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This deliverable primarily reports on MARCONI’s functional prototyping and piloting activities                     
that have been conducted between M18 and M24 of the project lifecycle. The described                           
piloting activities span continuations of pilots that were already started prior to M18 (and were                             
hence tentatively discussed in D4.2) as well as totally new pilots that were launched after the                               
delivery of D4.2. The deliverable also describes two workshops that steered technical                       
development efforts in order to warrant timely pilot deployment. Also covered by the                         
deliverable are an updated legal audit of conducted piloting activities (including an update on                           
privacy-related best practices), a discussion of MARCONI’s positioning in European and                     
regional “Fake News” legislation, and a discussion of our preparatory efforts towards                       
launching the MARCONI open piloting activities (which are scheduled to start in M25).   
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EXECUTIVE SUMMARY 
 
Given that MARCONI leans heavily on User-Centered Design (UCD) principles, piloting                     
activities and evaluations have played a pivotal role in MARCONI’s technical development                       
process. This deliverable chiefly reports on the piloting activities and functional prototypes                       
that have been implemented (and, where applicable, evaluated) since the delivery of D4.2                         
“Piloting activities and evaluations v1” in M17 (i.e., January 2019). These pilots and prototypes                           
encompass continuations of previously initiated efforts as well as new initiatives that have                         
been launched after January 2019. In particular, the piloting continuations covered by this                         
deliverable are the following: 
 

● Chatbot - NPO Radio 5: The chatbot pilot for NPO Radio 5 kept on running on all                                 
webpages of the NPO radio 5 website until Summer 2019, with improved intents and                           
novel offloading functionality to bring listeners in contact with human editors in case                         
the chatbot was not able to answer their question. The chatbot has been quantitatively                           
and qualitatively evaluated over a period of four weeks. The quantitative figures reveal                         
that over 700 listeners used the chatbot on the NPO Radio 5 website, resulting in a                               
total of 1855 submitted messages. Although there was a decent percentage of                       
successful conversations, unfortunately also a lot of messages were not understood or                       
not answered well by the chatbot; qualitative feedback, compiled from the responses                       
of nine listeners who participated in an online survey, revealed this to be the main                             
source of frustration for listeners. 

● App The Studio | Studio Messenger: The “App the Studio” prototype described in D4.2                           
has evolved into an editorial dashboard called “Studio Messenger”. The dashboard                     
classifies incoming listener messages in so-called lanes; this classification can happen                     
either manually or automatically (e.g., keyword-driven). At the time of writing, the                       
Studio Messenger pilot is still ongoing, with the pilot steadily being extended with new                           
functionality. 

● Search Tool: VRT has continued working on a visual radio production tool to search                           
through the messages that listeners have exchanged with the radio station. The                       
Search tool has been evaluated over a period of two months by the editors of VRT’s                               
Studio Brussel and MNM radio stations. This evaluation uncovered the desire from                       
radio editors to (manually) answer common listener questions in bulk (i.e., send the                         
same manually produced message to multiple listeners at once), which led to the                         
integration of this feature in the Search tool. 

● Chatbots for Answering Common Questions: This pilot explores to what extent the                       
radio production team can be relieved by deploying chatbots that automatically reply                       
to frequently recurring questions from listeners. As of 2006, Flemish radio station                       
Studio Brussels organises the yearly charity event Music for Life, as part of the                           
“Warmest Week”. Studio Brussel calls on their listeners to set up a campaign for a                             
cause that lies close to their hearts. Since 2015, these campaigners have their own                           
app, which enables them to share their story and better connect with their radio                           
station. Behind this app lies the technology of MARCONI. We developed the chatbot                         
“Flammie” which provided first line support in this app which reduced considerably the                         
workload of the radio station. Only when Flammie was not able to answer a question, it                               
was forwarded to the editorial team itself.  

● User-Generated Storytelling: Listeners nowadays sometimes like to share visual                 
user-generated content with the radio station (i.e., photos and videos). As such, radio                         
stations have the opportunity to deploy this content in social media as a way to                             
co-create stories with listeners. In this pilot, which is a continuation of the “Interactive                           
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Storytelling via Radio for Elections” pilot described in D4.2, VRT is exploring how                         
(radio) editors can curate user-generated visual content in an easy and fast way for                           
participatory storytelling. The resulting editorial tool has been shared with VRT’s TV                       
production department, where it was exploited and evaluated as part of a daily                         
info-tainment show over a period of eight months. The evaluation has proven the                         
viability and appeal of a participatory media format that relies on user-generated visual                         
contributions from consumers. At the same time, the evaluation has uncovered that                       
positive effects are associated with participatory media production (e.g., in terms of                       
engagement) for both consumers (i.e. viewers) and producers. 

● Lively Environment: This pilot explores how large screens, with which radio studios are                         
commonly already equipped, can be exploited to visualize interaction-related                 
information like user-generated content or poll results, with the aim of enhancing the                         
overall visual experience of digital radio. 

 
On the other hand, the following enumeration details the newly launched pilots and functional                           
prototyping efforts that are described in this deliverable: 
 

● NPO Crypto pilot: This pilot investigates the opportunities and benefits granted by                       
integrating a chatbot in the Studio Messenger pilot (see previously), specifically in the                         
context of the NPO Radio 4 crypto contest (i.e., a daily cryptic puzzle which listeners                             
need to solve to win a prize). Like with other chatbot integrations, the goal is to                               
automatically answer common questions and to handle recurring interactions (i.c.,                   
regarding the NPO Radio 4 crypto contest) in NPO’s app messaging service, in order to                             
relieve the workload of employees while keeping listeners engaged. Over 90% of the                         
total NPO Radio 4 message traffic concerns the crypto contest between 07:00h and                         
09:00h on weekday mornings, so it is clear that deploying a crypto-supporting chatbot                         
holds great value. 

● 3FM Serious Request Chatbot: During the 2018 edition of 3FM Serious Request, it has                           
been empirically established that users sometimes get lost on the website of the                         
charity event while trying to create a campaign or while trying to deposit a donation for                               
a good cause. The chatbot could help such users to find their way, thus increasing                             
conversion on both KPIs (i.e., number of created campaigns and number of donations).                         
This pilot is poised to be launched in December 2019 (i.e., during the 2019 edition of                               
the Serious Request charity event). 

● RadioManager Plugins: This pilot realized the integration of MARCONI UI components                     
into PLUX’s RadioManager software in order to facilitate radio show production. This                       
particularly involves the MARCONI Search Plugin and the MARCONI Chat Plugin. A                       
preliminary subjective evaluation involving an editor from VRT’s Studio Brussel radio                     
station has yielded positive feedback and some suggestions for improvement, which                     
will be looked into in the coming six months. 

● User-Curated Radio Show (UCRS): A functional prototype that seeks to strike a middle                         
ground between the extremes of traditionally populated versus fully listener-curated                   
radio playlists. In particular, in the UCRS radio show format, listeners can vote for songs                             
they want to hear on radio (e.g., within the confines of certain musical niches), can                             
attach a voice snippet to each of their song choices, and are notified if their snippet                               
and / or selected song(s) is aired. Based on listener input, professional radio producers                           
can draft, with relatively little effort, a compelling playlist that interweaves music with                         
spoken comments from listeners that pertain to the aired songs. The UCRS radio show                           
format hence explores an innovative form of asynchronous radio co-creation. The                     
UCRS prototype is yet to be evaluated, which is planned to happen in the coming six                               
months, in parallel with the MARCONI open pilots. 
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● Automated Analysis of Spoken Listener Input: The use of asynchronous verbal listener                       
input is not prevalent in contemporary participatory radio production, even though it                       
clearly could hold value in rich radio storytelling. This might be explained by the                           
practical and economical impediment that such input needs to be verified not only                         
textually (i.e., in terms of the contents of the listener’s spoken message), but also on an                               
acoustic level (e.g,, the presence of annoying background noise in the submitted audio                         
clip). It stands to reason that this double layer of verification puts additional strain on                             
the production team compared to purely textual listener interaction. This functional                     
prototype explores the use of automation to keep the processing overhead for the                         
production team at bay. This automation takes the form of, for example, keyword                         
extraction, sentiment analysis and acoustic event detection. The functional prototype                   
has been preliminary evaluated via a data set shared by NPO (consisting of 200 voice                             
clips from NPO listeners) and has been converted into a MARCONI service which will                           
be evaluated more thoroughly as part of future piloting activities (both within the                         
consortium and as part of the open pilots). 

 
To guarantee that the technical development of the pilots described in this deliverable                         
remained on schedule such that these pilots could be delivered on time, two intra-consortium                           
workshops were organized (i.e., respectively in March and May 2019). The first workshop was                           
somewhat high-level, open and less committing, whereas the second workshop was very                       
focussed and resulted in concrete delivery deadlines for individual technical features. The                       
methodology and outcomes of these workshops are also described in this deliverable. 
 
In terms of legal analysis of processing activities conducted via PLUX’s PriVaults system, it is                             
concluded that neither the media nor the technical partners are able to request an excess of                               
user data from the system via their allocated processing purposes. Through this model, the                           
responsible partners are able to not only compliant with the principle of data minimisation                           
(“adequate, relevant and limited to what is necessary in relation to the purposes”), but also                             
with the fairness and transparency principle (“processed lawfully, fairly and in a transparent                         
manner in relation to the data subject”) as well as the principle of purpose limitation (“collected                               
for specified, explicit and legitimate purposes”), as stipulated by the GDPR. 
 
This deliverable also treats the issues of “Fake News”, “disinformation” and “Hate Speech”.                         
The rise of the Internet and that of Social Media have allowed for disinformation campaigns                             
with greater impact than previously known, this way revealing a darker side of the Internet.                             
There exist legal frameworks and measures against these phenomena both on the European                         
and national level. In particular, to advise on EU policy initiatives to counter fake news and the                                 
spread of disinformation online, a high level group on fake news and online disinformation                           
(HLEG) has been organised. The HLEG had specific attention for “digital media and platform                           
companies”, which serve as both enablers and gatekeepers of information and which can be                           
harmfully harnessed by purveyors of disinformation. At the same time, the EU has launched                           
the Media Pluralism Monitor initiative, in the believe that Europe is faced with increasing risks                             
that might undermine media pluralism as well as the safety of journalists. In terms of national                               
legislation, some of the EU member states (i.e., Germany, Sweden and Austria) already have                           
countermeasures in place to tackle fake news. Germany’s “Network Enforcement Act”, for                       
example, mandates telemedia service providers to evaluate whether content, which has been                       
reported to be unlawful, is subject to removal or whether access to the content must be                               
blocked. Since the MARCONI software itself will not provide a platform for users to exchange                             
information, the measures taken by its technical design focus on supporting the editorial team                           
of the radio station to select user stories that are not part of a disinformation campaign. It is                                   
the responsibility of the editorial team that such selections happen in accordance with the                           

Page 6 of 77 

©Copyright UHasselt and other members of the MARCONI consortium 



D4.3: Piloting Activities and Evaluations v2 | Public 

“responsible journalism” guidelines (cf. European Convention on Human Rights (ECHR) case                     
law). In the future, it would be possible to integrate innovations such as AI-supported                           
fact-checking in the MARCONI system. 
 
Finally, this deliverable will shed light on our preparatory steps towards MARCONI’s open                         
piloting phase, which is scheduled to start in M25 (i.e., in September 2019, immediately after                             
the delivery of this deliverable). Our efforts in this regard have focussed on (a) performing a                               
market analysis (e.g., with respect to the needs and expectations of radio stations), and (b)                             
creating awareness of the MARCONI platform among potentially interested extra-consortium                   
parties (e.g., by tapping into the professional network of consortium members and by                         
attending numerous trade shows), with the aim of convincing such parties to participate in the                             
open piloting phase. It is our assessment that this exercise has been a positive one, in that it                                   
yielded a number of leads and even (semi-)concrete commitments from extra-consortium                     
parties with respect to participation in MARCONI’s open piloting phase. 
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1 Introduction 
This document incrementally reports on the WP4 activities that have been conducted since                         
the submission of D4.2 “Piloting activities and evaluations v1”. Stated differently, the                       
information communicated in this deliverable pertains to the period February - August, 2019.                         
The WP4 activities that have been implemented in this period (and which are hence discussed                             
in this deliverable) are the following: 
 

● Two intra-consortium timeline workshops (i.e., with respect to the planning of technical                       
developments) have been hosted 

● Ongoing pilots have been continued 
● New piloting activities have been initiated 
● New functional prototyping efforts have been initiated 
● Pilots and prototypes have been quantitatively and qualitatively evaluated 
● The legal assessment and privacy-related best practices for the MARCONI pilots have                       

been updated, with attention for tackling fake news and disinformation practices 
● Preparatory arrangements have been made for MARCONI’s upcoming open piloting                   

phase 
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2 Sustained Pilot Planning 
To plan the technical development efforts needed to keep MARCONI’s intended piloting                       
activities on schedule, two intra-consortium workshops have been organized. These                   
workshops were tied to the MARCONI plenary meetings in respectively Graz (March 12th,                         
2019) and Brussels (May 28th, 2019). The first workshop was somewhat high-level, open and                           
less committing, whereas the second workshop was very focussed and resulted in concrete                         
delivery deadlines for individual technical features. 

2.1 Piloting Timeline Workshop 

OBJECTIVES & METHODOLOGY 

The objective of this workshop was to refine the MARCONI piloting activities by creating a                             
timeline for the required supporting technical developments. As such, the workshop aimed to                         
steer MARCONI’s technical implementation by scheduling the release of the right functionality                       
at the right moment in the project lifecycle, such that the envisioned MARCONI pilots could be                               
deployed as planned. Conversely, from the perspective of the technical partners, the                       
workshop provided these consortium members with concrete ideas about what needed to be                         
done before M24, manifested in the form of a prioritized execution plan that addressed                           
dependencies between partners. 
 
The workshop’s methodology consisted of three phases: “Setting the stage” (40 minutes),                       
“Priority and responsibility” (20 minutes) and “Creating the timeline” (45 minutes). The first two                           
phases were executed in small groups (Group 1: Werner, Susanne, Felix, Nikki ; Group 2:                             
Aleksandra, Alex, Rik, Cas ; Group 3: Mike, Dennis, Lisette, Georg), whereas the last phase was                               
conducted in a plenary fashion. Some pictures of the first two phases of the workshop are                               
shown in Figure 1. 
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Figure 1: Intra-group discussion during the “Setting the stage” and “Priority and responsibility” 

phases of the Piloting Timeline Workshop. 
 
