIENCE.”
Shaping the Future of News Publishing
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LE FIGARO SAYS IT’S UP
TO THE SMARTWATCH
CHALLENGE
AS OPERATIONS DIRECTOR OF LE FIGARO, A DAILY NATIONAL
NEWSPAPER IN FRANCE, IT IS LAURENT SUPLY'S JOB TO PILOT ALL
THE CONCEPT PROJECTS OF WEB AND MOBILE, INCLUDING THE
DESIGN OF APPLICATIONS ACROSS ALL PLATFORMS. WE TALKED
TO HIM ABOUT WEARABLES AND THE APPLE WATCH LAUNCH.
Is the Apple Watch a key
focus for Le Figaro or
simply one element of
a broader approach?
Our situation is that we have three
screens to watch right now and are
looking at all the current platforms:
mobiles, tablets, etc. The smartwatch
is probably the most complicated
challenge in terms of usage, but
everything, including [Internet-]
connected glasses is possible.
The first thing is the Figaro Apple
Watch application – why the
watch? Well, because the launch
profile of the product has set it in
front of a larger public, so we are
going with that strategy in the
interest of presence. Later there
will be apps for other smartwatches
and we see the broader category
of connected objects taking off.
The history of Apple's approach
with new products is usually that
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it takes the fun uses and gradually
translates that into a more general
and socially acceptable role.

So what's your vision
for applications on
the Apple Watch?
We consider that the comparative
advantage of a watch over the other
screens is that we see each screen
having its points of use: mornings
and evenings for the smartphone,
evenings in particular for tablets,
and then at work there's usually
the large screen. By comparison,
with the watch the screen is always
on, all day. Furthermore, there is a
much lower 'cost' of usage – compared with going and finding your
tablet, switching on the computer,
or getting the phone out, looking
at a watch means minimal friction.
It presents less friction than any
device, so that's an opportunity for
usage.

Will the watch be a
stand-alone device
or a companion to
other devices?
What we've seen to date with other
devices is a pyramid of usage being
established. We're going to have a
major process of testing new uses,
but the most obvious starting point
is clearly breaking news – a service
that can warn the user that something is happening somewhere in
the world. So we will be starting
with alerts, although there will be
more than that in the application.
Of course we have Le Figaro, which
lends itself to news and financial
news, but we also have themes such
as culture and sports, so while we
will start with Le Figaro for news,
we will be looking further.
We will be making use of all the
characteristics of the watch, nota-

bly with regard to its touch potential, and we are looking at learning
the way users work with it, looking
for the simplest possible way to
deliver what they want. People will
learn that reflex, but for the moment we will start with simple and
lucid interactions simply because
there is so little space available on
a watch, so we have to make it as
comprehensible and easy to read as
possible.

With such challenges
for user interactivity
and new uses, is it too
early to worry about
monetising the devices?
Our intention is to monetise every
single screen we are present on.
Right now we have a background
developing mobile platforms, so the
objective is to encourage a more
complete consumption of our apps
in partnership with the watch.

From there, however, we will move
on to ways of monetising the platform that we probably won't have at
the outset, as we have a better idea
of what we are working with.

Will the Apple launch
kick-start the market?
Apple's influence is extremely
important, especially if you want
to reach a wider public and create a
brand with broad appeal. For us it
is important to be there at the start.
One of the things we will be
looking for in terms of adoption
is public acceptance. Right now it
is not looked upon kindly to take
out your smartphone and look at
it during a meeting if you want to
check some information. Whether
that will be different or not with a
smartwatch is something we will
be keen to find out.

CONSIDER THIS

#19

HOW DO YOU ADDRESS
THE ‘ALWAYS-ON’
SMARTWATCH?
Le Figaro points out that
smartwatches tend to be “on”
throughout the day with users,
as opposed to mobile and
tablets, which have different
peak points during a day,
presenting unique opportunities
for content distribution.

“APPLE'S INFLUENCE IS EXTREMELY
IMPORTANT, ESPECIALLY IF YOU WANT TO
REACH A WIDER PUBLIC AND CREATE A
BRAND WITH BROAD APPEAL. FOR US IT IS
IMPORTANT TO BE THERE AT THE START.”
Shaping the Future of News Publishing
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ADVERTISING ON WEARABLES

Mike Reynolds
Senior Mobile Executive for the Internet
Advertising Bureau (IAB) in the U.K.

