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Preface

Im Chloe Geldhof an Erasmus student from Belgium. I'm in my last year of Informatics and have
studied Graphic Studies before this in high school. | always knew | wanted to interconnect these
in my later job and when [ first heard of User Experience Design, it opended a whole new world
for me. This subject is the perfect match between graphics and informatics, while also combining
so much more like psychology, personal experiences and cultural differences.

When | got told | had to pick a subject to show that | can evolve and learn on my own, | knew
| wanted to further specialize myself in the User Experience and Interface design. | only had a
couple of small experiences with this beforehand and decided to do a research paper and
practical assignment.

Next up was the subject and goal: | decided to reform an existing application and soon found
the perfect application to do so: LinkedIn. | myself never liked working with this service, although
it's a very useful one. Once | asked others, | noticed the same general experience and online
the consensus was the same. My goal is to get to know why people have the experience they
have and how | can make the interface more pleasant to work with.

| wish you a pleasant reading experience.

Chloe Geldhof 3APP

Vives Kortrijk, Universitat Politecnica de Valencia
wednesday the 23th of october

year 2019 - 2020
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Infroduction

Everyone knows the feeling: you download an application from the app-store to imme-
diately delete it afterwards; the company you work for requires you to work with a site,
application or service which makes you frustrated in using it. You can't find what you
need effectively, keep losing that one tool you use so much and in general don't like the
way information is presented on your screen.

This all is an example of a bad user experience. User Experience in general can be ap-
plied to everything: from the appliances in your house, to the applications on your pho-
ne, to reading the paper. This term mainly refers 1o how people experience a service,
product or thing. In this thesis | try to explain what exactly User Experience is, how the
process of bettering a user's experience and the fundamental aspects. | further explain
this term by adding a real example: LinkedIn. | start to analyze why users don't like their
service and how their current User Experience process works.

Next | make the first steps to make an interface. These first steps are called the informa-
tion analysis and is very important to center the user in the process and to keep the
user in mind at all stages. Once | knew who my user is, | analyzed what LinkedIn already
provides and what is good and bad according to the terms and strategies we al-
ready analyzed before.

The phase after the information analysis is the design phase, which consisted of making
a paper and online prototype and evaluation of such.




1. General information about UX

UX is an umbrella-term for everything that has to do with how a customer experiences
your application. Since this is a very large concept, | will not go into great detail here,
but explain the general picture through the different aspects and fundamental consis-
tencies in this profession.

UX: an umbrella term

User Experience is about how the user experiences your application or service. The user
is therefore central to the entire design process, which is why people sometimes refer to
the User Centered Development. By ensuring that attention is paid to the user and its
experience at every stage of the development process, you can make your application
more successful and liked by your clients. The more users like your application, the more
often they will use it. Donald Norman explains this in the further quotation.

Usabilidad

In general terms, the person-computer interaction could be defined as a discipline
that studies how to exchange information between a machine and a person through
a software product.

Man-computer interaction can also be defined as the study of

how people interact with computers and to what extent they are or have not

been developed to have a successful interaction with human beings

But how can you ensure that a user has a good experience by using your services? This
is exactly what UX is about. User Experience is an umbrella term for a number of points
that your service must meet and a number of techniques to make the application more
attractive to its customer.




2. The general UX-process

2.1 Analysis of the profile of the target group

Fig | Example of a
persona profile created by Amelia Staff

For whom is the application developed? It is very
important to take into account the type of user
that will later make use of your application. To
sketch a better picture of this often diverse tar-
get audience, you can start by creating various
so called ‘user profiles” or ‘personas” and analy-
sing them further. User profiles are examples of the
primary and secondary users of the application.
By visualizing this, you can better respond to the
wishes and needs of the target group. by con-
ducting further analysis, you can also respond

to their experiences, common characteristics and
patterns.

2.2 Analysis of wishes, needs and functionality

wm""

Fig 2 Example of a

Scrum board. The functions are groad
per phase and importance. Source
from Alexander Sergeev.

In the next step, a list is often made of what the
application actually entails. In a lot of [T-teams
this is often done on the basis of an interactive
task list in which the various functionalities that
need to be elaborated can be structured in a
hierarchical form, based on the necessary time,
development phase and importance. This list is
dynamic and is used for various purposes during
the development process. During the planning
phase it can be used to plan what is implemen-
ted by who first, in what time and at what cost.
During the implementation and design phase you
can use this as a visual representation of what
needs to be implemented. And most importantly,
this list also gets used during the test phase. This

is the final step to evaluating if the finished part or project actually achieves the goals
the team set up in the beginning. These lists are often made with software, but can also

be made using post-its.
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2.3 Design phase

3_; [ Inthe next phase we shape, structure and give form to what
& 1 needsfo be implemented. This design is, just like the list of

{ : wishes mentioned above, very iterative and is also adjusted
g‘ [% [ in every phase of the development. Developers often start

{ E with a very conceptual design where only the content of the
i ¢

page can be seen. The “form” is not important here, since the
| focus of the development phase is primarily on the functional
— 1 — 1T design of the application. In this way both the developer

i AR e and the stakeholders have a good view of which functionali-
‘ é HRREAEqns s \ ties will be incorporated in the application.

Fig 3 Example of a con-
ceptual design that |
made

In the next phase, the conceptual design is transformed into a visual design. Here a
number of elements such as the arrangement of the application are well represented.
However, this design is still a sketch and gives no idea about what the application will
look like digitally or when finished. Subsequently, the navigational part of the applicati-
on is also taken into account by the use of prototyping. Prototypes are sloppy models
of what the application will look like, what content will be displayed where, the function
of the application and how the navigational design will be designed.

I RO

—

=

ld 21

| -l ]

Fig 4 Software design Fig 5 Sketch design made
made by Andrew Shorten by myself

11
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2.3.1 The importance of prototypes

Prototypes can also be used at any stage of the development process, but are more
often worked out at the end of the process. Types of prototypes are very diverse and
range from simple, paper models, 1o perfectly elaborate, digital mock-ups of what the
finished product will look like.

Prototypes can be used by the developers to get a visual picture of what exactly they
need to develop, but they are mainly used to show stakeholders in an interactive way,
what exactly has been or will be developed or to test persons’ functionality, experience
or have navigational design tested.

2.4 Evaluation

After the prototypes have been made or after something has been implemented, it is
always very important to evaluate the work. The first step is research. This is testing the
prototypes and collecting data in connection with the User Experience. Once you have
collected this data, you must check whether this data is reliable and extensive enough.
You can then analyse the data and evaluate the delivered work.

Evaluation is important and must take a centred role in every part of the develop-
ment process. During the planning phase, an assessment must be made as to whether
the planning and the set goals are feasible. During the development phase, tests are
constantly performed and based on these tests, it is evaluated whether the work deli-
vered meets the expectations of the user. The proposed list of goals is also often tested
against the work done. During the design phase, prototypes are often made that are
shared with stakeholders and test persons and the design is built up in an iterative
manner. This means that something is developed, this test and then evaluated.

3. Features of a good user experience design
2.1 Useful

Your application must fulfil a need. A good example of a useful app is that of the
Belgian railway system (NMBS). They are known for having a lot of delayed and can-
celled busses and trains. There used 1o be a site where users could submit when a train
was delayed. By making an application themselves that not only gives you the option
of planning your next route, but also displaying delays they perfectly played into what
their clients need.




2.2 User friendly

T An application must be easy to use. Snapchat
- roups  Chat

= and its demise are a good example of how ease
P —— of use influences the labour market. In 2016-2017
( g Snapchat was the social media application,

B everyone used it, talked about it and all major

Roq,ig?l influencers and celebrities loved it. They came on
. the market with “stories” and face filters and this
. was a great success. In 2018, there was an up-

Q [ i date that changed the entire user interface and

Fig 6 Example of the navigational design and the information archi-
old and new interface of Snapchat tecture of the application, and in a few months,
Snapchat lost a large number of its users.

2.3 Wanted

Branding in general also has a major influence on how users experience your service.
The identity, the emotions it generates and the entire image of a service influences who
will use your product and what your target audience will be. Apple is a good example
of this. Even without their iconic logo, you can immediately see which computer is an
Apple and which is not. Their brand is more then just a nice package, their brand ex-
pects it's customers to like high end things and people who have Apple products are
often seen as wealthy.

2.4 Logical

An application must be logically structured. If users have to search and navigate
through the application to find basic information, something is wrong with the logical
structure of your site, service or application. Logical structured applications make sure

the user can do basic and complicated tasks with as little time, effort and error as pos-
sible.

13
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2.5 Accessible

We are all different and this must also be taken into account. People who are blind
must be able to easily navigate through the application, people who cannot see well,
need more contrast and so on. The KBC application uses a filter, so that you can ad-
just the user interface colours should this be necessary. Another example on their web-
site: when you open their site, a video starts playing, but you can also pause it. This
helps people who get over censored easily.

Goeienavond
Heb je een viaag? KBC Live geeft je snel een antwoord!

@ . 078152153 B4 Stuur een bericht

Fig 7 Example of a usability option: the user gets an option to pause the autoplaying video
when enetering the Belgian KCB banking site

2.6 Reliable

Users must trust your application and the information that they can consult. An example
of how unreliability can damage your image is Facebook that sold their user data to @
company in 2018. Reliability goes further then only this literal sense. Reliability also has
to do with downtime and if your application actually does what you expect it to do. If
you, for example download a calculator, you expect it to actually be an application
with a calculate function, the results are correct and it should work faster.




3. User Experience techniques

3.1 Project Management

As UX has to be considered during every phase of the development process. This
means management is also very closely involved with User Experience, supporting and
implementing it. Management examines how the development process will proceed and
how and when the experience, wishes and needs of the users are taken into account.

3.2 User Research

To be able to respond well to the experience,
wishes and needs of the users, you must of cour-
se know the users. To influence people and to
guarantee the best possible experience, you

RED ftad 7
Passion, excitation, intensity Red BU“ é@% @

ORANGE amazon @ m
Creativity, joviality N—"1 [

@D it
)
Health, nature A’!‘{%&% ﬁ FOﬁTCana,

must know how people think, how they experience
and how you can respond best to this. A gene-
ral example of user research and experience is
colour psychology. McDonalds has a yellow logo

V T

& L2

Neutrality, calm SWAROVSKI &
——————

Fig & Example of color

psychology and greatly recognized
logos, found on a blog by Lindsey
Winsemius

because yellow induces hunger. If you want to
make an application that gives people peace of
mind, you can use green to unconsciously make
the user calmer and more focused.

3.3 Evaluation

The development team must be able to evaluate themselves in a good way to make a
better product. This can be done on the basis of soffware tests such as test batteries,
compilers and benchmarks, but also by using test persons. Once a component is functi-
onal or has an interface, you can have the user test it. The earlier you can process the
user's feedback in the process, the more time and costs you save.

3.4 User Interface Design

This term is often used together with User Experience, but actually refers to two different
technigues. User Interface Design is designing the interface, the canvas itself. The main
aim is to respond to the needs of the user and to ensure that everything is easy to
understand, navigate and use. A good example of this is an “add” button is most easily
located on the right side of the screen.

15
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3.5 Interaction Design

This is term refers to how interactive systems respond and how these responses can best
be adjusted to human behaviour. Interaction Design plays a major role in how natural
the application falls in its use. Interaction Design in a GPS, for example, is how the voice
speaks: in Belgium this is usually a woman with a Flemish accent, while in the Netherlands
this is usually a man with a Dutch accent. This is a good example of how an application
can be designed for its goal: navigating the way, with a good interaction design: not
only with the option Dutch, but with familiar accents according to the country.

3.6 Visual Design

This mainly concerns the presentation of the information and the attractive offering of
the technology on the basis of fonts, images, colour, and so on. Very often visual design
will also coincide with the image and the feeling that the enterprise behind the appli-
cation wants to evoke with the user. For example, a modern enterprise would like to use
a sleek, modern site.

3.7 Content Strategy

= « The focus in this facet of User Experience is on
- J\__ how we can offer useful services and how we will
develop them. People start by defining the goal

ANl traffic sources sent a total of 270923 visits.

- B2 e and content: what tone do we use and who is
st our target group? Quality is then guaranteed:
" structure in the content of the application, that

is; a logical structure in how content is displayed
and what is prioritized.

Fig 9 Example of Google Analytics

3.8 Web Analytics

This term actually coincides a bit with user research, since you analyse data to bet-
ter respond to the wishes and needs of your users. The data can be retrieved from a
database or generated yourself. For example, you can see on which page the most
users leave the application or which page is used the most. For example, you can also
do research into where the best place is to place your logo and what is visually more
attractive to the user.




4. LinkedIn

LinkedIn will be further discussed in this thesis and
serve as an example in further research. LinkedIn
is a social media application that works like Fa-

€] cebook or Instagram. The fundamental difference,
LI nked however, is the fact that LinkedIn is aimed at the
®  professional side of their target audience. In ge-

neral; you can build a network of colleagues and
thus bbroaden your professional network. This can
lead to new jobs, you can find information about

companies and who exactly works, view job offers

and expand your skill set. There are a lot more
functions built in, which we will further discuss in

Fig 10 Logo of LinkedIn

this thesis.

4.1 LinkedIn evaluated through features of a good User Experience
4.1.1 Useful

LinkedIn is certainly useful, which is why it is so popular. LinkedIn is also trying to expand
more and more to offer a platform that provides all the tools for that person that wants
to work on its professional skill set. LinkedIn is clearly trying to increase its usefulness for

a larger target group, by providing tools for every layer of the professional population.

4.1.1.1 Examples of it's useful tools

for students

On their site you can find a number of videos that are considered tips and tricks for
getting a job. There are also manuals on how to fine tune your LinkedIn profile. LinkedIn
also tries to respond to the social aspect of the application. They push many noftifica-
tions so that users would use the application more and also recommend responding to
your messages as quickly as possible.

For companies

For companies there are also a number of options available on Linkedln. One is Linke-
din Recruiter that links the profiles of LinkedIn users to a database in which companies
can place job offers and look up people based on their skill set. People also try to
respond 1o the social media aspect of your business by recommending that you attract
better job seekers by blasting your profile page. They also give companies the option
to advertise on LinkedIn.

For companies, there are a number of other tools on LinkedIn’s site to learn new skills
and to better understand your customers and thus respond better to them. We leave

17
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this out of consideration, since it has nothing to
do with the LinkedIn mobile application which is
the main subject of this thesis. We will also leave
out the paid version and tools of the service, as
well as notifications and other advertisements
referring to buying this version.

Fig || Example of LinkedIn Business.