The initial “Setting the stage” phase was inspired by the Jobs to Be Done paradigm . In                               1

particular, the three individual groups were asked to apply the catchphrase 
 
“When [situation], 
I would want to [motivation], 
so that [expected outcome]” 
 
to five concrete MARCONI-related topics: messaging, automation, search, analytics, and                   
privacy. The workshop moderator made sure that each topic received an equal portion of time                             
(i.e., approximately 8 minutes per topic). To prime the mindset of the consortium members,                           
they were presented with the following (fictional) example in the context of the messaging                           
topic: 
 
“When a message is received containing a band name, 
I would want to tag this user with that band name, 
so that this user later could be targeted more specifically” 
 
The identified “jobs” from the “Setting the stage” phase were then prioritized and allocated to                             
consortium members in the “Priority and responsibility” phase. In particular, the individual                       
groups were tasked to assign a responsible partner to each identified job and also to assign a                                 
priority to it (low, medium, high). Finally, the groups were also asked to think about hard                               
requirements with respect to the identified jobs and their embedding “stories”. To elicit such                           
requirements, groups were encouraged to resort to the following type of statement: 
 
“To make job story X happen, we need to make sure that functionality Y is available as well” 
 
Finally, in the “Creating the timeline” phase, the three groups now had to collaboratively put                             
their job stories on a paper-based timeline canvas (A0 poster format). This timeline canvas was                             
vertically split into six columns, one for each of the remaining months until the end of the                                 
MARCONI technical development in M24 of the project lifecycle. While populating the canvas                         
with job stories, groups had to discuss these stories among each other, plenarily assign it to                               
the project partner(s) responsible for its implementation, and attach identified job                     

1 https://hbr.org/2016/09/know-your-customers-jobs-to-be-done 
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requirements in the form of appended post-its. If needed, the implementation priorities, as                         
agreed upon within individual groups during phase 2 of the workshop, were updated to reach                             
inter-group compromises. Similar job stories identified independently by multiple groups were                     
merged into a single story on the timeline. 

RESULTS 

The workshop yielded the timeline canvas shown in Figure 2. Each post-it represents a “still                             
to-be-implemented” job story or its associated requirements. The responsible partner(s) for                     
each job story are annotated on the post-it. The implementation priority of individual job                           
stories is indicated by colored circular stickers (green = lowest priority, orange = medium                           
priority, red = highest priority). Zoomed in pictures of the timeline canvas are included in                             
Appendix A1. 
 

 
Figure 2: Timeline canvas as produced during the Piloting Timeline Workshop. 

2.2 Detailed Technical Planning 

OBJECTIVES & METHODOLOGY 

While the Piloting Timeline Workshop described in Section 2.1 helped the consortium to get                           
insights into pending implementation duties, it turned out that this workshop did not succeed                           
into explicitly committing consortium members to deliver the identified technical hiatuses.                     
Therefore, a second, more low-level planning workshop was organized at the next plenary                         
consortium meeting. 
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The goal of this second workshop was to reach consortium consensus on the concrete                           
technical planning for the remaining weeks of technical development (i.e., up to M24). To this                             
end, the workshop was kickstarted with an update from media partners VRT and NPO, who                             
presented a general overview of their respective pilots, both currently ongoing ones and                         
planned ones. During these presentations, the media partners put explicit focus on what (still                           
missing) technical functionality was needed to run and validate their pilots. Both presentations                         
had a duration of approximately 10 minutes. 
 
After the presentations w.r.t. piloting plans from the media partners, the consortium was                         
presented with two paper canvasses (A0 poster format), one for VRT and one for NPO. These                               
timeline canvasses were vertically split into three large areas, corresponding to the three                         
remaining months until the end of the MARCONI technical developments in M24 (i.e., the                           
months of June, July and August, 2019). Each of these months were vertically further                           
subdivided into their composing weeks (see Figure 3). 
 

 
Figure 3: Blank timeline canvas. 

 
On their respective canvas, each media partner marked their ideal timeline in terms of pilot                             
deployment. Then, the consortium as a whole discussed how these piloting deadlines could                         
be satisfied by properly scheduling supporting technical work necessary to implement the                       
envisioned pilots. To this end, consortium members were encouraged to apply the following                         
line of reasoning: 
 
“in order to do A, functionality B is needed from partner C by time D” 
 
As an illustration of this line of reasoning, the following example was given to the consortium:                               
“in order to make VRT’s search interface resilient w.r.t. typos, fuzzy matching is needed                           
from IN2 by June 20th, 2019”. Consortium members were instructed to  
 

● Identify necessary technical activities to facilitate the planned pilots 
● Associate each necessary technical activity to one or more responsible consortium                     

member(s) 
● Position necessary technical activities on the canvasses, either in terms of their                       

delivery deadline or by marking the weeks during which the technical development                       
would take place, hereby taking into account the practical constraints of the                       
responsible partner(s) 
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The workshop took place in a plenary fashion, with all consortium members being present in                             
the same room. In practice, the two canvasses were permanently manned by their                         
corresponding media partner, with technical partners taking turns between the two canvasses                       
and discussing with the respective media partner a timeline of necessary technical activities                         
(see Figure 4). This part of the workshop consumed approximately 60 minutes. 
 

 
Figure 4: (left) FAKTION and PLUX discussing the technical planning for the NPO pilots;  

(right) UNIVIE, PLUX and JRS discussing the technical planning for the VRT pilots. 

RESULTS 

The outcome of the workshop were two timeline documents specifying the pending technical                         
activities that needed to be realized in order to facilitate the scheduled VRT and NPO pilots                               
(see Figure 5 and Figure 6, respectively; color coding was used to differentiate between                           
individual consortium members). 
 

 
Figure 5: Detailed technical planning for the VRT pilots. 
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Figure 6: Detailed technical planning for the NPO pilots. 

 
At the end of the workshop, the VRT and NPO canvasses were merged into one consolidated                               
canvas (see Figure 7 and the zoomed in pictures in Appendix A2.1). This canvas hence                             
communicated the planning of the project-wide technical activities needed to timely deploy                       
both VRT’s and NPO’s envisioned pilots. Each of the identified pending technical activities                         
were tagged with an explicit deadline to allow for progress tracking and easy follow-up during                             
the weekly stand-up meetings organized by the technical MARCONI consortium members. 
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Figure 7: Integrated technical development timeline for the VRT and NPO pilots. 

 
The workshop helped the consortium as a whole to acquire: 
 

● a clear overview of pending tasks up to M24 
● a consensus of the work still to be done 
● a concrete development roadmap with precise deadlines for the delivery of necessary                       

technical features 
● a better general understanding of the pilots planned by the media partners. 
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3 Continuation of Pilots Reported on in D4.2 
This section will discuss the pilots that were “inherited” from D4.2 “Piloting activities and                           
evaluations v1” and that have been extended since the submission of that deliverable. 

3.1 Chatbot - NPO Radio 5 (NPO) 

The chatbot pilot for NPO Radio 5 kept on running on all pages of the NPO Radio 5 website                                     
until the first week of August 2019. The chatbot’s functionality was elaborated on compared to                             
the version described in deliverable D4.2 “Piloting activities and evaluations v1”. In particular,                         
intents have been improved and offloading functionality has been added. If the chatbot is not                             
able to answer a question, the requesting listener can share his or her email address, after                               
which the whole chatbot conversation is sent to a human editor (via email), who will then                               
answer the question manually in a later stage. In total, around 30 users left their email address                                 
with a question for the editorial team (during a testing period of four weeks). 
 
During the testing period (from June 26th, 2019 until August 4th, 2019), more than 700 users                               
used the chatbot on the NPO Radio 5 website, resulting in a total of 1855 submitted messages                                 
(see Figure 8 and Figure 9). There were quite some successful conversations but also a lot of                                 
messages were not understood or not answered well. 
 

 
 

Figure 8: Total users of the chatbot between June 26th and August 4th, 2019. 
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Figure 9: Total number of listener messages sent between June 26th and August 4th, 2019. 
 
 
In total we offered 58 polls (a listener could vote on a top 5 of songs each Saturday and                                     
Sunday) between March and August. We received 1.685 answers on the polls. When a user                             
voted on a poll, an anonymous profile was created and we received 4.310 anonymous profiles                             
in total (people who opened the poll but did not actually vote also got an anonymous profile).                                 
Users were also asked to create an account and 27 users actual registered with an email                               
address. 
 
In the chatbot itself, a link to an online survey was offered. At the end of a conversation, a                                     
listener was asked if he/she wanted to help to improve the chatbot by answering some                             
questions. In total 9 respondents filled in the survey. Not every visitor got so far that the                                 
question with the survey appeared and unfortunately a lot of visitors did not want to                             
participate. The survey results can be found in Appendix B.1. Five people responded quite                           
negatively, two neutrally and one positively. The biggest complaint was that the chatbot did                           
not properly answer the question or did not understand the question. 

3.2 App The Studio | Studio Messenger (NPO) 

NPO developed an editorial dashboard (called Studio Messenger) for incoming messages                     
based on the ‘app the studio’ application (see Figure 10). Incoming messages appear in a lane                               
and can be sorted into different lanes either manually or automatically based on keywords. A                             
DJ can create a persona, answer messages automatically with pre-filled answers and send                         
bulk messages. 
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Figure 10: Editorial studio dashboard with lanes. 
 
This pilot is still continued and in test phase and we are working on new functionalities like                                 
blocking users, search, rights & roles, etc. 
 
An integration with Chatlayer is developed by Faktion so that simple repetitive user questions                           
can be answered by a chatbot. When the chatbot is not able to understand or to help the user,                                     
the conversation if transferred to Studio Messenger in which a DJ can help the user by taking                                 
over the conversation from the chatbot. 
 
We created a trello board (see Figure 11) with all stories that need to be developed and we                                   
have stand-ups every week to discuss the progress. We are planning a second test period                             
with an updated version with an editorial team in September 2019; this test period will be                               
concluded with an evaluation (observation combined with interviews). 
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Figure 11: Trello dashboard with features for the editorial studio dashboard. 

3.3 Search Tool (VRT) 

PURPOSE 

When testing the first version of MARCONI Chat, VRT’s editorial teams requested a way to                             
search messages and listeners, and filter on keywords. Therefore, the messaging system of                         
VRT was integrated with the search service developed by IN2. We started by indexing                           
message content, followed by user information. We also extended the search mechanism to                         
support autocomplete, fuzzy search and synonyms. 

USE CASES 

1. An editor is sending out concert tickets to everyone who submitted the correct answer                           
to a quiz. The editor uses the MARCONI Search tool to find all messages containing                             
the right answer (including spelling mistakes) and groups the corresponding listeners.                     
The editor then sends all of them a message to which they can reply with the concert                                 
of their preference. 

2. A radio presenter is looking for some last-minute insights into the topic she will be                             
discussing after the news. She remembers the name of someone with expertise in the                           
matter. She uses the MARCONI Search tool to find that particular listener and sends                           
him a message. 

STATUS 

Finished - iterative updates with new features (see Figure 12). 
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EVALUATION 

From January to March 2019 (also see D1.4 “Updated general MARCONI concept”), we                         
allowed several radio hosts and editors of our Studio Brussel and MNM radio stations to                             
deploy the Search tool. During this period, they were regularly consulted by a user researcher,                             
and were also able to ask questions and give direct feedback to the development team. 
 
Unfortunately, this trial period was not that evident for the study participants (i.e., the editors).                             
Their main comment was that this tool is currently a separate interface that stands next to the                                 
existing editorial application (as the Search tool is still in prototype phase), which is also the                               
main reason they did not use it during a live broadcast. The radio team feels already                               
overwhelmed by many interfaces that are open on their screens, as has previously been                           
discussed in D1.2 “Use cases, requirements, architecture and initial content”. Even for testing                         
periods, this required too much effort from the participants. Therefore, they mainly used this                           
tool only during the preparations for the shown, although they would like to use the tool                               
during broadcast. VRT, IN2 and PLUX are currently (i.e., August 2019) working on an                           
integration of this tool in RadioManager. 
 
At Studio Brussel, the radio team was very enthusiastic about the integration of the Search                             
tool in RadioManager (see also Section 4.3). The drag-and-drop functionality was particularly                       
found to work efficiently. However, there were also some suggestions for improvements                       
towards the user experience design. For example, some editors remarked it would be                         
convenient to be able to drag multiple messages at the same time. At this moment, when you                                 
drag a message in the Live tab, you can only see a message icon. The editors expressed the                                   
wish to have the complete message visible. 
 
Radio editors of MNM on the other hand gave the feedback that they would be eager to test a                                     
way to answer common questions in bulk (e.g., “what is the title of the song that is playing at                                     
the moment”). This feature was implemented in the next iteration of the prototype. 
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Figure 12: RadioManager application with the integrated MARCONI Search Plugin to search 
through message content. 

3.4 Chatbots for Answering Common Questions (VRT) 

PURPOSE 

A lot of listeners ask similar questions in the radio station’s app. Currently, the VRT radio                               
stations have different approaches to handle this: some don’t answer at all, some do answer                             
but lose a lot of time doing so. An automatic reply for common questions would bring some                                 
relief here. 
 

USE CASES 

1. A listener wants to know when the next show of Linde Merckpoel (a well-known DJ on                               
VRT’s Studio Brussel radio station) is going to be aired. The listener sends the                           
message “When is the next show with Linde?” and gets an automated response with                           
the broadcast timetable for this evening. The listener can also set a reminder. 

2. A listener wants to know when the next live session is going to occur. She sends the                                 
message “When is the next live sessions taking place?” and gets an automated                         
response with the next date. The band that will feature in the live session is still a                                 
secret, but the requesting listener is already able to set a reminder for the date and                               
time when this information will be revealed. 
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STATUS 

Research - partially tested during a previous pilot (i.e., VRT’s Warmste Week charity event). 

EVALUATION 

The evaluation of this tool during the 2018 edition of VRT’s Warmste Week charity event has                               
been described in D4.2 “Piloting activities and evaluations v1”.  

3.5 User-Generated Storytelling (VRT) 

PURPOSE 

Radio stations not only receive huge amounts of textual messages, they also receive visual 
content from their listeners. There is an opportunity to deploy this content in social media as a 
way to co-create stories with listeners. Therefore, VRT is exploring how (radio) editors can 
curate such user-generated visual content for storytelling. 
 

 
Figure 13: Screenshot of curation tool to label user generated photos and videos as 

‘accepted’ (thumbs up in green) or ‘rejected’ (thumbs down in red). 
 

USE CASES 

1. A radio DJ asks listeners to send in videos and photos of what they are doing at that                                   
particular moment. Using the MARCONI plugin for visual co-creation, they can easily                       
filter this content and tag it. 

2. A listener is enjoying her holiday. She listens to Studio Brussel at the beach and wants                               
to share this moment with the Studio Brussel community. Therefore, she sends a selfie                           
picture to the radio station. The radio editor likes this story and decides to call her with                                 
the question to present this story on-air. 
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STATUS 

In deliverable D4.2 “Piloting activities and evaluations v1”, VRT reported on a pilot called                           
Interactive Storytelling via Radio for Elections. This pilot included a text analysis service                         
(provided by FAKTION) and a word cloud dashboard to provide radio editors insight in the                             
topics of incoming text messages during the Belgian (local) elections of May 2018. At the                             
Warmste Week 2018 (in December 2018), VRT also explored how radio editors can curate                           
incoming user-generated visual content in an easy and fast way (see Figure 13). In addition,                             
VRT’s daily info-tainment television show Iedereen Beroemd broadcasted a 2-minute item                     
called #DeDag (“TheDay” in English) in which viewers were enabled through our pilot tool to                             
share video content they produced themselves and discuss it with the TV producers. The                           
Iedereen Beroemd editors used the same editorial tool to curate this content and converse                           
with their contributing viewers. 

