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Executive Summary 

In this report three research units from three universities summarize their research on the 
generic personalization  and co-creation of content. 
Tampere University of Technology, Human-Centered Technology  studied generic research 
on mobile co-creation from readers’ point of view.  
Tampere University Center for Journalism Research and Development (JCRD) focuses on 
models of local co-creative content production in hyperlocal media. 
Meaning and role of interactivity in digital media and its effects are in the focus Aalto Taik 
research. 
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1 User experience in mobile co-creation process 

This chapter briefly summarizes the generic research on mobile co-creation from 
readers’ point of view. This research was carried out at Tampere University of 
Technology, Human-Centered Technology during 2010 within the Workpackage 
3 of Next Media Programme.  

1.1 Mobile co-creation 

One basic and widely used process of mobile co-creation involves readers as 
content contributors through their mobile phones. In this model, the readers may 
for example send SMS messages to provide live commentary during a sports 
event to an online publication or send SMS messages to be published in printed 
news papers. On the other hand, one of the strengths of mobile phones is the 
multimedia capabilities in form of the built-in camera for photo and video capture. 
This capability of the always carried everyday device has empowered readers to 
participate in the content creation both in the capture of breaking news and other 
types of multimedia content. 

In above cases, readers often act on their own initiative, or they are asked to 
contribute content for example through competitions. However, new forms of co-
creative processes are emerging, where groups of readers are participating to 
commission based co-creation or acting as contributing informants. In these 
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processes mobile phones with locationing capability provide also new ways to 
reach potential contributors of material. Following sub-section discusses briefly 
factors that affect the user experience of reader reporters in both current and 
emerging forms of mobile co-creation, where mobile phones play an important 
role. 

1.2 User experience factors in mobile co-creation 

1.2.1 Defining user experience in mobile co-creation 

A widely used definition for user experience of interactive systems approaches it 
from the point of view of three main influencing factors - the characteristics of the 
user, system and context (Desmet et al. 2007; Forlizzi et al. 2000; Hassenzahl 
2003; Hassenzahl et al. 2006). International  Organization for Standardization 
(ISO) on the other hand proposes the following definition (ISO FDIS 9241-210): 
“a person’s perceptions and responses that result from the use or anticipated use 
of a product, system or service”. In case of professional news journalism with 
smart phones, personal and contextual high-level goals and needs as well as 
pragmatic and hedonic qualities have been discussed as user experience 
evaluation criteria (Väätäjä et al. 2009, Väätäjä, 2010a, Väätäjä 2010b).  

Since usability can be seen as one part of the user experience, being the “hygiene” 
factor for good user experience, we here treat usability within the wide frame of 
user experience. We concentrate on four high-level user experience factors, 
extending the three basic factors – characteristics of the user, system and context 
with a fourth factor, namely the mobile co-creation process. This is done, since in 
mobile co-creation mobile systems are interwoven with the co-creation processes 
and these processes are closely tied to the features and functionalities of the 
mobile systems used.  

1.2.2 Mobile system  

Mobile system itself, in this case a mobile phone, is a complex system with 
varying features and functionalities and various applications, mobile clients or 
services. A number of characteristics of mobile systems have been documented to 
affect the user experience – from utilitarian, pragmatic characteristics and 
qualities such as size, form, display size, interaction style, connectivity, battery 
life-time and ease-of-use to non-utilitarian, hedonic characteristics and qualities 
related to stimulation and identification (Roto 2006, Väätäjä 2010b, Zhang et al. 
2005).  

In case of news content creation and capture the quality of the captured 
multimedia has been found to affect the user experience of smart phones in 
professional use (e.g. Väätäjä 2010a). Similarly in the interviews of readers (see 
Väätäjä: Report for Sanoma Kaupunkilehdet on reader reporter interviews), who 
had sent photos to Vartti and Metro, some interviewees mentioned the limitations 
in the quality of photos taken with smart phones. It should be noted, that also 
sending photos with MMS (multimedia message) lowers the sent quality, even if 
the original photo would be of good quality, therefore affecting the published 
quality. In relation to findings from previous research, it is interesting to note, that 
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interviewees did not spontaneously mention any other feature or functionality of 
the mobile phone that could be enhanced, than the multimedia quality related to 
the phone camera. They rather saw the device as a handy tool for doing what they 
wanted to do as it is and had not experienced specific problems with them. 

