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Sammanfattning 
Smart Video erbjuder som dotterbolag till Codemill sina kunder möjligheten att, med hjälp av 
verktyget Creative Tools, omvandla deras videoklipp till interaktiva internet-butiker. Genom att 
integrera länkar i klippen så ökar antalet produktklick upp till tio gånger, i jämförelse med 
alternativet där länkarna är listade i anknytning till videon.  

Det ständigt växande internetanvändandet gör att efterfrågan på nya och innovativa 
mjukvarulösningar hela tiden ökar. Detta medför i sin tur att företag som Smart Video strävar 
efter att lansera sina produkter på marknaden så fort som möjligt, ofta genom att arbeta på ett sätt 
som skulle kunna beskrivas som ”trial-and-error”. Något som resulterar i utvecklingsprocesser 
med ett förhållandevis lågt användardeltagande och, i förlängningen, den förlorade 
konkurrensfördelen som ett användar-centrerat arbetssätt kan ge.  

Det här examensarbetet ämnar därför undersöka vikten av att inkludera användaren i de 
tidiga skedena av mjukvaruutvecklingsprocessen samt föreslå metoder som anses lämpliga vid 
utformningen av det koncept som är tänkt att rikta sig till de kunder som önskar Smart Video som 
en tjänst. Det huvudsakliga målet är att i slutet av projektet presentera ett konceptförslag som 
besparar kunden arbetet att själv omvandla dessa videoklipp till interaktiva motsvarigheter 
samtidigt som de, som en del utav en god användarupplevelse, har fortsatt kontroll över 
utförandet.  

Genom intervjuer, fokusgrupper och andra mindre metoder som studerar de tre 
användargrupperna; kund, operatör och utvecklare, utvecklas en stor förståelse för vad som är 
viktigt för tjänsten, från vilken konceptutformningen kan utgå. En utformning som till största del 
går ut på att iterativt formge det internetbaserade användargränssnitt som anses vara den enskilt 
viktigaste delen utav tjänsten. 

Användbarhetstester och omfattande åsiktsinsamling verifierar gränssnittet och det kan 
således i slutet av projektet, tillsammans med resten av konceptet, presenteras som ett förslag på 
hur Smart Video kan gå till väga för att fortsätta vara aktuell för sina kunder.    
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Abstract 
The Codemill affiliate Smart Video provides their customers with the tool they need to transform 
their videos into interactive online stores. By “smartifying” the videos and adding links to 
products or services adjacent to the video itself, the click rate increases by up to ten times. 
As internet usage and online purchases grows larger, so does the demand of software that surround 
this phenomenon. This in turn makes companies, similar to Smart Video, strive to launch their 
product to the market as fast as possible by using a development process that could be described 
as “trial-and-error”. This results in drawbacks on the amount of performed user studies and losses 
in potential competitive advantages that a more user focused research might give. 

This thesis examines the importance of including users in the early software development 
phases and then suggests appropriate user study methods to the design of a concept for those 
customers that requires Smart Video as a service. With the main goal to present a design 
suggestion that spares the customer the process of modifying the material themselves, while 
maintaining in control of the end result and engaged in a satisfying user experience.  

By conducting interviews, focus groups and other minor user involvement methods with 
the three user groups, a great understanding of what was important in the service was gained. As 
it formed a base from which the design process could proceed. With the iterative procedure of 
constructing the customer interface prominent, the service took shape as it dealt with the issues 
and opportunities gathered.  

The usability test and the extensive feedback on the prototype justified the look of the 
interface and its usability, when it at the end of the semester, together with the rest of the concept, 
was presented as a proposal on how to approach the idea of taking that next Smart Video-step, 
thus making it a more attractive and relevant actor.  
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1 Introduction 
Internet has become a large part in the lives of many. As people’s daily routines turns to the web, 
entertainment consumption goes viral and online shopping increases (Internetstiftelsen i Sverige 
2017), businesses that surrounds it is trying to keep up with the pace. In 2017, the number of 
worldwide software developers expected to have increased from 22 million, to 26 million by 2022 
(Evans Data Corporation 2017). This could be seen as a consequence of the increasing market 
and a more demanding crowd that requires the business of designing and developing new software 
to be more and more efficient. Meanwhile, the high pace leads to less skillful developers, due to 
lack of experience (Lovelock et al.). Further, software companies found it important to launch 
their products for user access as soon as possible, mainly to get ahead of competition and to keep, 
as well as collect, customers. As a consequence of this, some companies make the decision to 
apply methods to speed up the process of developing the software products (Target Process 2014). 
The result may on one hand be a product that is available to the users early at their request. On 
the other hand, the rushed design procedure where necessary priorities are being made to shorten 
the development time, might affect the quality of the product.  

1.1 Introducing Codemill and Smart Video 
The master’s thesis was housed by the Umeå based company Codemill. Codemill employ 
approximately 45 and operates within IT and software design and has specialized in technical 
video solutions and UX-driven development, as they assist their customers in streamlining their 
media management and workflows. In addition to traditional consulting, Codemill also offer 
customers two self-developed products, Accurate Player and Smart Video. 

Smart Video is a web-based product that enables the users to turn their videos into 
“shoppable videos” that could be added to their website. The end product, the shoppable video, 
is based on the simple idea of integrating, for example product links, with the video, see Figure 
1. Thereby turning the video interactive and more appealing for the viewer and final customer to 
act upon. This has proven to be an efficient way for the companies to gather product views and, 
in the end, purchases (Eriksson 2018). Smart Video were at the time of the thesis start, in January 
2018, involved with several large and well-known brands. Such as the fashion platform and 
magazine Metro Mode and Swedish retail store giant Åhléns.  
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Figure 1. A shoppable video with the video player on top and the product bar with “product 
cards” below, rolling by as the item is shown in the video clip. 

1.1.1 Creative Tools 
The cornerstone of Smart Video is the online tool Creative Tools. A software that holds the 
features needed to convert a video into a shoppable one. In Creative Tools, the procedure of 
“smartifying” a video consists of several steps. At first, the user uploads the necessary, project 
specific, material that is going to be used in the end result. Such as the actual video file, items and 
pictures. Then they add a “entry” by assigning time slots and “call to action”, like “buy now” for 
each item, turning it into a “card” in the finished video. At last, before previewing and requesting 
a script to implement on their sites, they have the option to customize the look by deciding on 
what overlay- and font color that should be added to the cards. 

1.2  Background 
Smart Video started with the idea of analyzing videos and subtracting its meta-data, use it to target 
advertising and making it more relevant to customers. As time passed, the product profile changed 
to be more about the appearance of advertising and how it could be more attractively presented 
to customers. This change led to the shoppable video approach that became Smart Video’s 
expertise and by the start of the thesis, they had applied a way of charging their customers that 
made it possible for them to test out the product without taking any financial risks. The financial 
plan was thereafter built on a set cost per product click that the video generated, thus companies 
tried to smartify their videos in hopes to increase their sales and reach out to a larger number of 
customers. In the majority of cases, the expectations were met and the trial period results satisfied 
the company enough for them to withhold Smart Video as part of their customer offer. This 
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positive response encouraged Smart Video to continue their product development, while opening 
up for this thesis work as a part in the next step.  

1.3 Purpose and Definition 
The master’s thesis project at Smart Video consists out of two phases. A theoretical one, backed 
up by actual examples, which studies the differences, advantages and disadvantages in applying 
user studies as a major segment in the development decisions instead of working “trial and error”, 
with proceeding feedback as a part of the process. 
The theoretical study’s purpose is to deliver appropriate user study methods for the next stage and 
its main question is therefore stated as: “How can user involvement benefit software development 
process in smart video?”. 

In the second phase, the insights are meant to be applied on Smart Video, a product that 
until now mainly can be described as been developed by “trial and error”. The expectation is a 
concept for customers in need of Smart Video as a service, with Smart Video’s technology and 
main idea as a foundation, to be developed on user study findings and relevant concept 
development methods. The final concept can be seen as a premium service for developers, the 
operators that creates the end-customer deliverables and the customer itself. The goal is to take 
Smart Video further down the path on its already fast and exciting growth, in an efficient and 
progressive manner.  
This thesis uses Sari Kujalas definition of users and customers; “A user is an individual 
interacting with the product, whereas a customer is a person who pays for the product or who 
orders it.” (Kujala 2002). With the addition that the definition of a service user and customer is 
the same.  

1.4 Objectives  
The aim of this master’s thesis is to design a service concept that, with the use of the already 
existing technology in Smart Video and Creative Tools, will provide present as well as new 
customers with an efficient way of producing shoppable videos. The main goal is to present a 
design suggestion that spares the customer the procedure of modifying the material themselves, 
while they maintain in control of the end result and engaged in a satisfying user experience. To 
this, questions to be answered during the process were stated. 
 