Conclusion

LinkedIn tries to increase its usefulness as much as possible by building a relationship
between companies and their employees and customers. By ensuring that both com-
panies and employees are engaged, Linkedln can provide a better service and bring
more people with the same skill set into contact with each other. It's kind of like a scale
where the recruiters, job seekers and companies can support each other and thus make
a better service for itself and each other.

4.1.2 User-friendly

ﬂ‘ 2 Getting started to build your LinkedIn profile is

= 4 fairly simple, since there is a tutorial that explains
Chloé Geldhof step by step what the different functions are. For
Studente Toegepaste Informatica new members it's a lot of work to add new peop-
Lapereau : VIVES University College le because they don't have any synchronization

Brugge en omgeving, Belgié - 94 connecties

options with other platforms available. Altering
your data afterwards is also fairly simple, but

sometimes the user has to search for the option
(D e s o Yo () 4 0o some changes, like removing a certain

Fig 12 Progressbar under the profile in- tifle from their page when they have stopped
formation when a users opens its profile. Working all together. | often caught myself looking
This shows how strong your profile is. for where | can find my profile or read my messa-

ges. | also think that these icons do not stand out

enough in the blue bar, for people who cannot
see well or for older people, this could be a problem. Navigating through the applica-
tion itself makes sense, since there is a navigation bar at the bottom of the application.
| also liked the many ways in which LinkedIn tries to motivate the user to further better

Profielsterkte: Gevorderd ~

their profile.




Conclusion

The application is relatively user-friendly, but it takes a while before a user is completely
familiar with all the options. After following the tutorial, everything is clear, but there are
many options and tools that are discussed at the same time. There is also no help forum
for basic tasks anywhere in the application itself. Indicating the profile strength together
with a number of tips to make the profile even stronger is a very good ideag, because it
helps people to use the application.

If you have not used LinkedIn for some time and then open it again, you may have to
search again where everything is and take some time to get used to the application.

4.1.3 Wanted

LinkedIn is certainly wanted. It's maybe not the most popular social media that everyo-
ne talks about, but it is used by most working or job seekers. UWhat | notice from many

of my fellow students is that it is not liked to be used, but the usefulness is so great that
the effect of the service is highly sought after. Everyone knows how difficult and stressful

the job search is, so a social media that can make this process easier is certainly va-
lued.

4.1.4 Logical

The LinkedIn application is not logically structured. People are used to using their mo-
bile phones and use different applications from day to day. This builds certain habits
to which LinkedIn has not responded. | could not find my profile and message box and
after not using the application for a while, | had to search again for exactly where all
of this is. This is because most popular applications place their profile and message
box on the right. With LinkedIn, the profile is on the left and the message box on the
right is at the top in the blue bar. The icons do not stand out enough with the blue
background.

What | also do not understand is how the purpose of the application is not reflected

"To connect the world's professionals to
| I n make them more productive and

successful." - Linkedin

in the logical structure of the application. On their site they mainly focus on networ-
king, building relationships, sending messages and meeting new professionals. When you
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open the application, the first thing you see is the feed from your colleagues. There is
also a plus icon at the centre of the lower navigation bar which creates a new mes-
sage for your feed. To meet new people or send messages you have to open another

page.

4.1.5 Accessibility

The application in itself is relatively accessible. You can easily make up a profile, you
have plenty of information and tutorials available and LinkedIn tries to teach you how
to build up a successful profile. You can fine tune your profile into what you want to
achieve with the application.

To the general public LinkedIn is very accessible, but the application isn't very much
so to people with disabilities. For example, people with vision problems, will not be able
to see the content displayed in most of the field, let alone see the icon to change the
profile. In the settings there are no available options for people with disabilities. Peop-
le with sensory problems, sensitivity problems or concentration problems will also have
trouble structuring and defining the different parts of the application.

Blind people search jobs tool

4.1.6 Reliable

LinkedIn is generally a reliable application. It has not encountered any scandals in
connection with the leaking of sensitive information or other privacy issues. There are
many bugs and down times, though. When you google LinkedIn with 'not accessible” or
‘bugs’ you find plenty of questions on forums or articles written about it.

4.2 Closer look at LinkedIn through techniques of User Experience

4.2.1 Project Management

Since LinkedIn has become a large company with a wide range of different tools, plat-
forms, videos and information. This means the company must do some form of project
management. A very large group of people works separately on the various compo-
nents that later have to come together into one large entity, which ensures a lot of
planning and organization. The timetables and tasks must be organized. During the
various phases of the development process it is very good to involve the stakeholders
as much as possible, wherever possible.




4.2.1.1 Stakeholders

Stakeholders are all people who can benefit from developing a service or application.
The leader of the project is the largest stakeholder, as it has the most to gain or lose in
developing this process. Subsequently, investors are also closely involved in the deve-
lopment process. Towards the end of the process, you can assemble a group of po-
tential users who test components and give their feedback. The earlier you involve this
group in the development process, the sooner you have feedback on the logical struc-
ture of the application, user-friendliness and experience in general. This can also save
you a lot of cost, since it becomes more expensive to adjust things or to redevelop the
further a process approaches the final measurement.

Customers

Governments | Employees

Suppliers | Communities

Enterprise leaders

Fig 12 Schema of stakeholders, adapted from the Corporate Finance Institute

4.2.2 User Research

LinkedIn uses various techniques to conduct user
research. It ensures that user researchers work to-
gether with other employees, to ensure that there
is enough communication between the users and
what the company, sales and designers want and
can do. This ensures that the experience of the
users can be tailored to the purpose and image
of the company. They also try to use a number of
different techniques to find out more about their
users.

Fig 13 Picture of LinkedIn’s Lab where
all research and User Experience take
place. Picture by Tony Chung
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4.2.2.1 The LinkedIn user research process

The researchers at LinkedIn prepare a plan of approach. This is closely related to the
aforementioned project management. People often start with an analysis of require-
ments, needs in function of time and possibilities. A meeting is then planned with the
stakeholders, project leaders and developers. The requirements, timeline, expectations
and goals of the research are further discussed in this meeting. At the end of the meet-
ing a contract is drawn up that will be further adjusted further in the process. Then the
team chooses a method of research. There are a number of research methods here. As
an example, we discuss Formative Research.

Formative research

This technique is often used to give the stakeholders a general idea about how the
application will work and look. During the development process, these are often very
general sketches on paper. You have general prototypes that do not entail much de-
tail and the prototypes that are much clearer, whereby the test battery can actually
see how the navigation works. These sketches are often digital during the design phase.
Designers oftentimes use Sketch, Adobe XD and Flutter for this. These digital prototypes
are often extended to code that will later be used for the user interface.

Research at LinkedIn is done both in The Lab and outside the building. This is very
important to guarantee an authentic experience in research. The data are then further
analysed. The size, clarity and reliability of the data are taken into account. Subse-
quently, further research is done into new patterns in user experiences, but at the same
time small details and other perspectives are taken into account.

After the research is completed, it is always very important to ensure that the findings,
patterns and experiences are shared with everyone involved in the research and the
rest of the development team.

4.2.3 Evaluation

As mentioned earlier, evaluation is very important during the development of an appli-
cation, component or new feature. Evaluation can take many forms, such as the impro-
vement of a certain tool, updates and patches, as a result of research or as a result of
a new marketing plan.
LinkedIn performs evaluation in different ways. As mentioned above, LinkedIn does user
research, which means that they use the feedback from the user and from within the
company and in this way evaluate and possibly improve their product. Their developers
must also ensure that there are no more bugs in the software, so they must evaluate
their own work for each new update or patch. When pushing a patch that modifies
fundamental parts of the application, navigation, user interface or operation of the
service or a new tool, LinkedIn first tries this out on a defined group of its users. This
definition is usually based on geographic area or language. By ensuring that a




new feature is first tested on a large number of users, you can easily detect software or
hardware problems without disappointing to many of your customers.

4.2.4 Interaction Design

The sight of LinkedIn and LinkedIn Learning are a good example of good interaction
design. The user interface is simple and easy to navigate, you can easily find the infor-
mation you need. The application on the other hand does not have a good interacti-
on design.

Interaction design refers to words, visual representations, physical objects, time and
usage patterns. The use of LinkedIn as an example is very professional: people use
‘interesting’ instead of ‘likes” and generally use professional, clear and simple language.
On the other hand, | find the visual representation not well represented, since it often
consist of only text and icons are often very small. For example, LinkedIn uses different
types of messages on the timeline that are displayed in the same way, which means that
the user often loses the overview of his timeline.

LinkedIn also responds to the different devices on which users can visit LinkedIn. They
have a site, additional learning tools, software for companies and the LinkedIn app. A
way of combining all these services would be useful.

The time aspect is supported by the progress bar on the user’s profile that indicates
how strong the profile is. One tries to respond to user behaviour by offering different
tools that have been specially developed for the different personas in their target
group, such as the videos for starting employees and the tools available for companies.

An example of this is the types of advertisements: in the pictures below you have two
types of posts: one is from a company that pays for advertisements on LinkedIn, but
the second is a company where a former colleague works. Both look like advertisements
made by companies. These are sometimes difficult to navigate through.

Louise Schotte, Sven Navez en 15 anderen ~ " "
- Noél Franklin bé
volgen Microsoft

1.657 volgers

3w

Microsoft
. 8.395.585 volgers Gisteren vierden we ons 1 jarig bestaan in Franklin stijl.
Gepromoot Een avond waar het ganse team naar uitkeek en 100%
verdiend had na de inzet gedurende ons... meer weergeven
Participez & deux journées de formations techniques
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cloud et outils développeurs. https://bit.ly/21SqIVj

B¥ Microsoft

Microsoft Ignite
The Tour
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édition en France !
microsoft.com s .
Tomas Essen en Claire Schamp volgen Tobania v
© 204 1 commentaar
Tobania
AAAAAAA 8.639 volgers

& Interessant =] commentaar < Delen

Fig 14 Example of an ad-
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What is particularly striking is how their mission and interface do not match. They say
they want to bring professionals into contact with each other in order to make their tar-
get group more successful and productive. However, this is not reflected in their design:
their message box and new connection box have been moved backwards in the struc-
ture of their navigation section. Their central place in the application was replaced by
the social media aspect of the reports and timelines.

4.2.5 Visual Design

LinkedIn’s Visual Design reminds many users of
Facebook’s interfaces. Here you can see how the
“steal like an artist” technigue can sometimes be

a good idea. A large part of the population
I knows Facebook and has an account. This ensu-

res that a large part of LinkedIn's target group

can navigate through the application and the

site more easily and it gives a familiar feeling. The
typical blue of Facebook, the way messages are
arranged in the timelineg and the entire timeline

is something that everyone knows and is clearly
very popular.

Fig 16 LinkedIn versus Facebook, found
on a blog by Tristan Elosogui

The overall Visual Design is called boring by some of its users. This can be both good
and bad. LinkedIn has a diverse target group and they have a professional image. The
“boring” nature of LinkedIn therefore ensures that this supports their professional image.

4.2.6 Content Strategy

LinkedIn scores very well in certain areas of their Content Strategy: their professional
image is supported by their choice of fonts, colour, choice of words and the overall
user interface. They also try to respond to as many layers of the labour market as pos-
sible by offering tools that have been specially developed for each group of users.
These techniques and tools are therefore split into various software and applications
that can be used on a computer, tablet or mobile phone. They also try to build and
adjust their Content Strategy in a very iterative and collaborative manner, as reflected
in the many updates and patches. The newer site is clearly also aimed at a younger
target group, since it is built with a lot of icons, videos and images.

If we only focus on the application, there are a few problems with the Content Strategy.
As previously reported, the first page that you open is a timeline and is not in a straight
line with their mission. There are many icons and especially the message box and profile
is unclear.




S. For whom exactly do we make the application?

The user experience process is an iterative process that can be used in every phase

of the development process and deployment phase. In this process, we get a picture of
who the people using our service are. Often the focus lies on a good implementation of
what the service will do, instead of the user making use of the product.

The problem lies in the development of the product, in the emphasis of technology

instead of the user: the person for which the device is made.

Donald Norman

The invisible Computer

The process consists of a number of phases:
| Research phase
2. Determining personas
3. Determining requirements
4. Write out scenarios

5.1 Research Phase

First, we need to know for whom exactly we develop the application. Often the focus

is on the implementation of the product instead of the end user, the person for whom
the product is made. This ensures that you can design a very useful product that is not
usable. Research can be done through interviews, observation, questionnaires, work-
shops and interest groups and tests.

3.2 Interviews

To ensure that the information you get from the interview is qualitative and reliable, you
must ensure that your test subjects are varied in nature. Linkedln wants to collect data
about professional users and the professional market is very diverse.

Our test persons:

Demy Geldhof, 27, looking for work after studies.
25
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lin Zwertvaegher, student, job seeker for job student.
Janny Geldhof, 51, recently found a job after working on an independent basis.
Kris Cathenis, 49, has been working in a company since 2015.

3.2.1 Interview with Demy

A. Are you looking for a job? If so, where do you encounter difficulties?

| am looking for a job, but | am experiencing great difficulty. When | see job openings,
they always ask for years of experience. Because | just graduated, | don't have any
experience yet.

B. Where do you look for job offers?

| look at LinkedIn and VDAB. VDAB is a government funded website from belgium, where
a lot of job offers are posted. | also search for job offers on Google so that | come
across websites such as Stepstone or Selor for vacancies in the government.

C. Are you interested in learning about applying?
You learn a lot by applying for a jolbb and going through that process, but it always
doesn't hurt to learn more

If so, which method do you prefer?
The do and don'ts and maybe a practice interview before the actual application.

D. What steps do you take when preparing for an application?

| try to find out as much as possible about the company through their website, which
companies often find important. Then thoroughly study the job offer to know if | really
want to apply for that job. | look at the company and always make a pro's and con's
list of working there. After | know for sure I'm interested in the company, | make sure | have
all the knowledge required before applying for the job.

5.2.2 Interview with lin

A. Are you looking for a job? If so, where do you encounter difficulties?
No, I'm not looking for a job.

B. Where are you looking for job offers?
| go to the VDAB website. It's a Belgian company that helps you get a job and has a
site full of people who put out offers.

C. Are you interested in learning about applying?
| don't have interest in learning how to apply for a job.




D. What steps do you take when preparing for an application?

| google the company and make sure | know what their goal and methods are. If | can,
| also like to get to know the people behind the company. | also update my CV and
make sure it's up to standards.

5.2.3 Interview with Janny

A. How do you maintain your professional network?

| go to a business that | think could be investing for trucks. | make a list of the running
park and take all the businesses who have trucks that 4 years of age or older. Those
people are most likely investing. Then | look who controls the running park or who is the
CEQO or president. You can do that through LinkedIn or Dropbox. | go into business and
make contact through the reception. | make sure | know their name.

