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Abstract

User research and opportunities for innovation -
exploring methods and tools

Alex Purwanto

First-class software engineering is no longer 
enough for an information system product to 
gain success on a market. Developing successful 
information system products has become a 
challenging practice that requires an 
understanding of those who are going to use the 
products. As product innovation has become the 
lifeblood of companies competing in the fast-
paced IT industry, the end users have ultimately 
become those who determine the success of 
these type of products. User research is 
conducted to gather insights of users’ contexts, 
behaviors and feelings when using products. It 
can be practiced to explore how to create 
products and features that end users will find 
useful. This thesis examines how methods and 
tools used in user research can expose 
opportunities for innovation. The study was 
conducted by a literature study and a case study, 
where user research methods were put to 
practice to discover opportunities for creating a 
concept for a new product. Emphasis was also 
put on studying how to provide utility when 
developing a new product. The case study was 
performed over a four month period at an e-
commerce company called Swiss Clinic in 
Stockholm, Sweden. The study shows that 
opportunities for innovation in user research 
occur in the interplay between business, user 
research discoveries and iterative design and 
that effective communication and artifacts play 
essential parts for innovating successfully.
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Populärvetenskaplig sammanfattning 

Att innovera digitalt har i dagens tech-industri blivit ett nödvändigt medel för företag som 
vill vara konkurrenskraftiga. IT-industrins nästan aggressiva tempo pressar företag att 
ständigt behöva producera förnyade produkter och tjänster som särskiljer sig från sina 
konkurrenters. Digital innovation öppnar upp för möjligheter för IT-företag att inta nya 
områden på marknaden, men icke desto mindre är utövandet av framgångsrik 
produktutveckling ett svårt arbete som bör utföras efter en välplanerad strategi och 
noggrann metodik.  

För att skapa framgångsrika digitala produkter behövs kunskap om användarna, det vill 
säga de som i slutändan kommer att använda produkterna. Användarnas mottagande är en 
avgörande faktor för om en digital produkt blir framgångsrik eller inte. Användar-
undersökningar, eller user research, utförs bland IT-företag för att undersöka och 
kartlägga användares behov och förutsättningar för att skapa eller förbättra produkter och 
tjänster. Användarundersökningar kan utövas för att ta reda på hur en produkt eller tjänsts 
användbarhet och användarnytta upplevs och för att undersöka hur dessa aspekter kan 
förbättras. Med andra ord kan ett väl utfört användarundersökningsprojekt skapa goda 
förutsättningar för att en ny produkt ska få ett gott mottagande av användare och i längden 
av konsumenter. 

Denna studie syftar till att undersöka hur och var möjligheter till innovation uppstår i 
användarundersökningar. Studien har utförts genom en litteraturstudie av teorier och 
metoder som används inom användarundersökningar. Utöver litteraturstudien har en 
fallstudie utförts på e-handelsföretaget Swiss Clinic i Stockholm. Fallstudien består av en 
en produktutvecklingsprocess av en mobil applikation som involverat användar-
undersökningar, från undersökningar till skapandet av ett koncept för en ny produkt. 
Studien behandlar också huruvida det finns någon koppling mellan användarnytta och 
innovation. 

Studien visar att tillfällen för innovation i användarundersökningar kan uppstå när det 
finns ett samspel mellan användarundersökare och företagsintressenter. Genom att 
studera användarnas förutsättningar, beteenden och inställningar och ett företags mål kan 
hypoteser för nya produkter formuleras. Utifrån dessa hypoteser kan koncept för nya 
produkter skapas. Studien visar att den här typen av samspel är gynnsam när insikter från 
användarundersökningar sammanfattas till artefakter i form av interaktiva prototyper som 
kan testas på användare. Detta för att både utforska och kommunicera potentialen i en ny 
produkt. 
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Terminology 

System 
A set of components interacting with each other forming a complex whole. 

User Experience (UX) 
”A person’s perceptions and responses that result from the use or anticipated use of a 
product, system or service” (ISO, 2010). 

User research 
”The process of understanding how people interpret and use products and 
services” (Goodman, 2012, p. 18). 

Usefulness 
The notion of whether a system can be used to achieve some desired goal (Nielsen, 1993). 

Usability  
The effectiveness, efficiency and satisfaction with which specified users achieve specified 
goals in particular environments (Nielsen, 1993). 

Utility 
The question of whether the functionality of a system in principle can do what is needed 
(Nielsen, 1993). 

Technological Innovation 
The act of implementing a new device, method or material for application for commercial 
or practical objectives (Schilling, 2013). 
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1. Introduction 

In today’s fast-paced tech-oriented society, technological innovation has become one of the 
key drivers of competitive success for a range of industries. For IT businesses working with 
information systems development, technological, or more specifically, digital innovation, 
provides exceptional opportunities as well as tough challenges. Digital innovation enables 
companies to penetrate new areas on markets and achieve higher margins. Nevertheless, 
working with innovation in product development is an incredibly competitive practice that 
must be executed with speed, expertise and precision. 

To keep up with the fast tempo of the tech industry, IT companies need to continually 
develop information system products that stand out from their competitors. Developing 
and launching such products requires insight from end users, meaning those who will 
ultimately use the products. The practice of gathering insights of users’ contexts, behaviors 
and feelings when using information system products is called user research. User 
research allows hypotheses and concepts for new products to be tested and evaluated 
before being fully realized. It also allows products to be evaluated and improved from 
feedback from users throughout a product development cycle. 

The advancement of technology has to a large extent given more power to the users. For a 
product to become an innovation it needs to be accepted not only by one user, but a whole 
segment of users on a market; because in the end, the value of an innovation is determined 
by the use of the product. The success of an information system product has to a large 
extent come to be determined by how users experience a product; if a product is difficult to 
use or fails to provide any type of useful functionality, users will unlikely consume the 
product. It is the users whom either embrace or ignore new products. User research is, 
therefore, a practice that can explore the potential of products, and thence arguably 
increase the probabilities of creating products that can become successful innovations. 

1.1. Problem discussion 

When IT companies want to develop new information system products, they often have 
some features in mind that they think will provide value for their users. The value a user 
find in a product is subjective and can be derived from their perceived usability and utility 
of a product. If a product does not provide functionality nor is useful, the product will 
likely be ignored and never adopted. It is arguably easy to make assumptions and 
hypotheses about what might succeed, but to know for sure that a feature or design will 
provide value to a user is a challenging practice that requires an understanding of users’ 
preferences and contexts.  

For a software program to be useful, it needs to provide usability as well as utility. A 
software program can be efficient and pleasant to use, but if it does not provide any 
practical use it might be worthless for a user. Likewise, is a software program that is 
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pleasant to use but does not provide any useful purpose a product doomed to fail. A 
product’s usability and utility can together define the experience a user gets from using a 
product, and thus forth determine whether a user chooses one product over another. 
Developing software programs that provide both usability and utility therefore requires 
careful research of how users will perceive the features, content and design of a product. 

User experience (UX) design and user research are today common practices among IT 
companies. User experience is a person’s perceptions and responses that result from the 
use or the expected use of a product, system or service (ISO, 2010). Good user experience 
can be created from the practice of user research, and UX design. User research is the 
process of understanding users’ subjective perceptions when they use a product or service, 
and UX design is the design process of improving and enhancing user satisfaction and 
loyalty through the utility, ease of use, and the pleasure provided in the interaction with a 
product (Kujala et al, 2011). User research is henceforth a method that allows the utility 
and usability of a new product to be tested on potential users and developed from 
feedback. Good user research can therefore increase the probabilities of a new product to 
become successful.  

Nonetheless, realizing hypotheses and insights from ideation in software development is a 
tough practice. It requires careful research on users’ contexts and their subjective 
perceptions of usability and utility, as well as an understanding of business visions and 
goals. This thesis examines the paths user research insights must take before being 
developed into new and eventually successful products or features. 

1. 2. Purpose 

The purpose of this thesis project is to study how methods and tools used in user research 
can expose opportunities for technological innovation in software development. The focus 
of the thesis is on the utility aspect of developing and designing a new software product. 
Utility is the question of whether the functionality of a system can do what is needed. 
Developing a new product or service without any concern for utility can arguably be the 
difference between a failed and successful innovation. The study seeks to identify how 
insights are translated into hypotheses and ideation in user research, and how utility can 
be evaluated and enhanced with user research. 

1.3. Research questions 

The main research questions for this thesis are: 
- How can methods and tools used in user research expose opportunities for innovation? 
- How can insights and hypotheses from user research be ideated and realized to utility? 
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1.4. Disposition and demarcation 

The thesis contains a study of methods and tools used in user research as well as a case 
study, where the methods were put to practice. Theories and methods were analyzed with a 
literature study, primarily on the books A Practitioner’s Guide to User Research by 
Elizabeth Goodman, Mike Kuniavsky and Andrea Moed, Contextual Design Evolved by 
Karen Holzblatt and Hugh Beyer, User Experience Innovation by Christian Kraft, and A 
Strategic Management of Technological Innovation by Melissa Schilling. The case study 
presents how user research methods and tools can be used in a real world product 
development scenario. 

Innovation is in this paper discussed in the context of digital and technological innovation 
in the IT industry, and more specifically in the context of product development in 
commercially driven companies. The terms product and service and product development 
is discussed in the context of information systems development, specifically in software 
program development. Therefore, a product is in this paper a digital product, meaning a 
software program such as an application or a computer program. The thesis focuses on 
product quality aspects rather than scheduling factors and budgeting factors in product 
development. Since the end users for Swiss Clinics are also their customers, they are 
referred to both as users and customers. As the title of this thesis also describes, the paper 
focuses on opportunities for innovation. The act of launching a product is not accounted 
for in this paper, emphasis is rather put on the process of defining a product in product 
development with user research. 

1.5. Case study 

The case study was conducted at an e-commerce company called Swiss Clinic in 
Stockholm, Sweden. The company provided resources, facilities and their customer and 
user base as participants for conducting both qualitative and quantitative studies. The 
purpose of the case study was to examine how user research methods and tools are used in 
practice and in a real-world scenario. Swiss Clinic was interested in developing an 
information system platform for a loyalty program, and thus interested in knowing their 
users’ and customers’ perspectives before developing such platform. The question of the 
case study became: what should such platform do, and what type of functionalities should 
it provide? Importantly, it became a question of researching how to provide utility for their 
customers and users. The case study worked as a way to examine where opportunities for 
innovation may arise in a real world user research and product development scenario. 

!8



2. Background  
In this chapter the relationship between product development and user research is 
presented, as well as where user research fits in software development processes. 