THE REVENUE QUESTION:
‘SHOW ME THE MONEY’
THE EXCITEMENT AROUND WEARABLES IS
STILL MORE ABOUT THEIR THEORETICAL
POTENTIAL THAN ANY REVENUE
PROJECTIONS FOR PUBLISHERS, SO THE
BIG QUESTION IS WHETHER ANYONE
OTHER THAN DEVICE MANUFACTURERS
STANDS TO MAKE MONEY FROM THEM.
44
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W

e spoke with the
Internet Advertising
Board (IAB) about the
prospects for publishers looking
to monetise wearables. IAB UK
Senior Mobile Executive Mike
Reynolds answered our questions.

HAVE YOU SEEN
ANY EXAMPLES
OF PROPOSED
ADVERTISING MODELS
FOR SMARTWATCHES
OR GLASS-STYLE
HEADS UP DISPLAYS?
For brands to capitalise on the new
opportunities that smart watches
and wearable technology presents,
they are going to have to come up
with new and creative ways to engage with their target audiences. It
would seem to me that we’re headed into a notification-based world
where brands can use the rich data
that wearable tech provides to add
real value to their customers.
For me, wearables will be used to
trigger people into performing an
action that will likely take place
on another digital touch point, or
even in bricks and mortar, which
will have a massive role to play in
purchase funnel.

THE SDK WITH
THE WATCH GIVES
ACCESS TO A LOT OF
INFORMATION ABOUT
USER ACTIVITY AND
LOCATION. HAVE YOU
SEEN ANY REVENUESHARING POTENTIAL
FOR PUBLISHERS
TAPPING INTO THAT
AND MONETISING
THEIR CONTENT?
Location has always been the thing
that brands get most excited about
when it comes to mobile technology, and smartwatches will be no
different. The obvious fit in terms
of using location will be for retail,
with the data that watches provide

meaning brands will be able to
send much more intelligent messages. Publishers and brands will
have to be careful, however, as the
more personal the device becomes
the more resistant consumers
become to personalised advertising unless they can see real value
exchange.

WHAT KIND
OF BRANDING
OPPORTUNITIES DO YOU
THINK SMARTWATCHES,
ETC., PRESENT FOR
NEWSPAPERS?
In my opinion, smartwatches offer
huge branding opportunities for
newspapers given the relationship consumers already have with
traditional print outlets on their
mobile devices. The New York
Times is planning some really
interesting things in this space and
have just announced an app for the
Apple Watch.
The app will be centred around
short snippets of text which can
then be opened in full on iPhones
and iPads if the user finds the
short summary interesting. I think
this is a really clever move by The
New York Times, especially as consumer behaviour is moving further
and further towards short-form,
‘live update’ style, content.

DO YOU THINK
SMARTWATCHES,
ETC., WILL HELP WITH
THE DEMOGRAPHIC
ISSUES NEWSPAPERS
FACE IN ATTRACTING
MILLENIALS?
It’s early days for smartwatches
which means it’s difficult to predict
what the shift will be in terms of
millennials’ consumption of news.
The issue I see at the moment is
the price point of many of the new
launches from the likes of Samsung and Apple, which effectively
price out the younger generation.

CONSIDER THIS

#20

CAN WE MONETISE THIS?
Aside from the logical questions
of advertising and bundling of
services, location services are
obviously attractive for brands.
Then there is a question of
bundling of subscriptions with
other products and services.

Until something affordable comes
to market, which fuels widespread
consumer adoption, it would seem
that smartwatches will be reserved
for the early adopters amongst us.

ARE THERE ANY
OTHER POSITIVES FOR
THE NEWS BUSINESS
THAT YOU CAN SEE
ABOUT WEARABLES,
PARTICULARLY GIVEN
THEIR ALWAYS-ON AND
VERY INTIMATE NATURE?
Social platforms play a massive
role in today’s digital media consumption and a major factor for
this is the “real time,” “live” nature
of them. For news brands to capitalise on this consumer behaviour,
they need to strike the right
balance between adding value and
not turning people off by being too
intrusive.
The opportunities that wearable
technology present to deliver
real-time, tailored and contextual stories can only be a positive
for news brands to further their
ongoing relationship with their
readership.
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QUESTIONS FOR DISCUSSION