Once | get to the buyer or CEO | make a small talk. Try to find out if he is investing in a
running park. If he is | tell him | want to make an offer and compete. If he is not investing
| try to find out when and | tell him | will come back. | put everything in CRM. This is @
platform where you can put all the data in and he reminds you when the customers is
buying.

B. Are you interested in another job or position?

| always monitor for other jobs. | am on LinkedIn and other websites. A lot of companies
also have my resume. | am interested in any other job that is very versatile, like marketing
or sales. | want to be on the road and over a desk, at the same time; so that | am on
the road, but also have a home base.

C. Are there career opportunities in your job? Are you interested in this?

| am @ sales consultant in trucks. | do B2B. | make contracts for the garage. | make lease
contracts. Renting Sales. | only have the owner or the garage above me. We have &
people with the same job. In each garage one light for the light vehicles and one for
the heavy trucks.

D. How is communication within the company?

We communicate via email and CRM. We also have a platform called EPL. It is a plat-
form where we build the vehicles compliant to the customer’s mission; what does he
transport?, where does he transport it to? and how does he transport? That's how we
make the trucks. Our sales colleges can see how the vehicles are built. We can see all
the vehicles or Ilveco around the world.

Any made [VECO truck has a number. We put it in and can see the configuration of the
truck, all parts of it.

We have phones for internal use. We can take calls on our cell phones or push them for-
ward. We also have a welbsite, a kind of platform to put our stock on where people can
oray. We have social media profiles as a company on Linkedln and Facebook.
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5.2.4 Interview with Kris

A. How do you maintain your professional network?
Via network meetings, company receptions, sector training,

B. Are you interested in another job or position?
No, I'm not interested in anything other then my current position.

C. Are there career opportunities in your job? Are you interested in this?
Yes, | am interested in the job itself. | like my job a lof.

- If so, how do you expect to continue to grow?
| am trying to take on more responsibility.

D. How is communication within the company?

The communication inside the company can be better, | work in a medium-sized com-
pany in full expansion. There is little room to distance yourself from the daily operational
follow-up and to think fundamentally about how to complete the job.

5.3 Determining personas

In this example, we will convert our test battery to a persona. LinkedIn has been develo-
ped for a large number of users: job seekers and working people, people who want to
improve their skills, look for career opportunities or simply want to stay up to date with
their colleagues. That is why it is so important to get to know our target group better.
Their experiences, behaviour and needs must be investigated and supported as well as
possible during every phase of the further process. These first steps are therefore very
important.

Personas are very loosely based on our test battery, all have their own experience and
wishes. Their background is shown in the first block. The second professional background
block shows what our personas have done on a professional level. The requirements,
last but not least, are the most important aspect of this entire study. What do they
expect and want from a product? Or to put it differently, what can we offer them to
satisfy them?We can also group our personas such as primary, secondary and negative.
The primary personas are the ones we mainly develop the service for. Their goals should
be achieved, if possible. The secondary personas aren't as important as the primary,
though. Their goals are an extension of the primary. If these goals can be with, they are.
If they are contradictory to the ones or the primary person, they get disregarded.

The negative person on the other hand is the person we explicitly don't design for @
service for.




e Jane Doe

e 22 years old
e is in her last year of bachelors degree and is starting
to look for a job

e likes the environment, going out with her friends, going
on hikes with her dog.

e is infroverted and likes being in her house, likes calm
and quiet places

Professional Background

Jane is in her last year of a bachelors degree in Informatics. Because she lives in belgium and
the professional market is looking for a lot of IT women. She never really thought about having
to look for a jolbb and apply to companies. She is interested in learning as much as possible
about applying for jobs before she graduates. She would like to know what people her age are
up 1o, where they work and where they are in their professional career. Jane has made a lot of
professional connections, without even knowing it and would like to have a platform to

talk to these people, make new connections and connect to new professional minds like her.

Requirements

Jane is a real rookie when it comes to the professional world. She has worked as a job student,

but has never even thought about what she wants to do as a career. She could be helped by

a manual, service or tool that learns her the basics of learning what kind of job is right for you

and how to apply for that job. She also needs to know what kind of jobs are out there, so a
job browsing tool could also benefit her.

She loves the social aspect of professional networking. She likes it so much that she already
networks a lot, without even knowing it. She could benefit off a social platform that gives her the
opportunity to make new connections and sustain the ones she already has. A service where
she can connect her other social media platforms to a professional one.

Because Jane loves a calm atmosphere, a clean and simple user interface could help her
focus on the task of finding a new job.




e Jack Walker

e 26 years old

e graduated as a lawyer, took a gapyear traveling and
working as a server and is now looking for a job

e loves travelling and adventure, is very sporty and loves
wall climbing and partying

e is extraverted but likes time alone, doesn't like it when
people take life to seriously

Professional Background

John graduated as a lawyer a year ago. He needed a break of the stress and isolation of
studying and took a gap year of travelling the world and working as a server.
He could easily find jobs abroad as servers are working in a zoo, but after his travels,
he has trouble finding a job as a lawyer. He is also applying for different jobs, because he
likes a challenge. He is lost in the application world and is always very
nervous when he has to go through that process.

Requirements

John has been working for a year and has had some experience, replicating for a job. He finds
trouble in finding a job in his home country, though. Ideally, he would like to have a job in the
sector, he graduated in, but he is also failing at looking for other, randomly selected jobs.
John could really benefit from a tool where he can manage his job offers, fine tuning and classifying
them as he wants. He can also benefit from information about replicating for a job and
instructional videos on this often difficult process.

John could also benefit from the social aspect of our service: if he can get in contact with other
students who have recently graduated and are looking for a job, he can assess himself better and
know if the problem is the market, or his strategy in applying for certain jobs.




» Jolene Decker

e 45 years old

e works as a hairdresser, but is looking for another
job or another place to work at

e loves chatting with her friends and connecting with
people, but doesn't know what to do with her new
found time

Professional Background

Jolene has been working as a hairdresser in the same place for over 15 years, but wants a change.
A lot of new hairdressers have taken over the workplace and she feels like she's the only mature
person around. She wants to either try a different job or find work as a hairdresser somewhere else,
but is afraid she is too old or too mature to do this profession, looking at her current place
of work.

Requirements

Jolene is a little lost in her professional world and could benefit from a service that gives
her an overview of the job options based on her previous work history and other skills.
She could also benefit from a social platform where she can meet other people with the same
function and the same age. This can give her confidence and a better overview of
the age in her profession: not all hairdressers are young and everyone can go into this business
if skiled enough.

A service that both has the option to display job offers in her section and job offers not relating

to her job profession could be really useful, as well as a managing system that can keep
track of the jobs she likes and the jobs she doesn't like.




* John Weller

e 3/ years old

e works as a salesman of computers, but would like to
be a manager

e likes watching television and going out to dinner and
wine tastings with his girlfriend

e likes being social but is introverted

Professional Background

Jack has been working as a salesman for around ten years now. UWhen he graduated high school,
he wanted to live alone, so he needed a job. He worked as a salesman and never changed jobs.
He likes the structure and knowing what he has to do for the day. Even though he likes the
structure of his job, he is bored at his job and wants to move up in his career. He wants to be @
manager. Even though he has no managing skills, he thinks he might be good at it, because his

love for structure.

Requirements

Jack is our negative persona, because he will be affected by our service, as he is a working man
and wants to change positions. He could possibly even purchase our product as long as he
isn't familiar with another service like ours. Jack doesn't like change very much and would only

purchase one product or service helping him better his managing skills.
Jack is keen on staying in the same company, so he could benefit from a social network where
he can connect with the higher layer of the business. He could possibly connect with the current
managers and ask what skills he should learn to display his interest in managing, if they also

are making use of our service.




6. Determining what we have

The next step is to design a low level prototype that | will later convert into a more
detailed, digital version. A prototype is a representation of what the product looks like.
To be able to do this | will start by determining what LinkedIn already offers me. What is
the information architecture? This we will represent in descriptive form and in usecases.
By analysing what | am exactly trying to represent in my user interface, | hope to impro-
ve clarity not only for the user in the end, but also for myself in the process.

Once when | have described and collected the data that LinkedIn already offers us, |
will analyse which elements are good and bad per screen. By trying to work out what
clements are good and bad, | know what elements we should keep and what elements
| should avoid in my new design. | want to state right now that | don't want to make a
new LinkedIn; my goal is to make an interface that has the same image and feel, but
offers a better user experience and is more transparent in its use.

The phases in the information analysis:

I. Analyze what LinkedIn already offers per category

2. Drawing out use cases per category

3. Analyse what is good and bad per category

4. Define which information will be displayed per category in the new architecture
5. Drawing out new use cases per category (included in next segment)

6.1. Analyze what LinkedIn already offers per category

What are we exactly working with? We have to know what LinkedIn offers us now and
what their current informational architecture is. This architecture are the basic cate-
gories in which the tools and information are structured, these categories represent
screens in our example.

- Feed

- Network

- New Post

- Notifications
- Job Offers

- Profile

- Messages

6.1.1 Feed

The feed is the first screen that a user sees when opening the application and is cen-
tral to the architecture of the application. Here the user will find everything that has to
do with the social aspect of Linkedln and is viewed most often by most daily users. Our
primary personas in particular will use this page as they want to expand their platform.

In the feed, we find messages with text, video and photos that are posted by 33
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both companies and the users connections. Messages from both first, second and third
generation connections can be displayed on this screen.

These messages are posted or shared, have to do with what your connections find
interesting and follow and are messages from companies that their connections interact
with. Advertisements from sponsored companies are also posted on this feed.

The user can respond to all these different types of messages and the interaction of the
user depends on the type of message. The user can find all posts interesting and share
and respond to them; from advertising to a shared post.

If a connection has updates its profile or added a new function, the user can also send
this person a congratulations.

The posts aren't displayed in a chronological order; some posts don't even get a date.
The ones that do get displayed in a non-chronological order.

6.1.2 Network

The networking aspect is the page on which a user can generally make new connec-
tions. LinkedIn searches for people they might know based on where they have worked
and studied and who your current connections are.

At the top you can their your current network, which takes them to another page where
they can delete connections, unfollow pages and send connections a message. below
this bar is a field with invitations that shows all invitations potential connections sent
them. If there is none, there are suggestions for new connections. Next to the invitations
tab, the user gets the option to manage your invitations. This leads it to another screen
where they can see all your invitations, ordered by category: sent and received and
with each additional categories of everything, users, events and pages.

If a user scrolls further it gets a list of connections they might know based on their histo-
ry, location and people who work in the same functions as they do. Under these con-
nection suggestions, there are suggestions for popular pages and hashtags.

Under this there are more suggestions for either persons or pages.

6.1.3 New Post

This screen is the most simple screen in LinkedIn. In the middle the user sees the profile
they are currently logged into. Under this they get the option of changing the privacy
of your posts. LinkedIn also posts messages to secondary and tertian connections. Here
a user can adjust how many people will see their post. To all posts they can add a
description, video and a new or already stored picture.
Next, LinkedIn gives you the option to congratulate a colleague for being in your team
or for an accomplishment through a post. In this screen a user can also search for peo-
ple in your professional network to help them with problems and attach a document.
When a user starts typing, the interface changes and the options that were display-
ed at the bottom of the page change to an interactive interface where a user can
type and add a picture in the middle of the sentence. The find an expert button




is changed to text at the top of the keyboard next to add a hashtag. Under this bar,
there is another one where icons are placed to add a new or stored picture, or a
video. A user can also add a hashtag to tag another user into the post, or go back to
the normal layout.

6.1.4 Notifications

Notifications is a screen that's is chronologically based and gives you an overview of
all notifications. The notifications vary from how many people entered your name into
the search bar, how many people looked at your profile and how many job offers you
have had.

Next to these contributions to your professional network, you also get a schematic
overview of the interaction with the service your connections have: when a connection
achieves a new professional achievement or has an anniversary of an achievement,
when it's a birthday or when people start following you. You can interact with these
messages by congratulating your connections with their achievements.

6.1.5 Job offers

This screen is the central part of the application for the job seeker. A bar above indi-
cates how many vacancies you have viewed and for how many jobs you have appli-
cated. You can also put yourself on a list of job seekers in this bar. Next there is a list of
vacancies that have been selected based on your profile.

6.1.6 Profile

In the profile category the user sees an example of what people see when they view its
profile, where a user can change and tune their profile to what they want other users to
see. LinkedIn shows the user its profile and cover picture next to its name, title and other
history. Next the user sees a progress bar where they can see how strong their profile is.
If the user clicks on the icon next to the progress bar, the user gets information on how
to better their profile. Under this progress bar there is a text paragraph with changing
content varying from tips for the users to offers of quizzes. This is private for the user,
other connection can't see this.

Next there is a public info paragraph other connections can see. The user can change
this tell people why they are using Linkedln and what they are looking for.

Under this there is again a private dashboard where the user sees how many people
visited their profile, how many posts the user has posted and how many users have se-
arched for their name. The user also gets the option to put their name on a list of users
looking for a job, balance their income to that of their connections and look at jobs
they saved.

If the users scrolls further, it sees a public section where all of their school and work his-
tory is displayed. There is also an extra button that gets added while the user
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scrolls past this section. The user gets encouraged to add new jobs they have done or
schools they went to.

Under their history, they can also add skills and do quizzes to ensure their skills are what
they should be. Other connections can also interact with this.

The user can change their contact details and add new interests and connections.

6.2 Analysis of what is good and bad per screen
6.2.1 Feed

Cood

The first thing everyone thinks when opening LinkedIn is that the user interface is very
similar to that of Facebook. The blue of LinkedIn is a similar, just as the entire structure
of the post and interface. It's as if you're looking at a professional version of Facebook.
This increases clarity for a large group of users, since a large number of users know how
Facebook's way of working is and how it will respond to their actions. A couple of peo-
ple online were very disappointed with this interface, as the new interface redesign was
much anticipated.

What is also very good about LinkedIn's interface is that they display various messages:
promoted advertisements as well as the interaction and milestones of connections, as
well as messages from new connections and messages from the pages and companies
can be displayed on this, making this the central point has become the application, the
first screen that you will see when opening the application.

What is also very good is the structure of a message. At the top you sometimes see
"John Doe finds this interesting”, which clearly explains why you get to see this message.
The interest and congratulations underneath are also clearly visible. Interaction is fu-
rther stimulated by a large bar underneath with clearly the three buttons: interest, com-
ment and sharing. The word choice is also very professional.

Bad

LinkedIn has a large number of messages in its feed, which makes this the central part
to their application. After all, their goal is to support a professional network and make
new connections. This is influenced in the feed by displaying messages from second and
third connections.