2.1 Product development and user research 
  
Innovation can be defined as the practical implementation of an idea to a new device or 
process (Schilling, 2013). Product innovation has become the lifeblood of companies 
competing in environments of constant change. Commercially driven companies in a vast 
range of industries depend on products developed within the span of five years for almost 
one-third (or more) of their sales and profits (Schilling, 2013, p. 1). The progressing 
importance of innovation is arguably due to the globalization of markets. With competition 
emerging from foreign markets, businesses have to continuously innovate to produce 
differentiated products and services. Likewise, has the advent of advanced technology in 
information technology sped up the competition. New technology has allowed rapid 
product design and enabled shorter production runs to be economically feasible. (Schilling, 
2013, p. 9) 

New features have become the primary attraction that persuades a consumer to buy a new 
or improved product. Figuring out and defining features that will provide value is difficult, 
and user research is a method to discover behaviors, needs and attitudes in users that can 
potentially be turned into ideas for new products and features. Goodman, Kuniavsky and 
Moed (2012: 18) defines user research as ”the process of figuring out how people interpret 
and use products and services”. User research can be used to test the potential of 
hypotheses and ideas, and for finding inspiration and insight about what to develop. 

Being first to a market with a new product is no longer enough for success. Companies 
want their products to be desired, to fulfill human needs and to be useful. Conducting user 
research before and after a release to the market can be the difference between a product 
or service that is useful, usable and successful and one that triggers frustration for anyone 
involved. It is a means to discover new opportunities for creating something new, or to 
improve a product after launching it to the market, and can arguably even transform the 
market altogether. (Goodman et al, 2012, p.3) 

2.2 User research in software development 

User research fits into software development models that have systematic ways of 
integrating the process of discovering problems and creating solutions, where emphasis 
can be put on individual elements without losing sense for the overall picture. (Goodman 
et al,  2012, pp. 29-39) User research therefore fit appropriately into iterative development 
models. 
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FIGURE 1. ITERATIVE DEVELOPMENT MODEL (ADAPTED FROM GOODMAN: 30).  

As seen in Figure 1, iterative development works by progressive refinement through trial 
and error. Examination, definition and creation is continuous, and instead of diving right 
into creating a perfect vision from the start, iterative development works with continuous 
improvement of the focus, where the product is refined until it reaches a goal. In iterative 
development models, solutions are created, evaluated, and improved until business and 
user needs are met in a consistent and systematic way. (Goodman et al, 2012, p. 30) 

2.3. Users, usability and utility 

In a time often referred to as the Information Age or the Digital Age, technological 
innovations must meet new needs and behaviors in order to succeed. The ubiquity of 
information technology that we experience today in all areas of life requires a rapid 
progression, where the individual user and his or her needs need to be put at the center of 
all investigations. Modern individuals have become digital users. (Brenner et al, 2014) 
These type of individuals perform actions in the digital world and make imprints on the 
digital world by generating new data or putting existing data to use. Digital users no longer 
consciously differentiate between the digital and physical world; for them, the boundaries 
have become increasingly blurred. With this shift, the increasing linkage of humans and 
machines requires an adjustment of the perspective on value-chains, processes, methods 
and structures in business and information systems engineering. (Brenner et al, 2014) 
Businesses in the IT industry now need to meet this radical repositioning in consideration 
of how information systems are to be planned, designed and managed, both in business-to-
customer (B2C) as well as to business-to-business (B2B) environments, regarding business 
models, services, products and processes. (Brenner et al, 2014) The change requires a more 
holistic approach when building information systems, harnessing knowledge from 
disciplines such as design, computer science, psychology, engineering and business 
studies. 
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Users are no longer passive consumers of final products. They have become the origin and 
has to be an active part participant throughout the process of innovation, management, 
and even production in some aspects. This shift requires information systems engineering 
to take the behaviors and needs of users, as well as mechanisms that triggers and 
influences their behaviors, into account. The complexity of this socio-technological 
phenomenon requires a wider design perspective, which should take strategies, business, 
models and digital world, processes and structures for the digital user, as well as systems, 
software and IT infrastructure into account as key subjects. (Brenner et al, 2014, p. 57) The 
need for user-centered design is thus more evident than ever. 
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3. Theoretical framework 

In this chapter, theories used in user-centered design, user experience and innovation 
management are presented. 

3.1. User experience 

The shift towards the technology-oriented society has led to the establishment of the field 
of user experience (UX), and user experience design. The field has been taught at 
universities around the world for a decade as of now (Holzblatt & Beyer, 2014, p. 21). The 
term was coined in 90:s by Donald Norman, one of the key advocates of user-centered 
design, as a holistic extension of user-centered design. According to ISO 9241-210 (2010) 
user experience is defined as ”a person’s perceptions and responses that result from the 
use or anticipated use of a product, system or service”. UX extends the aspects of usability 
and utility, and includes the emotions, beliefs, preferences, perceptions, physical and 
psychological responses, behaviors that occur before, during and after use of a system or 
service. Three key factors of UX, according to ISO (2010), are system, user and context of 
use. System refers to the product or service, user addresses the user of the system, and 
context of use is naturally the circumstances, environment and conditions in which the 
user uses the system. (ISO, 2010) 

The goal of user experience and UX design is to maximize the positive moments and the 
total experience for users when they are using a product. User experience is much about 
expectations. If the initial expectations from a user are low when using a product, the 
product can more easily surprise the user positively. Most times, organizations want to 
deliver superb products and sustainable brands, which means they want customers to have 
high expectations. High expectations mean that they can charge more for the product. 
(Kraft, 2012, p. 2) 

A real world example of a case where user experience changed expectations was when 
Apple launched their first iPhone. Initially, a few years ago, the majority of mobile phone 
users did not feel a need to use or own a smartphone. Smartphones were perceived as 
complicated high-end devices, designed and intended for business people. It is possible 
that end users back then may have had an ulterior need for the core tasks, which only 
smartphones could perform, but the troubles of fulfilling such tasks were considered too 
overwhelming (Kraft, 2012, p. 4). When the iPhone was launched, the perception of a 
smartphone being complicated to use changed. The expectations of users changed and 
allowed them to execute desired core tasks in a more convenient and pleasant ways. Since 
then, the expectations when Apple launches new products are often high, and Apple 
survives today by working to fulfill or exceed their users’ expectations. (Kraft, 2012, p. 18) 
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3.2. Acceptance - usability and utility 

FIGURE 2. SYSTEM ACCEPTABILITY (ADAPTED FROM NIELSEN, 1993: 24). 

A software system must be accepted by users before they will agree to use it. The general 
acceptability of a system is the question of whether a system is good enough to cater all the 
needs of users and potential stakeholders, where acceptability can further be broken down 
into social acceptability and practical acceptability (see Figure 2 above). (Nielsen, 1993, p. 
24). Social acceptability is the issue of a system being socially accepted by users, meaning 
that they do not find the system offensive or ethically questionable. Practical acceptability 
is determined by traditional factors such as cost, compatibility, reliability, as well as the 
category of usefulness. (Nielsen, 1993, pp. 24-25) Usefulness is the aspect of whether a 
system can be used to achieve some desired goal, and the issue can further be branched 
into the categories of usability and utility (see Figure 2). 

According to Jakob Nielsen (1993), one of the key figures behind the usability engineering 
movement, usability is a quality attribute that evaluates how easy user interfaces are to 
use. Usability is an abstract concept that can be understood from five quality components 
that define usability, which are learnability, efficiency, memorability, errors and 
satisfaction. Learnability is about how easy it is for users to accomplish basic tasks the first 
time they encounter a design; efficiency is about how quickly users can perform tasks; 
memorability about how users can reestablish proficiency when returning to a design after 
not using it for a period. The error component is about how many errors users make, the 
severity of errors and how easy they can recover from error; and the last component of 
satisfaction is about how pleasant it is for users to use a design. (Nielsen, 2012) In short, 
usability is about how easy and pleasant some features are to use.  
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Utility, on the other hand is the question of whether the functionality of a system in 
principle can do what is needed. Utility refers to the functionality of a design, meaning: 
does the system do what users need? (Nielsen, 2012) Utility and usability are two of the 
most important factors to make a good user experience because together they arguably 
determine what makes a product useful, and in extension - whether a product is worth 
consuming or not. 

3.3. Expected utility - the information foraging theory 

In modern society people are allowed to interact with information through technology that 
helps them find and use the right knowledge at the right time. Peter Pirolli (2007: 14) 
compares this phenomenon to the evolutionary aspect of nature. The increase rate of gain 
of valuable information increases fitness. An agent’s fitness is improved to the degree that 
it can ”predict and control the environment in order to solve the problems it faces in 
everyday life.” (Pirolli, 2007, p.14). The possibility and increase of rate at which people can 
find, apprehend, and use valuable information improves the human capacity to behave 
intelligently. Thus we can expect that human-information interaction systems will 
eventually maximize the value of external knowledge acquired relative to the cost (effort) 
of interaction. 

FIGURE 3. THE MAXIMIZATION TENDENCY FOR UTILITY IN THE INFORMATION FORAGING 
THEORY (ADAPTED FROM PIROLLI, 2007: 14). 

This theory is called the information foraging theory. The information foraging theory 
suggests that people behave on the web like animals in the wild. Animals measure the 
perceived value of a new foraging patch against the perceived effort, or cost, of obtaining 
that food. On the internet, every web page can be compared to a patch of forage, where 
information can be compared to food. As seen in the relationship presented in Figure 3, 
people derive the expected utility of staying on a website by considering the value that a 
site is presumable to deliver against the effort needed to engage with the page. (Aurora, 
2016) The expected utility people, and thus forth also users, derive originates in their 
tendency to weigh between perceived value versus effort in relation to their goals, 
according to the information foraging theory. As perceptions of perceived value vary 
between users and is a subjective worth based on opinions, user research has to find 
insights about how a general consensus about perceived value can be gained from users. 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3.4. Positive surprises 

Many writers and researchers in the UX field talk about positive surprises as the key to 
good user experience. Kraft (2012) calls these type of experiences ”wows” and Holzblatt 
and Beyer (2014) call it ”Cool Concept”. Positive surprises could, for example, occur from a 
playful design or a graphical layout that affects users positively. They can also occur when a 
user discovers a new functionality that helps him or her complete a task more effectively. 
(Kraft, 2014, p 7) Holzblatt and Beyer (2014) argues that successful design goes beyond 
understanding ”cognitive load” or ”steps of a task”. Such buzzwords belong to a previous 
generation of user-centered design. The modern integration of technology with life means 
what they call design for life, meaning that design should address details of how 
technology fits into all situations of everyday life. From a study conducted by Holzblatt and 
Beyer, where 60 consumers between the ages of 15 and 60 years participated, the authors 
developed a concept they call The Cool Concept metric.  Holzblatt and Beyer studied what 1

makes users perceive products as ”cool”, in other words, what makes them feel surprised 
or experience positive feelings when using products. The metric was validated with over 
2000 people in a partnership with SAP, a multinational software corporation. The study 
shows the relationship between utility, usability and positive surprises. The Cool Concept 
can be broken down into two parts: the joy in life and joy in use. The joy in life aspect of 
the Cool Concept metric regards the issue of addressing how a product should enhance 
users’ lives,  and it consists of four elements (Holzblatt & Beyer, 2014, pp. 6-9): 

Accomplishment: A design should address users’ desire to achieve intents in 
their lives, by supporting them to fill dead time with amusing or useful activities. 

