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1 EXECUTIVE SUMMARY 

1.1 Link with the objectives of the project 
The main objective of the deliverable (Task1.5) in the CITIZEN MEDIA project is to provide a 
vivid illustration of fundamental local context settings for the co-design process as well as for 
the planning and timing of the implementation process (application roll-outs) according to a 
testbeds inherent rhythm.  

The goal of this study is to pinpoint the determining factors when, where, why and how 
people are ready to get involved with co-created network applications. Therefore it has to be 
considered that dealing with the realisation of IT-systems in a domestic setting differs 
significantly from organising a rollout in the business world. When an application rollout is 
planned in a testbed, normally technical issues determine the timing and rhythm of the 
activities. Factors like the completion time of the test application, the installation of the 
needed infrastructure, the availability of a support team etc. define the planning of the rollout. 
What is rarely taken into consideration are sociological and economic aspects concerning the 
testbed community itself. That means understanding the inherent rhythm as well as the “key 
life-cycle characteristics namely, age, income, presence/age of children in the household, 
and martial status” (Brown Venkatesk & Bala, 2006) of individuals comprising a testbed 
community, is substantial for a successful technology diffusion-process.  

1.2 State of the art at the start of the work 
Studies concerned with IT-use in home environments highlight that: “Prior emphasis on the 
world of work means that the designers of IT systems for the home currently have few 
conceptual and analytical tools at their disposal that are actually rooted in an understanding 
of domestic life.” (Crabtree & Rodden 2004) 

Consequently aspects that are characterising the testbed community have to be integrated 
into the rollout-planning process. So it is important to pose for example questions like:  

- When is the testbed community available to engage in this new project?  

- Which local events are taking place during the testbed activities and represent a strong 
competition to the timing of the rollout process?  

- Which economic and political aspects have an influence on the success of the testbed? Etc.  

1.3 Advancement state of the art 
Based on the experience gained in community hosting and user-centred application design, 
e.g. during the project “Buntes Fernsehen” Engerwitzdorf (MAM, TKA), it is clear that it is 
crucial for the success of a project to communicate, to organize events and to involve the 
users when they are ready for it. For instance, when citizens are busy with hay harvest they 
simply do not have time to get involved in something else although they might be willing to or 
are highly interested in the offered program. Thus time and competing events may have a 
negative effect on the deployment. 

The basic idea of the initial concept is that a target group’s disposition to communicate and 
the intention to engage with something new varies over time, depending on events that more 
or less engross the target group’s attention. 

As there is no state-of-the-art for this new conceptual rollout planning, the challenge for 
Task1.5 in the CITIZEN MEDIA project is to find the suitable research questions and 
methods to learn about the testbeds’ inherent rhythm and to create an instrument that 
visualizes this rhythm in a clear and precise form, in order to be used as a daily tool by 
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project managers, communication managers and community hosts planning their testbed 
activities. 
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2 DESCRIPTION OF THE APPROACH 

2.1 Development of research questionnaire 
The first research phase within Task1.5. of the CITIZEN MEDIA project focused on the 
correlation of the occurrence of events and the notion of  “having time” or disposition to 
communicate. The objective was to evaluate whether the engagement of people into existing 
events has a negative influence on their disposition to communicate.  

The disposition to communicate represents in this context the willingness of people to deal 
with a new and for them interesting topic (for example to visit an evening event). 

Firstly local events that competed with the testbed activities were collected.  

Secondly test-interviews were conducted. The interviewees classified each event according 
to what they personally found relevant. Moreover they were asked if they were willing to deal 
with a new topic at that time. 

Thirdly the results of the research were visualised on a calendar. The result showed that 
people rated the personal importance of a certain event as well as their engagement with it 
very differently. Also their disposition to communicate varied strongly. 

Due to the high discrepancy of results within the group of interviewees the first analyses did 
not give any significant data about the importance of events or the disposition to 
communicate for a whole group of people.  

Therefore in the second phase the research focus was broadened and questions were 
revised (see chapter 3.2.). MAM prepared and evaluated potential research questions that 
were rated and grouped during a workshop with CITIZEN MEDIA project members in 
Cologne. The results of this workshop constitute the basis for the conception of the 
questionnaire for the preliminary version of the socio-economic calendar (SEC) see chapter 
3.3.) 

2.2 Concept of the SEC 
The SEC provides testbed hosts at one glance - for every of the intended target groups at 
any time of the year - with the following information: the subjects of interest, the important 
events taking place in the community, the availability of the target groups and the times when 
the target group is engaged with something else (taboo dates), the possible media presence 
and the political decision making process. In addition the SEC becomes a know-how base for 
important information and experiences with the nature and the motivation of the testbed 
accumulated during the project. As project milestones, online resonance and media 
coverage are added by-and-by to this overview. This creates a concise overall picture of the 
interaction of manifold factors which constitute a certain community. 