EVALUATION 

We organized an extensive evaluation of the TV item #DeDag . The item was first aired March                               2

6, 2018, after which it ran twice a week until June 30, 2018. After a 2 month summer break,                                     
#DeDag launched again on September 4, 2018 with an average of 701.212 viewers that day,                             
and ran until December 27, 2018. During these two television seasons, we logged all                           
interactions of both viewers and producers with the application via Google Analytics. We                         
managed a mixed method approach, combining quantitative data with qualitative insights from                       
semi-structured interviews with frequently contributing viewers (N=14) and professional                 
producers (N=3). In total, 4501 viewers installed the application in the analyzed period of                           
approximately 8 months, of which 2025 were female. Most users were relatively young, i.e.                           
18,4 percent of the female users were between 18 and 24 years old versus 10,4 percent of                                 
men. 
 
On December 28, 2018, a call for participation was administered via the smartphone app,                           
asking users to complete a concise digital survey. The survey covered topics like users’                           
assessment of the witnessed degree of freedom, their completed assignment count, and their                         
motivation for contributing. 14 Users completed the survey; from this pool of users, 10 were                             
contacted for a follow-up interview, of which 7 accepted the invitation. In addition, we                           
organized semi-structured interviews with three producers of VRT who are responsible for                       
identifying interesting topics, formulating assignments, contacting and coaching contributing                 
viewers and giving directions to the post-production team. These interviews lasted                     
approximately 30 minutes each. Resulting data were transcribed per interview and then                       
divided into quotes. Via a grounded theory approach, two researchers independently coded                       
and categorized these quotes. For the quantitative part of the study, we analyzed the number                             
of users and uploaded videos over the studied time period. We also related the topics of the                                 
administered assignments to this data. 
 
In #DeDag, co-creation assignments were deliberately formulated in an open fashion and with                         
sufficient leeway for interpretation. As such, contributing users were encouraged to think                       
about how to set up their contribution, which was found to cause them to appropriate and                               
“own” the assignment. This could in turn lead to a deepened understanding or appreciation                           
when addressing serious topics. Overall, encouraging reflection supports a public broadcaster                     
in its mission to produce television as a form of speaking to, and engaging with, viewers. 

2 Sandy Claes, Maarten Wijnants, Chaja Libot and Rik Bauwens. “#TheDay: Triggering User Generated Videos in 
Participatory Media Productions”. In: Proceedings of the 17th IFIP TC.13 International Conference on             
Human-Computer Interaction (INTERACT 2019), to appear. 
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While the automated messages (received when a viewer’s submission had been successfully                       
received by the broadcaster) were appreciated by the contributing users as initial feedback,                         
the evaluation revealed that the personal messages of the producers were key for building a                             
lasting relationship with their audience. In turn, through this communication process, also                       
professional producers were found to reflect on the assignment topics, which might support                         
them in the editing process and even in identifying new assignments. 

3.6 Lively Environment (VRT) 

PURPOSE 

The studios of most of VRT’s radio stations are equipped with LED screens. Currently, these                             
screens show the name of the current show and some promos. Augmenting these screens                           
with user-generated content or poll results would enhance the overall visual experience of                         
digital radio. 
 

USE CASES 

1. A radio DJ is presenting his evening show about Ibiza dance vibes and asks his                             
listeners to send in sunset photos of locations from which they are listening to the                             
radio station. Using the MARCONI Review plugin, the DJ selects the best shots to show                             
on the screen behind him (in the form of a slideshow). Doing so enables listeners who                               
are watching the video livestream to appreciate them too in full screen. 

2. A listener is participating in a contest to win tickets for a secret gig next Wednesday.                               
The listener is watching the radio station’s video livestream via the app. One of the                             
LED screens in the studio shows the top 10 contest participants and it turns out that the                                 
listener in question is currently ranked second. Only the top 5 win a ticket, so she’s                               
really close to getting one. 

 

STATUS 

Research - user-generated content in the studio already tested during previous pilot (see                         
Figure 14). 

EVALUATION 

This pilot is yet to be formally evaluated. No concrete plans have been drafted in this direction. 
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Figure 14: Lively Environment pilot at De Warmste Week: Screen in the studio showing 

user-generated content (both random and from users nearby). 
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4 Newly Launched Pilots 
Since the delivery of D4.2 “Piloting activities and evaluations v1”, NPO has worked on two new                               
use cases for applying chatbot functionality (see Section 4.1 and Section 4.2, respectively).                         
Please note that, at the time of writing this deliverable, it is yet to be determined whether                                 
these pilots will actually be deployed. The criterion that will decide on deployment is that                             
sufficient capacity, both technical and editorial, must be available to actually build and host                           
these applications. However, even if the pilots would not be deployed, their exploration has                           
provided important technical insights and still represents a good illustration of the capabilities                         
and scope of the MARCONI platform. 
 
VRT has also launched a new pilot (compared to the work described in D4.2) that deals with                                 
the integration of MARCONI UI components in PLUX’s RadioManager software in order to                         
facilitate the production of radio shows (see Section 4.3). 

4.1 Crypto Pilot 

This pilot involves the integration of the chatbot in Studio Messenger (see also Section 3.2),                             
specifically in the context of the NPO Radio 4 crypto contest. 

PURPOSE 

The objective of this pilot is to answer common questions regarding a certain campaign in our                               
app message service, in order to relieve the workload of employees while keeping listeners                           
engaged. 

NPO RADIO 4 CRYPTO 

Every morning on workdays, a cryptic sentence is created by the editors. Listeners can guess                             
the word meant by the editors and they can submit this word via the app. Between 80 and 100                                     
messages are sent regarding the crypto every day, over 90% of the total NPO Radio 4                               
message traffic concerns the crypto between 07:00h and 09:00h on weekday mornings. Lots                         
of listeners share their address and phone number in the app to make sure they have a                                 
chance of winning. 
 
Having a chatbot to take care of this process should create the following wins: 
 

● Customers’ privacy will be better taken care of since the bot handles the messages,                           
making sure that phone numbers and addresses are not asked. 

● Customers’ engagement improves due to dialogue instead of a one-sided                   
conversation. 

● Employee workload will diminish since all crypto messages will be handled                     
automatically. 

ENVIRONMENTS 

There are two different environments where our listeners interact with the Studio Messenger: 
 

● In the NPO Radio 4 app 
● On the NPO Radio 4 website 

 
The chatbot has to function in both environments. 
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USE CASES 

Since our purpose is two-fold, we need to describe use cases with the customer as actor and                                 
with the editor as an actor. 
 
A customer needs to be able to enter the crypto sweepstake if certain conditions are met: 
 

● Is it a workday? 

● Is it between 07:00h and 09:00h? 
● Is a crypto challenge available and active? 

 
If the conditions above are met, the chatbot is initiated. 
 
Editors need to be able to create a daily crypto, preferably in the MARCONI dashboard /                               
environment. They also need to be able to appoint a winner and push the name of the winner                                   
plus the answer to the daily crypto in a message towards the listeners who gave permission                               
for this. 

OFFLOADING 

If messages are handled by the chatbot, they should not show up in the “studio lane” but                                 
instead should automatically be shown in a separate channel lane called “Crypto lane” (see                           
Section 3.2). The editor can inspect the crypto-related messages in this lane if desired, but is                               
not overwhelmed by them in the (general-purpose) studio lane. For this to work, the messages                             
handled by the chatbot should have an extra attribute. 

EXAMPLE 

Figure 15 illustrates what the dialogue could look like for a listener within the messenger                             
front-end on Radio 4. Alternatively, instead of clicking on a button, the user could type her                               
answer, like “yes” or “no”; this might be easier to implement in the messenger environment. 
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Figure 15: Example of a Crypto chat conversation. 

 

EVALUATION 

We will measure the usage of the chatbot with statistics in FAKTION’s Chatlayer software. In                             
this dashboard, we can see how many users actually use the chatbot, how many messages                             
are not understood and how many messages are sent by a specific user. 

4.2 3FM Serious Request Chatbot 

PURPOSE 

During last year’s edition, we saw users getting lost within the Serious Request website while                             
trying to create a campaign or trying to donate something. The chatbot could help such users                               
to find their way, thus increasing conversion on both KPIs (i.e., number of created campaigns                             
and number of donations). 

METHOD 

This project has two sides: 
1. An automated chatbot 
2. Webcare specialists answering offboarding questions (i.e., questions that are not                   

understood by the chatbot) 
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OR, alternatively,  
 
conversations that get stuck are sent to an editorial email address to answer them                           
manually later on. 

 
The chatbot should answer (in large) at least the following questions: 
 

● How do I create a campaign? 

● How do I donate for a campaign? 
● How do I donate for the goal? 
● What is the difference between donating for a campaign and for the goal? 
● What happens with my money? 
● What different campaigns can I create? 
● Can I create my own campaign? 

● How do I share my campaign? 
● What type of payments do you accept? 

 
Any questions that cannot be answered by the chatbot, are offloaded to the webcare team.                             
This happens actively during office hours when webcare specialists are available and                       
passively during out-of-office hours. In the latter case, chat conversations are copied in full and                             
sent to webcare waiting lists to be picked up by the webcare team on the next morning. 

ENVIRONMENTS 

The chatbot will be implemented on the specific pages of creating a campaign and donating                             
money. 

DEPLOYMENT 

The chatbot is planned to start running from December 6th, 2019 onward, with an expected                             
peak during the action week (i.e., December 18th-24th, 2019). 

EVALUATION 

We can measure how many people will actually use the chatbot on the basis of statistics in                                 
FAKTION’s Chatlayer software and we will add at least one question at the end of the chat to                                   
measure if people are satisfied with the answer (i.e., “Did this answer solve your problem? Yes                               
/ No”). 

4.3 RadioManager Plugins 

PURPOSE 

All radio stations of VRT use PLUX’s RadioManager software (https://pluxbox.com/) as their                       
main tool to make show preparations. VRT helped integrating MARCONI UI components into                         
RadioManager in order to be able to use them to make these preparations. 

USE CASES 

1. A crew member of a show is preparing her show for this afternoon. Yesterday, at the                               
end of the previous show, she remembered an interesting comment from a listener.                         
She uses the MARCONI Search Plugin to search for that particular message and                         
attaches it to the relevant item in the upcoming show. 
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2. A radio producer wants to contact a listener (who has been in contact with the radio                               
show before) to ask him or her some more questions on a topic the listener is                               
knowledgeable in. The producer uses the MARCONI Chat Plugin to send the listener a                           
message containing the questions. 

 

STATUS 

Finished - iterative updates with new features (see Figure 16). 
 

Figure 16: RadioManager application with the integrated MARCONI Chat Plugin to exchange 
messages with listeners. 

EVALUATION 

To evaluate the integration of the Chat Plugin in RadioManager, we organised (in May 2019) an                               
observation and interview during live radio (and interaction with listeners) with the editor from                           
Studio Brussel. Overall, she was very enthusiastic about the integration. She mentioned that                         
“it’s nice that you don’t need to retype messages”. The drag-and-drop function (via which                           
editors can add messages from listeners to the run-down) was deemed to be working very                             
well and was found to be handy. The editor also commented that she sometimes needed to                               
wait a bit longer because the messages needed to be loaded in. 
 
When the editor drops a message in ‘Live’, she can only see a message icon and not the                                   
whole message; an editor needs to click on the icon before the message opens. The                             
observed editor mentioned that this icon does not stand out enough: “it would be nice if we                                 
can see the whole message in the run-down after we paste it. It would be even better if we                                     
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were able to adjust the original message because, for example, not every listener uses the                             
right language”. Also, via the app, listeners sometimes divide their reaction in different                         
messages. The observed editor stated that she would like to be able to select more messages                               
at once to paste them in the run-down in group. 
 
For now, the observed editor still has Switchboard open on the side because her notes and                               
chat history was not loaded in RadioManager. This seemed to be very important because                           
editors make profiles from listeners who submit a lot of messages. To make sure the listener                               
gets the feeling Studio Brussel knows them, it would be nice if the editor could attach notes to                                   
a listener’s profile. The editor also mentioned they sometimes receive funny reactions from                         
listeners, so they would like to contact these listeners again in the future. On the other hand, it                                   
turned out that editors also want to be able to see whether they should better ignore certain                                 
people because they have misbehaved in the past. In this context, they would like to be able                                 
to add a smiley or colour to the listener’s profile, so they could see at a glance what kind of                                       
listener they are dealing with. 
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5 Functional Prototyping 

Since the submission of MARCONI deliverable D4.2 “Piloting activities and evaluations v1”, the                         
consortium has primarily invested in continuing the development of existing pilots or in                         
launching new pilots. However, in parallel, some functional prototyping efforts have also been                         
carried out; these will be described in this section. 

5.1 User-Curated Radio Show (UCRS) 

PROTOTYPE 

In traditional music-oriented radio shows, the run-down of the show is created in advance and                             
leaves little room for run-time adjustment. At best, traditional radio shows reserve a limited                           
amount of “empty slots” in their schedule that can dynamically be filled in based on listener                               
interaction (e.g., listeners can vote for two competing songs, with only the winning song being                             
aired). Lately, innovative approaches to radio making have emerged that empower listeners to                         
fundamentally influence the radio playlist , yet such approaches are far from mainstream yet. 3

 
The User-Curated Radio Show (UCRS) prototype seeks to strike a middle ground between the                           
extremes of traditional and fully listener-curated radio playlists. In particular, in the UCRS radio                           
show format, users can vote for songs they want to hear on the radio, can attach a voice                                   
snippet to each of their song choices, and are notified if their snippet and / or selected song(s)                                   
is aired. Individual UCRS instances (i.e., we envision that the UCRS format would be allocated                             
a fixed, periodic timeslot in the broadcast schedule) are intended to be dedicated to a                             
particular musical genre (e.g., 80s music versus indie rock). This approach helps to expose                           
listeners to genres beyond their filter bubble, and gives a voice to listeners who feel their                               
favorite, lesser-known songs are aired too seldomly. After all, typical radio shows aim to                           
appeal to a broad target audience and therefore are rather conservative or “mainstream” in                           
their song selection. 
 
To embody the UCRS radio format, a prototype has been developed that allows listeners to                             
find and vote for songs that they think fit a particular musical genre well or that they are willing                                     
to endorse within the predefined genre (e.g., because they like the song and want to hear it                                 
more often on the radio). The prototype has been implemented as a progressive Web                           
application using the Vue.js framework . The Web application is intrinsically portable and                       4

cross-platform. It furthermore leverages a responsive material design to make sure that the                         
application’s GUI adapts to the form factor of the client device (e.g., smartphone versus                           
laptop). The prototype could be deployed as a stand-alone application or could be embedded                           
in radio stations’ existing applications. 
 