Connection: The aspect of users wanting intimacy. Communities of interest can 
produce real relationships and sense of connection if they support frequent contact, 
allow conversational content and encourage shared activities. 

Identity: Strengthening user’s sense of core self and features that support 
activities in relation to users’ identity can increase the overall value of a product. 

Sensation: This is the aesthetic aspect of design. The sensation can augment the 
value of any product. 

Furthermore, Holzblatt and Beyer emphasize in the joy in use aspect of the Cool Concept 
metric that successful products should eliminate the hassle or friction, many users have 

 The word ”Cool” that Holzblatt and Beyer use is arguably somewhat ambiguous as it involves subjective 1

factors, and is, therefore, in this thesis project taken into account with a grain of salt. Nevertheless, the Cool 
Concept provides an appropriate theoretical framework that encompasses aspects that is crucial in user 
experience design and factors that should be taken into account when conducting user research. The Cool 
Concept is in this thesis, therefore, used to address factors that encompass usability, and in particular, the 
pleasantness of using a product. 
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come to expect from technology. Technical solutions involve complexity and users want 
direct action with little or no direction. This is the aspect of creating intuitive designs. 
Designs that are direct into action calls for a true instant into action in order to create 
solutions that allow users to achieve an intent effectively. Another important factor in good 
design is to minimize the learning curve. Actions that increase complexity should be 
avoided. (Holzblatt & Beyer, 2014, p. 10) 

3.5. Technological innovation 

Technological innovation can be described as the act of implementing a new device, 
method or material for application for commercial or practical objectives. (Schilling, 2013). 
Schilling (2013: 6) writes that a firm’s innovation projects should ”align with its resources 
and objectives, leveraging its core competencies and helping it achieve its strategic intent”. 
She further writes that  

”[a] firm’s organizational structure and control systems should encourage the generation of 
innovative ideas while also ensuring efficient implementation. A firm’s new product development 
process should maximize the likelihood of projects being both technically and commercially 
successful. To achieve these things, a firm needs (a) an in-depth understanding of the dynamics of 
innovation, (b) a well-crafted innovation strategy, and (c) well-designed processes for implementing 
the innovation strategy […].” (Schilling, 2013, p. 6) 

In short, successful innovation requires businesses and organizations to have careful and 
well-defined product development strategies. Product development and innovation 
management require an in-depth understanding of the dynamics of innovation, 
approached by a carefully defined strategy and well-developed processes for implementing 
the strategy. 

3.6. Different types of innovation 

The path a technology follows through time is called technological trajectory. 
Technological trajectories are often used to illustrate a technology’s rate of performance 
improvement or its rate of adoption in the marketplace. There are several factors that 
affect technological trajectories, and some patterns have consistently been identified across 
many industry contexts over time periods. Understanding such patterns can help when 
planning and formulating a strategy for a product development process. Technological 
innovations can be categorized into different types of innovations. 
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FIGURE 4. THE RELATIONSHIP BETWEEN DIFFERENT TYPES OF INNOVATION (ADAPTED FROM 
SCHILLING, 2013: 46-48). 

As seen in Figure 4, the four most common dimensions of innovation types can be 
summarized into product versus process innovation, radical versus incremental 
innovation, competence enhancing versus competence destroying, and architectural 
versus component innovation. (Schilling, 2013, pp.46-48) 
  
Product innovations are manifested in the outputs of an organization, meaning its goods or 
services it produces. Process innovations are innovations embodied in the methods an 
organization uses to conduct its business, such as the techniques of producing or 
marketing goods or services. These are often oriented towards improving the efficiency or 
effectiveness of production by for instance, increasing the quantity or quality that may be 
produced in a given time. (Schilling, 2013, p.46) 

Radical innovations are innovations that represent a departure from existing practices. 
Radical innovations are innovations that are new to the market, and extraordinarily 
different from existing products or services. Incremental innovation, on the other hand, is 
an innovation that makes a relatively minor change from (or adjustment to) established 
practices. (Schilling, 2013, p.47) 

Competence-enhancing innovations are innovations that can improve an organization’s 
existing knowledge base. Competence-destroying innovations are, in contrast, when for 
example a new product or service provide technology that does not build on an 
organization’s existing competencies or renders them obsolete. The most typical example 
is when the calculator replaced the slide rule, which are devices that use logarithm scales to 
solve complex mathematical functions. (Schilling, 2013, p.48) 
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Products and services are in most cases hierarchical and complex systems, meaning that 
they are systems of components, where every component is in turn a system of finer 
components. When an innovation entails changing the overall design of the system or the 
interactions between components, it is called an architectural innovation. Likewise, when 
an innovation entails a change to one or more components, but does not considerately 
affect the overall architecture, it is called a component innovation (or modular innovation). 
(Schilling, 2013, p. 48) 

3.7. Research and development 

There are different sources for the creation of innovations. Innovations often arise from 
those who are in need of them. In many times, users often have a deep understanding of 
their unmet needs and the incentive to explore options of how to fulfill them. A traditional 
source for developing innovation is in-house research and development effort. Often times, 
these two terms are lumped together as one (R&D), although they represent different kinds 
of investment in activities related to innovation. Research addresses both basic and applied 
research, where basic research is the effort at gathering an understanding of a field or topic 
without the intention of a specific direct commercial application. Applied research is 
research which aims to increase understanding of a topic to meet a specific need. 
(Schilling, 2013, pp. 24-26) 

3.8. User experience and innovation 

Kraft (2012: 12) writes that there are three levels of innovation in user experience: 
creativity, innovation and success. One might think that ”success” is a peculiar dimension 
of innovation, but nevertheless, it is one of the most important levels. Innovation without 
successful implementation is of little use and value and will not create good user 
experience. (Kraft, 2012, p.12) 

The creative aspect of innovation is fundamentally the ability to come up with ideas, 
whether it be new ideas, an idea already used in another context, or a copied or adapted 
from a competing device. Creativity can be a certain or few individuals ability to come up 
with ideas, but just as much about having the right approach, mindset and using the right 
tools. It is the ability to create an idea, but not necessarily the ability to cover user needs or 
implement an idea to a technology. (Kraft, 2012, p.12) 

Innovation is the aspect of implementing an idea to the market, hence meaning that it 
includes the attribute of an idea being implementable with existing technologies and 
resources. However, this does not mean that an idea will automatically be successful. 
Failed innovations are common, and happen for instance when companies launch 
innovations that are initially perceived as a positive surprise but lack utility. (Kraft, 2012, 
p.12) Launching an idea with potential early, by designing it with insufficient user 
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experience, lacking usefulness and thence usability and utility, is a project doomed to fail, 
and can also open doors for competitors to copy the idea and design it right.  

The last level, success, is the aspect of whether a launched innovation is perceived as 
innovative by the users. Successful user experience innovation is therefore when users 
acknowledge and appreciate an implemented idea. (Kraft, 2012, p.13) Initiating user 
research in product development is an effective way of reducing costs and time. One can 
arguably not know for sure that a product will be successful before studying users’ 
definitions and perceptions of success. This does of course not mean that user research will 
automatically translate into prosperity, but it may increase the probabilities of success 
considerably.                                                                                                                                                                                                                                               
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4. General User Research Methodology 
In this section, the general methodology of user research is presented together with an account 
for common user research methods.  

4.1. User research 

FIGURE 5. USER RESEARCH IN ITERATIVE DEVELOPMENT PROCESSES (ADAPTED FROM 
GOODMAN, 2014: 32). 

As seen in Figure 5 above, there are a handful of methods and tools for conducting user 
research. As its name implies, user research involves methodical studying of users. It 
provides a consistent, controlled and rigorous method of examining users’ perspectives. 
User research involves both qualitative and quantitative methods for data collection. 
Quantitative research methods such as surveys, clickstream analysis on websites and 
applications and A/B testing are combined with qualitative research such as focus groups, 
interviews and usability testing, amongst other methods. These methods are conducted 
during examination phases of iterative development, meaning they can be done early in the 
processes to define focus, as well as to evaluate and redefine projects. Different techniques 
are used at different times in a product’s development process. (Goodman et al, 2012, p. 
36) 
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FIGURE 6. QUESTIONS ANSWERED BY RESEARCH METHODS ACROSS THE LANDSCAPE (ADAPTED 
FROM ROHRER, 2014).

Figure 6 above illustrates the dimensions of the questions user research can specifically 
answer. User research can explore and answer questions about what people do, what 
people say, why and how to solve peoples’ problems, and also how many and how much?  
(Rohrer, 2014) 

 
FIGURE 7. RESEARCH AS PART OF USER-CENTERED DESIGN PRINCIPLES.

One of the purposes of user research is to improve the usability and utility of products by 
using experimental and observational methods of research to guide design, development 
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and improvement of products and services. As part of user-centered design, the role of user 
research is to turn data and insights into ideation (see Figure 7).  

4.2. Focus groups 

Focus group interview is a method for qualitative data collection that is common in user 
research. According to Lederman (2004) it is “a technique involving the use of in-depth 
group interviews in which participants are selected because they are purposive, although 
not necessarily representative, sampling of a specific population, this group being ‘focused’ 
on a given topic”. (Lederman in Rabiee, 2004) The technique is an appropriate method to 
find desires, motivations, values and memories of users. A focus group should provide an 
environment, where people, in an ideal scenario, feel comfortable enough to reveal their 
thoughts and feelings. The right setting and conditions can allow participants to share their 
view of the issues and assumptions that ”lie at the core of an experience and to relate them 
to real-world situations”. (Goodman et al, 2012, pp. 142-143) In user research, they are 
often scheduled early in product development, although they can also be done more 
iteratively, during redesign phases. Focus groups are used to explore what problems their 
product is supposed to solve, how it’s supposed to solve the issues, and also to find insight 
about why a solution is valuable for a consumer and user versus all others.  