1.2.3 Mobile co-creation process 

The current mobile co-creation process of Sanoma Kaupunkilehdet for 
multimedia submission is based on MMS messages sent by the readers to a 
service number. Interviewees in our study found MMS to be an easy and 
convenient way of multimedia submission from a mobile phone. Some mentioned 
the cost of submission as an issue for development, proposing that submission 
should be free of extra charge connected to the service number. In addition, 
service number was mentioned to prevent sending of material due to the user’s 
subscription.  

The emerging co-creation processes in media industry involve selected groups of 
readers acting as commissioned reader reporters. One of the possible future 
scenarios is, that reader reporters could be sent assignments, possibly even based 
on their current geolocation. In our research we found that sharing of geolocation 
and its usage in the co-creation process raises privacy related issues into 
discussion, which need to be taken into account in the process development and 
which clearly are linked to user experience. On the other hand, it seems, that in 
the case of a trusted organization, with which the reader has a contract with, 
readers may be willing to share their geolocation for receiving assignments if they 
are not obliged to answer them and if they can remain in control to what 
precision, where and when they share their geolocation.  

Not only for geolocationing, but also in the case of geotagging, readers want to 
remain in control of adding or utilizing a geotag for publishing the location of the 
multimedia capture. Privacy issues were raised to discussion, especially related to 
home and workplace and other places perceived as private. In general, attitudes 
towards utilization and sharing of geolocation information are framed by the 
perceived risk vs. benefit, as also previous research has shown (Tsai et al. 2009). 

1.2.4 Mobile context 

Mobile context for mobile system usage can be categorized into five main 
components, that is, social, physical, temporal, task, technical and information 
context (Jumisko-Pyykkö et al. 2010). Each of these categories is relevant for user 
experience in mobile co-creation. Task context is related to the goals of using the 
mobile system, temporal context for example to the urgency of submission in 
reporting breaking news, physical context to the characteristics of the physical 
environment, such as freezing temperature affecting the battery life-time or user’s 
interaction with bare hands, social context to the social situation of the usage, for 
example when receiving assignments or capturing multimedia, and technical and 
information context for example to the connectivity related issues, such as 
capacity and throughput of the cellular and wireless network at the time of usage. 
Connectivity related issues have been identified for video submission as the 
bottleneck in our previous studies (Väätäjä et al. 2010). In case of MMS usage for 
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video submission, this is also clearly a bottleneck based on our field experiment 
results and other solutions need to be used for video submission than MMS. 

1.2.5 User 

There is a vast amount of characteristics and issues related to the users that are 
related to user experience, such as prior experience (see e.g. Hassenzahl et al. 
2006, Roto 2006). In the interviews we found that in relation to attitudes towards 
geolocationing, gender was one factor related to the perceptions. Earlier studies 
also report age to be related to the attitudes towards sharing of geolocation (Tsai 
et al. 2009). In addition, based on the interviews, in general, readers contributing 
material seem to keep their eyes open for events to capture and also seem to have 
an active background in different types of societies or similar.  

2 Models of local co-creative content production  

UTA/JRDC has studied models of co-creative content production in the Next 
Media WP 3 Hyperlocal case.  This work is related to work done in previous 
projects i. e. Parteco (2006-2008, funded by Tekes) and VICOMM (2009-2011, 
Funded by the Academy of Finland).  

In general the co-creative content production can be divided into three different 
models based on the logic of content creation.  The first two models are the 
commons oriented peer production model and sharing economy model. These are 
mostly used in social media platforms like Wikipedia (peer production model) or 
Flickr (sharing model). The third model is based on crowdsourcing whereby 
existing corporate structures try to integrate user created content (UGC) into their 
models of production and value creation. Sanoma Kaupunkilehdet’s 
Omakaupunki.fi, Metro and Vartti are using the crowdsourcing model. 

Within the crowdsourcing model users and content creators can have different 
roles depending on the power they have in controlling the outcome. In the pro-am 
model the professional journalists have the final say in over what is going to be 
published while citizen journalists provide raw material for the publication. 
Omakaupunki.fi, Metro and Vartti belong to the pro-am model. In am-pro model 
the citizen journalists or content creators have more power to define what is going 
to be published and professional journalists work merely as colleagues with the 
citizen journalists.  