THINGS
TO CONSIDER
AS IT IS STILL EARLY DAYS FOR WEARABLES, EVEN FOR
SMARTWATCHES, IT IS A GOOD TIME FOR NEWS PUBLISHERS TO
START MAPPING OUT WHAT COULD BE IN THIS NEW FIELD. AND
HERE IS A GOOD START: SOME OF THE CRITICAL QUESTIONS,
CERTAINLY NOT ALL, YOU SHOULD BE CONSIDERING AS YOU THINK
ABOUT POSSIBLE NEXT STEPS (OR NOT). THIS IS A COLLECTION
OF QUESTIONS FROM EACH OF THE ARTICLES IN THIS REPORT
TO HELP YOU START YOUR DISCUSSIONS INTERNALLY.

CAN YOU AFFORD TO MISS OUT ON THE EARLY DAYS OF WEARABLES
APPLICATIONS?

#1

#2

#3
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Of course any modern day publisher wants to appear innovative with their increasingly
hi-tech audience. But there are other advantages to getting started early with a new
technology that can pay off in the future. Also, can you afford to spend money in a
technology that won´t bring revenues in the next 100 days but might produce high costs?

CAN WE DEAL WITH DEVELOPMENT INTERNALLY OR THROUGH A THIRD
PARTY?
Like with any emerging technology, publishers need to quickly assess their in-house
capability to determine where it makes sense to invest and / or partner.

DO SMARTWATCHES HELP TO REACH A TARGETED AUDIENCE?
Perhaps it is early adopters or that business professional / tech-savvy audience that you
can really connect with, thanks to wearables.
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WHAT ARE THE MAJOR DESIGN ISSUES WITH SMARTWATCHES?
Designer Mario García says that legibility with typography will be a top priority, as well as
which images work, story structures, customisation, and branding.

#4

HOW DO YOU EXTEND YOUR BRAND ON SMARTWATCHES?
Mario García says that subscription packages will likely also include a smartwatch
experience, tying multiple services into a more coherent cross-platform experience for
users.

DO YOU REALLY KNOW YOUR AUDIENCE INTIMATELY?
Relevance will be a key issue around wearables, particularly on smartwatches so the news
or alerts you send must make sense for individuals.

Shaping the Future of News Publishing
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QUESTIONS FOR DISCUSSION

ARE YOU BUILDING APPS OR CREATING JOURNALISTIC SERVICE?

#7

Jeff Jarvis argues that apps should not be created to just deliver content but more so for a
particular service, which in turn becomes a valuable tool to help to serve your communities.

WHAT WILL APPLE’S BIG SALES SUCCESS MEAN TO YOU?

#8

With estimates of nearly 1 million watches being sold on the first day, Apple clearly gets a
leg up on the competition to ramp up its development for future (more frequent) iterations.
Will that have an impact on how other manufacturers will be able to invest in further
development?

HOW CAN OUR JOURNALISTS UTILISE THESE TOOLS IN THE FIELD?

#9

That begs the question of should you “arm” all your journalists with smartwatches and other
wearables to tell a different perspective, weighing innovation and investment.

WHO COMPRISES YOUR APP DEVELOPMENT TEAM?

#10

Tom Grinsted of The Guardian says you cannot develop apps for smartwatches or other
platforms in a vacuum – especially editorial and digital teams need full collaboration. But
what other deptartments or staff should be at the table?

WHAT IS THE RIGHT AMOUNT OF ALERTS?

#11

What seems to be a natural, primary feature of smartwatches needs to be carefully
considered, in terms of volume and actual content. Customise options as much as possible
for users.

BEYOND SWIPE AND TAP?

#12

What can publishers possibly offer or utilize around voice recognition, recordings, etc., with
wearables.

ARE YOU PREPARED TO HANDLE DATA PRIVACY ISSUES?

#13
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With some of the possibilities of social interaction with wearables, naturally the issue of data
privacy will come into play. As our upcoming report on the topic will show, publishers must
address their No. 1 asset: trust with their customers.
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WHICH ADVERTISING FORMAT WILL WORK?
Aftonbladet in Sweden is developing an exclusive advertising format designed solely for
the smartwach platform, so it will be interesting to see how and which ad formats will be
embraced.