• Which user study methods are suitable for this kind of project? 
 

• What is important for the customer when outsourcing the production of their content? 
 

• Is it possible to make the process of producing a shoppable video more effective, although 
raising the customer’s feeling of being a part, and in charge, of it? 

1.5 Delimitations 
Several delimitations have been stated for the thesis. Some of which were made at the start of the 
project while there are others that felt necessary to consider during the process. The reason for 
these delimitations are mainly the lack of time and educational knowledge and concerns the extent 
of the interface that is only being designed from the customer’s point of view, the size of the user 
study and the prototyping tools that doesn’t require coding. 
 Also, although a shoppable video can be used for much more than advertising and selling 
products, those terms will be applied throughout the thesis to stay away from confusing mix-ups 
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by using different names for the same technical object. The subject of alternative areas of use are 
further elaborated in the discussion chapter. 

1.6 Time Frame 
The master’s thesis was carried out during the spring of 2018 and its workflow was divided into 
four different blocks. The blocks were “Planning”, “Research”, “Design” and “Final”. Within 
these, there were assignments that were specific for each block. These assignments, with their 
start date and estimated time consumption, together constituted the preliminary time schedule that 
can be seen in Appendix 1.  

1.7 Disposition 
Listed below are the outline of this master’s thesis report. 
 

• Introduction 
Presents the thesis background, the stakeholders and how it will be approached.  

 
• Method 

Describes the methods that are to be used in the thesis. 
 

• Theoretical Study  
Aims to answer the question whether adding user involvement can contribute to quality 
and functionality of the Smart Video system, as well as suggesting suitable user study 
methods for later phases of the thesis.  
 

• User Research and Analysis  
In-depth description of the design research process and how the findings were interpreted 
and analyzed. 

 
• Iterative Design Process 

In-depth description of the design process, including prototyping and evaluation. 
 

• Final Design Suggestion 
Presents the results of the Iterative Design Process.  
 

• Discussion 
Discusses the thesis and its outcomes, as well as future work. 
 

• Conclusion 
Presents the conclusions made throughout the thesis. 
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2 Method  
To get to master’s thesis results that are usable, the choice of methods is often essential. By 
implementing and following suitable ones, all steps of the process, as planning, testing and 
evaluating, gets more efficient. For this specific project, the methodology The User Experience 
Design Process (Hartson and Pyla 2012) is chosen as the main process that, backed up by a 
theoretical study, runs throughout the entire thesis work. A schematic illustration of the method 
layout can be seen in Figure 2. 
 

 
Figure 2. The method layout of the thesis. 

2.1 Theoretical Methodology 
The theoretical part’s main objectives are to study the importance of integrating the user in the 
software design development as well as finding the best methods for doing so within the Smart 
Video case. Since the reason for the theoretical research is to suggest user involvement methods 
that are as appropriate for the purpose as possible, similar cases needs to be reviewed and 
differences in execution as well as result has to be considered.  

2.2 Design Methodology 
When the theoretical phase is conducted, analyzed and evaluated, the master’s thesis changes path 
and becomes a more design-oriented project that simply follows The User Experience Design 
Process above. The methodology can be seen as an overall method that spans over the rest of the 
design process and contains more specific progress methods. The methodology can, as seen in 
Figure 1, be divided into three primary stages: “Research and Analysis”, “Iterative Design 
Process” and “Final Design Suggestion”. 

2.2.1 Research and Analysis   
In research and analysis, an evaluation of existing products as well as a state of the art-mapping 
is conducted to get a better understanding of the market situation. Additionally, the larger part of 
the research is to be filled by implementing the user study methods suggested from the theoretical 
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study. Furthermore, focus in the analysis of the research is to get an as consistent picture as 
possible of what the different users expect from Smart Video.  
At last, personas and a storyboard to better visualize the findings of the user study is constructed 
to be used in the following design stage. 

2.2.2 Iterative Design Process 
The iterative design stage, where designing, prototyping and testing builds on each other, expect 
to result in a concept that fulfills the needs of the users. For this, methods will be applied to verify 
and evaluate the design decisions. Fast and simple low-fidelity prototypes (Stone et al. 2005) shall 
be used to demonstrate the product in its temporary implementation. 

2.2.3 Final Design Suggestion 
At last, as a final deliverable, a service suggestion is created. This will include an interactive, and 
partly high-fidelity (Stone et al. 2005), prototype. This digital mockup prototype, that can be 
navigated and tried out, are made to show functionality and final design of the customer 
experience.  
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3 Theoretical Study 
The theoretical study is divided into three parts. After defining the context of the upcoming 
research, the most prominent part takes on. This one explores existing methods, how, when and 
why they have been used in previous cases, and the benefits of applying them. This later evolved 
into a study on what would be the best possible way of involving users in this particular thesis.  

3.1 Circumstances  
The many different user study methods are there for a reason. Since not two projects are the same 
and the methods used to keep them moving forwards needs to be optimized, the varieties are 
many. It’s therefore important to state the context in which the research will house. As defining 
the circumstances is key in choosing the appropriate one.  

3.1.1 Defining the Users 
As mentioned, three different user groups are involved within the Smart Video service. At first 
there are the customer itself. This will usually be the company that orders the service and are 
looking to add the feature of Smart Video to their website. The second and third users could be 
looked upon as supporting users that provides value to the service. These users are the operators 
that modifies the videos and the developers at Smart Video that runs the service and provides 
technical support. See Figure 3. As they all integrates with the service in different ways, it is 
important to keep them separated in term of needs and prioritizes.  
 

 
Figure 3. The three user groups of the service. 

3.1.2 What to Expect of the Methods 
To choose appropriate study methods, it’s important to know the context in which it will be used, 
the amount of time available and what is expected to be presented from them. As the level of user 
involvement can be categorized into three different groups; “Design for” - where concepts are 
designed on the behalf of the users, “Design with” - where the users’ opinions are fundamental in 
the design of concepts and “Design by” - where users are actively involved in the designing of a 
concept (Kaulio 1998). Considering the heavy user centered approach utilized on the project’s 
research stage and the fact that the design process was to be iterative with user involvement 
present within the looped design testing sessions, the development fell under the category “Design 
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with”. Further, qualitative methods should be prioritized for two reasons. The time limit of the 
thesis doesn’t allow both qualitative and quantitative studies with good enough coverage, as 
conducting and analyzing them are time consuming procedures. Moreover, the project subject is 
to specific to find enough quantitative study-participants for the results to be reliable.  

3.2 User Studies in Software Development 
It’s known that end product’s usefulness, the combination of utility – whether it provides the 
features you need - and usability – how easy and pleasant these features are to use – (Nielsen 
2012), benefit from introducing the user to the early stages of the software development process. 
To get feedback from the end user when setting the structure of the design, makes it easier to 
develop a user-centered product. Still, the involvement of users in product development contexts 
are quite rare (Iivari 2004) as many companies has been prioritizing the possibilities of fast 
processes that enables early launches instead of putting effort in the time-consuming work that is 
needed to familiarize with the user and its needs (Spencer 2000).  User studies were regarded as 
not only time consuming, but in some cases also costly. As the usability studies “requires an up-
front investment that is tied to uncertain returns” (McCoy 2002). Instead, companies were eager 
to shorten development times, putting their product on the market and thereafter, when major 
attributes and designs had been set, inviting users to evaluate and give feedback on it. This gave 
the companies full control of their product as they mainly introduced outside stakeholders to have 
a saying on the “the immediate” design.  
The question on what it is that made a project successful could be discussed, but for this thesis, 
to be able to define if user involvement is of help, the definition was: completed within budget, 
on schedule, and meet business objectives (The Standish Group 1994).  

3.1.1 Examples 
As the implementation of user studies in the Smart Video-project are to be done in the beginning 
of the process, some methods already qualify as better suited than other, just by the fact that 
they’re used for the early development stage. In this stage, called “Strategize”, minds are set wide 
as new ideas are considered and this reflects the methods and their approach to information 
gathering (Rohrer 2014). Below follow some examples on early process implementation of 
different user studies.  