The regional or local news ecology can be divided into three levels. The macro –
level covers city or metropolitan news; in Finland most of the regional newspapers 
can be counted in this group. The meso-level covers local news happening in parts 
of the city area, like big suburbs etc. The micro level covers hyperlocal news that 
takes place in the smaller neighborhoods. In the U.S there are already hundreds of 
hyperlocal sites which provide highly granular news of a defined neighborhood or 
town. Omakaupunki.fi, Metro and Vartti are taking a step further when 
incorporating the UGC from the micro-level (communities, neighborhoods) to 
larger meso-level (larger parts of Helsinki area) and displaying it on a map-based 
user interface and on printed papers. This is a major achievement as such when 
compared to many other big media companies and their UGC-efforts - see for 
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example Guardian in the U.K.  http://www.guardian.co.uk/local, or 
http://www.myheimat.de/ in Germany.  

The development work done in Omakaupunki.fi, Vartti and Metro can also lead to 
commercially profitable co-creation concepts that can be sold to media companies 
abroad. The Hyperlocal case study conducted in Next Media in 2010 has provided 
important empiric material about the ways crowdsourcing model can be further 
developed in the field of citizen journalism.  The findings can be further utilized 
in various contexts during the coming years of Next Media. 

3 Interactive co-creation in web publishing 

Newspaper circulation figures are falling and online journalism and interactivity 
with media users have been widely promoted as the solutions both for the 
problems of media business and western civic societies. User-generated content 
has emerged as another popular issue with media companies and critical media 
researchers, but they address the issue from different viewpoints: creating revenue 
or empowering citizens (Deuze, Bruns, & Neuberger, 2007; von Dijck, 2009, 
220). There are many terms and definitions for user-generated content and its 
applications in mainstream media. Mostly the term is used in relation to online 
journalism and  interactivity with the readers/users. Rarely has it been discussed 
what is the relationship of  online-journalism and user-generated-content with 
printed media and how they influence each other. 

Researchers and media managers talk about networked journalism (Bardoel & 
Deuze, 2001; Jarvis, 2006) citizen’s journalists (Gillmor, 2004)1; participatory 
journalism (Domingo, 2008a; Gillmor, 2004; Lasica, 2003), open source 
journalism (Rosen, 2006b), prosumers (Toffler, 1981) and writer gatherers 
(Couldry, 2010), We Media (Bauman & Willis, 2003; Gillmor, 2004) and active 
audiences (Axel Bruns, 2008) as co-producers of information with professional 
journalists or creating their own alternatives to mainstream news. The audience 
status changes within these approaches from recipients to participants. 

The effects of changes in technology and internet publishing not only influence 
online journalism or people’s peer-to -peer communication in the internet. It 
changes the profession of journalism itself and journalists will not anymore have 
the monopoly of storytelling predicted Deuze in 2003. But research has shown 
much of online content is still old wine in new bottles  (Domingo, 2008a; Fenton, 
2010; Paterson, 2007; Phillips, 2010). 

From the beginning of online journalism there have been tensions in how 
journalists think about the new era of online journalism and the changing roles 
between journalists and the “people formerly called the audience” as Rosen 
(2006a) has phrased the change. According to Rosen (2006c) there has been a 
huge shift in the ‘balance of power’ from the content providers to the content 

                                                
1 Ffor critical treatment of the concept see Deuze et al. 2007, 323-4. 
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consumers and this has presented fundamental challenges to the journalists and 
the change is evident in different is evident in the following ways (Rosen 2006c):  

1. Sources have more power to sidestep journalists 

2. The Net exploded the universe in press criticism 

3. The Net has exposed group think in journalism 

4. Disrupting the legacy media's overconfidence 

The definition and development of the concept of interactivity in online 
journalism has been widened as technology, online journalism offerings and user 
practices have been expanding. Interactivity as a concept basically involves 
individuals and networked computers There can be user interactivity with a 
computer or Web site and interactivity through a computer network or Web site 
(Gerpott & Wanke, 2004, 242).  

Interactivity is a term that merits closer inspection because the way it is 
implemented by media organizations influences the choices available for the users 
to influence the content and interact with each other. Interactivity is the key to the 
success of internet because people want to interact with each other also directly 
person-to-person not just via content produced by media organizations (Odlyzko, 
2001).  

Content is not king, especially the content sold and produced by big media 
companies for profit Odlyzko (2001) challenged already ten years ago the still 
prominent belief of  commercial media companies and journalists. By content he 
means material prepared by professionals to be used by large numbers of people, 
material such as books, newspapers, movies, or sports events. On the contrary he 
emphasized the importance of point-to-point (person-to person) communication in 
the online environment .  