To provide an easy-to-use and familiar access to the data, the SEC keeps the structure of a 
calendar and visualises all relevant project information mentioned above along a time axis. 
For the preliminary version this overview was realised as a wall calendar. The final version of 
the SEC is an innovative online tool that is described in detail in chapter 4.2. 
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3 THE DEVELOPMENT PROCESS 

3.1 Phase 1: Pre-testing - focus on competitive eve nts and 
available time 

3.1.1 Approach 

Derived from the initial concept of the SEC and the investigations done from October 2006 to 
February 2007 the project team focused on the following questions: 

1. How can the “disposition to communicate” of the target groups be described? What 
does it mean in the context of the CITIZEN MEDIA project? 

2. Which events influence the disposition to communicate and how can the impact of 
those events be measured?  

3. What kind of graphical representation is suitable to illustrate concisely the disposition 
to communicate of one or several target groups over the course of a year? 

To enhance the resulting picture with supplementary information on the key characteristics of 
the target group, their stakeholders and multipliers, the suitable media to reach them were 
collected as input for the conceptualization of the socio-economic calendar. Furthermore 
does existing research in this field highlight that secondary sources like mass media are 
important to promote involvement concerning adoption of technology especially in 
households with single parents or older couples (Brown Venkatesk & Bala, 2006). Therefore, 
the following question was added to the first phase of investigation: 

4. Which media are most suitable to reach the intended target groups?  

3.1.2 Proceeding and results of phase 1 

In a first step, information about local events like sports and cultural events, festivals, 
holidays, exams, elections, anniversaries or seasonal topics such as harvest, were collected 
and put on a time axis.  

To validate the survey approach a pilot study within a group of colleagues was conducted. 
Six employees of MAM were interviewed about each event on the timeline. They were also 
asked to complete the event list with events upcoming in the rest of the year 2007. The data 
for events taking place between January and March was not collected because no testbed 
activities had to be planed during that period, so it was not considered relevant for the project 
activities. The output of this process is presented in table 1. In addition the interviewees 
should rank their available time in different colours on a timeline (see ad 1 below). 

Ad 1) The "disposition to communicate" was defined as the willingness of people to deal with 
a new and for them interesting topic (for example visiting an evening event).  

People were asked to mark on a timeline for each month, in different colours when they think 
they are very busy, when they feel fairly busy and when they feel that they have time to deal 
with something new. Here the research focus was set on identifying the available time for 
any “other” events of interest in course of the year. In Context of the CITIZEN MEDIA project 
that means to obtain a list of available time gaps where it is possible for project managers to 
communicate with the community or organise new events. As a result findings should 
represent the spare time or non busy times of the target groups in course of the year.  
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(Start) 
Date 

Duration 
(days) Type of Event Title (national language) Title (English) 

31.03.07 11 school holidays Osterferien Easter holidays (school) 

09.04.07 1 bank holiday Ostermontag Easter Monday 

27.04.07 2 public event Sportfest (der Sportunion) Sports Meeting 

01.05.07 1 public event Maibaumsetzen Maypole 

01.05.07 1 bank holiday 
Staatsfeiertag; Tag der 
Arbeit 

National holiday; Labour 
Day 

17.05.07 1 bank holiday Christi Himmelfahrt Ascension Day 

17.05.07 1 public event 
Erstkommunion VS 
Treffling First Communion 

26.05.07 4 school holidays Pfingstferien Whitsuntide 

28.05.07 1 public event Pfarrfest Parish Festival 

28.05.07 1 bank holiday Pfingstmontag Whit Monday 

07.06.07 1 bank holiday Fronleichnahm Feast of Corpus Christi 

22.06.07 2 public event Sonnwendfeier Midsummer Festival 

07.07.07 1 public event Sommerfest EXIT 19 Summer Festival EXIT 19 

07.07.07 66 school holidays Sommerferien (Schule) long vacation (school) 

