
VR/AR Conceptual Hackathon 

Amplify the Social Experience

Amplify the social experience for visitors to the Goethe-Museum!
Create means for awareness and social interaction between the visitors 

of the physical museum and the online visitors.  

Albrecht Schmidt, LMU München
#weimARVR
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Task: Amplify the social experience for visitors 
to the Goethe-Museum!
• Create means for awareness and social interaction between the visitors of 

the physical museum and the online visitors.  
• This includes, concepts for:

• a web based visitor experience that links to VR and the physical place
• A VR museum experience
• An extension of the traditional museum visit to the physical place

• Create an overall concept (horizontal prototype) and highlight one specific 
solution detail (vertical prototype):
• Develop ideas and make visual mock-ups
• Describe a system architecture and outline the technical solution
• Presentation (6 minutes)
• One page flyer 
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Breaking boundaries

• Temporal boundaries
• People visiting at different time

• Short time frame (e.g. across time zones)

• Longer time frames (e.g. generations)

• Spatial boundaries
• With in the physical space

• Between remote access to the web or to VR and the 
physical space

Albrecht Schmidt, Marc Langheinrich, Kristian 
Kersting, "Perception beyond the Here and
Now," Computer, vol. 44, no. 2, pp. 86-88, Feb. 
2011, doi:10.1109/MC.2011.54
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Things to consider: User journeys

• Museum visit as part of a bigger experience (e.g. holiday, school year)

• Phases and transitions between phases
• Before the visit (typically remote)

• Preparation physical visit
• Information gathering 
• Sharing of intent, bragging 

• Actual visit (typically on side)
• Exploration 
• Implicit and explicit capture

• After the visit
• Reflection 
• Sharing of experience, bragging

• Return visit?
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Things to consider: Technologies

• Provide experiences for alternatives 

• In the Museum 
• users with no additional personal tech (e.g. projected AR, background sounds, labels)

• personal mobile devices

• rented devices (e.g. AR or audio guides)

• Remote 
• Remote but local (e.g. in town but not in the museum)

• Remote a never there phyiscal

• mobile phone 

• web browser

• VR devices 
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Inspirations / Random input
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Experience as Value that is Staged
• Customers value the 

experience

• From function to 
emotion

• BUT no experience 
without functional 
technology

Aus: Pine and Gilmore. 1998.
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Horizontal prototype
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verticale Prototype
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Emotions change abilities

Photo by Stevage (CC BY-SA 2.5) 
https://en.wikipedia.org/wiki/File:Luna_Park_Melb
ourne_scenic_railway.jpg 12



Very basic understanding

We are sad because we cry…

We cry because we are sad…
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Emotion
Various theories
• James-Lange: emotion is our interpretation of a physiological response 

to a stimuli 
“we are sad because we cry...”

• Cannon: emotion is a psychological response to a stimuli

• Schachter-Singer: emotion is the result of our evaluation of our 
physiological responses, in the light of the whole situation we are in

• Emotion clearly involves both cognitive and physical responses to stimuli
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H. Tsujita and J. Rekimoto, “Smiling Makes Us Happier: Enhancing 
Positive Mood and Communication with Smile-Encouraging Digital 
Appliances,” Proc. 13th Int’l Conf. Ubiquitous Computing (Ubicomp
11), ACM, 2011, pp. 1–10.
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H. Tsujita and J. Rekimoto, “Smiling Makes Us Happier: Enhancing 
Positive Mood and Communication with Smile-Encouraging Digital 
Appliances,” Proc. 13th Int’l Conf. Ubiquitous Computing (Ubicomp
11), ACM, 2011, pp. 1–10.



Design hints: “Long lasting constants”
Maslow’s Hierarchy of Human Needs
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http://upload.wikimedia.org/wikipedia/commons/5/58/Maslow's_hierarchy_of_needs.svg
http://upload.wikimedia.org/wikipedia/commons/5/58/Maslow's_hierarchy_of_needs.svg


Hans Gellersen, 
Albrecht Schmidt 
(2001). Look who's 
visiting: supporting 
visitor awareness in 
the web. 
https://doi.org/10.1
006/ijhc.2001.0514
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https://doi.org/10.1006/ijhc.2001.0514


Schmidt A, Gellersen HW, Beigl 
M. Matching information and 
ambient media. InInternational
Workshop on Cooperative 
Buildings 1999 Oct 1 (pp. 140-
149). Springer Berlin Heidelberg.
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Time plan

• Form groups (now) – 4 to 6 persons per group

• Lunch in groups

• All meet at the Goethe-Museum at 14:30

• Back at the lab at 17:00 
• 1 minute presentation by each group – “the big idea”

• Works… lab will be open (till the last one with a access card leaves)

• Presentations by 9 am 
• 10 Minutes per group
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