#14

WHAT OTHER DEVICES MIGHT TAKE OFF?
Tamás Szépvölgyi of Sanoma says the opportunites around sound will present publishers
with numerous opportunities, particularly around advertising. Is it too early to starting
thinking about that.

#15

DO I LAUNCH NOW OR WAIT?
For Die Zeit in Germany, it is crucial to be an early adopter of such technologies and find
ways to make money with them in the future.

#16

HOW ARE YOU TESTING YOUR NEW PRODUCTS WITH USERS?
If you want to know what your audience wants today, why not ask them, says Grischa
Rodust of WeltN24. That is exactly what the Axel Springer new company does in Germany
through a variety of ways.

#17

THE COMPETITION?
Who are your competitors in this field and what are your traditional competitors doing? If a
news publisher is an a wait-and-see mode with wearables, perhaps this is the opportunity to
make an impact with an untapped audience, for example.

#18

HOW DO YOU ADDRESS THE ‘ALWAYS-ON’ SMARTWATCH?
Le Figaro points out the fact that smartwatches tend to be more “on” throughout the day
with users as opposed to mobile and tablets which have different peak points during a day,
presenting unique opportunities for content distribution

#19

THE MONEY QUESTION: CAN WE MONETISE THIS?
Aside from the logical questions of advertising and bundling of services, location services
are obviously attractive for brands. Then there is a question of bundling of subscriptions
with other products and services.
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3 TRICKS TO GET A HEAD START
WITH NEW TECHNOLOGIES
W
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earables may seem like
a big disruption for the
news industry, but it is
by no means the last new-technology-challenge publishers will be
facing. Smart homes and the internet-of-things is another example
coming up sooner than you think.
Connected cars and the challenge
of using valuable commuting time
efficiently, holds promise of yet
another opportunity.

Kim Svendsen, a board member of
the Global Alliance for Innovation
and Director of the Stibo Accelerator, an initiative by the owner of
systems suppliers CCI and Escenic,
shares three initiatives which can
be implemented with very little
effort – financially, and on staff
workload.

But how do publishers find time
and resources to explore all these
technologies in an environment
where staff is under increasing
pressure to produce more with
fewer people?

Every single university or journalism school in the world is eager to
collaborate with publishers on research. Use this to your advantage.
Make a list of technologies and
trends you are interested in explor-
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1. Academic research
projects

ing and share this list with a local
institution of higher education.
Meet with the students and
counselors to define the problem
formulation together with some of
your key newsroom people – online
editor, mobile team lead, etc.
Accept that the students do not
work for you. They should be allowed to focus on the topic without
worrying too much about monetization or resource allocation. Help
them with your knowledge and
experience, but stay open to their
findings and be prepared to be surprised. You have nothing at all to
lose – only new inspiration to gain.

A GOOD STARTING POINT:
1. REACH OUT TO ACADEMICS
2. HOST AN INTERNAL WORKSHOP WITH
MORE QUESTIONS THAN ANSWERS
3. STEP OUTSIDE YOUR OWN
“MEDIA COMFORT ZONE”
And remember, research projects
like this is a great tool to boost both
the internal culture of innovation
and your efforts to brand your
media company as an innovative
player in the market.

2. Host an internal
workshop with more
questions than answers
Management is expected to have
all the answers about the future.
But when it comes to new technology, that’s just what management
thinks. Instead of taking the role as
the all-knowing leader, invite staff
to a three-hour afternoon workshop and brainstorming session
where you open up to hear how
your newsroom staff believes the
new technological trend in questin
can be used.
Perhaps invite some experts in to
give inspiration and get the creative
juices flowing. And remember,
experts are not necessarily expensive consultants. When it comes to
learning about emerging trends,
the best equipped people to give
inspiration is sometimes the very
same students or new graduates I
mentioned in the first bullet about
collaboration with academia.

