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Agenda innovations

The User Adoption Lab:

Background and goals

Main working tools

Example of Lab outputs:
Virtual Private Spaces
— Who uses these sites?
— How are they used daily?
— Why are they used?

Implications for Swisscom
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What we do in our User Adoption Lab? innovations

Technology usage in peoples daily life
= Ethnographic approach
= Longitudinal approach
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What iS our Lab baCkground? innovations

= | ocated within Swisscom Innovations:
— Central R&D unit for the whole Swisscom group
— Originally technology driven

* Need to transform organisation to market driven unit

= Started 8 years ago with usability team

EaN November 06, V. Bauwens INO-ESA for Dr. S. Broadbent



SWisSP M
What are the Lab Objectives? innovations

Understand mechanisms behind user adoption process:
= |dentify trends and opportunities
= Feeding strategic planning

= Support new product development process
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What are our main tOOIS? innovations

= Diaries
= Technology maps

= Timelines and schedules
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Technology maps

Devices in public spaces

Devices in private
spaces
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Timelines and schedules
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User Adoption Lab - Output example:
Private Virtual Spaces, what drives the hype?
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Example Of Virtual Private Space innovations

November 06, V. Bauwens INO-ESA for Dr. S. Broadbent

-
—



sWisscomy
Project Background & Goals nnovatons

Background
= Big success in Switzerland of sites like PartyGuide and Tilllate

= Emergence of more general personal websites like MSN Spaces and
MySpace

Project goal
= Better understand what is really happening on these sites

= Evaluate impact of the emergence of this new communication channels
on existing communication channels
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Approach: in-context interviews innovations

= Methods: partly structured interviews and observations at people’s
homes

= Length: 2 hours
» Participants (recruitment prerequisites):

— 20 Virtual Private Space regular users (at least twice a week):
Partyguide, Tilllate, Myspace, MSN Spaces

— Between 15 and 35 years
— With a PC and broadband internet access at home
— Using regularly mobile and fix telephony, SMS, E-Mail, IM (at least
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‘How are these sites used?

*\WWhat drives their usage?
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General user prOflle innovations

Virtual Private Spaces users have particular profiles:
= Sociable: communication is almost their hobby
= Very digital: huge usage of PC and IM but few TV

= Flexible lifestyles: have time to go out or to spend on the PC
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Their social maps

They have much wider social networks to maintain:
= Average communicator: 5 (core network), 15 (weak ties)
= Virtual Space user: 15 (core network), 75 (weak ties)
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Their timelines nnovation:

They have much longer PC sessions
= Average communicator: regular but short PC sessions
= Virtual Space user: daily long PC sessions

Virtual Private Space user: 29, M, Car dealer, Tilllate

Average communicator: 31, M, Independent  source: longitudinal user research INO
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ICT usage In general Innovations

They are very digital:
= Huge PC usage, mainly to communicate (Instant Messaging)
= Digital pictures, a normality

= Music, a normality

PC cannibalizes TV:
= TV, low usage
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Lifestyle — hobbies nnovetion:

Communicative with flexible lifestyles:

= Extravert, enjoyed talking and communicating, needed and enjoyed
being part of a group/network of people

* |n a particular life phase with quite a lot of flexibility from a job, family
point of view
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*\Who are the users of Private Virtual Sites ?

Communicative with wide networks; digital; with quite flexible lifestyles

*\WWhat drives their usage?
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A typical session innovations

= They come back home and switch on the PC

= MSN messengers starts automatically

= They start their own site:

— They look first what is new and who contacted them:

1. Who visited their site
2. Messages
3. Votings (karma...)
4. Pictures search

= They switch to MSN to chat with their usual MSN buddies
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How often — how long? innovations

F, 25, University student (Social Sciences), Tilllate

Sessions are addictive:
=Used every day even several times per day!

=Users get caught up in the game as they feel that they have to answer
fast
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What is used and how? Party pictures """

Implicit function:

*No effort to create content
*Trace back and start communicating with people met at a party
*Paparazzi effect: people feel like « super stars »
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What IS used and hOW? innovations

Karma/Voting

Wow! (81)
Herzig (12)
Nicht mein Typ (2)

Implicit function:
*Ego boosting, identity building function

*Encounter new people
*Show them a sign of interest in a discrete and non engaging way
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Core funCtlons overview innovations

A lot of mechanisms to trigger further communication

< 1. Y looks at X profile

3. X checks Y profile

2. The platform automatically leaves a note
% % on X'‘homepage that Y visited his site

Virtual Space
Platform offering: 4. X gives Y a
positive Karma

4. elnformation >
OO Ha O]

. | *People traceability
“ *People search
“sPeople match
«Notification
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*\Who are the users of Private Virtual Sites?

Communicative with wide networks; digital; with quite flexible lifestyles

‘How are these sites used?

Addictive sessions triggering further communication
on more traditional communication channels
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Key Strengths innovations

Extremely powerful and efficient communication tools:
— One potentially reaches a huge number of people
— With very small efforts (in terms of time, emotional effort)

— One can communicate fun and rich content
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*\WWho are the users of Private Virtual Sites?
Communicative with wide networks; digital; with quite flexible lifestyles

How are these sites used?
Addictive sessions triggering further communication
on more traditional communication channels

*\What drives their usage?
Extremely efficient way to network
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To conclude: our impact

Our study:

* Provided inputs for product design and strategy:
— Opportunities potential
— Segments to tackle
— Functionalities to offer

= Led to development of one new service
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