14.07.07 1 public event Fire Dance Firemen's carnival 

15.07.07 21 Other Getreideernte Grain Harvest 

10.08.07 5 public event Summer Flash Summer Splash 

15.08.07 1 bank holiday Maria Himmelfahrt Assumption Day 

26.08.07 1 public event Familienfest Ferienpass 
Family Festival Holiday 
Pass 

15.09.07 2 public event Engerwitzdorfer Kulturtage Culture Days 

15.09.07 21 Other Maisernte Corn harvest 

22.09.07 1 public event Weinherbst Wine Festival 

07.10.07 1 public event Erntedankfest Harvest Festival 

13.10.07 1 public event Oktoberfest Oktoberfest 

26.10.07 1 bank holiday Nationalfeiertag national holiday 

01.11.07 1 bank holiday Allerheiligen All Saints' Day 

09.11.07 1 public event Martinitanz Martinmas' Dance 

10.11.07 1 public event Imkerball Beemaster Dance 

24.11.07 1 public event Ball der Kameradschaft Camaraderie Dance 

25.11.07 1 public event Jugendkonzert Youth Concert 

01.12.07 1 public event Adventbasar Advent Bazar 

01.12.07 24 Other Advent Advent 

02.12.07 1 public event Adventsingen Advent Singing 

06.12.07 1 Other Nikolaus Santa Claus 

08.12.07 1 bank holiday Maria Empfängnis Conception Day 

24.12.07 14 school holidays Weihnachtsferien Christmas Holidays 

25.12.07 2 bank holiday Weihnachten Christmas 

31.12.07 1 public event Silvester New Year's Eve 

Result   38     

Table 1: Events competing with testbed activities 
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Ad 2) To dissect those times when people have a high disposition to communicate 
interviewees were asked to rate the importance of an event or feast on a scale from 1 to 4. 
Additionally they were asked if they felt willing to deal with a different topic at the time of the 
event in question. More precisely the respondents were asked to indicate for each event how 
much of their attention it captured and if they were interested in anything new at that time.  

Here the pilot study showed that the question could not generate any precise result as the 
respondents had difficulties to estimate whether the wanted to get engaged with something 
new at that times or not. Apparently people could not give any information about their own 
disposition to communicate.   

Consequently the question was reformulated and the focus was shifted to the impact of the 
events: 

This time respondents should still rate the events on a scale from 1 to 4, but they should rate 
the event only according to attractiveness and relevance it has for them. 

Ad 3) The results from the pilot study were visualised by colours (green, orange, red) on the 
time axis of the calendar. For each target group the moments, when their attention is focused 
on other events were entered in the calendar.  

As a result the times, when the audience is free to engage with a new subject, were 
indicated. The intention was that for a specific date the colours of chosen target groups 
summed up, resulted in a new colour, that shows, if the date was suitable for a project 
concern or not. Busy times, like Christmas, are clearly visible as condensations of red on the 
timeline. 

When visualising the results from the conducted interviews the following problems became 
apparent: 

· The relevance of the events shown on the time axis was so different for each of the 
interviewees that no significant common results in the small sample of six persons  
could be identified. An event that was very important for one person wasn’t of the 
same interest/attractiveness for another person from the same group. Exceptions 
were dates like Christmas and New Years Eve that were taboo for nearly all 
interviewees. The pre-test indicates that there are no clear periods, when a whole 
group of people is available to engage in a new project. This might depend on the 
different contexts of each person interviewed in our pre-test (e.g. social and personal 
factors etc.) 

· In addition, the data from the interviews showed that people feel busy the whole year 
round and seem never to have time left for new things. Nevertheless, field research 
indicates that they find enough time to participate in events even in busy periods - like 
at the end of the year. Engaging in new topics or visiting an interesting event is not so 
much a question of available time, but is highly driven by interest, curiosity etc.  

Ad 4) Finding out the most suitable way to communicate with the intended target groups, the 
most important local media of Engerwitzdorf were investigated (see table 2). Publishing 
cycles, quantities, specific target groups, publishers and contact persons were listed in an 
excel sheet (table 2) to be added to the calendar at a later point of the project.  
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Title of Medium On-/Offline Measure of 
circulation 

Quantity 
Frequency 
of 
publication 

when? 

Gemeindezeitung Engerwitzdorf Offline circulation 2.400 monthly 

last Friday  

of month 

Tips Off&Online circulation 1.500 weekly Thursday 

Gusenblick Off&Online circulation 2.000 weekly Monday 

Oberösterreichische Nachrichten Off&Online circulation  daily   

www.goldenerdelfin.at Online unique visitors/month 165 occasionally   

www.buntesfernsehen.at Online unique visitors/month 420 occasionally   

www.engerwitzdorf.at Online unique visitors/month 370 occasionally   

www.gallneukirchen.at Online unique visitors/month 330 occasionally   

www.katsdorf.at Online unique visitors/month 160 occasionally   

www.altenberg.at Online unique visitors/month 284 occasionally   

Table 2: Media to reach the target group  

In conclusion the pilot study provided important additional information about event dates and 
the validity of the interview questions. People could not give information about their 
disposition to communicate at event dates. Therefore focusing on the competitive events in 
the target group and their “disposition to communicate” did not deliver useful conclusions on 
the rhythm of the target group. It showed that it was necessary to refine the interview 
questions. People should only be asked for the impact of events and not give any information 
about their disposition to communicate in the same question.  

As a result of phase 1 the decision was taken to focus again on the task objectives, to 
broaden the research focus and refine the research questions in phase 2. 