Focus Groups at William Hill  
As the telephone-based betting department at Britain-founded gambling company William Hill 
Plc. was about to replace their internal planning system Qmax they turned to the users, the 
department employees, for input. They didn’t need to turn their heads for long, as William Hill-
employee Graham Layfield had developed a system that was looked upon as an alternative to the 
unreliable Qmax, although it was in need of some development to suit the requirements put on 
these kinds of systems. Ben Barnes, who observed and performed research on the product 
development procedure of designing the replacement, was interested in how the users were 
involved in the process, how it affected the result and whether or not it was worth the effort. The 
research was built up on three iterations and both qualitative and quantitative methods were 
included (Barnes 2008).  
Starting off by interviewing Layfield on when and how in the process user involvement were 
applied, Barnes got good insights on the purpose of the project, how it all had been experienced 
from the initiator’s point of view and whether or not it was successful. Layfield’s opinion was 
that he had involved the users throughout the development and the way of doing so was by asking 
for feedback and arranging small groups to discuss elements of the system. Something that was 
perceived by Barnes as traditional focus groups.  
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Layfield used focus groups regularly throughout the year-long process, as he invited members of 
the department to either discuss around what was expected of the system or to give feedback and 
evaluating on the progress outcomes. The interview provided Barnes with a huge amount of 
detailed data and he could, after having analyzed it, state that “the system has been implemented 
on time and to a standard that the users are pleased with. Furthermore myTeam incorporates 
features that the legacy system Qmax was unable to do, thus giving myTeam the edge”. He 
continued by confirming that, although he had only approached the project from the view of the 
project leader, “it is quite reasonable to believe that user involvement has had a large impact on 
project success.” 
The two following iterations contained questionnaires and informal conversations with the users 
of the system to back up the insights gathered from Layfield. As questions on whether or not the 
participants found that they had got their opinion on the system through to the project leader were 
responded to positively, the conclusion from the first iteration was confirmed. Meaning that the 
use of focus groups within this particular case, should be seen as successful. Thus, exemplifying 
that in this sort of design, where a system has already been developed and needs to be refined to 
suit certain needs, focus groups are considered an appropriate method to enlighten the users’ 
opinion. 

User Involvement Related to User Satisfaction 
Is user participation always advantageous or are there times when the choice of involving users 
in design should be questioned? This is an issue that Michael Lawrence, Paul Goodwin and 
Robert Fildes studied when looking into whether user involvement correlated to better results in 
the design of a Forecast Decision Support System, FDSS, or not. (Lawrence, Goodwin and Fildes 
2002). By introducing two types of versions to the users, one that was to be modified by them 
before making the forecast and one that was preset to optimize it, the level of satisfaction could 
be analyzed by objectively measuring the number of users that adjusted the forecast after being 
handed it by the FDSS. As they randomly handed out one or the other of the versions to over 3500 
participants, Lawrence et al. had a great number of data to back up their findings and by the time 
the study result came in, over twice as many users had adjusted the optimized version. Meaning 
that the number of satisfied version one-users were about double, compared to version two. 
Although, an interesting detail arose when looking at the ones that had been modified. As it turned 
out, the adjustments made on version one, although they were fewer, were almost twice as large. 
Which might have its explanation in the fact that the users that had modified the system before 
the forecast believed in their knowledge and stayed away from adjustment “as long as it took”. 
But when finally deciding to make changes, they discovered that there were a lot to do.  
 When looking at this study objectively, with the knowledge that its highly unlikely for 
more than a few participants to be able to predict a forecast more accurate than the optimized one 
from the FDSS, it seems like much of the user satisfaction doesn’t come from knowing they have 
the best possible pre-conditions, but knowing that they have something that could be related to 
themselves. This both shows that user involvement is a great way of keeping customers satisfied, 
but also that it can’t be set equal to good design results. That it is an act of balance that needs to 
be considered when being involved in a user-centered product or service.  

An Exploratory Investigation of User Involvement in New Service Development 
The review with the same name as the title above, by Ian Alam from the State University of New 
York, investigates different approaches to user studies and their strengths. By identifying some 
key elements of user involvement and then study these in a dozen service companies that stands 
before new development phases, the importance of inviting the user is examined (Alam 2016). 
The key elements where stated as questions; “Why are users involved in new service development 
process?”, “At what stages of the new service development process are users involved?”, “How 
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does the intensity of user involvement vary across various stages of the development process?” 
and “What are the means through which input and information are obtained from the users?”. 
Whereas all four questions were of interest, the first and the last one stood out as especially 
relevant for this thesis.  
The study was built on interviews with three employees, and project participants, from each 
company, adding up to a total of 36 interviews that all surrounded the subject of user involvement 
in the development of new services.  
 Insights gathered by Alam demonstrated that there are two phases in the process that 
benefits more from the involvement than others. While the idea generation, where the service 
structure begins to take shape, uses it to better understand what is expected of the design, the 
service testing/pilot run evaluates the new service as the users gets to try it out. This shows that 
you get the most out of involving users in the early phases where the concept is trying to find its 
place and shape, as well as when to evaluate a far developed prototype “for real”. Compared to 
other phases, as business analysis and strategic planning, where it’s not as beneficial. Although 
it’s not always a waste to introduce the users here as well. 
 Moving on to the last issue of how to extract the insights from the user, six modes of 
involvement were analyzed: “face-to-face interviews”, “user visit and meetings”, 
“brainstorming”, “users’ observation and feedback”, “phone, faxes, and e-mails” and “focus 
group discussions”. Enlightened by the interviews, it was obvious that in-depth interviews and 
visits so service development sites where the most popular and successful methods, while focus 
groups, although they were giving, where looked upon as difficult to manage and arrange on short 
notice. Brainstorming where only used in the screening processes and the two remaining modes 
where usable even more rarely, making them the least preferred ones.  
 Conclusions of these investigations shines light on some important insights. That users 
could be involved in all stages of the development, although if working towards a deadline, the 
involvement should be concentrated to the phases that could benefit from insights that reflects the 
context in which the service should be applied. That user involvement may affect more than the 
actual use of the service, but also the potential relation that the users form with the service. Making 
them loyal and willing to talk well to other potential users about the concept. Finally, the best 
way of inviting users into the process is by the use of methods that causes open discussions, as in 
interview and meetings.  

The Use of Card Sorting When Classifying Requirement Change 
When Nur Nurmuliani, Didar Zowghi and Susan P. Williams was looking into how requirement 
changes were dealt with in software design, they took the opportunity to also study the use of card 
sorting (Nurmuliani, Zowghi and Williams 2004). A way of structuring and identifying categories 
in a workflow by subjectively classifying them and, in this study, use it to triangulate the 
insufficient data from the change requests.  
 The card sorting was conducted at Global Development System, GDS, in Sydney, 
Australia, where the requirement changes were surrounding market needs and product strategy. 
The organization housed about 180 developers working on different software systems with an 
average development time of 15 months. The exercise, that included ten software engineer 
participants, started by introducing the purpose of the study as well as a short explanation of the 
its layout. One by one, the participants were then handed the cards and some time to familiarize 
with them, before being asked to sort the cards in groups based on their own criteria. The groups 
were then labeled by the participants to be analyzed by the authors of the paper. A qualitative 
analyze that aimed to find out about the classification that could be gathered from doing this sort 
of exercise.  
 The result of the analyze showed that there was very little overlap among the categorizes 
provided by the participants. That the way of grouping and labeling the cards was highly 
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influenced by the role the participants faced in their daily work, thus their interests and 
responsibilities laid in different areas of the development. This means that the outcomes of a study 
like this one is difficult to summarize and sometimes hard to interpret, although it’s eye opening 
and lays a good ground for further studies, as it probably widens the views on the subject.  
 Finally, some interesting method-related reactions from the participants: “It not only 
forces you to make decision, it also gives you an ability to make decision” and ”It is useful 
technique because you can separate or sort them (change requests) easily”. 

3.1.2 Relevant Methods 
Below follows a list of potential user study methods to be used in the upcoming research. 
 

• Interviews  
An in-depth interview allows the researcher to get extensive data from one individual 
user. This will lead to much knowledge in how this particular person perceives the 
approached subject and what issues that are most important to handle when working on 
it. In return, when using this method it might take time to gather data that, for certain, 
reflects the majority of the users.  

 
• Card Sorting  

This method, that is conducted with one participant at a time, is a usable tool when to 
organize and categorize components of a system. It has also been demonstrated to be 
beneficial when studying users’ knowledge of a subject and to eliminate unnecessary 
features within a design (Nurmuliani, Zowghi and Williams 2004). For this project it 
might be used to test the service’s structure with the purpose to make it more intuitive or 
to group and separate parts within an interface. 

 
• Focus Group  

Focus groups are used to gather qualitative data in an effective way. As the main subject 
is divided into key questions to discuss around, useful insights can be brought up as the 
dialogue arises. A drawback of focus groups is that members of the group may influence 
each other and, in that way, impact the result.  
 

