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=mcminstitute
Institute for Media & Communication Management

Executive Committee
Dr. Horst Nasko, Prof. Dr. Heribert Meffert, 

Prof. Dr. Peter Gomez, Prof. Dr. Beat Schmid

Prof. Dr. Peter Glotz

Media and Society

Prof. Dr. Peter Glotz

Media and Society

Prof. Dr. Beat Schmid

Communication and Media 
Management

Prof. Dr. Beat Schmid

Communication and Media 
Management

Founded in 1998 in co-operation with Bertelsmann 
Foundation and Heinz Nixdorf Foundation (Siemens) 

Founded in 1998 in co-operation with Bertelsmann 
Foundation and Heinz Nixdorf Foundation (Siemens) 
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The intersection of social, market and technology 
developments define the mobile media research area.

Technology 
Development

-Ambient Intelligence

Social Impacts
-Mobility Lifestyle

-Technology 
Acceptance

Market
-Mobile  
Media 

Business 
Models

-Customer 
needs

Customer Orientation 
in 

Mobile Media Industries

Selected Ongoing Projects

Communication Management
• T-Mobile: Socio-cultural consequen-

ces from emerging mobile lifestyles
Product Development / Mgt. 
• EC, Vodafone/Orange: Customer 

oriented development of mobile video 
broadcasting services

• ITU, bmd: International study on 
effects of mobile spam 

Mobile Marketing
• Procter & Gamble: Cross media 

campaign for lifestyle product launch
Business Models
• National centres of competence in 

research: Mobile information and 
communication systems.

Policy Design
• Swiss authorities: E-content-study, 

emancipation of the computer-study 
• ...
• ...

Mobile Media Research Approach and Projects
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Development and marketing of mobile data services 
miss current and future customer expectations.
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Technology-Push

???

?
??
??

???

Customer

2,5G
3G

4G

Technology active paradigm has been predominant in 
mobile communication industries. 

Technology-Push

Voice

Data

2G

Technology-Push
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Complex innovation partnering environments increase 
the innovation challenge in mobile industries.

Customer 
Integration 
Customer 
Integration 

Innovation Network 
Management

Innovation Network 
Management

Mobile 
Portal

Mobile 
Portal

Access 
Operator
Access 

Operator

Infra-
structure 
Vendor

Infra-
structure 
Vendor

Application 
Provider/ 
Developer

Application 
Provider/ 
Developer

Content/ 
Solution 
Provider

Content/ 
Solution 
Provider

Device 
Provider
Device 

Provider

Innovation Partners in Mobile Media



Torsten Brodt
Eyes and Ears

Dec. 2004
Page  9

High-tech industries are clearly leading the trend of  
R&D partnering.
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Newly established 
R&D partnerships1)

Growth of R&D Partnerships

1) Hagedoorn, J. (2002) Interfirm R&D Partnerships: An Overview of Major Trends 
and Patterns since 1960. Research Policy, 31, 477-492.
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Multicasting enables operators to share channels for 
broadcasting rich media over 2.5G and 3G networks. 

 

Objective: Technical proof of concept and customer oriented service development
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Video clips were selected as the rich media type of 
choice for the project and trialed in two life networks. 

Content

Specially encoded 
video clips 

Deutsche Welle
content pool plus 
niche and local 

providers

Distribution

Multicasting (push) via 
2.5G networks to 

registered trial users

Field trials in two 
regions.

User Experience

MCAST Service Creation

• 3-10 short video 
clips per day

• Download to 
handset

• Various content 
channels

• Flat subscription fee 
(max. 10 €/mth.)
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We integrated qualitative and quantitative methods to 
explore and formally describe customer needs.

Ideation Screening Engineering Field-
Testing

Launch 
Preparation

Technology-Development

Continuous Customer Integration

Qualitative Customer Research Quantitative Customer Research

• Expert 
Interviews

• Desktop 
Research

• Prototype 
Based 
Focus 
Groups

• Laddering Interviews 
(MEC Approach)

• Life network field test
• Adaptive Conjoint Analysis (web 

based)
• Supplementary Survey

• Business Model Scenario Analysis • Business Model Development
• Cost Benefit Analysis
• Market and Adoption Potential

Project Management

Business Modelling

Base 
Technology

Customer-
Proof-of-Concept

Continuous Customer Integration Process
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We used in-depth laddering interviews to detect cog-
nitive links from service attributes to values.