3.2 Phase 2: Broadening of research focus – Feedbac k of 
partners from the CITIZEN MEDIA consortium 

3.2.1 Approach 

Derived from the task objectives a list of potential new research questions for the SEC was 
developed. Based on previous project experience from Engerwitzdorf, MAM evaluated the 
questions by the following criteria: 

1. Relevance for the project management 

2. Required effort for data collection 

3. Method for data collection 

4. Visualization of the collected data 

On February 5th 2007 MAM organized a workshop at the Academy of Media Arts in Cologne 
to revise the emphasis of the research questions. The workshop consisted of 3 phases: 

1. Collection of additional questions 

2. Grouping of similar questions 

3. Rating of the most relevant questions 

3.2.2 Results of phase 2  

The highest rated questions were: 

1. External influences and circumstances in the tes tbed: 
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a. What are the rough life-cycles of the target groups that are relevant for the 
establishment of the testbed? (Media, politicians,...) 

b. When is which topic most attractive for the production of content? 

c. When do social events take place, which allow formal or informal communication? 

d. During which periods of time do events addressing a certain target group have least 
competition with other events? 

e. Who are the most important stakeholders within a target group (official exponents, 
opinion leaders)? 

2. Rhythm and timing of the target group: 

a. When is the best time to launch a competition? (Is it good to publish during non busy 
times e.g. vacation season or better to boost existing peaks of content production and 
usage?) 

b. When are people of a certain target group most likely to have time for events they are 
personally interested in, when are they reachable via telephone/e-mail?? 

c. How much time do individuals of a certain target group have? 

d. At what time during a day is it appropriate to ask households for their feedback? 

3. Usage of on-demand media (e.g. DVDs, user-genera ted content): 

a. When do people mostly watch content? (Afternoon, evening; holidays, Christmas?) 

b. When do most users upload their content? (How many people are needed to approve 
the content and give feedback)   

c. When do users preferably forward their content? 

d. When is it most likely to get up-to-date feedback? (When do users consume or work 
with on-demand media?) 

e. When is it most likely to attract attention in push channels? 

The outcome of the workshop helped to clarify the most important aspects within this 
research. However to be able to make a thorough study the focus of this research had to be 
set anew in phase 3.    

3.3 Phase 3: Evaluation 

3.3.1 Approach 

The research questions, which were selected during the workshop covered a variety of 
different aspects, which were difficult to include in a single survey. Therefore were evaluated 
by the following criteria: 

 

1. relevance for the project manager or community host 

2. required effort for the data collection 

3. method for data collection 

4. visualization of the collected data 

The evaluation resulted in the following research questions that had to be anwered by the 
SEC: 
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3.3.2 Research questions for the SEC 

1. What are the target groups for the testbed and what characterises them? 

2. What topics are they interested in? 

3. When does the intended target group feel available for testbed activities? 

4. At which events could they be reached? 

5. Which events are competitive with the activities organised for the testbed? 

6. What taboo dates do they have for testbed activities? 

7. Which media is suitable to announce upcoming events or to report on activities that 
already happened before or after the testbed activities?  

8. When is political and personal decision-making taking place? 

9. Which of the activities show a big resonance in the online and offline media? 

3.3.3 Data collection 

To answer the questions a combination of different methods for data collection was needed. 
Therefore the research team conducted a face-to-face survey with nine citizens of 
Engerwitzdorf, made an online survey to collect important dates, recorded in-depth 
interviews with employees of MAM having already experience with the Engerwitzdorf 
community.  

For the testbed in Engerwitzdorf the following target groups were defined: 

1. Schools 

2. Young media talents and amateur video producers 

3. Families with aonDigital TV  

4. Other households 

5. Local clubs 

6. Local media 

The main selection criterion for the target groups was their potential interest and involvement 
in future CITIZEN MEDIA applications. The collaboration with schools offers the possibility to 
work with students in a structured way. Moreover has school and school environment a 
potential to bridge the generation gap. That means pupils can involve their parents and grand 
parents as well. Young media talents and amateur video producers are highly interested into 
the topic of content production. They are keen to find new ways to express things in their 
own way and to interpret existing concepts anew. Families with aonDigital TV are the main 
target group for testing the new developed applications across the age groups. The target 
group ‘other households’ should cover the group of potential adopters, who might be not yet 
into content production and need more motivation to get involved. Local clubs are very well 
organised, have a good network and they can address a lot of citizens of Engerwitzdorf. 
They are a potential partner in organising all sorts of events or activities. The local media is 
important for the communication within the project. That is to inform the project members as 
well as people who could be interested in getting involved.   

From each of these target groups two representatives were selected and invited for a face-
to-face survey. The survey covered the months May to December 2007 because no testbed 
activities were happening before May 2007 and no event data for the year 2008 was 
available at the time, the study was conducted. 

