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Executive Summary 

The exploitation plan of the WeKnowIt project is managed in three 

phases: an initial one followed by two updates. The current document 
comprises the initial phase of the exploitation plan, and describes the 

exploitation possibilities and paths that can be followed and defines the 
appropriate exploitation paths for each IP asset, according to the 

WeKnowIt IPR Plan and Consortium Agreement.  

The main parts of this deliverable include the identification of the potential 

market sectors and sub-sectors targeted by WeKnowIt, including revenue 
prediction and market timing. Then, performing an external environment 

analysis of STEP factors (Social, Technological, Economic, Political) and 
competitive analysis in order to predict the market conditions in which 

WeKnowIt based products, systems and services will be exploited. 

Given the size and scope of the WeKnowIt project, a range of exploitation 

options are possible. Exploitation models involving joint ventures are the 

most ambitious strategies, but individual partner exploitation is also 
possible, as well as options for the SMEs and academic partners to exploit 

WeKnowIt technology individually or in joint ventures. This deliverable 
briefly describes some of the possible exploitation options, and all partners 

describe their specific exploitation strategies for WeKnowIt.  
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Abbreviations and Acronyms 

 

  

AOL America Online Inc. 

API Application Programming Interface 

ARPU Average Revenue Per User 

BW Bandwidth  

CE Consumer Electronics 

DVB-x Digital Video Broadcasting (family) 

ER Emergency Response 

FTTx 

Fiber-To-The-x 

FTTE : Fiber To The Enclosure 

FTTB: Fiber To The Building 

FTTC: Fiber To The Curb 

FTTH: Fiber To The Home 

FTTN: Fiber To The Node/Neighbourhood 

GPS Global Positioning System 

GSM Global System for Mobile Communications 

HSxPA 

HSDPA: High Speed Downlink Packet Access  

HSPA: High Speed Packet Access  

HSUPA: High Speed Uplink Packet Access 

ISDN Integrated Services Digital Network 

ISP Internet Service Provider 

IT Information Technology 

LTE Long Term Evolution 

MANETs  Mobile Ad Hoc Networks 

MVNO Virtual Mobile Network Operator 

PANs  Personal Area networks 

PC Personal Computer 

RIM Research In Motion Ltd (Blackberry wireless device) 

RSS Really Simple Syndication 

SaaS Software-as-a-Service  

SMS Short Message Service 

SOA Service-Oriented Architecture 

TV Television 

UGC User generated content 
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UMTS Universal Mobile Telecommunications System 

URL Uniform Resource Locator 

USP Unique Selling Point 

UWB UltraWide-band  

VANETs Vehicular Ad Hoc Networks 

WiBro Wireless Broadband 

WiMAX Worldwide Interoperability for Microwave Access 

WLAN  Wireless Local Area networks 

xDSL an undetermined type of Digital Subscriber Line 
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1 Introduction  
Due to advances in communications, mobile devices and Web 

technologies, it is nowadays easy for users and organisations to generate 
and share content, individually or within communities. However, such 

digital content rapidly reaches a mass that makes relevant information 
extremely complex and costly to handle. Yet, current applications do not 

fully support intelligent processing and management of such information. 
Thus, users fail to access it efficiently and cannot exploit the underlying 

knowledge. 

The main objective of WeKnowIt is to develop novel techniques for 

exploiting multiple layers of intelligence from user-contributed content, 
which together constitute Collective Intelligence, a form of intelligence 

that emerges from the collaboration and competition among many 
individuals, and that seemingly has a mind of its own.  

To this end, input from various sources is analyzed and combined: from 

digital content items and contextual information (Media Intelligence), 
massive user feedback (Mass Intelligence), and users social interaction 

(Social Intelligence) so as to benefit end-users (Personal 
Intelligence) and organizations (Organizational Intelligence). 

The automatic generation of Collective Intelligence constitutes a 
departure from traditional methods for information sharing, since for 

example, semantic analysis has to fuse information from both the content 
itself and the social context, while at the same time the social dynamics 

have to be taken into account. Such intelligence provides added-value to 
the available content and renders existing procedures and workflows more 

efficient [WEKNOWIT07]. 

WeKnowIt will demonstrate the wide applicability of its achievements 

through the elaboration on two distinct case studies: 

 an Emergency Response case study where users can provide 

intelligence about large scale emergencies (e.g. the Kyrill storm 

which hit Europe), both empowering a more effective and informed 
emergency action, and receiving information on how to act (e.g. 

how to leave the city, etc.).  

 A Consumers Social Group case study providing enhanced 

publishing tools to support group activities (e.g. organisation of 
team events such as travel events), and the ability to extract meta-

information from content sources and groups discussions to leverage 
Collective Intelligence for private, commercial and public purposes 

[WeKnowIt08]. 
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Technical details 

The driving vision behind WeKnowIt is the opportunity to analyse user 

contributed content by integrating research and development in 
personalisation, content processing, user feedback, social analysis and 

knowledge management to automatically generate Collective Intelligence 
and make it accessible to end users and organisations. Currently Web 2.0 

methodologies miss an 'Intelligence' layer over existing manually 
generated information that would enable the exploitation of the knowledge 

hidden in the user contributed content. Although current Web 2.0 

applications allow and are based on annotations by the users or 'tags', 
these are not sufficient because user generated tags lack clear 

semantics, therefore these social annotations are not of much use for 
web agents and applications.  

WeKnowIt will not just try to automate the content annotation processing 
but will also exploit and analyze all available information related to user 

submitted content by researching novel methods for content processing 
and analysis, analyse mass user feedback and social interactions. The 

WeKnowIt approach is built around different Intelligence Layers, which 
address various aspects of user contributed and consumed content. 

Users submitting content will benefit from the advances of WeKnowIt for 
bringing Web 2.0 and user contributed content applications to users of 

mobile devices.  

 

 
Figure 1: Layers of Intelligence in WeKnowIt 
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 The Personal Intelligence layer will enable users to efficiently 
submit their content but it also involves modelling and extraction of 

user preferences, enabling personalised access to the content and 
knowledge available from the WeKnowIt applications. Once content 

is submitted, a series of processing and analysis procedures take 
place in order to exploit all available sources of information.  

 The Media Intelligence layer applies semantic analysis to the 
content items, taking into account the content itself (text, images, 

video, speech), existing tags, personal, social and contextual 

information (e.g. position, time). This way, a number of semantic, 
consistent, machine-processable tags are added to the already user 

defined tags, while the existing tags through reasoning services are 
checked for consistency and are corrected. 

 Mass Intelligence combines the information from mass user 
feedback in order to extract patterns and trends that cannot be 

extracted by single content items. This adds an additional layer of 
semantic description to the content or can describe overall 

situations.  
 In parallel, Social Intelligence analyses the usage and 

communication interaction patterns taking into account the needs 
and capabilities of communities and provides useful output both for 

the creation of the Media and Mass as well as for the WeKnowIt 
applications. For example, the identification of 'authorities' among 

users can be of benefit for Media and Mass Intelligence creation, 

since the analysis can place more emphasis on the content of such 
users. At the same time, WeKnowIt content pushed to 'hub' users 

ensures faster distribution within communities.  
 After processing takes places in a continuous interaction way during 

the creation of Media, Mass and Social Intelligence, the generated 
Collective Intelligence comprising of all Intelligence Layers is made 

available to the users through the Personal Intelligence to end users 
and the Organisational Intelligence to users of organisations. 

Organisational Intelligence allows support of decision making 
through workflows exploiting the knowledge generated by WeKnowIt 

and taking into account existing procedures within the organisation. 

 

The aggregated benefits of Collective Intelligence acquired through 
the various Intelligence Layers are, in particular, realised by both the end 

users and the organisations when uploading, searching for, browsing and 

consuming the content. Each research activity in WeKnowIt does not only 
contribute to the generation of Collective Intelligence resulting from each 

innovation separately, but the integration of these varied activities results 
in an overall project innovation which exceeds the aggregate of the 

individual innovation parts [WEKNOWIT07]. 
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Cases of studies 

WeKnowIt has chosen two radically different but complementary use 

cases to demonstrate the wide applicability of its technologies and 
research activities, Emergency Response case, Consumers Social Group 

case study. After the current situation was analysed, a phase of 
requirements gathering followed: different scenarios have been written for 

each use case: 

 In particular, in the Emergency Response scenario citizens 

distributed across the region will be able to participate in the 

monitoring of an incident or event. This will benefit Emergency 
Response planners that will have real time information available on 

which they can base their decisions and strategies, enabling them 
to better react to an Emergency. Moreover, the system will 

automatically gather information available elsewhere on the 
network to aid the Emergency Response, thus making possible for 

an emergency planner to find exactly the needed knowledge 
amongst all the available information and to selectively make this 

knowledge available to the citizens (e.g. information about open 
roads, information about relatives involved, etc.) in a largely 

automated way. The technologies in use will therefore also 
encourage and enable dialogue between the Emergency Responders 

and individuals, groups and communities 

 For the Consumer Social Group case study WeKnowIt will provide 

the ability to extract meta-information from various content sources 

and user generated content within the system and will furthermore 
provide enhanced publishing tools to support travel activities for 

single persons and groups. WeKnowIt will automatically analyze the 
uploaded content, user‘s profiles and their actions in order to 

improve knowledge about the community. Based on the travel 
behaviour of all users and an analysis of their profiles, WeKnowIt 

will extract information about the most preferred travel destinations 
and the trends and changes in user behaviour. This information will 

be used to make recommendations to the users and support the 
decision making process before (e.g. destination) and during the 

trip (e.g. restaurant). 

 

Conclusions 

The major strategic objective of WeKnowIt may be summarized in 

extracting and leveraging Collective Intelligence by understanding mass 

user-generated content with emphasis on integration and bridging (e.g. 
social and content dimensions) and the mobile and organizational - 

business aspects. 
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1.1  Exploitation plan context 

WeKnowIt draws together fundamental research in personalisation, 
multimedia processing, analysis of large datasets and social analysis for 

users and organisations related applications. Specific WeKnowIt 
subsystems that correspond to the outcomes of the core research 

workpackages will be created (Collective Intelligence Layers). Therefore, 
apart from the overall Collective Intelligence objective, WeKnowIt may 

create exploitable elements from individual modules within each 

subsystem, as well as exploitable elements being themselves subsystems, 
and exploitation at a system level. 

In concrete terms, the project will produce a set of intelligent component 
technologies able to model and extract knowledge from texts, images, 

videos and mass feedback, novel interaction methodologies for personal 
users accessing the knowledge, new methods of knowledge management 

derived from Collective Intelligence and novel support for community self 
organisation. These modules and methodologies will be integrated and 

inserted in a generic architecture that will be made available in the form of 
the reference kernel implementation. This implementation will be:  

 A working example and bootstrapping environment for application 
developers, to be used to build applications within the project  

 An integrated reference sharing environment to be used for 
dissemination, demonstration and exploitation activities. 

In order to set some context to the analysis contained in this deliverable, 

some of the key technologies we anticipate to be developed in the project 
are listed below. 

1.1.1  Technology background 

The WeKnowIt DoW states that we expect to create "a paradigm shift, 

providing a foundation for a new generation of services and tools. It will 
define new ways of capturing, sharing and reusing information and 

intelligence provided by single users and communities, as well as 
organisations by enabling the extraction, generation, interpretation and 

management of Collective Intelligence from user generated digital 
content." Examples, by WP, of what we anticipate include: 

 

Work-package Exploitable elements 

WP1 Personal 

Intelligence 

User modelling technologies 

User profiling technologies 

Personalisation technologies  

Human-computer interaction technologies 

Extension of user profiling methods to group profiling, contextual 

personalization 

Tracking profiles following social behavior patterns 
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Work-package Exploitable elements 

WP2 

Media 

Intelligence 

Information mining technologies 

Text analysis technologies 

Image/video analysis technologies 

Multimedia retrieval technologies 

Fusion mechanisms, representation of mixed media documents 

Speech recognition under unconstrained vocabularies, speaker 

independence 

Contextual media analysis / fusion /interoperability employing 

metadata and personal context 

Social media intelligence, employing workspace statistics and social 

content (tags, ratings, profiles) 

WP3 

Mass 

Intelligence 

Collaborative methods for data analysis  

Peer-to-peer clustering and classification 

Statistics and data mining 

Mass user feedback 

Peer-to-peer clustering and classification 

Recommender systems 

Models for predicting system dynamics 

WP4 

Social 

Intelligence 

Community management platform: Right-management-models for 

access to community resources 

Recommendation systems for social networks: Scalable clustering 

update algorithm based on restricted random walks 

Social network analysis : initial and advanced scalable algorithms for 

simultaneous analysis of complete group structures 

Graph navigation and visualization: Graph visualization (e.g. fish eye) 

and navigation techniques, adapted to the multi-layered community 

structure 

WP5 

Organizational 

Intelligence 

Knowledge management 

Organizational modeling schemes such as CommonKADS 

Modeling approaches for dynamically determined roles 

Modeling of workflows including modeling of stations with explicit trust 

relationships 

Integration and management of knowledge in terms of events and 

objects from all intelligence layers 

WP6 

Architecture 

System architecture and integration technologies 

Multimedia storage technologies 

Semantic storage technologies 

WP7 

Case studies 

Case study provision  

Search & navigation technologies  

Application design and development 

Application integration and UI 



   D8.3.1 – v. 0.11 

 

Page 17 

Work-package Exploitable elements 

Human factors science / evaluation 

Service operation 

Table 1: Exploitable elements of WeKnowIt‟s Work-Packages 

 

1.2  Document outline  

The purpose of this deliverable is making an initial description of the 
exploitation possibilities for the WeKnowIt project. In order to provide a 

solid basis for the exploitation of the WeKnowIt project results, this 

document performs a market overview on the potential impact of the 
expected research outcomes and potential parties of interests.  

To achieve this, the deliverable has been organized in the following way: 
The first chapter is an introduction of the WeKnowIt project, highlighting 

the main exploitable aspects of the project such as the technology 
background. 

In the second chapter of this document a market analysis is reported. 
Both market sides (supply and demand) are analysed in order to predict 

the market conditions in which WeKnowIt based products, systems and 
services will be exploited. The market analysis considers the specific 

characteristics of the WeKnowIt user profiles and the specific technologies 
in which the WeKnowIt project is based and tries to identify potential 

market sectors and sub-sectors targeted by WeKnowIt. 

The third chapter reports a business model that can provide the 

commercial viability for the WeKnowIt concept identifying the key players, 

and investigating the business relationship and interactions that are 
formed between them. The business proposals have been based on 

practices that are prevalent or already tested and succeeded in the market 
of Web 2.0 and Web 3.0 services. 

Finally, Chapters 4 and 5 report the plans prepared by each partner of 
the consortium with the aim of exploiting the results of the project in their 

commercial or academicals activities. For the first version of the 
exploitation plan, we have used two different template types (academic 

and industrial) to collect per-partner exploitation intentions in order to 
collect further information on exploitation possibilities. These plans for 

exploitation include the identification and the description of the possible 
opportunities or results to be exploited, including for each individual 

result: its description, the benefits and impact expected, end users 
targeted, actions planned for exploitation, or further additional research 

and development work, patents or other IPR protection. In the Industrial 

plans are also included information about timetable and revenue 
expectation for each individual opportunity identified. The plans for the 

exploitation described in this document will be extended in the final 
exploitation plan (M33).  
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2 Market Analysis  
In order to achieve a sustainable approach for the commercial exploitation 

of the contributions made in the WeKnowIt project, a market study has 
been performed to identify how promising the obtained results can be 

turned into revenues. The existing market evaluation and the main 
competitor analysis (companies, technologies and services) are of great 

importance in order to identify suitable business opportunities. It is also 
very important to know who are the users expected to use the WeKnowIt 

services.  

In this chapter we identify what the market segments targeted by 

WeKnowIt are, describing their current status in terms of users, types of 
usage, trends, existing services, etc. and how they have evolved. Then, a 

more specific analysis regarding the WeKnowIt placement in the market, 
including a market timing and market competition analysis, follows. 

Finally, we conclude with the description of the expected value added by 

the WeKnowIt project in the identified markets. 

WeKnowIt will research and apply user, content, social, mass user 

feedback and organisational knowledge processing and management in a 
Web 2.0 supporting mobile access framework, using state of the art 

communication access in order to automatically achieve Collective 
Intelligence. In the next section, we start with the description of the 

technologies relevant to WeKnowIt (Web 2.0, Web 3.0, Collective 
Intelligence) and their impact on the market sector. 

 

2.1  Web Technologies  

The Web has experienced a strong social change in the last years. As the 

result of this change, the concept of the Web 2.0 has appeared as an 
evolution of the traditional Web. But this evolution has been a social 

evolution more than a technological one. The importance of the content 
and services generated by the users has obtained a major efficiency and 

importance in the use of Internet, and the number of services and 

businesses on Internet has also been increased. 

The concept of the Web 2.0 does not have a hard boundary [ORe05]. As 

such, it is difficult to describe and to define it. The foundations of the Web 
2.0 can be found in today‘s vast amount of Web-based services and 

applications. These include services or, better said, user-centered 
processes such as blogs, wikis, content sharing, content syndication and 

content tagging [And07]. Thus, an essential part of the Web 2.0 is based 
on user contributed content and knowledge creation. In the Web 2.0, the 

users change their role from passive consumers—as they used to be in the 
traditional media industry— towards active producers. 
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After the Web 1.0 (Internet prior to 2000) and the Web 2.0 (2000-
2010), the expectations from the Web and its possibilities are growing. 

The Web 3.0 or the Semantic Web marks the third generation of the 
Internet that is supposed to coincide with the third decade of the Web 

browsing and usage (2010-2020). The Web 3.0 works on standards for 
the representation of the information and it promotes the development of 

tools to organize the Web as a great content and services repository. On 
the other hand, Semantics is the basic technology that allows computers 

to understand the meaning of the information on the Web, process it and 

approximate it a step closer on its role of helping people. For this reason, 
the Semantic Web works on standards and mechanisms that allow the 

Web to think like people do as well as to make intelligent decisions. 

Looking back since the early years when the World Wide Web appeared, a 

lot of new concepts and technologies have been developed as a way to 
migrate local desktop-based applications to web-hosted ones, including 

the storage and integration of users‘ data on an interoperable web space 
(Figure 2). Similarly, this trend exhibits an expansion of the Internet in 

terms of both the semantics of the information exposed and and the 
semantics of its social connections (i.e. the connections and inter-relations 

of the Web community members).  

 

 

Figure 2: Timeline through the evolution of the Internet 

The objective of this section is to study how the advancement of these 

Web technologies (Web 2.0 and Web 3.0) have impacted or will impact 
the relevant market sectors. 
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2.1.1  Web 2.0 

As described in the previous section, the rising popularity of user-driven 

online services, including MySpace, Wikipedia, and YouTube, has drawn 
attention to a group of technological developments known as Web 2.0. 

These technologies, which rely on user collaboration, include Web 
services, peer-to-peer networking, blogs, podcasts and online social 

networks [Mck07]. 

The Web 2.0 consists of a set of principles, business practices, social 

networking, community collaboration and implementation technologies 

which has quickly revolutionized the Internet. The Net is now a 
participation vehicle, thus providing more value to the users. 

 

Figure 3: Web 2.0 Meme Map 

 

The Web 2.0 framework embodies not only collaboration enablers but also 

builds on an approach of services rather than products (i.e., Software-as-
a-Service (SaaS) and Service-Oriented Architecture (SOA)), Some Web 

2.0 technologies are currently available in a hosted or SaaS model, thus 
reducing cost and complexities.  

Organizations seeking to quickly increase productivity and to gain 
competitive advantage place the Web 2.0 as a high priority. Consequently, 

some companies are actively taking steps to evolve themselves to the 
Web 2.0 framework as a way to quickly adapt to changes and transform 

their business. Many of them have already implemented some Web 2.0 

technologies (such as wikis, blogs, podcasts, instant messaging and RSS), 
causing an explosive growth of this market [Out08].  
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The benefits provided by the Web 2.0 framework are enormous. For 
example, it enables the quick development of situational applications 

through mashups, where developers integrate data from various 
applications into a new application providing a new dimension to 

information and where the cost of software development is lower [Out08]. 

The level of satisfaction from the use of Web 2.0 technologies by 

companies is enormous, too. Respondents to a recent McKinsey survey 
[Mck07] show a widespread but careful interest in this trend. They say 

that Web 2.0 technologies are strategic and that they plan to increase 

these investments.  

More than half of the executives surveyed say they are pleased with the 

results of their investments in Internet technologies over the past five 
years, and nearly three-quarters say that their companies plan to 

maintain or increase the investments in Web 2.0 technologies in the 
coming years. Only 13 percent of the respondents say they are 

disappointed with previous investments. Companies that acted quickly in 
the previous wave of investment are more satisfied than late movers. Less 

than a fifth of all the respondents say they are very satisfied with their 
returns. Of those who rate themselves as very satisfied, 46 per cent are 

―early adopters‖ and 44 per cent are ―fast followers‖.  

 

Figure 4: Company‟s Financial Satisfaction with Web 2.0 

 

Revenue Models and Business Models 
New revenue and business models [Mut08] have been created due to the 

fast growth of initiatives like Myspace, Youtube or Facebook and the use 

of the Web 2.0 technologies by companies like Google, Yahoo, Microsoft 
and AOL.  

For example, the revenue models used in the Web 2.0 market, are the 
following:  

 Advertising [1]: The web site provides content and services mixed 
with advertisement information in the shape of banners. The 

advertisers will pay a fee for including the banner and the price will 
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be different depending on its location, size of the banner, the 
hosting page and the quantity of times that is visualized and / or 

accessed. 

 Outline advertising [2]: The banner or advertisiment is located on 

the homepage or other alternative locations where the user could 
distinguish it better. 

 Subscription model [3]: In this model, users are charged a 
periodic (annual, monthly) fee to subscribe to a service. 

 Pay for use [4]:  

o Pay for the services used: Fee per the use of operations, 
functionalities or services whenever they are used.  

o Pay for SMS: The user pays for using SMS to send or receive 
contents in his mobile. 

o Credit Sales: Fee per credits that allow buying products or other 
elements related to the target site. 

 Transaction commission [5]: Fee an additional commission for 
the commercial transaction. Several sites dedicated to sales or 

auctions charge a percentage on the final price of every sold 
product. 

 Product Sales [6]: Revenues can be based on the sale of real 
products such as books. Revenues are not obtained by means of 

subscriptions, contextual advertisements or other uses. 

 Pay to users [7]: Some sites offer incentives to users according to 

their level of activity in the site. These sites often offer incentives if 

the user uploads files or if he promotes his articles or if advertising 
is allowed in the user space. 

 Donations [8]: Users can contribute to site development or 
subsistence by means of free donations. 

The Business Models are followings: 

 100% Free: All Services are free for everyone.  

 Freemium (Free and premium payment mix): Free basic services 
for all; premium paid services for those who want to buy them  

 100% Payment: The final service offered is not free. Some sites 
let users have a look at the results of searches but they do not let 

them access their details. 

 

Users 

As far as the users of Web 2.0 are concerned, most users do not want to 

pay for stuff. They want free content (60% of time); either free or fee if it 

serves their needs (36%).  
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Most users want to receive content by email alerts (85%), blogs (47%), 
intranet posting (41%), podcasts (23%), RSS feeds (21%), videocasting 

(16%). But 31% of the received content does not provide the information 
users want. (Source: Outsell's information markets & users database).  

 

Market Analysis versus Revenue Models 

The analysis of the 100 most popular Web 2.0 sites in the Alexa ranking 
shows the following results [Mut08]: 

 Advertising is the main source of revenue of the Web 2.0 (86%). It 

is followed by annual or monthly subscription model with 26% 
of the analyzed sites and product sales with 17% (especially in 

communities and more vertical social networks).  

 
Figure 5: Web 2.0 revenue models  

 

 There are 3 important points in this analysis to which we have to 
pay special attention: The Pay for use model is almost not 

supported (only 7%). The supporting of the Pay to the users 
model is out-standing with 12% (especially in storage sites and files, 

photos and video share sites). And up to 10% of sites invite users to 
realize voluntarily donations. In all of them, advertising is the main 

source of income with the exception of the Wikipedia.org. 

 In this analysis, social networks correspond the 16% of the Web 2.0 
sites analyzed. As a result of this analysis, we can conclude that 
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social networks are type of Web 2.0 application in which advertising 
is the main source of revenue.  

In the following graph, we can see that the 100% free model is supported 
by almost 2/3 (62%) of the analyzed webs, while only 37% of them 

support a freemium or payment model. 

 
Figure 6: Web 2.0 business models  

These results become more obvious in the social networks domain where 
up to 93,8% support a 100% free model and in the content share sites, 

such as YouTube or Wikipedia, where the 76,3% of them support the 
100% free model. 

 
Figure 7: Revenue models versus type of Web 2.0 applications 

The freemium payment model (37%) usually mixes the advertising model 
based on free limited access with some of the other functionalities like, for 
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example, the model of fee paying for using the services marked as 
premium (based on the subscription model). 

The nature of the Web 2.0 site determines clearly its model of business. 
The revenue possibilities on social networks or the communities are 

different from the rest of the Web 2.0 applications [Mut08].  

 
Figure 8: Business models versus type of Webs 2.0 

 

Conclusions  
A successful revenue model for the Web 2.0 has yet to be discovered and 

the advertising continues as the main revenue source. But the 
advertising is overestimated as a source of income. In the future, if the 

most interesting initiatives want to succeed, they should support the 
subscription model, the payment for the use of certain functionalities 

or the commercial exchange commission. 

On the other hand, the future of freemium models is not good, if we 

consider that only 1-2% of the users are ready to pay for a premium 
account subscription. The important thing here is that users are not ready 

to pay in the future for something which is free now, and introducing a 
payment model can represent a big risk. The tendency to the payment is 

normally low for a user accustomed to the Internet of ―not paying for 

anything‖.  

The big challenge of the Web 2.0 is to find successful advertising 

formulae to maximize revenues in the future. The best advertising 
position is using the user behaviour and his profile to offer him the more 

related commercial offers. 

On the other hand, the social networks can learn our likes and interests 

across how we behave in them and which contents and advertisings we 
are interesting in. This is certainly the best opportunity to create a 
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successfully advertising model. The aptitude to create such a model will 
determine, no doubt, the Web 2.0 roadmap [Mut08].  

The number of Web 2.0 applications will be increased in the near future 
but it will need to be more fragmented and specialized.  

To this respect, the behavioural targeting, in which the user messages 
are personalized depending on his behaviour inside the web, will have a 

huge potential. In the Web 2.0, the use of business rules and intelligence 
based on user profiles and behaviour to modify the user's experience 

and the contents that appear first, is the highest priority.  

In fact, the key to the success of the Web 2.0 applications is how 
effectively they can harness the information provided by users. The more 

personalized your service, the better you can match a user to the content 
of her choice. For this reason, the use of collective knowledge to 

personalize the user‘s experience should be already used in sites of news, 
music or trips. More specifically, understanding Web 2.0 applications 

content at a deeper level, using technologies such as the ones 
developed by WeKnowIt, allows to build more personalized 

applications, which are not possible by just collecting and aggregating 
information.  

On the other hand, the Web 2.0 will have to be reinvented when mobiles 
become the most popular Internet access mean. Devices such us the 

iPhone where the geo-location is available, will increase the 
opportunities for communities, contact webs, social network, and so on, 

since it will let users always be on-line. Besides, advertisers may take 

advantage of our geographical location to improve their promotions 
[Mut08]. WeKnowIt will develop exactly such technologies, 

addressing mobile users and applications requirements.  

