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Background of our study 

•  People are becoming increasingly interested in 
contributing  

•  Living Labs supports this process  
•  Social media support Living Lab and innovation 

activities independent of location and “time” 
•  Unresolved challenges 

–  Mobility of social software makes it difficult to maintain 
communities 

–  Not enough knowledge on motivational factors that 
influence users 

–  Both instrinsic and extrinsic motivations are important 



Aim of the paper 

•  The aim of this paper is to investigate what 
affects users productivity and co-creativeness in 
Living Lab activities supported by social media 



The SociaLL project 

•  Focus:  
–  Social software for SME Living Lab co-

creation 
–  Social software for existing Living Labs 
–  Tools and processes for recruitment and 

maintenance of user communities 

•  Partners:  
–  Sintef (RECORD Living Lab) 
–  Botnia Living Lab 
–  Halmstad Living Lab 
–  Copenhagen Living Lab 

 



Our view of Living Labs 

A Living Lab is a user-
centric innovation approach, 
built on realistic activities 
and research where all 
relevant partners are 
involved in open processes, 
with objective to generate 
sustainable values for LL 
partners and stakeholders 
(Bergvall-Kåreborn, Ihlström 
Eriksson, Ståhlbröst & 
Svensson 2009). 



What is motivation and why is it 
important 

•  Motivation consists of an end and a means 
•  Motivation arises from the interaction between 

motives and incentives  
•  Motives represent a persons willingness to act 
•  We experience motives individually and are 

motivated individually 
•  Each motivator is bounded to a specific situation 
•  Intrinsic and extrinsic motivations 



Motivation to engage in LL 

•  Learn something new 
•  Test innovative products and services 
•  Curiosity 
•  To win something 
•  Be entertained 
•  Possibility to influence societal development 



Methodology 

•  3 different media cases where the users were 
invited to give feedback on media solutions via a 
social platform (320 users participated) 

•  Incentives was earning points – money 
•  Contributed during a two weeks period 
•  Post factum questionnaire two weeks later 
•  78% response rate 



Results 

•  Interest in the motivation had a significant impact 
on both user productivity and user co-
creativeness 

•  Explicit benefit of the study had a significant 
impact on participants productivity 

 



Results 

•  Usability of the social software is a better 
predictor of participants productivity than 
motivators 

•  Usability is also a predictor for users co-
creativeness in social media 

•  However, usability does not determine users 
willingness to participate in the study 



 
 

Thank you! 