The face–to-face survey focused on the following to pics:  

a. What subjects/topics which are important in different months of the year? (Visit of the 
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traditional “Heurigen”, balls, Christmas markets, holiday planning, hiking, start of the 
school year etc.) 

b. At which existing events can the target groups be reached? Which events provide a 
good framework to communicate about other, new topics?   

c. When are the phases where the target group is not available at all (e.g. pupils at end 
of term, families at Christmas)? 

d. Which events are competitive if testbed activities are organised at a certain date? 

The expert interviews focused on the following topi cs: 

e. Which information and experience was already gained within a certain target group? 

f. Which information and experience was already gained with certain events? 

The online survey covered the following points:  

g. When are political decisions taken? (e.g. Elections, budget planning etc.) 

h. When are political decisions taken? (e.g. Elections, budget planning etc.) 

i. Which media are most suitable to reach the target groups? When are their publication 
dates or press deadlines? Who are the contact persons?  

3.4 The Result of the interviews 

3.4.1 Overview target groups 

The following persons participated in the interviews: 

Gender Age Family status Target Group 

Male 64 Married Clubs, Other Households 

Male 57 Married Clubs, Families with aonDigital TV 

Female 14 Single Schools, Families with aonDigital TV 

Male 45 Divorced Clubs, Families with aonDigital TV 

Male 55 Married Schools, Local Media 

Male 21 Cohabited Young Filmmakers, Other Households 

Male 17 Single Young Filmmakers, Other Households 

Male 16 Single Young Filmmakers, Families with aonDigital TV 

Female 56 Married Other Households 

Table 3: Target group representatives participating  at interviews 

The main results of the interviews are summarized in the following section. 

3.4.2 Disposition to communicate and engage with ne w things 

To find out the dates, when people are available to get involved with new topics, the following 
steps were taken:  

The interviewees were asked to take a green pen and enter on a time axis the months that 
they are free to engage with new topics or to participate in new events. They were given an 
orange pen to mark the months when they feel quite busy and would have problems to go to 
an event even if they are interested in it. At last they were asked to mark with a red colour 
the months that they certainly would not go to an event, even if it is interesting, because 
there is no time left at all. 

For quite homogenous target groups like schools, young filmmakers (which are mostly 
students), this research gives a good overview on those dates. For example: 



FP6-2005-IST-41 (038312) CITIZEN MEDIA Deliverable D1.5.1 

  Page 15 of 27 

Schools: The interviewees are available in September and cannot participate at all in 
February. 

Young Filmmakers: The representatives are available in July and completely taken in 
February. 

Families: Participants are free in July, August and busy with other things in November, 
December. 

For heterogeneous target groups this research did not deliver any common results. 

In addition to the procedure mentioned above, the interviewees were confronted with a 
question that translates the “disposition to engage with something new” into a very concrete 
example. So they were asked, at which time of the year they buy new things for themselves 
(for example a camera). The acquisition of a camera represents an act, which demands a lot 
of involvement by the buyer. Therefore it can be concluded that those purchase dates 
represent moments in the lives of the interviewees when they are available for new things, 
even if they are not conscious about it. This research showed interesting results:  

Young filmmakers, for example, would most likely purchase a new camera in July and 
December (the months, when they are not busy with their studies). Clubs and families use 
the months of autumn and the beginning of winter to make their purchase.  

The results of this question show that interviewees can provide information about their 
“disposition to communicate” much easier and more precisely, if the question is translated in 
clear activities. However, it is difficult to generalize here, because buying decisions are 
influenced by a number of reasons. Special offers or special occasions in the life cycle of an 
individual such as birthday, wedding, childbirth or feasts e.g. Christmas as well as releases 
of new products or old and broken things can motivate people to purchase new things.    

All in all, the research showed that it is only possible to draw a conclusion about the 
disposition to communicate of a group of people if they belong to a homogeneous target 
group with similar life cycle characteristics. 

3.4.3 Interesting topics during the course of the y ear 

This question shows very similar results over all target groups even in this small sample. The 
interviewees often listed the same important topics in the same month, which are highly 
influenced by the seasons, holidays, hobbies etc. The table below shows some examples of 
the topics mentioned in the face-to-face survey.  

Examples: 

May Spring, Nice weather, Parties 

June Start of the summer, Swimming 

July Swimming, Summer, Holidays 

August Holidays, End of summer 

September  Autumn, School begin, Back to work 

October Making Cider, Hiking, It’s getting colder 

November Dull, Cold, Hiking, Snow  

December Winter, Cross-country skiing, Chrismas, Stress, Snow 

Table 4: Examples of interesting topics 
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3.4.4 Media to reach the target groups 

The media with the highest coverage to reach the intended target groups are the local offline 
media. These are mainly the local, monthly paper “Gemeindezeitung Engerwitzdorf” (2. 400 
printed copies) of the municipality and the regional, weekly paper “Gusenblick” (2.000 printed 
copies).  