3. Step outside your own
“media comfort zone”
It sounds obvious, but I think this
is so important that I’ll give it it’s
own point in this list: You have to
get your own experiences with the
new technologies. I know that you
have a tight schedule and that there
is no room for adding new tech related routines to your workday. But
you need to prioritize it – to inspire
yourself and to inspire your colleagues. A couple of examples from
my own experience: Knowing that
smart watches were coming; I went
and got a Pebble. Used it only for
simple notifications – and of course
to tell time. A Pebble can only do
something like 10 percent of what
e.g. an Android based Moto360
is capable of, but that’s fine. It’s a
great start and the Pebble does not
require a lot of my attention on an
average day. It has already slightly
changed the way I use (or not use)
my phone and getting used to the
“second screen on my wrist” has
certainly made the transition to
a more advanced smart watch, at
some later point, much smoother.
Another way to step outside your
personal “media comfort zone” is
podcasts. I have become slightly

addicted to a podcast from the
TWIT-network (This Week In Tech)
called Tech News Today, or simply
TNT. This show is 20-30 minutes
of technology and media news
available as audio or video podcast
every weekday. Perfect for my commute home after work.
Report by Kim Svendsen, Advisory Board
member of WAN-IFRA’s Global Alliance for
Media Innovation, Director of the Stibo Accelerator in Denmark and VP of marketing
for publishing system supplier CCI Europe.
Photos courtesy of Stibo.

GAMI IN A NUTSHELL
The Global Alliance for Media
Innovation (GAMI)
is an initiative launched by WAN-IFRA
that aims to create the basis for a renewed
innovation ecosystem in the news media
industry. It is a global community of
stakeholders from the news media
world: pulishers, suppliers, startups,
academic and research centres, with the
common goal of bringing the best digital
news media innovations to market. See
the following pages for more on GAMI
and visions from GAMI partners.
www.wan-ifra.org/gami
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GAMI’S ROLE IN DRIVING
INNOVATION GLOBALLY
THE GLOBAL ALLIANCE FOR MEDIA INNOVATION (GAMI) IS AN
INITIATIVE LAUNCHED BY WAN-IFRA THAT AIMS TO CREATE
THE BASIS FOR A RENEWED INNOVATION ECOSYSTEM IN
THE NEWS MEDIA INDUSTRY. IT IS A GLOBAL COMMUNITY
OF STAKEHOLDERS FROM THE NEWS MEDIA WORLD:
PUBLISHERS, SUPPLIERS, STARTUPS, ACADEMIC AND RESEARCH
CENTRES, WITH THE COMMON GOAL OF BRINGING THE
BEST DIGITAL NEWS MEDIA INNOVATIONS TO MARKET.

A

t a time when exponential
growth and adoption of
new consumer technologies drives new levels of service
demands and is dramatically
transforming the way people access
content, new players challenge
traditional business models. The
competitiveness of the news media
sector depends on its ability to
drive innovation in technology
products and services, processes,
business models, and customer
relationships. Many traditional
change management concepts fail
in a disrupted, open digital world.
New innovation management
thinking and practices are needed.
GAMI’s guiding principle is “research and innovation excellence
with engaged news consumption
and quality journalistic relevance”. A
not-for-profit initiative, the Alliance’s
strategic agenda is guided by an
independent multi-stakeholder Advisory Board composed of representatives from news organisations, tech
suppliers, and academic centres.
GAMI serves four key missions.
Everything we do directly serves
one or more of these goals:
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• KNOW what research and innovation efforts are in the works
with potential value to the news
media industry. It promotes the
adoption of innovative solutions
by media companies.
• CONNECT those efforts to
partners and resources so they
might reach their full potential.
• SHARE the results of R&I
projects with the wider news
media industry hungry for more
change. We facilitate technology
transfer between research and
business by setting up research
teams collaborating on national
and international calls.
• ENCOURAGE experience
sharing, provide team-up
opportunities with our central
business platform for publishers, suppliers, start-ups, innovators, developers, academic and
research centres.
GAMI’s initiatives for Media Research & Innovation covers 5 types
of innovation (Customer innovation, Business model innovation,
Product and service innovation,

Process innovation, Technology
innovation), and focuses on 5 main
topics relevant to the future of
news media companies, news professionals, and news consumers:
1. Mobility, wearability, hyper-connectivity
2. Security
3. Immersive content and new
forms of storytelling
4. Data exploration to support
the modernization of content &
journalism
5. Multimedia convergence
On the following pages, we have
compiled some examples of how
some of our GAMI partners see
the arrival of wearables and their
visions of this new technology for
the news media industry.
For details contact Stephen Fozard,
Project Director (stephen.fozard@
wan-ifra.org; phone +33 14742
8512) or visit wan-ifra.org/gami.