Goodman et al (2012: 142-143) write that the key to successful focus group interviews is 
concreteness. For, knowing people’s preferences and options is only valuable when you 
know where their beliefs stem from. The purpose of the focus group interview is, as its 
name indicates, to focus a discussion on a particular subject, area or issue. Focus group 
interviews can be structured as well as free flowing and unstructured. In structured focus 
interviews, questions, checklists, et cetera are pre-prepared. The latter approach is usually 
in form of informal gatherings of a varied group of people who may or may not know each 
other, but share a common interest or concern in a given issue, where the researcher rarely 
intervenes. (Bell, 2010, p. 163) 

The intention of focus group interviews is to stimulate interaction between participants 
and to eventually reach consensus about some aspects of the given issue, where the one 
conducting the interview become more of a moderator rather than an interviewer. (Bell, 
2010, p. 163) A distinct feature of focus-group interviews is the group dynamic. Data and 
range of data generated through the social interaction of the group can, therefore, give 
more insight than one-to-one interviews. (Lederman in Rabiee, 2004) 

Nielsen (1997) writes that focus interviews can be a powerful tool in information system 
development, but that they should not be the sole source of information about human 
behavior. When developing interactive systems, the proper role of focus group interviews is 
not to address design usability or interaction styles, but rather to discover what users want 
from a system. (Nielsen, 1997) A focus group can be a helpful tool for understanding user 
needs and feelings both before interface design and after implementation. However, focus 
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groups can only assess what users and customers say they do rather than how they actually 
use a product. The method is, therefore, a poor method for evaluating interface usability 
(Nielsen, 1997). 
In traditional market research, the target is often products for which usability is a minor 
concern. Nielsen (1997) argues that software products and other interactive systems need 
to be liked by consumers, but subjective preferences will not matter to make a product 
viable if users cannot use it. He writes that “the only proper methodology is to sit users 
down, one at a time, and have them use the system” (Nielsen, 1997). As the nature of focus 
groups is about behaviors and group dynamics, users are not given a chance to explore a 
system on their own. Many times, a demo of a product is the basis for a discussion, and 
watching a demo is essentially different from actually using the product. The possibilities 
for users to interact with the system becomes more limited. 

A classic enemy of focus group interviews is bias. The risk of contaminating an interview 
with bias is always present when conducting focus group interviews. Interviewers are 
naturally human beings, which mean that their manners may have an effect on 
respondents. If individual researchers have strong views about the issue or topic bias can 
be a problem. Bias can occur in several ways, deliberately or inadvertently, for example, 
when a researcher only selects participants that fit his or her point of view. (Bell, 2010, p. 
167) 

4.3. Survey studies 

Surveys can in user research be used to collect both quantitative as well as qualitative data. 
The survey method aims to collect data from representative selections of populations. In 
survey studies, samples of populations are obtained, which in turn are used to present 
findings as being representative of whole populations (Bell, 2010, p.11). Preparing reading 
and project planning is essential when conducting survey studies. It is in the initial phase 
where important areas to study are identified. Ambiguity should be minimized by 
formulating questions in many and several stages, and making them precise enough so 
that the interviewees understand the questions. The language and tone of a survey are also 
essential. It is important to ensure that no technical terms or a certain jargon pervades the 
questions of a survey (Bell, 2010, pp. 138-139). It is also important to avoid leading 
questions; one must in these type of questions avoid using emotive words or formulations. 
(Bell, 2010, p. 144) 

The more structured a survey question is, the easier it gets to analyze the question. Open 
ended questions can be used to gather qualitative data and questions with alternatives, 
ranking and scales, et cetera, can be used to gather quantitative data. Youngman (1982) 
have formulated seven types of questions to use in user surveys: 

1. Verbal or open questions: the expected response is a word, phrase or a longer 
comment. A type of content analysis can be necessary for verbal material, id est 
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open questions unless the sought information is to be used for a certain purpose. 
For example, it can sometimes be necessary to let the respondents express their 
opinion regarding the area of the study. 

2. Alternative questions: the respondents can choose an alternative from a list of 
choices.  

3. Categorical questions: the respondents choose a category, and he or she can only 
choose one answer. 

4. Ranking questions: the respondents are asked to rank alternatives in a certain 
order, for instance from one to five. 

5. Table or screening questions: used to answer two or more questions at the 
same time. 

6. Scale questions: different scale techniques and grades (nominal, ordinal, interval 
or quota scale) can be used in surveys, but they require a thorough and measured 
handling. 

Ambiguity, vagueness, indefinite preconditions can pervade survey studies. For instance, 
definitions of words can be interpreted differently. One individual might have a certain feel 
for a word that can be entirely different to another individual’s feel for the word. It is, 
therefore, important to be thorough when formulating questions, as interpretations can 
differ amongst respondents. It is of great importance that the wording is concrete and 
precise. Concepts such as “satisfaction”, “class” or “social group” cannot be observed 
directly. Satisfaction is a concept, which cannot be observed directly, meaning one must 
make it measurable. A method for measuring abstract concepts is to operationalize 
concepts. An operational definition is about linking concepts with indicators. For instance, 
if one wants to find out how satisfied a respondent is with a phenomenon, one can search 
for indicators for satisfaction. (Rose & Sullivan, 1996, pp. 12-13) 

A problem that can affect surveys is the issue of human memory being deceptive. For 
instance, if a respondent is asked to answer what subjects he or she studied in school, it 
might be difficult to extract good results if he or she went to school many years ago (Bell, 
2010, p. 142). There can also be some difficulties when survey questions involve or require 
a certain knowledge of an area. Respondents can sometimes be unaware or having trouble 
answering such questions. If a respondent has to search for an answer outside of the 
survey, he or she might skip a certain survey question.  

The question of how many subjects to be studied in a survey depend on time and 
resources. If time or possibility to conduct an extensive survey is limited, one way of 
addressing the problem is by producing a sample. In large survey studies, sampling is often 
used to represent a wide extent of a population as a whole. In smaller surveys smaller 
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samples are often used, which is acceptable under the condition that a clear and distinct 
account for the makeup of the sample and the limitations of the data is realized. Regardless 
the size of the survey, one always has to strive to produce a representative sample as 
possible. (Bell, 2010, p. 147). 

Before sending out a survey data-gathering instruments should be tested to understand 
how long it takes recipients to complete them. All questions and instructions should be 
clear and enable the ones conducting the survey to remove items which do not yield usable 
data. There are also clear advantages of being able to hand out surveys and questionnaires 
to respondents personally. This enables the survey conductor to explain the purpose of a 
study in person, likely leading to better cooperation and establishment of personal contact. 
In many cases, though, there are limited possibilities of handing out surveys personally. 
(Bell, 2005, pp. 148-149) 

4.4. Contextual design 

Holzblatt and Beyer (2014: 63) writes that ”your data is only as valuable as the people you 
interview”. Contextual Design (CD) is a user-centered design process that uses in-depth 
field research, with the ambition to drive innovative design. The concept was first invented 
in 1988 and has since then been taught at universities around the world (Holzblatt & 
Beyer, 2014, p. 1). CD uses ”techniques to analyze and present user data, drive ideation 
from data, design specific product solutions, and iterate those solutions with 
customers” (Holzblatt & Beyer, 2014, p. 63). The practice of CD involves both user 
research, the creation of artifacts that can communicate insights from user research, and 
iterative testing. 

4.4.1. Contextual inquiry 

Contextual inquiry is a method of gathering qualitative data from observational studies of 
users in their natural contexts. Contextual inquiries are essential parts of user research, 
which in turn is a part of CD. Collecting insights to develop requirements for a product is 
simply not a matter of asking users what they want. Most people are arguably not aware of 
what they do and want; what they say they do can differ from what they actually do in 
reality. The everyday things that people do become unconscious and custom, which in turn 
makes it difficult for them to articulate their practices. Contextual inquiry is a method for 
observing and revealing unconscious and tacit aspects of life. (Holzblatt & Beyer, 2014, pp. 
11-12) Through the practice of observation, user researchers can watch how users engage in 
their activities, meaning they do not have to articulate their practices. This is arguably one 
of the greatest challenges of user research: to drive data into ideation and in the long term 
ensure that the lives of the users impact the design thinking on the whole. 
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4.4.2. Communicating data 

The purpose of collecting in-depth data about relevant parts of users’ lives is to use it in the 
process of making design decisions and inventing products. A challenge that user 
researchers face is the danger of insights and knowledge about users staying within the 
research teams. The first step in creating a bridge between data and design is to transfer 
insight, understanding and a ”feel” for the user’s world. User research must effectively 
drive data into the ideation process. (Holzblatt & Beyer, 2014, p. 21) Presenting all data 
that has been gathered from a contextual inquiry can be overwhelming for managers and 
stakeholders. Prioritizing problems or features can be necessary and make data easier to 
handle, but likewise, can limit the impact.  

Designers depend on user researchers’ ability to communicate customer data and insights 
in a way that is consumable and relevant for the people involved in the design process. A 
part of CD is communication design, the creation of artifacts that can communicate the 
data. The two principles of communication design are meaningful structure and story 
language. Good communication design warrants that data and insights can be used by the 
design team to drive innovation. (Holzblatt & Beyer, 2014, pp. 25-26) 

4.5. Personas 

Personas are treated as part of consolidation in CD. They can be effective tools for 
communicating characterizations of users for people involved who does not participate in 
field visits. They also work as convenient summaries for designers, and allows designers to 
relate subjectively to the users, as they often are given illustrations to represent them. 
Personas should be based on field data, and can present the depth of real user experiences. 
They can be appropriate starting points for understanding participants from contextual 
inquiries. (Holzblatt & Beyer, 2014, p. 37) 

FIGURE 9. AN EXAMPLE OF A PERSONA. 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4.6. Testing 

4.6.1. Prototyping 

CD also involves validation and iteration of designs in order to ensure that the right things 
are built for users and a company’s business. Testing and iteration starts with the creation 
of rough prototypes that are tested in field interviews. Prototypes are used since design 
artifacts such as storyboards can be too abstract for users to work with. (Holzblatt & Beyer, 
2014, p. 67) Creating and testing prototypes is an effective way of enabling users to interact 
with designs that need to be tested. It allows user researchers to observe the users’ 
reactions to early designs.  