In more detail, listeners are free to search for songs in an extensive database, or can directly                                 
select songs from a list of suggestions that has been seeded by the editorial team and is                                 
optionally dynamically updated based on input from other listeners (see Figure 17).                       
Additionally, listeners can view the currently most popular songs that other listeners have                         
voted for. By the time the voting period ends, the editorial team should have a good idea of                                   
what listeners want to hear during the show. 

3 https://www.radioworld.com/news-and-business/listener-driven-radio-gains-popularity 
4 https://vuejs.org/ 
Page 36 of 77 

©Copyright UHasselt and other members of the MARCONI consortium 

https://www.radioworld.com/news-and-business/listener-driven-radio-gains-popularity
https://vuejs.org/


D4.3: Piloting Activities and Evaluations v2 | Public 

 

 
Figure 17: Some screens of the UCRS prototype: (left) List of upcoming UCRS instances, 
including a description of the targeted musical genre; (middle) Song voting via free-form 

textual search or via a list of recommended songs; (right) Attaching voice snippets to song 
selections. 

 
Besides song selection, another main aspect of the interaction afforded by the UCRS                         
prototype is the ability to capture a listener’s motivation to pick a particular song. In effect,                               
when submitting their song selections, listeners are asked to “Tell us Why” they believe these                             
songs matter or why they picked specifically these songs. Listeners can record voice snippets                           
up to a few seconds in length to tell motivational, emotional, funny or anecdotal stories (e.g.,                               
explain why they think the selected song fits the genre, describe why a song is important to                                 
them, or assess what impact the selected song has had on their lives). The resulting voice                               
snippets empower the radio production team to embellish the final edit of the UCRS radio                             
show, for example, by interweaving the most relevant or interesting voice snippets with the                           
playback of the song they relate to. Listeners whose voice snippet will be aired (or whose                               
selected song(s) will be played), will be notified when their message (or selected song) is                             
coming up in the broadcast.  
 
For the time being, we anticipate that the process of editing and producing the actual contents                               
(i.e., run-down) of a UCRS broadcast will remain a task conducted by a human professional. In                               
a future installment, machine learning and artificial intelligence could be exploited to                       
(semi-)automatically determine an optimal mix of songs and voice snippets (and, in a next                           
phase, perhaps also advertisements). Ideally, voice input from listeners should automatically                     
be inspected in terms of objective quality metrics as well as relevance and sentiment of the                               
carried message, the use of offensive language, and so on (see also Section 5.2). 
 
For the time being, GUI support for the radio production side of the UCRS concept is still                                 
lacking. Listeners’ song selections and voice snippets are stored in a MongoDB database,                         
which can be manually queried to reveal, for example, the vote count that each song has                               
received. It is apparent that better production-side tooling support is needed to make the                           
UCRS prototype usable and deployable in real-world radio production. 
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EVALUATION 

The UCRS prototype is yet to be evaluated. We plan to conduct this evaluation in the coming                                 
six months, in parallel with the MARCONI open pilots. Our goal is to deploy the UCRS                               
front-end to a number of test users. With the resulting data, we plan to create a UCRS radio                                   
show of approximately one hour. This “final edit” will then in turn be shared with the                               
participating test users, for subjective evaluation purposes. 

5.2 Automated Analysis of Spoken Listener Input 

PROTOTYPE 

Radio co-creation is nowadays commonly implemented by means of asynchronous textual                     
listener input (submitted in the form of, for example, an email, SMS or tweet), synchronous,                             
real-time interviews (e.g., a radio producer telephones a listener to tell his or her story live on                                 
air) and/or pictures shared on social media. Surprisingly, asynchronous verbal listener input is                         
much less relied on in participatory radio production, even though it clearly could hold value in                               
radio storytelling (as is evidenced, for example, by the UCRS prototype (see Section 5.1)). 
 
An important impediment with respect to the exploitation of pre-recorded verbal listener input                         
is that the input needs to be verified not only textually (i.e., in terms of the contents of the                                     
listener’s spoken message) but also on an acoustic level (e.g., the presence of annoying                           
background noise in the submitted audio clip). It stands to reason that this double layer of                               
verification puts additional strain on the production team compared to purely textual listener                         
interaction. In this sense, automation is desirable to keep the processing overhead for the                           
production team at bay. 
 
Based on these arguments, we developed a functional prototype that aims to automatically                         
analyse and classify spoken listener input in a multi-faceted fashion, hereby spanning both the                           
textual and the acoustic domains. In particular, the prototype performs the following types of                           
processing on audio clips: 
 

● Transcript generation: The listener’s spoken message is transformed into a textual                     
transcript. To implement this task, we rely on Google’s cloud speech API . 5

● Audio sampling rate: We exploit the FakeFLAC algorithm to infer whether submitted                       6

audio files have been upsampled (e.g., the audio file was originally captured at a 16                             
kHz sampling rate and was later upsampled to 44.1 kHz). Such upsampling is an                           
objective indication of suboptimal audio quality. 

● Text-based sentiment analysis: The overall sentiment or valence of the textual                     
transcript is determined by means of Pattern , a software suite for natural language                         7

processing. In the future, we would like to evolve towards a hybrid approach where not                             
only the textual transcript but also acoustic traits of the audio signal are exploited in                             
the sentiment analysis process. 

● Text-based keyword extraction: By leveraging the Python multi-rake module , a                   8

configurable number of keywords is distilled from the textual transcript. 

5 https://cloud.google.com/speech-to-text/ 
6 http://www.maurits.vdschee.nl/fakeflac/ 
7 https://www.clips.uantwerpen.be/pattern 
8 https://pypi.org/project/multi-rake/ 
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● Audio classification: Audio signal classification and acoustic event detection is                   
implemented via the use of a machine learning model that has been trained on                           
Google’s AudioSet dataset . Examples of supported audio classes include: male                   9

speech, female speech, silence, screaming, whispering, and singing. 
 
The resulting metadata can be graphically presented by means of a GUI. Figure 18 shows an                               
example of how such a GUI could look like. In the illustrated GUI instantiation, radio producers                               
can interactively install filters to quickly find the voice clips (contributed by listeners) that they                             
are looking for (e.g., show only high-quality voice clips featuring a male speaker and with a                               
positive sentiment). Please remark that the presented GUI is merely an illustration of how a                             
front-end for the developed audio analysis prototype could look like. 
 

 
Figure 18: Example GUI (in Dutch) for interactively presenting the metadata yielded by the 

automated textual and auditory analysis of verbal listener input. 
 

EVALUATION 

The functional prototype has been tested via a data set shared by NPO (consisting of 200                               
voice clips from NPO listeners) and was then demonstrated to the MARCONI consortium (by                           
means of the GUI shown in Figure 18). Based on consortium feedback, it was deemed                             
worthwhile to convert the prototype into a MARCONI service so that it could be leveraged in                               
piloting activities (both within the consortium and as part of the open pilots). A description of                               
the resulting MARCONI service is given in MARCONI deliverable D2.3 “Final version of                         
services”. 

9 https://research.google.com/audioset/ 
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6 Updated Legal Assessment and Privacy-related 
Piloting Best Practices 

6.1 Privacy and Data Protection Provisions in MARCONI 

PLUX has updated the PriVaults platform with permissions and purposes in order to comply                           
with the latest piloting requirements. The permission system allows applications to read or                         
write user data in designated containers. Said personal data is, for the purpose of piloting                             
operations, transferred to the respective consortium partner in order to carry out required                         
processing operations for distinctive MARCONI features. The purposes specify the processing                     
tasks of an application and are, in order to comply with Art 13 and 14 of the GDPR, presented                                     
to the data subject. The following paragraphs will outline the processing operations conducted                         
within the piloting activities by each partner.  
 
FAKTION 
FAKTION is responsible for the implementation and recognition of dialogue states. For the                         
service to facilitate a fluent user interaction, the chatbot must recognize the state of a                             
conversation in a previously defined tree. This is being performed through understanding the                         
expression of a natural language and reply with the requested statement or other pieces of                             
information. To achieve this, FAKTION needs access to all user messages to employ their                           
recognition service and correctly identify the state of a conversation. For this purpose, it must                             
also log existing conversations to backtrack information. The requested information contains: 
 
    _key 
    type 
    messageTo 
    body 
    sender 
    imageURL 
    documentURL 
    videoURL 
    audioURL 
    medium 
    channelId 
    profileId 
    receivedAt 
 
The above information classes span media information (“imageURL”, “documentURL”,                 
“videoURL” and “audioURL”) in order to understand the context of a conversation, the                         
message key (“_key”) in order to identify a unique message (“body”), sender metadata                         
(“sender” and “profileId”) to identify a conversation itself and the channel (“channelId”) in order                           
to identify the related piloting activity as well as a timestamp (“receivedAt”). Therefore, the                           
principle of data minimisation is complied with as the partner receives no more information                           
than necessary in order to perform its respective activities. Furthermore, the partner is unable                           
to request additional user data as its only permissions are “read_message_in_studio” as well                         
as “send_message_to_user” or “send_message_to_studio” in order to send a reply.                   
Therefore, the privacy by design principle is being complied with. 
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JRS 
The same can be said about JRS employing the object recognition service: 
 
_key 
profileId 
channelId 
receivedAt 
imageURL 
videoURL 
 
The message body is not required, as only the user profile and channel ID (to allow for                                 
associating the recognized objects to a conversation) will be processed for the respective                         
purpose of object recognition. Therefore, the only addition is the URL address of the source                             
material consisting of either videos or images. 
 
As such, JRS is complying with the data minimisation principle as the processing activity does                             
not exceed the minimum requirements for the service to be performed, in this case being the                               
distribution of received media files. 

IN2 

MESSAGE INDEXING 

IN2 requires in addition to this the sender and the type of message (multiple choice, plain text,                                 
etc.) in order to create an index to render messages searchable. IN2 therefore needs all the                               
messages from the users to a certain channel (e.g., a radio station like VRT’s Studio Brussel). 
 
The following data is used by IN2 to generate an adequate index serving the editorial team in                                 
searching for users by their profile ("sender", "messageTo"), message contents ("body",                     
"imageURL", "documentURL", "audioURL", "videoURL"), context ("channelID", "profileID") as               
well as a timestamp for the sake of chronological ordering: 
 

_key 
type 
messageTo 
body 
sender 
imageURL 
documentURL 
videoURL 
audioURL 
medium 
channelId 
profileId 
receivedAt 

 

SENDING A MESSAGE TO THE STUDIO 

IN2 is also able to send messages to the radio studio requiring data such as the “channelId”,                                 
while utilizing only the message “body” (plain text) and their own “profileId”. 
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MEDIA PARTNERS 

NPO and VRT require tools for interaction with their audience. However, such tooling support                           
is being delivered mostly through the consortium partners. Listener engagement happens via                       
several different platforms as outlined in Section 3 and Section 4. As such, profile creation,                             
consent management and terms and conditions are of interest. 
 
These actions are being performed through registering a certain profile-ID with the ID of a                             
consent or a contract in a fairly simple process. It is the minimum requirement in processing                               
such a dataset and is not being exceeded. 
 
In the web applications, the possibility of pseudo anonymous profile creation is being offered.                           
As such they only require a “_key” value and is the only identifying data used which is being                                   
disconnected from the actual user after the web session has ended. 
 
Essentially, radio stations want to contact users through the system. The backend therefore                         
handles the permission “send_message_to_user” that allows to either send a message to the                         
studio or an end-user using the values “profileId”, (message) “body” and the respective                         
“channelId”. 
 
Through the processing of the aforementioned values, the media as well as the technical                           
partners do not exceed the absolutely necessary requirements to communicate with a user,                         
engaging in the task of listener engagement. 
 
Concluding the legal analysis of processing activities conducted via the PriVaults system,                       
neither the media nor the technical partners are able to request an excess of user data from                                 
the system via their allocated processing purposes. However, through this model, the                       
responsible partners are able to not only comply with the principle of data minimisation                           
(“adequate, relevant and limited to what is necessary in relation to the purposes”) but also                             
with the fairness and transparency principle (“processed lawfully, fairly and in a transparent                         
manner in relation to the data subject”) as well as the principle of purpose limitation                             
(“collected for specified, explicit and legitimate purposes”) to be found in Art 5 (1) (a), (b) and (c)                                   
GDPR. 

6.2 New Copyright Directive - Distribution of Content               
and Data Mining 

Under the proposed Directive, which has been passed on April 17th, 2019 in the European                             
Parliament, new possible duties for digital service providers might be implemented. Among                       
these are constraints for media and other possible “works” which users of an online platform                             
might send and make public on the platform of a subsidiary as well as constraints for the use                                   
of texts for the purpose of data mining. This directive is part of the strategy on the digital                                   
single market of the EC communicated on May 6th, 2015 . 10

 
 
 
 

10 Communication from the Commission to the European Parliament, the Council, the European Economic and               
Social Committee of the Regions, “A Digital Single Market Strategy for Europe”, COM/2015/0192. 
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DATA MINING 
The Directive, entering into force on the 6th of June 2019 encompasses the establishment of a                               
full exception of the rights provided in Article 5(a) and Article 7(1) of Directive 96/9/EC, Article 2                                 
of Directive 2001/29/EC in Article 3 of the Directive . The national implementation will be                           11

concluded until the 7th of June 2021. 
 
“Member States shall provide for an exception to the rights provided for in Article 5(a) and                               
Article 7(1) of Directive 96/9/EC, Article 2 of Directive 2001/29/EC, and Article 15(1) of this                             
Directive for reproductions and extractions made by research organisations and cultural                     
heritage institutions in order to carry out, for the purposes of scientific research, text and data                               
mining of works or other subject matter to which they have lawful access.” 
 
Research organizations are then privileged to conduct text and data mining on works                         
regardless of the exclusive right of a database author to authorize temporary or permanent                           
reproduction by any means and in any other form of his work. However, only research                             
organizations as well as cultural heritage institutions (e.g., a museum) are concerned. Such                         
are, according to the definition of Art 2 (1) of the Directive a university, a research institute or                                   
any other entity the primary goal of which is to conduct scientific research or to carry out                                 
educational activities involving also the conduct of scientific research. These organizations                     
then only fall under the scope of the Directive if they work on a non-for-profit basis or by                                   
reinvesting all their profits in their scientific research or are conducting their research pursuant                           
to a public interest mission recognised by a Member State without particular influence upon                           
the generated results through a third party. If so, they are allowed to process datasets of work                                 
and database authors for the sake of scientific research. The MARCONI consortium is no such                             
research organization as it does not fulfill the additional requirements of Art 2 (1) (a) or (b) of                                   
the Directive. It can hardly be argued that the project itself is reinvesting all profits into                               
scientific research or conducts research on a non-for-profit basis. The same can be stated for                             
most use cases developed in the consortium as the product will most likely be employed by                               
radio stations, typically not involved in scientific research. 
 