3.4.5 Relevance of other events as competition for testbed activities 

When the interviewees were asked in the interviews about the importance of other local 
events, a vast majority of them explained that they often participate at local events even if 
they are not really interested in them. Peer pressure is a major reason for their participation 
and engagement in certain community activities. Examples are the school theatre 
performance or activities of local clubs, which are a fundament for the social life in 
Engerwitzdorf. Even if people are busy or are not really interested, they always find some 
time available for such events characterizing their social context. 

3.4.6 Relevance of other events as means to communi cate about testbed 
activities 

The research shows that the local “cultural days” are suitable to communicate the testbed 
activities. This event is organised by the most important clubs of Engerwitzdorf and 
represents the “showcase” of Engerwitzdorf, demonstrating what the region is able to 
achieve and to perform. Not suitable at all are events like the fire pride, as their focus lies 
very much on private amusement. 

3.5 Phase 4: Implementation 

3.5.1 Preliminary Version 

After the completion of the interviews and the evaluation of the collected data, a wall 
calendar was used, to provide this information in a preliminary version (see chapter 4.2.3). 
This wall calendar was applied by project managers and community hosts for the 
management of the testbed Engerwitzdorf. It was also presented to the other project 
partners, especially to those from the other testbeds, during a consortium meeting in Oslo. 

The feedback from the other partners and the experience from the usage for the 
management of the testbed Engerwitzdorf helped to identify the following disadvantages of 
the preliminary version:  

1. Tinker work: Coloured pens, circle templates etc. are needed to add information to 
the calendar. 

2. Changing data on paper is not possible or at least very complicated 

3. The calendar is physically located in one place and can not be used by other partners 
at the same time respectively different copies are not synchronized.  

4. The offline version does not allow automatic data input, such as usage statistics of an 
application or website. 

3.5.2 Technical requirements for the interactive on line version 

The technical requirements for the interactive online version of the SEC can be summarized 
as follows: 

1. Two different user-groups: guest users (read only permission) and administrators 
(read- and write-permission) 
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2. Visual appearance like the offline version (see chapter 4.2.3), structured in eight 
sections: disposition to communicate, topics, politics, media, events, activities, offline- 
and online-resonance 

3. Ddifferent views: one year, half a year or month-views 

4. Export functionalities: export of PDF documents of the different views 

5. Users should be able to add, change or remove ‘events’ on the calendar. 

6. Depending on the category of an event it has different input fields, e.g. in the category 
‘disposition to communicate’ an event has the attributes ‘month’, ‘target group’ and 
‘disposition to communicate’. 

7. Additionally each event can have a WIKI page where users can add their experiences 
to that specific event. 

8. Depending on the category of an event, the data is visualized differently on the 
calendar: e.g. in the category events, the coloured or non-coloured segments of a 
circle indicate, if the event is relevant for a specific target group. The size of the circle 
indicates the expected number of visitors. 

9. The month-views enable the user to read more details than in the year-overview. 

10. The different categories of cvents can be superimposed or faded-out separately. 

11. The legend can be superimposed or faded-out by the user. 

12. When events are added of changed, the calendar is visible at the same time, so that 
the user has an indication of how his entered data will look like. 

3.5.3 Selected Technology 

To meet these requirements, most parts of the SEC were developed from scratch. Therefore 
PHP and a MySQL database where used.  

For the rendering of graphics, such as circles, or graphs, the “High Performance JavaScript 
Graphics Library” by Walter Zorn was used, that is released under the LGPL open source 
license. 

Further more, for the WIKI pages associated with the events on the calendar “DokuWiki 2” 
was used, that is available under the GPL2 license.  
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4 THE SOCIO-ECONOMIC CALENDAR 

4.1 The Concept  
The SEC offers the following information: 

a. Taboo dates for the target groups  
Answers the questions: When are the testbed activities confronted with strong 
competing events? Informs about dates that should be avoided for activities in the 
testbed. 

b. Interesting topics in the course of the year 
Answers the question: Which subjects are important for the target group?  
If one wants to attract the attention of his intended target groups, he has to talk about 
subjects/topics that are relevant to the groups at a certain moment. These subjects 
are changing during the different seasons. With the SEC a project manager can at 
any time of the year pinpoint topics of interest to his target group. 

c. Political decision-making 
Answers the questions: When do local administrations and politicians make their 
decisions? How is the decision-making process organised? 
To implement activities in a local community the approval of local authorities is often 
an important condition. Therefore, a project manager needs to know when important 
decisions are taken in the community, which information has to be provided to 
support the process, who are the main contact persons etc.  

d. Local media for communication addressing the target  groups 
Which local media could be used to communicate with the target groups?  
Gives an overview of publishing dates, target groups, contact person etc. 

e. Events that are relevant for the target groups  
Answers the question: Which events could be of use to reach the intended target 
groups? This section provides information about the major events of the selected 
target groups. It shows which target groups are involved, gives details about the 
major players of those events (who are the stakeholders?), and describes the contact 
history with those stakeholders and how they can be contacted.  

f. Key facts about the target groups 
Describes the most important stakeholders, contact persons and experiences gained 
with the target groups. 