 

2.1.2  The Web 3.0 or the Semantic Web  

The further evolution of the Web 2.0 is nowadays moving its path into the 

realm of the so-called Web 3.0. Even though there is still not a 
unanimously agreed definition of the Web 3.0 and it is yet to be seen how 

this next generation of the Internet is to be solidified in its widespread 
deployment of Web services, nevertheless, it is without doubt that Web 

3.0 is already happening and will revolutionise once again the way we 
think of the Internet. Despite the fact that there are different flavours by 

which people visualise the future shape of the web, however we can think 
of the following possibilities as its determinant characteristics: 

 Web as a Semantic Database: A Web having intelligence on its 

own, where machines can read sites (almost) as easily as humans 
read them. E.g. you ask your machine to check your schedule 

against the schedules of all the dentists and doctors within a 10-mile 
radius—and it obeys. 



   D8.3.1 – v. 0.11 

 

Page 27 

 The 3D Web: A Web you can walk through. Without leaving your 
desk, you can go house hunting across town or take a tour in 

Europe. Or you can walk through a virtual world, surfing for data 
and interacting with others in 3D. 

 The Media-Centric Web: A Web where you can find media using 
other media—not just keywords. You supply, say, a photo of your 

favourite painting and your search engines turn up hundreds of 
similar paintings. 

 The Pervasive Web: A Web that's everywhere. On your PC, on 

your cell phone, on your clothes and jewellery. It ‗spreads‘ 
throughout your home and office. Even your bedroom windows 

could be online, checking the weather, so they know when to open 
and close. 

Semantic technologies are based on the separated codification of data 
meaning and computing content in a way that will allow machines, besides 

persons, to understand, share and rationalize information in a similar way 
as persons do. From this process, it is possible to build a semantic 

infrastructure through taxonomies, ontologies or ―rationalized software‖ 
that allows obtaining comprehension of stored data in information 

systems. 

An initial use of this technology is to improve management information 

systems for companies and make them available as Web services. Using a 
Semantic Infrastructure it is possible to offer a solution for one of the 

main problems in computing: semantic interoperability of data (wchich is 

also known as Semantic Web Services or SWS). 

There are initial examples of services such as semantic search engines 

that might compete with the current web search tools (Powerset, Hakia or 
TrueKnowledge), semantic wikis (Freebase) or semantic social networks 

(Twine). 

In the longer term, they will be used as a basis to the so-called Semantic 

Web. In the way towards the Semantic Web, two trends will come 
together: "the bottom-up", based on the use of micro-formats as the 

principal elements, involving the user when the information is edited; and 
another one, "the top-down", based on the use of recognition of formal 

representations (ontologies). 

 

When could it emerge? 

Although many companies are adopting the Semantic Web standards or 

are using and developing structures and technologies that closely 

resemble the Web 3.0, the appearance of ―killer applications‖ it is not 
expected, but, rather, a smooth introduction of these technologies in 

traditional applications in order to improve the way information is treated 
and exploited in relation to other applications [Tec08]. 



   D8.3.1 – v. 0.11 

 

Page 28 

What would be the consequences? 

These technologies would allow computers to begin to solve problems, 

apparently simple for persons, but still complicated for machines because 
of the need of managing the meaning of the information. So far this type 

of problems have only been solved when they were an easy task or people 
were involved like, for example, services as Amazon‘s ―Mechanical Turk‖. 

With these technologies, a bigger number of tasks would be performed by 
computers [Tec08]. 

 

2.1.3  Collective Intelligence  

In Gartner's 2007 Emerging Technologies Hype Cycle Highlights Key 

Technology [Gat06], the technologies which will have the greatest impact 
on businesses over the next 10 years were identified. In this survey one of 

the Web 2.0 hot areas named was Collective Intelligence, rated as 
potentially transformational to businesses. 

For Gartner, „Collective Intelligence‟ was defined as an approach to 
developing intellectual content, such as code and documents, through 

individuals working together with no centralized authority. 'This is seen as 
a more cost-efficient way of producing content, metadata, software and 

certain services'. 

 

Figure 9: Gartner‟s Hype Cycle for Emerging Technologies 2007 



   D8.3.1 – v. 0.11 

 

Page 29 

Collective Intelligence, rated as transformational (defined as technologies 
which enable new ways of doing business across industries that will result 

in major shifts in industry dynamics), is expected to reach mainstream 
adoption in five to ten years.  

 

Figure 10: Priority Matrix for Emerging Technologies 

For McKinsey [Mck07], „Collective Intelligence‟ refers to any system 

that attempts to tap the expertise of a group rather than of an individual 
to make decisions. Technologies that contribute to Collective Intelligence 

include collaborative publishing and common databases for sharing 
knowledge. Companies that adhere to Web 2.0 principles understand how 

to harness the collective intelligence to make their systems better. 
Collective Intelligence is achieved when a critical mass of participation 

is reached within a site or system, allowing the participants to act as a 
filter for what is valuable. 

The McKinsey´s survey [Mck07], ―How businesses are using Web 2.0‖, 
show us the level of maturity of Web 2.0, and especially how business are 

using Collective Intelligence application and if they will invest in this 
technology. 

The next figure shows that ‖Among the executives familiar with the nine 
Web 2.0 trends, more than three-fourths say that their companies are 

already investing in one or more of these trends. The most frequently 

cited investment is Web services, being used or considered by 80 percent 
of the respondents familiar with these tools. Collective Intelligence is also 

quite popular; 48 percent say they are using or considering it. But nearly 
two-thirds of those companies which are investing in them think they are 

important for maintaining the company‘s market position, either to 
provide a competitive edge or to match the competition and address 

customer demand. More than one-third labelled them as ―experimental.‖ 
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Figure 11: Percentage of businesses using or planning to use Collective 

Intelligence using (among other Web 2.0 technologies) 

Executives from some industries and regions that were slow to invest 

during the past five years are poised to move more aggressively now. 
Similarly, while executives from China and Latin America typically say that 

their companies are late followers or had invested cautiously, they now 
plan to invest at the same rate or even faster than companies in Europe 

and North America. The most frequently cited investment areas in the 
Web 2.0 domain is Peer-to-Peer technologies but Collective intelligence 

appears as the second most popular. 

The level of investment in Collective Intelligence technology in this survey 

varies across regions, with China being a fast adopter. The use or plans to 
use Collective Intelligence technology in general is well balanced globally.  

 

Figure 12: Percentage of businesses, across geographical regions, using or 

planning to use Collective Intelligence using (among other Web 2.0 

technologies) 
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In the survey, the executives say they are using Web 2.0 technologies to 
communicate with customers and business partners and to encourage 

collaboration inside the company. Respondents report that in order to 
communicate with business partners and, secondarily, to achieve tighter 

integration with suppliers, companies are mainly using Web services, 
peer-to-peer networking and Collective Intelligence. 

Finally, among the executives surveyed, technologies for automation and 
collaboration appear to be gaining more traction than some of the 

technologies that have received more attention in the press such as blogs, 

podcasts, and mash-ups.  

 

Figure 13: Collective Intelligence Business relevance  

 

Benefits of Collective Intelligence 
 Higher retention rates: The more users interact with the application, 

the stickier it gets to them, and the higher the probability that they 
will become repeated visitors. 

 Greater market opportunities to the user: The greater the number of 

interactions, the greater the number of pages visited by the user, 
which increases the opportunities to market to or communicate with 

the user.  

 Making the applications more valuable. Understanding Web 2.0 

applications content at a deeper level, with technologies such as the 
ones developed by WeKnowIt. The new added-value services 

generated by WeKnowIt (recommendations, extract facts and 
trends, provide alternative views of the content) enable higher 

quality services  at a level of automation and analysis not possible 
with existing techniques.  

 Higher probability of a user completing a transaction and finding 
information of interest: The more contextual relevant information 

that a user finds, the better the chances that he will have the 
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information he needs to complete the transaction or to find content 
of interest. This leads to higher click-through and conversion rates 

for the advertisements.  

 Boosting search engine rankings: The more users participate and 

contribute content, the more content is available in the concrete 
Web application and can be indexed by search engines. This could 

boost the application search engine ranking and make it easier for 
others to find it [Ala09]. 

 As can be seen by the studies, while most companies are familiar 

and positive towards Collective Intelligence, it is still described as 
―experimental‖. This shows that there are still exploitation 

opportunities for technologies like the ones developed by WeKnowIt. 

 

2.1.4  WeKnowIt versus Web Technologies & Collective 
Intelligence 

WeKnowIt is among the first projects to integrate traditional aspects of 
intelligence such as those found through user interaction behaviour and 

media analysis with Web 2.0 techniques to achieve Collective Intelligence.  

WeKnowIt will research and apply user, content, social, mass user 

feedback and organisational knowledge processing and management in a 
Web 2.0 supporting mobile access framework, using state of the art 

communication access in order to automatically achieve Collective 
Intelligence. 

 

WeKnowIt Collective Intelligence will benefit: 

1. End users who will be able to receive personalised information based 

on Collective Intelligence in a largely automatic way (e.g. a citizen 
could receive information on what routes to take to leave a city 

under a heavy storm in order to avoid blocked roads, a tourist will 
be able to receive automatic suggestions on what to visit next via an 

analysis of other contributions and the community the user belongs 
to, etc.). 

2. Communities, which will benefit from the generation of ad hoc 
services for their members and from improved community 

management. 

3. Organisations, which will be able to manage different levels of 

intelligence to generate knowledge which will form the base of 
superior decision-support services. The availability of such services 

in an organisation allows the organisation to empower their 

members to make more decisions faster on the spot. 

4. Service providers, seeking new outlets for customer and market 

development, beyond provision of products based and focused on 
individuals. 



   D8.3.1 – v. 0.11 

 

Page 33 

Collective Intelligence provides added value to the available information, 
enabling the accomplishment of tasks that are not possible otherwise, 

reducing the time and increasing the efficiency of existing procedures and 
workflows. To automate the acquisition of such a knowledge, Collective 

Intelligence is a big departure from traditional methods for information 
sharing, since managing Collective Intelligence poses new requirements, 

for example, semantic analysis has to fuse information coming both from 
the content itself and the social context, and additionally, the social 

dynamics that emerge have to be taken into account.  

 

2.2  User trends 

The changes marked in the information and communication technologies 

consequently cause changes in the usage trends of consumers. Apart from 
the technological progresses, which no doubt is one of the main reasons 

to influence the users‘ habits, generally the usage patterns are shaped 
down as a result of the composite dependencies of several political, social, 

or economic aspects.  

The evolution in the technology of Web services has (and same as well 

will) mark a corresponding education of an increasing population of end-
users (Figure 14). The segment of early adoption users constitutes a 

significant driver for the gradual expansion in the application of the new 
technologies.  

 

Figure 14. The uptake of web-generation technologies 

Similarly, the new feature of end-terminals, in combination with new 
network connection possibilities is a major influence of consumers‘ pattern 

of use. And this is most evidently true in the sector of portable terminal 
technologies.  
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The camera-like capability in mobile phones, introduced in Japan in 2000, 
has today become practically a standard mobile phone feature. Since 

2005, nearly 90% of mobile phones have been camera capable models. 
Mobile Service providers have been offering attractive prices to entice 

their customers to purchase a camera phone as this would provide them 
with an opportunity to sell services associated with this advanced feature 

and thus increase their ARPU. Subscribers have also shown an increasing 
interest in these phones. With the introduction of mega-pixel camera 

phones, the demand has further increases and provides additional 

opportunities for operators to offer complimenting services like photo 
printing and photo sharing.  

Furthermore, the appearance of high-end handsets as well as laptops with 
mobile broadband radio-cards, alongside the advent of next-generation 

mobile networks that seamlessly allow broadband data accesses, have 
greatly boosted mobile data traffic. And this trend is forecast to 

dramatically increase, despite any economic downturn. As predicted 
[Cis09], the mobile traffic data is expected to globally reach a growth of 

131%, between the years 2008 and 2013. To the most part, this will be 
attributed to the future uptake of mobile TV and video streaming in 

general (~64%), while nearly 20% of the traffic will be due to the Internet 
data accessing and browsing via the mobile terminals. And judging from 

the already huge percentage of mobile subscribers accessing social 
networking sites, it is expected that mobile social networking will continue 

to remain the most popular reason for accessing the web via the mobile 

phone: according to [Bou08] by 2012, it is expected that roughly 18% of 
mobile users, i.e. the equivalent of 950 million users, worldwide, to be 

accessing at least one social networking site via their mobile device. 

 

Figure 15. Global mobile data traffic forecast (source: Cisco, 2009) 

In conclusion, modern mobile terminals and mini laptops are creating new 
urban customs of people having Internet access while out of office or on 
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the move. The enhanced features of these devices already meant a 
generation of data traffic, multiple times more than basic-featured 

handsets: a single laptop will roughly correspond to the traffic generated 
by 450 basic-featured handsets, while a high-end phone (e.g. iPhone or 

Blackberry) could be translated into invoking as much data traffic as 
almost 20 basic phones.  

 

Figure 16. High-end mobile devices vs. basic-featured ones in terms of data 

traffic generation (source: Cisco, 2009) 

With respect to WeKnowIt, its implementation technology and its provided 

applications, it is expected that the targeted end-user will, in general, 
combine any of the following traits: 

 The “Educated” user: With the introduction and the widespread 
use of the internet and the telecommunication networks, in relation 

to the globalisation, the instant access of information and the 
myriad of gadgets, appliances and commodities that are available, 

users are expected to become more ―educated‖ in terms of use of 

relevant technologies e.g. mobile phones, web services. As a result, 
users will always ask for more sophisticated services, of the ―best‖ 

quality - not just good; they will become much more demanding and 
will immediately disregard something they don‘t like. Specifically 

within the Internet, due to the plethora of the new web services that 
people will be bombarded with (already happening), the time each 

service will have to ―advertise itself‖ (i.e. capture the interest and 
the imagination of the user) will be very short, thus this has to be 

done in a very fast and efficient way. WeKnowIt has to work into 
this direction. It should advertise itself with a smart, condensed, 

modern way and present to users how it will ―enhance‖ their user 
experience in their WeKnowIt-related activities. 

 The “Emergency-aware” user: The increased size of information 
that is continuously bombarding the user, from the different sources 

of information (TV, Radio, Internet, social (physical/virtual) 

networks), in relation to an environmentally sensitive mentality that 
is being developed, will result in making people more ―aware‖ or 

alert about emergency event occurrences not only into their vicinity 
but also around the world. As a result, people will seek technological 
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means by which they will get informed or act in response to those 
events in a fast and secure way. WeKnowIt can act as this tool to 

―manage‖ their activities in an emergency situation. 

 The “travelling” user: Users, through the instant access of 

information about places in the world and the ease of travel 
(faster/cheaper/easy to arrange), will tend to travel more in places 

around the world. As a result, people will require more information 
and sophisticated tools to ―manage‖ their travel-related activities. 

WeKnowIt should target to this direction and provide a means of 

doing this in a more seamless and effective way than today, by 
combining today‘s technologies with future trends and advances in 

this sector.  

 The “Network Agnostic” user. Users buy and pay for services 

and not for networks or technologies. People would ―pay/use‖ 
WeKnowIt because it has an easy, friendly and enjoyable user 

experience irrelevant of what underlying technologies are 
implemented (e.g. people need not know what ―Social Intelligence‖ 

is). As such, WeKnowIt should pay attention towards this direction - 
not only the introduction of smart and innovative technologies but 

equally to the provision of a unique, seamless and uninterrupted 
user experience independent of the underlying networks (2G, 3G, 

WiMAX) or the type of situation they are dealing with e.g. they 
would expect to have and maintain an uninterrupted service even in 

an emergency scenario. 

 The “Social” user: Humans, inherently being social beings, tend to 
socialise among themselves, even more at the presence of social 

networking technologies, in our days. The latest examples of the 
popularity of Facebook or Hi5 show that the need is there and 

people are seeking tools to expand their social cycles, meet other 
people and interact with them. Taking this a step further, people 

tend to form virtual worlds/networks (e.g. Second world) where in 
several occasions they pretend to be someone totally different from 

their everyday lives. WeKnowIt can point into this direction into 
becoming a tool and enabler to cover the need of people to 

socialise.  

 The “Interactive” user: Apart from the human entities, people 

tend also to interact with a number of other virtual/physical entities 
e.g. internet/machines/organisations. This is also due to the many 

enablers that exist, e.g. mobile phones, broadband networks or 

digital cameras. As a consequence we have a shift of user habits 
from the simple exchange of textual messages (e.g. SMS, plain-text 

emails, etc.) to consuming rich multimedia content types (e.g. MMS, 
html-enhanced emails, file sharing, weblogging, etc.); hence, there 

is an increased requirement for data handling and management. 
This interaction many times takes a form of a direct communication 
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or the form of an indirect interaction through a number of 
mediators, agents, proxies etc. WeKnowIt can aid to this direction 

by becoming the ―mediator‖ between users and the world and 
enhancing the interaction experience with other entities (travel 

agents, emergency organisation) and the exchange of information.  

 The “Security/trust conscious” user: The continuously 

increasing financial transactions or activities of our everyday lives, 
most already available throughout the Internet/broadband 

Networks, along with the increased fraud cases, has justifiably led 

the users in becoming more and more sensitive and sceptical on 
privacy and security trust matters. The higher dependency on 

electronic devices that manage our financial assets means that 
frauds are ―easier‖ to be performed. WeKnowIt, like all related 

services must address these issues and prove that it is a 100% 
secure and safe system to use. What is more, WeKnowIt must prove 

that it is a trusted service to use and that e.g. protection of sensitive 
personal data lies within its first priorities.  

 The “Connected” user: Users want to stay connected with 
anything that directly or indirectly affects them. They want instant 

access of information with a touch of a button and high bandwidth 
availability. Such users will play a central part in the future networks 

such as Body/Sensor/Personal/Home/Office-Networks and they will 
need to use relevant (cognitive) agents, services, applications, user 

profiles or alerts as part of this connectivity. The ―anywhere, 

anyhow, anytime‖ concept will finally take its full realisation. As a 
consequence, a plethora of data accessing enablers (e.g. mobile 

terminals, PDAs, mini-laptops, etc.) will be researched and be 
brought into the market. Thus, WeKnowIt could play the role of an 

agent taking a more personalised/cognitive and ubiquitous 
perspective towards users while maintaining and empowering the 

connectivity of users through ―interoperation‖ with future networks. 

 The “Converged” user. The plethora of devises, elements, 

services etc. that a user has to ―interact‘ with, usually make this 
communication complex, time consuming, dangerous. To this 

direction we are already witnessing the concept of ―convergence‖ 
(the merging of different elements into one) coming into our lives 

which can simplify but also empower this connectivity. Today this is 
already witnessed in the areas of fixed/mobile telephony internet 

etc. WeKnowIt should aim in the direction of providing adaptable 

and flexible characteristics in fostering the convergence concept. 

Table 2 below summarises these aforementioned user traits and how they 

will be addressed by the WeKnowIt services. 
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User traits 
User 

Needs/Requirements 
WeKnowIt relevance 

Technology Literacy 

High demands on 

sophisticated services 
and on the quality of 
their experience 

Provide an enhanced user 
experience through 
integration of latest Web 

2.0 and Web 3.0 
concepts 

Environmental 
Awareness 

The wish to contribute 

against devastating 
events, as a result of 

environmental sensitivity 

The implementation of an 
ER management 
application based on 

user-contributed 
information 

Modern Traveller 

A global increase of 
traveller population, that 

plan and manage their 
trip activities through 

internet sites. 

The implementation of a 
traveller-guide 
application for planning 

and organising the trip 
activities both 

beforehand and during 
the trip 

Network Agnostic 

The need for un-

interrupted and user-
friendly services, 

unrelated of any 
prerequisite for 
underlying technical 

knowledge 

The unremitting servicing 
of end-users through the 

seamless deployment of 
web technologies and 
data access bearers 

Socialising 

People‘s natural tendency 

of socialising, meeting 
and interacting with new 

people, or forming virtual 
worlds and networks of 
users with similar 

interests 

The incorporation of 
personalised social 

networking features in 
the implementation of 
provided applications 

Multi-interactivity 

The management 

requirement of large data 
volumes, deriving from 
diverse, yet 

complementary sources 
of information 

The semantic-based 

incorporation of many 
layers of intelligence act 
as an autonomic organise 

mediator between the 
user and the world 

Trust consciousness 

User reassurance need 

about the secure 
handling and protection 
of sensitive and personal 

data 

The implementation of 
secure shells for 
transmission of sensitive 

data and the user‘s 
complete control over the 

personal information that 
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User traits 
User 

Needs/Requirements 
WeKnowIt relevance 

becomes shareable 

Ubiquitous service 
The anytime/anywhere 

delivery of services 

The provision for fixed as 
well as mobile end-users 

while exploiting the 
ubiquity of beyond-3G 

networks. Further, the 
implementation of a 
ubiquitous computing 

environment will promote 
the provision of a 

context-awareness 
pervasive system 

Access media 

convergence 

A unified (i.e. non-

fragmented) means of 
service access, despite 
the multiplicity of end-

terminal divergence 

The design and 

development of a 
converged and user-

agreeable access 
interfacing by the end-
users 

Table 2: Traits of potential target-users 

Although we can never predict the future and picture exactly how the 

future user will behave, it is envisaged that the above points picture a 
rough framework within which the future user will reside. 

 

2.3  Web Services Market  

Early deployment of web services, was almost entirely focused on 

desktops, while mobile phones and other devices were relegated to 
secondary services and not immediately. Currently, web-services have 

also become an integral part of mobile connectivity, due to the increased 
use of mobile devices with network access via 3G in combination with a 

permantent on-line presence through services such as facebook, twitter, 
and others. 

Among these are the new services that facilitate the creation and 
planning of trips or events, so through our terminal and without having 

to use a desktop computer we can see the plan, noting changes that have 
occurred, to immediately share views and generally planning the trip in 

dynamic ways and while this is occurring. The status quo of Collective 
Intelligence in travelling business is primarily based upon personal 

intelligence. Moreover, social intelligence is already used to analyze 

the user profiles. Mass intelligence is also being deployed but still at a 
quite low level. With regard to these features, the technology 

developed by WeKnowIt is quite promising when all five intelligence 
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layers are included. In travelling business, Collective Intelligence can 
economically help to perfectly match the customer needs. 
Another type of service that is clear from the immediacy of the mobile 
phone is possible to help in emergencies. To have people able to observe 

effects on accidents and other emergencies is an added value to the 
performance of emergency personnel, providing them quick access to 

information through pictures, testimonials and directions. 

Currently emergency response applications are mainly based on personal 

and organisational intelligence and slowly expanding towards social 

intelligence. The challenge of the use of Collective Intelligence is to 
provide a unified system, providing different functionalities and 

interaction modalities to better support professional users and citizens 
involved in an emergency. By exploiting all the intelligence layers, 

WeKnowIt can help to perfectly match the user needs (of either 
emergency responders or citizens) by collecting and finding the needed 

knowledge at the right time in the right format.  

The objective of this section describes the roadmap of the main market 

sub-sectors with relation to the WeKnowIt-addressed service applications. 
We want to put specially attention in what is the impact of the Collective 

Intelligence in these sub-sectors and which is the main innovation 
provided by WeKnowIt in the two distinct case studies of WeKnowIt. 

 

2.3.1  Travelling Business  

Central to the notion of Web 2.0 is the role of user generated content. The 

large-scale manual annotation of media objects enabled what for long was 
deemed impossible: Effective retrieval of media assets on the Internet 

through semantic annotations by provided users. Not only is the UGC 
essential for enabling retrieval, it provides ample opportunity to extract 

collective knowledge from social media sharing sites, which can be used to 
enhance the user (media) experience across various application domains. 

The Consumer Social Group case study of WeKnowIt is designed to 
illustrate this in context of the travel scenario. The technology underlying 

the consumer social group case-study is however designed to support a 
broader context. This is also acknowledged in the exploitation plan of the 

different partners. 

Market potential expected by the travel services  

When analyzing the market structure of the online travel market, two 
different phenomena have to be referred to.  

On the one hand, the number of users and therewith the reach of travel 

websites in general is relatively high. But this reach is mainly related to 
online travel agencies or companies such as Lufthansa or Deutsche Bahn 

themselves.  
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So on the other hand, the reach of Web 2.0-based travel websites is low 
or even non-existent. Almost none of the websites of type four (section 

2.5.2.3) and the homepages for planning group vacations of type three 
are listed in the COM Score Database. But it cannot be said yet if the low 

reach results from the absence of USPs of the single providers or if people 
are just not interested in travel communities. With regard to these data, it 

will be mandatory to include a booking function so that the homepage 
provides the same features plus further ones as the traditional online 

travel agencies which already possess a high reach. 

The following table provides figures on the reach of travel homepages in 
general, travel information pages and travel agents. Furthermore the five 

main players in every country analyzed (Germany, UK, France and Europe 
in total) are listed for each of the categories. The figures on the travel 

information pages can be used to determine the interest in travel 
information on the internet in general and therewith contain a potential 

user base for WeKnowIt, while the data on travel agents can be useful 
hints on possible cooperation partners for a commission model for the use 

cases. All data have been collected in January 2008. 

 Europe Germany UK France 

Reach of Travel 
Sites 

48.0% 48.8% 

 

64.8% 47.6% 

Main players 1) Expedia Inc 

2) TUI Group 

3) Priceline.com 

4) ViaMichelin 

5) 
Lastminute.com 

1) TUI Group 

2) Deutsche Bahn 

3) Expedia Inc 

4) Condor.com 

5) ab-in-den- 

   urlaub.de 

1) Expedia Inc 

2) TUI Group 

3) 
Lastminute.com 

4) Easyjet.com 

5) First Choice  

   Holidays 

1) SNCF 

2) ViaMichelin 

3) Travelport 

4) Expedia Inc 

5) 
Lastminute.com 

Reach and unique 
user of travel info 
sites 

31.5% 

73,417,000 

29.9% 

10,124,000 

49.4% 

16,413,000 

37.8% 

11,057,000 

Main players 1) ViaMichelin 

2) Tripadvisor 
Sites 

3) 
Lastminute.com 

4) Deutsche Bahn 

5) First Choice  

   Holidays 

1) Deutsche Bahn 

2) 
Traveltainment 

3) ViaMichelin 

4) 
Holidaycheck.de 

5) Tripadvisor 
Sites 

1) Thomson 

2) First Choice  

   Holidays 

3) 
Lastminute.com 

4) Tripadvisor 
Sites 

5) Thomas Cook 

1) Voyages-SNCF 

2) ViaMichelin 

3) ebookers 

4) 
Lastminute.com 

5) Routard.com 

 

Reach of travel 

agents 

26.3% 

 

30.8% 40.7% 23.5 % 

Main players 1) Expedia Inc 

2) TUI Group 

1) TUI Group 

2) Expedia Inc 

1) Expedia Inc 

2) TUI Group 

3) 

1) Expedia Inc 

2) 
Lastminute.com 
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 Europe Germany UK France 

3) Priceline.com 

4) 

Lastminute.com 

5) First Choice  

   Holidays 

3) Priceline.com 

4) Opodo 

5) Weg.de 

 

Lastminute.com 

4) First Choice  

   Holidays 

5) Priceline.com 

3) 
Promovacances 

4) Easyvoyage 

5) TUI Group 

Table 3: Travel Agents market analysis 

The sales volume of the online travel market is increasing rapidly, 24% in 

2007 alone. As further growths of 18% in 2008 and 15% in 2009 are 
predicted by the Centre for Regional and Tourism Research, it is 

recommendable to invest and investigate in this market. The 

following figure illustrates the sales volume of the online travel market 
from 1998 to today with predictions for 2008 and 2009. It is striking that 

the market has kept on growing for the last 10 years [WeKnowIt08]. 