Prototypes can have different degrees of fidelity that are appropriate for different 
purposes. Rough prototypes help to understand why design elements work or fail and help 
to identify new needs. Rough sketches or mockups of designs can be in the form of pen-
and-paper sketches or storyboards for instance, where the interaction is explained by user 
researchers in the test sessions. Wireframing is also one way of prototyping. Wireframes 
are sketches that can illustrate outlines for a design of a real product, where emphasis is 
put on navigational elements, buttons, call-to-action, et cetera. Wireframes allow designers 
to explore how screen space of a mobile application can be utilized, for instance. (Klein, 
2013, pp. 118-122)  

Interactive prototypes can be used to explore how to address negative aspects of a design 
and how to improve a design before investing time and resources on development. A close 
facsimile of a product can be used to test out different approaches to an interactive feature. 
Interactive prototypes can therefore save time and money by testing close representations 
of products without having to build a final product. (Klein, 2013, p. 127) 

4.6.2. Usability testing 

Usability tests are formalized interviews focused on specific features in an interface 
prototype. A one-on-one usability test can be an effective way of exploring how a user will 
use a prototype, whether it being a mockup, high-fidelity prototype or fully functional 
system. The goal of a usability test is to observe how an interface’s evaluator (typically the 
target group or a person who represents the end users) carry out a series of defined tasks. 
From usability tests, development teams can directly see if their assumptions and 
hypotheses hold true and observe how users understand a design. (Goodman et al, 2012, p. 
273) 

Conducting usability tests is most effective in initial to middle phases in development, 
before a feature is locked in and its interaction with other features is set. Usability tests 
examine how users perform specific tasks, guiding the definition and implementation of 
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functionality. Usability tests should not be seen as one-time events in development cycles, 
every test round should emphasize a small set of features. There are four main types of 
usability testing (Holzblatt & Beyer, 2014, pp. 273-274): 

Exploratory: aims to test preliminary concepts and their potential. 

Assessment: to test features during the implementation phase. 

Comparison: addresses how one design compares to another. 

Validation: to verify that the features to be tested meet certain standards and 
benchmarks late in the development process.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                          

Understanding what type of usability testing a project resembles can help to figure out 
which features to examine. Exploratory testing can be used to diagnose specific problems 
for new users. Assessment and validation testing can be used in re-design cycles. Naturally, 
validation testing can be used in later design phases. 

As with most methods, usability testing also involves bias. People act different when being 
observed. This is famously called the Hawthorne effect. The Hawthorne effect can be 
addressed by setting up usability labs where the presence of the observer should be 
optimized for the purpose of the test, meaning if the user is sensible to being observed, he 
or she should be less visible, vice versa. Another problem is that people make assumptions, 
and that visible note taking from an observer can affect the participant’s self-
consciousness. (Monahan & Fisher, 2010) 
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5. Case Study 

In this chapter, the case study is presented. The case study consists of a brief presentation of 
Swiss Clinic’s background followed by the purpose and goals of the case study as a user research 
project. Thereafter the methods used for conducting the study are presented followed by the 
results and lastly by an analysis of the results.

5.1. Background Swiss Clinic 

Swiss Clinic is a Swedish e-commerce company that was established in 2011 by Sebastian 
Gordon Müller and Fredrik Kristensson. The company’s goal is to ”provide beauty 
products of high quality that guarantees natural, visible and lasting results”. Their 
products fall into the categories of ”nutraceuticals” and ”cosmeceuticals”. Nutraceuticals is 
a portmanteau of the words nutrition and pharmaceuticals, and cosmeceuticals refers to 
the combination of cosmetics and pharmaceuticals. 

FIGURE 10. THE STRUCTURE OF SWISS CLINIC’S ORGANIZATION. 

Their business vision is to provide beauty products through e-commerce. Their ambition is 
to become a global market leader when it comes to beauty and health products. Swiss 
Clinic also aims to become a world-wide brand and to be a renowned brand and top-of-
mind for people looking for beauty products that produce lasting effects, and to become a 
go-to brand for health and beauty concerns and strongly associated with cosmeceuticals 
and nutraceuticals. Swiss Clinic have the ambition to steadily innovative and develop 
products that does not exist on the market and create demand. 

Swiss Clinic are still a relatively small organization and they have not developed a defined 
strategy for developing new products. Swiss Clinic do all marketing in-house, and their 
marketing channels are mixed, from traditional ads to social media and partnerships with 
media and social media profiles. In the e-commerce beauty industry, they have become 
known for their best selling product, the Swiss Skin Roller, which is a micro-needling skin 
treatment. 
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Their main platform for selling products is e-commerce, more specifically their website. 
The system for the e-commerce platform is developed by a company called Askås, while the 
front-end development and design is operated by an in-house design and development 
team, which consists of a full-stack developer, a design leader and a marketing designer. 
Prior to this project, Swiss Clinic had no established user research practice. 

5.2. Purpose of case study 

The case study was performed to put the theories and methodologies presented in previous 
sections to practice. It was performed at Swiss Clinic’s office in Stockholm, Sweden. To 
study how user research methods expose opportunities for innovation, the study consisted 
of a product development process with user research as the main methodology for defining 
a concept for a product. 

5.2.1. User research project goals 

The issues and questions to be researched was derived and defined from interviews and 
survey data. The methods used for defining these issues and questions are presented in 
chapter 5.2 and the interview results are presented in chapter 5.4.1. Table 1 below presents 
the issues and questions derived from the results as a priority list. 

TABLE 1.  

The priority list was in turn re-defined as the following goals, meaning that the research 
findings should be defined into a product that: 

TABLE 2. 

Priority list

- How do users gather information on the internet?

- What habits do users have online?

- What makes a customer loyal?
- What do customers say about Swiss Clinic to their family, friends and acquainted?
- How can their expectations of Swiss Clinic be enhanced and strengthened?

- How can their user experience be enhanced?

- How to they act and behave when they shop online?

Goals

• Strengthens customer loyalty and engagement

• Enhances the user experience

• Strengthens and lives up to customers and users expectations
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5.3. Case study methods 
In this chapter, the methods used in the case study are presented. 

The case study was conducted in three parts:  

• A data collection phase. 
• A prototyping phase. 
• An evaluation and redesign phase. 

5.3.1. Stakeholder interviews 

TABLE 3 INTERVIEWS. 

The purpose of conducting stakeholder interviews was to gain insights and an 
understanding of Swiss Clinic as an organization. The interviews were also conducted to 
understand their intentions of allowing a user research project to be conducted. The 
methods and dates for the interviews, as well as roles, methods and focus is presented in 
Table 3 above. The interviews attempted to: 

• Discover problems to be solved. 
• To emphasize priorities. 
• Expose company visions. 

• Maximizes users’ expected utility

• Eventually increases long-term profits

Date Role Data Collection 
Method

Focus

5th of February 2016 CEO and Co-founder Interview Strategic visions, general 
focus of the company

8th-14th of February 
2016

Operations Manager Survey Logistics, Partnership 
and Customer 
Relationships

8th-14th of February 
2016

Customer Service 
Operational Manager

Survey Customer Service

8th-14th of February 
2016

Front-End Developer Survey Front-End Development, 
Conversion

29th of February 
2016

Online Franchise 
Director

Survey Franchise Operations
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5.3.2. Survey study 

A survey of 25 questions was sent out to the company’s newsletter subscribers. The survey 
was sent out to the Swedish and Norwegian newsletter subscribers. Approximately 45 000 
subscribers in total received the e-mail, and 376 people responded. This is a sample of 
0.8%, which is arguably considerably small. Nevertheless, it was considered to be better 
than no sample at all, since time and resources were limited. The purpose of the survey was 
to study the users’: 

TABLE 4. 

5.3.3. Focus group or not 

After careful consideration, it was decided to not conduct a focus group as part of the 
research in this thesis project. The disadvantages outweighed the advantages. First of all, 
the time frame for the research project was limited; recruiting participants, setting up the 
logistics and instruments, as well as defining rewards for participants would be too costly 
and heavy on the schedule. Second, as discussed in the Methodology chapter, the focus 
group method is about group dynamics, where there is a risk of extroverts dominating a 
focus group session. This would be a tough difficulty as many of Swiss Clinic’s customers 
buy their products because they have a dermatological issues, thus meaning they have to 
speak about their problems openly in front of strangers. Third: what they say they do in a 
focus group might not correspond with how they actually behave in reality. 

Survey Purpose Subject:

• General behavior when shopping online

• Presence online and on social medias

• Habits when searching for information about products

• Technological habits

• Efforts and what type of knowledge they value

• Attitude towards loyalty programs
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5.3.4. Personas 
TABLE 5.  

Insights were summarized into personas. Personas were created to communicate general 
behavior online, to represent different types of user groups and present the users’ general 
intentions of shopping from Swiss Clinics website. The metrics presented in the personas 
were defined to measure and capture users’ accomplishment, connection and identity 
(presented in Table 5). They were also intended to represent different users overall goals, 
frictions and user stories. 

5.3.5. Summarizing results into a hypothesis 

From the personas and interpretations of the survey data, a hypothesis for how the insights 
could be realized was set up. 

The scope of the insights were narrowed by focusing on: 

- How to provide better information 
- How to implement users search for information into the Swiss Clinic’s platform 
- How to better address their frictions and frustrations 
- How to strengthen the customer loyalty 
- How to maximize expected utility 

5.3.6. Prototyping and testing 

TABLE 6. PARTICIPANTS AND TYPE OF USABILITY TEST. 

Identity Accomplisment Connection

Introversion vs. Extroversion Incentives Susceptibility to traditional 
marketing channels

Passive vs. Active Fear, anxieties Online and social media presence

Generic user story for segment of 
target users

Social factors and presentation Dependance to referential 
channels (id est family, friends 
and acquaints).

Type of usability test Gender and age Background Date of interview

Exploratory Female, 35 Supervisor at a public 
museum

21th of April, 2016

Exploratory Female, 59 HR administrator at a 
medium-sized organization

21th of April, 2016

Exploratory Female, 15 Upper level secondary school 
student

10th of May, 2016

Comparison Female,20 Intern at a small private 
organization

11th of May, 2016

Type of usability test
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Data and insights were ideated to a concept for a loyalty platform for mobile application. 
Prototyping was done to sketch out a design and structure. Sitemaps and rough sketches 
were developed into low fidelity prototypes, which in turn were developed into interactive 
high-fidelity prototypes to be tested in usability tests. Usability tests with five participants 
were conducted through field visits to encompass the aspect of mobility and the users’ own 
contexts. Two of the tests were conducted in an office in the North-Eastern Stockholm 
area. Two tests were conducted in another office in the inner city of Stockholm, and one 
test was conducted at a user’s home. After conducting these tests, three more tests were 
conducted to validate the final prototype. The participants were recruited from Swiss 
Clinic’s contact and customer network. Details about participants and the types of usability 
tests that were conducted is presented in Table 6 above. The usability tests were around 
30-40 minutes each. A handful of tasks were defined as part of the processes, which were 
given to the participants. Observations were made as they did these tasks.  2

Comparison Female,26 Associate architect at a small 
private organization

12th of May, 2016

Validation Male, 36 CEO, stakeholder 26th of May, 2016

Validation Male, 33 Co-founder, product manager, 
of Swiss Clinic, stakeholder

26th of May, 2016

Validation Male, 26 Design Executive, stakeholder 1st of June, 2016

Gender and age Background Date of interviewType of usability test

 The tasks and questions used in the usability tests can be found in Appendix E.2
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5.4. Results 
This chapter presents the collected empirical data and presents the results from the case study. 