• Participatory Design  
Participatory design could be seen as an overall method that includes more specific and 
project-focused ones. It’s built on the theory of including all stakeholders in the 
development process to get an as accurate result as possible (Participate in Design 2018). 
 

• Cognitive Walkthrough  
A method that are mostly used when evaluating software. As the users performs certain 
tasks within an interface, they are being asked to explain their thoughts and also speak 
out their actions. This gives the facilitators good insights in which areas of the interface 
that are unintuitive and which ones that are working as they should (Usability Body of 
Knowledge 2012) 
The method requires some kind of interface, either sketch- or computer-based, to be 
conducted. Thus, it’s suitable for the latter parts of the design process.  
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3.3 Choice of User Study Methods 
User involvement in software design appears different depending on where in the development 
the particular subject is located. Many of the methods can be recycled, but the approach varies 
with the outcome expectation. Whereas, in the very beginning of the development, general 
opinions and quantity data are important to build an understanding of the user’s nature, more 
specific issues are qualitatively studied later on in the process.  
 As this project takes off from an existing product where some of the features, mostly 
regarding the finished shoppable video, are considered to be successful and will be retained, the 
outline of what is expected of the concept is already drawn. Thus, more specific questions on 
what is to be expected from the service and how to provide certain features within it will be dealt 
with. With the conclusion that the study needs to be detailed in its investigation and the theoretical 
study on how user involvement had been used on similar development cases as the Smart Video 
service completed, enough knowledge had been gathered to decide on what methods to use in this 
project.  

3.3.1 Data Source Triangulation  
Even though the research phase skips ahead on already set strategizing parts, it’s important to 
cover the large dignity of issues in going from a product to a service that involves several different 
stakeholders. Thus, the following methods are chosen to, in an effective manner, get an as good 
view of the service users’ needs as possible, by approaching it in different ways. As information 
and usable insights can be difficult to produce when relying on single research methods one by 
one, combining and comparing the findings of several enlightens the essential ones and broadens 
the knowledge. With triangulation, the strengths of each method can be emphasized as patterns 
in the outcome of the methods appears and by altering between a range of approaches, it’s possible 
to “triangulate the findings and guard against misleading outcomes” (Nielsen 2010). 

3.3.2 Interviews 
Interviews were selected as a first step of the user study. They are going to be conducted with two 
of the user groups, to “explore the users’ general attitudes” (Nielsen 2010) towards the Smart 
Video product and to introduce them to the idea of Smart Video as a service. With an appropriate 
choice of interview approach, the aim here is to gather data and insights to work as a point of 
departure for the design research itself as well as for further user studies.  

3.3.3 Focus Groups 
To get a deeper understanding of what was expected of the service, elements of importance will 
be examined further in focus groups. As this research method doesn’t apply random sampling, a 
convenience sampling could be done (Nagle and Williams). Thus, groups containing members 
that represents all three kinds of users are possible to put together, making the population 
extensive and interesting, as the different users’ view on things could enlighten insights and issues 
relevant in all aspects of the concept. The focus group sessions aim to be structured in a way that 
encourages the participants to express their thoughts and react to other’s without too much 
boundaries from the moderator. Trigger material, as sketches and examples, will be used to start 
of the conversation and guide the ones involved in a direction that would provide the study with 
usable information, thus it’s important to start the planning of the method long before executing 
it. 
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3.3.4 Shadowing, Informal Conversations and Field Notes 
When attending daily-, sprint-, and team meetings within Codemill, as well as being a part of the 
office environment for a semester, lots of insights are being gathered “out of nowhere”. These 
insights, although they might be difficult to document and verify, are not to be neglected in the 
research process. As much knowledge can be found within the experienced staff, integrating with 
them believes to be one of the most effective ways of catching up on certain subjects that 
surrounds the new context.  
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4 User Research and Analysis 
As the user study methods now had been suggested it was time to begin the design research- and 
analysis process, thus focus had turned to the service concept that was the main topic of the thesis. 
Starting off broad by taking a look at the market situation, the research later narrowed down to a 
study of the people that surrounded the product, such as the different users. The outcomes of the 
research are later in this chapter interpreted in visualization methods to be used as guidance in the 
design process. All user research was audiotaped and then transcribed. Adding up to about fifty 
pages of transcript from which insights and conclusions could be extracted.  

4.1 State of the Art 
A state of the art-analysis aimed to look into the market situation as it was at the point of the 
project, to see what competitors there were and how they had approached the same opportunity 
as Smart Video. Since the new Smart Video service concept touched on both the end product and 
the service around it, two different areas had to be considered for this analysis.  

4.1.1 Similar End Products 
There are companies on the market that provides products similar to the shoppable videos that 
Smart Video produces. What they have in common is that they lift the items from the often-used 
list of links up to the video player. This enables for the viewer to react on the item and instantly 
get a more detailed description, by clicking on it in the interactive video. Turning the viewer into, 
for example, a costumer. Although the theory on how to catch the user’s interest is the same, the 
way of presenting these items varies from product bars much like Smart Video’s to more video-
integrated links embedded in the content. Figure 4 exemplifies one of the most integrated 
solutions from Wirewax while Figure 5 shows looks from Zentrick and Clicktivated that 
resembles Smart Video’s.	 
 

 
Figure 4. A shoppable video from Wirewax. 
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Figure 5. Examples on end products from Zentrick and Clicktivated.  

4.1.2 Similar Services 
A wider analysis had to be done when not only looking at products related to shoppable videos, 
but the service concept as a whole. In this segment it was necessary to look beyond the video 
related products and examine a broader spectrum of media- and online traffic managing 
applications.  
With this said, there are companies that provides both shoppable videos and statistical input, in 
something that borderlines a service idea. One of these are Smartzer, a company that provides 
their customers with an interactive video solution, see Figure 6, and a personal “Analytics 
Dashboard” to follow up on their publications, as shown in Figure 7. 
 

 
Figure 4.1.2. When you click on a product in one of Smartzer’s shoppable videos. 
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Figure 7. Analytics Dashboard from Smartzer.  
 
As a Smartzer user you have access to engagement data such as total views and clickthroughs, 
product data in most clicked products and behavior data in the shape of heat maps that presents 
when in a video a viewer interacted.  

Then there are software that only focus on presenting statistics and to show their user’s 
figures in the best possible way. Compared to the other products, this category stands out by 
providing far more alternatives of analytics and possibilities to customize these to suit each 
company. Funnel collects data from several different kinds of sources, analyzes it and then 
presents it in a way that is best for the customer. As a spreadsheet, dashboard or data warehouse. 
See Figure 8. 
 

 
Figure 8. A customized Funnel dashboard.  
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4.2 Interviews 
As a way of continuing the research phase and focusing on the thesis’ concept, three initial user 
interviews were conducted. Two of which were carried out in house with Creative Tools 
operators, while the third one was held with a potential customer. Later, a fourth interview was 
held to deepen the understanding of the user’s needs, this time with a current customer.   

4.2.1  Operator 1 
Operator 1, O1, combined his work in Creative Tools with a sales position at Smart Video and he 
therefor has great knowledge about the product as well as comfort in using it. To distinguish the 
two roles, Operator 1 described his thoughts on operating: 
 

“It’s more about putting yourself in the role of the customer. Instead of thinking Smart 
Video from our point of view, you have to think of it from the video’s and customer’s. 
What is it that is going to convert and what kind of traffic are they looking to run through 
this?” (Operator 1) 

 
The interview then continued with a conversation that mostly regarded the actual usage of the 
tool itself, the small details that makes it efficient and the technical problems that sometimes 
occurs. As the understanding of Creative Tools grew larger, more specific operator-customer 
questions concerning the actual modification process could be discussed. One of the first things 
that came up was the question on what needed to be provided from the customer for a video to be 
modified. It was made clear that, until then, this had varied from only include a video link, to be 
specified down to product pictures and time slots. Resulting in big differences when it came to 
work load for the operators as they processed the requested videos.  
 

“Let us talk about a video I made yesterday. I got a video and requested links. In this case 
they also had stated an approximate time, in the movie, where they were looking to 
present the products. Then it’s really straight forward. And then there are times when it’s 
more, sometimes you receive only a video and you get to be creative. In other cases, you 
get a video, the products, but you haven’t got the time slots. Then it’s up to you to 
manually look through it and see were the products goes in or what ‘call to action’ they 
want. So that differs, all from super specific were they even tells us how to name the 
products, to not specific at all.” (Operator 1) 

 
Some confusion surfaced when trying to define what material was ideal to receive from the 
customers, as a very detailed request in almost every case needs to be double checked by the 
operator. Even if enough data has been provided for the operator to modify the video without 
subjective decisions. One of the main reason for this seemed to be the fact that the time slots given 
by the customer were too unprecise to apply directly in Creative Tools, that operated on a frame-
by-frame timeline. Whereas a second-based request needed to be reanalyzed to fit a frame-based 
one.  
Later in the modification process, when the finished video was to be delivered back to the 
customer, an extensive email conversation toke place. This mail conversation included the demo 
files and script to run the video, feedback on the result, discussions on possible misunderstandings 
and questions on how to implement the video.  
 