The SEC is not only a tool to plan and organise the activities in a testbed. It becomes a 
comprehensive instrument for the documentation and evaluation of the effect of activities 
taken in the testbeds (eg. organised events, published advertisements, workshops etc.).  The 
SEC is a guideline predicting up-coming events or main concerns of the testbed community 
and at the same time evaluating the feedback published within a community (newspaper 
articles or commentaries as well as online media like texts, photos or videos etc.).  

Therefore the following facts are added continuously throughout the project: 

g. Project milestones 
Show the testbed events, release dates etc. taken in the community. 

h. Online resonance  
Gives an impression on unique visitors, page views, content uploads as a result of 
the testbed activities. 

i. Offline resonance in the media  
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Shows the media coverage as result of the testbed activities. 

j. Experience and Information gathered  
Together with the complementary wiki website the calendar becomes a know-how 
base for all additional information and experiences accumulated during the project.  

4.2 Visualization of the Socio Economic calendar 
In a preliminary version a wall calendar was used to give an easy-to understand access to 
the information described above. Along a time axis the main information was illustrated by 
colours, symbols and headlines - providing a clear and quick overview.  

In the SEC as it exists today, the same methodology was transferred to a web based 
interface (see chapter 4.2.4). 

4.2.1 Visualized Information Overview 

Project managers, communication mangers and community hosts see at one glance for 
every of their target groups at any time of the year:   

1. The availability and taboo dates  

2. The subjects of interest 

3. The decision-making events  

4. The possible media presence 

5. The events taking place  

 

Continuously the following information are added to this overview: 

6. Project milestones 

7. Online resonance  

8. Media coverage 
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4.2.2 Legend 

 

Figure 1: Legend of the socio-economic calendar 
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4.2.3 Wall Calendar Engerwitzdorf 

 

Figure 2: The preliminary version of the socio-econ omic calendar 
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4.2.4 Interactive Online Version – Socio-economic C alendar Engerwitzdorf 

Available at http://www.citizenmedia.at/sec/ (user: admin, password: citizen) 

 

Figure 3: The interactive online version of the soc io-economic calendar 
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4.2.5 Symbols used on the calendar 

  
Political decision 

�  Release date / publishing date 

�� Deadline / editorial term 

  
Event / testbed activity 

 
Workshop 

 
Trainings 

Table 5: Symbols used in the calendar 

 

4.2.6 Colours used on the calendar 

Each target group is represented by a different colour: 

Schools light green 

Young Filmmakers dark green 

Families with aonDigital TV  light blue 

Other households dark blue 

Local Media Red 

Local Clubs Orange 

Table 6: Colours used in the calendar 

 

4.2.7 Structure of the calendar 

Each information block of the concept (political decisions, media, events, topics, activities, 
online resonance, offline resonance) is represented by its own row along the time axis. In this 
row the most important information is displayed: 

 

a. Disposition to communicate 
The calendar indicates, if a selected target group tends to be available for project activities at 
a certain time or not. Green signifies that people are mostly available; orange means that 
people are partially available; red indicates that most people of the selected target group are 
not available at all. 
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b. Topics 
Shows a list of the interesting topics per month, the font size and the numbers in brackets 
indicate how many people mentioned this topic independently. 

 

c. Political decisions 
Shows date and title of decision-making events, which are symbolised by a balance. 

 

d. Media 
Shows editorial term and publishing dates, which are symbolised by vertical red lines and 
stars. 

 

e. Events 
Shows date and title of important other events, which are symbolised by a pie chart. The size 
of the pie chart indicates the level of importance of the event. Each pie in the chart 
represents a target group. If the pie is coloured with the respective colour of the target group, 
it represents an important event for this target group. If the pie is not coloured, it has no 
importance for this target group. The red circle around a pie chart indicates that this event 
represents a taboo date for the testbed activities. A green circle displays that this event is 
organised by a partner organization – so there is an easy access to the community.  

 

f.  Activities 
Shows date and title of the testbed activities. The usage of symbols is the same as for the 
other events. Activities are represented by pie charts indicating the included target groups. 
Workshops have their own symbol of “a group of people”. Trainings are symbolised by an 
icon of a flip chart.  