5.4.1. Stakeholder interview results 

The company was founded without any backup from investors. Since the start, they have 
aimed to own the whole product line themselves and to strive for results. This is their 
strength, according to them. They emphasize the importance of being innovative and to 
develop new products and create demand. Their target group is in general anyone with 
dermatological issues, although their largest customer segment is women above 35 years 
old. The customers are geographically spread to all parts of Sweden, and they also have 
franchises set up in Norway and Denmark. The customers are cost-aware, care about their 
appearance and are affected by the company’s ambassadors, according to them. 

Their main weakness is their broad range of interest, in their own opinion. Swiss Clinic has  
many interests, and it can be challenging and overwhelming for them to seize every 
opportunity they see. The company has many returning customers, but an issue and 
question has been that they cannot know for sure that they customers become loyal. Their 
main interest of setting up a user research project is to discover how to help their 
customers get better results. One of the main problems is that their customers do not 
follow instructions provided with their products. From the interview and surveys, the 
employees also emphasized an interest in knowing what their customers as end users 
actually want, what they say about the company and the products to friends and family, 
and importantly, how to gain loyal customers.  

5.4.2. Survey results 

376 people responded to the survey. In Sweden, a majority of the respondents were women 
(92.1%) between the ages of 45-54 (37.7%) and 35-44 (20,2%). Norway also had a large 
majority of 97.7 % of the respondents being women, were the majority were in the age span 
of 45-54 (30.9 %) and between 35-44 (20.2%).    3

The majority of the respondents answered that they are active social media users and had 
heard of Swiss Clinic from social media channels rather than traditional marketing 
channels. The most important factors when shopping online were according to the 
respondents: pricing, convenience, product reviews, quality, product instructions and 
payment methods. A minority marked loyalty programs (8.5% in both Sweden and 
Norway) as an important factor. The importance of experience as an important factor only 
got 11.3% marks and presentation as a factor only got 21.3%. When asked about their 
interest in a membership and loyalty platform, the majority were positive. 

 Survey questions are found in Appendix D.3
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The answers to the more open-ended questions showed that a lot of the customers buy 
Swiss Clinic’s products because of convenience; many of the respondents did not have 
stores who provide similar products where they live; and because they like the aspect of not 
having to expose themselves at physical dermatology clinics. A large portion of the 
respondents asked for better and articulate product instructions. A great deal of the 
respondents answered that they spend a lot of time researching the products they buy 
before a purchase. 69.5% in Sweden and 62.8% in Norway answered that they get their 
information from searching the whole internet. 47.9% in Sweden and 41.3% in Norway 
answered that they actively spend between 1-2 hours before buying a product, and 53.9% 
in Sweden and 55.3% in Norway look for information on websites dedicated to beauty 
problems and treatments. 

According to the results, Swiss Clinic’s customers, or at least their participating customers 
(in the way that they have subscribed to the newsletter), are users that depend greatly on 
technology to consume products. They have a strong online presence and use the internet 
to search for information that can help them in their goal of consuming beauty products. 

5.4.3. Summarizing insights to a hypothesis  

A hypothesis defined from insights from stakeholder interview data was that a platform for 
a loyalty program could address the research goals. Based on survey data and personas, the 
hypothesis were formulated as following : 4

• A membership platform that provides important information and instructions about 
the products, as well as invites users to a loyalty program that offers exclusive content 
and benefits, could possibly fulfill the goals of the project. 

• A mobile application would be the appropriate platform to reach out to the younger 
users and to keep up with the technological evolution. 

5.4.4. Prototyping results 

The first prototypes were rough mockups in the form of paper prototypes. These were 
created to get a feel for what type of functionalities and content the platform should 
provide. Initially, a sitemap was created, illustrating a suggested structure for the 
application. 

 The Personas are found in Appendix C.4
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FIGURE 11. SITEMAP TO ILLUSTRATE THE INFORMATION ARCHITECTURE OF THE APPLICATION.  

Thereafter a low-fidelity wireframe prototype was created from the sitemap (presented in 
Figure 12 below).  

FIGURE 12. SNAPSHOT OF LOW-FIDELITY WIREFRAMES. 

The low-fidelity prototype was then developed into an interactive high-fidelity prototype to 
extend the prototype for the purpose of testing usability, utility as well as aesthetic issues 
(see Figure 14 below). The prototypes were created with the software tools Balsamiq 
Mockups and Sketch App and made interactive with an online prototyping tool called 
InVision. 
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FIGURE 13. RE-DESIGNED LOW-FIDELITY WIREFRAMES.
 

FIGURE 14. SNAPSHOT OF AN EARLY VERSION OF THE HIGH-FIDELITY PROTOTYPE  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5.4.5. Usability testing and further prototyping results 

The observations and insights gathered from the first three usability testing sessions, 
which were exploratory usability tests, can be summarized as follows (Table 4): 

TABLE 4. SUMMARY OF INSIGHTS FROM EXPLORATORY USABILITY TESTS 

The prototype was re-designed to address the issues discovered in the exploratory usability 
test sessions. The menu was re-designed to be easier to both read and comprehend; the 
fonts were made larger, the structure of the menu re-arranged, and some ambiguous 
symbols were replaced with text buttons. The menu presented in Figure 15 below shows 
how the design and structure of navigation looked in the first high-fidelity prototype, and 
Figure 16 shows how it was redesigned from issues found in the two first usability tests. 
 

FIGURE 15. THE MENU IN THE FIRST PROTOTYPE. A LABEL TURNS BOLD WHEN TOUCHED, IN 
THIS CASE, ”GUIDE”. 

Issue Positive Feedback Negative Feedback

Login Page Simple, easy to understand where 
to log in.

The page does not communicate 
what type of app this is.

Home Appreciated that the page was 
focused on one type of content.

The content was interpreted as 
advertisements. Did not 
understand the purpose of the 
home page.

Menu Positive to the search always 
present search field.

Difficult to read the text, did not 
understand some of the 
categories.

Information Structure Enjoyed illustrations and 
descriptions.

Did not understand the advice 
page. Could not differentiate 
between advice and instructions.
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FIGURE 16. RE-DESIGNED MENU. 

FIGURE 14. SNAPSHOT FROM THE RE-DESIGNED PROTOTYPE. 

The third and fourth usability tests emphasized the expected utility of the prototype for the 
application. Focus was put on the users’ utility they derive when searching for information 
about products, treatments and content. In the early versions of the prototype, searching 
the application was enabled from clicking a button labeled with the text ”Search”. The 
users were then sent to a page in the app where they could type in text and search. The 
usability tests showed that the participants did not like the aspect of having to interact with 
two steps (clicking the button and being sent to another page), they wanted a direct call to 
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Huden blir lätt röd av behandlingen så utför gärna 
behandlingen på kvällen så huden kan vila under natten.

Steg 1 Rengör huden som ska behandlas och desinficera 
gärna området med Swiss Sanitizing Spray.
Steg 2 Rulla sedan Swiss Skin Roller fram och tillbaka i 
några minuter i flera olika riktningar. Glöm inte rengöra 
hudrollern efteråt med Swiss Sanitizing Spray.
Steg 3 Smörj in huden direkt med serumet Swiss 
Rejuvenator så de aktiva ingredienserna tränger djupt in i 
huden.
Steg 4 Upprepa behandlingen dagligen i 5-7 dagar och låt 
sedan huden vila lika länge. Återuppta därefter 
behandlingen.

VIKTIGT ATT TÄNKA PÅ!

- Börja alltid behandlingen med ett lättare tryck. Låt huden 
vänja sig vid nålarna. Efter några behandlingar kan man 
öka trycket och hitta det som passar en själv bäst. Efter 
varje behandling ska området vara lite rödflammig, varm 
och det ska sticka till lite, precis som en mild solbränna.

- Är din hud extra känslig i ansiktet, d.v.s. att den lätt torkar 
ut eller reagerar snabbt på förändringar, så är det ett klokt 
val att börja en behandling med den minsta nållängden 0.2 
mm.

- Var alltid lite försiktigare med trycket när du rullar runt 
ögonen, runt munnen, på hakan och halsen. På dessa 
områden är huden tunnare och ömtåligare.

- Om det önskas att använda andra hudvårdsprodukter, så 
rekommenderar vi att låta Swiss Rejuvenator gelen 
absorberas i ca. 1 timme innan man applicerar annan gel 
eller kräm.

- Det bästa sättet att förvara den rengjorda Swiss Skin 
Rollern efter varje behandling, är att lägga tillbaka den i 
det genomskinliga plastfodralet, som medföljer. På detta 
sätt undviker man att damm, smink eller andra bakterier 
kommer i kontakt med nålarna. Den måste förvaras i en ren 
miljö om fodralet inte är tillhanda.

TIPS

Ha inte för bråttom med behandlingen. Rulla fram och 
tillbaka med raka drag och ett lagom tryck för att uppnå 
maximalt resultat. Se till att rulla i minst fyra riktningar: 
vertikalt horisontellt och diagonalt åt båda hållen.

Vi rekommenderar att du rullar ca. 3-5 minuter men även 
att du anpassar användandet av rollern efter din hud. 
Känner du att huden blir öm eller irriterad så se till att 
avvakta med ytterligare behandling tills huden återhämtat 
sig. Upprepa processen med behandling och vila tills 
önskat resultat uppnås.
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We’ve come a long way since our mothers 
straightened our hair with an iron and ironing 
board, and it has never been more evident 
than now. The Sedu hair straightener has 
revolutionized the way we straighten our hair 
and has proved that hair Sedu style is hair to 
be truly envious of.

