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Biography

Prof. Dr. Jacob van Kokswijk www.kokswijk.com
• research professor University of Twente (NL)
• researcher University of Strathclyde - Glasgow 
• imagineer Fontys University - NetherLands
• lecturer MBA Crossmedia - Netherlands
• researcher Capgemini University - Paris
• adjunct professor Kaist University – Daejeon

Experiences: Multi Media, HCI, Computer Science, 
RF, Virtual Reality, Telecommunication, Law, 
Social Psychology, Human Behavior in new media



October 18 th, 2006 Jacob  Van Kokswijk @ Yonsei University

Agenda, Context, Definition

• Context and Definitions
• User Content as Enabler for Cross Media
• Multi channel cross media platform case
• Sharing competes with Licensing
• Future to hybrid reality (interreality)
• Conclusions 



October 18 th, 2006 Jacob  Van Kokswijk @ Yonsei University

What is User Content

• User Content is generated by the User self 
and can consist of all kinds of formats and 
all kinds of media  (text, image, sound, file, 
audio-visual; electronic or physical 
captured) 
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User Content - websites
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User Content - weblogs
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User Content - webcast
• 1996 
• Jennifer Ringley
• (20 jr., IT-student)  
• Universiteit Harrisburg
• (Pennsylvania, USA)
• ‘Life as Art’ webcast
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What is cross media

Cross media communication
• is communication where the storyline will invite 

the receiver to cross-over from one medium to 
the next. 

• Enables to transform from one dimensional 
communication (sender -> receiver(s)) to 
multidimensional communication (sender(s) <-> 
receiver(s)).

• Results in a total experience of media.
• Examples are: Pop Idol, Big Brother
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Cross Media Platforms

• Good cross media communication will 
enhance the value of communication: The 
level and depth of (message) involvement 
will be more personally and therefore more 
relevant and powerful. 

• Financial profits can be gained through 
equal costs for the same communication 
effects with single medium.

• Costs for communicating can be shifted 
from sender to receiver if the story is 
attractive enough for the receiver to want to 
interact with it.
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Cross Media platform Community Consumer Value Flows
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Drivers Cross Media Developing

• Trials + Experiences www.Endemol.com
media productions (f.i. www.BigBrother.tv )

• Active media production environment
• Advanced cooperating Multi channel 

environment   Television+Internet+Mobile
• Narrowcast experiences (weblog, podcast) 
• Contribution to the 1st Cross Media MBA 

course   http://www.crossmediamba.nl/ by:

• Endemol, Ericsson, Nokia, Broadcasting, MTV Networks, Game Capital, 
Newspapers, Vodafone, T-Mobile, KPN, UPC, Publishers, Universal Music, 
Reed Business Information, Bertelsmann, United Broadcast Facilities
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The end of traditional content

• Traditional content, like advertising, led by the  
30-second television or cinema spot, is dead. 

• Consumers are now serious content providers.
• Interactive session about alternative marketing 

practices such as: 
– on-demand viewing, 
– viral marketing, 
– gaming, 
– branded entertainment, and 
– experiential marketing, 

which offer fresh approaches to engaging 
consumers and developing new advertising 
solutions. Free content is one of the components.
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Topics Cross Media + Content

• User Generated Content as Enabler for 
Cross Media Platforms.

• A case of a multi channel cross media 
platform, where the user generated  
content is the driver of the platform, and 
generates also profit.

• ©Give away, take away© competes with 
Intellectual Property.

• Take-off run to hybrid reality (interreality) 
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Reasons to share content

Users want 
• to express themselves (ideas, creativity)
• to share their interests (to socialize)
• to share their experiments (to learn)
• to get attention (or reaction)
• to market themselves (transactions)
• to organize protest (objection)
• to elicit information (investigation)
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Content Creation

Basic points:
• Easy and cheap creation (‘quick and dirty’)
• Mix of generated and reproduced content
• Freely link to each other 
• Freely copying (drag & drop/copy & paste)
• Primary focused to own view/experiences
• Secondary focused to social contacts
• Not for profit (however some start up)
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Cross media transformation 1

Yellow Pages directories business
• Change in Consumer communications habits 

drives companies like this to enter new channels 
with innovative content and services.

• World Directories is transforming itself 
from a print to a cross media powerhouse.

• Searching for contact information results in 
guided information with ‘invitation’ to next 
steps by other media, finally in direct 
contact to the Y-P business partners.
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Cross media transformation 2

Beer brand Heineken
• After being a major advertiser Heineken 

also runs its own television network in 
clubs, organises games and contests, 
hosts major music events and supports hip 
hop artists. 