 

 

Figure 17: Financial Development European Travel Market 

Additional results of the analysis of the Centre for Regional and Tourism 

Research1 are that the UK remains the largest online travel market in 
Europe in 2007, followed by Germany and France. By now, the European 

online travel market accounts for 19.4% of the total travel market in 
Europe. Moreover, the market provides a great growth potential as the 

                                    
1
 http://www.crt.dk 
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total European online travel market (including the 12 newest EU member 
countries) may reach a sales volume of 67 billion € by 2009, which is 

about 25.2% of the total market for selected travel and tourism services 
[WeKnowIt08].  

 

What is the impact of Collective Intelligence in travelling 

business? 

The status quo of Collective Intelligence in the travelling business is 

mainly based upon personal intelligence. Most of the websites provide 

features to upload content such as reports, photos, video and audio files. 
Thus, valuable data sources are created and first steps to connect them 

are taken by enabling users to tag their uploaded content and to choose a 
category. Furthermore the quality of the content can be validated by user 

ratings. Nevertheless, this approach is limited as it not possible to 
determine whether all the information can be found when needed.  

Moreover, social intelligence is already used to analyze the user profiles 
and the users‘ travel behaviour to get to know about new trends (in 

interaction with mass intelligence) and recognize changes in user 
behaviour and needs. 

Mass intelligence is also developed, but still at a quite low level. It is 
possible for users to give ratings on uploaded content and comment on 

existing reviews, but it is not yet possible to automatically drive 
information by analyzing the content uploaded (reviews, photos, videos, 

etc.), with the help of media intelligence, and to recognize trends based 

upon that. 

The main problem of most of the existing travel information and review 

pages is that information is just tagged and connected to each other 
manually, which provides a great potential for errors. Making use of media 

intelligence, the uploaded content could be analyzed automatically so that 
relevance and appropriateness for specific topics are at hand. Further 

information can be generated by analyzing the user profiles and their 
travel behaviour with help of personal and mass intelligence (with 

respect to data security and terms of business), so that a ranking of the 
most popular places can be conducted. New trends and changes in 

behaviour can be revealed and reacted to quite quickly.  

With regard to these features, the technology developed by WeKnowIt is 

quite promising when all five intelligence layers are included. In the 
travelling business, WeKnowIt can economically help to perfectly 

match the customer needs (of either individuals or groups) by 

analysing existing data with aid of semantic algorithms and to optimize 
the portfolio of travel agencies. Therewith, providing a higher degree of 

customer satisfaction by means of offering better information, which is 
likely to result in higher revenues due to higher commissions of travel 

providers [WeKnowIt08].  
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2.3.2  Emergency Response  

The worldwide number of emergencies is increasing, some of which are 

localised and easily managed whereas other have a more dramatic effect 
e.g. September 11th, Hurricane Katrina, London Bombs, Sheffield Floods 

etc. Many of these have widespread impact with a range of issues 
requiring action. 

Major emergencies can occur at any time of the day or night and 
managing them is a very complex and demanding task. Many emergency 

response organisations manage demanding incidents with limited 

personnel and resources. 

The innovative aspect of Collective Intelligence in WeKnowIt is to 

incorporate citizen involvement to assist emergency responders providing 
new opportunities for communities to participate in the monitoring and 

response to emergencies. This use of new technologies, within WeKnowIt, 
has the potential to transform emergency management response. 

The final outcome of the project will provide emergency responders with a 
powerful tool to enable rapid and more accurate understanding of a mass 

of complex information. It will improve the decision making process and 
enable effective actions to be taken to mitigate and/or resolve what can 

be life threatening and/or critical situations. 

 

What is the impact of Collective Intelligence in emergency 
response? 

Currently emergency response applications are mainly based on personal 

and organisational intelligence and slowly expanding towards social 
intelligence. 

Most of the resources that are available can be categorised in two types: 
websites for citizens caught in an emergency and resources for emergency 

planners. Many of these available resources are simply a collection of pre-
compiled documentation about emergencies (checklists, guides etc.).  

Recently more advanced technologies are emerging that make use of 
Web 2.0/social network features to empower the citizens who need 

information during an emergency.  

As for the emergency responders, again most resources are pre-compiled 

websites or specific incident management systems. Currently some 
systems (mainly target to ER personnel) make use of media intelligence 

to improve the quality of the information presented while social 
intelligence is not yet well exploited in this area. 

The challenge of Collective Intelligence is to provide a unified system, 

offering different functionalities and interaction modalities to better 
support professional users (i.e. Emergency Response personnel) and 

citizens involved in an emergency, by providing means to intelligently 
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gather and reuse available knowledge, thus empowering a more effective 
and informed emergency action. 

The WeKnowIt unified system targets both citizens and emergency 
response personnel, providing different functionalities accordingly to the 

user role. WeKnowIt will make use of personal intelligence, offering 
functionalities for both user types for uploading content (text, images, 

video), tagging it and accessing it (by browsing and searching). Moreover, 
WeKnowIt aims to deliver a multimodal system that can be used in 

different circumstances with different devices (i.e. mobile phone, PDA). 

By exploiting all the intelligence layers Collective intelligence can help to 
perfectly match the user needs (of either emergency responders or 

citizens) by collecting and finding the needed knowledge at the right time 
in the right format. 

WeKnowIt aims to design, implement and deliver technologies and 
methodologies enabling citizens distributed across the region to 

participate in the monitoring of an incident or event. This will benefit 
Emergency Response planners that will have real time information 

available on which they can base their decisions and strategies, enabling 
them to better react to an Emergency. Moreover, the system will 

automatically gather information available elsewhere on the network to 
aid the Emergency Response, thus making possible for an emergency 

planner to find exactly the needed knowledge amongst all the available 
information and to selectively make this knowledge available to the 

citizens (e.g. information about open roads, information about relatives 

involved, etc.) in a largely automated way. The technologies in use will 
therefore also encourage and enable dialogue between the Emergency 

Responders and individuals, groups and communities [WeKnowIt08]. 

 

2.3.3  Content online media industry and exploitation of user 
generated content  

There have been many recent technical and functional improvements in 
the online media industry. Simply showing a video or an image or some 

other kind of media is not enough to distinguish one product from 
another. Rather it is the way in which the media can be searched, 

accessed and used that separates successful media experiences from the 
numerous less successful initiatives. Apart from the two specific sectors of 

travel and emergency response, WeKnowIt technologies are very relevant 
to online content media industry in general. 

More specifically, there are three main areas that create value for the 

user: 

 Integrating user generated content (UGC). The UGC associated 

with media objects such as photos and videos is essential to making 
rich media available to the larger public. Interest in such applications is 
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not limited to professional publishers of content, but extends to every 
ordinary user of the Internet. 

 Content-based Information. Technical improvements allow 
applications to take advantage of content-based information, thus 

using content features based on both visual and textual aspects of 
media, rather than simply relying on textual representations.  

 Tools for Navigating and Using Information. Effective tools allow 
media to be displayed and searched in new ways, enabling users to 

access information more efficiently and effectively. 

 

Future Information form, access and management 

Following the trend started by the Web 2.0, the previous paradigm of 
static websites with content ready to be consumed by users will be 

followed by the web services based on integrating user generated 
content (UGC). In fact this transformation is already underway. New 

applications take advantage of new sources of information such as user 
tagging and collaborative metadata. It is commonplace in organizations to 

use web-based productivity tools such as Twiki-based tools. This offers a 
framework for users create their own content. 

Bandwidth limitations are a serious issue in any media service because 
users are quickly frustrated by slow or discontinuous video loading. 

Advancements in streaming technology allow service providers to offer 
greater bandwidth. This enhances the user experience with high quality 

media, competing directly with traditional media providers. Technical 

improvements and state-of-the-art applications demonstrate that real-
time online applications, like the Yahoo! VideoTagGame, are now possible 

because the user does not have to wait for server responses, page 
reloading, etc. These technical improvements are changing the face of the 

Internet, bringing the user online experience closer to the immediacy and 
quality of the user desktop browsing experience. But contrary to the 

desktop experience, the aggregated layers of intelligence have the 
potential to provide novel experience, where the user benefits from the 

existing knowledge in numerous ad-hoc tasks. For that purpose flexible 
and extensive Web-service APIs are needed.  

In addition, these technical improvements contribute speed and dynamism 
to current access of data and services. From the user perspective, tools 

requiring server processing such as search assistants will be presented in 
a fast and usable way. Intelligent and complex assistants, based on user 

data analysis or involving heavy processes become feasible, thereby 

changing the way the information is accessed.  

As a result, new metadata might be extracted and stored from media 

assets, allowing for the creation of new richer indexes based on data that 
is ignored at the present time. Post-search steps such as complex result 
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clustering, extraction of visual features over sets of results, video analysis 
on demand, or query refinement, might be cheaper and faster for online 

applications. Content that was traditionally controlled by professional 
editors is now in competition with open content created by the general 

public. This opens new roles and management challenges for 
analysis technologies like the ones developed within WeKnowIt. As 

Web 2.0 continues to evolve, content will be a combination of both 
editorial content and open content and, therefore, must be moderated in 

order to be managed effectively.  

 

User Needs in evolving Media Cultures  

Publishing videos on the Web will become more commonplace, as 
publishing textual or photo content already is. As a result, applications 

able to handle large volumes media produced by non-professionals will be 
common practice, and will be platform and technology independent. 

Currently media artefacts are primarily viewed and shared as email 
attachments. This practice is rapidly changing as sites such as YouTube 

and Flickr host large quantities of media content. These sites make the 
content available from a remote location, thus avoiding the individual 

transfer costs. A rapidly growing practice is to access and share media via 
website links. Sharing and communicating about media artefacts via social 

networks and comment message boards, are also increasingly common. 
Comments frequently read as conversational threads, as users not only 

comment on the media object itself, but also respond to the comments of 

other users. 

In terms of organizing media assets, most users are not willing to take the 

time to classify or sort the media objects. As the volume of data becomes 
increasingly unmanageable, the system will be responsible for indexing 

and sorting in an automated fashion, as a step transparent to the user, 
enabled by User Generated Content. As a result, WeKnowIt analysis 

techniques will be necessary for such applications.  

The experience of watching online media will be improved by new forms of 

metadata gathered from media objects. Applications will leverage visual 
features, textual content, and large scale indexing of online media, to 

improve the user interface, and the underlying search technology.  
Although complex interfaces may reduce the user experience, as the 

technology grows, so do the users, and they become more savvy in their 
interactions with the system, and able to complete more complex tasks.  

Furthermore, no matter how complex the task, a solid user interface 

design will make even complex tasks intuitive to the user. 

In conclusion the technologies developed by WeKnowIt allow for the 

extraction of knowledge from social media properties, such as Yahoo! 
Answers, Flickr, and other Web 2.0 applications. In particular the Media 

and Mass intelligence are expected to be of influence. The User Consumer 
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Group (or travelling) scenario demonstrates how the technologies can be 
integrated to enhance the user media experience when preparing his next 

journey, or when travelling. WeKnowIt in that case offers a novel tool-set 
that allows the user to dynamically utilize the information extracted to 

plan his travel and on the road to get up-to-date personalized 
recommendations. In the following section, we present the WeKnowIt 

research areas of computer vision, folksonomies, user interfaces and the 
automation of media production (data processing), since all these three 

areas are related to online media services. 

 

Research areas of interest 

Web-service providers work in a highly dynamic environment, with short 
time-to-market. Furthermore the online research community have to 

continuously support the diversity of content provided by users. Ideally 
any service provided is able to use the interactions with media consumers 

to adapt and improve. For this media intelligence and social intelligence 
are key. The results are searched and deemed relevant or not based on an 

analysis of the media object's visual textual, and social features. The 
system can record the user interaction and use that information to infer 

which features indicate a ―good‖ result, or a satisfying user interaction.  
The system can use this information not only to provide better search 

results, but to annotate the media objects for future search. The entire 
process can be automated and scaled to handle extremely large amounts 

of data. Each of these areas is discussed in more detail below. 

The most remarkable aspect of the Web is the speed at which every part 
of the system changes. In particular, Web systems allow us 

unprecedented access to the language as it is currently being used, for 
any given moment in time. The originator2 of the term "Folksonomy" 

defines it as the result of personal free tagging of information and objects 
(anything with a URL) for one's own retrieval. In social media, such as in 

Flickr or YouTube, users create a folksonomy by adding tags to attach 
their personal meaning to their personal content, for their own use in 

searching content. When the tags are made public, others can interpret 
meaning in a broader sense. The large scale generation of user 

annotations allows us to harness the broader collective folksonomies, 
capturing evolving meaning and its expression through language. Thus 

any tools developed using folksonomies are dynamic powerful 
representations of the language in its current state – independent of 

culture, time, or country boundaries. Of course, as user-generated 

artefacts, folksonomies are also noisy, full of errors and anomalies. 
Further, people annotate objects with their personal meaning, and that 

might not have a broader interpretation. 

                                    
2
 Thomas Vander Wal, http://vanderwal.net/folksonomy.html  

http://vanderwal.net/folksonomy.html
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In general, text analysis allows for near duplicate detection which is 
increasingly important for addressing intellectual property infringement 

issues in large-scale online content services. Text analysis is also the key 
for detecting ambiguity in queries, and textual metadata, as well as for 

identification of topical clusters. Finally, text can be used in systems that 
exploit feedback given by users in the form of comments, votes, clicks, 

and other indications that the content they are viewing is relevant. 

 Computer Vision: For a person, the content of an image is fully 

known at sight. The challenge is to represent the image in a 

machine-understandable way to capture what is important or 
relevant in the image. Face detection, and more generally object 

detection, has important applications for result presentation and 
searching for similar images. We propose an approach to finding 

visual information that extracts features of the image as a whole 
(global features) as well as features of parts of the image (local 

features). As videos can be thought of as extended images, the 
same ideas can be applied to video. 

 Interfaces: The user interface should help the user organize and 
process visual information. It has the dual role of helping the user 

accomplish a task, and capturing the user interaction to feed the 
system the information it needs to adapt and improve. As the online 

community of users and content providers becomes more adept at 
using and developing tools to manage content, the tasks required 

necessarily become more complex. To avoid overwhelming and 

confusing the user, the interfaces should be carefully developed to 
provide an intuitive interaction, while not limiting the complexity of 

the tasks the user wishes to accomplish. 

Currently search results are presented as a ranked list for a single 

property. This assumes that the user had one type of result in mind 
when they conducted their search. Furthermore, it assumes that a 

ranked list is the most effective means of presenting relevant 
results. In fact, the presentation of image and video content 

developed from the presentation of ranked lists for textual 
documents. As the results presentation affects how the user 

perceives information, it is possible a different organization of the 
results is more appropriate for media data.  An example of an 

interface that integrates content from multiple properties is 
AlphaYahoo3 which presents results from multiple properties in a 

single dynamic interface the user is allowed to manipulate according 

to their needs. Another option is to cluster the results so that media 
objects that are similar are viewed together. 

                                    
3 
http://au.alpha.yahoo.com. 
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APIs provide another type of interface to allow consumers of media 
(in this case people interested in the technical properties of media 

objects), and other users of the social web to interact and contribute 
both content and applications.  

 Processing data to extract media and social intelligence: To 
effectively exploit user-generated content, the system must have an 

automated way to identify and annotate relevant items, whether 
they are entire objects, or fragments of objects (such as a segment 

of a video). This must be done on a large scale, in a pipeline using 

software designed for efficiency such as the map-reduce framework 
with Hadoop4. 

 

2.4  Mobile Market Impact  

The mobile subscriptions at the end of 2008 were 3.9 billion (penetration 

of 59%) and are likely to cross 4 billion sometime in April-May‘09. This 
means that the majority of the world‘s population is already a mobile user. 

However, the real picture is missed in the averages. Many developing 
countries still have mobile penetration of less than 50%, e.g. India (30%), 

China (47%), Cambodia (26%), and Africa (39%). The subscriber base is 
expected to cross 5 billion by 2011. The majority of the next billion 

subscribers are likely to come from India, Africa and China [Agr09]. 

The number of European mobile users is steadily growing (moving from 

95% market penetration in 2005 to 111% in 2008 with some countries 

reaching 150% and a potential market of 500 million consumers [Red08]) 
and is expected to reach even higher levels of penetration in coming 

years.  

That is a huge number of users each with different and specific needs with 

regards to functionality and information at each given time. However the 
market is in a saturation phase; most of the transactions are substitution 

ones, so vendors need to find new products/services to ―revamp‖ the 
market. On the other hand, the awareness of the customer is constantly 

increasing and this brings them to require advanced services.  

A change in the vision of the delivery of the content is as well an essential 

requirement. The content needs to be personalised and has to aim for 
the needs of each particular group of users. This diversity is large and 

complex and requires user‘s needs and customs analysis as well as forms 
of efficient targeted distribution.  

 

 

                                    
4
 Hadoop: http://hadoop.apache.org 
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Benefits of increased mobile penetration:  

It is difficult to quantify most of the benefits that accrue to the consumers 

of telecommunications. However, one thing is certain that the consumers 
find the mobile services useful and therefore are willing to spend a 

significant portion of their income on telecommunications. In all 
developing countries, the average spent on telecommunications is 2% of 

monthly expenditure [Agr09].  

The activities that mainly benefit by the increase of mobile penetration are 

the following: 

 Productivity gains to individuals: Productivity gains are on 
account of higher efficiency or more business/work to the users.  

 Productivity gains to businesses: Mobile phones enable faster 
and more efficient decision making, improved logistics, etc.  

 Inclusive financial services: The mobile phones outnumber the 
bank accounts by far. Mobile technology has the potential to expand 

the reach of financial services to the poor.  

 Remittance: Remittances play an important role in the 

development of a developing country. Mobile phones can play an 
important role in this market by making it quick, cheap and easy to 

transfer funds.  

 Empowerment of the poor: Bringing easy and affordable access 

to telecommunications services to rural families will increase access 
to education and health services.  

 Emergency situations: There is a higher possibility of an 

emergency situation in developing nations than a developed 
country. The emergency response infrastructure is also lacking in 

developing countries. The mobile phones cut down the time to 
mobilize response teams. 

 

2.4.1  What is the impact of mobile data services in emergency 

response? 

The availability of mobile, networked information and communication 

technologies in the hands of ordinary people makes information exchange 
increasingly potent and pervasive. It has also contributed to the explicit 

emergence of the role of people: for example it has been noted how in the 
case of public disasters (e.g. Hurricane Katrina), voluntary help and self 

organisation has moved from the physical help provided to the 
neighbourhood (e.g. via local ad-hoc associations), to a number of very 

effective initiatives on the Web which helped manage the situation far 

better before organised help (e.g. the army) was available, and provided 
side support (e.g. to help locating missing people). 
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When disasters occur, top-down organisations struggle to manage 
properly using pre-defined procedures (provided they exist) and leave 

space for a widespread, bottom-up self-organisation of services. For this 
reason, standard decision support systems designed for emergency 

response currently on the market fail to be applicable to citizens, because 
they tend to be based on the military concept of incident, and do not allow 

easy management of situations that break the normal development of 
single incidents. One relevant factor of such bottom-up situations is the 

degree of improvisation that is needed which causes high stress levels due 

to information overload (or, conversely, insufficient information associated 
with the necessity to make decisions in a very short time). Requirements 

for solutions include support for information prioritisation, decision support 
and representation of a coherent and comprehensive picture of the 

operational situation to base decisions on [WeKnowIt08]. 

Globally, we have seen an increase in the users of social networking sites 

such as Twitter and Facebook. A growing number are accessing these 
sites from mobile devices. Taking this into account, public sector 

organisations could use social networking sites to warn and inform large 
numbers of people prior, during, and after an incident. In Philadelphia, 

USA, their Managing Directors Office of Emergency Management (MDO-
OEM) has set up pages on Blogger, Twitter, Facebook, MySpace, YouTube, 

and Linkedin. They use these networks to send out a weekly bulletin but 
also provide information to citizens during emergencies.  

Microsoft is currently developing a social networking style communications 

tool specifically for use in an emergency. Microsoft Vine5 is a 
downloadable application that collects media reports related to a specific 

area during an incident. The application installs a ‗desktop widget‘ that 
displays these news reports, public safety reports and emergency alerts 

on a map. Users can configure the software for their own specific area. 
Vine allows users to send out Twitter-style alerts, whilst you can also send 

more detailed reports and keep track of other Vine contacts. Whilst been 
able to connect to Twitter and Facebook, Vine can also connect to landline 

and mobile phones.  

The exploitation of the immediate availability of a vast amount of 

information which could come from mobile devices in promptly assessing 
a disaster situation is a further key driver for WeKnowIt.  

 

                                    
5
Microsoft. Vine: http://www.wine.net/default.aspx 
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2.4.2  What is the impact of mobile data services in travelling 
business? 

A recent Forrest survey [Har08] say roughly 6 out of10 business travellers 
are interested in using mobile data services for requesting flight and hotel 

room upgrades and check-in.  

Online business travellers who own a Web enabled phone, 49% use their 

mobiles for travel-related data services such as receiving text alerts from 
travel companies and to access the Web. As mobile device technology 

improves and more travel companies extend e-Business solutions to 

mobile devices, travel-related mobile data service usage will increase over 
time.  

 
Figure 18: One in Three Business Travellers Owns a Web-Enabled Phone

In fact, more than one-third of US online business travellers expect to 
increase the usage of their mobile phones for travel-related data services 

in the next 12 months. 

 
Figure 19: Business Travellers Expect To Increase or Maintain Use of Mobile 

Travel 
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The mobile data services that appeal most to US online business travellers 
are those that have a short ―half-life‖ —information that may expire 

rapidly and is based on immediacy and practicality. For example, business 
travellers are starting to embrace the idea of using their mobile devices to 

book a trip. Interest in booking through mobile devices has been growing 
since Forrester first started to ask about this topic in 2006. In 2008, 42% 

of business travellers express interest in booking business travel on their 
mobile phones, although just 8% of all US consumers recall having 

booked fights or hotel accommodations via a mobile phone accessing the 

Internet. The number of travel companies that offer mobile-based booking 
is limited but growing. Among the challenges that travel e-Business 

professionals must overcome are mobile phone slower Internet access 
speeds and inadequately sized screens on most handheld devices.  

In conclusion, mobile is one of the most compelling, exciting 
channels that travel firms can use to connect with their customers. 

It is also powerfully disruptive — though generally in a positive way. 
That‘s because mobile will aid how travel firms connect with and serve 

business travellers, including: Making it easier to connect with the next 
generation of business travellers, enhancing traveller access and payment 

systems. or improving operations — and saving money 

An important key for the exploitation of the WeKnowIt‘s Consumer Case is 

its exploitation from mobile devices. This focus on this particular case 
study is on travel or one-day cultural trip events. The scenario contains 

two main parts:  

 The first part is the travel or cultural trip research: In this phase a 
user identifies (1) a location of interest, or (2) activities and events 

of his or her interest for which relevant locations need to be defined. 

 The second part is the Mobile Guidance, where a user uses his 

mobile during a cultural trip or a travel. During the visit, people may 
look for activities and events of their interest with their mobile 

phones. In this point, an important feature may be, on the one 
hand, to support the recognition of new trends by GPS-location of 

various users and, on the other hand, to provide the user with data 
of interest due to his user profile, e.g. interesting sights or actual 

arrangements [WeKnowIt08].  

Nevertheless, a weak point to be discussed in this context is the immense 

cost for roaming when a user is not in his home country (which is quite 
likely when going on holiday) 

 

2.4.3  What is the WeKnowIt´s innovation  

Further limitations exist in the lack of support in current systems for 

mobile consumers wishing to maintain their involvement with their 
communities. In particular for special interest communities who engage in 
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activities outside the home or workplace, contributions from mobile users 
are essential, and such users will want access to the community benefits 

when they are on the move. Web-based paradigms for content sharing, 
involving many manual transactions and text entry, do not support the 

mobile user, who requires much simpler, personalised interactions, and 
intelligent processing that will carry out transactions on their behalf. For 

example, current mobile interfaces enable uploading, but limited 
interaction with the system, mainly due to usability and security problems. 

In WeKnowIt, users will be able to both upload and to access or to 

retrieve information using a range of devices, from devices with limited 
capabilities in terms of interfaces (e.g. mobile phones, PDAs, etc.) to 

personal computers. Content can be in the form of videos, images, text 
messages or existing documents (e.g. Web pages, blogs, etc.).There are a 

number of requirements, challenges and limitations in the state of the art 
of such environments:  

 It is important to enable the availability of the applications and the 
specific user context even when moving across different devices.  

 Users performing a voluntary task (e.g. uploading holiday pictures 
or videos of an emergency) need to be able to document their 

contribution in an intuitive and light way, without having to grapple 
with a complex conceptual organisation of information. While for 

knowledge workers or specialised users, this is acceptable because 
they can undergo training and share a common view of the domain, 

for random users in mobile situations this is impossible. 

 Users must be guided when accessing new services, especially if 
they are using limited devices like mobile phones and are in 

locations where their attention can be distracted. 

In WeKnowIt´s Personal Intelligence, these limitations will be addressed 

developing strategies and modalities of interaction which will enable 
anticipation of user actions (hence reducing the interaction complexity) as 

well as a set of strategies to maintain and guarantee privacy. Usability will 
be empowered by content based analysis of input (images, text, videos), 

as well as on social, community and organisational analysis which will lead 
to more autonomous content actions, thereby reducing the interaction 

burden on the user [WeKnowIt07].  

 

2.5  WeKnowIt Placement in Future market  

In this section, a more specific market analysis is presented including the 

analysis of market timing, market competition, and benefits provided by 
WeKnowIt to users with regard to the WeKnowIt placement in the sub 

market sector identified in the previous sections. 
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2.5.1  Time to market  

WeKnowIt-related research is expected to be completed by mid 2011.The 

outcome would be a generic set of algorithms and technologies to be used 
in a real scenario. To some part or as a whole, this set will have been 

tested - at least to a certain level - and will compose a critical mass of a 
service ready to be deployed, which will also be a very good basis and 

platform to work on and add new functionalities. 

The Consumer scenario is in general an easier one to implement. 

Assuming that relatively a few functionalities will be required to be added 

and tested when compared with the initial core set of functionalities, it is 
expected that an immediate (commercially minimum) version of the 

WeKnowIt required could be available by mid 2012. However, if more 
effort is required in developing relevant algorithms, testing them and 

concluding with all non-technical (e.g. business/marketing/legal/IPR) 
issues then we should not expect to find in the market a commercial 

solution before the end of 2012, more probably by early 2013. Following 
this, a mature version of a WeKnowIt service would be by mid 2015. 

The ER scenario is one with more strict requirements compared to the 
consumer scenario, but also compared to all other scenarios that 

WeKnowIt is expected to cover. As such, ER scenario is expected to take 
more time to take off. The main challenges in the ER scenario are actually 

non-technical. If we assume that such a service will be used by 
emergency organizations, it would require further and more thorough 

requirement settings and testings to comply with the – expected- very 

strict (and sometimes very customized) requirements that an organisation 
of such type would request. What is more, the general dependencies and 

interactions with external bodies (regulatory bodies, Personal Data 
Protection organisations etc) and stakeholders would probably make the 

whole project much more complex. Finally, as these interactions have in 
one end state-controlled organisations, it means that the process would 

be an even slower one. Taking into account the above, a reasonable 
amount of time in having a commercial version of the WeKnowIt service 

would probably be 1-2 years delayed more than the consumer case 
scenario. Thus, a reasonable time of launch would be that by late 2013. A 

mature version would be expected by 2016. However, we should never 
rule out a very basic version out in the market by 2012. 