A nearly identical provision is to be found in Art 4 of the Directive, allowing for text and data                                     
mining without the necessary characteristics of the conducting entity to be a “research                         
organization”: 
 
“Member States shall provide for an exception or limitation to the rights provided for in Article                               
5(a) and Article 7(1) of Directive 96/9/EC, Article 2 of Directive 2001/29/EC, Article 4(1)(a) and                             
(b) of Directive 2009/24/EC and Article 15(1) of this Directive for reproductions and extractions                           
of lawfully accessible works and other subject matter for the purposes of text and data                             
mining.” 
 
Such methods may be employed by performing operations through scraping public websites                       
and social media posts. In general, this provision might impose a benefit to most big data                               
applications. However, in Article 4, there is a partial exception to be found for entities that are                                 
not research organisations: 
 
“The exception or limitation provided for in paragraph 1 shall apply on the condition that the                               
use of works and other subject matter referred to in that paragraph has not been expressly                               

11 Directive 2019/790/EC of the European Parliament and of the Council of 17 April 2019 on copyright and                  
related rights in the Digital Single Market and amending Directives 96/9/EC and 2001/29/EC. 
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reserved by their rightholders in an appropriate manner, such as machine-readable means in                         
the case of content made publicly available online.” 
 
This means that lawfully (publicly) accessible works may be data mined if the rightholder has                             
not explicitly opted out of such operations. Such an opt-out might be performed through the                             
editing of a “robots.txt” file in the respective server directory. 
 
Acknowledging these circumstances, radio stations that employ the MARCONI system are                     
usually in need to gain proprietary rights of use and exploitation for the datasets used and,                               
depending on the needs of an organization, other intellectual property rights of media and text                             
which have been sent in by users with the (future) exception of Art 4 of the cited Directive. For                                     
the sake of the project phase of MARCONI the radio stations make sure that intellectual                             
property rights, in particular the rights of use and exploitation of works sent in by users, are                                 
transferred.  
 

UPLOAD FILTERS 
As already propagated throughout most media outlets, infamous “Article 13” (after adoption                       
Article 17) will possibly require the installation of filtering software for and by “online                           
content-sharing service providers” as defined in Article 2 (6) 2019/790/EC. This is a measure                           
regarding Art 3 2001/29/EC (InfoSoc Directive) which demands member states to implement                       
respective legal measures to provide the author with the exclusive right to “authorise or                           
prohibit any communication to the public of their works, by wire or wireless means, including                             
the making available to the public of their works in such a way that members of the public                                   
may access them from a place and at a time individually chosen by them”. The general                               
liability of intermediaries in the context of copyright is to be found in both Art. 8(3) of the                                   
InfoSoc Directive (with the fundamental possibility of court orders against intermediaries,                     
details of which are left to the Member States) and privileges concerning their liability under                             
Art. 12 et seq. of the Ecommerce Directive in full harmonization . 12

 
Article 17 of Directive (EU) 2019/790 could have an impact on the MARCONI system                           
depending on its configuration and on the organization employing it. It is debatable whether                           
the definition of “online content sharing provider” applies to MARCONI. It has the following                           
scope: 
 

● Information society service 
● A primary goal is to give the public access to a large amount of 

○ by copyright protected works, or 
○ other protected subject matter 

● Uploaded by their user base 
● Organized and promoted for the purpose of profit making 

 
MARCONI is an information society service according to point (b) of Article 1(1) of Directive (EU)                               
2015/1535. Furthermore, MARCONI is primarily processing content uploaded by users for the                       
sake of listener engagement as outlined in the MARCONI grant agreement. It is debatable                           
whether or not the task of MARCONI to make works protected by copyright available to the                               
general public can be described as such. The objectives of MARCONI lie mostly within the                             

12 Leistner, “Copyright law on the internet in need of reform: hyperlinks, online platforms and aggregators”,                
Journal of Intellectual Property Law & Practice, 2017, Vol. 12, No. 2, 137. 
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storytelling aspect. As such, only user-generated content is of interest and sent only through                           
the channels of personal communication to an editorial team. 

6.3 Fake News in the Digital Age 

INTRODUCTION 

Various events within the last few years and the recent developments in technology lead to                             
the resurfacing of an already well-known phenomenon: “disinformation” or “fake news”. The                       
rise of the Internet and that of Social Media allowed for disinformation campaigns with greater                             
impact than previously known, showing a darker side of the Internet. 
 
The early expectations on the Internet were largely optimistic – if not to say euphoric -,                               13

especially concerning empowerment of the individual in relation to the state. It should allow                           
for communication with the whole world, unrestricted by territorial boundaries, it would hold                         
unlimited information and would therefore allow everyone to find the truth about any subject,                           
and since no one would see each other, divisive factors such as the colour of skin, gender,                                 
and religion would be irrelevant . These aspects of the Internet should have strengthened                         14

democracy fundamentally . However, it not only showed that some of the expectations were                         15

perhaps too optimistic, but that the Internet could also be used to inflict harm, as Pöschl                               
argues: 
 

While the Internet offers a way to almost unlimited information, these masses on                         
information can only be used or even accessed if these data are processed                         
beforehand. Such a service is offered by so called intermediaries who, similar to                         
journalistic media, prepare, sort and filter information so it can be accessed and                         
consumed. However, for most of these intermediaries, the business model is not to                         
generate diversity of thought, but to edit information so it will comply with the                           
individual preferences of each consumer . In this filter bubble, everyone is consonant                       16

with themselves and it is easy to find people with similar believes . Such echo                           17

chambers allow for the fruitful exchange of various ideas but it can also lead to the                               
spread of hate and disinformation . 18

 
Within the current environment, there is much objectively false information on the Internet that                           
hinder the search for the truth on the Internet . Since people are prone to believe (true or                                 19

false) information that confirms to their own worldviews and since there is a lot of information                               
with varying degrees of credibility on the Internet, one might argue that the Internet might                             
even have the potential to sabotage the concept of truth itself . The Centre for European                             20

Policy Studies (CEPS) and College of Europe goes so far as to state: 
 

13 Pöschl in Koziol (Hrsg), Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung (Medienpolitik            
und Recht 2018) Neuvermessung der Meinungsfreiheit? 33. 
14 Pöschl, Neuvermessung der Meinungsfreiheit? 33. 
15 Ibidem. 
16 Pöschl, Neuvermessung der Meinungsfreiheit? 34. 
17 Ibidem. 
18 Ibidem. 
19 Pöschl, Neuvermessung der Meinungsfreiheit? 35. 
20 Pöschl, Neuvermessung der Meinungsfreiheit? 36. 
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“Ironically, the same features of the Internet that determined its rapid development also                         
undermined its very foundations. Such features include the digital nature of the network,                         
which makes it possible to copy and distribute files with no loss of quality and no                               
dispossession of the original owners; and the end-to-end nature of the architecture, which                         
makes it possible for every end user to communicate with every other end user .” 21

 
However, the Internet is a tool that can be used to the benefit or the detriment of society.                                   
Since recent events have shown that fake news and the manipulation of the public might                             
impose a disruptive element to the maintenance of democracy, the MARCONI consortium                       
recognizes its responsibility to treat this subject with the utmost attention. 
 
The European Union recognized the threat that arises from voluntary disinformation, which                       
can be defined as “verifiably false or misleading information that is created, presented                         
and disseminated for economic gain or to intentionally deceive the public, and may                         
cause public harm” . 22

 
Hate Speech is a different phenomenon, but linked to disinformation as violence – verbal                           
(Hate Speech) or ultimately physical – has resulted from false claims or statements that spread                             
on the Internet. Hate Speech is not only linked to fake news or disinformation as a possible                                 
result from the latter – both phenomena have intensified through social media and                         
intermediaries and might also be solved with the help of these intermediaries, who play a vital                               
role in the spread of information in today’s online world. 
 
Both measures against disinformation and Hate Speech as well as the failure to address                           
threats to personal freedom and democracy might interfere with                 
fundamental rights. Within this section, the various legal aspects                 
regarding “Fake News” and “disinformation” will be assessed by                 
determining its different forms, the fundamental rights affected as well as the legal framework                           
both on EU and national level (with exemplary domestic legislation). On the basis of these                             
findings, this section will be concluded by describing to what degree MARCONI can (and must)                             
contribute to the fight against disinformation and how it might contribute to a positive                           
development of the Internet. 

AVOIDING SIMPLE SOLUTIONS TO COMPLEX PROBLEMS AND RECOGNIZING THE DIFFERENT FORMS OF 
DISINFORMATION 

As the High-Level-Group on Fake News and Disinformation (HLEG) pointed out in their final                           
report (“[A] Multi-Dimensional Approach to Disinformation”), the current debates about fake                     
news “encompass a spectrum of information types”. These include relatively low-risk forms                       
such as: 
 

● honest mistakes made by reporters, 
● partisan political discourse, and 
● the use of click bait headlines, 

 
to high-risk forms such as, for instance, foreign states or domestic groups that would try to                               
undermine the political process in European Member States and the European Union, through                         

21 CEPS - Centre for European Policy Studies and College of Europe/EU-Commission, The legal framework to                
address “fake news”: possible policy actions at the EU  level, 2018, 7. 
22 European Commission, “Tackling online disinformation”, 
https://ec.europa.eu/digital-single-market/en/fake-news-disinformation. 
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the use of various forms of malicious fabrications, infiltration of grassroots groups, and                         
automated amplification techniques . 23

 
Within their final report, the HLEG makes an argument against the use of the term “fake news”                                 
for two reasons: 
 

1. the term is inadequate to capture the complex problem of “disinformation”, 
2. the term “fake news” is not only inadequate, but also misleading, because it has been                             

appropriated by some politicians and their supporters, who use the term to dismiss                         
coverage that they find disagreeable . 24

 
The HLEG focuses especially on problems associated with “disinformation” - false, inaccurate,                       
or misleading information designed, presented and promoted to intentionally cause public                     
harm or for profit . Disinformation, as the HLEG defines it, can be seen as the most                               25

problematic forms of information types and especially encompasses those of “high-risk” (see                       
above). 
 
While this definition captures the main problems, it might also pose some problems in practical                             
application. From a legal point of view, the subjective elements within this definition might                           
cause problems with regard to immediate regulation by either soft law or legislation on EU- or                               
member state level: to be qualified as disinformation, it would have to be designed, presented                             
and promoted to either intentionally cause public harm or for profit. One important part of                             
intentionally false or inaccurate information that has been designed, presented and promoted                       
for profit would be satirical content. The HLEG itself, however, points out that disinformation                           
should cover other forms of deliberate but not misleading distortions of facts such a satire and                               
parody. 
 
Since the platforms that are used to spread fake news are also often used to self-promote                               
oneself, it would on many occasions be easy to assume an intent on making profit, perhaps                               
even on those that are generally of “low-risk”. There also are many fake news messages that                               
are spread and even designed by those who believe the issued information to be true. In their                                 
view, the dissemination would not be aimed to cause public harm. The intent might even be to                                 
further the public debate about issues that are in the public interest. To determine these                             
subjective elements might not be possible from the news feed or post itself and sometimes                             
they would have to be determined before a court. Of course, this depends on the specific                               
case and there are many examples where it is clear that the intention must have been to                                 
cause public harm through disinformation. 
 
It also seems important to take a look at the other important aspect of disinformation: the                               
objective element, that requires the information to be either false, inaccurate or misleading.                         
Within a debate about current events, the facts are often unclear, which makes it very difficult                               
to determine if they are false, inaccurate or misleading. As discussed above, such news –                             
even if it turns out to be false – might have been disseminated with just intentions and still be                                     
picked up and used for public harm. 
 
On first glance, it might seem inappropriate to legally analyse a definition that primarily serves                             
the purpose to capture a complex problem and to allow further discussion, not to be used for                                 

23 High level Group on fake news and online disinformation (HLEG), “A multi-dimensional approach to               
disinformation”, 10. 
24 Ibidem. 
25 Ibidem. 
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legislation. A discussion on fake news should, however, also point out the difficulties in                           
regulating fake news with regard to the many different forms of communication in the Internet.                             
The HLEG concludes simplistic solutions should be disregarded . The HLEG recommends a                       26

multi-dimensional approach on the pillars of: 
 

1. transparency 
2. media and information literacy 
3. tools to empower users and journalists to tackle disinformation 
4. diversity and sustainability of the European news media ecosystem 
5. continued research on disinformation 

 
Often associated with disinformation is Hate Speech, which describes “a verbal attack of a                           
person or a group of persons that are circumscribed by the presence of or the lack of certain                                   
features, on which they have no influence (i.e., skin color, origin, religion, sexual preference)” .                           27

Hate Speech as well as disinformation may also target a specific person that is a member of                                 
such a group as a proxy to incite or channel hatred against the group. Hate Speech is often                                   
based on false, inaccurate or misleading information and can be incited by disinformation. In                           
contrast to disinformation, Hate Speech in the form as described above is already illegal in                             
many member states. However, some states do not restrict Hate Speech. The European Court                           
of Human Rights (ECtHR) accepts either of the two approaches. The ECtHR emphasised that                           
“tolerance and respect for the equal dignity of all human beings constitute the foundations of                             
a democratic, pluralistic society” though it might be considered “necessary in certain                       
democratic societies to sanction or even prevent all forms of expression which spread, incite,                           
promote or justify hatred based on intolerance […]” . While some states might see the                           28

responsibility to counter Hate Speech not by the state but by the civil society , an obligation                               29

to prevent Hate Speech might arise from the right to respect for private and family life, home                                 
and correspondence according to Art 8 of the European Convention on Human Rights (ECHR)                         

. 30

 
Both phenomena – disinformation and Hate Speech – are complex both in its origin, dynamics                             
and regarding effective counter-measures. While disinformation is hard to define, it can incite                         
hate speech and even worse reactions, both with consequences within the analogue world.                         
While Hate Speech, defamation and other harmful issues are already illegal in many states, it                             
would seem appropriate to regulate disinformation as well, seeing that it can be the cause for                               
the prior. It has been discussed above, that there is a large grey area of “low-risk” phenomena                                 
and “high-risk” disinformation. Intermediaries and platforms will most likely play a crucial role                         
in tackling both disinformation and Hate Speech, but since it might prove difficult for them to                               
determine from a certain message alone, whether it contains problematic disinformation or                       
contributes to a debate, protected by Art 10 ECHR (freedom of expression), the problem                           
should – as the HLEG on disinformation stated in their final report – be addressed by a                                 
multi-dimensional approach. This approach should take into account the various stakeholders                     
and the fundamental rights affected. The following section focuses on fundamental rights that                         
potentially are affected by either disinformation and Hate Speech or by measures against                         
these phenomena. 

26High level Group on fake news and online disinformation (HLEG), A multi-dimensional approach to              
disinformation, 5 (“The HLEG advises the Commission to disregard simplistic solutions.”). 
27 Pöschl, Neuvermessung der Meinungsfreiheit?, 46. 
28 ECtHR 16 April 2004, 35071/97 (Gündüz v Turkey) Rec 40. 
29 Pöschl, Neuvermessung der Meinungsfreiheit?, 47. 
30 Kucsko-Stadlmayer in Koziol (Hrsg), Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung           
(Medienpolitik und Recht 2018) Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung 64. 
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FUNDAMENTAL RIGHTS AFFECTED 

Measures against disinformation require balancing the various possibly affected individual and                     
public interests. Also with contrasting interests, the aim should be to find a solution that                             
vindicates all affected rights the most . To enable such measures, this section will explore                           31

which fundamental rights, granted in the Charter of Fundamental Rights of the European                         
Union, might be affected by Fake News or disinformation but also by measures taken with the                               
aim to combat disinformation. 
 