Since a large number of different types of messages are displayed, LinkedIn tries to
display this by modifying small things: a check mark next to a name, an extra frame, a
square logo instead of the round, promoted and so on. This makes it very difficult to
know why you see a certain message. Am | seeing this post because it's advertising, or
have | liked this page? Is this post a connection for me, or a person | can still add?
The aforementioned Facebook is a good example of displaying information in a clear
way. They also post different types of messages: advertisements, posts of people and
pages that you follow and posts of messages that you may like. All messages are dis-
played in conformity, but here the line between pages and people is blurred: posts are
the same. With a more recent update, Facebook has split the entertainment and endor-




sed channels from the normal posts.

The posts on LinkedIn are therefore very numerous, displayed in a format that is relati-
vely different per message. There is very little white space between messages and the
font itself is very small in the messages themselves. With each connection displayed, it
is indicated which rank, which ftitle and when it was posted. The privacy setting is also
displayed. This is visually very nice, but is a lot of information that is displayed next to
the name. You see the post itself, whereby the photos or videos that go with it were not
adapted to the message. Some photos are large, others are small. Some posts receive
three lines of text, others receive five. This ensures that each message differs even more
and does not form a whole.

It is as if LinkedIn tries to mimic the interface of Facebook, but doesn't quite achieve
its goal. Facebook also has pages, users and profile pages; but these pages emit the
same posts. On LinkedIn you have so many different posts, that it simply can't use the
casy design Facebook uses. Facebook has one type of post: you see the user name,
time of the post and the content. Linkedln changes so many small things that the user
doesn't know what to expect of the messages.

6.2.2 Network

Cood

The Network tab is the central part for people who want to make new connections and
is also the second tab on the navigation section at the botftom of the screen. Here you
get notifications for creating new connections, proposals for pages that you might like,
people you might know and for managing connections. It is very good that all these
tools are nicely collected under this tab and provides a clear information architecture.
Again the network page consists of a number of different tools. On this page it is very
casy to see the difference between the different functions, but again, there is not much
white space between the different parts. You can further promote the delimitation of
information by using lines, colour or another format. This format was clearly used by
LinkedIn, because the difference between the page section, as an example, and new
connections are clearly indicated by the circles and squares. Since the focus is on the
photo of the page or connection, the difference between the two is very clear.

When you first see the screen, new connection requests are very clear due to the dark
blue background. If you have no notifications, this is also clearly stated.

Connection requests are also very clear to look at. All subjects are divided in the same
way and subdivided based on where you might know these people. These sections are
then interrupted once by proposals of pages that you might find interesting. This ensu-
res that people remain committed and interactive with information that you provide.
Managing your network has also been included here in a separate screen. At the top
there is a tab with ‘Manage my network’. If you click on this, you get to see another
screen with ‘My Pages” and "My Connections’. Navigate further and you can follow or
unfollow pages and people. The messaging part is also further highlighted by adding a
messaging icon next to the delete button.
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Bad

This page is very well structured and, apart from the limited white space, there is not
much to criticize. Managing your network is very clearly indicated, but can't easily be
viewed. It would be a good idea to replace this navigation section with an icon so
that people can see at a glance that they can adjust things there. This would also
further enhance the clarity, simplicity and tranquillity of the interface.

6.2.3 New post

Cood

This page is very clean and simple. At the top you can clearly see your profile photo,
so that the user is reminded on which profile they post this message. Especially for users
who manage both a page and a profile, this can help them a lot to keep an overview.
Users will then immediately be given the option to adjust the privacy of their post: who
exactly will see the post you're making? Privacy is very important when posting on Linke-
din, as some messages can be seen through connections that can go up to third rank.
Adjusting privacy is central to the design of the posting, which is very easy to use for its
users.

The interface changing is a very good move from LinkedIn. Whenever the user is typing
they don't only get a reminder to make their post professional, they also can easily at-
tach all the elements they want. The normal layout, the screen the user sees when ope-
ning the New Post screen, is very simple and it’s clear what the use and goal is. Since
there is not much to see on the page, the attachment and other options are the most
obvious and these components are therefore central.

Bad

This page is very clear and clean. This ensures that the focus is on adding a video,
image or new photo. The second part that is central is adding a document, congratu-
lating a colleague or finding an expert. The mix of text and symbols provides a clear
line between the two groups of interactions: adding data or interact with connections.
The way, adding a document is grouped into interacting with connections is non-con-
form. They should have added it by attaching a picture or video.

Find an expert doesn't fit here either. Find an expert is to look for a career coach in
your existing network to find a new job, or if you need help with a graphic design, or
even if you have problems with a tax return. What does this have to do with preparing
a new message? According to our information architecture, this should be in our network
category, since this has to do with your network.

LinkedIn also tries to give the screen extra interaction here by adapting the icons to
the keyboard bar that appears when you start compiling your message. This is very in-
teractive and easy to work with, since you can immediately start adding images, videos
or files, even if you are typing something. They also try to ensure that you can easily go
back to the first layout without the keyboard bar. You can do this by clicking on the
three dots. However, this icon is not clear, since it is often used for ‘more options”. Chan-
ging the icon to another icon that has more to do with removing the keyboard bar
would be a good idea.




Additionally, you get the option to add a hashtag in a textual way. In the same bar

it says that you can make sure the right people see your message, but if you click on

it, nothing happens. This ensures that people get to see additional information. In the
bar below you can also add an @ with an entry to a connection. This would be better
placed next to the hashtag, to promote interaction again.

6.2.4 Notifications

Cood

Knowing LinkedIn, there are again a lot of different types of notifications. You receive
notifications of both connections and vacancies. You can congratulate connections on
with their achievements, support a connection that starts a new career and view who
has viewed your profile. This ensures that you have a good idea of how popular your
profile is and how many people add you as a connection after a visit to your profile. If
a user clicks on the vacancies, they will be directed to the vacancies.

With each report, the text shows exactly what can be done with the message, can you
support or congratulate someone, as an example. This results in a relatively easy inter-
action: the options are always clear and the reason why you get a certain message is
also clear.

You will also receive many of these notifications on your mobile, which means that peo-
ple will open the application more. The notification section is where you stay informed
of what others are doing in their professional career and where you can encourage
and congratulate people. The notifications are actually a simplified version of the feed,
only without videos and images. LinkedIn automatically creates all of these posts for
you that your connections can interact with.

It is also very easy that the reports are divided according to date. So a user has a
clear overview at any time about what their connections adapt to their profile and
achieve in their career. Sending a congratulations is an easy and formal way to start
a conversation. It is also always nice to receive a congratulation if you achieve some-
thing in your professional world.

Bad

Again the information architecture is not completely correct. A lot of these notifications
are actually just a way for LinkedIn to let users navigate to the job openings page

or to pay for a premium account, which in itself is nothing wrong with, but this again
provides additional information that is not needed. LinkedIn tries in various ways to
encourage their users to interact with the application. One of the ways to do this is to
place references to another category in certain categories. This will ensure that users
make more use of the different parts, but also ensures that there are many different ways
to perform a function. An example of this is on our network page: you get the option
to send a message to all connections, while a full screen is dedicated to sending and
receiving messages. This ensures that we have an extra button for every user and this
is also the case with the display of vacancies. In this page this also happens: you get
notifications about job openings and from your profile.
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The various options are also shown with a textual button. This makes the layout look
very professional, but these buttons also take up a large space and constantly draw
the user’s eye to it. This is clearly done intentionally, but it ensures a busy interface and
also ensures that people always have to read to know what action is linked to this but-
ton. A mix of a short text and a symbol could be appropriate.

6.2.5 Job offers

Cood

At the top of the screen we have a bar that indicates a user’s process. We see the
number of saved vacancies, and the number of applications. We also see the user’s
career interests. This ensures that users have a good overview of how many jobs they
find interesting and how many application processes they have started. If you stick a
number on it, people can better assess themselves and get encouraged to make these
numbers higher and collect more. For example, if you see that you have done a lot of
applications, but you are not yet in a job, it may be a good idea to take lessons or
adjust your application procedure. This also ensures that people have an easy over-
view of their vacancies.

A user then sees the number of jolbb vacancies. These job offers are displayed based
on your profile. Everything you enter in LinkedIn is therefore analysed and based on
that vacancies are displayed. For each vacancy you see the name of the company,
what the position is, where the position is, how many of your connections have applied,
whether you are the first to apply and whether you can apply via LinkedIn.

Again a lot of information has been displayed, but the interface is very simple. All mes-
sages are the same size and only information that is useful is displayed. Also indicating
how many applicants, there are given a good boost, since you are quick to respond to
this. Applying for a job is encouraged even more by making it available through Linke-
din.

This interface is very easy on the eye and is easy to navigate through. The option to
indicate whether a job is for you or not, can also give LinkedIn a lot of information
about the types of jobs that a user finds interesting and saving jolb openings makes it
casy for the user to keep an overview of his jolbb openings.

Bad

Applying is placed central to this interface. This is very clear from the different ways in
which LinkedIn indicates that you can apply. The number of applicants and applying
via LinkedIn are displayed as the centre of the design. Once again there is nothing
wrong with that, but this ensures that the tracking and selection of vacancies are
placed in the background. The user must first click on a button to save or delete @
vacancy. The user must also take an extra step to go to the vacancies they like, by first
scrolling up and then being directed to another page by clicking on saved vacancies.
The process can be made much easier by intfroducing a swipe system such as Insta-
gram. We will discuss this further later on the basis of our prototypes.




6.2.6 Profile

Cood

The profile is a tool for our user to aftract new connections, so tune their profile proper-
ly is a must. The user can change their profile photo and cover photo, their name, title,
school and location are then displayed.

Then a number of tips are given to improve the profile. There is a process bar that
shows how strong the profile is. If the user then clicks on this progress bar, an additional
sunscreen will appear with tips to improve the profile. Below the user will see an extra
screen with tips on how to update their header. This ensures that the user is given many
tools to make its profile stronger. LinkedIn tries to offer a user a lot of tools to achieve
the professional goals through their platform.

At the bottom of the page, the user sees an example of what a recruiter or other per-
son sees when they view the profile: an overview of experiences and a school history.
This ensures that a user has an example of his profile and can adjust it so that recrui-
ters would find them interesting.

LinkedIn has dedicated an entire section on their site to how you can make your profi-
le interesting. There is also a similar page dedicated to how companies can tune their
page to what users can find interesting and how best to respond to their wishes. All of
this is possible because LinkedIn collects its own data, analyses it and then makes de-
cisions from it. These decisions are then communicated to users. It is as if users can learn
through their own behaviour and thus broaden and improve their professional network.
The general settings can also be found in the profile, which is a very good idea. The
profile is the least used after you have used the service for a while. Users fine tune the
profile during the start of use. Once their profile is set up, it's time to post and make new
connections. The profile is only adjusted if the user has reached a milestone, such as
recruiting a new job.

This is the same for institutions. When opening the application, many users will fine-tune
the settings once and then do not or rarely use them. Grouping the profile and all set-
tings can therefore be a good idea.

Bad

The profile is a tool for users to get to know their new connections and to make their
own profile as attractive as possible. As mentioned above, LinkedIn tries to offer its user
as many tools as possible to make its profile better and stronger. On the profile screen
one displays a dashboard of how many users view your profile and a number indica-
ting how much activity you have on their platform. Then they also give the user a lot of
tips to make your profile better and stronger. This is all very good, but the way Linke-
din does this is very chaotic. The profile is a representation of what other users will see
when they view your profile and the tips overshadow this.

The first thing you see is a presentation of your profile photo and cover photo, but then
you see how strong your profile is, with the option to see more tips. Then there is again
a screen with tips. Then you see an info box. This is a box in which the user can write

a text. For example, if it is looking for a job, it can write here what function that user is
looking for.
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The next info box is again an information box, with information that is private to the
user. The layout is so unclear that LinkedIn must indicate that an info box is private to
you. Are you still folowing in what is private and what is public? Neither am ..

The problem with the profile is that LinkedIn wants to give you an idea of how popular
and strong your profile is and at the same time you want to give an example of your
profile. People are used to working with services such as Facebook and Instagram. You
have a profile on which you can change some basic things. Facebook and Instagram
do not show you how to tune your profile.

A good idea could be to give the user a separate representation of his profile. Here
he or she can only change the elements on his profile. On another tab, the user recei-
ves tips and information about how he or she can improve his profile.

In the picture, the different sections that are private are marked blue, the ones that are
public are unmarked. This is to give you an idea how unclear the private and public is
to a user making use of the application for the first time.
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Conclusion

LinkedIn generally has a pleasant interface. Small and clean fonts are used. The colours

are sober and the image is professional.

LinkedIn tries to give the user a set of tools and to make the categories of the software

blend into each other. If you are scrolling through the noftifications you can go to job

offers; when modifying your professional network, you can go to messages and so on.

This encourages the user to let the various functions of the application be used, but

the user doesn't have a good overview over their task and the navigation.

If a user is performing a certain task, it is better to let the user decide when this task

ends. You can indicate to the user where all functions are at the start and then let him
decide for himself when to use them.




LinkedIn therefore has a problem displaying too much information. It also doesn't help
that many of their buttons are filled with text and a few symbols are present. And even if
there are symbols, they are not applied consistently.

Conformity, focus and transparency is what LinkedIn has provided for a vertical service
that is adapted to every type of user. Linkedln always tries 1o guide user interaction

by offering them a range of tools. The categories merge with each other and as a user,
you easily get lost between the different tools and services that LinkedIn offers. For
example, a person like Jolene might be fine-tuning her profile and easily distracted by
the quizzes and other tips that are displayed on it. Before Jolene knows it, she could
end up on the vacancy page through her dashboard.

User Control

Since LinkedIn often tries to steer the user in its behaviour and try to weave the ca-
tegories together, the user loses control of his task. Users cannot concentrate on one
task and can also fulfil a task in different ways. Sending a message, for example, can be
done via the message screen, but also via the network screen.

The user loses control of his tasks. Control is a very important term in User Experience,
since the user always needs to feel like it's in control over the application, not the ap-
plication or service having control over it. The user chooses when he starts a task and
it ends.

A textbook example of giving a user no control over a game is hiding the clock: the
user no longer has a clue about how long it has actually been using the service. Once
you give the user a clock, it can choose when to start and stop playing the game. If
you set up your game attractive enough, the user will choose to play the game longer,
regardless of whether the clock is displayed or nof.

An application or service must, as it were, be set up as a platform with which the user
can fulfil his goals in his own way and according to exactly how they want it. This means
that we can give the user the option to do what they want, but also the option to get
rid of what they want. For example, if a user removes a vacancy, they must be able to
post it again if he or she is interested in it later.