 Consumer (Travelling) Scenario: In this scenario, time-to-
market is very important as it is expected that due to the both 

travelling & web services to be widely used and developed, 

WeKnowIt should capture as fast as possible a critical mass of users 
and ―develop trends‖. At the same time, though, we must be careful 

as this one-dimensional strategy may backfire. Having an ―average‖ 
or just a good service in the ―realm‖ of web services is a dangerous 

act. The service must prove its supremacy against others, hence 
effort should equally be given in quality. Already we have seen some 
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web services arising as market dominators (e.g. TripAdvisor) thus it 
may as well be that WeKnowIt must make more effort and capture a 

firm position in a very competitive –if not already matured – 
market. 
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Figure 20: WeKnowIt and relevant technologies roadmap 

 ER Scenario: Time-To-Market is not so important compared to the 

consumer scenario. The market that this type of ―emergency‖ 

services– in the way that WeKnowIt envisages it – is targeted, can 
be considered as a niche market. Few companies are expected to 

contend for such systems. However, the expected requirements of 
such services will be much stricter to any other scenario. What is 

more, even if few players contend for such a market segment, these 
will be large and very competitive players. Hence the important 

issue WeKnowIt should focus on is quality. This means that through 
investigation, requirements gathering, testing and verification must 

take place in order to ensure the best performance is achieved. 

We have also to take into account that within the next 3- 5 years new 

broadband networks will be available and a data-oriented use (much more 
than today) will be witnessed. This is an issue that WeKnowIt has in mind; 

it can place itself in the market as the service that will make ―efficient‖ 
use of the huge data transmission capacities to be supported by the future 

networks, both fixed and wireless. What is more, it is also expected that 

relevant tariffs will be cheaper (compared to today – maybe flat rate) thus 
adoption of such data services to the average user will be more 

―attractive‖. 

 

2.5.2  Market type, market maturity and competition  

In this section the main competitors in relation to market placement and 

future advances as portrayed in the previous sections are highlighted. 
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2.5.2.1 User generated content online media industry  

There are many online examples that use UGC (User generated content) 

in media applications. YouTube6 is an example of an interactive online 
application where the user can find and upload video content. An 

important aspect of YouTube is that the website structure is based on 
spectator participation. People can interact with the website in many 

ways. They can upload their own video content, search the video content 
of others, comment and rate videos they have seen, and link to social 

networks.  

Flickr7 imaging and video is another example of how user-generated 

content can be exploited to retrieve relevant media. Ideally every tag or 
comment added to a media object by a user would be meaningful and 

reflect the content of the media artefact. Unfortunately this is not always 

the case.  Alternatives to the classical ―comments and ratings‖ are being 
explored by many sites to gather relevant metadata. Collaborative tagging 

and games based on user agreement were introduced by the ESPGame8, 
where two users watch the same image and then tag it until they reach an 

agreement. A similar idea is employed in the Yahoo! Videotaggame 
(http://videotaggame.sandbox.yahoo.com/). It is a multiplayer online 

game where users provide tags based on the video content and receive 
points depending on the agreement with other players. Other examples of 

online collaborative games are Microsoft PictureThis9 and Ontotube.10 

 

Figure 21: Microsoft PictureThis 

                                    
6
 http://www.youtube.com/ 

7
 http://www.flickr.com/ 

8
 http://www.gwap.com/gwap/gamesPreview/espgame/ 

9
 http://club.live.com/Pages/Games/GameList.aspx?game=Picture_This 

10
 http://members.deri.at/~katharinas/ontogame/ontotube/ 

http://www.youtube.com/
http://www.flickr.com/
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Visual features derived from the media content provide another source of 
information for retrieval systems. VideoSurf11 is an example of using a 

face detector to retrieve video information. The technology is complicated 
by the nature of content features, which are not as straightforward as 

textual features. Furthermore, web applications usually have dynamic and 
heterogeneous content, and a number of pre-processing steps are 

required to enable these technologies. Extracting visual features has a 
severe impact on processing resources, storage availability and time 

costs.  

 

Figure 22: VideoSurf 

To provide additional value to the user, we feel that it is essential to 
leverage the media and social intelligence and to improve the way the 

information is presented to the user, as well as tools to navigate media 
collections. Interface improvements such as search assistants provide 

instant feedback to the user and are considered essential in Web 2.0. This 
has become possible through technologies such as AJAX and Flex. For 

example, Videosurf12 presents video keyframe information and allows for 
browsing video content without watching the entire video itself.  

 

2.5.2.2 Emergency Response Case  

There is a number of applications and emergency management tools 
available for Emergency Responders. However these are often focused on 

managing a two way flow of information and do not focus on push and pull 
technologies or exploit intelligence layers of Collective Intelligence.  

                                    
11

 http://www.videosurf.com/ 

12
 http://www.videosurf.com/ 
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Incident Management Software is available in a number of different 
formats. Some of these systems are: 

 Atlas Incident Management System (AIMS)13: AIMS‘s is 
specifically designed for Local Authorities to use in their Emergency 

Control Centres. It provides an incident log, situation reports and 
the facility to allocate tasks to other members of the authority. The 

system can either be hosted on a local network or run across the 
web.  

 Vector Command – Command Support System14: Vector 

Command's Command Support System combines key technologies, 
including GIS mapping, live and still imagery, asset management 

systems, instant messaging, database access, electronic 
whiteboards and incident recording. The system allows incident 

commanders at all levels of an incident or multiple incidents to 
contribute to and access a Common Operational Picture. All controls 

are touch-screen and icon-based for easy use by non-technical 
operators. 

 Black Coral SoftRisk15: Black Coral SoftRisk is a web based 
incident management system that helps to coordinate the response 

to major emergencies. It also provides Web 2.0 interactivity among 
Emergency Response teams.  

SoftRisk integrates Microsoft Virtual Earth as its primary mapping 
engine along with MapPoint Web Services for detailed query and 

analysis. Geo-referenced information can be taken from data feeds 

and viewed on mapping software such as Google Earth.  

 

Social Networks and Web Applications 

Social Networks and Web Applications are starting to be used to help 

managing emergencies and communicating with citizens [WeKnowIt08]. 

 Recently a new location-based emergency system won the Google 

Android Developer Challenge. Life36016 uses a multi-channel 
messaging system and neighbourhood-centric social network to 

keep the user up-to-date and in contact with family and local 
community, with customised emergency alerts. Life360 can access 

the user medical information and emergency profile so to be able to 
find needed assistance. The system is all location-based, and 

facilitates asking for help or to offer help to people in an emergency. 

                                    
13

 http://www.atlasops.com/AIMS%20overview.htm 

14
 http://www.emergencycommandsystem.com/  

15 
http://www.softrisk.com/  

16 
http://www.life360.com 
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 CommunitySafe17 is a web-based information source for the 
London community relating to ER issues. CommunitySafe is a 

central point of real-time advice and information on counter-
terrorism and crime reduction provided by the police and local 

councils. 

 The US Federal Emergency Management Agency (FEMA) has 

teamed up with MySpace to distribute a tool for hurricane 
management18. This tool (available in Spanish and English) has 

information on how to get help, helps users to locate victims using 

FEMA‘s National Emergency Family Registry and Locator System, 
facilitating donations, volunteer registers and tracks the approach of 

the hurricane  

 Smart Applications For Emergencies19 (SAFE) is an Australian 

lead development of new technologies to aid emergency scenarios 
within Australia.  

 The open source system Sahana20 is a Web 2.0 platform for 
connecting organizational emergency response with volunteers. 

Initially, it was developed by a Sri Lanka government organization 
to support coordination and knowledge management during the 

emergency after the earthquake in the Indian Ocean in 2004 that 
resulted in a Tsunami hitting the coastline of several countries. 

Sahana has a number of built-in domain specific functionality like 
lists of missing persons, camps, and volunteers. Furthermore, it has 

the ability to manage profiles of users and to establish collaborations 

among them for certain tasks.  

 The project 911.gov [Shn07] aims at developing a Web 2.0 

platform supporting the collaboration of organizational entities for  
emergency response and citizens. One goal is to shift 

communication from phone centres to the web platform. Since this 
work is in an early stage, no further results are given. 

 Microsoft Vine Is Twitter for Emergencies21: Microsoft has an early 
beta of a new product called Vine. Vine is squarely aimed at sharing 

emergency information and news feeds. Vine is a location-aware 
social networking application focused on being a robust means of 

local communication that‘ll work even in times of emergency. A Vine 
widget sits on your desktop and displays a map of your community, 

news and alerts, and the statuses of connected friends and family. 

                                    
17

 http://www.communitysafe.gov.uk/ 

18 
http://www.dhs.gov/xprepresp/programs/gc_1220128923561.shtm 

19 
SAFE - http://nicta.com.au/research/projects/smart_applications_for_emergencies 

20 
Sahana - http://www.sahana.lk/ 

21
 Microsof Vine: http://www.vine.net/default.aspx 

http://www.sahana.lk/
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Vine seems to, more or less, combine an RSS feed reader (with 
information tailored to your specific locale), a status update system 

(like Twitter), and messaging (like Facebook) into a singular, Live 
Search Maps mash-up. 

To summarize the different platforms and projects for knowledge 
management in emergency response, it has been shown so far that Web 

2.0 can indeed be reasonably used in the emergency response domain.  
Especially the openness and easy usability facilitate the involvement of a  

very broad range of people, from regular citizens to professional and  

organized emergency response personnel. 

 

2.5.2.3 Consumer Case  

To analyze the Online Travelling Market properly, it should be 

differentiated between two different types of homepages: those which are 
Web 2.0 based and the commercial shop solutions. This analysis will take 

into account six major types of homepages, four of them are Web 2.0 
based and two of them can be referred to as ―traditional travel sites‖ with 

a commercial main concern [WeKnowIt08]. 

Regarding Web 2.0 based websites, these four major types can be made 

out: 

 Blogs are focusing on sharing information with your family and 

friends to let them know where you are and what you are doing. 

 Travel information and reviews aim at creating travel guides or 

wikis based upon the input of their users. Travel reports, photos, 
videos and audio files can be uploaded and tagged. Hand in hand 

with reviews on hotels, restaurants and airlines, a virtual travel 
guide should be created in the long-run. 

 The intention of Social Networks is twofold: On the one hand there 

are various websites to connect people who are planning to go on 
holiday, either in terms of travel partners from their origin or in 

terms of a local travel guide from their destination. On the other 
hand there are platforms which support organizing group vacations 

by creating a homepage and uploading information on the latest 
plans. An additional benefit is keeping up with your friends. 

 Travel Information and Social Networks is a combination of the 
second and third type. Information on your former travel 

destinations and places of interest can be published by uploading 
reports, photos, videos and audios files. Based upon these 

information, which are organized according to topics, contacts 
between users with the same interest can be established and users 

can keep in touch with their friends. 

Taking a closer look at the traditional, commercial sites, two additional 

major types can be found: 
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1. Travel Agencies and Travel Guides provide information on the 
destinations with a commercial purpose. Travel sites such as 

www.expedia.de or www.travel-overland.de offer the infrastructure 
to book flights, hotels and rental cars as well as get information on 

the different airlines and hotels, so their main purpose is the 
infrastructure needed when travelling. Travel guides such as Marco 

Polo mainly provide information on the destination itself, e.g. 
famous sights or things to do. Their purpose is earning money by 

making the user buy the ―paper version‖ of the travel guide if they 

are satisfied with the content of the online version. 

2. Mobile technologies are still at a quite rudimentary level up to 

date. There are already mobile travel guides which can be 
downloaded on your mobile device. The ADAC22 is even taking it a 

step further and makes your mobile locate your position with aid of 
GPS and gives suggestions on what to visit next or where to park 

your car. 

  Blogs Travel 
information 
and reviews 

Social 
Networks 

Travel 
Information 
and Social 
Networks 

Travel 
Agencies and 
Travel Guides 

Mobile 
applications 

Purpose of 
these sites 

Let your 
friends/family 
know where 
you are and 
what you are 
doing 

Sharing 
information 
on previous 
travels 
(reports, 
photos, 
videos) and 
therewith 
creating 
common 
guides / wikis 

Planning 
holidays for 
groups OR 
looking for 
travel 
partners/guid
es OR 
matching with 
friends 

Sharing 
information 
on previous 
travels and 
communicatin
g with 
friends/interes
ted people 

Selling flights, 
hotel rooms 
and rental 
cars; 
comparison of 
different 
providers; 
offering 
information 
online 

Offering 
services which 
can be 
downloaded 
on mobiles, 
e.g. travel 
guides or 
navigation 
systems 

Basic 
Functions  

Publish photos 
and reports 
(maybe 
videos) on 
your 
experiences 

Publish 
photos, 
videos, 
reports, hints; 
work on wikis 
and correct 

Create 
homepages to 
plan group 
vacations or 
search for 
people 

Publish travel 
information 
and search for 
travel 
partners / 
interested 
people 

Book flights, 
hotels, rental 
cars; Tour 
planning; 
View and 
comment on 
different 
travel guides 

Download 
travel guides, 
navigation 
systems 

Revenue 
model  

Ads; Google-
Ads; 
Membership 
Fees 

Ads; Google-
Ads; 
commissions  

Ads; Google-
Ads; 
commissions 

Ads; Google-
Ads; 
commissions 

Selling travel 
products; 
ads; Google-
Ads; 
commissions 

Fees for 
guides and 
systems; Ads 

Number of 
competitors in 
sample 

4 (6.9%) 29 (50%) 17 (29.3%) 8 (13,8%)   

Incentive to 
use 

Read reports 
of your 
friends; keep 
everybody 
informed and 
keep in touch 

Profiling, 
prestige, earn 
money, share 
information 

Find people 
with the same 
interests, 
interact in a 
community, 
profiling 

Interaction in 
a community, 
profiling, 
prestige, 
share 
information 

Gather 
information 
on locations, 
book trips, 
compare 
prices 

Easy 
navigation 
and valuable 
information, 
easy storage 
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  Blogs Travel 
information 
and reviews 

Social 
Networks 

Travel 
Information 
and Social 
Networks 

Travel 
Agencies and 
Travel Guides 

Mobile 
applications 

Personal 
Intelligence 

Upload 
content 

Upload 
content and 
ratings 

Upload 
content  

Upload 
content and 
ratings 

Upload 
reports and 
ratings 

  

Media 
Intelligence 

      

Mass 
Intelligence 

 Valuation of 
ratings on 
content 

 Valuation of 
ratings on 
content 

  

Social 
Intelligence 

  Analysis of 
user 
behaviour 

Analysis of 
user 
behaviour 

  

Organizational 
Intelligence 

        Travel 
products and 
guides are 
provided and 
sold 

Software for 
mobile 
devices is 
provided and 
sold 

Typical 
Example 

mymapblog.c
om  blog.de        
mytripbook.co
m 

geo-
reisecommuni
ty.de  
noovee.com   
pointoo.de  
tripsbytips.de 
wikitravel.org/
de 

bemycityguide
.de  imin.com      
meet-a-
local.com  
plazes.com   
tripit.com 

tiary.de  
townster.de  
wayn.com  
community.url
aubswerk.de  
goabroad.net 

expedia.de  
neckermann.d
e      travel-
overland.de  
marcopolo.de    
lonelyplanet.d
e 

adac.de   
polyglott.de  
wap.tourias.d
e   
hannover.de 

Specials 
(must see) 

Usage of 
maps on 
mymapblog.c
om 

Trendguide on 
noovee.com;     
Split up of 
commission 
on 
trivago.com 

Matching-
concept on 
meet-a-
local.com; 
Integration of 
mobile 
devices on 
plazes.com 

Trend 
recognition 
and matching 
on 
townster.de;     
GPS-Tagging 
on tiary.de 

    

Table 4 : Competitor overview (original illustration) 

The type four (travel information and social networks), which already 

includes three intelligence layers, is related to the use case in WeKnowIt 
the closest. Travel information, reviews, photos, videos and audio files are 

uploaded by individuals and can be tagged and sorted into categories 
(personal intelligence). Additionally, social intelligence is already used in 

order to analyze the user profiles and their behaviour. To make another 

point, users are enabled to evaluate the content, which in combination 
with an evaluation of the frequency content concerning a specific topic is 

uploaded, leads to the detection of new trends (mass intelligence). Taking 
all these points into consideration, a perfect base for the development of 

the first use case should be laid, but to match the requirements of the 
WeKnowIt proposal, type four has to be combined with the already 

existing websites of type three which support groups planning their trips.  

 

Useful features and business models 

As already mentioned in the discussion before, there is no website 

consolidating all features and functions needed for the first WeKnowIt use 
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case yet. For that reason, some ―good practice‖ examples of good features 
and interesting business models of existing homepages are introduced 

shortly [WeKnowIt08]. 

 Tripadvisor.com is a traditional recommender website for 

travelling related questions. It allows one to search for hotels, 
flights, things to do, photos, and others. Tripadvisor bases on 

reviews provided by other user. It also has discussion forums about 
the different destinations. The trip planning tools at Tripadvisor.com 

allow to create and plan one owns trip. A trip plan is a collection of 

different material from the Tripadvisor website such as hotels, 
attractions, and restaurants. In addition, also custom information 

can be added like information about flights, dining, shopping, and 
others. However, unlike in WeKnowIt, the trip planned can only be 

printed or mailed via email. Thus, there is a media disruption when 
finishing the trip planning and actually going on the trip. WeKnowIt 

aims at extending this by providing support for the entire trip cycle 
from trip planning, during the trip, and post trip phase. 

 Planeteye.com is an online community for discovering places, 
planning trips, and sharing media content. When planning a trip, the 

web site allows for searching restaurants, hotels, sights, and other 
interesting attractions nearby. The user can also browse through 

photographs provided by the community. The information gathered 
can be stored into a so called travel pack. Travel packs can be 

private or shared with the internet community. It can be viewed as 

a list or on a map. Finally, Travel packs can be sent to others via 
email. For photo sharing, only community photos are available (no 

content from Flickr or other providers). However, abstracts from 
Wikipedia23 or the New York Times24 are integrated (mashed up). 

Further content comes from WCities Destination Guides25 and 
Concierge26. Thus, Planeteye can be considered a true Web 2.0 

application with content mashed up from other sides. It provides 
support for trip planning and sharing of information. However, 

unlike Tripadvisor.com it does not support the full trip cycle as 
envisioned with WeKnowIt.  

 The Homepage goabroad.net belongs to the websites of type four 
and therewith already makes use of personal intelligence, mass 

intelligence and social intelligence. Furthermore, this page provides 
an interesting business model to generate further revenues. The 

Login for advisors/planners stressed in the screenshot below offers a 

                                    
23

 http://wikipedia.org/ 

24 
http://travel.nytimes.com / 

25
 http://www.wcities.com/ 

26
 http://www.concierge.com/ 
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feature to manage groups (which does not mean travel plans of 
groups), send email broadcasts and keep families informed. This 

feature aims at commercial partners who offer their travel-related 
services via www.goabroad.net, e.g. language courses or studies 

abroad. Even a feature for comparing different kinds of programs 
with respect to your specific interests is offered. For every new 

client, the commercial partner has to pay an agency fee. 

  Usage of maps on Mymapblog: By the usage of interactive maps, 

it will be easier for individuals as well as for groups to plan 

vacations. New spots can be appended easily by simply clicking on 
the spot to be marked and adding a comment (which can be seen 

here at the right border of the screenshot). If now another member 
of the group clicks on the single spots marked, he can read the 

information connected to it (e.g. ―I have found some nice beaches 
here, shall we include this spot in our planning‖). Hand in hand with 

a validation system, this will be an easy and intuitive way to plan a 
group vacation. 

 Trendguide on Noovee: Noovee is one of the first platforms 
already dealing with the issues of trend detection. But in contrast to 

the aims focused on in WeKnowIt, their trend detection is mainly 
based on the number of good reviews and hints given by members 

of the community, supplemented by a few trend guides which 
operate on site. However, this system is quite weak and easy to 

manipulate as e.g. bartenders who want their bar to be seen as the 

new hotspot just need to write an appropriate amount of good 
reviews. 

 Split-up of commission on TRIVAGO: In order to animate users 
to publish content, trivago splits up the commission earned by 

forwarding to travelling agencies and dispenses half of it to the 
users. The amount each user will get strongly depends on the 

number of reviews published and its validation by other users, so it 
is not just quantity which counts, but also quality. As can be seen in 

the example calculation, there is a huge amount of money to be 
scattered every period, in a test run with a short copied text from 

another homepage already 0,25€ have been earned. But before 
implementing a split up of commission like this, the motivation of 

users to publish content has to be taken into account. As it seems to 
be a good motivation at first sight, there are studies revealing that 

there can be a loss of quality going hand in hand with paying the 

users as intrinsic incentives are destroyed by extrinsic ones. 

 Matching-Concept on www.meet-a-local.com: A new trend of 

Web 2.0-based travel platforms is matching of people, either as 
travel partner from the same country or as local travel guide at the 

destination. The optimal ―match‖ can be found by the interests and 
facts which can be seen in the user profile on the one hand, on the 
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other hand, additional information on what the partner is needed for 
can be entered (as can bee seen on the screenshot e.g. 

eating/drinking/dancing, culture/communication, sightseeing or 
sports). If this network starts working, a high user loyalty will be 

generated because of feeling as part of the community. 

 Implementation of mobile devices on www.plazes.com: is the 

only homepage which is actively integrating mobile devices at the 
moment, but not yet by locating people with aid of GPS. The main 

idea behind this side is the connection of business partners as well 

as friends. Your timetable connected with the places where you will 
be can be entered (manually) and plazes.com will send you a 

message on your mobile if another person you are connected to is in 
the same town. As this concept is still quite new and in its infancy, 

no prediction on its potential can be made yet.  

 Trend recognition and matching on Townster.de: Townster.de 

is a German homepage already operating in the field of trend 
detection. But similar to www.noovee.com no semantic techniques 

are used yet and the user has to rely on the subjective judgement of 
other users. But a new feature of this homepage is that it is also 

aiming at connecting people by ―matching‖ due to e.g. the same 
favourite places to be and the same hometown. 

  GPS-Tagging on tiary.de: tiary.de is already using GPS-Tagging 
to mark places on a virtual map. This could be the first base to 

implement GPS-Tagging in combination with cell phones, so that 

people on holiday can be located and connected to the content 
uploaded which is tagged to their current location. 

 

2.5.3  WeKnowIt added value Vs future market  

In this section we describe the benefits provided by WeKnowIt to users in 
relation with the specific market types identified in previous sections. 

 

2.5.3.1 Emergency Response 

The WeKnowIt Project will give added value to emergency responders by 
enabling them to exploit collective information from members of the public 

during an incident. Emergency Planners would be able to access data 
immediately from the ground providing a clearer, quicker and more 

accurate understanding on an emerging incident.  

Collective Intelligence is a departure from ‗traditional‘ methods of 

information sharing among the emergency response community. Such 
intelligence will provide added value to the available content and will allow 

existing procedures and workflows to become more efficient.  
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There is a large amount of data that remains unused during the response 
phase of an incident. Members of the general public often submit pictures, 

videos or audio clips recorded on hand held devices to various media 
outlets. WeKnowIt will enable emergency responders to immediately 

access and utilize this data. Accessing this data in real-time will enable 
Emergency Responders to assess the severity of the incident and allocate 

appropriate resources to the incident site(s).  

Information Extraction techniques could also be utilized to provide the 

responder with pertinent details such as the location of the incident and 

the time the information was taken. This could then be utilised to create a 
timeline of the event. The data collected from Information Extraction can 

be used both in the response phase of an incident and in its review.  

The development of a highly customised system for automatic generation, 

management and distribution of community knowledge in diverse and 
widespread environments will enable the accomplishment of tasks that are 

otherwise impossible. This in turn will lead to a time-reduction in existing 
emergency response procedures, enhanced effectiveness and efficiency, 

leading to potential cost reductions.  

Whilst providing added benefit to the emergency responders it will also 

involve the public during an emergency, thus building a greater sense of 
‗community‘. 

 

2.5.3.2 Consumers and online media industry  

Intelligent and effective search assistants that allow users to visualize 
search results as semantically related clusters help users organize and 

interpret media information.  Users can filter and refine queries, allowing 
search engines to become powerful tools to solve users‘ problems, rather 

than simply answering an individual query. 

Technical improvements enable an increasing use of streaming 
applications in real-time. Users and providers can receive instant 

feedback. This has the benefit of increasing competition with traditional 
media brokers, altering the current business models. 

The number of UGC-based applications continues to grow rapidly, and will 
establish new roles and technical challenges related to content 

moderation. Automatic applications must handle dynamic and 
heterogeneous content and managing this content will be an essential part 

of the system.  

Cheap and fast storage and processing capabilities allow for efficient 

extraction and use of visual content features online and for consumption 
by the intelligence layers proposed by WeKnowIt. The detection of faces, 

objects, day and night, retakes, and other aspects of visual media are 
currently the domain of post-production systems, or academic research. 

These techniques will mature and be usable in an online setting, 
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preferably coupled with user data, as information processing costs are 
drastically reduced. This opens the path to migrate applications from the 

business-to-business model to the business-to-consumer model, via 
remote services and subscriptions. 

New technologies will allow for effective retrieval of video fragments on 
large scale, using a combination of all the methods explained, combining 

UGC, collaborative editing and extraction of visual features. This will result 
in a dramatic increase in both the volume of data and the size of 

individual objects. 

 

2.6  Conclusions 

Due to the fast growth of Web 2.0 initiatives, new sources of revenue and 

business models have been created where the advertising is the main 
source for revenue for Web 2.0. The big challenge of the Web 2.0 is to 

find successful advertising formulae to maximize revenues in the future.  
The best advertising position is using the user behaviour and his profile to 

offer him the more related commercial offers. Social networks can also 
help to find the best advertisement formulae by learning our likes and 

interests across how we behave in them and which contents and 
advertisings we are interesting in.  

For this reason, the use of collective knowledge to personalize the user‘s 
experience and advertising should be already used in sites of news, music 

or trips. In fact, the key to the success of the Web 2.0 applications is how 

effectively they can harness the information provided by users. Therefore, 
understanding Web 2.0 applications content at a deeper level, using 

technologies such as the ones developed by WeKnowIt, allows building 
more personalized applications, which are not possible by just 

collecting and aggregating information.  

Semantic web is the future of the Internet. Semantic infrastructure 

enables to build unified models, for modelling the content provided by 
users but with a specific meaning. Many companies are adopting the 

Semantic Web technologies in traditional applications in order to improve 
the way information is treated and exploited in relation to other 

applications or with the users. In WeKnowIt the semantic-based 
incorporation of many layers of intelligence act as an autonomic 

organise mediator between the user and the world, enabling the 
automatic annotation of the contents provided by the users.  

Regarding Collective Intelligence, as can be seen by the studies, while 

most companies are familiar and positive towards Collective Intelligence, 
it is still described as ―experimental‖. This shows that there are still 

exploitation opportunities for technologies like the ones developed by 
WeKnowIt. 



   D8.3.1 – v. 0.11 

 

Page 70 

On the other hand, at the end of 2008 the majority of the world‘s 
population is already a mobile user. That is a huge number of users each 

with different and specific needs with regards to functionality and 
information at each given time. However the market is in a saturation 

phase, so vendors need to find new products/services to ―revamp‖ the 
market. A change in the vision of the delivery of the content is as well an 

essential requirement. The content needs to be personalised and has 
to aim for the needs of each particular group of users. For this 

reason, the Web 2.0 will have to be reinvented when mobiles become in 

the most popular Internet access. Devices such us iPhone where the Geo-
located is available, will increase the opportunities for communities, 

contact webs, social network, and so on, because it will let users always 
be on-line. The main objective of WeKnowIt is to integrate traditional 

aspects of intelligence such as those found through user interaction 
behaviour,  and social, media analysis with aspects of Web 2.0 to achieve 

Collective Intelligence in a Web 2.0 supporting mobile access 
framework.  