“Sure, emails have worked in the past and in some fashion it will always work. But it can 
be more efficient. And I think that if you take away a few, you take away a lot. I mean, I 
know how many emails I receive in a day, and I work within a small company. Look at, 
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let’s say Nelly, how many doesn’t their online-marketing director get in one day?” 
(Operator 1) 

 
When continue discussing the subject, it became more and more clear that one of the biggest 
problems with the product was the tedious communication with the costumer. Especially at the 
point mentioned, when the video was modified and had to be examined by a representative from 
the company that ordered it. Operator 1 thought that by finding a way to reduce the number of 
emails in the system it would streamline the process and make it more efficient for everybody 
involved in it.  
 

“The optimum way for me would be to be able to send some kind of demo link that is 
more complete, for them to comment or something. So that they can comment directly 
on a video or leave comments in a document for us to follow live. Something like that 
would make it much easier for everyone. For us and customers.” (Operator 1)  

 
With all this in mind, the importance of not losing any essential communication was vital. For 
example, the customer needs to be notified when the video is ready to be collected, whether this 
is done via email or a substitute.  

4.2.2  Operator 2 
Just like Operator 1, Operator 2, O2, partly worked as an operator. Besides modifying videos for 
customers, she alternated as a Smart Video developer and UX designer. This meant that she, as 
well, had a genuine insight in the product and Creative Tools itself, besides using it as an operator. 
As she was involved in developing the product, the interview became product specific and 
technical with focus on Creative Tools.  
When asked about what she appreciated in working with Smart Video, a reflection on the work 
duties in general as well as the role as operator was made: 
 

“The thing I like the most is the fact that I’m involved with many different things. I think 
it’s fun to be able to develop, do user tests, prototype, research and operate. When it 
comes to doing the videos? It is a powerful tool that is fun to sit and play with. To get the 
products synced with the video.” (Operator 2)  

 
As Operator 2 worked with developing the product and making it more attractive to the customer, 
questions about what it was in the products that attracted users and how involved in the making 
of a video the customer should be, were raised. Up until the interview, the customers had the 
opportunity to freely decide on a couple of things regarding the actual look of their finished Smart 
Video file; the card overlay color, the font color and in some extent also the font itself. Operator 
2 stated that this was the recurrent demands from the customers, but that there had been 
discussions on providing more options for customization.  
 

“I know it has been discussions on letting them customize their own CSS. But it’s also 
the thing, if you let them loose and invite them to modify all CSS, I mean it can turn out 
to anything. Not everybody has the knowledge and therefore it might be good to set 
boundaries. Although, it might be possible for them to decide on themes for the player 
itself, if someone is looking for that option in the future.” (Operator 2) 

 
Both operators claimed that the amount of possibilities for customer customization was accurate, 
although it seemed like this decided level hasn’t been evaluated towards other options. A problem 
that reoccurs and might have a bad influence on the product usability.  
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The interview turned to focus on Smart Video as a service and the different elements that could 
be interesting in such, starting with the deliverance of material from customer to operator. A step 
that according to Operator 2 varied from customer to customer. 
 

“What data I need to modify a video? It all depends on the customer, for example, let’s 
say it’s HM. Then I need their video and what products they want to go in. If they want 
certain product pictures that’s fine, but in the end it’s not a big deal for me to grab them 
from their site.” (Operator 2) 

 
Further, the process of working with a video and turning it into a shoppable video in Creative 
Tools ran smoothly, as the tool is built with the operator’s interest in mind. Although some 
problems occurred when several videos that included many products was to be modified. A large 
number of products took time to handle as every product upload “could be looked upon as a three-
step rocket” (Operator 1), first you attach the URL, then you upload the product image that at 
times needs to be cropped, and then you name the product. A function that needed to be worked 
through for the effectiveness to improve.  
 

“I get a bit technical when it comes to this and how to solve it. It would have been 
convenient, that if you had a great deal of products, they would be easier to upload. Here 
we face the problem that we have to create some kind of special solution for every 
company’s product catalog. To drag them in. I also think that I would appreciate that, if 
I took the time to prepare all the products, the tool could suggest which one it thinks I’m 
looking for when it’s time to add them to the video. So that I don’t have to scroll through 
a long product list to find the uploaded products.” (Operator 2) 

 
As in the first interview, the one thing that came up as the most interesting subject was the part 
where the operator hands over a demo-file for the customer to review. The existing way of sharing 
the files and communicating with the receiver felt slow and unintuitive and needed development 
to improve the efficiency in one of the most time-consuming phases of the process. It was made 
clear that, if looking into this part, the possibility for costumers to give feedback on the collected 
video was essential and shouldn’t be neglected. If possible, it should be emphasized even more. 
With this said, issues and feedback on the product Smart Video itself shouldn’t be confused with 
this stage and needs to have its own forum.  
 

“I think that the preview and the ability to review and give feedback should be easy. 
When it comes to the video you receive, I would like to see some kind of, that they could 
comment on it in connection to the demo. For them to point out stuff they would like to 
change or if there are product switches that needs to be done. Like ‘can you fix this?’.” 
(Operator 2) 

 
“Regarding feedback, if you had opinions on the product itself. I don’t know if this is the 
right place for that and it will probably get lost. All feedback is somehow good, but it 
also has its place. When talking about feedback, you need to look at it in the right way. I 
mean, any changes need to fit our business plan and where we aim to take our product” 
(Operator 2) 

4.2.3  Potential Customer 
Unlike the two previous participants, the third one wasn’t part of the operator user group, but the 
customer one. Customer 1, C1, a potential Smart Video customer and head of online sales at a 
Swedish clothing store, hadn’t come into contact with the product previously to the interview. He 
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was given a short introduction of the product together with examples of the shoppable video. This 
knowledge placed him in the same situation as a potential customer that had made interest in the 
product and were looking to make an order. To start of the interview, Customer 1 answered 
questions about his work and company in general as well as their take on marketing and how they 
approached their customers.  
 

“It’s all about relevance. Being interesting. Being up to date. Especially in our business, 
it’s all about being up to date. This is not nuts and bolts that sells in the same way all year 
around. You need to have timing, and obviously some luck with the surroundings as well. 
With weather and all that. Yes, relevance is key.” (Customer 1) 

 
When discussing how the company’s way of marketing themselves had changed in the last couple 
of years it turned out that they had looked towards video as a way of introducing their products 
to buyers. Customer 1 said that although they hadn’t applied that kind of media yet, he saw it as 
an interesting way of separating his brand from other similar ones. When being on the subject, 
the interview turned to Smart Video and Customer 1 was asked to give his first opinion on the 
product. 
 

“You told me Smart Video is doing well in the blog sphere and among influencers. And 
I can really see why. To sit and talk about products and in the meantime presenting them 
with name, price and links, I mean that got to be good. I do feel that, with your short 
videos together with products underneath, I mean it looks professional and nice, but I 
don’t know how much it will increase the sales.”  (Customer 1) 

 
It was obvious that he found the product interesting but that he had a hard time understanding 
how it all worked “behind the scenes”, before the end product delivery. On that note the interview 
proceeded, as he was introduced to the preliminary steps of which the service would consist. 
Customer 1 sympathized with the steps and the question on how important the person to person-
contact within this kind of process is, was raised. It turned out that you could be comfortable 
doing a lot without in person-support, although there are some situations where the service 
experience would benefit from the opposite.  
 

“When the project is up and running it’s not that important with personal contact. Of 
course, if you run into technical issues you want support but otherwise it shouldn’t be a 
problem. But then there’s the business part, where you are looking to buy the product, 
then I would like to talk to somebody. At this point the person to person-contact is really 
important for me. I mean, I can’t remember the last time I paid the price listed on a 
website and in this business, there are no margins so you have to consider every price tag 
for it to be interesting. I also have a lot of technical questions about how it all will work 
out.” (Customer 1)  

 
The last part of the service was the follow-up, were the customer was provided with data on how 
the video is doing. As head of online sales, this part was especially important and interesting. 
Customer 1 felt that he would benefit from regularly having data down to product-by-product-
traffic presented to him, since this could assist the company in arranging its marketing. 
 