6.3. Define which information will be displayed per category or screen

Normally | would first determine which categories | will use to structure the information

in. Since LinkedIn has already done this for me, | could skip this step. These categories
can be seen as a kind of delimitation of information. The user knows that it will only, find
similar information in this part of the navigation section. These categories can be arran-
ged according to functions, theme or logically grouped tasks. In the case of Linkedn,
the categories are based on function.

Users who want to be social can use the network and feed function, users who want

to maintain their network can use the notification section, and so on. The information is
therefore limited and classified based on the category. First, we describe which tools we
will display in the various screens on the basis of text and then we proceed to writing
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out use cases per screen. These use cases are a schematic representation of our infor-
mation architecture.

6.3.1 Card Sorting

The technique we use in this thesis is card sorting. | started by writing down all the pos-
sible functions of LinkedIn on different cards. | then had a number of people subdivide

these cards into the aforementioned categories. The results are summarized in our des-
cription.

6.4 Description of change in the functionality
6.4.1 Feed

The information architecture in feed won't be changed. All posts and interactions are
logically displayed here. This became clear out of our Card Sorting method. All test
subjects choose to put the interactions ‘displaying of posts” and ‘interacting with posts’
with the feed category.

The interactions they didn't sort with the feed category was following pages and ‘ad-
ding new connections’. These features are also included in the feed category, because

Display posts with
-> what connections find interesting
-> what connections post
-> what connections follow
-> what connections share
-> what connections change in their profile
-> what connections interact with
-> advertisements
Interact with posts:
-> find interesting
-> comment
-> share content
Follow pages
GCo to the profile of a connection

Add new connections

Fig 13 Use case for the feed with changes




it makes it easier for the user to add new connections or pages. Other people did sort
these last two interactions with the feed category.

6.4.2 Network

The same goes for the information architecture from network, it won't be adapted at all.
Most of the people who didn't sort follow new pages’ or ‘follow new hashtags” with the
network category, paired these interactions with the feed category. We will only alter
the way we present these different types of interactions. The current way of present
connections, pages, hashtags and then again connections is illogical and could be
split up into multiple screens.

Manage network:
_ -> delete connections

-> Message connections

->unfollow pages
Accept or decline new connections
Add new connections on base of
-> history
-> same functions

-> |ocation

Follow new, popular pages

Follow new hashtags

— Display extra suggestions for new connections
Find and expert

Giving a tool to compare their income with others

Fig 14 Use case of the network screen with changes
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6.4.3 New Post

The features of the new post category will be adapted, though. A lot of people put the
congratulating of a colleague in the feed or noftification category and this is currently
already heavily advertised in these categories. We will only include the option to con-
gratulate someone on the interface if this is possible and can be done in a way that

is transparent, clean and conform; otherwise we will only offer this feature in the network
category.

Find an expert to help is also a feature that clearly belongs in the network category
and nearly all our test subjects also classified it like this. One person thought find an
expert had more to do with messaging and didn't even include it in our information
architecture.

Display the logged in user
Manage privacy of a post
Enter a description

Attach

-> a new or captured picture

-> q video

-> a document

-> a hashtag
-> a tagged connection
Congratulate a connection through a post for
-> an achievement
-> gnfering your team

Find an expert to help

Fig 15 Use case of new post screen with changes




6.4.4 Notifications

The notification part of LinkedIn is a kind of mix of notifications about all the catego-

ries:

- From the feed we get messages about our connections

- From the job offers we get messages about new job offers

- From the network we get messages about new connections

- From the profile we get messages about how often people interact with your
profile

We will make sure the notification part gets a little more focus. Because this page is
supposed to keep you updated on all other categories, the focus is gone. The user
gets to see a list with so many different notifications, information and different interac-
tions that the eye gets overloaded on it. It takes a user a while to get to know what
ecach message means and what the possibilities are as far as the interactions are. Our
users also took a while in reading all the different cards concerning the tools and noti-
fications.

A lot of these nofifications are used to keep user informed about activity with the pro-
file, but could easily be replaced by the already existing functions in the different ca-
tegories. The number of new job offers is also displayed in the job offer category. By
removing all notifications from profile and job offers, we focus the user on the connec-
tion part of LinkedIn. All these messages are about achievements and congratulating
people in these achievements. In our interaction design the user is able to congratulate
another by going to the notification page and these posts are displayed in the feed.

Display the logged in user
Manage privacy of a post
Enter a description
Attach
-> a new or captured picture
-> @ video
-> a document
-> a hashtag
-> a tagged connection
Congratulate a connection through a post for
-> an achievement
-> gntfering your team

Find an expert to help

Fig 16 Use case of nofification screen with changes
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6.4.5 Job offers

This category we won't change at all. We will only change the way icons are displayed
O make sure managing is easier.

Displaying and managing
-> job offers

-> gpplications for jobs

Putting the users on a list for recruiters
Displaying job offers on base of

-> relevency

-> non relevency
- Letting a users applicate for a job

Find and expert in applicating for a job

Fig 17 Use case of job offer screen with changes




6.4.6 Profile

This category is the one we are going to change a lot. Because this is also a central
part of the interface, this category is at the moment the most chaotic and important
one. When our user opens this screen, the first thing the user will see is a page full of new
posts and information about LinkedIn, tips and tricks and settings. If the user then scrolls
to the next screen, it sees a representation of the information on their profile and can
add achievements. Everything that has to do with changing the information and tuning
the interface is going to be with the representation of the profile. The achievements
and interests will also be displayed here.

The service to compare your income with that of connections got put in the job offers
or network category by our test subjects. | think it goes perfectly with the network cate-
gory.

Managing job offers and articles and adding new connections will be scrapped from
the interaction design, because it serves no purpose other than to confuse the user.

Changing public information of a profile
Giving tools to better their profile

Giving general tips and information

Changing the settings

Displaying the users profile

Displaying

-> how many users search for the name
. -> how many users look at the profile

-> how many the users has posted
Civing a tool to compare their income with others
Managing saved job offers and articles
Adding

-> achievements

-> interests

-> connegctions

Fig 18 Use case of profile screen with changes
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7. Drawing out first low level paper prototype

Fig 19 Note | made with
the colors of all elements
incorporated into the
paper prototype

The next step in our process is the processing of all informa-
tion in a paper prototype. As mentioned before, there are
different types of prototypes. In our example, | make a low-le-
vel prototype. This means that we only take info account the
way in which we display the information and we do not fu-
rther think albout graphic elements. This gives us the freedom
to ensure that the prototypes are easy to navigate and that
we have not made any mistakes when creating use cases.
Once we have finished these prototypes, we can use these
to do a first walkthrough with our customers, in this example
my mentor. For the walkthrough | also made an extra legend
with all colours and what their meaning is.

7.1 Description of paper prototype per screen

A paper prototype is an interactive drawing or sketch of what the end result will look
like. A lot of the elements | drew out were different pieces of paper, so that | could inter-
act with a test user during the walk-through. For example, if a user saves a job offer, the
counter has to change, etc.

7.1.2 Notification screen

Displaying notifications from connections that:
-> achieve a new goal

-> have a birthday

-> have an anniversay of achievement

Fig 20 New use case describing the notification screen




| started compiling the notification screen. This was a deliberate choice, since this is the
simplest screen to set up, but it already has a number of elements such as buttons and
photos. So here we can focus on how we will display information without having to take
info account many different types of information and functions. The use case seemed
also the simplest for notifications. In the original category all notifications were included
and this part was seen as the place where a user can see all noftifications from the
other categories.

| shiffted the focus to notifications related to congratulations. This means that the con-
gratulation function is removed from the ‘new post” category and the messages with
congratulation options from the feed are also moved completely to this category. This
gives the user a clear overview of all milestones that reach connections in their profes-
sional world.

In the first version | largely kept the version of LinkedIn, but | replace the textual buttons
with icons. If | can't find clear icons, | can always add text. To create extra white space
between all the different information, we float the interactive buttons over the back-
ground of the message.

The text on the buttons is related to the icon and can be clearly aligned. Since all
icons are aligned below each other, this gives a structured and calm image.

Fig 21 Vertical version of Fig 22 Horizotal version of Fig 23 Vertical version of
the notification screen the notification screen the notification screen

In the next version | made a horizontal version: the text and any photos are aligned
on the left and a large icon with the possible interaction is aligned with the other. This
ensures that the button is very clear and also catches the eye. This also encourages
the user to use this button more.

A possible problem with this layout might be that | have too little room to display the
different types of information on the left. We have to remain consistent in our layout: if |
choose this view in the noftifications, | must extend this throughout the applica-
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tion. Especially with the feed where | have to display a lot of information, this can be a
problem in some situations. | may have to display multiple buttons and this can make for
an inconsistent design.

7.1.2 New Post screen
The next worked-out screen was of course the new post screen, since it is the simplest.

Display the logged in user
Manage privacy of a post
Enter a description

Attach

-> a new or captured picture
-> @ video

-> a document

-> a hashtag

-> a tagged connection

Fig 24 New use case of new post screen

We will not change much here either, except to omit some things and simply move some
clements.

In the first version we have four buttons, where the user can add something to a post:
a video, a new photo or a photo from a gallery and a document. In the original lay-
out, LinkedIn had other options, but we moved those. In the second version, the method
of adding photos is changed to | button. If the users click on this, they will be given
the choice between taking a new photo or adding an already taken photo. This is @
default option for most applications, so even though this is adding a step more to the
process, most users are already used to this way of adding pictures.

The second version also displays the tag and hashtag option when opening the
screen.

When the user starts typing, they see two bars appear above his keyboard, exactly

as he sees in the current LinkedIn layout. In the top bar the user sees the options for
hashtags and tagging connections. In the bar below, they can easily add extra things
to his post. The number of buttons here depends on the chosen version mentioned abo-
ve. If the user then clicks on one of the buttons in the bottom bar, his keyboard is




Fig 25 Prototype of the Fig 26 Prototype of new Fig 27 Prototype of the
new post screen with four post screen with keyboard new post screen with
buttons three buttons

hidden again and ends up on the first page. This icon can be aligned on the right

for extra clarity. In this way the user clearly sees a difference between the buttons that
have to do with adding extra media and the button to hide his keylboard. This element
was not included in the paper prototype.

7.1.3 Job Offer screen

Displaying and managing
-> job offers

-> applications for jobs

Putting the users on a list for recruiters

Displaying job offers on base of

-> relevency
-> non relevency

Letting a user apply for a job

Fig 28 New use case of the job offer screen

The purpose of the Job Offer screen is to meet the needs of the job-seeking user. This
means that these offers are to be managed and viewed. In this screen | have omitted
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a lot of information that has nothing to do with the job offers. The focus is also placed
even more on organizing and applying for jobs.

When the user first opens this screen, the user gets to see job offers, ranked by how well
they match the profile and how recent they are. There are two bars at the top of the
page. | will from now on call the top one a circle navigation. This bar indicates whether
we are on the new job offer page or if we are on the management page. below it is @
bar with three counters: jolbs that a user likes, jolbs for which a user has applied and
recruiters who have contacted the user. If the user clicks on this, the circle navigation
changes and the user can start managing his job offers. Managing job offers is not
included in my paper prototype.

Fig 29 Prototype of the Fig 30 Prototype of the Fig 31 Prototype of the
job offer screen with floa- job offer screen with icons job offer screen with floa-
ting buttons and counters and text as buttons ting icons for buttons and
with numbers at the top floating images, icons at

the top of the counter

The first time a user opens this page, they will also receive a message explaining how
they can easily save job offers. The two buttons on the screen indicate the application
option: if the user uses both LinkedIn and the normal way, there are two buttons. If the
user swings an application to the right, it is stored under interesting job offers. When the
user slides the job offer, it cither saves the job offer or deletes the job offer. In settings
the user can always display the deleted job offers in case they made a mistake or
changed their mind on a job offer.




Fig 32 Prototype of the Fig 33 Prototype of the
job offer screen with inter- job offer screen with inter-
action action

7.1.4 Profile screen

Giving tools to better their profile
Giving general tips and information
Changing the settings
Displaying
-> how many users search for the name
-> how many users look at the profile

-> how many the users has posted

Fig 34 New use case of profile part one

Changing public information of a profile
Displaying the users profile
Adding

-> achievements

-> interests

Fig 35 New use case of profile part two
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Fig 36 Prototype of what
the example of a profile
would look like

Fig 37 Porototype sho-
wing interaction of profile
section

The profile was the biggest mystery in LinkedIn. There was

so much information that has nothing to do with the profile.
This meant that the designer who made this screen no longer
knew how it could create clarity between what was persondal
and what was not. | have solved this by again intfroducing @
circle navigation.

When the user opens this page, they will see an example of
their profile. All this information can also be seen by others
and here too the user can add a milestone. This is not in-
cluded in the paper prototype, since this would work in the
same way as Linkedln has now implemented: with a floating
button.

If the user swipes to the right or clicks on a button, it will be
directed to the other page. | do not yet know which page
will be displayed first: the profile page or the management
page. both pages are very important. | will have to pay a lot
of attention to this during the next phase.

On this page we find all the tips that LinkedIn first displayed with the profile. During the
research phase | noticed that LinkedIn has a site with a number of tips and tricks to
build a better LinkedIn profile, based on what type of user you are. A number of videos
and manuals can be found on their site. It might be a good idea to include these tips
and tricks on this page. This way, all LinkedIn users can immediately find tips, instead of
having to search for their site.

The progress bar can also be displayed here, along with a counter with the num-
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ber of people who visit your profile, people who visit you and views of conftributions. |
also changed a lot about the top navigational bars.

Fig 38 Prototype of the Fig 39 Prototype of the Fig 40 Prototype of the
second part of the pro- second part of the pro- second part of the pro-
file with progressbar and file with progressbar and file with progressbar and
counters with text and counters with only symbols counters with only text
symbols
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7.1.5 Feed screen

Display posts with
-> what connections find interesting
-> what connections post
-> what connections follow
-> what connections share
-> what connections change in their profile
-> what connections interact with
-> advertisements
Interact with posts:
-> find interesting
-> comment
-> share content
Follow pages
Go to the profile of a connection

Add new connections

Fig 41 New use case for the feed screen

Since the feed screen has a large number of different types
of messages, | chose to display one message per screen. A
big problem with LinkedIn with the feed is that some messa-
ges are small, others are large, with some you have to scroll
to see everything and with others the videos are so large
that you have to click on them before you can see the full
screen. By ensuring that each message is the same size and
occupies the entire screen, the focus is maintained with that
message and the user can more easily recognize the diffe-
rent types of messages. If the user swipes upwards, they can
see the following message.

| also tried to play around with the “interesting - comment -
share” bar that | will now call the sharebar. | tried to place
it on the side, but on closer inspection this is clearer at the

Fig 42 Prototype for feed — bottom of the page.
clement
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7.1.6 Network screen

Manage network:
— -> delete connections

-> message connections
->unfollow pages

Accept or decline new connections

Add new connections on base of
-> history
-> same functions
-> location

Follow new, popular pages

Follow new hashtags

—_— Display extra suggestions for new connections

Find and expert

Fig 43 New use case for the network screen

When a user opens the network screen, these two sections are shown: one of these is
new connection requests and the following are examples of new people (or pages)

that you might know. Again, | made three versions, each with a different format for the
new friend request.