But there is a great number of obstacles for the wide adoption of the 
Web.2.0 mobile services.  Fist of all, further limitations exist in the lack of 

support in current systems for mobile consumers wishing to maintain their 
involvement with their communities. Second, Web-based paradigms for 

content sharing, involving many manual transactions, do not support the 
mobile user, who requires much simpler, personalised interactions, and 

intelligent processing. And finally, the different requirements and features 

of the different interfaces to access the services. In WeKnowIt´s 
Personal Intelligence, these limitations will be addressed developing 

strategies and modalities of interaction which will enable anticipation of 
user actions (hence reducing the interaction complexity) as well as a set 

of strategies to maintain and guarantee privacy. Usability will be 
empowered by content based analysis of input as well as on social, 

community and organisational analysis which will lead to more 
autonomous content actions, thereby reducing the interaction burden on 

the user.  

Due to the increased use of mobile devices with network access via 3G in 

combination with a permanent on-line presence through services such as 
facebook, twitter, and others, some of current web-services are also being 

integrated in systems for mobile consumers. Among these are the new 
services that facilitate the creation and planning of trips or events. 

Another type of service that is clear from the immediacy of the mobile 

phone is possible to help in emergencies. Therefore, a very careful study 
was conducted in order to better understand the end-users‘ needs and 

driving motivations in these sectors.  

As far as the user-targeted by WeKnowIt is concerned, the evolution in 

the Web technologies of Web services has increased population of end-
users. As a result of our analysis and with respect to WeKnowIt, its 
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implementation technology and its provided applications, it is expected 
that the targeted end-users will be the following ones: Technology 

Literacy Users (with a high demands on sophisticated services), 
Environmental Awareness Users (wishing to contribute against devastating 

events, as a result of environmental sensitivity), Modern Traveller Users, 
Socialising Users (with a natural tendency of socialising, meeting and 

interacting with new people, or forming virtual worlds and networks of 
users with similar interests), so on (Table 2). For all of these users, their 

needs and requirements can be addressed by the WeKnowIt services, by 

means of:  

 The implementation of WeKnowIt´s ER management and traveller-

guide application  

 The incorporation of personalised social networking features in 

WeKnowIt  

 The provision of fixed as well as mobile services to end-users. 

 The design and development of a converged and user-agreeable 
access interfacing by the end-users 

 The implementation of secure shells for transmission of sensitive 
data 

The two fields of services that WeKnowIt addresses are not void of already 
competing solutions. Several websites or user-applications already exist in 

the travelling business or for the organization of the ER teams. However, 
WeKnowIt services have clear differentiation points compared with their 

competitors. Some of the benefits provided by WeKnowIt to users in the 

identified market sectors are the following ones  

 WeKnowIt Project will give added value to emergency responders by 

enabling them to exploit collective information from members of the 
public during an incident. The challenging distinction for WeKnowIt is to 

provide a unified system that targets both citizens and emergency 
response personnel, by exploiting all the intelligence layers, and 

helping to perfectly match the user needs by collecting and finding the 
needed knowledge at the right time and in the right modality.  

 In the case of travelling business, by making use of media 
intelligence, the WeKnowIt travel services can automatically analyse 

the uploaded content by the users. Further information can be 
generated by analysing the user profiles, social interactivity and their 

travel behaviour with help of personal, social and mass intelligence, so 
that a ranking of the most popular places can be conducted. New 

trends and changes in behaviour can be revealed and reacted to quite 

quickly. With regard to these features, WeKnowIt can economically 
help to perfectly match the customer needs in travelling business, 

when all five intelligence layers will be included. 
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With regards to time to market, in the Travelling Scenario time-to-
market is very important due to the both travelling & web services to be 

widely used and developed. WeKnowIt should capture as fast as possible a 
critical mass of users and ―develop trends‖. For the ER Scenario, time-

to-market is not so important. The market of this type of ―emergency‖ 
services can be considered as a niche market. If we assume that such a 

service will be used by emergency organizations, this scenario would 
require further and more thorough requirement settings and testings to 

comply compared to the consumer scenario. Taking into account the 

above, a reasonable amount of time in having a commercial version of the 
WeKnowIt service would probably be 1-2 years delayed more than the 

consumer case scenario. 

In conclusion, WeKnowIt is the first project to integrate traditional 

aspects of intelligence such as those found through user interaction 
behaviour and media analysis with aspects of Web 2.0 to achieve 

Collective Intelligence in a Web 2.0 supporting mobile access 
framework.  
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3 WeKnowIt Business Model 
The emergence of new technological possibilities has allowed for novel 

services of high quality and capabilities, unprecedented to date.  

In sight of these new potentials, the former tendency of organizations to 

develop in-house services is gradually faded due to a shortage of skills 
and expertise which, at the same time, is increasing the role played by 

potential partners. It is most likely that the business of web content and 
services in general will evolve to a customer-centric market model of 

interdependent specialised companies that ―competitively‖ contribute their 
capabilities to an overall value proposition. All the above intensify the 

importance in the creation of viable business models for the involved 
organizations. 

In this chapter we suggest a business model that can provide the 
commercial viability for the WeKnowIt concept. A number of issues related 

to the market acceptance of a service are analysed below. What is more, 

the main stakeholders are also described in order to grasp how such 
services will be promoted in the market and used by the users.  

We identify the key players, and we investigate the business relationship 
and interactions that are formed between them. The business proposals 

have been based on practices that are prevalent or already tested and 
succeeded in the market of Web 2.0 and Web 3.0 services. 

Finally we try to specify more concrete business proposals targeted by 
WeKnowIt.  

 

3.1  Stakeholders 

IRP issues will be described in more detail in D9.3.1, Initial IPR plan, 

which will evaluate all IP assets which the project creates and plans to 
create, so that attention can be given to protection of the most valuable 

IP using patents or other methods (e.g. trade secrets). 

IPR owner 

IPR owner is the actor that is the legal owner of the intellectual property 

rights of the WeKnowIt either as a whole or in any of its parts. 

 

IT vendor / Implementer 

Implementer is the actor that is responsible for designing and 

implementing all WeKnowIt functionalities. This is actually the ―WeKnowIt 
consortium‖ until the end of the project. After the project end, rights may 

be granted to either any or all the partners or to a third party, based on 
the commercial strategy of the WeKnowIt, thus at that point implementer 
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may be different from the IPR owner. If there is a customized version of 
the WeKnowIt project developed by one web-service provider and if this is 

one outside the consortium, a transfer of rights policy will occur towards 
this third party. 

 

WeKnowIt Service Provider 

This stakeholder will be the owner of usage rights and responsible for the 
commercialisation and offering of the WeKnowIt services. Most probably 

this will be the WeKnowIt consortium or partnerships among WeKnowIt 

partners or another third party that will purchase the rights. For the ER 
case this will be the Police or the State Emergency Crisis Team or in 

general a country‘s state organisation. 

 

Tie-in 3rd party companies 

Under this general term we define all 3rd parties that contract tie-in 

cooperation with the WeKnowIt service provider. For instance, in the case 
of commercial travel guide services, affiliated tie-ins could be travel or 

booking agents (e.g. booking flight tickets, hotel accommodation, cruises, 
car rentals, etc.) 

 

Network Operators/ISPs 

Network operators are those actors that provide data network access to 
the any web content or web services. Basically, these are providers of 

mobile services (e.g. mobile network operators or MVNOs, WiMAX 

operators, etc.) or of wireline network (e.g. xDSL ISPs). Depending on the 
business model different levels of ―involvement‖ of the relevant network 

operators/ISPs are envisaged e.g. based on revenue sharing. More on the 
business models can be found in next sections. 

 

Advertisers/Advertising Networks 

Banner advertisements are one of the main sources of revenue income on 
the internet. A website interested in hosting advertisements gets into 

business terms with a number of advertisers, either directly or, what is 
more common, through the intermediacy of an advertising network. The 

ad network is a kind of advertiser hub, that brings together a website with 
a number of advertisers. 

 

CE Manufacturers 

The manufacturers of consumer electronics (e.g. desktop/laptop 

computers, mobile handsets, PDA, etc.) have a beneficiary interest by the 
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rise in the use of web services and content, in general, since this creates a 
consumption demand for high-end electronic devices. Moreover, 

depending of the distribution model of services, as examined later on, 
they can have a more direct involvement in the value chain.  

 

End-Users (Business/ Consumer) 

 Consumer Scenario: End users will be the ―everyday‖ users, of 
both genders of a wide range of technological literacy (ability to use 

mobile phones, web services) of wide range of income level.  

 ER Scenario: End users will be both the everyday users but also 
the ER handler (fire brigade). For the everyday users the profile 

would be of any age, of both sexes, of medium to high technological 
literacy of any income level.  

 

Regulators/Standard bodies 

These are external to the project organisations that impose restrictions 
and which need to be followed by the WeKnowIt consortium. These types 

of organisations are most probably: 

 Privacy Legislators 

 National/EU Regulatory bodies 

 National/EU policy makers 

 Health and safety Organizations. 

 Emergency handling Organizations (e.g. Police/Fire brigade) 

 Standardisation bodies 

 

3.2  Pricing and revenues 

For each of the WeKnowIt applications, we foresee different scenarios of 

applicable pricing policies and possible sources of revenue streams. 

3.2.1  Pricing 

The following pricing policies could be applied for collecting interest in 
exchange of the offering of services to the end-users. 

 Consumer scenario 

o 100% free  

o Freemium: a mixture of 100% free and premium subscription 
fees  

o Pay per use 



   D8.3.1 – v. 0.11 

 

Page 76 

o Affiliate model: Bundled with another chargeable 
application/service e.g. booking of air-tickets. 

o Revenue sharing with the network operator. Billing through 
the use of mobile terminal (alliance with mobile operator) 

 ER scenario 

o 100% free. 

o Subscription-based strategy would work only in the case that 
WeKnowIt services have tangible results and performance 

towards the user. Due to the type of such scenarios it may be 

that a user will rarely use, hence charging him for such service 
may not be an attractive strategy  

o Bundled with other services. This is probably the most 
interesting as both the WeKnowIt service comes for free, but 

also the other service can act as a carrier for WeKnowIt-
related promotions (and possibly related pricing strategies) to 

take place. 

From all the above, the most probable pricing strategy is expected be that 

of ‗100% free‖. The amount of similar services in the market will be so 
many that any not-for-free strategy will act as blocking walls towards the 

service. Such strategies could only work if the added value towards the 
customer, as stated previously, is tangible and too obvious compared to 

the competition. However, even in such cases, the user preference is not 
obvious. 

Of course, an additional approach is to have a basic version for free and a 

―premium‖ version which is charged. In such a way, we offer both options 
to customers and is a way to see (and promote) if the premium version 

―takes off‖.  

3.2.2   Revenues 

Possible revenue streams from the exploitation of the WeKnowIt 
technology can result from the following. 

 Consumer scenario 

o End-users 

o Advertisements. 

o Revenue sharing between network operator and service 

provider. 

o Revenue sharing through affiliation with service-related 

companies (e.g. travel agent). 

o License and usage fees paid by a 3rd party deploying the 

service. 
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o One-off payment from the CE manufacturer per each sold 
mobile device 

 ER scenario:  

o In the case where a state organisation (e.g. the police, or the 

fire brigade) provides the ER service then the concept of 
―revenues‖ is not applicable to End-Users. End-Users (citizen, 

emergency staff) should be allowed the use of WeKnowIt´s  
emergency services for free. In this case, the ―gain‖ is the 

proper and efficient handling of an emergency event. In 

general, regulatory and ethical considerations should be 
careful examined in order to define what is a chargeable 

service for such type of emergency events. 

o However, the selling, customizing and installing the WeKnowIt 

system to ER organizations (police, fire etc) should be 
considered like other sources of revenue. Although  

WeKnowIt´s first prototypes should be installed for free to 
promote and encourage ER organizations to use it.  

o Revenue sharing between network operator and service 
provider. 

o License and usage fees paid by a 3rd party hosting the service. 

o One-off payment from the CE manufacturer per each sold 

mobile device 

o Bundling with other services e.g. road traffic information, 

weather reports, etc.  

 

3.3  Value network 

Figure 23 illustrates the flow of provided services and the revenue 

streams applied in return.  

Central to the business model is the WeKnowIt service provider. Since, it 

is most likely that the consumer applications will be offered to the end-
users either totally free of charge or with a combination of a premium 

subscription model, the service provider should seek its main revenue 
source from advertisements. Premium subscription users will enjoy extra 

offers (e.g. add-free content, low-priced products/services offers relative 
to their inquiries, redeemable coupons, etc.) at a fee directly payable to 

the service provider.  

The service provider can contract an affiliation with companies that 

merchandise products or services relevant to the topic of the WeKnowIt 

application, for promoting them through it. For instance, in the example of 
a travel guide, such tie-ins could be travel or booking agents. Should a 
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user buy a promotional product/service from the merchant, the WeKnowIt 
service provider receives commission revenue, as a percentage of sales.  

 

Figure 23: Value network for the suggested business model 

An advertising network will most likely be the intermediate contact point 

for the service provider to reach out advertisers and receive profit from 
hosting their banner ads. Here, a special exploitable opportunity is 

foreseen for the WeKnowIt service provider, through the provision of 
tightly-matched contextual advertising. The Personal Intelligence of 

WeKnowIt builds profiles of each individual user, based on their activity 
history or consumption habits; this information together with the 

demographic data submitted at registration level, are valuable to assist 
the advertising network to more efficiently target the right advertisements 

to the right consumers. Further, the upper layers of WeKnowIt 
intelligence, that is Mass and Social Intelligence, can provide substantial 

data on consuming trends and social behavioural marketing, that an 
advertising network could exploit in order to analyse their marketing 

effectiveness and better plan their targeted advertising campaigns. A 
close match between advertised commerce and targeted groups results 

into significantly high cost-per-click rates.  

Finally, the accessing of services through mobile terminals can provide for 

alternative revenue streams. These are dependent on the distribution 

model, which is characterised by the business entity that dominates in the 
role of the service distributor: 

1. Application Dominance Model: This model is very similar to the 
web model examined above. The application is accessed using the 
carrier as pipe where user access charges go.  
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2. Carrier Dominance Model: In this model, the mobile network 
operator contracts an agreement with the service provider for 

promoting their applications. These can either be exclusively 
accessed by the carrier‘s subscriber-only space (e.g. case of walled-

garden services) or be offered through the carrier‘s portal of 
services (common examples of Vodafone Live!, NTT DoCoMo‘s i-

mode, etc.) as promotional offer to its subscribers (e.g. at flat-rate, 
discount rate of data traffic, etc.). The carrier delivers a share of the 

billed prices to the service provider.  

3. Device Dominance Model: The device vendor may decide to have 
control over the applications that can be installed or run on their 

mobile handsets. Typical examples are Apple or RIM who have 
complete control over the value chain, and decide which services 

and applications to offer. In this model, the device vendor pays the 
application provider a share per each sold item.  

With respect to the offering scheme of WeKnowIt, it is most likely that the 

closer model is the Application Dominance one, although opportunities lie 
within the other models as well (e.g. alliances with carrier or device 

vendors). 

 

3.4  Promotion 

3.4.1  ER case 

In the case of an ER service there are different approaches make sense 
i.e. prior to the event or during the event. 

 After the event: Although promotion during/after the event posses 
difficulties it is still not impossible. We expect that normally users 

will be more interested in contacting relatives or friends rather than 
using the service, let alone being informed about what the service is 

about. However in type of events that are not severe (are not life 
threatening) and that do not evolve into catastrophic outcomes, it 

may be that users have more time to get informed on what 
WeKnowIt is about. Whatever the case, if we were to use post-event 

notification then a broadcast-type notification should take effect in 

order to create a critical mass of user group. 

 Prior to the event – no knowledge of the event, is a strategy 

that makes more sense. Users have much more time to be informed 
on what WeKnowIt is exactly about, especially for such sensitive 

events that it proposes to be used at. However, the challenge is the 
difficulty in raising awareness so that users develop an interest for 

the service. As, marketing wise, it is always challenging to advertise 
something that may be used at minimum 2-3 times per year, we 

should put effort in doing this. The solution is to associate (bundle) 
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it with other services and (push/pull) information web services. For 
instance, we can advertise the basic ―Weather Service‖ or Traffic 

Service‖ and associated it with the ―Optional WeKnowIt ER service‖ 

 As a result, a user will be using on a frequent basis the basic service 

(receiving weather info onto his mobile terminal) and when the 
emergency event occurs (severe flooding), he will both be notified 

and ―triggered‖ to use the WeKnowIt service, as he will be 
―knowledgeable‖ about such a service. This approach has also 

advantages for the pricing aspects of WeKnowIt. 

 Prior to the event – knowledge of the event, as the Crisis 
management and alerts is getting more important there may be 

intermediate situations that we could actually advertise. For 
instance, if the earthquake early warning systems takes place it 

might be that people may have ample time to review what the 
service is about. (Of course in some of these instances we may 

negate the service as it might be the case that users flee the places 
of the event occurrence). 

In conclusion, the best strategy should be selected on an Ad Hoc basis – 
based on the actual event – but most probably the one of most 

interest/practicality is that of ―Prior to the event‖. 

3.4.2  Consumer case 

For the consumer case, well known tactics can be followed, like Internet 
indirect advertisements, press advertisements (newspapers, tourist guides 

etc) or any other advertisements e.g. in airports/shopping malls. 

Geographical-define advertisement could also occur for people who are in 
the vicinity of e.g. tourist attractions for the next time they travel. In the 

same way as in the ER case, in order to both increase visibility, to 
advertise and create revenues (both from operators‘ point of view and 

users‘ alike – even with ER) we can bundle this service with other services 
e.g. tourist guides. For instance travel guidebook publishers (e.g. ―Lonely 

Planet‖, ―Rough Guides‖, etc.) could provide this service to its customers. 

Through this promotional/advertisement campaign WeKnowIt should 

make effort to: 

 create certain buzz words  

 advertise its existence  

 and most importantly, advertise its main advantages versus similar 

services that are out in the market. We have stated in previous 
sections that the ―travel‖ market will be an almost mature market 

and the main area to focus is the competitive advantages compared 

with all other competitors‘ web services. 

 



   D8.3.1 – v. 0.11 

 

Page 81 

3.5  Barriers & Risks  

A number of obstacles and risks have been identified as roadblocks for the 
wide uptake of the WeKnowIt services. In this chapter we present these 

issues and also give some argumentation in favour of surmounting them 
or mitigating their drawback effects.  

3.5.1  Technology Issues 

As is the case of any web-services, people‘s access to the enabling 

technologies is critical for the wide uptake of WeKnowIt. Especially, due to 

the significance for mobile accessing of the provided applications, extra 
requirements should be put for the portability-enabling part of the 

implemented technologies. We can classify the technology-critical issues 
in the following three layers, as schematically appearing in Figure 24:  

 Underlying Network Technologies 

 Web-Service Technologies 

 End-User Delivery Platform 

We will refer to each one, in the following.  

 

Figure 24: Critical technology links 

 

Access Network Technologies 

Broadband27 connection is an absolute pre-requisite for the take-off of 

modern, ―bandwidth-hungry‖ web-services, like WeKnowIt. Since the early 
dawn of telephony and the first analogue mobile and fixed systems, we 

                                    
27

 In this context we refer to broadband connections - as opposed to narrowband ones – as the data 
connections (either fixed-line or wireless) that support the transfer of data at speeds exceeding 150 
Kbps. 
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have witnessed a plethora of existing and future networks becoming (or 
contenting to be) an integral part of what is characterized as the 

―worldwide‖ ecosystem of mobile/wireless/fixed telephony. A typical 
example of what this ecosystem might look like within the next decade is 

depicted in Figure 25, where different types of broadband networks 
(GSM/GPRS, UMTS, LTE, WLAN, WiMAX, xDSL, FiberOptics (FTTx), DVB-X, 

VANETS, PANs) will coexist. 
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Figure 25: Future network ecosystem 

 

This ecosystem is expected to consists of the following networks 

 Mobile networks (GSM, UMTS, HSxPA, LTE, Beyond 3G). 

Having started from the analogue systems, we have moved into the 
2G/3G networks and progressing fast towards the ―4G‖ systems. 

Main characteristics of such networks are the converged voice and 
data-centric services. 

 Wireless networks (WLAN, WiMAX, WiBro): Main characteristics 
of such networks are the nomadic or of-zero-mobility customers. 

What is lost in terms of ―limited/reduced handover capabilities‖ is 
gained through the ―Increased bandwidth (BW) availability‖. 

 Fixed networks (ISDN, xDSL, FTTx-Fiber-To-The-x): Having 
started with the initial analogue systems and due to the challenge 

from Mobile networks, fixed networks are becoming the centre of 
the broadband revolution.  

 Converged networks: Proposals of ―fusion/merging‖ of 

fixed/mobile/ wireless networks have lately been proposed such as 
―mobile WiMAX‖ and flavours of LTE-advanced. Related technologies 

are also being proposed such as femtocells or UMA. 
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 PANs/Peer-to-peer/AdHoc networks: New network proposals 
are being researched or appearing such as PANs (Personal Area 

networks), UWB (UltraWide-band), Zigbee, DVB, VANETs/MANETs 
(Vehicular/Mobile Ad Hoc Networks) trying to address needs of 

different User Groups. 

By the time that WeKnowIt is expected to be deployed and have reached 

a proper maturity level, a number of the above systems and networks are 
expected to be deployed. The future network ecosystem will be a complex 

one and WeKnowIt, by being ―compatible‖ with all of the ecosystem‘s 

attributes/players/technologies, it can maximize its penetration into users.  

While this diversity of networks acts as an enabler for the wide 

penetration of WeKnowIt services, at the same time this widespread use 
and adoption of similar Web-services will mean that WeKnowIt will have to 

advertise its characteristics, as well as expand and maintain its user base 
versus other services due to the increased competition.  

However, speaking of today, the availability of affordable access 
technologies in many regions of the world has made already possible the 

offering of high data transfer rates to a large number of populations. The 
high rise in the availability of fixed broadband in the EU dictates that by 

2010 the per capita penetration will have reached the 25.2% (Table 5). 

Year 2003 2005 2010 

penetration per capita (%) 5.1 12.6 25.2 

Table 5: Fixed broadband penetration (per capita) in the EU (source: Screen 

Digest, Eurostat) 

 

Similarly, the penetration of 3G connections in the EU countries has 

already offered mobile broadband access to an increasingly large part of 
population (Table 6).  

Year 2007 2009 2012 

3G penetration 10.9 20.7 23.2 

3G/HSPA penetration 0.7 6.9 37.1 

Table 6: Mobile broadband penetration (3G family) in the EU (source: GSM 

Media LLC) 

 

Web-Service Technologies 

The momentous bloom of web technologies has shown, in recent years, 
the appearance of many tools and protocols for the implementation of 

web-services. The development technologies of WeKnowIt have been 
carefully selected amongst the most state-of-the-art solutions and based 

on their openness [WeKnowIt09]. It is in this way assured that the 
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developed applications will fully exploit all modern web-service trends, 
promote their use for the shaping of Web 2.0 and Web 3.0, and guarantee 

the ease of user access through a diversity of platforms and end-
terminals. 

 

End-User Delivery Platforms 

This aspect refers mainly to the availability of end-terminals by which a 
critical mass of end-users will be able to access the provided WeKnowIt 

services.  

In our days, the availability of affordable yet powerful personal computers 
(PC), has made them a commodity to be nearly found in every household, 

in the developed countries (Table 7).  

Year 2003 2005 2010 

penetration per household (%) 49 59.9 74.7 

 

Table 7: PC penetration (per household) in the EU (source: Screen Digest, 

Eurostat) 

Mobile phones, on the other hand, have a penetration rate across Europe 
as high as even exceeding 100% in some countries. Such high penetration 

is owing to some users having multiple handsets (e.g. one phone provided 
by work and one for personal use) or a mobile phone and a laptop 

network card which connects to the mobile network. Moreover, the 
percentage of 3G-enabled phones to be sold each year is dramatically 

increased, so to soon expect that the legacy GSM-only devices to be soon 

phased out.  

Apart from mobile device penetration, a big obstacle that hinders the 

growth of mobile web applications is the same user interface issue that 
hampers so much of the mobile data ecosystem. The roll-out of mobile-

accessed web applications could be much more successful should the user 
interface maintain the same appearance, independent of the accessing 

points. This is greatly owing to the innate size limitations of mobile 
devices, as a necessary compromise for their portability. 

Despite the recent advancements and innovations in concepts about user 
interfacings of portable devices (ref. iPhone, Android, Blackberry, etc.), 

the industry still needs to work more collaboratively in order to create a 
more unified experience to the end-user.  

Nevertheless, WeKnowIt has made careful studies and requirement 
analyses for designing multimodal interface techniques in order to provide 

to the end-user a non-fragmented and agreeable experience of 

interaction, across the different accessing devices.  
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3.5.2  Cultural / Privacy Issues 

A milestone that has signified the transition into the Web 2.0 era – and on 

which the further development of the internet will surely be based – was 
implementing the concept of user-generated content (UGC). The 

promising potentials of UGC can be reinforced by the first signs of its 
financial outcomes, as shown by some market facts. In 2006, more than 

50 start-ups related with user-generated video got funded. Today, there 
are more than 170 video-related services on the Internet. Amongst them, 

YouTube© possesses a phenomenal popularity of having even greater 

reach than MTV© television network, in the United States, today. Even 
more, analysts forecast that by 2010, photographs and video sharing 

services, as well as social network applications will have reached an 
opportunity of $2.7 billion of revenue (source: Strategy Analysis).  

However, despite the auspicious future indications, it is as well clear that 
the idea of a web which contains many personal details and media of 

individual people is still something for which most of the mass population 
of consumers are yet not ready enough to embrace.  

In order to understand ordinary people‘s feelings and concerns about 
creating their own-generated content and sharing it with a large number 

of – most usually anonymous – other people, it is interesting to examine a 
relevant survey, as conducted by the Vodafone Group R&D, (see Figure 26 

and Figure 27). In the first graph below, it appears that what drives 
people into publishing their videos on the Internet is mainly reasons of 

enjoyment; on the contrary, the least motivations for doing so are any 

external economic incentives or passing their free time.  

 

Figure 26: Why do users produce own content? Measured on a 7-point scale (1: 

“strongly disagree”; 7: “strongly agree”) [VOD08] 

Coming to the results of Figure 27, it appears that the main hindrances for 
which people today do not upload their videos to the internet are firstly 
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the fact that the creation of the material seems enough time-consuming 
to them, and secondly due to privacy concerns and a discomfort to the 

idea of having their personal data public on the Internet. However, it is 
interesting to remark that technical restrictions have been stated as the 

least obstacle for doing so (it has to be noted that the survey was 
conducted over the web, therefore it is sensible to expect that most of the 

participants already felt somewhat accustomed to the possibilities of 
existing web tools, nowadays).  

 

Figure 27: Major obstacles to produce user generated content. Measured on a 7-

point scale (1: “strongly disagree”; 7: “strongly agree”) [VOD08]  

Indeed, taking into account the short life of video-sharing applications, as 
well as the fast rate at which new technological possibilities make their 

appearance as commercial commodities, it is well expected that more time 
is needed until such novel Web 2.0 or Web 3.0-based applications mature 

in modern societies. The popularity upgrowth is much dependent on the 
overall cultural maturity of the society towards the employment of new 

technologies, in the face of an ever wider global community of users.  

The WeKnowIt consortium has been well aware of this issue well since the 

beginning of the project; for this reason, a very careful study has been 
conducted in order to better understand the end-users‘ needs and driving 

motivations for using an application in the fields of commercial travel 

guides/organizers, and ER management.  

 

3.5.3  Competition 

The two fields of services that WeKnowIt addresses are not void of already 

competing solutions. Several websites or user-applications already exist in 
the travelling business or for the organization of the ER teams. However, 
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WeKnowIt services have clear differentiation points compared with their 
competitors.  