• Heineken moves from push to pull
• New media roles an advertiser like 

Heineken can play. 
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Cross Media Entertainment

Christy Dena  http://www.christydena.com/

» http://www.cross-mediaentertainment.com/
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Feature Films and Virtual Worlds 

http://www.thelordoftheringsonline.com/index.php (beta-version; release in Spring 2007)

Other examples:

Matrix
Flyboys
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Virtual Reality 3D Bleep Plaza 
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Virtual Reality and books/comics

Well of Tears by

Cecilia Dart-Thornton

Magic Book - HIT Lab New Zealand

Age Invaders MXR Mixed reality lab Singapore
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MTV’s Virtual laguna beach
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User Content in Virtual Worlds

• Virtual worlds like SL, There, Active Worlds, 
etc. allow anyone to persist the story/game 
they love. Users create content themselves.

• Emerging trade of user created content
• Before, Sims-online users create sims of 

worlds they admire.
• Shareware was already user created

and widely spread (like Linux) 
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YouTube™ – Broadcast Yourself 
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BigBrother case (Endemol)
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Digital content chain

http://www.acten.net/
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User content abused?
Marketing for the People, by the People, of the People …
Audience Participation or simply Consumer Empowerment ?

• In elaborate cross-media campaigns called Alternate Reality Games (ARGs), Microsoft and 
Audi allow consumers to co-create launch communication (f.i. Xbox console game Halo 2, the 
A3 compact). 

• Nike drives demand with interactive billboards that let consumers personalize advertising with 
their cell phones. 

• The Tate museum in London is boosting attendance by inviting visitors to participate in 
labeling exhibits. 

• New Line Cinema stimulates box office sales by giving fans a say in movie production 
decisions (e.g., The Lord of the Rings). 

• Brewtopia, the Australian beer company, and Kaiser beer in Brazil invite customers to vote on 
product packaging and marketing.

• Staples, the office supplies retailer, and home furnishings giant IKEA drive demand by 
allowing customers to suggest and vote on innovation ideas. 

• The Finnish football (soccer) team PK-35 boosts match attendance by allowing fans to vote 
on player positions and strategy by SMS. 

• Sears department stores create word-of-mouth advocates for their Portrait Photo Studios by 
inviting opinion leading moms to shape their marketing. 

• MTV drives traffic to its Web site by allowing fans to generate content for its promotional 
"starzine." 

• Lonely Planet travel books and the online Virtual Tourist service improve loyalty and boost 
advocacy by allowing travelers to update and revise travel reviews.
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Who is the content owner ?
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Q-Rating of User Content

www.wipo.org

A WIPO method and system for constructing, applying and distributing ratings of users, 
user-contributed items, groupings of related user-contributed items and other items in a 
network environment. Users rate each instance of one user interacting with other users. 
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Sharing vs Licensing

Licensing regulating 
free content is 
contradictionally
to open access :

• Open content 
access means 
sharing content 
for involved users

• Limited content 
access means 
licensing for the 
passive users
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Free content vs. Licensed stuff

• Interact with the show (give the power to the audience).
• Live users access to exclusive content not seen on TV

(unused content exclusive on internet through a club). 
• Make the show even more known

(to keep the users in touch with the show).
• Increase users’ loyalty

(stimulated by a fan club and viral games).
• Recreate the atmosphere

(Levy the atmosphere of the show to another medium).
• Continue the show on the web 

(Use the TV show to drive the other devices).
• Enhance the Watching experience 

(Stimulate simultaneous use of media). 
• Use multiple devices 

(to increase the number of revenue streams).

This is only 
Marketing
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Take-off run to hybrid reality

• Cross media with virtual reality emerges to 
hybrid reality (interreality)
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Interreality

See my lecture Inter-reality; live in 2 worlds
Yonsei last year, 3rd seminar 19-10-2005

(Hybrid perception of both worlds
Physical and virtual windows in each room
Challenges of online interactivity
Identity in Inter-reality)
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Conclusions

• User Generated Content is the main 
Enabler for Cross Media Platforms

• User Generated Content is the driver of 
the platform, and generates also profit.

• ©Give away, take away© competes with 
Intellectual Property, and seems to win. 
Licensed content will be discounted.

• Booming Cross Media platforms drives 
take-off run to hybrid reality (interreality) 
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Happy End

Cross media 
upside down !

www.kokswijk.com
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At the University of Twente, he is carrying out research into the Behavior 
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Dr. Van Kokswijk is board member of the International Telecommunication 
Users Group (INTUG) and member of the Next Generation Networks 
Initiative and was leader of EU’s ISTMobile User Requirements Workpack. 
Furthermore he is author, editor and columnist of several magazines.

Free download of  my book ©Hum@n‘ URL: http://www.kokswijk.nl/hum@n.pdf

All my models and publications are free to use and share, but copyrighted,     
so you have to quote and refer me in conformity with academic rules.

Copyright 2006: Jacob van Kokswijk URL:  http://www.kokswijk.com