Fig 44 Prototype of Fig 45 Prototype of net- Fig 46 Prototype of
network screen with a work screen without new network screen with a
new connection offer with connection requests and different new connection
floating buttons floating images request
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If the user has no new connection requests, a text will appear. Again | have made two
layouts for the proposed pages or requests: one of them has a larger cover photo,
while the next one has more white space.

7.2 Evaluation of paper prototype

The next step in our process is to evaluate these paper prototypes. We make proto-
types not only to get a better picture of the design, the information architecture and
possible problems with layout, but also to involve the user in the structure of the interfa-
ce at an early process. One of the most important elements in User Centered Develop-
ment is an early evaluation of the functionality and usability of the interface.

In my case, | had a short walkthrough and a discussion with one of my mentors. | have
shown him all my designs and discussed them further. He told me that everything was
very clear, but that | had put too much effort into designing my prototype. Prototypes
can be very useful, but they can also take a lot of time. This is something | noticed and
also the reason why | did not include certain elements in the prototype.




8. Development of a software prototype.

The next step is to create a neat, sofftware-based prototype. A software prototype is
often a very clear design that is graphically very well developed. If a user uses this
prototype for the first time, he or she might think that the application is finished. The
interface often looks finished, but if the user clicks on a certain button, nothing will hap-
pen. These prototypes have been developed to ensure that the developer can involve
users in the structure of the interface and give everyone a clear picture of what the
finished product will look like.

During the walkthrough in the evaluation we discussed a number of different ways in
which | can make this prototype. A number of software tools are available on the mar-
ket to design prototypes, such as Adobe XD and Flutter. In this project we will disregard
all these software tools and focus on Figma.

8.1 Working out the notification screen

Again, | started my work on the simple screens. This gives me the chance to get to know
the software better and to develop a basic corporate identity. | knew in advance that
| would stay in the same style as LinkedIn. Their two navigation bars at the top and
bottom of the page remain exactly the same. | also knew that a sans serif letter would
be a very good fit, so that they are easier to read and provide a calmer image.

The background of the various messages is light grey and additional navigation bars
are a slightly darker shade. The letters also get a grey colour, so that everything forms
a beautiful whole.

Recent g Congratulate jolene Decker on her new
position as Co-Founder at Gank.

a Congratulate Jolene Decker on her new H LV =
k position as Co-Founder at Gank.
i 10m @
10m @
-
(=] Congratulate Jack Walker on his birthday!
h Congratulate Jack Walker on his birthday! : t%‘
14 ~
& -
EiED Fr‘ Congratulate Jane Doe on 3 years of
3 ‘,? service as a waitress in Hotel Tropicana
(:r\ Congratulate Jane Doe on 3 years of :
= r service as a waitress in Hotel Tropicana.
1w ;%:
e
-
[\
Congratulate John Dee on his new studies ¢
at Vives University as an Informatics
Congratulate John Doe on his new studies S
at Vives University as an Informatics
student.
=]
Q ® 4 A
Fig 46 Example of the Fig 4/ Example of the
interface with black text interface with gray text

Two versions were developed that can serve as an example during a subsequent
walkthrough with the customer. In the first version, the buttons are fully included
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in the background of the notification. In the second version, the buttons float over the
edge of the nofification. This ensures that we can place the different notifications closer

together, but the user still sees a lot of white space.

a Congratulate Jolene Decker on her new
position as Co-Founder at Gank.
LYED
10m @
s
ﬁ Congratulate Jack Walker an his birthday!
0 ®
=

Fig 48 First version without floa-
fing buttons

%‘ Congratulate Jack Walker on his birthday!
&P
= &
&
f_:f Congratulate Jane Doe on 3 years of
4 ? service as a waitress in Hotel Tropicana.
1w é i\
A

Fig 49 Second version with
floating buttons

The next challenge was to congratulate the connections
for their various milestones in their professional world. This
was a challenge since | found it difficult to display “con-
@ gratulations” in a professional manner. | have therefore
made several buttons for this. The "handshake” was the best
for me, because when | saw the result of my icon, | could im-
mediately see two businessmen congratulating each other

by shaking hands.

Fig 50 Congratulations
button with shaking handls

The final step was to add “interaction’. In the case of the noftifications, this meant ad-
ding unread notifications, navigation bars indicating history and an extra page that is
displayed if the user wishes to congratulate a connection.

In my version, the focus is entirely on congratulating your connections. Vacancies, recent
searches and reports regarding vacancies are completely disregarded.




Notifications

Original

HeoImMFg@DpE 0 © <% = 11:02

Q Zoeken

Recent

i Feliciteer Robin Devisscher met de nieuwe
‘o functie als Co-Founder bij Gank 8u

FELICITEREN

== We hebben vacatures gevonden bij ENGIE '
Axima Belgium en 6 andere bedrijven waarin u 2d
misschien bent geinteresseerd

| VACATURES WEERGEVEN |

@n Jorge Orta Lépez en 1 andere persoon hebben
uw profiel bekeken 24

| ALLE WEERGAVEN BEKIJKEN

Eerder

U bent in 6 zoekopdrachten verschenen
deze week 2d

B Feliciteer Aiswarya Nieuwenhuyse met de
» nieuwe functie als Medewerker callcenter 4d
bij @energy

1A & & =

Home Mijn netwerk Plaatsen Meldingen Vacatures

Endresult

Recent Recent
Congratulate Jolene Decker on her new i
position as Co-Founder at Gank.
! ‘)
10m o)
ey 1
Congratulate Jack Walker on his birthday! ~ §
< 3
1d o) -
N\ 1w
Before
Congratulate Jane Doe on 3 years of H
service as a waitress in Hotel Tropicana.
im
" ®
. Congratulate John Doe on his new studies 3
at Vives University as an Informatics
student. im
1m

10m

¥

1d

Before

'3
®@®
JD
b

Search

Congratulate Jolene Decker on her new H
position as Co-Founder at Gank.

®

Congratulate Jack Walker on his birthday! :

®

Congratulate Jane Doe on 3 years of H
service as a waitress in Hotel Tropicana.

®

Congratulate John Doe on his new studies 3
at Vives University as an Informatics
student.

Qe ® 2 B2

Congratulate Jack Walker on his birthdayl 3

®

Congratulate Jane Doe on 3 years of
service as a waitress in Hotel Tropicana.

®

Congratulate John Doe on his new studies ¥
at Vives University as an Infarmatics

student.

Congratulate John Doe on his new position ¥
atIT firm as a programmer.

we




Notifications

Original

YOA S IBE®D QO wa 248

&« Aleksandra Trpchevska

Aleksandra Trpchevska

Best,
Aleksandra
é
Chloé Geldhof - 20:51
Hello,
1 will keep my ears open
Greetings
Chloé Geldhof
Gefeliciteerd met uw nieuwe functie!
v >
G B o B @ R
1 2 3 4 5 6 7 8 9 0
qgwe T T t yuiop

asdf gh j kI
& z x cvbnm®

7123, © English ]

Endresult

Jolene Decker

Co-Founder at Gank

@ Congratulations! >




8.2 Working out of New Postscreen

As in the paper prototype, | made two types: the first has three buttons, instead of four.
In the first version, the user is therefore given the option to immediately take a photo
and add it, while in the second version the user must first click on the picture button
before being given the choice to take a new photo or add an existing photo.

Fig 51 The four buttons with instant picture and already saved
pictures directly displayed on the first screen

Fig 53 Three buttons where the user gets another option when
clicking on the add-pciture button

If the user then starts to type a text, they will again see the two bars of options above
the keyboard. This gives the user the option to add extra media while typing. The only
thing that changes here is the button that ensures that the keyboard is gone and the
user navigates to the first page. This was in the original design three dots, as you often
see at buttons for ‘more options”. | also made sure this button is the only one that is
placed on the other side of the bar, indicating that this is a cancellation.

CRcl

@ #

Fig 54 Extra bar with three buttons that's shown
when the user is typing

B & MO ®N

v

@ #

Fig 55 Extra bar with four buttons that's shown
when the user is typing 65
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| have followed the example of LinkedIn and also omitted the search option and profi-
le option from this screen and replaced it with a blue bar with the profile photo of the
user in the centre. His privacy can also be seen below. This is a very good element that
LinkedIn uses and we will keep it.




New Post

Original Endresult

LON £ - O] 094 0 1:45
- ?

. D

® ledereen w
(1) Everyone

Waar wilt u het over hebben?
What topic do you want to talk about?

O] (O] =
Een collega feliciteren
Vind een expert

Voeg een document toe

i @ 4 © 1:45

DO oOMm

. >

® ledereen ¥
(@ Everyone

|Naar wilt u het over hebben?
What topic do you want to talk about?

Zorg dat de juiste personen uw bijdra

@
B e - ¢

# Hashtag toevoegen
O R e
G B cor
QWERTY U I 0P
ASDFGHUJKL
£ ZXCVBNMG®

@ English . @ #

e o=

123

(@ Everyone

What topic do you want to talk about?

(@) Everyone

‘What topic do you want to talk about?
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8.3 Working out the job offer screen

The next page is the job offer screen. UWe start with a circle navigation bar at the top
that indicates whether the user sees new job offers or is managing his current saved
job offers. Next we see a navigation bar that is almost the same as that of LinkedIn,
with a few minor adjustments. In LinkedIn’s original design we had a navigation bar with
three categories: saved job offers, job offers for which the user applied (each with his
own counter) and then a tab with options for recruiters. | have adjusted this to three
tabs, each with a counter. In the third tab, the user also receives notifications about the
number of recruiters who have viewed his profile. In the original design of LinkedIn this
was all represented by text, while in my design | adjusted all this to symbols. To be sure, |
have made two extra versions of this bar, so that | can easily adjust this element, should
this be necessary.

Ee.ﬁ &3
1 12 20

Fig 56 Top bar of job offer screen unselected

B2 %
1 1= 20

Fig 57 Top bar of job offer screen when
selected

Then we see the job offers themselves. On the

Customer Service Sales Specialist JE Sid@ you see Th@ phOTO Of Th@ page, LUlTh a d@‘
li e scription of the job itself next to it. First the posi-
» - tion, then the company, the place and the time

] at which this was posted. In LinkedIn's original
2 design, job offers are displayed based on the
Sound IT netwaorker
m Twenty One Pilots relevance and history of a user, which | have
¢ copmn s converted into two symbols: interest and history.
2| Interest is based on the interaction of the user,
& = while history is based on what the user has ente-
UI/UX Designer . . . .
@ Plntarest red on his profile in terms of experience.
§ Frecionce At the bottom of every job offer we have one
— button that ensures that a user can apply for
Fig 58 Job offers themselves that job.
In our paper prototype, the user could “swipe” on
the various elements to save or reject them. Unfortunately, we cannot include this inter-
action in our prototype in Figma. We will therefore have to ignore this.

"I|I:l

1d

1d




Fig 59 When a user wants to apply for

a job, this is what they see

0= )
= | Sendinyourresume

@ Apply via Linkedin

If the user applies for a job, it is directed to a
new screen where it gives the choice to apply
via LinkedIn or in the "normal” way. Further steps
are not taken into account in our prototype. In
some cases it is not possible for the person to be
able to apply via LinkedIn, in this case the user
will not see this option and will be redirected
directly to the application.

If the user clicks on the second navigation bar, the circle navigation bar changes and
the user are directed to a ‘management” tab. The top bar is adjusted with the title of
the administration tab and the option to return to new vacancies. The colour in the
navigation tab also indicates which job offers we are viewing.

Manage job offers

£ 3 = ffat]

1 12 20

nage your job offers

Sound IT networker
Twenty One Pilots
9 Columbus, US

1d

Fig 60 The first screen
of the manage job
offers

Based on your interests

.
L

Based on your skillset and history

Fig 63 History and interest bar, display-

ed with the job offers

<. Manage applications

is E @ g E o

<. Manage rectruitments

12 20 1 12 20

Customer Service Sales Specialist
Facebook
9 Bruges, Belgium

=|

Sound IT networker
Twenty One Pilots
9 Columbus, US

i

UI/UX Designer
Pinterest

Fig 61 The second
screen of the manage
job offers

Fig 62 The third, not
worked out screen of
manage job offers

The recruiters tab was not taken into considera-
tion, because | could not find an example of this

v  online. If the user clicks on the profile of the com-
pany or on the job offer itself it will see the full
description of the job offer. Hereby | also display
our two reworked bars and this function can

possibly later also show on the basis of which

information these bars are prepared. The compa-

ny can store all its information in this application.
The user is given the option to apply for the job

in this screen. If the user is one of the first to ap-
ply, this will also be displayed.
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Job Offers

Original

O .4 2 11:00

=

0 0 4
opgeslagen N Carriére-i
vacatures

Op basis van uw profiel

Front-End developer
Roularta Media Group

Q Roeselare, Flanders, Belgium

® Wees een van de eerste sollicitanten

2 weken geleden - [} Eenvoudig solliciteren

navs .NET DEVELOPER

= Hays
Roeselare, BE

. 1 connectie

3 dagen geleden [} Eenvoudig solliciteren

vacatures u geschikt bent

1 MAAND PROBEREN

Medewerker informatica laboratorium
«© az groeninge
Bruges Area, Belgium

AT Ja) =

Home Mijn netwerk Plaatsen Meldingen Vacatures

@ Met Premium kunt u zien voor welke X

POPEeImMTEREE Wil

< Q Maintenance coordinator - Energie...

Aviko

6 uur geleden

Maintenance coordinator - Energie,
utilities en waterzuivering

Aviko

© Poperinge Proven, Flanders, Belgium

(® Wees een van de eerste 25 sollicitanten
OPSLAAN TOEPASSEN

Functiebeschrijving
Locatie Poperinge
Gebeten door alles wat met energie, utilities en...

MEER WEERGEVEN

Endresult

€@ I =

) L
12 20

—

Based on your profile

e
RHE
Customer Service Sales Specialist
Facebook
9 Bruges, Belgium
1w
Sound IT netwarker
Twenty One Pilots
® Columbus, US
1d

UI/UX Designer
Pinterest
® Freelance

Marketing analist

B 2 ® 2 5

Uw match
Door de plaatser van de vacature opgegeven criteria

Vaardigheden 0 van de 2
o Opleiding Bachelor's Degree

MEER DETAILS

oWy .