Attributes

Attributes

Benefits

Benefits

Values

Values

Trend-Projection

Laddering Interviews
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Web-based conjoint and structured supplementary 
surveys have been conducted.

Online Surveys in 3 Countries
• Greek field 
trial

• 67 life users

• Israel field trial 
• 100 life users

• Offline 
prototype 
based trial

• 45 users
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A value map displays links time-stable values and 
service attributes relevant to decision making.

Hierarchical Value Map

Values

Personalized
Needs

Personal
Opinion

Support
for Social
Interaction

Feeling
Ahead

Feeling
Informed

Time Saving

Satisfaction of 
Personal Interests

Social
Integration

Self 
Confidence Status

Usefulness 
of Content

Any Time
Any Place

Trendy

Entertainment

Additional
Services

Immediacy

Time Dependent
Information

Depth of
Information

Width of
Information

Commercials

Personali-
zation

Multimedia

Length of
ContentReliability

Independence
of Information Usability

Transmission
Time

Benefits

Service Attributes Thickness of lines indicates strength of cognitive connection

Two significant paths rooted in Self Confidence & Social Integration have been identified
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Conjoint Results: Cross Country Comparison

Subscription

Location Sensitivity

Ensured Transmission

Forwarding

Notification on missed clips

Maximum Clip Length

International Roaming

Number of Channels

Supplemented Web Service

Number of Clips in Inbox

Clips per Day

Advertisement

Premium Content

Top three attributes (highest customer importance) Bottom three attributes (lowest customer importance)

5,6

5,7

5,7

6,5

6,9

7,0

7,3

7,5

7,6

8,5

8,7

9,2

13,8

6,5

8,0

5,7

5,4

9,1

6,9

6,9

6,7

8,2

6,6

9,3

8,9

11,7

7,1

6,7

7,1

7,3

7,6

6,5

6,8

7,4

7,8

7,8

9,1

8,2

10,6

Knowing the importance of single service features al-
lows priority setting in development & marketing. 
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Four key patterns of customer decision making can be 
detected in each of the three pilot countries.

Insight Rationale

Price
flat “but”

stable

•Given adequate price span and flat fee pricing, analyses reveal 
price achieves important but not dominant weighting

•Advertisement not perceived as disturbing and 
personalization of ads can increase revenue potential, unique to 
the mobile business model

Reduce 
to the max

•Despite flat pricing, users don’t always opt for max. outputs
•Research shows subscribers prefer reduced but tailored offer
•Rooted in concerns for relevance, info-overload and technical 
capacity 

•Applies to clips per day, clip length, storage on handset

Anywhere
anytime and 
interactivity

•Anywhere-anytime advantage exists and must be leveraged: 
Companies must satisfy need for current & contextualised (perso-
nalised / localised) info services to benefit from mobile channel

•Challenging: Trading off the cost advantage of (mass-) 
broadcasting

Precision is 
precious

• Items like “ensured transmission", and “suppl. web services" 
impact more than 25% on consumers' evaluation

• Mirrors technical reliability concerns and implies a call for 
command of technology - rooted in past cognitive dissonance 
and disappointing experiences

Strength of empirical evidence

Weak

Strong
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Lessons learned in MCAST apply to the general 
development environment in mobile rich media.

Lessons learned

= A structured process of customer integration helped the entire 
project consortium to better understand customer behaviour and to 
specify the service.

= Quantitative results help to overcome the communication 
challenges in innovation networks.

= Web-enabled research tools decrease customer integration 
cost and time.

= The mobile channel has a unique advantage for video delivery
if contextualization can be achieved, the performance concerns 
are addressed and appropriate prizing models are realized.
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Thank you!

Torsten Brodt
=mcminstitute for Media and Communications Management
University of St. Gallen
Blumenbergplatz 9
CH-9000 St. Gallen
Office: 0041-71-224 2772 
Mobile: 0041-76-583 3880

torsten.brodt@unisg.ch

www.mcast.info

Contact and further information.
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