UCLAN TRIALS RESULT IN
DIRECT NEWSROOM BENEFITS
I

n case you skipped straight
to this page first, the term
“wearables” refers to a growing
array of electronic technologies
combined into the fabric of clothing
or designed into accessories which
can be worn on the body comfortably. Many wearables perform like
mobile phones or tablet computers
but there are new technologies that
have capabilities which even now
can outperform hand-held devices
providing sensory and scanning
features including biofeedback
from an array of sensor technology
tracking how your body is responding to a range of daily activities.
From the first studies of the
wearables inside MIT’s Media Lab
decades ago to the smartwatches
and smart glasses sold nowadays
as consumer devices, wearables
provide clues to better understand
new paths to record and distribute
information. Google Glass was one
of the first immersive products, allowing users to capture and stream
information to the web; creating
screen-based micro-interactions
displayed in front of the user’s eye
or sent to their phone.
The first-person perspective is not
new, but network-enabled Glass
creates a new state of streamed information and images, potentially
making the journalist an avatar of
the audience. Possibilities also lay
in the development of Glass-specific ambient or calm communications – providing users with
seamless information updates.

In the autumn of 2014 researchers
at the University of Lancashire’s
Media Innovation Studio (www.mediainnovationstudio.org) collaborated with colleagues from Ubilab at
Pontifical Catholic University of Rio
Grande do Sul (Famecos/PUCRS) in
Brazil to explore how Glass might be
used by journalists in the newsroom
and whilst covering stories.
Working with media partners in
Manchester (United Kingdom)
and Porto Alegre (Brazil) the team
documented a series of experiments
designed to connect audiences and
readers to content in new and interesting ways. A particularly successful trial introduced the audience to
one of the most important processes
inside a newsroom – the making of
the front page of a newspaper cover.
A second immersion into the
world of wearables for Media Innovation Studio researchers focussed
on capturing and analysing biometric data from a popular make of
fitness watch.
In April 2015, Sir Ranulph Fiennes
became the oldest person to complete the toughest marathon in the
world – running across the Sahara
desert, a 9-day epic journey. His
biofeedback data was collected by
the Media Innovation Studio team
who developed a data dashboard to
tell the story of what was happening to Sir Ranulph’s body as he
ran the Marathon des Sables. His
data was supplied by commercially
available “wearable” technology
and it provided a different way
of telling a story – a way that is
relatively easy to replicate in any

GAMI PARTNER
UCLAN - MEDIA
INNOVATION STUDIO
PROFESSOR PAUL
EGGLESTONE
Chair of Creative & Digital Technologies.
School Journalism and Media
University of Central Lancashire
PEgglestone@uclan.ac.uk
www.mediainnovationstudio.org

newsroom. The next phase in the
development of this type of wearable technology for news will be
ambient or calm communications
– the provision of information in
response to how the wearer is feeling according to the biometric data
they’re generating.
The lessons learned from these
experiences allow us to understand
not only new ways to inform, but
new forms of relationship between
journalists and their public.
Sir Ranulph’s data dashboard can be accessed at
[http://bit.ly/1cyREde].
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NXTMEDIA AND PUBLISHER
TEST VIRTUAL REALITY
H

ere is a short summary
of some of the visions we
have together with the
local media house Trønder-Avisa
regarding the use of Virtual Reality
in news production.
As we have seen since the last year,
the use of virtual reality expanded
in various industries. Of course,
the greatest applications here
are within games and adventure
industry, but there has been a lot of
research and development inside
other industries as well.
For example, last January at the
NODA (Nordic Data Journalism
Conference) there were some very
interesting cases for the use of VR
for journalism and public news
production.
“Immersive Journalism” - The
sights, sounds and feelings of
the news:

Let’s think of potential applications
for a local newspaper.
For example, there is always curiosity when new large building constructions are planned (e.g. sport
infrastructure, culture hall, hotels,
shopping center, university buildings...). How can journalists use VR
to show and tell about new building
projects ? “Put on your glasses and
join us for a short demonstration,
or take a walk by yourself.”
In this case, we have to find a
cost-efficient way of transforming
3D architecture models into VR
-systems. We have already tested
this on a planned culture hall in
Steinkjer where we use 3D match
moving techniques to insert 3D
models into live footage. The next
step will be to move this also into a
3D VR-system. Check the test here:
[http://tinyurl.com/odfx6h3]

GAMI PARTNER
NXTMEDIA, NORWAY
HÅVARD SØRLI
ASSOCIATE PROFESSOR
MULTIMEDIA
TECHNOLOGY
Nord-Trøndelag University
College – HiNT
Havard.Sorli@hint.no
www.hint.no
www.ntnu.no
www.nxtmedia.no

Data from this project can be
implemented into a game engine
and presented through Oculus Rift
glasses, where you can then dive
into blood vessels and better understand a blood clot, for example.