I g -

4."{: -~ -
-\-l

- >

Customer Service Sales Specialist
Facebook

1W 9 Bruges, Belgium
(O Be one of the first to apply for this job!

Job Description

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullameo laboris nisi ut aliquip ex ea
commodo consequat. Duis aute irure dolorin
reprehenderit in voluptate velit esse cillum dolore

eu fugiat nulla pariatur. Excepteur sint occaecat
ullamco laboris nisi ut aliquip ex ea

Based on your interests

{3 v

£

Based on your skillset and history

v

X Apply for the job!

Send in your resume

@ Apply via Linkedin
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Original Endresult
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Alles  Artikelen ) &8 B3 El @
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Manage your job offers

Sound IT networker
Twenty One Pilots
@ Calumbus, US

=2 1d

Beginnen vacatures op
te slaan

De door u opgeslagen vacatures worden
hier weergegeven.

X Manage applications

i O
1 12 20

1
Customer Service Sales Specialist
Facebook
9 Bruges, Belgium
1w
=
=s
O E
Sound IT networker
Twenty One Pilots
@ Columbus, US
1d
=
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UI/UX Designer
Pinterest
@ Freelance
1d
=]
Marketing analist
Twitter
@ Freelance
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8.4 Working out the network screen

When the user opens the network screen, they see a cir-

Manage your network cle navigation tab from the top, indicating the difference
New connection request between new connections and managing current con-
N T — nections. The user is then given the option to manage his
W e 0 network. Immediately below, the user sees a tab with sent
= 3% and accepted connection requests. If the user has no
Jack Walker . . . Ce
f% Senior Developper at Skinn, Agency new connection requests, they will be notified.
1 >
D060
Fig 64 The new connections
tab
MNew connection request
L"'It‘ll‘.‘ dre no new 'equesls.
Fig 65 When a user has no new connections,
this will be displayed
Connections based on your history Under the new connection box, the user sees a number

Ko % - of proposals for new connections. This was not further
Hé, m included in the prototype, but pages can also be dis-
g W 2 played here. The cover and profile photo of the user or
st oo page s displayed, along with the function of the user or
: page and the number of connections that the user or

® ®

. = v page has. The user is then given the option to follow the
'Q‘ Wﬁ“ page or add the connection using two different buttons.
B © &H =

Fig 66 Example of what con-
nection proposals look like

. N
\ u If the user clicks on a user’s profile, he or she will end up
aylorree\g'l on a page that looks a bit like the profile page that we
CEO at Behance and Social activist will elaborate further in our prototype. The profile and
SR L e e cover photo of the connection is displayed, together
®&—@ 0% with the function, training and location of the user and
how many connections they have in total. A number of
Fig 67 Example of what a user  buttons can be seen below: you can send a message to
will see when they open ano-  the potential new connection, add it or view additional
ther connection’s profile options for this connection. Extra options are not inclu-
ded in our prototype. Under the general info block we

find an extra info block where this connection can write




something about itself and reason for use. The connection can also add a portfolio
here. Portfolios are not discussed further.

If the user views the profile of a connection that has already added it, the add-con-
nection button is not displayed.

Professional Experience

The user then sees the history of the potential

- CEO connection. This is divided into two sections:
Be Behance university and professional experience. On the
profile of potential new connections and current
User Centered Prototype connections, these sections are limited to three
@ Rockstar fields and the user can view more history by clic-
S king on the three-dots button, if the connection

B UnicornX Hueristic has more than three experiences.
Jil Evaluationer If the user is viewing additional history of a per-
Twenty One Pilots .

son, dates are also displayed about when that
person reached this in his professional milestone.

University Experience

Vives Kortrijk
: Bachelors Degree

Fig 68 Extra information about a con-
nection is displayed on it's profile

The last box that a user sees on the profile page of a potential connection or current
friend is a contact box, which displays contact information about the connection. The
connection can adjust the privacy of this, so this box may be hidden with some con-
nections. There is also a section that displays the different skills a user has, elaborated
by other users that have worked with that connection.

If the user clicks on the management network bar, it is taken to a new page where it
can manage added pages or connections. This is the same as with LinkedIn, but | have
omitted the button to send a message to your connections when managing the net-
work.

The page profile the user will see, is the same as LinkedIn, only changed to fit our lay
out and with an extra navigational bar.
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Mijn netwerk beheren )

Geen openstaande uitnodigingen ALLE BEHEREN
Kelsey ie heeft uw ui liging =
geaccepteerd =

Mensen die u misschien kent van Hogeschool VIVES

Jonas Van Braekel
Junior Software
Developer at Orbid

Chesney Logghe
Project & Marketing
Assistant bij E.C.M. Even...

10 gemeenschappelijke

m VIVES University College connecties

| CONNECTIE MAK... | | CONNECTIE MAK...

A F 18 ja =

Home Mijn netwerk Plaatsen Meldingen Vacatures

Endresult
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Manage your network

pil|

New connection request

there are no new requests.

Connections based on your history

John Doe Cindy Waffle
Student at Vives Kortrijk Owner of The Waffle
House inc.
' W
ii iy B2z ¥E 222

Jane Doe
Owner of Hotel Tropicana

®

Pages you might like

H 2 ® 2 5

Jolene Decker
Co-Founder of Gank

fe7

Facebook Inc.
Social Media Enterprise

Twenty One Pilots
Music Group

@ )

@ I =

Manage your network

New connection request

Jolene Decker accepted your friend
L request.

=)
&
330
Jack Walker
Senior Developper at Skinn. Agency

@ ®

Connections based on your history

7 22

Cindy Waffle

John Doe
Student at Vives Kortrijk Owner of The Waffle
House inc.
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& Q_ Francesco Marrese

Francesco Marrese -« 1ste

Promoter eventi presso MUSICAEPAROLE s.r.l.
F. Divella Spa * Politecnico di Bari
Bari en omgeving, Italié « 82 connecties

BERICHT

Ervaring

. Team project
' F Divella Spa
mei 2019 - mei 2019 + 1 maand

- Team project
| MASMEC SpA
jan. 2019 -jan. 2019 + 1 maand

~ Promoter eventi
MUSICAEPAROLE s.r.l.
jul. 2017 - sep. 2018 + 1 jaar 3 maanden

1:42
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®

CET—
W \"' '

Taylor Green E'I
CED at Behance and Social activist

Behance - University Vives Bruges
Bruges, Belgium - 29 cannections

@@

um dolor it amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqual

£ portiviio

Professional Experience

= CEO
Be Behance

User Centered Prototype
Rockstar

Finterast

UnicornX Hueristic

Evaluationer
Twenty One Pilats

University Experience

| @ Vives Kortrijk
: Bachelons Degree

—ﬁ-m Sint-LodewijksCollege
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High Schard Degres

Contact

@ Linkedin profile
hetps:/fwenw, inkedinooom/ G5 268 Taylor Green

g Email
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Behance profile
heepsffwenw. behance, com/421 Maylor Graen

Skills and other accomplishments i

Nederlands
+1

English
+3

Spanish
+2

B a ©® 2 B

Taylor Green’s Profile

Professional Experience

= CEO

e Behance

2016 - Now

User Centered Prototype
Rockstar

Pinterest

2015 - 2016

UnicornX Hueristic

Evaluationer
Twenty One Pilots

2013 - 2015

Full Stack User Happiness
Architect

Twitter

2012 -2013
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Sorteren op Onlangs toegevoegd .:—E Cindy Waffle

Owner of Waffle House

Jane Doe

Owner of Hotel Tropicana

@

KD Kelsey Detremmerie
Studente Toegepaste Informatica
Applicatieontwikkeling aan Vives Ko...
Connectie sinds 2 dagen geleden

© 22d

AT Aleksandra Trpchevska
Recruitment Consultant at
Inhouse Select
Connectie sinds 3 dagen geleden

®©2m
Jack Walker
< 3 Business Manager at Twitter

®

Jolene Decker
Co-Founder of Gank

[ John Doe

Student at Vives Kortrijk

@

Jamie Smith
JS Lead Recruiter at HYFFN
Connectie sinds 1 week geleden

Lynn Demonie

I—D HR Manager at Skyline
Communications
Connectie sinds 2 weken geleden

(®10m

DP Dieter Pappens
Student Application Development
@ Vives Kortrijk
Connectie sinds 2 weken geleden

AL Arne Libbrecht
Jobstudent bij youngsource
Connectie sinds 2 weken geleden

EB Ellen Bultinck
HR Officer bij ION develop different
Connectie sinds 2 weken geleden
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Hogeschool VIVES
9.498 volgers
2 bijdragen deze week

Niet meer volgen

Noé| Franklin
1.818 volgers
1 bijdrage deze week

Niet meer volgen

Twitter §21
Social Media Enterprise

2 of your connections are employed here
Los Angelos, US - 122k followers

®—®

Info

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqual Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim
id est laborum.

Home Info Job Offers

] ®
u Twitter

Esta magna aliqua! Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia deserunt mollit
anim id est laborum.

e el
B 2 ® 2 5

Endresult

X Manage your network

@®6d
Twitter
Social Media Enterprise

®6d
Twenty One Pilots
Music Group

Oéd
Pinterest
Brainstorming Technology Enterprise

©

Job Offers

Home Info
L] ®

Customer Service Sales Specialist
Twitter
9 Bruges, Belgium

OrE
PRy . . & =
Hueristic Happines Evaluationer
Twitter
9 Columbus, US

U1/UX Designer
Twitter
@ Freelance

, ,

1d

Marketing analist
Twitter
@ Freelance

1d

X Twitter's Profile

Home Info Job Offers
] ®

Info

Lorem ipsum dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqual Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt mollit anim
id est laborum.

Extra Information

Website
https://www.twitter.com

Telephone
+32487654465

Enterprise section
Social Media

Enterprise population
over 70k employers, over 300m users

Head Office
Los Angelos, CA, America USA

Contact us

& Interesting

B &

[E] comment { Share
@ O =y
= -

X Twitter's Profile

Home Info Job Offers

f ®
u Twitter

Esta magna aliqua! Excepteur sint occaecat cupidatat
non proident, sunt in culpa qui officia deserunt mollit
anim id est laborum.

12 comments

0022

& Interesting

B

[E] comment « Share

® 2 3
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8.5 Working out the feed screen

[ “7] The problem with the original design, as demonstrated
<0 EO at Behance and Social Activist
by our information analysis in the first phase, was that the
Lit enim ad minim veniam, quis nostrud exercitation ullamco . . .
abors st alicuip e e commode consecuat. Duis st different feed elements were very different. The difference

irure dolor in reprehenderit in voluptate velit esse cillum

LI LB bR e e between an advertisement and a company page was
e S not clear and the content in the messages was not deli-
e neated, with some videos or photos you had to scroll to
view the entire photo. | solved this by ensuring that every
feed element takes up the full screen. The user that com-
piles the post can use a lot of photos and text without
this being a problem for the interface. The user can then
swipe down or up to see the next or previous post res-
pectively. Congratulating colleagues on their milestones
is hereby omitted. This function is fully taken over by the
notification screen.

Ind

5@10 2 comments

r‘-E Interesting ]E\I Comment < Share

Fig 69 Example of a post
directly posted by a second
connection

In the first example of a feed post, the user at the top sees the information of the con-
nection that has made the post. The name, rank of connection, function and time of the
post are displayed.

The user then sees the content that the user has posted, along with the number of inter-
actions and comments from other users.

In the second example of a feed post, the user first sees a navigation bar that indi-
cates why it is shown this, this may be because a connection has shared this post, works
at this company, likes this page, and so on. You will then see more information about the
page or user who posted the original message. In this example, we do not see a time
indication, since the page has sponsored this post. This is therefore indicated with its
own symbol. Below that the user again sees the content with the number of interactions
and comments.

A Jolene Decker finds this interesting v

L=

Twitter

Social Media Enterprise
&5 followers

':D 1w - edited

Fig 70 Example of a shared post




The third example would be shown to the user if a connection finds a post interesting.
The information from the page is displayed again. Please note that a time display was
indicated here instead of an icon with promoting addition. In this example of a post,
the page has added multiple photos. The user can click on the post and will then navi-
gate to a new page with all the photos of the post.

The last example of a feed post is that of a connection that shares a post and with
that post, writes its own message. The user first sees a grey navigation bar with the text
‘user has shared a post”. Below he sees the text that the user has typed, with the origi-
nal post that was shared underneath.

o

a John Doe shared a post v

Lorem ipsurm dolor sit amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqua. Ut enim ad minim veniam, quis nostrud
exercitation ullameco

Twitter O w
Social Media Enterprise

Fig 7 |Example of a shared post with an extra
fext

Underneath each post is an interaction bar with buttons with which the user can find

a post interesting, comment or share a post. If the user hopes for interest, this will get
extra options. Since this is not possible in Figma, this was not further elaborated, just like
sharing a post.

O se 28 comments
Y Interesting VE] Comment o Share
Fig 72 Bar under each post

If the user clicks on a comment, he or she navigates to

a new page where they can see all comments. The user

(=) - - [o T
‘% o @ @ & %6 first sees a blue navigation bar with reactions and a bar
with all users who have interacted with a particular post.
on e 1His ends with a button on which the user would see a
» - list of all interactions and others, which will not be further
claborated in this prototype. The user is then given the
520 @ option to type a comment. Adding comments are also

e« left out of consideration.
@ Taylor Green §2
N CEO at Behance and Social Activist
1 heard that this is mandi around the world! We should

always da this? Why doesn't our government do anything
about this?

312 023

Fig 73 Reactions of a post
/79
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The user then sees all comments. In the original design of LinkedIn, the user is shown a
comment, with per comment the comments that were given on that comment. This causes
the user to lose overview of the comment section. | solved this by displaying only the
primary comments in the comment section, sorted by how many interests | have received.
For each comment, the name and rank of connection are shown, along with the interests
and comments that were given on the comment. Additional responses are not possible. If
the user then clicks on respond, they will be taken to another page where they can see
all the comments that were given on a comment, along with the option to post a com-
ment.

The user also gets the option to see the full post if the user or page has posted multi-
ple pictures in one post. If the user clicks on a picture, the picture gets displayed on the
full screen so the user can see it more clearly.
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Original

SENIOR ACCOUNTANT
4

04

& Interessant =] commentaar < Delen |

Noél Franklin ~
1.749 volgers
2w+ @ ledereen

Op werfbezoek van het AZ Delta in Roeselare kregen de
Franklins een uitgebreide HVAC opleiding.
Bij het bouwen van een ziekenhuis komt er... meer weergeven

LIS
5P TECHNISCHE
OPLEIDING

be) NOEL FRANKLIN

O20
& Interessant =] commentaar «{ Delen
Axelle De Groote vindt dit interessant ts

Endresult

@ I =

E’ Jolene Decker finds this interesting v

X Pictures of Twitt

Twitter
Social Media Enterprise
65 followers

(® 1w - edited

Lorem ipsum doler sit amet, consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut labore et dolore magna
aliqua. Lorem ipsum @johnWalker consectetur adipiscing

elit pellentesque. Viverra accumsan in nisl nisi. Donec ultrices
tincidunt arcu non sodales neque sodales.