 

g. Online resonance 
Is represented by three curves on a scale from 100 to 100.000, showing the unique users, 
page views and uploads. 

 

h. Offline resonance 
Is represented by stars for the release date of each press report due to project activities. 

When building the online version of the calendar, this structure will be retained. The 
visualisation of the above mentioned information gives a quick overview of the socio-
economic dynamics within the selected target groups. Even more detailed information can be 
accessed and extended through a wiki, which organizes background information and 
personal experiences in the following categories: 

 

i. Target groups / Stakeholders 
Each topic, event, medium, target group or stakeholder that has a wiki page with continuative 
information, is underlined on the calendar, referencing to the wiki page of the same name. 
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5 OVERAL CONCLUSIONS 

The main challenges in this project task were: 

1. to find suitable research questions and methods to learn about the inherent rhythm of 
a testbed, and 

2. to create an instrument, that visualizes this rhythm in a clear and precise form, in 
order to be used as a daily tool by project managers, communication managers and 
community hosts planning their testbed activities. 

The initial focus on the correlation of the occurrence of events and the notion of having time 
did not bring significant results. The discrepancy of the answers within one target group was 
so big, that the different results could not be used to distillate clear statements for the whole 
group. 

Consequently a broader set of research questions was defined in a workshop together with 
the partners from all CITIZEN MEDIA testbeds. These questions where evaluated by the 
following criteria: 

1. relevance for the project manager or community host 

2. required effort for the data collection 

3. method for data collection 

4. visualization of the collected data 

Nine research questions (see chapter 3.3.1) have been selected and used to develop a 
standardised questionnaire that was the basis for a face-to-face survey, conducted with nine 
representatives of the selected target groups in Engerwitzdorf. These representatives rated 
the importance of the particular events. Additionally they were asked to give in a comment-
type response keywords or topics they would associate with each event. The questionnaires 
were evaluated for six target groups (see chapter 2.3) 

 The research provided the following interesting results: 

· Topics and Keywords 

Each month has a base of topics or keywords that are interesting for all target groups. 
The common topics change within the course of the year, according to the seasons, 
the holidays etc. When being aware of this information the community host can adapt 
his communication means to the actual topic of interest of the target group.  

For example in September the defined topics were: Autumn, school starts, cider, 
learning, fruit trees, harvest and hiking on the weekends.  

· Disposition to communicate and engagement in a new thing 

Those target groups that have a common structured life (like schools or students) can 
give clear answers about their inherent rhythm, when they are simply asked about 
their available time. All students, for example, are busy in February and June, 
because they have their exams at the end of the semester, and they have more spare 
time in July. For heterogeneous target groups (e.g. local clubs) the research showed 
more precise results, when the “disposition to communicate” was disjoint into more 
specific aspects respectively translated into clear actions. For example, the question 
when people would most likely buy a new camera provided interesting data about the 
periods when the interviewees engage in a new thing, without even being conscious 
about it. 

· Participating in an event 
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When it comes to decide whether to participate in an event or not, peer pressure plays an 
important role in all target groups. People are more willing to engage in activities, when the 
social environment expects them to do so - even if they are not interested in the event or if 
they are very busy. 

During the development of the visualization concept it became apparent, that the overlay of 
these different levels of information provides new insights into the dynamics of the testbed 
community. Therefore new sections were added to the calendar, for the step-by-step 
documentation of project activities in the testbed, the offline-resonance (e.g. press coverage) 
and the online resonance (e.g. unique users on the testbed website or on a specific 
application) achieved. 

The final version of the SEC is an interactive online tool, that is used by different project 
partners at the same time. Each event on the calendar can easily be moved, changed, or 
even enhanced by any kind of information, that can be added to the associated WIKI page. 

At the time of the completion of this document, the SEC is used by project managers, 
community hosts and communication managers of TKA and MAM to plan and document their 
activities in the testbed Engerwitzdorf.  

The SEC is perceived as a source of information, whenever new events are organized and 
project planning is arranged. 

The SEC provides input for various tasks of the CITIZEN MEDIA project: the data collected 
in Engerwitzdorf was used as resource for Task 3.1 to develop factoids for personas. 
Likewise the insights gained with the development of the SEC are used as input for Task 3.2, 
Task 4.3, Task 5.2 and Task 5.3: the planning, implementation and documentation of project 
activities in the testbeds.  

It is intended, that the SEC will also be used by the project partners in Oslo and Cologne for 
the planning and documentation of their testbed activities. Partners who want to use the 
calendar in their testbed are provided with a toolkit consisting of the outline for the interviews 
and data collection, the documentation of the concept and the online-tool to evaluate and 
visualise the information. As a result, we intend to get comparable data for all three testbeds.  
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