Other examples here:
For Mikkel Rasch Nilsen, developer
in creative technology, Immersive
Journalism is the production of
news in a form in which people
can gain first-person experiences
of events or situations described in
news stories. The fundamental idea
is to allow the participant to actually
enter a virtually recreated scenario
representing the news story.
Check out:
[www.immersivejournalism.com]
Mikkel worked with creator Nonny
de la Peña as a developer on Project
Syria, and will walk us through this
new, engaging way to experience
stories. [http://noda15.no]
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> A new office building in Steinkjer: [https://vimeo.com/7680352]
> A new office building in Trondheim - actually where they now are
building the new “Adresseavisen”
building in Trondheim.
[https://vimeo.com/6592981]
We are also looking for projects
where we can combine virtual
reality and gamification to engage
young people especially in important issues. In our country, NTNU
runs one of the biggest health
projects in Europe called HUNT
[http://www.ntnu.edu/hunt].

To make this more interesting as
a game, we can give a 3D model of
the body various influences such
as smoking, drinking, physical
activity, etc. The competition is to
see who gets lives longer or has the
healthiest body...

UBILAB, PUCRS BUILDING
A BRAZILIAN MOBILITY VISION
W

hen we considered the
current communication
landscape – fuelled by
the expansion of smartphones
and tablets – we noticed that what
began as a mere transposition of
practices previously seen in web for
traditional computers, evolved into
a unique “language of mobility.”
Apps like Instagram and Foursquare, and later with WhatsApp,
Uber, Flipboard, and Circa, show
a unique mobile approach. These
examples carry the essence of our
“mobile zeitgeist” and will inspire
and mould future developments.

During this process, we are tracking characteristics of these new
wearable platforms, which are
attached to our wrists or in front
of our eyes. We seek to understand
how this new way of producing
information compares to the current characteristics of mobility. For
example, touchscreens and accelerometers, shows us how the Internet
is different in app-driven smartphones and tablets. It also hints at
how the Internet – as a network –
adapts itself to some devices.

The mobile media environment
around the citizen has evolved, and
now intense amounts of information are consumed in fragments
during the day. But now, content
has new attributes and filters - such
as location.

After these initial findings, published in research papers and
meetings with communication
companies after the usage of some
devices (Google Glass, Oculus Rift
and Moto 360), we can state that:

GAMI PARTNER
UBILAB, PUCRS, BRAZIL
EDUARDO CAMPOS
PELLANDA, PHD
Director UBILAB, Famecos,
PUCRS - Porto Alegre, RS - Brazil
Visitor Scholar at Mobile
Experience Lab, MIT
eduardo.pellanda@pucrs.br

Ubilab’s vision on wearables:
http://ubilab.pucrs.br

Two years ago, when we started
testing Google Glass, we began to
research the effects of wearables,
especially discussing if they have
similar characteristics to smartphones or tablets.
So, our research question was: “Do
we have now the same pattern of
re-mediation that will lead us to
the creation of new languages?”
Actual Research:
Nowadays, our research discusses
how informational flow will change
when audiences expand their usage
of wearables. Our scenario in Brazil
is unique, a nation with its own
economical and social characteristics, and a passion for new devices.

C) These chunks of information
shall emphasize the time and the
context of the user.

A) we are immersed more and
more inside an information environment that utilises personal details to
shape how we consume information.
This ranges from our own filtering of
information to how media companies configuring the devices that are
attached to our bodies.
B) thus, wearables create a
flow of information that is very intrusive to our attention, but not to
others around us. Producers have
to think how they will use these
moments, as described by Apple
CEO Tim Cook, to use defining
instants to present glances of information. As interviewers, we can
receive information to use when we
talk without the interviewed notice
it. So, new behaviors rise, shaped
by technology.
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