OO 22 12 comments

& Interesting E Comment < Share

B & ©® 2 3

X Pictures

T &

e John Doe shared a post. v u Twitter posted this message v

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed
sed do eiusmod tempor incididunt ut labore et dolore do eiusmod tempor incididunt ut labore et dolore magna

magna aliqua. Ut enim ad minim veniam, quis nostrud aliqua. Lorem ipsum @JohnWalker consectetur adipiscing
exercitation ullamco elit pellentesque. Viverra accumsan in nis! nisi. Donec ultrices

tincidunt arcu non sodales neque sodales,

Lorem ipsum dolor sit amet, consectetur adipiscing elit,

Twitter Om
Social Media Enterprise

Ut enim ad minim veniarm, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo conseguat. Duis aute
irure dolor in reprehenderit in voluptate velit esse cillum
dolore eu.

Y

It's what’s happening

[a Evi:E] 28 comments

Y Interesting [E] comment « Share ’
OQ 224 12 comments

E gg @ ‘% @ & Interesting E Comment -C Share
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Louise Schotte, Sven Navez en 15 anderen ~
volgen Microsoft

.. Microsoft

. 8.395.585 volgers
Gepromoot

Participez a deux journées de formations techniques
gratuites pour découvrir toutes les nouvelles technologies
cloud et outils développeurs. https:/bit.ly/21SqlVj

B Microsoft

Microsoft Ignite
The Tour

Parte de Versailles, Paris
Le 13 et 14 Novembre 2019

Microsoft Ignite The Tour - Prenez part a la premiére
édition en France !

microsoft.com

Q 204 1 commentaar
Y interessant =] commentaar < Delen
™, Alexandre Fourier - 1ste ~
M) Recruitment Consultant at James Woodman...
® 1d
om %0 © "4 i 1131

@ Q zoeken s r@
REd PIIVECY CHECRUp goTe
the settings that are right for you RN OV E

O ss 3 commentaren
& Interessant =] commentaar < Delen
Nieuwe functie van shauny baert ~

shauny baert - 1ste
Technical Consulting bij Wolters Kluwer - Financial...
O 1 mnd

Feliciteer shauny met de nieuwe functie van
Technical Consulting bij Wolters Kluwer - Financial
Services Solutions

02 1 commentaar

& Interessant =] commentaar

@ [ Gefeliciteerd shauny H Chapeau l Veel s

Tiffany Verhaeghe - 1ste ~
Recruiter | HR | always looking for new talent
O 2w Bewerkt* @ ledereen

LOOKING FOR TALENT!

Ben jij een accountant? Ja... meer weergeven
a 1 e

L) 8, Q =

Endresult

@ CEI— =

'%‘ 3Jack Walker follows Pinterast v

Pinterest

Brainstorming Technology Enterprise
21k follawers

° promoted

Here at Pinterest we are very happy to announce our new
application service where you can #pin using whichever
platform you want!

#happyPinning!

O e
db Interesting E Comment ( Share

B 2 ® 2 5
@ CCON— =

Taylor Green §2 Qu
4 CEO at Behance and Social Activist

Ut enim ad minim veniam, quis nostrud exercitation ullamco
laboris nisi ut aliquip ex ea commodo consequat. Duis aute
irure dolor in reprehenderit in voluptate velit esse cillum
dolore eu. Nisi lacus sed viverra tellus in hac. Pretium fusce id
velit ut tortor pretium viverra suspendisse potenti. Vulputate
mi sit amet mauris commodo quis imperdiet massa
tincidunt. In dictum non consectetur a erat nam at lectus.
Quam id leo in vitae. Quis imperdiet massa tincidunt nunc
pulvinar sapien et ligula.

6 comments

O@&o 2 comments
E] Comment o Share

® 2 8

é] Interesting
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“ QA

Commentaren

®
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Sorteren op Populairst T

Gilles Verbraeken - 2de :
Marketing & Sales At Panama Group
Tw

Wij hebben wel een internationale naam maar
wel in een Benelux structuur en niet in Barcelona
maar in Temse...

é * 1interessant & - 3reacties

Vorige reacties weergeven...

Stasia Bolbas  Auteur

Student Thomas More - International Commu...
Tw

Gilles Verbraeken dat is verplicht vanuit
de richting

[S =

Gilles Vandermeersch - 2de H
Helping businesses to receive a higher commitment...
Tw

@ Voer hier uw commentaar in. @

Endresult
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X Reactions

HoR@BE %

Type something..

%

X O2d - edited
Sharlene Davis 83
Secretary at Lotus Company

We do have an international climate going on at the moment
where there is trouble in the Benelux structure. Also it's not
Barcelona, but Temse!

@20 ()45

Taylor Green §2

CEO at Behance and Social Activist

I heard that this is manditory around the world! We should
always do this? Why doesn't our government do anything
about this?

2w - edited
Jack Walker §3 e

Business Manager at Twitter

Maybe they only hire “Louises” there, or maybe he has
amnesia? No, seriously, I get your point!

G143
©2m
Peter Pan §3
Salesman at Wonderland

Not exactly sure wheter or not that is true. What will I possibly
qet from a criminoloay diploma and army volunteering? I'm

2 ® 2 B

X Reactions

®

. (@24 - edited
Sharlene Davis 83
Secretary at Lotus Company

We do have an international climate going on at the moment

where there is trouble in the Benelux structure. Also it's not
Barcelona, but Temse!

@2 @12

Type something..

®Osd
Taylor Green §2
CEO at Behance and Social Activist

Jack Walker §3
Py, Business Manager at Twitter

1heard that this is manditory around the world! We should
always do this? Why doesn't our gavernment do anything
about this?

@1 ®12

(O 2w - edited

Maybe they only hire “Louises" there, or maybe he has
amnesia? No, seriously, I get your point!

© 20 )4z

2
Peter Pan §3 Oz

Salesman at Wonderland

Not exactly sure wheter or not that is true. What will I passibly
get from a criminology diploma and army volunteering? 'm
doing it more for myself then for a job prospect and hon...
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8.6 Working out the profile screen

{ Tyler Joseph
1| ¥ ‘

() visit profile s birthday!
{(:)} Go to settings
@ Recent

Feed .

Post from Twitter ars of

ropicana.

Feed
Post from Connection

Job offer
New job offers .
ew studies

Fig 74 Navigational drawer with set-
tiongs, option to go to profile and
recent places

Go to tips and communication to better your profile! P

Tyler Joseph
Student at UPV

Waiter at LApereau Blankenberge
Blankenberge, Belgium - 10 connections

Fig 74 The example a user sees of its
own profile

X Tips and communication

Profile Strength

o | [ [ o | O

Your Dashboard

profile visitors contributions listed in
searchresults

Fig 75 Tips and communcation tab
with option to bridge with other sites

When the user clicks on the profile-icon on the op
navigational bar, it gets to see a navigational
drawer. This is the same as the one in Linkedln,
but | added some extra options. The user sees

its profile, with its profile-type. The user can visit
it's profile, go to settings or see recent pages

it has navigated to. The settings aren't being
discussed in this thesis, but it could be a good
idea to add elements to these settings for peo-
ple with disabilities or other problems. Our layout
has been adapted in many ways to be more
transparent and clearer in its display, but there
can always be other options added to make the
design even better for all people, indifferent of
the context of use or their personal limitations. An
example of this, is adding a feature in settings for
people who have trouble seeing where the icons
are displayed in a bigger format than usual. You
can also add options for the user to adjust the
contrast of the application to be able to see
everything better.

If the user further navigates to their profile, they
see an example of their profile. They can adjust
all of these elements by clicking on the pen-icon.
Editing of the different information isn't further ela-
borated in this thesis. The user can also add new
milestones like a new career or a finished degree.

If the user clicks on the top navigational bar, it
navigates to the tips and communication’ screen
where LinkedIn displays tips and tricks to better
tune your profile, but also videos to further bet-
ter your professional skills. Some elements of this
screen currently don't exist, but some elements |
added that do like the progressbar. LinkedIn can
fuse their site with their application through this
screen and the find an expert’-function from the
original new post screen can also be added
here. | also added some extra information about




the selected profile and the option to change this profile. These profiles determine what
the user will see when it opens the service. This means that a user looking for a job, will
see the job offer screen instead of the feed when it opens the screen.
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; . Chloé Geldhof X
¥ Profiel weergeven

| Probeer Premium 1 maand gratis

X

. : i\ Tyler Joseph
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@ Visit profile

Recent
4G} Goto settings
Groepen
@ Recent >
Gevolgde hashtags
F_" Feed
B9 Post from Twitter
Meer ontdekken

Feed
Post from Connection

=
% Job offer
New job effers

Job offer
Manage job offers - applications
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Original

Ol odE138

Chloé Geldhof

Studente Toegepaste Informatica
Lapereau + VIVES University College

Brugge en omgeving, Belgié « 107 connecties

Laat recruiters zien dat u beschikbaar bent voor X
carriérekansen. U bepaalt zelf wie dit kan zien.
Aan de slag

Profielsterkte: Gevorderd ~

(o o o o —w— s ¢

Uw profiel verbeteren X

IEI Werk uw kopregel bij, zodat deze aansluit
bij uw huidige functie

Op die manier kunnen mensen u makkelijk vinden
connecties met u maken

PREGEL BIJWERKEN

Info Va

Student IT in Vives Kortrijk
Looking for an internship in the field of IT, preferrably abroad.

Uw dashboard

Privé voor u

33 0 2
profielbezoekers weergaven van vermeldingen in

bijdragen zoekresultaten

D Opgeslagen items

Sla interessante artikelen en vacatures op voor later

Ervaring Va

Endresult

| Tyler Joseph &
." fi Student at UPY

‘Walter o LA perma Alankenbengs
Blankanbenge, Balgium - 10 cennections

Infa &

Lorem jpsum dolor sit amet, consectetur adipiscing elit,
sad to eiusmod temoor ncididunt Ut labore &2 dolore
maggna aliqual Excepteur sint cocaecat dupicstat ron
proident, sunt in culpa gui oificia deserunt malkt anim
id et laborum.

Professional Exparience &

Waiter

i
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Jore 216 - oo

Charity Work
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E Charity Work
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University Exparience &
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English
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{ f'l Student at UPY
i
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Achtergrond

OPNIEUW INDELEN

Ervaring +

Kelner V4
~ lapereau
jan. 2018 - heden + 1 jaar 11 maanden
Blankenberge Uitkerke, Vlaanderen, Belgié

Kelner Va
Floreal

jan. 2016 -jan. 2018 » 2 jaar 1 maand

Blankenberge Uitkerke, Vlaanderen, Belgie

Internship Va
skinn branding agency

jan. 2017 -jan. 2017 - 1 maand

Brugge en omgeving, Belgié

Stage /

Sint-Pieterscollege
jan. 2016 -jan. 2016 = 1 maand
Blankenberge Uitkerke, Vlaanderen, Belgié
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Lorem ipsurn dolor $it amer, consactetur adipiscing e,
Your Dashboard sad do elusmod tempor incididunt ut labore et dolore
magna aliqual Excepteur sint occaecat cupidatat non
profile visitors contributions listed In proident, sunt in culpa qui officia deserunt mediit anim
searchresults Id est laborum.

8 10 2

Your Dashboard
profile visitors contributions listed in
Better your profile saarchrasults
Lorem ipsum dolor sit amet, consectetur adipiscing elit, 8 1 0 2
sed do eiusmod tempor incididunt ut labore et dolore
magna aliqual Excepteur sint occaecat cupidatat non
praident, sunt in culpa qui officia deserunt mallit anim Better your prefile

id est labarum.

Lorem ipsum dolor sit amet, consectetur adipiscing ehit,
sed do eiusmod tempor incididunt ut lsbore et dolore
Tips based on your profile magna aliqual Excepteur sint occaecat cupidatat non
prokdent, sunt in culpa gui officla deserunt madlic anim

id est laborum.
Lorem ipsum dolor sit amet,

consectatur adipiscing elit,

sad do siusmod rempor incididunt wt
labore et dolore

magna aliqua! Excepteur sint

Tips based on your profile

5 . Lorem ipsum delor sit amet,
occascat cupidatat non proident, consectetur adipiscing elit,

«quis nostrud exercitathon ullameco laboris nisi ut allquip, sed do elusmod tempor incididunt ut

ex ea commodo consequat. Duls aute rure dolor in rep-

labore et dolore

magna aliqual Excepreur ing

occaecat cupldatat non proldent,
quis nostred exercitation ullamco laboris nisi ut aliquip,
ex ea commodo consequat, Duis aute irure dolor in rep-
rehenderit in veluptate velit esse cillum dolore eu fugiat
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proident, sunt in culpa qui officia deserunt mollit anim

rehenderit in voluptate velit esse cillum dolore eu fugiat
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proident, sumt in culpa qui officia deserunt maollit anim
id est laborum.

Linked ] ied est laborum.
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Student Pro

T s Building a
Student
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Better your skills!
Lorem ipsum dolor sit amet, consectetur adipiscing elit, Better your skills!

sed do elusmod tempor incididwent ut labore et dolore
magna aliqua! Excepteur sint occaecat cupldatat non

proident, sumt in culpa qui officia deserunt mallit anim
id est laborum.

Lorem ipsurm dolor sit amer, consecteiur adipiscing efit,
sed do elusmod tempor incldidunt ut labore et dolore
magna aliqual Excepteur sint occaecat cupidatat non
proident, sunt in culpa qui officia deserunt meodlit anim
;?1 Id est laborum.

Change profiles
§ @ § Change profiles
job seeker student improver popular g @ g

job seeker student improver popular
Lorem ipsum dolor sit amet, consectetur adiplscing elit,

sed do eiusmod tempor incididunt wt labore et dolore Lorem ipsum dolor sit amet, consectetur adipiscing elit,
magna aliqua! Excepteur sint occascat cupidatat non sed do esusmod tempor ingididunt ut labore et dolore
proident, sunt in culpa qui officia deserunt mollit anim magna =l el .EII:E'FDEL.II'S_II'It PFHEC&( :upldataF nen

id est laboram praident, sunt in culpa qui officia deserunt mallit anim

Id est laborum.
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