Interactivity and the relationship with users can be analyzed  e.g. by the four 
categories suggested by Massey and Levy (1999, 526. Cited in Deuze 2003, 214): 
complexity of choice available, responsiveness to the user, facilitation of 
interpersonal communication and ease of adding information. Deuze divides 
interactive options on websites into three categories: navigational interactivity 
(free and easy navigation through content), functional interactivity (with users or 
producers through mail to links, discussion lists etc) and adaptive interactivity 
(sites adapt according to user behavior, e.g. most popular, personalization of 
content etc).  

Deuze adds a fourth type of interactivity – a third person interactivity – meaning 
just following others using the site interactively.  

We suggest adding a fifth type that has emerged in the last few years and it could 
be called social interactivity – the increased possibility to add content freely to the 
website, email, recommend, circulate, add links and create own forums for topics 
and stories that are chosen by the readers, not journalists, outside the control of 
mass media site owners.  
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Thurman (2011, 2) lists two types of interactivity: Deuze’s (2003) functional 
interactivity and Jensen’s (1998) conversational interactivity and proposes a third 
kind of interactivity: personalization which is based on Negroponte’s idea of 
(1996, 153) of an electronic personalized newspaper, “The Daily Me”, “a printed 
paper in the edition of one”. Thurman has analyzed 11 US and UK major media 
websites and lists (page 23) several categories of functionality at news websites 
starting with email newsletters and ending with different kind of personalization 
widgets for detailed personalization of for example sports results. Despite the 
increasing possibilities fairly few people go regularly to read the news online in 
Great Britain but the figures are higher in the United States (Couldry 2010). 

The possibility of increasing personalization of the news production has been seen 
by the editors of the media as conflicting with the editorial functions of 
professional journalism and their authority and expertise in determining what was 
important and interesting (p, 15).  

Domingo’s findings suggest that interactivity might in practice be a myth because 
the traditional inertia in the online newsroom prevent them from developing the 
ideals of interactivity (2008a, 680). Producing interactivity and interacting with 
uses goes against the standardized production routines.   

However reluctant journalists are to change their work routines or appreciate the 
interests of their readers more content than before concerns of everyday life 
interactivity and  challenges fundamentally the “we write, you read” dogma of 
modern journalism (Deuze 2003, 220). Increasing interactivity gives the 
possibility for the public to respond, interact, share, recommend or add their 
comments and stories onto the media sties. This is forcing journalists to re-think 
their notions of what is journalism and who is the journalist and engage in a more 
dialogical form of journalism. 

User-generated-content began to appear in American newspapers like a wildfire in 
the early years of this decade (Lasica, 2003) and it has been spreading to major 
mainstream newspapers and broadcasting companies all over the world ever since. 
In practice different on-line sites have appropriated different types and amounts of 
user-generated-content. For example BBC’s redesigned website is an example of 
putting a premium on developing the ease and quality of user-interaction and one 
can see at how BBC has improved its website bbc.co.uk/news summer 2010 
(Alagiah & 2010). It allows customization of the front page according to 
geographical area and topics.  

Magazines and local newspapers have taken their reader’s concern and interests 
into account and developed both dialogical, monitorial and informational 
journalism for their websites. Local newspapers and web sites seem to consist of 
several types of UGC generated informational content: events like accidents, fix 
this -type of monitoring, what has happened to local people, community news, 
local events, city hall news and so on. They can also have links to regional, 
national or even international events and media sites (see www.nhr.com). 

In the hyperlocal research case in Vartti and Omakaupunki.fi the emergence of 
online journalism changed the printed newspaper fundamentally. It consists now 
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of user-generated or – originated content. Photos and text messages sent by the 
user figure dominantly on the news pages and different story types have been 
created to incorporate UGC content that does not belong the category of news 
written by professional jouranlists. All the pictures and text messages are 
published in the web site as a continuous stream with advance moderation. The 
change has been pushed forward by the editor-in-chief during the last couple of 
years and this has changed also the organization of work and roles of the 
journalists. 

Visitors to the re-designed hyperlocal website has increased its traffic almost 25 
% and the amount of pictures send by users is approaching 2000 a month. 100 000 
text messages arrive yearly and there is a database of 20 000 phone numbers – 
people who have sent pictures to the newspaper.  

4 Conclusions 

The research presents co-creations of content with professional journalist and 
reader reporters as the emerging and crucial phenomena for creating local news 
which in turn create readership relations, increasing interest and more and more 
contributors. This can produce new business models and increased revenue. 
Different options for interactivity and personalization of content are emerging and 
users are taking advantage of them.  
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