Hair Sedu style is identified by sleek, 
straight, shiny and conditioned tresses, the 
likes of which can only be obtained by using 
the Sedu ceramic flat iron. This flat iron 
infuses hair with moisture during every step 
of the straightening process to ensure that 
hair Sedu style remains healthy, shiny, 
strong and vibrant. The secret of hair Sedu 
style lies with ionic technology and the 
materials used to create the Sedu hair 
straightener. Hair Sedu style is achieved 
thanks to the high concentration of negative 
ions, which work to infuse moisture and 
shine into the inner layers of your hair. The 
smooth ceramic plates of the Sedu ceramic 
flat iron also work like no other ordinary 
straightening iron to give you hair that is truly 
Sedu style. Ceramic tile, made from clay and 
hardened by fire, is a naturally moist and 
smooth material. When heated, it actually 
infuses its moisture into any absorbent 
material that it comes into contact with such 
as your hair. The results are luxurious, shiny 
tresses that can only be credited to the Sedu 
hair straightener. Not only is hair Sedu style 
a step above styles created with ordinary flat 
irons, hair Sedu style also boasts of tresses 
that are up to three times smoother and 
silkier than those that can be achieved with 
other ceramic flat irons. Additionally, the 
Sedu hair straightener uses ultra-smooth 
plates which guarantees smooth 
straightening motions that will not pull or 
break your hair. This all results in truly 
healthy and silky hair Sedu style. Sedu 
styled hair is also a breeze to achieve and 
maintain. The Sedu flat iron cuts 
straightening time in half and heats up to the 
desired temperature in less than 25 
seconds. This means that not only will your 
hair style be gorgeous, it will also take you a 
fraction of the time to go from frizz to sleek 
than it does when using conventional flat 
irons. And the consistent heat held by the 
ceramic plates of the Sedu flat iron means 
that your hair will be shiny and frizz free 
throughout. From the roots of your hair to the 
tips of your tresses, your hair will be 
beautiful when you achieve hair Sedu style.

Sedu styling is also great for every type of 
hair imaginable. From fine, limp and 
damaged hair to coarse, thick ethnic hair, 
the Sedu hair straightener can be adjusted 
to suit your particular needs. This is possible 
because of the flat iron’s adjustable 
thermostat, which allows you to choose a 
heat setting that is perfect for you to achieve 
hair Sedu style. As you can see, there are 
many beautiful benefits associated with the 
Sedu styling. What are you waiting for? Why 
not see what the Sedu hair staightener can 
do for your look today.

Moisture is the essence of beauty
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action. The prototype was redesigned to address this issue by allowing users to directly  
being able to search for information from the menu. The test participants also expressed 
some frustration when they found information about products, but not any information or 
link to where they could buy the products. A product listing was therefore implemented in 
the final prototype. After the fifth usability test with a fifth user, a final version for the 
prototype was defined. This prototype was thereafter validated with three more tests with 
three different stakeholders of the project who participated as users. This allowed user 
issues to be compared to the business goals and visions after each validation test.  5

 

FIGURE 15. OLD VERSION OF ”SEARCH” (LEFT) COMPARED TO RE-DESIGNED (RIGHT) 

 The complete interactive high-fidelity prototype can be found in Appendix D.5
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5.4.6. Consignment to the design and development team 

The iterative design stopped after a third and last validation test. With the final prototype, 
the design and functionality met with user needs and goals as well as the scope for this user 
research project. A concept and a design for a product had been defined. The next step was 
then to consign a summary of the insights and product concept to the development and 
design team. Summaries of research data, analysis, prototypes and usability testing results 
was summarized in a handful of documents that was handed over to the Swiss Clinic’s 
design and development team. This is where the case study ended. 

5.4.7. Case summary 

The user research project at Swiss Clinic combined quantitative and qualitative data 
collection methods to find insights about how to develop a product. An iterative user 
research approach was used to continuously improve a design until it corresponded with 
both user and business needs. Methods and tools that were used were interviews, surveys, 
personas, prototyping and usability testing. Interviews with stakeholders and employees 
at Swiss Clinic showed that the organization wished for more loyalty from their customers 
and that the organization had a clear interest in finding out needs and behaviors of their 
customers.  

A survey showed that a sample of Swiss Clinic’s loyal customers emphasize the importance 
of finding clear and valuable information about products before they purchase products 
online. Qualitative answers showed that they buy products online of convenience, because 
of price aspects, and not having to expose themselves at physical clinics. It also showed 
that customers wanted more informative and more comprehensible product instructions. 
Quantitative answers showed that many of the users spend a lot of time searching for 
information before purchasing and that they look for information outside an e-commerce 
sites website before buying and often on web pages dedicated to beauty and skin 
treatments. 

To address both the company’s business vision of increasing customer loyalty and the 
users’ need for more effective information collection and information presentation, an 
outline for a product concept was defined. From interviews with the company and the 
survey, it was decided that the product should be a mobile application software that 
combines a platform for a loyalty program as well as a tool for customers and users to 
effectively search for information about products. 

A low-fidelity prototype was designed from a sketch of a sitemap and interaction map, 
which in turn was developed into an interactive high-fidelity prototype. The high-fidelity 
prototype was tested iteratively in usability tests with five different users and then 
validated with usability tests with three company stakeholders participating as users in 
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order to discuss how to balance user needs with business goals. The design evolved with 
iterative design from insights gathered during the usability tests, where re-design were 
based on how the participants responded to the designs. Lastly, the prototype and all data 
and insights were summarized and consigned to the design and development team. 

5.4.8. Case results analysis 

The study shows that opportunities for innovation in user research arguably arise in an 
interplay between business and user research work. Interviewing business stakeholders 
was an effective way of learning how to combine research and business goals. It shows that  
product development with user research is just as much about knowing business goals as 
understanding user goals. Analyzing Swiss Clinic’s organization and visions helped to learn 
what type of new product to develop, and combining the analysis with user research helped 
to understand how to find a ”sweet spot” for the development of a new product. The 
stakeholder interviews helped to gain insight of how Swiss Clinic perceive their users and 
customers and current frictions for the business. User research allowed to study how users 
and customers perceive Swiss Clinic as well as general problems, attitudes, behaviors 
related to Swiss Clinic’s interests. 

The results from the survey study show that a majority of the participants seem to put a lot 
of effort in gathering information before a purchase. This could suggest that they find a lot 
of expected value in knowledge to be gained, or that they do find the cost of interaction 
when searching to be heavy. This issue was addressed by studying how to make their 
interaction when searching for information easier. This was a question of how to provide 
utility. By making a prototype, insights from stakeholder interviews and data collection 
could be combined and defined into an artifact. The artifact worked as a tool to 
conceptualize user research findings, as well as a way to communicate to users what the 
product would look like and feel like. Making the prototype interactive and using it in 
usability studies proved to be an excellent method of gathering data of how to improve 
users’ utility. Iterative testing and feedback allowed users’ performances as well as their 
spontaneous reactions to be studied and addressed with redesigns that improved and 
enhanced usefulness, meaning both utility and usability. 
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6. General analysis and conclusions 

This chapter presents a general analysis of the whole thesis project, which covers both the 
literature study, the case results, as well as overall conclusions. 

User researchers must take perspectives of business, technology as well as human nature 
to recognize new types of user data on core human motives and behaviors. Wider 
dimensions of life have to be taken into account in order to create successful products. 
Finding opportunities for innovation in user research methods and tools is thus about 
finding insight of whether a product has potential before a launch to the market. One of the 
challenges of user research and product development is arguably the communication 
aspect. Discovering insights that have the potential to be developed into great products 
mean nothing if the insights cannot be effectively communicated to designers and 
stakeholders. This implies that good user research requires not only good a toolset and 
mindset for observation, but also for clear and effective communication. Creating effective 
and comprehensible artifacts is, therefore, vital - otherwise, information and insights 
might be lost in the ideation to realization process. 

6.1. Opportunities for innovation 

User research is not only a bridge between users and designers and developers but also a 
bridge between users and business. For a product to become an innovation it needs to go 
from insight, design, development, production and launch to market. User research 
provides insights that can be realized into improvements of existing features, products or a 
service (incremental innovation), or even the development of new entirely new features, 
products or services (radical innovation). In order to successfully reach a market, user 
researchers must have a good understanding of business goals and also have an 
understanding of users as target groups and customers. Likewise, must business 
stakeholders have an understanding of customers as users. 

User research allows users to represent a market, where usability testing can be used to 
test how users, which can represent different market segments, respond to a product and 
product features. The iterative nature of user research allows companies to explore how to 
continuously improve their products and thus forth to create incremental innovations. 
Technological innovation in product development with user research is therefore about 
balancing exploration and exploitation of user insights and business visions. The 
probability for success arguably increases when business, development and user research 
have a mutual respect and understanding for each other and when they can communicate 
with each other effectively. Each part plays an important role: the business part determines 
how to make profit, and user research how user insight can be realized into a good product. 
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6.2. Utility 

Utility is the question of whether a functionality can do what is needed. User research can 
expose user goals and problems that can serve as the basis for defining new products or 
features that can solve those problems. Likewise, can user research discover problems and 
user performance issues in already existing products that can serve as the basis for 
incremental upgrades. The processes of exploring how to provide and enhance utility is, 
therefore, a natural part of innovating in user research. Users have needs, and user 
research work to figure out how to fulfill those needs. Exploring and defining a product 
that users actually need is, therefore, arguably a way of creating products that will likely 
succeed on the market - in the end, the consumers of a product are also going to be users. 

Translating hypotheses to ideation in the form of prototypes to be used in usability tests 
can be a way of figuring out designs that maximize utility for users. As utility is something 
subjective, there may be challenges in how to discover how the utility can be provided to a 
larger segment of users. This can be addressed by studying different types of users that can 
represent different segments of a market. By observing and measuring how users perceive 
a product or feature in usability tests, user researchers can study how certain aspects of a 
product enhances users in both their short-term and long-term goals of using a product. By 
testing iteratively, user research can expose friction and problems, explore alternatives, 
and hence help to understand how the utility can be maximized in such way that the 
functionalities do what they are supposed to do without any friction or hassle at all.  

The information foraging theory suggests that users’ subjective worth of expected utility is 
based on their weighing between perceived value versus perceived effort. According to the 
case study results, usability testing can be an effective method for assessing users expected 
utility as well as usability. Researching and observing the efforts users experience when 
interacting with products allows expected utility to be continually improved and enhanced. 
By figuring out how usability can be improved, interaction cost can be reduced, and thus 
forth help to figure out how to improve the expected utility. 
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7. Discussion and further research 

In this chapter a broader discussion of the thesis subject is presented together with 
recommendations for further research. 

After studying the methodology of user research, we can summarize that the non-linear 
and iterative approach to product development and research found in user research 
expresses how the IT industry have tried to tackle the modern non-linear and complex 
nature of product and innovation management. The user research methodology balances 
qualitative and quantitative methods, showing that product development cannot be 
explicitly data driven, but require insights of finer dynamics, such as users’ contexts and 
attitudes and behaviors. 