“Since you are probably looking to produce and air videos in the future as well, you would 
like to know which products people click on. You aim to show as relevant products as 
possible in the few seconds you get the attention of the consumers, as a way of catching 
their interest. You wouldn’t want to show trousers for ten out of thirty seconds if trousers 
don’t gather a single click, for example. Because of that, I would like to have numbers as 
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down to at least product groups and how they sell. And of course, you want to know 
whether or not its profitable. If you get back what you’ve invested.” (Customer 1) 

 
The conversation about what a customer would like to know after publishing a video led to a 
discussion regarding how this data should be presented. It was made clear that another email, with 
attached statistic documents, wasn’t the best option. An email gets lost in all other information 
and is often automatically looked upon as more of a workflow disruption than something else. 
Instead you should strive towards something more interactive, such as some kind of online 
platform or an actual meeting that discusses the outcome of the campaign. Although, the downside 
when it comes to meetings is that they are time consuming and needs to be planned ahead, and in 
a hectic business based on small margins, that time is of essence.  
 

“I know that I can be kind of bad at looking these sorts of things up. It’s a personality 
thing, that you run on the next ball as it appears. For this reason, it needs to be interesting 
to look at. Something where you can follow how each video is doing might be a good 
alternative. When it comes down to shorter cycles this is good. Then you won’t forget 
about it.” (Customer 1) 

4.2.4  Active Customer  
After the initial interviews and the focus group study, a fourth interview were conducted. This 
time focus was set on examining some areas more thoroughly, as Customer 2, C2, already was a 
Smart Video customer and had good knowledge about the product and how the process around it 
worked. Customer 2 worked as campaign manager at Sweden’s largest online advertising platform 
and was the person at the company that had been handling the communication with Smart Video. 
As she had worked on another advertising firm that already used Smart Video, Customer 2 was 
part in deciding to add Smart Video to their product offer. 
 

“When we got to see how you could do thing with Smart Video, that’s when it all started. 
I mean wow, this is great! We had this campaign with a customer where we applied a 
Smart Video solution and I think we had a CTR (Click Through Rate) of, if I remember 
correctly, around 80 percent. When our competitors promise you a CTR of about two 
percent, it makes all difference.” (Customer 2) 

 
The interview continued with discussions on what content that could be used within a shoppable 
video. It was made clear that it hasn’t have to be about selling products, but to be seen as a tool 
for users to get to their customers in the best possible way, whether it’s selling, informing or 
something else. It was also stated that it was important for Smart Video to stay relevant and follow 
the trends of the intended market, to retain relevance. This led the conversation into the subject 
of a service approach for the product, starting with the delivery of raw material from the customer 
to the operator. Customer 2 had done this several times and, although special cases occurred, it 
usually proceeded in the same way. She put together an email that included the link to the video 
and some kind of timeline where she had listed the products and when they were to be presented 
in the shoppable video, ending with any special requests that needed to be specified for the 
operator to modify the video.  

Customer 2 had not yet used the possibilities to visually customize the modified video 
with colors, fonts and call-to-actions, as the end result in the previous cases had satisfied the 
needs. Although, she had an incoming order from one of the company’s customers that she 
thought would include certain special demands. From the point of the raw material delivery, 
Customer 2 never had to wait long for a demo of the shoppable video. Something she highly 
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appreciated as it was important to be able to show their customers how it would look within their 
certain campaign.  
 

“A sell is like a cup of tea, you want to drink it when it’s still hot. If you drink it ten 
minutes later, it’s not as pleasant. It works the same way with the customers. They want 
to see something immediately after being inspired by us to try out Smart Video.” 
(Customer 2) 

 
When further examining the importance of fast demo video deliverance from the operator, 
something interesting came up. It takes time for the advertising agency to arrange a partnership 
and campaigns with their customers. As the buying third party actor needs time to consider the 
offer and the content, the finished and ready to go live shoppable video, doesn’t need to be 
delivered in a hurry. What was important was that the demo, that was introduced for the buyer to 
make up her/his mind, could be produced in a short time’s notice. 
 

“What we do is that we inspire our customers by showing them a Smart Video that is 
made up by their own logotypes, content and products, to make them go; ‘god, this is so 
good’. And then, let’s say it takes us ten days to design a native advertising campaign, 
the actual video doesn’t have to be delivered until day ten. That’s good enough.” 
(Customer 2) 

 
As the amount of companies interested in using Smart Video in their native advertising grew 
larger, Customer 2 constructed a document to keep track on all the orders she had made. A 
document in which she included the video, the script, the date and the company that had made the 
video request. By doing this she could easily get back to old campaigns and got an overview of 
what she was up to and what had been done so far. This also helped her getting away from 
searching through the huge amount of sent and received emails, in which the assigned campaign 
data used to be documented. When talking about what happened after a shoppable video had been 
requested and published, questions about follow-up and statistics were brought up. As an 
advertising agency, data on how a campaign was doing were of great importance both for 
themselves as well as for their customers. The agency could use good numbers to convince 
customers to give Smart Video a chance, while the customer itself would use it to evaluate whether 
or not it is a profitable tool as well as facts when investigating which products are suitable for that 
specific sort of campaign. No matter if the statistics were used by the end customers or the agency 
itself, Customer 2 felt that it was important for the data to be presented in a simple way that was 
easy to understand and enabled the user to get an overlook of how the videos were doing, as well 
as being accessible. To gather all elements that surrounds Smart Video in one place was looked 
upon as a good solution in decreasing the amount of emails and data that, especially for a user as 
Customer 2, were spread out in different channels.  

4.3  Focus group 
An in-house focus group was set up to further discuss the most important elements of the new 
Smart Video concept. All members of the group had good knowledge in the product and together 
they represented two out of three user types; developers and operators. The meeting, that took 
place in one of Codemill’s meeting rooms and lasted for 90 minutes, started off with general 
questions regarding present product features as well as its potential and continued with a 
presentation of the service layout followed by a closer look at some concept details.  
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4.3.1  General Questions 
Since the start of Smart Video, the direction of the product had been somehow unclear, but it was 
obvious that a path now had been defined and that its characteristics were designed to fit a certain 
market gap. With the sales department as an intermediator, the needs of the market had been 
interpreted and formed the frame in which the product was built.  
 

“We often get input from sales. When they’ve been out there and tried out things with the 
customers, they come back to us with opinions on what to do. We don’t talk to them 
(customers) directly. It can be any idea really. Some of them we go through with, some 
we don’t.” (Developer 1) 

 
One of the important features that had been detected from user involvement was the ability for 
the customers to customize their shoppable videos to match their visual preferences. This was an 
asset that remained unused by many of the customers and therefore something the developers and 
operators thought needed to be emphasized to make the product more attractive to buyers. Further, 
there were concerns in which way to steer the product if the number of customers and projects 
increased. As for the spring of 2018, the way of doing things didn’t scale up and that was an issue 
that needed to be taken into consideration when continuing to develop the product. The group 
saw two different direction in which Smart Video could be developed, one being the service 
approach that this thesis probes and the other being a self-service thought where customers does 
much of the modification by themselves.  
 

“I think that we need to go both ways. Self-service for those who wants to and then get 
well paid by the ones that are large enough and needs us to do it for them.” (Developer 
1) 
 
“Alternatively find partners that could do it for them, if there are many videos to be done 
for a large company that doesn’t consider themselves to have the time to spend. Anyway, 
it takes time to do it well and you would want to get paid for that, no matter what.” 
(Developer 2) 

 
It was also possible that, since Smart Video had grown pretty large at this point, it would benefit 
from being divided into several products that together built the Smart Video family. A family in 
which the service concept might fit.  
After presenting the overall service as it was intended to look, a short discussion on the 
communication between the customer and the operator appeared. It was obvious that it almost 
never was as straight forward as you might think, and hope. In the raw material delivery phase 
alone, emails usually go back and forth a couple of times before the modification can even start. 
With this said, the focus group got into details on one of the key elements of the service, the 
recently discussed material input.  