Art 10 ECHR states the Right to freedom of expression: 
 
“(1) Everyone has the right to freedom of expression. This right shall include freedom to hold                               
opinions and to receive and impart information and ideas without interference by public                         
authority and regardless of frontiers. This Article shall not prevent States from requiring the                           
licensing of broadcasting, television or cinema enterprises. 
(2) The exercise of these freedoms, since it carries with it duties and responsibilities, may be                               
subject to such formalities, conditions, restrictions or penalties as are prescribed by law and                           
are necessary in a democratic society, in the interests of national security, territorial integrity                           
or public safety, for the prevention of disorder or crime, for the protection of health or morals,                                 
for the protection of the reputation or rights of others, for preventing the disclosure of                             
information received in confidence, or for maintaining the authority and impartiality of the                         
judiciary.” 
 
In the case of Handyside vs United Kingdom, the ECtHR stated that the right to freedom of                                 
expression “is applicable not only to ‘information’ or ‘ideas’ that are favourably received or                           
regarded as inoffensive or as a matter of indifference, but also to those that offend, shock or                                 
disturb the State or any sector of the population. Such are the demands of that pluralism,                               
tolerance and broadmindedness without which there is no ‘democratic society’” . According                     32

to the ECtHR this also means that every “formality”, “condition”, “restriction” or “penalty”                         
imposed in this sphere must be proportionate to the legitimate aim pursued . 33

 
According to various judgements of the ECtHR, the free press plays an essential role in a                               
democratic society , namely that of a “public watchdog” . The ECtHR states that the press                           34 35

has a duty to impart information and ideas on all matters of public interest. It has to do so,                                     
however, in a manner consistent with its obligations and responsibilities . Within these                       36

obligations and responsibilities, the press has a certain leeway within its journalistic freedom,                         
which also covers possible recourse to a degree of exaggeration, or even provocation .                         37

31 Helmut Koziol in Helmut Koziol (Hrsg), Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung             
(Medienpolitik und Recht 2018) Einleitung: Einige aktuelle Grundfragen 6. 
32 ECtHR 7 December 1976, 5493/72, Rec 49. 
33 Ibidem. 
34 Kucsko-Stadlmayer, Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung 62. 
35 ECtHR Bladet Tromsø and Stensaas v. Norway [GC], no. 21980/93, §§ 59 and 62, ECHR 1999‑III, and Pedersen                   
and Baadsgaard v. Denmark [GC], no. 49017/99, § 71, ECHR 2004‑XI. 
36 Ibidem; Art 10(2) ECHR. 
37 Prager and Oberschlick v. Austria judgment of 26 April 1995, Series A no. 313, p. 19, § 38. 
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Since the way in which the information is issued is also protected under Art 10 ECHR , so is                                   38

the use of so called “social bots” to disseminate ideas . 39

 
Some national courts argue that objectively false statements of fact are not protected under                           
the right to freedom of expression . The German Federal Constitutional Court decided on                         40 41

Art 5 German Basic Law , which is comparable to Art 10 ECHR, that the freedom of                               42

expression does not protect statements on facts that are demonstrably false, like incorrect                         
quotations or evident historical facts or if it concerns the issuing of deliberately false                           43 44

statements , . In the same manner, the Austrian Supreme Court of Justice ruled that the                           45 46 47

right to freedom of expression can not legitimize the slander of political opponents on the                             
basis of false statements . 48

 
This restrictive interpretation of the fundamental right to freedom of expression by the German                           
Federal Constitutional Court is challenged by various legal scholars . Their main arguments                       49

are that the freedom of expression would also protect far-fetched or even seemingly abstruse                           
ideas and that the subjective perception of the truth and the expression thereof should not be                               
restricted by “objective” requirements, especially given that the question of truth is often                         
controversial and will generally have to be determined ex post facto . It should therefore not                             50

restrict the applicability of this fundamental right, but be considered when determining the                         
proportionate measure to further a legitimate aim or when striking a balance with conflicting                           
rights. 
 
In this context, Art 17 ECHR must be mentioned, which states that “nothing in this Convention                               
may be interpreted as implying for any State, group or person any right to engage in any                                 
activity or perform any act aimed at the destruction of any of the rights and freedoms set forth                                   
herein or at their limitation to a greater extent than is provided for in the Convention”. This                                 
can be seen as the expressed condition that the ECHR does not allow for it to be used against                                     
itself. It is a prohibition of abuse with regard to the rights granted by the ECHR . The ECtHR                                   51

has applied Art 17 ECHR in the context of holocaust-denial and stated that Art 10 does not                                 
protect “the [denial] of historical facts about the mass murder committed by the totalitarian                           
Nazi regime” which “constituted an insult to the Jewish people and at the same time a                               
continuation of the former discrimination against the Jewish people” . The reasoning behind                       52

38 Birgit Daiber in Jens Meyer-Ladewig/Martin Nettesheim/Stefan von Raumer (Hrsg), EMRK: Europäische            
Menschenrechtskonvention: Handkommentar4 (NomosKommentar 2017) Art 10. 
39 Pöschl, Neuvermessung der Meinungsfreiheit? 41. 
40 Pöschl, Neuvermessung der Meinungsfreiheit? 42. 
41 Bundesverfassungsgericht – Federal Constitutional Court 
(https://www.bundesverfassungsgericht.de/EN/Homepage/home_node.html). 
42 Basic Law for the Federal Republic of Germany (Grundgesetz; short: GG);            
https://www.bundestag.de/en/documents/legal/legal-197642 (visited 24 April 2019). 
43 i.e., BVerfGE 54, 208 (219). 
44 i.e., BVerfGE 90, 241 (249). 
45 i.e., BVerfGE 61, 1 /8);85, 1 (15); 90, 241 (247f). 
46 See Schulze-Fielitz in Dreier (Hrsg), Grundgesetz: Kommentar (1996) Art 5 I, II Rec 46f with further references. 
47 The Supreme Court of Justice of the Republic of Austria (Oberster Gerichtshof der Republik Österreich; short:                 
OGH); http://www.ogh.gv.at/en/ 
48 OGH, Ris-Justiz RS0129575. 
49 See Pöschl, Neuvermessung der Meinungsfreiheit? 42; Schulze-Fielitz, Art 5 I, II 47 (each with further                
references). 
50 Ibidem. 
51 Stephan Neidhardt in Jens Meyer-Ladewig/Martin Nettesheim/Stefan von Raumer (Hrsg), EMRK: Europäische            
Menschenrechtskonvention: Handkommentar4 (NomosKommentar 2017) Art 17 Rec 1. 
52 European Commission of Human Rights, 7 January 1993, 21128/93 (Walendy v Germany). 
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this is not just the denial or distortion of historical facts alone, but on the purpose behind it,                                   
which was i.c. the “[incitement] to racial hatred, antisemitism and xenophobia” , . The ECtHR                       53 54

also expressly stated that “National Socialism is a totalitarian doctrine incompatible with                         55

democracy and human rights and that its adherents undoubtedly pursue aims of the kind                           
referred to in Article 17” . It appears that the purpose behind a denial of historical facts is the                                   56

deciding factor regarding the applicability of Art 17 ECHR with regard to the right to freedom of                                 
expression. 
 
Other rights granted by the Convention may lead to a further limitation of Art 10 ECHR, since                                 
both rights in question must be respected equally. Probably the most important of those rights                             
limiting the freedom of expression is Art 8 ECHR which stipulates the right to respect for                               
private and family life. According to Art 8: 
 
“(1) Everyone has the right to respect for his private and family life, his home and his                                 
correspondence. 
(2) There shall be no interference by a public authority with the exercise of this right except                                 
such as is in accordance with the law and is necessary in a democratic society in the                                 
interests of national security, public safety or the economic well-being of the country, for the                             
prevention of disorder or crime, for the protection of health or morals, or for the protection of                                 
the rights and freedoms of others.” 
 
The ECtHR had to balance the Right to Private Life according to Art 8 ECHR and the Right to                                     
Freedom of Expression according to Art 10 ECHR on many occasions . In the case of                             57

Hannover versus Germany (no. 2), the ECtHR also delineated the criteria which should be                           58

taken into account when balancing these two rights: 
 

1. the essential criterion is whether the photos or articles contribute to a debate of                           
general interest (this will be substantiated and complemented through the following                     
criteria:) 

2. how well known the person concerned is and the subject of the report, 
3. prior conduct of the person concerned, 
4. content form and consequences of the publication, 
5. circumstances in which the photos were taken. 

 
In the case of Delfi AS versus Estonia , the ECtHR further elaborated on the role of                               59

intermediaries with regard to hate speech. One of the largest online news websites in                           
Estonia with – at the time – more than 330 articles and 10.000 readers per day, www.delfi.ee,                                 
published an article on a ferry company that changed its transportation routes in a way that                               
the cheaper “ice roads”, that allowed to drive from the mainland to the islands, were                             
destroyed. The article was published under the headline “SLK Destroyed Planned Ice Road”                         
and was very controversial. Although Delfi AS had a disclaimer according to which user                           
participation/posts would be required to adhere to certain rules and that threats and insults                           

53 European Commission of Human Rights 2 September 1994, 21318/93 (Ochsenberger v Austria). 
54 See Hong, Hassrede und extremistische Meinungsäußerungen in der Rechtsprechung des EGMR und nach              
dem  Wunsiedel -Beschluss  des BVerfG, ZaöRV 70 2010, 73 (78). 
55 Then as “The European Commission of Human Rights”. 
56 European Commission of Human Rights, 12 October 1989, 12774/87 (B H, M W , H P and G K v Austria). 
57 For a comprehensive overview on the case law of the ECtHR see, inter alia: Council of Europe/European Court                   
of Human Rights, Guide on Article 8 of the European Convention on Human Rights, 31.12.2018, 14. 
58 ECtHR 7 February 2012, 40660/08 and 60641/08 (Von Hannover v. Germany [no. 2]) 108f. 
59 ECtHR 16 June 2015, 64569/09 (Delfi AS v. Estonia). 
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would not be allowed, some of the posts would consist of personal insults against the owner                               
of the ferry company. After Delfi AS was noticed, these comments were taken down – 6                               
weeks after they were published. After legal proceedings, the Estonian courts granted the                         
owner of the ferry company damages against Delfi AS. The ECHR decided that the website                             
hosted by Delfi was also protected under Art 10 ECHR. However, considering the commercial                           
interests of Delfi, the content of the insulting comment and the anonymity of the user that                               
issued the insulting comment, Delfi would have been obligated to proactively delete the                         
comment. 

INTERIM CONCLUSION – BALANCING AFFECTED RIGHTS 

In summation, the right to freedom of expression also covers possible recourse to a degree of                               
exaggeration, or even provocation, but where it interferes with the rights of others, the                           
affected rights have to be balanced against each other. The ECtHR also stated, although in the                               
context of hate speech, that an obligation for intermediaries to monitor their platform can exist,                             
especially if the exchange of public messages is part of their business model. 

6.4 Existing Legal Framework and Measures Against 
Fake News 

EUROPEAN UNION 

The Commission was called upon by the European Parliament “to analyse in depth the current                             
situation and legal framework with regard to fake news, and to verify the possibility of                             
legislative intervention to limit the dissemination and spreading of fake content” . The EU has                           60

already taken measures to analyse this phenomenon and devise a strategy to tackle it . 61

 
To advise on policy initiatives to counter fake news and the spread of disinformation online, a                               
High level Group on fake news and online disinformation (HLEG) was organised . The HLEG                           62

argues that the threat should be addressed as “disinformation”, which is defined as “false,                           
inaccurate, or misleading information designed, presented and promoted to intentionally                   
cause public harm or for profit” . The risk of harm includes threats to democratic political                             63

processes and values, which can specifically target a variety of sectors, such as health,                           
science, education, finance and more . “Disinformation” involves content that is not actually                       64

or completely “fake” but fabricated information blended with facts, and practices that go well                           
beyond anything resembling “news” to include some forms of automated accounts used for                         
astroturfing, networks of fake followers, fabricated or manipulated videos, targeted                   
advertising, organized trolling, visual memes, and involves as well a whole array of digital                           
behaviour that is more about circulation of disinformation than about production of                       
disinformation, spanning from posting, commenting, sharing, tweeting and retweeting etc . 65

 

60 European Parliament, Resolution of 15 June 2017 on online platforms and the digital single market,                
2016/2276(INI), Rec 36. European Parliament, Resolution of 15 June 2017 on online platforms and the digital                
single market, 2016/2276(INI), Rec 36. 
61 EU-Commission, Fake news and online disinformation, 
https://ec.europa.eu/digital-single-market/en/fake-news-disinformation. 
62 Ibidem. 
63 Ibidem. 
64 Ibidem. 
65 Ibidem. 
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There are four fundamental issues in regard to disinformation: 
 

1. Political actors can be purveyors of disinformation and may actively seek to control                         
news media 

2. Not all news media maintain the same standards of professionalism and editorial                       
independence 

3. Civil society actors may individually or collectively share false and misleading content 
4. Digital media and platform companies which serve as both enablers and gatekeepers                       

of information and which – in combination with tools integral to the contemporary                         
digital ecosystem like behavioural data collection, analytics, advertising exchanges,                 
tools for cluster detection and tracking social media sentiment, and various forms of                         
AI/machine learning – can be harnessed by some purveyors of disinformation. 

 
The fourth aspect, digital media and platform companies, might be the most important aspect.                           
The CEPS recognises that the rise of online intermediaries and platforms translated into a                           
massive flow of online news, which were subject to limited fact- and originality-checking .                         66

While the easy access to news and an unprecedented growth in news consumption might be                             
seen as a positive development, recent scandals such as the alleged Russian meddling in U.S.                             
presidential elections between 2016 and 2018 and Cambridge Analytica show the new                       
problems that accompany this development . 67

 
The term platform is very broad and encompasses a range of activities including social media,                             
search engines, news aggregators, marketplaces, communication services, creative content                 
outlets, app stores, payment systems, and platforms for collaborative projects, that share key                         
characteristics including: 
 

● the use of information and communication technologies to facilitate interactions                   
between users as (information) intermediaries, 

● collection and use of data about these interactions and 
● network effects which make the use of the platforms with most users most valuable to                             

other users . 68

MEDIA PLURALISM MONITOR 

According to the relevant literature, “freedom of the press” refers to “the freedom to criticize                             
the government without suffering official interference or punishment before or after                     
publication” . Since media have nowadays partly become stages for “hate speech” or “fake                         69

news”, media politics – which seems to have been a neglected topic for a long time – have                                   70

become important. 
 