Currently ER applications are mainly based on personal and organizational 
intelligence and only slowly expanding towards social intelligence. Usually 

these applications are targeted either to the ER personnel or to the 
citizens. However, the challenging distinction for WeKnowIt is to provide a 

unified system that targets both citizens and emergency response 
personnel, providing different functionalities according to the user role. By 

exploiting all the intelligence layers, Collective intelligence can help to 

perfectly match the user needs (of either emergency responders or 
citizens) by collecting and finding the needed knowledge at the right time 

and in the right modality. 

In the case of travelling business, there exists a number of travel-guide 

websites that provide to users the possibility to upload their own content, 
such as reports, photos, video or audio files. Thus, valuable data sources 

come from the users themselves. However, the main limitation that these 
websites have is that in order that useful information be extracted from 

the compiled content material, it is necessary that users manually connect 
them with their depicted theme or information, by tagging them, 

commenting on them or ranking them on their quality. However, this 
manual effect may often be error prone, as it cannot always be 

guaranteed that a user provides reliably objective information or even be 
trusted, at all.  

In contrast, by making use of media intelligence, the WeKnowIt travel 

services can automatically analyse the uploaded content, so that 
relevance and appropriateness for specific topics are at hand. Further 

information can be generated by analysing the user profiles, social 
interactivity and their travel behaviour with help of personal, social and 

mass intelligence (compliant with data security conditions and terms of 
business), so that a ranking of the most popular places can be conducted. 

New trends and changes in behaviour can be revealed and reacted to 
quite quickly. Another feature may be the exploitation of the portability of 

mobile terminals, to which the WeKnowIt applications will also be 
provided, in conjunction with available information about their location 

(e.g. via a GPS receiver); this will support the recognition of geo-social 
trends, and also provide users with location-sensitive data of interest, 

according to their usage profiles. 

 

3.5.4  Financial aspects 

Without doubt, one of the most important factors to decide the 
commercial success of a new product or service is the ratio of its cost 

versus its offered value: any newly launched service could not possibly 
take off unless it is priced at a user-acceptable rate. Internet users today 

are much familiarized with the concept of free web services; further, when 
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considering the high competition in a plethora of similar services, it is 
rather unlikely that a web service is well-off in the market, while it 

charges its users. For these reasons, it is suggested that the WeKnowIt 
services be accessible at no fee to the end-users, and that revenue be 

sought from alternative sources, as already explained in the proposed 
business model.  

However, the access of web content via a mobile device is a chargeable 
service, depending on the mobile operators‘ data tariff structures and 

pricing policies. This is surely one significant roadblock against the broad 

uptake of services like WeKnowIt. Operators, nevertheless, can apply 
pricing schemes in favour of applications or services of their portfolio of 

offers; for instance, they can charge consumers by a flat rate, or even let 
them freely browse through certain portals (such as the operator‘s own 

portal), but charge them normally to browse elsewhere (e.g. by the 
minute or by the kilobyte).  

Undoubtedly, the marketing policy of a mobile operator can exert much 
influence to the popularity of mobile-accessible websites; the content and 

services brought to its subscriber base through its portal, can be pushed 
to advantageous, even anti-competitive levels of usage. Consequently, the 

distribution of the WeKnowIt services via the carrier dominant model, as 
detailed previously, would boost the wide uptake of WeKnowIt, combined 

with the Application bared one.  

 

3.5.5  Consumer Acceptance 

The success in the launching of any innovative service is always 
something difficult to predict. A notable example of such unpredictability is 

the unexpected hit of the low-tech SMS messaging, while on the other 
hand other ambitious technologies, such as e-book have failed to find a 

market.  

Furthermore, the acceptance by which an innovation is met by the public 

is something much subject to the cultural diversity of the targeted user 
groups. Any new technology should fit to the general consumption 

behaviour and needs of the people to which it is addressed, so to have a 
successful commercialisation. The studied commercial scenario of the 

travel guide services is encouraged by the increasing growth of the online 
European travel market, as it has already been shown.  

There is no golden marketing rule to predict or obtain consumers 
acceptance of new products or services. However, as a general 

acknowledgement, everything that improves consumer information, user-

friendliness, interoperability and affordability can help new business 
models, if not reach a critical mass, at least not to fail.  

In Table 8, below, we summarize our findings on these potential 
roadblocks against the wide commercial success of WeKnowIt, we 
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estimate the hindrance level of each and we suggest an argumentation as 
of WeKnowIt readiness in order to overcome or mitigate any negative 

impacts from these. 

Roadblock 
Barrier 

 degree*  

WeKnowIt overcoming/mitigation 

capacity 

Enabling Technology – 
access networks 

Low 

Already high penetration of broadband (fixed 

& mobile) data networks in many countries. 
The roadmap to high-throughput converged 
network architectures (e.g. LTE28) is a reality. 

Enabling Technology – 
Web-service 

technologies 

Low 
Implementations tools guarantee the ease of 
user access through a diversity of platforms 

and end-terminals 

Enabling Technology – 
end-terminals 

Low-
Medium 

Already high penetration of online PCs per 
household. Gradual replacement of legacy 

GSM phones with newer smart ones. The 
more sophisticated smart phones are still not 

widely affordable. Usage-agreeable 
handhelds should yet be contrived. 

Cultural/Privacy 

Issues 
Medium 

Dependency on average people‘s cultural 

maturity about accepting the idea of sharing 
personal/private information.  

Competition 
Medium-

High 

Competing solutions in both ER-management 
and travel-guide websites. Differentiation 
points of WeKnowIt in the employment of 

intelligence layers. 

Financial – Economic 

price  

Low-

Medium 

Pricing policies to be chosen in favour of the 

wide uptake of WeKnowIt by end-users. 

Consumer Acceptance 
Low-

Medium 

Always hard to foretell. However, 
encouraging predictions can be drawn by the 

growth of the targeted market(s). 

Table 8: Roadblocks against the wide commercial success of WeKnowIt and its 

mitigation capacity against them 

 

3.6  Business Proposals  

In this section we try to specify more concrete business proposals 

targeted by WeKnowIt, which are more attractive in terms of realism, 
complexity simplification, user acceptance and revenue creation. 

                                    
28

 LTE or Long Term Evolution is a 4G wireless technology: 
http://en.wikipedia.org/wiki/3GPP_Long_Term_Evolution 

http://en.wikipedia.org/wiki/3GPP_Long_Term_Evolution
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We put specially attention in the Consumers Social Group Case Study and 
how this case of study may be exploited by making a prototype for 

internal promotion to the relevant business units of the industrial 
partners, and how the opportunities for external exploitation may 

increased, by making the prototype publicly available on the WeKnowIt 
Web-site, appropriate Web-sites of industrial partners, through 

demonstrations at conferences and trade fairs. 

3.6.1  Consumers Social Group Case Study  

The focus in this particular case study is on travel or one-day cultural trip 

events, but we typically envision that the underlying technology will 
support a wider range of activities. 

The scenario contains two main parts: The first part is the travel or 
cultural trip research. 

In this phase a user identifies (1) a location of interest, or (2) activities 
and events of his or her interest for which relevant locations need to be 

defined. In this scenario we‘ll leverage in particular the social and media 
intelligence to offer the user a travel exploration experience that allows 

the user to collect essential information when preparing a trip or 
determining a holiday destination. 

Consider the following scenario of a user preparing a visit to Barcelona. 
That user then needs to determine: 

 When to go. This is highly dependent on his personal agenda, and 
considered a given in this use case. 

 How to get there. What are the travel opportunities? Experiences 

from other travellers might help him to come to a decision. 

 Where to stay. Lists of hotels and recommender sites on this topic 

are already widely available and form the basic functionality 
provided by most travel sites. 

 What to see and do. For most locations a basic list of points of 
interest is available, however such lists are not complete for a given 

location, usually only cover the mainstream tourist locations and do 
not provide a ranking of interest.  

In the consumer social case study we‘ll exploit the techniques developed 
in WeKnowIt to discover essential information about what to see and do at 

a specific location of interest. Which implies being able to identify the 
points of interest, ranking/prioritizing them accordingly providing the user 

with additional background information, and present this to the user in a 
coherent media experience. Figure 28 shows a mock up of what this might 

look like for a user planning to visit Barcelona. The user has expressed 

interest in one of the facets presented on the left-hand side, and is 
provided a detailed page describing ―La Sagrada Familia‖. The knowledge 

depicted is derived from other social media portals, and aggregated into a 
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single page highlighting the most relevant facts and experiences from 
other users, the POI is highlighted on a map, and the user is allow to 

further explore a related topic of interest at the bottom of the page.  

 
Figure 28: User planning mock-up 

The second part is the Mobile Guidance, where a user uses his mobile, 
during a cultural trip or a travel. During the visit, people may take 

pictures and record videos with their mobile phones, which get added to 
the community area. Users may add notes or just rankings to those 

images and videos they upload. This will help other members to decide 
where to go, where to eat, etc.  

Also, the user may look for new events or point of interest using his 
mobile. The system provides him recommendations based on the user 

profile analysis in connection with his actual location, and suggest to the 
user events if something interesting happens in his immediate. More 

weight will be given to recommendations and relevant information, which 
group members on the same event have contributed, although the system 

may recommend other content from other groups.  

 

Exploitation 

We envision that the consumers‘ social group prototype will integrate the 
various technologies developed by the WeKnowIt consortium. We can then 

use the prototype for internal promotion to the relevant business units of 
the industrial partners. If applicable, the underlying technology and know-

how is then transferred to the business units, be incorporated in their 
products and ultimately improve the service and/or start monetizing the 
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results. In Table 9 for each of the industrial partners the relevant business 
units are listed, with a link to the related product. 

Industrial 

Partner 
Business Unit Product 

Yahoo! 
Image Search http://images.search.yahoo.com/ 

Travel http://travel.yahoo.com/ 

Telefónica 
Travel http://www.rumbo.com 

Mobile Social Nets http://www.keteke.com/ 

Vodafone 

Value-Added 

Services 
Development 

Dept. 

http://live.vodafone.com 

Table 9: Potential internal catchers of technology embedded in the consumer 

social group case-study. 

Most probably the WeKnowIt service provider will be the WeKnowIt 

consortium or another third party that will purchase the rights. Since, it is 
most likely that the consumer applications will be offered to the end-users 

either totally free of charge or with a combination of a premium 
subscription model, the service provider should seek its main revenue 

source from advertisements. Premium subscription users will enjoy extra 
offers at a fee directly payable to the service provider. The service 

provider can contract an affiliation with companies that 
merchandise products or services relevant to the topic of the WeKnowIt 

application, for promoting them through it. If a user buys a promotional 
product/service from the merchant, the WeKnowIt service provider will 

receive commission revenue, as a percentage of sales.  An advertising 
network will most likely be the intermediate contact point for the service 

provider to reach out advertisers and receive profit. Here, a special 

exploitable opportunity is through the provision of tightly-matched 
contextual advertising. The information about the profiles of each 

individual user based habits consumption provided by Personal 
Intelligence are valuable to assist the advertising network to more 

efficiently target the right advertisements to the right consumers. Further 
the Mass and Socially intelligence can provide data on consuming 

trends and social behavioural marketing very useful to improve the 
effectiveness of advertising campaigns. Besides, the accessing of services 

through mobile terminals can provide for alternative revenue streams. 
Although we can consider the advertising as the WeKnowIt´s main 

revenue source, other alternative revenue streams can also be 
considered like the revenue sharing from end user payments based on 

service usage through mobile terminals for the Consumer Social Case or 
fee per selling, customizing and installing the WeKnowIt system to ER 

organizations.  
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Alternatively, we‘ll aim to maximize the opportunities for external 
exploitation, by making the prototype publicly available on the WeKnowIt 

Web-site, appropriate Web-sites of industrial partners, through 
demonstrations at conferences and trade fairs. In Table 10 a list of Web-

sites is given where we‘ll try to get on-line publicity for the prototype. 

Partner Business Unit Website 

WeKnowIt 

Consortium 
Project Web-site http://www.WeKnowIt.eu/ 

Yahoo! 

Sandbox http://sandbox.yahoo.com/ 

WeKnowIt 

demonstration 
server 

http://WeKnowIt.yahoo.com/ 

Vodafone betavine http://www.betavine.com 

Table 10: Candidate locations for external dissemination and exploitation 

 

3.7  Conclusions 

After conducting the market analysis, this section has presented the work 

done for reporting a business model that can provide the commercial 

viability for the WeKnowIt. In the business model analyzed the central 
element is the WeKnowIt service provider. Then, an external 

environment analysis of STEP factors has been performed where a 
number of obstacles and risks have been identified (Table 8). For 

example: 

 People‟s access to the enabling technologies is critical. 

Especially, due to the significance for mobile accessing. Broadband 
connection is an absolute pre-requisite for the take-off of modern, 

―bandwidth-hungry‖ web-services, like WeKnowIt. However by the 
time that WeKnowIt is expected to be deployed and have reached a 

proper maturity level, a number of the above systems and networks 
are expected to be deployed.  

 A big obstacle that hinders the growth of mobile web applications is 
the same user interface issue that hampers so much size limitations 

of mobile devices, as the portability WeKnowIt has made careful 

studies and requirement analyses for designing multimodal 
interface techniques in order to provide to the end-user a non-

fragmented and agreeable experience of interaction, across the 
different accessing devices. 

 The access of web content via a mobile device is a chargeable 
service. This is surely one significant roadblock against the broad 

uptake of services like WeKnowIt. However, within the next 3- 5 
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years new broadband networks will be available. This issue will 
enable cheaper tariffs, and therefore the adoption of WeKnowIt´s 

services will be more ―attractive‖ for the average user. 

 Other important risk, the appearance of many tools and protocols 

for the implementation of web-services, in recent years. The 
development technologies of WeKnowIt have been carefully selected 

based on their openness. It is in this way assured that the 
developed applications will fully exploit all modern web-service 

trends, promote their use for the shaping of Web 2.0 and Web 3.0, 

and guarantee the ease of user access through a diversity of 
platforms and end-terminals 

But in spite of these obstacles and risk, two of the main factors for the 
WeKnowIt´s success are related mainly with the exploitation and the 

promotion of WeKnowIt. The widespread use and adoption of similar 
Web-services, and the existence of  similar competing solutions in both 

ER-management and travel-guide sectors will mean that WeKnowIt will 
have to advertise its characteristics, as well as expand and maintain its 

user base versus other services due to the increased competition. For the 
promotion in the case of an ER service, the most probably strategy is that 

of ―Prior to the event‖. For the consumer case, well known tactics can be 
followed, like internet indirect advertisements, press advertisements or 

any other advertisements. In the both, cases in order to increase visibility, 
we can bundle this service with other services (this strategy also creates 

new revenues). 

For the exploitation of WewKnowIt, we can put specially attention in the 
Consumers Social Group Case Study. In the Travelling Scenario time-to-

market is very important due to the both travelling & web services to be 
widely used and developed. WeKnowIt should capture as fast as possible a 

critical mass of users and ―develop trends‖.  
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4 WeKnowIt Industrial Partners´ 
exploitation activities 

In this section, WeKnowIt Industrial partners describe their own 

organisations' exploitation plans for using WeKnowIt technologies.  

Exploitation for industrial partners is primarily focussed on productization 

and commercialisation of the results in order to enhance their own 
products and provide better services to their customers. These products 

and services will lead to a competitive advantage of the participating 

organizations and substantially will contribute to the benefit of the 
targeted users. 

With this step each, industrial partner starts to exploit any relevant 
innovation by defining technology transfer projects in cooperation with 

their internal product groups. The goal of WeKnowIt project is to bridge 
the gap between the research world and product world. This step can 

include the creation of a prototype or pilot implementation, a market 
evaluation, cooperation with potential clients, application for patents and 

many more. The result will be new or significantly improved products and 
services.  

Another important aspect for industrial partners lies in increasing product 
sales. Knowledge gained in WeKnowIt research will enable the 

participating companies to sell innovative products that meet the existing 
or future needs of the customer base and increase sales and revenue. 

 

 

4.1  Vodafone-Panafon S.A. (VOD) 

Vodafone-Panafon S.A. is a leading GSM/GPRS/UMTS mobile operator in 
Greece since the introduction of GSM in the Greek market (1993) and 

member of Vodafone Group, with over 200 million customers worldwide. 
The company operates a cellular network in GSM 900 and 1800MHz, 2.5G 

with GPRS launched in March 2001 and UMTS launched in October 2004 
with more than 50% population coverage. Since December 2008, it has 

been offering a commercial HSDPA network in a growing number of Greek 

metropolitan areas, whilst pilot tests are already underway for rolling out 
a HSPA upgrade, as a process towards reaching the enhancement 

roadmap of a commercial HSPA+.  

The R&D group of Vodafone-Panafon is integrated with the Vodafone 

Group R&D UK Centre and has the responsibility of the Collaborate 
Research Management. 
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4.1.1  Identification of exploitation opportunities 

The provision of value-added services consists one of the major 

exploitation targets of the company. New services that become available 
in the era of 3G mobile technology and beyond are becoming a strategic 

asset for cellular carriers looking out for differentiation in the established 
competitive market. 

Consequently, the company‘s interest in the WeKnowIt project stems from 
the general corporate strategy, and aims at exploiting the following 

resulting opportunities: 

1. The research in new commercially attractive applications 

2. The subscribers‘ stimulation in the use of modern mobile broadband 

capacities 

3. The growth in the selling of smart-phone terminals. 

4. Integration of WeKnowIt in the portfolio of offered services. 

 

4.1.2  Description of exploitation opportunities 

Opportunity 1: Research in new commercial applications 

 Description: The research and investment in mobile accessible 
applications and web services that can attract profit from their 

commercial exploitation. 

 Timetable: During and after the end of the project. 

 Sector(s) of application: Value Added Services in mobile 
telecom. 

 Benefits expected: The resulting knowledge on the exploitable 

potentials and financial forecasts about the investment of a 
mobile carrier in Web 3.0 services.  

 End users: Mobile service providers, mobile users 

 Owner/Proposer: N/A 

 Partner(s) involved : WeKnowIt partners 

 Revenue expectation: New mobile services that mark 

popularity hits increase the traffic of data, and thus can bring in 
revenue to the mobile operator. 

 Actions planned for exploitation of results: Periodic 
communication and dissemination of key progress and 

achievements, internally to corresponding departments inside the 
company, as well as within the Vodafone Group.  

 Further additional research and development work: N/A 

 Patents or other IPR protection : N/A 
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Opportunity 2: Stimulation in the use of mobile data services 

 Description: Vodafone-Greece, investing in 3G broadband 
technologies, is seeking attractive mobile applications as incentives 

for the subscribers in increasing the volume of data traffic.  

 Timetable: During and after the end of the project. 

 Sector(s) of application: Value Added Services in mobile telecom. 

 Benefits expected: Ideally, a resulting application with high 

market potentials. 

 End users: Mobile service providers, mobile users 

 Owner/Proposer: N/A 

 Partner(s) involved : WeKnowIt partners 

 Revenue expectation: New mobile services that mark popularity 

hits increase the traffic of data, and thus can bring in revenue to the 
mobile operator. 

 Actions planned for exploitation of results : Periodic 
communication and dissemination of key progress and 

achievements, internally to corresponding departments inside the 
company, as well as within the Vodafone Group.  

 Further additional research and development work: N/A 

 Patents or other IPR protection : N/A 

 

Opportunity 3: The growth in the market of 3G-enabled mobile 

phones 

 Description: New attractive mobile services drive people in 
replacing their legacy GMS/GPRS handsets with new enhanced 

smart-phones, supporting 3G/HSDPA/HSPA connections; these 
enable wireless data-services, such as web browsing, mobile social 

networking, localisation-based services or applications for 
multimedia content capturing, management and sharing. 

 Timetable: During and after the end of the project. 

 Sector(s) of application: Mobile devices market, mobile network 

operators 

 Benefits expected: A growth in the market of portable devices. 

 End users: Mobile device manufacturers, Mobile service providers, 
mobile users 

 Owner/Proposer: N/A 

 Partner(s) involved : WeKnowIt partners 
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 Revenue expectation: Revenue from boosting the selling of new 
mobile device units. 

 Actions planned for exploitation of results : Periodic 
communication and dissemination of key progress and 

achievements, internally to corresponding departments inside the 
company, as well as within the Vodafone Group.  

 Further additional research and development work: N/A 

 Patents or other IPR protection : N/A 

 

Opportunity 4: Integration of WeKnowIt in the portfolio of offered 
services 

 Description: The opportunity of integrating a commercial release 
of WeKnowIt consumer services in the portfolio of the company‘s 

offers and its promotion to the subscriber base, by being 
accessed through the Vodafone Live! portal. 

 Timetable: After the end of the project and provided that clear 
investment interests are resulted. 

 Sector(s) of application: Value Added Services in mobile 
telecom. 

 Benefits expected: Ideally, a resulting application with high 
market potentials. 

 End users: Mobile service providers, mobile users 

 Owner/Proposer: N/A 

 Partner(s) involved : VOD, WeKnowIt service provider 

 Revenue expectation: New mobile services that mark 
popularity hits increase the traffic of data, and thus can bring in 

revenue to the mobile operator. 

 Actions planned for exploitation of results : Periodic 

communication and dissemination of key progress and 
achievements, internally to corresponding departments inside the 

company, as well as within the Vodafone Group.  

 Further additional research and development work: N/A 

 Patents or other IPR protection : N/A 

 

4.2  Software Mind S.A (SMIND) 

Software Mind is an innovative, global Software House enterprise, 
providing top quality own-brand products and IT services for companies 

operating in telecommunications, finance and banking, and SMB sectors. 
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We offer solutions supporting the management of business relations and 
Customer Intelligence. We also provide dedicated IT services including 

building EAI architectures, managing and organizing software production 
processes and performing quality auditing. Software Mind‘s success is 

achieved through flexibility in co-operation, delivering high quality 
solutions, unconventional financing models and unique knowledge. 

From our earliest days, we have focused on designing, building, and 
implementing innovative software products to support key areas of 

business activity of our clients, helping them to gain competitive edge on 

the market.  

In Software Mind, we combine entrepreneurial spirit and dynamism of 

growing economies with the experience and need of the developed 
countries. We work for demanding clients who expect sophisticated 

solutions. Their number includes GTech Corporation, PTC Era, MACH 
Clearing House, BillBird and numerous others. Offering global outsourcing 

services and working on the development of innovative systems in 
ground-breaking projects, we frequently pioneer system development. We 

would often take on the challenge and the inherent risk, investing own 
resources into the exploration of new service areas.  

From 2005 Software Mind provides research and development services to 
Garlik, a British start-up created by Tom Ilube and Mike Harris - former 

founders of Egg, the first Internet-only bank in the UK. Garlik offers a 
novel product which combines Semantic Web, natural language processing 

and data mining technologies to protect individuals' digital identities. 

Software Mind's consultants created for Garlik most of its core software 
systems including - a scalable natural language processing engine with 

distributed data mining, RDF and OWL based data loading and matching 
processes, a user interface for exploring personal data. Software Mind also 

participated in ontology development and strictly research and prototyping 
activities.  

Software Mind was involved as a provider of Quality Assurance services in 
EC founded CrossGrid project.  

The role that Software Mind plays in the WeKnowIt project is closely 
related to the type of services that Software Mind offers to it's customer.  

 

4.2.1  Identification of exploitation opportunities 

Software Mind is a software house, and to stay competitive we are always 
eager to learn new technologies and gain new experiences. The semantic 

storage part of technologies (focused on multimedia storage) used in the 

WeKnowIt project are very interesting for Software Mind in terms of future 
possible projects realized on the growing semantic IT market.  

The other role of Software Mind in the WeKnowIt project – integration of 
tools and technologies – also offers a possibility to enhance our knowledge 
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of EAI solutions. Software Mind runs many projects in integration area but 
using commercial solutions. The WeKnowIt project gives us opportunity to 

gain experience in open-source EAI technologies. 

In concrete the following exploitation opportunities can be identified: 

1. enhancement of Software Mind's portfolio of EAI/SOA/ESB solutions 
with open-source technologies, 

2. gain of experience in technologies related to storage of semantically 
enriched multimedia. 

 

4.2.2  Description of exploitation opportunities 

Opportunity 1: Enhancement of Software Mind's portfolio of 

EAI/SOA/ESB solutions with open-source technologies 

 Description: The research in open-source EAI solutions can 

enhance Software Mind's portfolio in IT systems integration area. 

 Timetable: During and after the end of the project. 

 Sector(s) of application: Integration of IT systems. 

 Benefits expected: Enhancement of technology stack used in 

integration projects can help to better tailor the solutions for 
specific client requirements. Possibility of providing integration 

services for companies which can not afford the commercial 
solutions. 

 End users: Software Mind's customers 

 Owner/Proposer: Software Mind 

 Partner(s) involved : WeKnowIt partners 

 Revenue expectation: N/A 

 Actions planned for exploitation of results: Periodic 

communication with Sales team and Development teams working 
with EAI solutions, internal dissemination, prototype 

development.  

 Further additional research and development work: 

Software Mind will continue to follow the new solutions and 
trends in open-source EAI technologies. 

 Patents or other IPR protection : N/A 

 

Opportunity 2: Gain of experience in technologies related to 
storage of semantically enriched multimedia 

 Description: We observe the growing interest in semantic storage 
technologies on the market. Software Mind sees an opportunity to 



   D8.3.1 – v. 0.11 

 

Page 101 

start some projects related to this area. The knowledge gathered in 
the WeKnowIt project could help us to achieve this goal. Especially 

the combination of semantic technologies and multimedia storages 
seems fresh and attractive. 

 Timetable: During and after the end of the project. 

 Sector(s) of application: N/A 

 Benefits expected: Gathering of experiences in the semantic 
technologies field, especially related to storing and searching of 

semantically enriched multimedia. 

 End users: Companies interested in storing, categorization and 
search of the large datasets of multimedia. 

 Owner/Proposer: Software Mind 

 Partner(s) involved : WeKnowIt partners 

 Revenue expectation: Hardly predictable because of the initial 
investments required to enter this market and the novelty of the 

semantic solutions. 

 Actions planned for exploitation of results : Quarterly reports to 

the Management regarding progress on the research of semantic 
storage solutions. 

 Further additional research and development work: 
Software Mind will continue the research of the semantic storages 

and semantic search technologies. 

 Patents or other IPR protection : N/A 

 

 

4.3  Telefónica I+D (TID) 

Telefónica, S.A.29 is one of the world‘s leading telecom companies 

operating in Europe, Africa, and Latin America. As of June 2008, 
Telefónica had a total of 250 million customers and the average number of 

employees rose to 248.000. 

The companies of the Telefónica Group provide a complete range of 

communications services which include fixed telephony, mobile telephony, 
data transmission and added-value services, business services, internet 

access, etc.  

The Telefónica Group aspires to become the largest and best integrated 

telecommunications group in the world. When we say ‗the best‘, we mean 
in terms of customer orientation, innovation, operating excellence and 

                                    
29

 http://www.telefonica.com/home_eng.html 
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professional services. The largest refers to shareholder profitability, 
growth and creating value 

Telefónica I+D (TID)30 is a 100% subsidiary of Telefónica S.A, acting as 
the Telefónica's R&D arm. The company employs over 1100 persons, 93% 

of them holding a University degree, being the most important private 
company in Spain devoted to R&D. 

Research and development is essential to identifying those factors that are 
going to shape the future of telecommunications and the development of 

Telefónica's businesses. 

TID was created in 1988 to lead Telefónica's activities in this field. Its 
mission is to help to improve Telefónica's competitiveness through 

technological innovation, broadening the range and quality of services on 
offer and making it possible to reduce operating costs. 

 

Telefónica‟s business model:  

Telefónica shall lead the new digital era with a customer-focussed 
business model. 