Developing new products is tough and success cannot be measured until a product is 
launched to the market. Innovating with user research is challenging as markets and 
trends change. Technological innovation is about converting new products or features into 
products that users will embrace on a market. User research can only measure potential on 
a market and potential for further improvements, but cannot guarantee that the market 
will embrace the product. Nevertheless, user research accounts for user contexts, and 
could therefore also be a method for understanding where different user contexts fits into 
different parts of markets. Further research could therefore be done on a product’s 
continuous development and launch to the market. A new product is not an innovation 
until it is successfully embraced on a market. This could, for instance, be measured by 
studying analytics of metrics such as visitor statistics, statistics from services such as App 
Store or Google Play (if and when launched to market), conversion rates, and further 
usability testing. An even more detailed and focused study of utility could also be of great 
interest. More precise tools and equipment, such as eye tracking, data mining algorithms, 
et cetera, could also be used to collect larger amounts of quantitative data on expected 
utility. 

If this thesis project were to be continued, a recommendation would also be to standardize 
the product development process that was accounted for in the case study. The process of 
balancing insights from users and business, together with the re-iterative design procedure 
could be summarized into a product development model. This could for instance be done 
by capturing the essence of the process into different steps. For instance, the procedure of 
discovering insights from users and business could be one step, the hypothesis and concept 
definition phase another step, and prototyping with usability testing one step. Thereto, the 
different roles involved in the process should be defined and where these roles fit into the 
process. Such development model could be summarized into a guideline document, for 
instance, or even into a product development with user research manifest. 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Appendix A - Stakeholder interview questions 

- Kan ni berätta lite om Swiss Clinic som företag? 
- Kan ni berätta om Swiss Clinics kärnvärden? 
- Vad skiljer Swiss Clinic från era konkurrenter? 
- Kan ni berätta lite om er själva och vad ni har för roller på Swiss Clinic? 
- Vad är Swiss Clinics styrkor? Svagheter? 
- Vilka är era konkurrenter? 
- Vad är några av de största utmaningar ni stött på i era roller? 
- Hur definierar ni framgång? 
- Vad är en personlig framgång för dig? 
- Vilken är Swiss Clinics mest lyckade produkt? Säg att jag inte känner till produkten, 

skulle ni kunna pitcha den för mig? Varför existerar den? Vad är den till för? Vilka behov 
uppfyller den? 

- Säljer era konkurrenter dessa produkter? 
- Vad tror ni får era kunder att köpa dessa produkter av er istället för era konkurrenter? 
- Vilka är användarna av era produkter? 
- Vilka typer av användare finns det? Varför? 
- Vad vill ha reda på om kunderna? Varför? 
- Varför behövs denna studie? 
- När förväntar ni er resultat från studierna? 
- Vad planerar ni att göra med undersökningsresultaten? 
- Vad förväntar ni er? 
- Vad vet ni redan nu? 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Appendix B - Survey questions 

1. Kön 
Kvinna 
Man 
Vill inte svara  
Övrigt  

2. Ålder 
Under 18 år gammal  
18-24 år gammal  
25-34 år gammal  
35-44 år gammal  
45-54 år gammal  
54-65 år gammal  
65 år gammal eller äldre  
Vill inte svara 

3. Hur hörde du talas om Swiss Clinic? 
Skriv gärna i "Övrigt" om du använder dig av något annat sätt än alternativen nedan. 

Från vänner, kollegor eller bekanta  
Sociala medier (t.ex. Facebook, Twitter, Instagram, etc.) Via en sökmotor (t.ex. Google)  
Youtube eller dylikt  
Blogginlägg  
Reklam på hemsidor 
Tidningsartikel  
Övrigt 

  
4. Vad för enhet använder du oftast när du handlar produkter på nätet?  

Stationär dator  
Bärbar dator  
Surfplatta  
Mobiltelefon  
Övrigt 

5. Hur aktiv är du på sociala medier  
Inte aktiv 
Aktiv men använder främst för att följa andra 
Aktiv men postar inlägg eller uppdateringar sällan 
Aktiv och postar inlägg i stort sett varje dag  
Aktiv på heltid (t.ex. om du använder dig av sociala medier som inkomstkälla)  
Övrigt 

6. Vilka sociala medier använder du?  
Använder inte sociala medier Instagram 
Facebook 
Twitter  
Pinterest Tumblr  
Övrigt 
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7. Kryssa i vilka faktorer som påverkar dig mest när du handlar produkter på nätet  
Bekvämlighet  
Trygghet  
Pris  
Upplevelse  
Produktomdömen  
Säkerhet  
Presentation 
Kvalitet  
Betalningssätt  
Lojalitetsprogram 
Förslag på produkter som passar dig Miljö  
Övrigt 

8. Var brukar du oftast befinna dig när du handlar produkter på nätet?  
Hemma 
På en arbetsplats  
På en offentlig plats (t.ex. i en park, tågstation, etc.)  
På en kommersiell plats (t.ex. butik, café eller restaurang) På resande fot (t.ex. i bilen, 
på bussen, på tåg, etc.)  
Övrigt 

9. Hur söker du efter information om produkter på nätet?  
Läser produktbeskrivningar och kundomdömen som finns på en nätbutiks hemsida  
Söker på webben utanför nätbutikens hemsida (t.ex. via Google)  
Söker efter information på sociala medier (t.ex. via #-taggar)  
Söker efter information på internetforum (t.ex. Familjeliv.se, Bröllopstorget.se, 
Flashback, Reddit, etc.)  
Forskningsresultat och rapporter 
Frågar familj, kollegor, vänner eller bekanta  
Övrigt 

10. Hur lång tid i snitt lägger du på att söka efter information om en produkt innan du 
bestämmer dig för att köpa den?  

Lägger knappt någon tid på det (0-1 timmar)  
Söker aktivt (1-2 timmar) 
Söker aktivt under längre tid (3+ timmar)  
Övrigt 

11. Hur får du information och råd om skönhetsproblem?  

Internetforum (t.ex. Familjeliv.se, Flashback, Reddit, Bröllopstorget.se, etc.) Sociala 
medier (t.ex. Twitter, Instagram, etc.)  
Tidningar 
Hemsidor inriktade på hudvård- och skönhetsproblem  
Bloggar 
Filmklipp på Youtube eller dylikt Professionella hudvårdsexperter Ingen av dessa  
Övrigt 

12. Har du tidigare sökt dig till en professionell hudvårdsexpert? 
Ja, men jag har inte fått resultat  
Ja, med lyckade resultat 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Nej  
Nej, men jag funderar på att göra det  
Övrigt 

  
13. Har du besökt vår hemsida denna vecka? Om ja, varför?  

Är på jakt efter en eller flera skönhets-, hudvårds- eller kostprodukter  
Är på jakt efter en eller flera särskilda Swiss Clinic-produkter 
Är allmänt intresserad av skönhets-, hudvårds- eller kostprodukter  
Är allmänt intresserad av rådgivning och tips för behandlingar av skönhetsproblem Vill 
utforska Swiss Clinics sortiment  
Hittade hemsidan via en länk  
Besökte sidan av en slump  
Har inte besökt hemsidan 
Övrigt 

14. Kan du beskriva varför du köper skönhets-, hudvårds- och hälsoprodukter på nätet? 

15. Kan du beskriva om det finns något du saknar när du använder skönhetsprodukter i 
hemmet? 

16. Kryssa i vilka av dessa instruktionsformer du föredrar bäst. 
Produktbeskrivningar och instruktionstexter på hemsidan Instruktionsfilmer 
Illustrationer (t.ex. anvisningar i form av bildserier) Ljudanvisningar  
Anvisningar i produktkartonger  
Övrigt  
  

17. Varför väljer du våra produkter framför våra konkurrenters produkter? 
  
18. Hur intresserad är du av att kunna interagera med andra köpare?  

1-7 skala 

19. Kryssa i vilka av dessa typer av omdömen som du har störst förtroende för. 
Omdömen från vänner, kollegor och bekanta 
Omdömen från andra köpare 
Omdömen från kända personer på sociala medier och bloggare  
Omdömen från experter 
Forskningsresultat  
Övrigt  
  

20. Hur intresserad skulle du vara i att ingå i ett exklusivt Swiss Clinic-medlemskap?  
Väldigt intresserad  
Intresserad 
Måttligt intresserad  
Varken intresserad eller ointresserad  
Inte alls intresserad 

21. Vad för typ av förmåner anser du ska ingå i ett sådant medlemskap?  
Markera alla som gäller.  
Exklusiva erbjudanden 
Exklusiva medlemsevent  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Exklusiv rådgivning  
Exklusiva förhandsvisningar av produkter  
Övrigt 

22. Hur intresserad skulle du vara av att använda en medlemskapsapp?  
1-7 skala 

23. Hur intresserad skulle du vara av att använda en medlemskapshemsida? 
  
24. Kryssa i vilka av följande funktioner du skulle vilja se i en sådan 
medlemskapsplattform? 

Poängsystem med förmåner 
Rådgivning och tips 
Instruktioner 
Videoklipp 
Förhandsvisningar av nya produkter 
Medlemsforum  
Integration med sociala medier (Instagram, Twitter, etc.)  
Möjlighet att interagera med andra användare Information om leveranser och fakturor 
Kontakt med kundtjänst  
Övrigt 

25. Har du några andra förslag på hur vi kan förbättra vår verksamhet? 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Appendix C - Personas 

The prototypes were made with the tool Xtensio. 
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Appendix D - Prototype 

The interactive prototype can be found on following address.  

https://invis.io/MJ6V2GO8N 
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Appendix E - Usability test questions and tasks 

1. Berätta lite om dig själv 
2. Köper du produkter online? 
3. Ungefär hur lång tid spenderar du på att läsa om produkter online innan du köper dem? 
4. Vad använder du för telefon? 
5. Vad arbetar du som? 
6. Vad känner du till om Swiss Clinic? 
7. Kan du visa mig appar som du har installerat på din telefon. Vilka är dina favoritappar? 
8. Är du medlem i något lojalitetsprogram för något företag? Varför? 
9. Kan du visa hur man tar sig till [sida*]? 
10. Hur tolkar du denna [sida*]? 
11. Hur skulle du bära dig åt för att söka? Kan du visa mig? Kan du berätta hur du tyckte det 
fungerade? 
10. Hur skulle du beskriva appen du precis såg? Vad är den till för? 
11. Är det här en app du personligen kan tänka dig installera på din telefon? Varför? Varför inte? 

* Startsida, meny, artikelsida, guide, guideartikel, erbjudandesida, produktsida, medlemssidor 
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