Media politics can be described as political action that aim at the creation and implementation                             
of binding decisions on the organisation and function of media and public communication                         

66 CEPS - Centre for European Policy Studies and College of Europe/EU-Commission, The legal framework to                
address “fake news”: possible policy actions at the EU  level, 2018, 5, 7.  
67 Ibidem. 
68 High level Group on fake news and online disinformation (HLEG), A multi-dimensional approach to               
disinformation, 11 (FN 3). 
69 Cited in: Seethaler in Koziol (Hrsg), Tatsachenmitteilungen und Werturteile: Freiheit und Verantwortung             
(Medienpolitik und Recht 2018) Informations- und Meinungsfreiheit: Medianpolitische grundlagen und          
Herausforderungen 13. 
70 Seethaler, Informations- und Meinungsfreiheit: Medianpolitische grundlagen und Herausforderungen 14. 
Page 53 of 77 

©Copyright UHasselt and other members of the MARCONI consortium 



D4.3: Piloting Activities and Evaluations v2 | Public 

through media . Media politics generally follow the liberalist ideals and aim to ensure freedom                           71

of expression and information . Since both access to information as well as the                         72

opinion-forming process are generally media-based, there is a certain idea of order in media                           
politics, namely that on the one hand they must allow for a diverse publicly accessible                             
discourse on topics that have been collectively deemed important and on the other hand must                             
also prevent negative developments and external influence by political and economic                     
interests. 
 
The role of the free press is also topic of various rulings of the European Court of Human                                   
Rights (ECtHR). These rulings are not only often referred to by those of the European Court of                                 
Justice (ECJ) but are also relevant for all the Member States of the European Union (as                               
Members of the European Convention on Human Rights) regarding their national legislation.                       
This means that most of these rulings state general principles of law within the European                             
Union. The ECtHR has repeatedly emphasised the essential role played by the press in a                             
democratic society . Although the press must not overstep certain bounds, regarding in                       73

particular protection of the reputation and rights of others, its duty is nevertheless to impart –                               
in a manner consistent with its obligations and responsibilities – information and ideas on all                             
matters of public interest. The ECtHR also stresses the role of the press as a “public                               
watchdog”. 

NATIONAL LEGISLATION OF EU-MEMBER STATES 

GERMANY 

Germany issued the Network Enforcement Act which applies to telemedia service providers                       74

“which, for profit-making purposes, operate Internet platforms which are designed to enable                       
users to share any content with other users or to make such content available to the public                                 
(social networks)”. It does not apply, however, to platforms offering journalistic or editorial                         
content, the responsibility for which lies with the service provider itself. 
 
If the NetzDG is applicable, the telemedia service provider is required to maintain “an effective                             
and transparent procedure for handling complaints about unlawful content”. After immediate                     
note of the complaint, the provider has to evaluate whether the content is unlawful and                             
subject to removal or whether access to the content must be blocked . After receiving the                             75

complaint, the provider has to remove or block content that is “manifestly unlawful” within 24                             
hours , other unlawful content immediately, generally being within 7 days of receiving the                         76

complaint . After that, the provider immediately notifies the person submitting the complaint                       77

and the user about any decision, while also providing them with reasons for its decision . The                               78

contravention with these provisions, be it intentionally or negligently, may result in a regulatory                           
fine, which can be up to five million euro . 79

 

71 Ibidem. 
72 Seethaler, Informations- und Meinungsfreiheit: Medianpolitische grundlagen und Herausforderungen 15. 
73 See: ECtHR 7 February 2012, 40660/08 and 60641/08 (von Hannover v. Germany (No 2)) Rec 102. 
74 Gesetz zur Verbesserung der Rechtsdurchsetzung in sozialen Netzwerken (Netzdurchsetzungsgesetz; short:           
NetzDG); Federal Law Gazette I, 3352 ff. 
75 § 3(2)(1) NetzDG. 
76 § 3(2)(2) NetzDG. 
77 § 3(2)(3) NetzDG. 
78 § 3(2)(5) NetzDG. 
79 § 4(2) NetzDG. 
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According to § 1(3) NetzDG, “unlawful content” shall be content “which fulfils the requirements                           
of the offenses described in sections 86, 86a, 89a, 91, 100a, 111, 126, 129 to 129b, 130, 131, 140,                                     
166, 184b in connection with 184d, 185 to 187, 241 or 269 of the Criminal Code and which is not                                       
justified” . These offenses include national security regulations (including terrorist offenses),                   80

prohibitions on attacks on the public order or on the personal honour . 81

 
§ 2(2) NetzDG requires telemedia service providers, which receive more than 100 complaints                         
per year, to report every 6 months on their efforts to handle these complaints on unlawful                               
content. The platforms apply a two-tier test procedure for content that has been reported as                             
illegal content . As a first step, platforms are testing whether the reported content has                           82

violated their own guidelines (i.e., “community-guidelines”). Only if that is not the case, the                           
platform then has to examine the content on the basis of the criminal law (second tier). 
 
For radio stations using MARCONI, the NetzDG will only be applicable if they also provide a                               
platform that allows users to post their own content. The MARCONI software does not support                             
such an application, as it is mainly a tool that supports the editorial team with the selection of                                   
user-generated content from other platforms and also an app that enables the user to                           
personalize the radio experience. 

SWEDEN 

Sweden has issued the Act on Responsibilities regarding Electronic Bulletin Boards . It                       83

requires the provider of such an electronic bulletin board, which means a service for                           
conveyance of electronic messages, to remove or make inaccessible a message if 
 

1. the message content is obviously such as is referred to in the penal code, section 16,                               
article 5, about instigation of rebellion, section 16 article 8 about racial agitation,                         
section 16 article 10 about child pornography, section 16 article 10 about illegal                         
description of violence, or 

2. it is obvious that the user has, by submitting the message, infringed on the copyright or                               
other rights protected by section 5 in the law about copyright to literary and artistic                             
work . 84

 
The intentional contravention or that through gross negligence may result in a fine or a prison                               
sentence up to two years . 85

AUSTRIA 

Austria does not have an explicit law that stipulates a compliance system for a platform                             
provider. However, the E-Commerce Gesetz (ECG) that implements the E-Commerce                   86

80 § 1(3) NetzDG. 
81 Holznagel, Das Compliance-System des Entwurfs des Netzwerkdurchsetzungsgesetzes, ZUM 2017, 615–624           
(620). 
82 Roßnagel, Löber/Roßnagel: Das Netzwerkdurchsetzungsgesetz in der Umsetzung, Multimedia und Recht           
2019, 71–76 (71). 
83 Swedish Code of Statutes, SFS 1998, 112. 
84 Art 5 Swedish Act on Responsibilities regarding Electronic Bulletin Boards. 
85 Art 7 Swedish Act on Responsibilities regarding Electronic Bulletin Boards. 
86 Bundesgesetz, mit dem bestimmte rechtliche Aspekte des elektronischen Geschäfts- und Rechtsverkehrs            
geregelt werden (E-Commerce-Gesetz - ECG) StF: BGBl. I Nr. 152/2001. 
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Directive , regulates and privileges i.e. access- and host providers concerning their liability for                         87

content uploaded by their users. Access providers being a natural or legal person facilitating                           
mere transmission in a communication network, host providers the storage of information                       
provided by a recipient of their service. 
 
Within the material criminal law, there are certain noteworthy provisions that can be applicable                           
to disinformation campaigns. § 263 Austrian Criminal Code (StGB) prohibits the fraudulent                       88

misrepresentation of facts with the intent that someone else votes wrongly or, against their                           
will, issues an invalid vote. § 264 StGB prohibits the publication of a false statement on an                                 
issue that is suitable to prevent someone to vote or to vote in a certain way. However, this                                   
prohibition does not apply if there is enough time to effectively issue a counter-statement .                           89

These provisions would also cover some campaign advertising that was applied during the                         
Presidential Election in the United States. According to the CEPS , this especially problematic                         90

form of disinformation that follow commercially or politically motivated manipulation strategies                     
are called “disinformation/influence operations” . 91

6.5 MARCONI Disinformation and/or Hate Speech 

The rise of online disinformation requires considerable effort to tackle potentially negative                       
impacts on the public debate and on the quality of information, especially in the context of the                                 
political debate. 
 
While the press has long followed the guideline of “responsible journalism”, platform                       
providers will have to catch up and take the responsibility that comes with their role as newly                                 
established “information-gatekeepers”. While the EU does aim on constructive dialogue with                     
online platforms, especially to mobilise and coordinate fact-checkers as well as to promote                         
media literacy, rigid EU-regulations are not planned. 
 
On national level, platforms are subject to different obligations. While the German Network                         
Enforcement Act requires an elaborate compliance system to monitor and respond to                       
complaints on illegal content, it does not prohibit disinformation as such, if it does not amount                               
to hate speech, mass instigation or the support of unconstitutional organisations. The Austrian                         
Criminal Law does not contain similar obligations for platforms (which are typically considered                         
host-providers according to the E-Commerce-Directive). It does, however contain certain                   
prohibitions on disinformation, especially in the context of elections. It can be concluded that                           
the national legislations differ in their approach regarding disinformation. 
 
The MARCONI consortium is determined to contribute to the tackling of disinformation.                       
However, since the MARCONI software itself won’t provide a platform for users to exchange                           
information, the measures taken by its technical design mostly focus on measures that will                           
support the editorial team of the radio station to select user stories that are not part of a                                   

87 Directive 2000/31/EC of the European Parliament and of the Council of 8 June 2000 on certain legal aspects                   
of information society services, in particular electronic commerce, in the Internal Market ('Directive on              
electronic commerce'), OJ L 2000/178, 1. 
88 Bundesgesetz vom 23. Jänner 1974 über die mit gerichtlicher Strafe bedrohten Handlungen (Strafgesetzbuch              
– StGB) StF: BGBl. Nr. 60/1974. 
89 § 264 StGB. 
90 Centre for European Policy Studies and College of Europe (CEPS). 
91 CEPS - Centre for European Policy Studies and College of Europe/EU-Commission, The legal framework to                
address “fake news”: possible policy actions at the EU  level, 2018, 5,13. 
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disinformation campaign. However, the selection should be done by the editorial team which                         
will act as responsible journalists, according to the ECHR case law. It is possible to envision in                                 
a future version of the MARCONI platform the inclusion of specialised tools for these                           
purposes, such as AI-supported fact-checking software. 
 
To avoid filter bubbles, the MARCONI software will not personalize the news itself, but will                             
categorize the news segments, from which a user can choose, according to her preferences. 
 

7 Preparation of Open Piloting Activities 
In September 2019 (i.e., immediately after the delivery of this document), MARCONI’s open                         
piloting phase will commence. The goal of this open piloting phase is to make the MARCONI                               
platform available to interested parties outside of the project consortium, which in turn should                           
result in interesting future exploitation opportunities for the MARCONI consortium. This section                       
will describe the steps that we have taken to prepare for MARCONI’s upcoming open piloting                             
phase, most notably with respect to the recruitment of potential open pilot participants and                           
hence prospective MARCONI customers.  
 
We actively started recruiting partners for the open piloting phase as early January 2019, via                             
numerous channels and means (see Section 7.2). During the regular project meetings we have                           
organised workshops with the consortium partners in order to define the strategy for securing                           
open pilot participation. The strategy explicitly took into account the comments received                       
during the first project review, especially with respect to the importance of approaching also                           
stations from the south, east and north of Europe and which are both public and commercial,                               
from large to small. 
 
All this time, we continuously monitored and adjusted our preparatory open piloting activities                         
based on the input we received from potential external pilot partners. 

7.1 Market Analysis 

Conversations with different radio stations have shown that they differ quite significantly in                         
terms of financial strength and (in-house) IT development capacity. In particular, we see a                           
huge disparity between the large (national) stations and the smaller local stations. We also                           
note that in North / Eastern Europe, political changes have a complex impact on the future                               
vision of radio stations. This makes it difficult to get these stations willing to invest money or                                 
time in innovative projects. In addition, many potential partners have indicated that they only                           
want to participate if it is clear what the viability and costs will be after the end of the                                     
MARCONI project. Similarly, stations have been found to be reluctant to invest if the project                             
does not provide them with sufficient benefits in the longer term. 

7.2 External Party Recruitment 

EXPLOITING EXISTING PIPELINES 

To get in touch with potential pilot partners quickly, we have leveraged the existing network of                               
consortium members, most notably those consortium members that have deep roots in the                         
radio industry (i.e., VRT, NPO and PLUX). We have exploited the websites, social media                           
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accounts and professional relationships of each of these consortium members to market                       
MARCONI (see, for example, Figure 19). 
 

 
Figure 19: Example call-to-action on Twitter: “Join the MARCONI open pilots”. 

 

ATTENDING TRADE SHOWS 

In order to inspire as many potential pilot partners as possible, MARCONI has been present at                               
as many radio-oriented events as possible. Whenever possible, we did this in combination                         
with the H2020 HRadio and / or FuturePulse research projects (see, for example, Figure 20).                             
At these trade shows, we showcased the developed MARCONI services and internal pilots. 
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Figure 20: Floris Daelemans, on behalf of MARCONI, talking about PriVaults at Radiodays 

Europe 2019 

COLLABORATION WITH HRADIO 

Given that the H2020 HRadio research project fits very well with the services that MARCONI                             
offers, it has been decided to collaborate with the intent of increasing the exploitation                           
opportunities of both individual projects. By bundling forces, we can share the costs of trade                             
show attendance and make use of each other's professional network. Since some of the                           
technical developments of MARCONI and HRadio overlap, it has also been agreed to use                           
each other's platforms and services as much as possible to prevent duplication of effort. 

SALESFORCE 

PLUX has purchased the SalesForce CRM (Customer Relationship Management) software for                     
following up potential pilot partners. In this way, we could keep track of interested external                             
parties as well as the status of each such lead. It was also possible to keep prospects                                 
informed of MARCONI’s progress through a connection with Mailchimp. 

7.3 Lead Qualification 

To investigate whether a radio station (external to the MARCONI consortium) and the                         
MARCONI project are a match, we developed the “Small Steps Big Impact” method that                           
revolves around the principle of taking small, controllable, steps to fulfill your mission. In                           
particular, the method  comprises four steps, as follows: 
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1. Investigate 
Investigate if we can solve MARCONI-related problem(s) for the station and, if so,                         
which ones. Look for the lowest hanging fruit. Finish the project well. If the radio station                               
would have wishes that are not addressed at this stage, add them to a backlog.  
 

2. Concept 
Debrief the chosen solution based on a technical design and a Graphical User                         
Interface proposal. It can take a number of iterations until it is completely clear, framed                             
and meets the radio station's wishes. 
 

3. Configure 
MARCONI services are linked to the Pluxbox Engine and merged into the GUI. 
 

4. Evaluate 
After delivery, a check is made to see whether the chosen solution meets                         
expectations. Non-covered wishes from the radio station can also be looked at; this will                           
then start again at step 1. 