4.3.2  Evaluating Raw Material Delivery-Components 
During the research it had been made more and more clear that one of the phases when the 
customer interacted the most with Smart Video was when the raw material where to be delivered 
to the operator. As this input where intended to be web-based, different ways of sharing this data 
had been brainstormed, in low-fidelity appearance, for the group to discuss around. The members 
were asked to evaluate each component for themselves, marking them as good, plausible or 
doubtful and these quick evaluations were thereafter used as subjects of discussion. See Figure 
9. 
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The result showed that many of the often-used components, such as “drag and drop” and 
“presets”, were considered good while other that required more user action and advanced 
modification-options, as “create a font”, generally got a lower score. Something that harmonized 
with the thoughts of helping the user by suggesting options that is known to work, and thereby 
remaining within the end product style identity. The members also thought that it wasn’t 
necessary to only choose one of the good components but that many of them could be combined 
so that the user could have the opportunity to choose what suited them the best. As many of the 
“input-options” built on the same command, providing several hasn’t have to lead to that much 
more work for the developers. Instead, this would probably add to the usability of the interaction, 
where building it in levels with one option followed by another, prevents it from looking messy 
and confusing.  
 

 
Figure 9. The result of the component evaluation. With green notes meaning good, yellow 
meaning plausible and pink meaning doubtful. The product title and the video poster components 
were not evaluated. 

4.3.3  Discussing Follow-Up Method 
Before ending the focus group session, the members thoughts on follow-up and how to present it 
to the customers where asked for. The three alternatives, that all had been brought up during 
earlier research, where; as a pdf-file via email, on a dashboard or by meetings.  
All members favored self-service when it came to follow-up and thought it was important for the 
customers to be able to reach the data whenever they needed it. This didn’t automatically point to 
a certain method as suggestions on somehow combining the options were discussed.  
 

“If you use a dashboard as a platform where all the data is being gathered, then you can 
remind the user via email to go check it out. Otherwise I believe they might forget about it 
and soon Smart Video will be out of their mind.” (Developer 3) 

 
Then again, the group elaborated on the usability of emails as a direct way of telling a customer 
how their campaigns were doing. That the instant feedback an email provides couldn’t be replaced 
by self-serving options as a dashboard or a follow-up meeting that needed to be planned in 



 26 

advanced Additionally, the importance of a message to the user that states that a video’s “doing 
good” shouldn’t be underestimated. Both as an actual report to the customer as well as a way of 
telling them they earn money on Smart Video and should keep using it.  

4.3.4  Main Insights 
The user study methods and informal meetings at Codemill resulted in many insights. Some of 
which confirmed what had already been thought of in the present versions of the product and 
some that, if analyzed and applied in the development, could be part in improving Smart Video. 
As all of the insight were to be noted for the service design phase, the most overall ones are listed 
here.  
 

• Payment model 
As the new concept is more of a service than a product, the payment part needs to be 
handled differently. Within a service, the time aspect is highly relevant and something 
that needs to be considered when deciding on a payment model.  
 

• Growing Smart Video family 
Several interesting thoughts on the future of Smart Video has been enlightened during the 
run of this thesis. One of them being the fact that the product might, as it grows, develop 
to be more of a product collection. Where a service concept could fit in as a complement 
to already existing versions. 
 

• A first follow-up meeting 
A first meeting at the follow-up stage could be used to introduce the user to a dashboard 
and the statistic on it. This would raise the interest in the service as well as guide the 
customer in how to analyze the data.  
 

• Creative tools don’t scale  
As the number of videos that are to be modified in Creative Tools increases, the tool itself 
will have to be developed to be able to handle the larger volume in an efficient way.  

4.4  User Study Analysis 
Before analyzing the data and insights, it was possible to state that the user study methods chosen 
to involve the users in the development performed as expected. As a wide range of information 
was gathered and the important subjects had been discussed with relevant users that emphasized 
different needs. 
 From the interviews it was obvious that the needs of the users vary a lot. Not only between 
user groups, but also within them. Something that is especially significant when it comes to the 
customers. Thus, the shoppable video is the only thing that combines some of them in what they 
expect from a Smart Video service. Meaning that the service, with its elements and interactions, 
needs to be flexible and able to adapt to different requests and customer variations. From the 
operator’s and Smart Video’s point of view, the main objective is to stay attractive for their 
customers by efficiently providing relevant features and support to enhance the user experience.  

Two well-known visualization techniques were used to summarize the research findings, 
as personas and storyboards (Stickdorn and Schneider 2011) are suitable tools to concretize data 
and provide guidance for later tasks, when designing the service. These also work as a way of 
making sure that all insights gathered in the user research get through to the design phase.  
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4.4.1  Personas 
Two personas based on the customer user group were defined to facilitate the design of the service 
as seen from the primary user. These two personas, together with their companies, were meant to 
represent users on each side of the customer spectrum, as these can vary greatly in many different 
ways. They can work for small firms or large global organizations, prioritize quality or quantity 
and prefer personal contact throughout the service or automatic fast processes. See Appendix 2. 

Persona number one, Andreas, is a driven online seller who works with a tight budget at 
a small online clothes retailer that sells medium-luxury brands. He measures success in earned 
money and spends a lot of working time in negotiations. He got to hear about Smart Video from 
a friend and likes the product’s direct way of getting the customers to buy products. When 
ordering the service, he spends a lot of time talking to Smart Video to make sure that it’s the right 
product for his company and that they can promise him the quality he demand. By the time an 
account is set up, the company has produced two well though-through videos for the upcoming 
summer collection releases. They contain many different products and brands that all can be 
bought in the online store, and Andreas, that has also been a part in making the video, finds it 
important that the shoppable video will turn out exactly as planned. Therefore, he believes that to 
get it right he better participate as much as possible in the modification, and in the meantime 
hopefully save the company some money. The end result is finally published in the web shop and 
even though he is interested in data, on whether or not the videos were profitable and how each 
product is holding up, he forgets about the follow-up as his mind is already on the next business 
opportunity.  
 Persona number two, Bianca, works for an advertising agency that specializes on native 
advertising. She is involved with many different kinds of clients and this means that the 
possibilities for a solution as Smart Video are many and that the implementation of it varies a lot, 
from being about traditional sales to associate to, or inspiring, end costumers. As she believes it 
is a great way of reaching out to consumers, Bianca shows her clients a shoppable video when 
discussing advertising strategies. This usually captures the clients interest as they ask for an 
example that includes their own material. As this demo is meant to show how it could look in 
broad brush strokes, she believes that a short delivery time to maintain the interest is much more 
important than its actual quality. As a native campaign goes live, it’s important for the company 
that they’ve made the correct decision on using shoppable videos. Good numbers and long 
viewing times are essential for Bianca and she likes to keep everything well documented for future 
co-operations and references.  

4.4.2  Storyboard 
Although the personality and need are different from customer to customer, some parts in dealing 
with Smart Video remains the same for all of them. Together, these parts constituted the process 
that the new service concept are surrounding. As the customers will interact with this process, 
issues, or questions, occurs and the documentation of these constructed the storyboard seen in 
Figure 10. Below it follows a description of each step. 
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Figure 10. Issues and questions of the customer, when using Smart Video.  
 

1. The customer has found out about Smart Video and needs to decide whether or not it 
would be usable for the company. 

2. When confirming that Smart Video is usable, the customer needs to decide in what way 
they will use Smart Video and which payment model that suits them.  

3. The customer produces or collects existing material that are going to be used in the 
shoppable video.  

4. The customer supplies the operator with the material.  
5. The operator modifies the video. 
6. When the video has been modified, the customer gets to preview a demo to confirm that 

the result is satisfying.  
7. If it is, the operator delivers the finished shoppable video. If it’s not, the customer 

communicates what needs to be adjusted and it goes back to step 5. 
8. The customer implements the script and the shoppable video is live.  
9. The customer needs to decide on whether or not to continue using Smart Video. If yes, it 

goes back to step 3.  
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5  Iterative Design Process 
The design process, that bridges the gap between the research and the final result, had a parallel 
workflow that was divided into defining the service and prototyping the interface, see Figure 11. 
Here, the definition mainly used the user studies as a base, while the iterations built on involving 
the users in the design. 
 

 
Figure 11. The parallel design process workflow. 
 
The first step of the design process was to define the elements that were involved in the service 
and how each user was connected to them. Based on the research, six primary elements could be 
stated. These primary elements work as keystone interactions within the concept and between the 
different user groups. The six elements are, in order of when they apply; “order”, “material input”, 
“modification”, “feedback on demo”, “collect finished shoppable video” and “follow-up”. Where 
all of these except from “modification” involves the customer, the service was to be supplemented 
with smaller interactions that included other users, or combinations of them. Together they made 
up the service layout that could be seen in Figure 12. 
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Figure 12. The service layout in chronological order. With the user involvement visualized and 
key elements in bold.  
 
As shown, the actions that has to be performed are quite many, and although the majority of them 
are small, they normally take time to execute due to the fact that they are involving more than one 
user group. Something that, up to the thesis, had been resulting in an efficiency that depended on 
how fast the communication between these groups proceeded. For the new service, these actions 
had to be packed up in a more effective and intuitive way.  