 

Figure 29: New Digital Era with a customer-focused Business Model 

Traditional Telefónica‘s business model has been to offer 

telecommunication services like: fixed and mobile telephony, internet 
access and some business data communication services. 

Telefónica envisions leading the new digital age by improving people‘s 
lives, helping businesses development and contributing to the progress in 

the communities where Telefónica operates by providing innovative 
services based on information and communication technology. 

The ICT31 hyper sector is changing the world but it is the consumer who is 
changing ICT. Today, the customer is the real driver of the changes in the 

                                    
30

 http://www.tid.es/en 

31
 ICT: Information and Communications Technology 



   D8.3.1 – v. 0.11 

 

Page 103 

new digital era and this is the reason why Telefónica is developing a 
customer-focused business which offers personalised, easy to use and 

reliable solutions. Telefónica is leveraging his strength as an integrated 
operator by offering integrated and differentiated solutions. 

To sum up, the Company‘s objective for the next years is to become a 
leader provider of all kinds of integral communication, information and 

entertainment solutions. 

 

4.3.1  Identification of exploitation opportunities 

Nowadays, the Telecommunication sector is probably one of market 
sectors that changes more quickly. 

 Appearance of new technologies: broadband, mobile 
communications, digital TV, VoIP, multimedia, digital. 

 New information society opportunities (business in the Internet). 

 Time-to-market, which involves the time needed to prepare systems 

to offer a new product, is now a key business aspect. 

 Competitiveness increase with many new market entrants and a 

challenging regulatory environment. 

 Increase of the rate in the new products creation to generate 

competitive advantage. 

 Increase of B2B relationships among companies to bundle more 

elaborated services. Customers are demanding innovative and 
integrated services which are adapted to their specific needs. 

 Entrepreneurial alliances (e.g., Telefónica expansion in South 

America, acquisition of O2 and Cesky Telecom, agreements with 
Chinese Netcom and so on). 

In 2007, the Telefónica Group undertook technological innovation projects 
focusing on profitable innovation, process efficiency, the creation of new 

sources of revenues, customer satisfaction, the consolidation of new 
markets and technological leadership. Our technological innovation 

activities have been especially integrated in Telefónica‘s strategy to create 
value through broadband and IP network communications and services. 

In addition, projects to promote the information society, new services 
focused on new Internet business models, TV mobile and other broadband 

services, were undertaken. These new projects, and others, were 
developed with a view to identifying as soon as possible the emerging 

technologies that might have a relevant impact on our businesses, testing 
them with trials relating to new services, applications and platform 

prototypes. 
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Telefónica I+D, as the Innovation and Research company for the 
Telefónica group aims to disseminate the results and conclusions of the 

WeKnowIt project, through both internal and external commercial events 
in which it participates. Internal events include technical fairs in which 

marketing teams, executives, and leaders different Telefónica business 
units (worldwide) participate.  

In particular, exploitation opportunities can be identified with the mobile 
carriers of the group (e.g., Movistar in Spain and Latin America, O2 in the 

UK, Vivo in Brazil, etc.). A pilot prototype of a WeKnowIt application could 

be tested in a pre-product environment to measure its feasibility for the 
company and to provide prototypes for future products offering similar 

services.  

The expected outcomes of WeKnowIt are very well aligned with the 

business interests of TID, particularly in offering new location-based 
services that improve customer experience by offering personalized 

services and leveraging the customers´ social network. Technologies 
developed in WeKnowIt therefore have a strong potential and can be 

utilized to enhance existing services and create new ones in the following 
areas: 

 On-line: the Telefónica group offers many services in 23 countries, 
and in several markets there are a number of on-line services that 

could benefit from Collective Intelligence techniques for 
personalization. This includes the ―Telefónica on-line‖ websites 

(where customers can purchase new products, check their bills, 

adhere to new services, find out about promotions, etc.), terra.com 
(an on-line portal that includes news, community support, e-mail, 

photo sharing capabilities, and others). 

 Mobile: many of the operators already offer personalized programs 

(yavoy in movistar: a service to personalize ringtones) and help 
customers identify the people they call most through discount 

programs (e.g., top 5 contacts, etc.). In addition, several operators 
offer mobile portals for downloading ringtones, content, and to add 

services. Such portals are also subject to personalization using 
WeKnowIt technologies.  

 Travelling and especially Social networking are also key research 
topic for TID, and the value of the mobile phone in the social group 

is already important. A pilot prototype of a WeKnowIt application 
may be integrated in Keteke32, (Telefónica´s on-line social 

network), or Rumbo33 (Telefónica´s travel website) to enable user 

make the plan our trips and offer personalized services to them or 
their net-contacts. 

                                    
32

 http://www.keteke.com/ 

33
 http://www.rumbo.com/ 
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In particular, the technologies developed in WeKnowIt can be utilized by 
TID for the following purposes: 

 collection and processing of data from the on-line portals mentioned 
above  

 application of user models for on-line and mobile services 

 new location-based mobile services 

The specific opportunities can be identified as follows: 

1. New location-based services 

2. Integration of WeKnowIt technologies in current mobile services 

3. Integration of WeKnowIt technologies in current on-line services 

4. Integration of WeKnowIt technologies in Rumbo 

5. Integration of WeKnowIt technologies in Keteke 

In addition, throughout the project TID will seek to protect the intellectual 

property it generates. 

 

4.3.2  Description of exploitation opportunities 

Opportunity 1: New location-based mobile service 

 Description: Spain is one of the leading world tourism destinations, 
so a new service based on location for tourism and leisure would be 

attractive.  

 Timetable: towards the end of the project, but continuing after the 

project ends.  

 Sector(s) of application: value added services for mobile users  

 Benefits expected: growth in terms of number of customers and 

increased bandwidth use.  

 End users: personalized services and recommendations to improve 

customer experience 

 Owner/Proposer: TID 

 Partner(s) involved: WeKnowIt partners 

 Revenue expectation: based on new subscribers who opt for 

smart phones and growth in bandwidth use (data plans) 

 Actions planned for exploitation of results: new service ideas 

utilizing the advances of the project will be explored. 

 Further additional research and development work: survey of 

current location-based offerings. 
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 Patents or other IPR protection: patents will be filed when 
appropriate. 

 

Opportunity 2: Integration with current mobile offerings  

 Description: several Telefónica operators, such as Movistar offer 
services like Emocion (mobile portal for purchasing content, etc.). 

WeKnowIt technologies could be integrated to provide personalized 
services and recommendations (advertising as well as Telefónica 

products, programs, or discounts). 

 Timetable: towards the end of the project, but continuing after the 
project ends.  

 Sector(s) of application: value added services for mobile users of 
the emocion portal  

 Benefits expected: improve customer experience and sales of on-
line mobile content, as well as increased bandwidth use.  

 End users: personalized services and recommendations within the 
Emocion offering 

 Owner/Proposer: TID 

 Partner(s) involved: WeKnowIt partners 

 Revenue expectation: based on increased bandwidth when 
customers use Emocion and increased sales of content as well as 

advertising and offers.  

 Actions planned for exploitation of results: while project is in 

development opportunities will be explored with the relevant 

business units.  

 Further additional research and development work: consider 

current Emocion framework to determine what kind of data is 
available and how the work could be integrated.  

 Patents or other IPR protection: patents will be filed when 
appropriate.  

 

Opportunity 3: Integration with current on-line offerings  

 Description: several Telefónica operators, such as Movistar offer 
on-line services such as the ―canal on-line,‖ terra.com, and 

keteke.com. WeKnowIt technologies could be integrated to provide 
personalized services and recommendations (advertising as well as 

Telefónica products, programs, or discounts). 

 Timetable: towards the end of the project, but continuing after the 

project ends.  
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 Sector(s) of application: value added services for on-line 
customers. 

 Benefits expected: improve customer experience and sales of new 
services and devices (e.g., terminal upgrades). In addition, provide 

relevant discounts.  

 End users: personalized services and recommendations within the 

appropriate on-line offering. 

 Owner/Proposer: TID 

 Partner(s) involved: WeKnowIt partners 

 Revenue expectation: based on increased sales of services, 
terminals, advertising, and offers.  

 Actions planned for exploitation of results: while project is in 
development opportunities will be explored with the relevant 

business units.  

 Further additional research and development work: consider 

current on-line frameworks to determine what kind of data is 
available and how the work could be integrated.  

 Patents or other IPR protection: patents will be filed when 
appropriate.  

 

Opportunity 4: Integration with Rumbo 

 Description: Rumbo34, is the first on-line agency in volume of 
business in Spain. The travel agency allows the access to all the air 

lines, low cost included, with SMS-service to Schedule confirmation. 

In addition, Rumbo let customers book in more than 65.000 hotels 
in the whole world, rent of cars, vacation packages, cruises and 

assurances of trips, and so on. 

The services provided by WeKnowIt during the trip planning might 

be included on Rumbo´s Website. Rumbo might let users access this 
services as value added services, connecting directly the WeKnowIt 

services with Rumbo´s services for booking. As soon as the itinerary 
would have been planned, and the flight or hotels for the trip would 

have been chosen, users directly could book them through Rumbo. 
User would access WeKnowIt´s personalized services and 

WeKnowIt´s recommendations for free within the appropriate on-
line offering, but advertisers would pay a fee per including 

advertisements on the WeKnowIt´s user interface. WeKnowIt profile 
extraction techniques would be applied over the user interaction. In 

                                    
34

 http://www.rumbo.com/ 
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this way, information related to user profile would be well-know, 
allowing advertisers to target a group of users with a specific profile. 

 Timetable: long-time  

 Sector(s) of application: Traveling Business  

 Benefits expected: improve customer experience and sales of new 
services. 

 End users: on-line traveling customers.  

 Owner/Proposer: TID 

 Partner(s) involved: Rumbo (Telefónica) 

 Revenue expectation: based on increased bandwidth when 
customers use Rumbo and increased services sales as well as 

advertising. 

 

Opportunity 5: Integration with Keteke 

 Description: Keteke35, Telefónica´s on-line social net, may be used 

to planning trips. The main Keteke´s feature is that it is based on 
the mobile phone as a main platform of information, beside to give 

support for PC and Imagenio. In Keteke, users can receive free Sms 
reporting changes, profile updates, groups or news published by 

their net-contacts directly in their mobile.  

The services provided by Wiki, could be included in Keteke as value 

added services. Users would access WeKnowIt´s personalized 
services and WeKnowIt´s recommendations through Keteke to plan 

their trips, and to monitor them according to their tastes. 

The benefits expected would be a better and more personalized 
service offer, for users, groups and social nets using the mobile 

phone. While, WeKnowIt could use the information provided by 
users interactions with their mobile phones in order to improve the 

user profile and more personalized services offer, Keteke might 
analyze the information in order to infer new data such as social 

networking activities, behavior patterns, user habits and 
preferences, people with similar customs. 

Besides, other benefits expected would be more revenues due to the 
advertising and the increase in the use of 3G technologies & services 

and the use of broadband networks. 

o Keteke, like a mobile social network, enable the connection 

among individuals with similar interests or hobbies by mobile. 
This offers opportunities for contextual, geolocated advertising. 

Geolocated advertising consists of sending advertising contents to 

                                    
35

 http://www.keteke.com/ 



   D8.3.1 – v. 0.11 

 

Page 109 

users depending on their geographical location, thus allowing 
advertisers to concentrate their efforts on specific geographic 

areas. In Contextual advertising, the advertising content is 
chosen to suit the context in which it will be shown. 

o Thanks to the possibilities of personalization and geolocalization 
offered by WeKnowIt, personalized advertising could be used, 

too. In Personalized advertising, viewers are exposed to 
advertising that is in some way related to their profile, allowing 

advertisers to target a group of users with a specific profile, in 

addition to making a selection also based on their location.  

 Timetable: towards the end of the project, but continuing after 

the project ends.  

 Sector(s) of application: Traveling Business, Social Networking  

 Benefits expected: offer Keteke´s user a new innovative and 
added valued service, increasing the number of people interested 

in connecting to this social net. 

 End users: Keteke users ( mobile social network users)  

 Owner/Proposer: TID 

 Partner(s) involved: Keteke (Telefónica Movistar) 

 Revenue expectation: based on increased bandwidth when 
customers use Keteke and increase in the use of 3G technologies & 

services and the use of broadband networks, as well as 
advertising. 

 

 

4.4  Yahoo! Research (YAHOO)  

Yahoo! is the world‘s largest global online network of integrated services 

with more than 500 million users world wide. Yahoo! is active in various 
application domains such as search, social media, (mobile) communication 

and e-commerce.  

Yahoo! Research is the central advanced research organization of Yahoo! 

Inc., a leading global Internet brand and one of the most trafficked 
Internet destinations worldwide. The mission of Yahoo! Research is to 

develop the world-class science that will deliver the next generation of 
businesses to the company. 

Our scientists focus on data-driven analysis, high-quality search, 
algorithms and economic models. Yahoo! manages many of the largest 

and richest data repositories in the world, and our researchers mine 

insights from these giant collections, individually and collectively, 
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maintaining the privacy of our users while setting new standards for user 
value. 

We believe in an open culture of collaboration with peers from academic 
and research institutions. We provide an academic setting with a focus on 

simultaneously publishing scientific work of the highest standard while 
driving a research agenda with significant impact on the company. At the 

same time, we follow the Yahoo! tradition of a great work environment 
with first-rate benefits and amenities, the freedom to exercise creativity in 

pursuit of a goal, and a fun, focused setting with world-class colleagues. 

 

4.4.1  Identification of exploitation opportunities 

The expected output of the WeKnowIt project is very well aligned with the 
business interests of Yahoo!, in particular there is a match with the Yahoo! 

Image Search product and the Yahoo! Travel product. Core to the success 
of Yahoo! is a continuous innovation process to guarantee the best 

possible experience to Yahoo!‗s users. Yahoo! will therefore aim to 
integrate the WeKnowIt technology and knowledge into marketable 

products, most likely in the area of image search and the travel product. 
Typically, the mass intelligence and large scale media analysis allows for 

complementing the existing knowledge base with community-driven 
knowledge and allow for an interactive experience where user-

engagement into Yahoo! Travel and Image Search products is pushed to 
the next level. The technologies developed in WeKnowIt can be leveraged 

to: 

 Automate the process of metadata generation from different content 
sources 

 Extract Collective Intelligence from social media properties, such as 
Y! Answers, Flickr, Wikipedia and others. 

 Provide a rich media search and travel experience 

 Improve the quality of search results 

In concrete the following exploitation opportunities can be identified: 

1. Protect the intellectual property that is generated by Yahoo! 

2. Integration of technology into Yahoo!‘s image search product 

3. Integration of technology into Yahoo!‘s travel product 

4. Launch a completely new service 

 

4.4.2  Description of exploitation opportunities 

Opportunity 1: Protect the intellectual property that is generated 

by Yahoo! 
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 Description: Yahoo! is competing in a dynamic market, where 
protecting intellectual property is essential to gain a competitive 

edge in existing and emerging markets. Therefore, Yahoo! plans to 
patent part of the technology developed within WeKnowIt so it can 

be used in future services provided by Yahoo! or be licensed to other 
companies.  

 Timetable: During the project. 

 Sector(s) of application: N/A 

 Benefits expected: N/A 

 End users: Yahoo!, WeKnowIt partners, third parties such as 
Google, Microsoft, and other companies active in on-line services. 

 Owner/Proposer: Yahoo!, if applicable jointly with the other 
WeKnowIt partners. 

 Partner(s) involved: Yahoo!, if applicable the other WeKnowIt 
partners. 

 Revenue expectation: N/A 

 Actions planned for exploitation of results: Submitting patent 

applications in Europe, US, and Worldwide, depending on the 
expected impact. 

 Further additional research and development work: N/A 

 

Opportunity 2: Integration of technology into Yahoo!‟s image 
search product 

 Description: The multimedia team of Yahoo! Research is working 

on a daily basis with the Media Search team that is responsible for 
the image search product. The already existing collaboration allows 

for rapid testing and integration of new services into the image 
search product, and at the same time the image search team can 

provide directions to research to increase the potential impact of the 
research carried out in the WeKnowIt project. 

 Timetable: During and after the project; once results become 
visible in the planned prototypes, the underlying technology can be 

transferred to the product group. 

 Sector(s) of application: Media Search 

 Benefits expected: Improved media search experience, this is 
unlikely to lead to a direct monetization 

 End users: Web users 

 Owner/Proposer: Yahoo! Media Group 

 Partner(s) involved : WeKnowIt partners 
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 Revenue expectation: N/A 

 Actions planned for exploitation of results: Quarterly updates to 

the Search management team, internal dissemination, prototype 
development, and on a weekly basis reporting progress to the 

development teams.  

 Further additional research and development work: It is 

expected that the face of (image) search will change significantly, 
where we‘ll move away from a Web of pages to a Web of objects 

(Prabhakar Raghavan, head of Yahoo! Labs36). This transition will 

take place in the next couple of years, and by far exceeds the scope 
of WeKnowIt. 

 Patents or other IPR protection: Yahoo! plans to protect the IP, 
see Opportunity 1. 

 

Opportunity 3: Integration of technology into Yahoo!‟s travel 

product 

 Description: The travel prototype will provide an example on how 

to differentiate from existing travel products by leveraging the 
media and mass intelligence. Such a novel angle and opportunities 

to monetize the technology will be crucial for integration into the 
travel product.  

 Timetable: During and after the project; once results become 
visible in the planned prototypes, the underlying technology can be 

transferred to the product group. 

 Sector(s) of application: Travel 

 Benefits expected: Improved travel search and exploration 

experience.  

 End users: Web users 

 Owner/Proposer: Yahoo! Media Group 

 Partner(s) involved : WeKnowIt partners 

 Revenue expectation: Monetization is likely to increase, when the 
research of WeKnowIt leads to a differentiation from other 

competing travel products, and when an increase uptake of the 

product is realized. 

 Actions planned for exploitation of results: Quarterly updates to 

the travel team, we currently in discussion with the travel team to 
see where on their roadmap opportunities exist to improve the 

travel product. 

                                    
36
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 Further additional research and development work: If 
applicable, part of the travel prototype might be transferred and 

redeveloped to integrate the technology into the travel product. 

 Patents or other IPR protection: Yahoo! plans to protect the IP, 

see Opportunity 1. 

 

Opportunity 4: Launch a completely new service 

 Description: If the opportunity occurs, it is possible that a 

completely new service might emerge from the research conducted 

in WeKnowIt. Yahoo!‘s extensive user-base and extensive expertise 
in this area, provide a healthy and unique environment to support 

and launch such new services. Recent examples are: FireEagle37 , 
OMG!38) and OpenID39  

 Timetable: Towards the end of the project, and beyond. 

 Sector(s) of application: Web-services 

 Benefits expected: N/A 

 End users: Web-users 

 Owner/Proposer: Yahoo!/WeKnowIt spinoff 

 Partner(s) involved :WeKnowIt partners 

 Revenue expectation: N/A 

 Actions planned for exploitation of results :N/A 

 Further additional research and development work: Any such 
service would require a fundamental investment, to develop a 

stable, mature, and secure service 

 Patents or other IPR protection: Yahoo! plans to protect the IP, 
see Opportunity 1. 

 

                                    
37

 http://fireeagle.yahoo.net/ 

38
 http://omg.yahoo.com/ 

39
 http://openid.yahoo.com/ 

http://omg.yahoo.com/
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5 WeKnowIt Academic and Users Partners´ 
exploitation activities 

In this section, WeKnowIt academic partners and SCC describe their own 

organisations' exploitation plans for using WeKnowIt technologies.  

Academic partners who are not able to directly exploit the project 

outcomes can consider expected models of exploitation e.g. via spin-off 
companies, partnerships or IPR licensing, but also consider exploitation 

via sharing of knowledge in the appropriate technical and scientific 

communities. 

5.1  Center for Research and Technology Hellas 

(CERTH-ITI) 

CERTH-ITI is a non-profit research organisation with its head office 

located in Thessaloniki, Greece. The most important related areas of R&D 
activities performed by CERTH-ITI include: semantic multimedia and social 

content analysis, multimedia indexing and retrieval, multimedia and the 
Semantic Web, knowledge structures, languages and tools for multimedia, 

reasoning and personalisation for multimedia applications, knowledge 
discovery for semantic-web applications, intelligent human computer 

interaction and intelligent agents, MPEG-7 and MPEG-21 standards.  

Part of CERTH-ITI dissemination and exploitation plan is on research 

dissemination by publishing results in well-known and widely read 

international scientific journals, as well as by presentations in international 
scientific conferences, workshops and exhibitions, web based publishing, 

standards submissions and small seminars and talks organised for 
specialised audiences.  

The contact with industry and the consequent opportunity to link the 
activities of research organizations, such as CERTH-ITI, with the ability of 

industry to observe and take advantage of opportunities for exploitation is 
also sought by CERTH-ITI. One of the main objectives of the Centre for 

Research and Technology Hellas (CERTH), where ITI belongs, is to 
accomplish Technology Transfer, encouragement of entrepreneurship and 

innovation. ITI as a member of CERTH has all the necessary support 
including legal support, business management, marketing, distribution 

sales channels and accounting in order to create innovative enterprises.  

In the framework of WeKnowIt, CERTH-ITI has identified technologies 

developed in the project, which can be exploited and various exploitation 

paths, which can be followed independently or in collaboration with other 
partners. 
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5.1.1  Identification of exploitation opportunities 

Technologies 

In the framework of WeKnowIt, CERTH-ITI has identified the followed 
technologies that can be exploited. Since this is the first exploitation plan 

of the project, this list will be constantly updated based on the project 
progress. 

 Visual information analysis: CERTH-ITI is developing algorithms 
used to identify and localize similar multimedia content under 

different viewpoints has been created. ―ViRaL‖, a WeKnowIt web-

based tool is based on these algorithms for still image search and 
retrieval task. This is developed mainly within WP2. 

 Large-scale web data analysis: CERTH-ITI is developing a 
framework for the efficient identification of natural groupings 

(clusters) among large sets of web resources, e.g. tags, images, 
users, which are common in popular Web 2.0 applications such as 

Flickr, delicious, etc. CERTH-ITI plans to develop and deploy a 
prototype web application that will incorporate the results of the 

ongoing clustering process to facilitate information search and 
retrieval. These result mostly from the work within WP3. 

 

Opportunities 

For both technologies there are two main exploitation opportunities: 

1. Opportunity 1: The exploitation of the technologies via spin-off 

companies. Part of CERTH-ITI business plan is to set-up spin-off 

commercial companies capable of exploiting its research. Such spin-
off companies will produce and distribute innovative high technology 

products based on research results and results from R&D projects.  
CERTH-ITI already has relevant experience, since the Greek General 

Secretariat for Research and Technology has funded the set-up of 
the following two spin-off companies: 

1. SerVisio: Providing Services in Intelligent Content-Based 
Management and Search of Visual Data‖, GSRT-PRAXE. 

2. ―VRSENSE: An Advanced Design Tool for Virtual Reality 
Applications‖, GSRT-PRAXE. 

As a result, VRSENSE S.A. has been setup and is already active with 
the objective to include all CERTH-ITI research results, which can be 

exploited. 

2. Opportunity 2: The exploitation of the technologies via service 

providing and direct collaboration with companies. CERTH-ITI 

can either provide services or work in direct collaboration with 
companies in order to develop new products, services and 

applications based on the WeKnowIt results. CERTH-ITI is active in 
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such technology transfer activities by 

o providing innovative solutions to national companies in the areas 

of medical applications and e-learning. In all cases CERTH-ITI 
exploits results of finished and on-going projects. 

o collaborating with European companies in new products 
development. For example, exploiting the results of the Patexpert 

ICT-FP6 project, it has signed a collaboration agreement with 
Uppdragshuset in Sweden for including image search in search 

techniques and in analysing patents and technical 

documentation. 

o developing research solutions for Motorola since 2005, with a 

series of direct research contracts. 

As mentioned above, CERTH-ITI also focuses on scientific 

dissemination but in this deliverables we analyse only opportunities 
related to commercial exploitation. 

CERTH-ITI will also work in WeKnowIt in novel research methods of fusing 
information from different sources/modalities, such as contextual 

information (e.g. location-based metadata) and social context (e.g. user-
generated tags) that accompany the actual content. Although the same 

routes can be followed for exploitation, as such results become available, 
the exploitation plans will be updated in future deliverables.  

 

5.1.2  Description of exploitation opportunities 

Opportunity 1: exploitation via the VRSENSE spin-off company 

 Description: Both visual information analysis and large-scale web 
data analysis technologies will be exploited by the existing VRSENSE 

spin-off company, which is focusing on applied research and on the 
development of innovative applications. In case there is a strong 

interest for a specific technology, a new specialized spin-off 
company will be established. 

 Results Benefits expected: Direct technology exploitation and 
provision of services and products from the company. New services 

and applications will be developed based on market and user needs 
exploiting WeKnowIt results.  

 Results Impact: The popularity of visual information, social 
networks and user-generated web-based collections has resulted to 

a continuously growing volume of applications and publicly available 
photos and videos. This creates the need for fast, robust and 

efficient algorithms, able to analyze large-scale diverse and 

heterogeneous content. The algorithms provide solutions to these 
issues and allow companies to understand their content and provide 

added-value services. 
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 End users: Companies dealing with the analysis of visual content 
and large-datasets: image archives and search engines, web 2.0 

companies and solution provides, industrial and medical applications 
based on visual similarity, trend detection for monitoring companies. 

The solutions provided are horizontal and can be applied to a 
number of applications.  

While it is unlikely that VRSENSE will develop an end-to-end solution 
using these technologies, this is an option and it will be examined 

through strategic partnerships.  

 Actions planned for exploitation of results: As soon as the first 
prototypes and demos are available, they will be presented to the 

spin-off company for further development aiming to the creation of 
a commercial product and services. 

 Further additional research and development work: Until now, 
a first version of ―ViRaL‖, the WeKnowIt web-based tool that is used 

to identify and localize similar multimedia content under different 
viewpoints has been created. This tool is applicable to any 

WeKnowIt functionality that involves a still image search and 
retrieval task. Modifications and improvement will follow until the 

creation of the prototype (M18). Similarly, for the large-scale web 
data analysis technologies, CERTH-ITI plans to develop and deploy a 

prototype web application that will incorporate the results of the 
ongoing clustering process to facilitate information search and 

retrieval. 

 Patents or other IPR protection: CERTH-ITI, in collaboration with 
the spin-off company will protect the intellectual property rights of 

the technologies, following the copyright agreements in the 
WeKnowIt Consortium Agreement. 

 

Opportunity 2 - Service providing and direct collaboration with 

companies 

 Description: In this case, CERTH-ITI does not exploits the results 

directly but through other companies with  
o service providing 

o contribution to development of new products or improvements of 
existing ones 

o research solutions for companies 

 Results Benefits expected: Through these technology transfer 

activities, companies are able to improve their competitiveness by 

innovation coming from the WeKnowIt results.  
 Results Impact: Increased industry competitiveness and 

innovation. Market and user-driven research directions for CERTH-
ITI. 
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 End users: Similar as above following a different collaboration 
scheme. 

 Actions planned for exploitation of results: In this case, when 
the tools are finalized they will be publicly available in source of 

object form. Examples, demos, support documents and web sites 
will also be created. Participation to industry-related events will 

support these activities. 

 Further additional research and development work: Same as 

the ones in the spin off companies‘ case. 

 Patents or other IPR protection: Based on bilateral agreements 
depending on the collaboration type. 