7.4 PBX Framework 

Because every radio station is different and has specific wishes, rapid development methods                         
had to be found in which as little code duplication as possible is done. Interviews with open                                 
pilot candidates revealed that their wishes primarily pertained to the services to be used as                             
well as the (graphical) interface. PLUX has developed a platform to meet this demand. The                             
platform consists of two parts, illustrated in Figure 21. At the bottom of this figure, there is the                                   
Pluxbox Engine, to which different services can be linked according to customer configuration.                         
At the top, there is a component-based user interface that can be easily instantiated per                             
customer in a way that is adapted to its specific wishes. This approach hence allows a solution                                 
to be offered that perfectly matches the wishes of the targeted radio station. 
 

 
Figure 21: PLUX’s PBX framework. 
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7.5 Current Status 

Over the past eight months, we have reached out to numerous parties in the radio industry;                               
see Figure 22 for a status snapshot. The different “steps” in this image can be interpreted as                                 
representing increasing degrees of commitment with respect to participation in MARCONI’s                     
open piloting phase. As such, there are at least two parties (i.e., SLAM and 100%NL) that are                                 
very keen on joining MARCONI’s open piloting phase. 

 
Figure 22: Current status with respect to extra-consortium partner recruitment for MARCONI’s 

open piloting phase. 
 

Finally, it is worth noting that we have invested heavily in MARCONI promotion at the                             
upcoming IBC 2019 trade show (which will take place on September 13-17, 2019). As such,                             92

we are optimistic that we will be able to attract additional open piloting candidates in the                               
coming month. 

   

92 https://show.ibc.org/ 
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8 Conclusions 
This deliverable represents an important milestone in the MARCONI project. In particular, it                         
marks the transition from purely “in-house” WP4 efforts to activities that will also include                           
parties external to the MARCONI consortium. Over the past two years, these intra-consortium                         
WP4 efforts have shaped the development of the MARCONI platform through (the evaluation                         
of) mock-up design, functional prototyping, and the hosting of internal pilots. All of this was                             
done without losing sight of legal matters, especially in relation to data protection and privacy.                             
This deliverable, combined with D4.1 “Stakeholder feedback on exploratory mock-ups” and                     
D4.2 “Piloting activities and evaluations v1”, has documented all the WP4 efforts that have                           
been conducted thus far in the project lifecycle, while also outlining the preparations that have                             
been implemented for the upcoming open piloting phase. 
 
In all, we believe it is fair to say that we have respected and applied UCD principles                                 
throughout MARCONI’s full technical development lifecycle, with evaluation data having been                     
fed back into the development process to re-orient it where necessary (e.g., based on                           
unexpected evaluation results, or based on emerging market trends). At the same time, we                           
feel we have taken the necessary steps to successfully transition into MARCONI’s open                         
piloting phase, which will be kicked off immediately after this deliverable’s due date. This is                             
evidenced by the fact that we have a number of very concrete leads of extra-consortium                             
parties that are interested in joining our open piloting phase, with more leads poised to be                               
recruited at the upcoming IBC 2019 trade show.  
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Appendix A 

A1: Piloting Timeline Workshop: Detailed Canvas 
Pictures 
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A2: Detailed Technical Planning Workshop 

A2.1: DETAILED CANVAS PICTURES FOR THE INTEGRATED TECHNICAL DEVELOPMENT TIMELINE FOR THE 
VRT AND NPO PILOTS 
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A2.2: TRANSCRIPTION OF THE INTEGRATED TECHNICAL DEVELOPMENT TIMELINE FOR THE VRT AND 
NPO PILOTS 

VRT Conversation Interface 
● 07/06/2019: Request query @, # for social channel (Twitter, Instagram #, RSS,                       

Facebook Group) (responsible partner = IN2) 
● 07/06/2019: RadioManager wrapper (responsible partner = PLUX) 
● 10/06/2019: UI for the lane (responsible partner = PLUX) 
● 14/06/2019: Video + photo filter (responsible partner = PLUX) 
● 21/06/2019: Message entity extraction + Save to knowledge database (responsible                   

partner = JRS) 
● 08/07/2019: Answer social media posts (responsible partner = IN2) 
● 08/07/2019:  Direct UI (_not_ API) (responsible partner = PLUX) 
● 12/07/2019: Chatlayer Messenger v2 integration (responsible partner = FAKTION) 
● 26/07/2019: Mass reply social media posts (responsible partner = IN2) 
● 05/08/2019: Smart auto replies (history-based) (responsible partner = FAKTION) 

 
VRT Search Interface 

● 07/06/2019: Fuzzy search synonyms Dutch (responsible partner = IN2) 
● 07/06/2019: Server-side connection to MARCONI core (responsible partner = IN2) 
● 10/06/2019: Cleaning the DB and only keeping the index (return only ID) (responsible                         

partner = IN2) 
● 10/06/2019: UI component implementation (responsible partner = PLUX) 
● 14/06/2019: Integrate UI in Messenger v2 (responsible partner = PLUX) 
● 17/06/2019: Profile search (responsible partner = IN2) 
● 21/06/2019: Search result UI (responsible partner = VRT) 
● 24/06/2019: Saved searches (dynamic) (responsible partner = IN2) 
● 28/06/2019: Data structure changes to store image analysis tags / data (responsible                       

partner = PLUX) 
● 01/07/2019: Tag search (responsible partner = IN2) 
● 05/07/2019: Query to update bulk channel ID (responsible partner = PLUX) 
● 08/07/2019: Create lane from search results (one-time) (responsible partner = IN2) 
● 22/07/2019: Lane search (responsible partner = IN2) 

 
VRT Automation Interface 

● 07/06/2019: CRUD intents and expressions (responsible partner = PLUX) 
● 10/06/2019: Integration with FAKTION NLP (responsible partner = PLUX) 
● 14/06/2019: Train and extract (responsible partner = FAKTION) 
● 21/06/2019: Automated replies UI (responsible partner = PLUX) 
● 01/07/2019: Audience learning service (responsible partner = PLUX) 
● 08/07/2019: App events relay (responsible partner = VRT) 
● 15/07/2019: User groups UI (responsible partner = JRS) 
● 26/07/2019: Send message to contest winners/losers (responsible partner = PLUX) 
● 02/08/2019: App events UI (responsible partner = PLUX) 

 
NPO Location-based Services 

● 24/06/2019: PriVaults integration (responsible partner = PLUX) 
● 28/06/2019: Push notification to all users within radius of certain location (responsible                       

partner = PLUX) 
● 12/07/2019: Check VRT’s experiences with respect to on-site beacons to track the                       

position of event visitors (responsible partner = NPO) 
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● 12/07/2019: Managing content (responsible partner = PLUX) 
● 12/07/2019: Managing privacy (responsible partner = PLUX) 
● 19/07/2019: Go / no-go for the beacons pilot (responsible partner = NPO) 
● 02/08/2019: App records user’s location (responsible partner = NPO) 

 
NPO Chatbot Crypto & Chatbot Serious Request 

● 14/06/2019: Update use case (both for the editorial team and for listeners) (responsible                         
partner = NPO) 

● 17/06/2019: Elaborate and write down the chatbot Serious Request use case                     
(responsible partner = NPO) 

● 21/06/2019: UX research for the chatbot crypto use case (responsible partner = PLUX) 
● 21/06/2019: Analysis of requirements + software architecture research (responsible                 

partner = FAKTION) 
● 12/07/2019: Crypto service CRUD (responsible partner = PLUX) 
● 09/08/2019: Create flows for the Serious Request chatbot (responsible partner = NPO) 
● 09/08/2019: Analyze potential issues w.r.t. the Serious Request chatbot (responsible                   

partner = NPO) 
● 16/08/2019: Integration of crypto with the chatbot (responsible partner = PLUX &                       

FAKTION) 
● 19/08/2019: Finalize first version of crypto chatbot (responsible partner = NPO) 
● 23/08/2019: Test, provide feedback and improve the crypto chatbot (responsible                   

partner = NPO) 
● 30/08/2019: Deploy the Serious Request chatbot (responsible partner = NPO) 

 
VRT Curation Interface 

● 07/06/2019: Analysis (object detection and quality assessment) (responsible partner =                   
JRS) 

● 10/06/2019: Represent QA metadata in DB (responsible partner = PLUX) 
● 14/06/2019: Tag review and update UI (responsible partner = PLUX) 
● 21/06/2019: Search based on tags yielded by analysis (responsible partner = IN2) 
● 05/07/2019: Face detection (responsible partner = JRS) 
● 05/07/2019: UI for identifying faces (responsible partner = PLUX) 
● 05/07/2019: Faces indexing (responsible partner = IN2) 

 
VRT Poll Interface 

● 14/06/2019: Convert to PLUX Component (responsible partner = PLUX) 
● 17/06/2019: Participation webpage (responsible partner = VRT) 
● 24/06/2019: Poll overview (responsible partner = PLUX) 
● 05/07/2019: Poll question entity extraction (responsible partner = FAKTION) 
● 12/07/2019: Research artist databases (responsible partner = PLUX) 
● 15/07/2019: Convert extracted entities to artist queries (responsible partner = PLUX) 
● 22/07/2019: Pick random poll winner (responsible partner = VRT) 
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Appendix B 

B.1 Results of the Online Survey of the NPO Radio 5 
Chatbot 

In total, nine respondents (two on a mobile device, seven on desktop) participated in the                             
online survey. This appendix details the results of the survey, by presenting the different                           
questions asked and by showing the responses from each of the nine respondents to these                             
questions. The survey was deployed in Dutch; in this appendix, we show the English                           
translation of the survey results. 
 
 
Question 1: What’s your age range? 
 
Participant  Answer 
1  45-54 years old 
2  55-64 years old 
3  45-54 years old 
4  65-74 years old 
5  45-54 years old 
6  18-24 years old 
7  65-74 years old 
8  45-54 years old 
9  55-64 years old 
 
 
Question 2: How many hours do you spend, on average, on listening to NPO Radio 5 (per                                 
week)? 
 
Participant  Answer 
1  21-40 hours 
2  1-5 hours 
3  21-40 hours 
4  1-5 hours 
5  1-5 hours 
6  Less than one hour per week 
7  6-10 hours 
8  1-5 hours 
9  More than 40 hours 
 
 
Question 3: It was easy to find what I was looking for with the NPO Radio 5 chatbot. 
 
Participant  Answer 
1  Neutral 
2  Strongly agree 
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3  Agree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Strongly disagree 
8  Strongly disagree 
9  Agree 
 
 
Question 4: The information provided by the chatbot was useful. 
 
Participant  Answer 
1  Disagree 
2  Strongly agree 
3  Disagree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Strongly disagree 
8  Strongly disagree 
9  Agree 
 
 
Question 5: It was faster to retrieve information from the chatbot than by manually searching                             
the website. 
Participant  Answer 
1  Disagree 
2  Strongly agree 
3  Disagree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Strongly disagree 
8  Neutral 
9  Agree 
 
 
Question 6: Thanks to the NPO Radio 5 chatbot, I feel more connected to the radio station. 
 
Participant  Answer 
1  Strongly disagree 
2  Neutral 
3  Disagree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Strongly disagree 
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8  Strongly disagree 
9  Agree 
 
 
Question 7: The NPO Radio 5 chatbot has improved my experience with the radio station. 
 
Participant  Answer 
1  Disagree 
2  Agree 
3  Disagree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Strongly disagree 
8  Strongly disagree 
9  Neutral 
 
 
Question 8: Ik would use the NPO Radio 5 chatbot again in the future. 
 
Participant  Answer 
1  Strongly disagree 
2  Agree 
3  Disagree 
4  Strongly disagree 
5  Strongly disagree 
6  Strongly disagree 
7  Disagree 
8  Strongly disagree 
9  Agree 
 
 
Question 9: Have you used chatbot technology before? 
 
Participant  Answer 
1  Yes 
2  No 
3  No 
4  Yes 
5  I don’t know 
6  No 
7  No 
8  No 
9  I don’t know 
 
 
Question 10: Did the NPO Radio 5 chatbot satisfy your expectations? 
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Participant  Answer 
1  Less than I had expected 
2  As expected 
3  More than I had expected 
4  Much less than I had expected 
5  Much less than I had expected 
6  Much less than I had expected 
7  Much less than I had expected 
8  Much less than I had expected 
9  As expected 
 
 
Question 11: Can you elaborate on your answer to question 10 (i.e., about satisfying                           
expectations)? 
 

● Participant 1: No answer given. 
● Participant 2: “I thought it was very useful, I have now been able to experience it for                                 

myself. It is a good tool.” 
● Participant 3: “I think chatbots are annoying, you get responses which I totally do not                             

want or did not expect. I have no faith in the chatbot.” 
● Participant 4: “I did not get answers to my questions. I think the chatbot is annoying;                               

next time, I’ll use the app.” 
● Participant 5: “I prefer to talk to a human operator, not a computer that does not                               

understand my questions. A chatbot is by definition ‘impersonal’”. 
● Participant 6: “The chatbot did not understand my question at all. A search function                           

works better than a suboptimally functioning chatbot, in my opinion. I never vote on                           
polls because I think they are useless.” 

● Participant 7: “I asked a question about the bad reception quality in South-West                         
Holland. I live in Vlissingen and wanted to point out that my DAB+ car radio is unable to                                   
receive a signal in that area. The chatbot kept on talking about DAB+ reception quality                             
in countries other than Holland, whereas I live in Holland and no explanation was given                             
about the bad reception quality in my living area. In all, I was disappointed in the                               
provided answer.” 

● Participant 8: “I did not get a response to my question. I had thus expected to receive a                                   
better answer and perhaps some additional explanation.” 

● Participant 9: No answer given. 
 
 
 
Question 12: How likely is it that you are willing to share personal stories via the chatbot, so                                   
that these stories can be used as part of the radio broadcast? 
 
Participant  Answer 
1  Unlikely 
2  Likely 
3  Very unlikely 
4  Very unlikely 
5  Very unlikely 
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6  Very unlikely 
7  Unlikely 
8  Very unlikely 
9  Neutral 
 
 
Question 13: In your opinion, what would give the NPO Radio 5 chatbot (even more) added                               
value? 
 
Participant  Answer 
1  “Personal contact is much nicer!” 
2  “Don’t know.” 
3  “Nothing, just don’t use a chatbot, or use a chatbot that understands my 

questions :)” 
4  “Don’t know.” 
5  “... by NOT deploying it …” 
6  “That a human operator would take over when the chatbot cannot comply.” 
7  “A chat with a human employee who has knowledge about the modus operandi 

and possibilities of NPO 5.” 
8  No answer given. 
9  No answer given. 
 
 
Question 14: How likely is it that you will use the chatbot to vote on polls? 
 
Participant  Answer 
1  Likely 
2  Likely 
3  Very unlikely 
4  Very unlikely 
5  Very unlikely 
6  Neutral 
7  Very unlikely 
8  Very unlikely 
9  Very likely 
 
 
Question 15: How likely is it that you will create an account to personalize your experience                               
with the NPO Radio 5 chatbot? 
 
Participant  Answer 
1  Unlikely 
2  Neutral 
3  Very unlikely 
4  Very unlikely 
5  Very unlikely 
6  Very unlikely 
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7  Very unlikely 
8  Very unlikely 
9  Neutral 
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