 

5.2  Universitaet Koblenz-Landau (UoKob) 

The computer science department at the UoKob has a track record of 

teaching and research in informatics for over 25 years and currently about 
1200 students enrolled in its programmes. The computer science 

department at UoKob comprises 20 tenured professors. The institute for 
computer science includes 8 professors (Furbach, Beckert, Ebert, 

Rosendahl, Steigner, Zöbel, Staab, Lautenbach) teaching and researching 
in the core areas of computer science. In particular, there is intensive 

research in the areas of Semantic Web, knowledge-based systems and 
reasoning (Prof.s Beckert, Furbach, Staab). In WeKnowIt the research lab 

―ISWeb – information systems and semantic web‖ participates.  

ISWeb includes 14 researchers and offers expertise in ontology technology 
and applications of ontologies, particularly relevant for WeKnowIt, in Web 

engineering, Web 2.0, knowledge discovery and multimedia analysis. 
Since 2004, ISWeb is successfully participating in 8 EU and nationally 

funded projects. 

 

5.2.1  Identification of exploitation opportunities 

The major exploitation objective of the outcomes of the WeKnowIt project 

for UoKob is to follow the development of algorithms for mass intelligence 
analysis (WP3) and representation of human experience in terms of 

events and objects for organizational intelligence (WP5). 

To foster these developments and to transfer them to other research 

projects and to industry, UoKob closely collaborates with the GESIS 
Institute for Social Sciences in Bonn, Germany. The scientific director York 

Sure is also Professor at the University of Koblenz and associated with the 

working group ISWeb. This ensures smooth transfer of knowledge from 
the University research to the applied research at the GESIS institute and 

transfer to industry through services GESIS provides. 
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As an academic partner, UoKob is also very much interested exploring the 
project results by means of sharing the knowledge acquired within 

WeKnowIt with the industrial and academic research community dealing 
with mass intelligence and organizational intelligence. This leads to two 

exploitation opportunities that can be summarized as follows: 

1. Opportunity 1: Integration into GESIS services and consultation 

competencies. 

2. Opportunity 2: Sharing knowledge in scientific communities. 

 

5.2.2  Description of exploitation opportunities 

Opportunity 1: Integration into GESIS services and consultation 

competencies 

 Description: GESIS is an institution devoted to research and 

service by providing information, consultation, and data. It provides 
services in data (archiving, provision, processing, research, social 

monitoring), methodology (consultation, developing complex 
methods), and specialized information (databases containing 

information on social science literature and research activities). 
GESIS develops tools and standards for all its service areas and 

offers continuing education schemes and events on methodology 
which exceed courses available in the context of university 

education.  

 Results Benefits expected: GESIS will benefit from the 

technologies and algorithms developed by UoKob in the WeKnowIt 

project insofar as it opens the GESIS institute the opportunity 
enhance its portfolio by providing new services to its customers. In 

addition, it will gain specialized consultation competencies in the 
data and services GESIS provides. 

 Results Impact: As an institution that both conducts research and 
provides services, GESIS renders substantial, nationally and 

internationally relevant research-based infrastructure services. 
GESIS provides its services at the highest international level which 

makes them a key contact point for the social science community. 
The results of the WeKnowIt project will strengthen this position.  

GESIS conducts application-oriented research into social and 
information science as well as empirically-supported basic research 

pertaining to every stage of the social science research process. The 
outcome of the WeKnowIt project will directly impact this work and 

provide for a close cooperation between social scientists and 

information scientists. 

 End users: Key aspects of the GESIS activities are among other 

promoting its skills and competencies for international cooperation 
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and advancement of the infrastructure for international comparative 
research. Users of GESIS will benefit from an improved portfolio of 

the data, services, and consultation competencies that GESIS can 
provide. 

 

Opportunity 2: Sharing knowledge in scientific communities 

 Description: As an academic partner in the WeKnowIt project, 
UoKob is very active in the research areas of the project such as 

knowledge representation and Semantic Web. As such, UoKob aims 

at exploiting the project results by means of sharing the knowledge 
acquired with academic research communities and industrial 

communities. Goal is to motivate industry as well as researchers to 
base their products and research on results created by UoKob in 

WeKnowIt. 

 Results Benefits expected: The scientific community will benefit 

from the novel algorithms and technologies for mass intelligence 
analysis and representation models for human experience developed 

in WeKnowIt. The scientific communities benefit from the research 
results in form of journal and conference publications. In addition, 

services and further dissemination artefacts such as ontologies and 
best practices will be provided to the community. 

 Results Impact: UoKob is already leader in the field of Semantic 
Web research and knowledge representation. For example, a team 

of the ISWeb group won the 1st prize of the Billion Triples Challenge 

at the International Semantic Web Conference at Karlsruhe, 
Germany in 2008. Researchers at UoKob are also closely 

collaborating with other researchers on national level, European 
level, and global level. Thus, the results of the WeKnowIt project 

have the potential to strengthen the leader position of UoKob and to 
open new opportunities to attract further leading players in the 

research fields. 

 End users: Researchers in the core communities of UoKob research 

such as Semantic Web and knowledge representation will directly 
benefit from the technologies researched and developed within the 

WeKnowIt project. In addition, researchers in other disciplines 
closely related such as multimedia will gain benefit from it. 

 

5.3  University of Sheffield (USFD) 

The University of Sheffield (USFD) has been described by The Times as 
one of the powerhouses of British higher education. The University is a 

member of the Russell Group, the twenty institutions who receive two-
thirds of universities' research grant and contract funding in the United 
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Kingdom. It is a major contributor to research, being the sixth most highly 
rated research university in the UK. USFD is participating with the OAK 

(Organisations, Information and Knowledge) group in the Department of 
Computer Science. OAK has 18 members and WIT specialises in research 

and application of Semantic and Web technologies for Knowledge 
Management. It has a current budget topping €4.5M and 6 open projects, 

including industrial projects funded by Rolls-Royce plc, Kodak Eastman 
and Lycos Europe. OAK coordinates the X-Media Integrated Project. Their 

tools for knowledge acquisition (Amilcare, TRex, Armadillo) and 

sharing/reuse (AktiveMedia, X-Search) have currently many industrial and 
academic users. Current industrial projects involve Rolls Royce, Kodak and 

the UK Environmental Agency. 

The group has an outstanding record in transferring technology to and 

consulting for companies, having produced software and methodologies 
that are being used in many research laboratories and companies in the 

UK, EU and US.  

In April 2008 the group has spun out K-Now (www.k-now.co.uk), a 

company for the commercialization of its technologies for semantic 
searching (K-Search) and supporting distributed communities (K-Forms). 

Moreover, USFD has recently established an Institute for Cognitive 
Informatics (ICON), to bring together and support Sheffield's 

multidisciplinary strengths in Language, Speech and Hearing research. 
ICON will provide infrastructure for collaborative research, internally and 

with external partners. The USFD community in these fields is one of the 

largest and strongest worldwide: ICON brings together more than 40 
academics across 7 Departments and 5 Faculties.  

Identification of exploitation opportunities 

USFD has a natural route to exploitation of project results through the 

Sheffield University Enterprise Ltd. For example, at the moment, one 
patent and one spin-off company are being generated by the activity on 

searching done in previous publicly funded projects.  

USFD dissemination activities aim at providing awareness of the project 

and its results, both to the internal audience, the scientific community and 
the potential business users of the outcomes of the project.  

USFD will also participate in demonstrations at specific industrial events 
about knowledge management and decision support. USFD can also 

organise demonstrations at potential user sites to exploit preliminary 
results. 

Among the primary target groups for dissemination are:  

 The Knowledge Management scientific and industrial communities;  

 The Semantic Web scientific and industrial communities;  

 The Multimodal UI scientific and industrial communities  
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 Venture capitalists and investors in the field of advanced 
technologies as main target for exploitation of the most innovative 

parts of the technology;  

 Standardisation bodies related to the fields of Semantic Web, 

especially for the parts related to the extension of existing standards 
to support project related activities;  

In details, some exploitation opportunities for USFD are: 

1 Integrate and Distribute any exploitable algorithm or application in 

the Open Source Community 

2 Protect the intellectual property that is generated by USFD 

3 Commercially exploit any suitable algorithm or application via the 

University Spin-Off company. 

 

5.3.1  Description of exploitation opportunities 

Opportunity 1: Integrate and Distribute any exploitable algorithm 

or application in the Open Source Community 

 Description: Any exploitable algorithm or code can be integrated 

with pre-existing platforms, standards and application in the Open 
Source Community. 

 Results Benefits expected: Augmenting the visibility of the 
project in the scientific community and towards the generic public. 

 

Opportunity 2: Protect the intellectual property that is generated 

by USFD 

 Description: USFD plans to patent part of the technology 
developed within WeKnowIt so it can be used in future services 

provided by USFD or spin-off companies.  

 Benefits expected: N/A 

 Actions planned for exploitation of results: Submitting patent 
applications in Europe, US, and Worldwide, depending on the 

expected impact. 

 Further additional research and development work: N/A 

 

Opportunity 3: Commercially exploit any suitable algorithm or 

application via the University Spin-Off company. 

 Description: USFD plans to commercially exploit the technologies 

developed within WeKnowIt via spin-off companies.  

 Benefits expected: Commercial exploitation and project visibility 
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 Further additional research and development work: N/A 

 

5.4  University of Karlsruhe (TH) (EMKA) 

As one of nine universities in Germany, who have won the national 
Excellence Initiative, the profile of Universität Karlsruhe is determined 

primarily by the technical and natural sciences. These academic disciplines 
are also closely interlinked with the programs for humanities, cultural 

sciences, and economics at the university, all of which combine to lend 

this rather "technical" institution a truly universal character. The oldest 
german technical university‘s spectrum of scientific excellence on which it 

has founded and consolidated its worldwide success is further 
complemented by the architecture program, which is closely interwoven 

with engineering and the technological sciences and which is represented 
in research and teaching. Since the University of Karlsruhe is about to join 

with the Research Center Karlsruhe to become the Karlsruhe Institute of 
Technology, the profile is being extended. This also brings a clearer focus 

of research transfer and exploitation. On the institute level, many 
cooperation projects with industry are pursued, mostly based on personal 

contacts of the institute management staff. In addition, central services 
are offered by the KIT Innovation Department. New instruments are being 

established, such as the Business Club, a special communication platform, 
or the Karlsruhe Innovation Foundation, in which sponsors, but also 

investors may cooperate innovatively with the KIT. The Innovation 

Department represents the central information platform and service 
partner in the commercialization of research results. It informs partners 

from industry and science about the competences and research topics 
covered and makes available selected services in line with the innovation 

process. These services extend from patenting to technology marketing to 
specific contracting to the support of spin-offs. 

 

5.4.1  Identification of exploitation opportunities 

The major of EMKA regarding results from the WeKnowIt project will be 
the sharing of knowledge and results in the scientific community. To this 

end we will endeavour to attend conferences and submit papers to 
scientific journals. 

In concrete, EMKA exploitation will be scientific dissemination of the 
following techniques:  

1. Community Administration Platform (CAP). 

2. Community Analysis Tool. 

3. Community Visualization and Navigation. 

4. A new technique for recommendations. 
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5.5  Sheffield City Council (SCC) 

Sheffield is a city of more than half a million people and is one of the 

fastest growing cities in the United Kingdom. It lies at the southern end of 
England‘s Pennine hills, within the county of Yorkshire.  

For 700 years, the city has been at the forefront of world progress in 
metals technology. ―Made in Sheffield‖ became a brand recognised 

worldwide for innovation and quality in cutlery and tool making. In more 

recent years, Sheffield is a City which is gaining a reputation for the 
development of new technology particularly in the field IT. The City has 

also become a centre of sporting excellence. 

With over 18,000 employees Sheffield City Council is one of the largest 

employers in the city. We work in active partnership with the community 
to create a successful Sheffield with a good quality of life for all its 

residents. Sheffield City Council has achieved maximum four star rating in 
national comprehensive performance assessment tables. 

The Sheffield City Council Emergency Planning Team prepares, maintains 
and co-ordinates the City Council response to emergencies. In the event 

of a Major Emergency the department will work alongside the Emergency 
Services in an effort to minimise the effects of an emergency. The 

Emergency Planning Team was held as a model of good practice following 
the Floods in 2007. We are here to provide support and care for the 

community in a time of crisis. 

 

5.5.1  Identification of exploitation opportunities 

It is important for the marketing of WeKnowIt to demonstrate to other 
emergency responders and emergency planners the benefits to be gained 

from the WeKnowIt application. SCC will achieve this by: 

 Demonstrations and exercises for emergency response professionals 

utilizing the WeKnowIt technology, at National, Regional and Local 
level. Groups identified to date are:  

o Core Cities Emergency Planners  

o Yorkshire and Humber Emergency Planning Officers  

o Emergency Response Partners e.g. Police, Fire and Ambulance 
through the Local Resilience Forum  

o Local Authority Emergency Planning professionals  

o Emergency Planning Society  

 SCC will submit articles to professional emergency response 

publications.  
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 Business opportunities  

o SCC will provide opportunities to demonstrate the new product to 

enable emergency responders to compare and contrast old 
systems against the new technology. This will be achieved 

through a number of exercises, culminating in a large scale live 
multi-agency exercise based on a flood scenario.  

 Exploitation: 

1. Opportunity 1: Presentations to raise awareness and benefits of 

new technology. 

2. Opportunity 2: Exercises to demonstrate the benefits to be 
gained from the new technology 

3. Opportunity 3: Publications  

 

5.5.2  Description of exploitation opportunities 

Opportunity 1: Presentations 

 Description: presentations to raise awareness and benefits of new 
technology 

 Timetable: On-going 

 Sector(s) of application: Emergency Responders and Emergency 

Planning Professionals  

 Benefits expected: To show how WeKnowIt technology can assist 

in responding to and managing emergencies. To provide feedback to 
project partners  

 End users: Times saving, cost saving, better decision making  

 Owner/Proposer: Owner 

 Partner(s) involved: N/A 

 Actions planned for exploitation of results: Reports to be 
published 

 Further additional research and development work: As the 
project develops presentations will be updated  

 

Opportunity 2: Exercises  

 Description: A range of exercises to demonstrate the benefits to be 
gained from the new technology 

 Timetable: On-going with final large scale exercise towards the end 
of the project  
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 Sector(s) of application: Emergency Responders and Emergency 
Planning Professionals and academic partners 

 Benefits expected: To demonstrate how WeKnowIt technology can 
improve the response to and management of emergencies and 

provide feedback to project partners 

 End users: Times saving, cost saving, better decision making  

 Owner/Proposer: Owner 

 Partner(s) involved: N/A 

 Actions planned for exploitation of results : Reports to be 

published after each exercise with recommendations made 

 Further additional research and development work: As the 

WeKnowIt application develops and a project becomes available for 
trailing this will enable SCC to provide valuable feed back to project 

partners  

 

Opportunity 3: Publications 

 Description: Articles to be published in professional emergency 

response journals 

 Timetable: On-going  

 Sector(s) of application: Emergency Responders, Emergency 
Planning Professionals, and academics  

 Benefits expected: To publicize the WeKnowIt technology in 
appropriate emergency response arena 

 End users: increased knowledge of and interest in WeKnowIt 

project  

 Owner/Proposer: Owner 

 Partner(s) involved: All 

 

5.6  Brno University of Technology (BUT) 

BUT is the second largest technical university in the Czech Republic. It 
comprises 8 faculties with more than 20,000 students and 2,000 staff 

members. The Faculty of Information Technology (FIT) provides education 
in the Bachelor and Master Study programs in Computer Science and 

Engineering and the Doctoral study program in Information Technology. 
Research activities include multimodal interaction, speech recognition, 

natural language processing, human-computer interaction, knowledge 
representation and reasoning, semantic web technologies, information 

extraction, knowledge mining, and technology enhanced learning. 
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FIT is involved in the international cooperation with more than 
30 research and education centres in Europe (France, Germany, U.K., 

Switzerland, Turkey, etc.), USA, Russia, India and China. We have also a 
strong support from leading industrial companies involved in IT 

development (Siemens, IBM, XEROX, ScanSoft, etc.). There are several 
spin-off companies that focus on commercialization and exploitation of 

research results in specialized domains. Phonexia Ltd. (see below) is one 
of them. 

 

5.6.1  Identification of exploitation opportunities 

The objective of the further exploitation of the project results for BUT is to 

follow the development of the advanced speech recognition modules and 
to build new services around these components. Almost all of today‘s 

products on the market are based on built-in vocabularies only. They 
usually cannot deal with ―unknown‖ words and ―non-native‖ speech; they 

do not distinguish mis-recognized from out-of-vocabulary words. When 
transferred from research prototypes to actual products, the research 

results of the WeKnowIt project can bring significant advancements in the 
domain of open-vocabulary recognition of non-homogenous speaker 

groups.  

There is a strong industrial and academic research community dealing 

with the identification of words in speech that cannot be recognized by 
standard techniques. BUT plays a leading role in this field. It is natural to 

apply appropriate means to exploit the results of the project by sharing 

knowledge in this community too. In concrete the following exploitation 
opportunities can be identified: 

1. Opportunity 1: Exploitation of the recognition technology via 
integration into Phonexia‘s products and services 

2. Opportunity 2: Sharing knowledge in the speech processing 
community specializing on the ―rich transcriptions‖ and phonetic 

search. 

 

5.6.2  Description of exploitation opportunities 

Opportunity 1: Integration into Phonexia‟s products and services 

 Description: The key aspect of the exploitation strategy lies in the 
cooperation with Phonexia Ltd. – a spin-off company led by the head 

of the speech-processing group at FIT BUT. The company provides 
speech-processing solutions for security applications, call-centers 

etc. The speech recognition technologies combining standard 

vocabulary-based recognition with phonetic search developed within 
WeKnowIt will play the major role in the next product line of 

Phonexia. 
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 Results Benefits expected: Phonexia will benefit from the new 
technology which will significantly improve the quality of their 

recognition modules, especially when applied in ―noisy conditions‖. 
BUT will strengthen its position of key provider of the cutting-edge 

speech recognition solutions.  

 Results Impact: Today, it is not possible to apply the current 

recognition technology in many areas. New solutions have a strong 
potential to change this situation and to enable easy customization 

of the recognition services in future. 

 End users: The improved accuracy of the recognition modules will 
also bring benefits to end users. It will reduce their dependence on 

the technology supplier and enable easy adaptation to new domains. 

 Actions planned for exploitation of results: The prototype 

versions of the speech recognition services developed within 
WeKnowIt has been already presented to Phonexia representatives. 

The first major demonstration is planned for M19 (M18 
achievements of the project will be presented). 

 Further additional research and development work: It is 
necessary to continue the research and development work on the 

speech recognition technology. In addition to the core recognition 
development, the development will focus on the web-service level 

which will be adapted to reflect various needs of Phonexia 
customers. 

 

Opportunity 2: Sharing knowledge in the speech processing 

community 

 Description: As an academic partner very active in the speech 

recognition community, BUT will also explore the project results by 
means of sharing the knowledge acquired within WeKnowIt with the 

industrial and academic research community dealing with the 
speech recognition in ―difficult conditions‖. 

 Results Benefits expected: The advanced mechanisms to 
distinguish mis-recognitions from out-of-vocabulary words will bring 

new insides into the potential combinations of LVCSR (Large-
Vocabulary Continuous-Speech Recognition) modules and the 

phonetic search. The community will benefit not only from the 
knowledge in the form of journal and conference papers, but also 

from better speech recognition components that are freely available 
from the speech group web pages. 

 Results Impact: BUT is already taken as a leader in the field; for 

example, it achieved excellent result in several recent evaluation 
campaigns organized by the U.S. NIST. Therefore, the WeKnowIt 
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results have great potential to strengthen this position and to open 
new links to ―key players‖.  

 End users: As mentioned above, the members of the speech 
recognition research community as well as the developers of various 

specialized solutions will directly benefit from the software improved 
by the technologies researched and developed within WeKnowIt. 

 Actions planned for exploitation of results: BUT leads a 
prestigious workshop at the Johns Hopkins University in 2009. The 

project results will be presented during this event and the 

participants from leading industrial and academic teams will have 
the opportunity to ―play‖ with the available demonstrators as well. It 

is probable that early adopters of the technology will recruit from 
this group. 

 Further additional research and development work: The 
above-mentioned workshop as well as other activities within the 

community will continue the research in the domain and verify the 
scientific results by developing new recognition solutions. BUT will 

strongly participate in the further exploitation activities.  
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6 Conclusions  
The purpose of this deliverable is making an initial description of the 

exploitation possibilities for the WeKnowIt project.  

In order to provide a solid basis for the exploitation of the WeKnowIt 

project results and to predict the market conditions in which WeKnowIt 
based products, systems and services will be exploited, this document 

performs a market analysis. The market analysis considers the specific 
characteristics of the WeKnowIt user profiles and the specific technologies 

in which WeKnowIt project is based and tries to identify potential market 
sectors and sub-sectors targeted by WeKnowIt. Therefore, first the 

WeKnowIt related technologies (Web 2.0, Web 3.0, Collective Intelligence) 
were described followed by user and relevant market sectors analysis. The 

WeKnowIt use cases in the fields of commercial travel 
guides/organizers, and ER management were examined in more 

detail leading to WeKnowIt market placement and differentiation points 

compared to competitors. 

After conducting the market analysis, the deliverable presents a business 

model that can provide the commercial viability for WeKnowIt. First, 
relevant issues like important stakeholders, pricing and revenues and 

promotion are described and then an external environment analysis of 
STEP factors has been performed where a number of obstacles and 

risks have been identified. Finally, an initial more specific business 
proposal for the Consumer Social Group Study is specified taking into 

account the WeKnowIt requirements and opportunities. 

Finally, the initial plans prepared by each partner of the consortium with 

the aim of exploiting the results of the project in their commercial or 
academic activities are presented. 

The exploitation plan will be revised and updated in subsequent project 
periods, in order to benefit from new information as it emerges, and also 

based on technology developments in the project which will point towards 

additional and more specific opportunities. 
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A.  ANNEX 

A.1 Analysis of business models used by the top 

Web apps 

In the section 2.1 we have presented the analysis of the business models 

of the 100 most popular Webs 2.0. In this section, we have wanted to 
include other possible business models used by top Web apps.  

The chart below shows the results of the survey [Zam09] realized from 
―Webware 100 Top Web Apps for 2008”. In the chart 34% use 

Advertising, 12% a Variable Subscription model, and 8% each for Virtual 
Products (typically digital downloads), Related Products (typically a large 

software company offering a free product to attract you to their platform) 
and Pay-Per-Use.  

In the chart below, the most of them variations of ad-supported Free and 
Freemium, showing the largest segment (ITA) is ad-supported, the second 

largest (ISV) is Freemium. After that, is referral (ITR) and then the sale of 

virtual goods (IPV), such as the gifts in Facebook. 

 

Figure 30: Business models used by the top Web apps 

 

Business Models 

This section shows the most popular models used by web site/application 

to generate money. These models are not mutually exclusive. Mixed 
hybrid models are usually considered too.  
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 Model Variation Notes 

I Immediate Revenue 

Models for generating regular income, cash-flow 

(‗Self-Sufficient‘ models) 

I.S Subscription  

Charge the end-user a regular, recurring fee. 

Consider: 

 Minimum contract lengths 

 Buy X (days/months/weeks) get Y (d/m/w) 

free 

 First X (d/m/w) free (‗Trial period‘) 

 Discount periods 

 Pay to remove adverts 

 Pay for additional (‗premium‘) content 

 Pay for API/advanced features 

 Pay for support subscription 

I.S.F  Fixed 

A single, fixed subscription cost (e.g. to access an 

online magazine or a specific service). 

I.S.V  Variable 

A number of fixed-price subscriptions are available 

to the end-user; fee dictates feature/usage 

limitations, etc. This includes the ‗Freemium‘ 

model; a (usually limited) ‗free‘ option alongside 

one or more paid options. 

I.T 

Third-Party 

Supported  

The end-user receives the service for free; a 

third-party pays the fee for a returned service. 

I.T.A  Advertising 

One or more third-parties place clearly defined 

adverts within the website/application. Variations 

of adverts include graphical banners, text, inline, 

pop-over, interstitial, etc. Normally charged by 

cost per click, cost per action, or cost per 

thousand impressions. 

I.T.S  Sponsorship 

One or more third parties become the ‗official‘ 

sponsor(s) of the website. This could include fixed 

(non-rotating, typically prominent) adverts, 

integration of third-party branding (colours, 

slogans) and/or licensing agreements. 

I.T.C  

Paid 

Content 

Advertorials: third-parties pay to include 

marketing-led content on the website. 

I.T.P  
Paid Third-parties pay to be included in lists or in the 
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 Model Variation Notes 

Placement application (e.g. comparisons, reviews, 

entertainment listings). 

I.T.R  Referrer 

End-users are directed to third-party sites, which 

pay a fee to the website owner for any referred 

transactions (e.g. comparison sites). 

I.T.L  

License 

Content 

Third-Parties are given access to re-use the 

content from the web-site for their own purposes. 

I.P Payments  

The end-user makes individual, ad-hoc 

transactional purchases. 

I.P.U  Pay-per-use 

Micropayments: the end-user is charged a fee to 

use an online service (one-off, or for a limited 

time). This includes the 'brokerage' model, where 

user(s) are charged a fixed-price or percentage 

per transaction (e.g. ebay). This also includes the 

purchase of ‗credits‘ e.g. 10 uses of the service for 

a fixed cost. Discounts can be offered for bulk 

purchases. 

I.P.P  

Physical 

Products 

The typical e-commerce model; includes books, 

CDs, holidays, tickets, etc. Typically each ‗physical 

product‘ has a non-arbitrary cost associated with 

its production. 

I.P.V  

Virtual 

Products 

The end-user purchases a ‗digital‘ product that 

typically has a negligible cost of replication. This 

includes virtual gifts (e.g. Facebook), in-game 

items (e.g. World of Warcraft), and other virtual 

assets (e.g. land in Second Life). 

I.P.R  

Related 

Products 

The end-user has free access to the main 

product/service. An additional, optional charge is 

made for related ‗added value‘ products/services, 

e.g. documentation, support, commercial 

versions, related iPhone or Android application, 

etc. 

I.P.D  Donations 

The website relies on voluntary end-user 

donations (e.g. a ‗Tip Jar‘). 

L Long-Term Revenue 

Strategic, ‗Invest and Reward‘ models where costs 

are incurred initially for a longer-term ‗pay off‘. 

L.E 
Establish 

 Attract a substantial audience before monetizing. 
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 Model Variation Notes 

and Exploit 

L.E.R  

Re-use/Re-

sell 

Re-sell/re-use the data/content, usually from User 

Generated Content websites e.g. create books, 

posters or other purchasable products from 

data/content created on site. 

L.E.P  Platform 

Establish a platform, then charge for third parties 

to participate once an audience has been 

established e.g. iPhone. See also Facebook. 

L.E.B  Branding 

Build a ‗personal brand‘ for yourself/your 

company. Once awareness is raised, go on 

Conference/Workshop/‗Expert‘ circuit, or release a 

book, etc. 

L.S Sell/Exit  

Create a popular application/website, then make it 

someone else‘s problem to monetize e.g. YouTube 

Table 11: Web apps´ Business Models 

 

Meta-Models 

The following business models can be applied in addition to most of the 

basic revenue models described above. 

 Model Variation Notes 

M.R 

Revenue 

Share   

End-users are offered a cash incentive to make the 

website/application generate revenue, by sharing a 

percentage of revenue with them (usually based on 

their personal referrals or popularity of their content). 

M.R Re-Seller   The end-user can re-sell the online service. 

M.R.A   Affiliate 

The end-user is paid to direct customers to the 

website, typically by listing/selling the 

products/services elsewhere. 

M.R.W   

White 

Label 

The end-user can brand/tailor the online service and 

re-sell it as their own (typically taking a percentage of 

the generated revenue, or paying a fixed subscription 

cost to the original service). 

Table 12: Web apps´ Meta-Models 

 