To streamline the process even further for the operators that are to receive material from 
the customer, this material should be able to translate to Creative Tools automatically. Something 
that demands a link between the material input element and the tool as well as a standard in all 
input from the customers, for it to be interpreted automatically by the system. 

Pretty early in the design process and with the just mentioned reasons in mind, the 
decision to go for a web-based platform that included all elements and actions from “material 
input” and forth seemed obvious for many reasons. Where the many interactions, the identity of 
the product and the important Creative Tools’ online origin were the most prominent. Due to this, 
the desktop interface of the platform is the single most important touchpoint between customer 
and the service. As most of the actions that is the service will be managed from here, it’s important 
that it’s optimized for the intended delivery. Thus, an extensive three iteration-process began, 
with the reason to design an intuitive and attractive interface. During the iterations, the design is 
being presented as a wireframe prototype without the intention to represent Smart Video in their 
visual style language, but in an intuitive way placing the components that needs to be a part of 
the service for it to work as it should.  

5.1 Iteration 1 
With the components from the focus group and simple sketches as a guide, a first prototype on 
the customer interface could be constructed in Adobe XD. In this first version, focus was set on 
arranging the material input components in a way that enabled an intuitive workflow, constructing 
a follow-up dashboard that distinctly displayed key data and statistic, and designing a simple and 
easy way of previewing and provide feedback on demos. The interface was barely interactive and 
mainly meant to decide on feature placement, thus inviting employees of Codemill to give 
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feedback and discussing the prototype were at this stage considered to be a better way of 
evaluating it, compared to often used usability tests.  
 The customer interface is built in levels, where the home screen is meant to give the user 
an overview of their Smart Video account. From here they could create a new shoppable video by 
starting a new project, find old projects that have been launched and get informed on demos to 
preview and live videos to collect. See Figure 13. 

  
Figure 13. The customer interface home screen as it looked in iteration one. With action 
navigations to the left, running project collections to the right and the personal account shortcut 
in the top.  
 
Although it seemed that all components that were needed to provide the operators with material 
could be fitted in one view, the choice of dividing them into steps were done to improve the 
experience and ensure that no data were lost. The result was a process built on the four steps in 
Figure 14 to 19; “Add material”, “Customize”, “Time” and “Summary”, where each step included 
a number of actions, such as “add product”, “personalize font color” and “edit call to action”. By 
clicking “send material” in the last summary step, the user sent the material to be modified by an 
operator.  
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Figure 14. In the first step of starting a new project, the user uploads a video, products and a 
poster.  

 
Figure 15. The user is given the opportunity to personalize the look of the cards.  
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Figure 16. The products are placed in the third of the video that the user wants them to appear.  

 
Figure 17. The summary stage where the user can overview the choices made, as well as editing 
some of the inputs before sending the material.  
 
As the shoppable video demo returns from the operator, it needs to be previewed by the customer 
to ensure it turned out as intended. This interaction usually took time, when done via email, thus 
the intention was to simplify a task that is really as simple as answering a question; “Is this what 
you asked for?”. For the same reason, the procedure of collecting a finished shoppable video were 
designed in a similar way. But instead of giving feedback, the user was provided with a script that 
could be implemented at the customer’s website.  
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Figure 18. The preview and feedback-element done simple. With “often used” feedback options 
when the demo didn’t turn out as expected.  
 
Further, the follow-up dashboard was designed hierarchically with the most relevant data, such 
as Click Through Rate, CTR, visually prioritized. See Figure 5.1-7. As the different projects could 
be grouped in collections, the dashboard has a navigation bar where you scroll the videos in the 
particular collection and analyze how well the videos are doing when it comes to viewers and 
clicks, with respect to products or time. Additionally, the user could export the data if preferred.  

 
Figure 19. The dashboard that presented data on how the video has been doing since it was 
published.  
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5.1.1  Insights 
Many insights were gathered during iteration one. Below follow the most important ones that 
were to be used in iteration two.  
 

• Project description 
Instead of placing each product on a timeline to tell the operator when a product should 
appear in the shoppable video, the user might describe how the video will be used, and 
in that way inform the operator about the product cards. Since an approximate 
placement done by the customer needs to be redone when modifying anyway.  
 

• More distinct action buttons 
Although focus wasn’t in the details of the interface, effort should be put in making 
actions more intuitive. Especially when it comes to buttons and icons.  

5.2  Iteration 2 
Iteration one verified many of the thoughts applied in the first prototype, as the grouping of 
elements had turn out well and the flow between them seemed efficient. The layout of the home 
screen and the dashboard got great reviews in terms of usability while the other elements needed 
to be more intuitive. Thus, the just mentioned home screen and the dashboard got away with small 
changes, while the rest of the interface went through larger modifications to be able to work as 
subject for the usability tests performed in iteration two.  
 Although the components and their relative placement where good, the process of 
delivering material to the operator when creating a new project felt unintuitive and it was hard to 
get a good look on how it would turn out in the end. The layout was therefore modified to be more 
compact and since the visual style of the early prototype hadn’t been prioritized, the flat “section 
based” appearance of the dashboard in Figure 19 were chosen as the visual guide when designing 
the section, as well as the rest of the interface. A style that had proven to be both simple and easy 
to read, while maintaining a feel of “no style” that encourages users to give feedback on the 
concept. The new material input layout was divided into three sections; a navigation bar, a 
summary of made inputs and a space that varied depending on what media or project inputs that 
were to be done.  
 The first step in the navigation bar is the new “About”, as seen in Figure 20, where the 
customer adds information about the new project. By describing how the shoppable video is 
meant to be used when it goes live, the operator gets a better idea of how to modify it to please 
the customer. This action replaced the tedious “time”-step from the first prototype and increases 
the user control while reducing duplicated workload.  
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Figure 20. The first step of the material delivery process. With the navigation bar to the left, the 
input space in the middle and the summary to the right.   
 
The user goes through the steps each at a time by adding material that is going to be used in the 
shoppable video. Simultaneously, a note of the action is listed in the summary. When at the last 
step, as shown in Figure 21, the user could edit inputs in the summary, save the project or deliver 
the material by submitting it. 

 
Figure 21. The last step of the process, where the user can submit the project.  
 
In version two of the prototype, the feedback feature of the demo view was more complex. By 
adding predefined errors that are more likely to occur, the user finds it less disturbing to 
“complain” on the demo. Thus, increasing the customer service satisfaction. When clicking “No, 
it didn’t turn out as expected”, the question “What went wrong?” is shown to the user that is now 
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able to choose from errors by putting a mark in a checkbox or adding feedback in the “free text”-
box. See Figure 22. 

 
Figure 22. When answering no, the inactive field to the right turns active and enables the user to 
feedback on the demo.  
 
The personal account contained the features that were considered necessary for the interface but 
too small to be seen as an element of its own. The view includes an account overview, the 
possibility to extend the service subscription, messages and specific user settings. As seen in 
Figure 23.  

 
Figure 23. The personal account view with the details and message list to the right and the settings 
to the left. When clicking a message, it expands over the settings.  
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5.2.1  Interface Usability Test 
To test the interface from iteration two, usability tests were performed on five participants with 
the hopes of gathering insights for further design development. The participants are all from 
Sweden, thus the tests were performed in Swedish, and included four women and one man. All 
with good to very good computer skills. Although everybody has knowledge of Smart Video and 
understands the terminology that surrounds the product, some questions turned out to be hard to 
understand and needed to be rephrased. Resulting in a slight difference between the tests. The 
questions can be found in Appendix 3. 
 

• Start a new project 
All participants understand how to navigate from the home screen, start a new project 
and add the given input in “About”. It is thereafter clear for them how to step through the 
navigation bar by clicking the next symbol, as no one tries to hit the inactive “submit 
project” button to proceed. When it comes to customizing the cards, every one of the 
participants finds it hard to find where to modify all cards due to the fact that it is only 
one card showing in the “card preview” box. All participants manage to show only call 
to action by checking the box for “hide product title” and then change call to action for 
Product 1 in the summary list. Although, these actions take some time because of the low 
visibility of the icons. No one struggles with submitting the project.  

 
• Provide feedback on demo 

All participants understand how to navigate from the home screen to the demo view, 
“preview” the demo and then click the “no”-button to answer the question whether or not 
this is what they asked for. Although three of them gets confused with the inactive fields 
before activating them with the answering action. When being asked to state that the card 
font is wrong and needs to be redone, three out of five participants clicks the wrong check 
box and ends up in the “product list”. When finding the right box, everyone manages to 
activate “wrong font” and send the feedback.  
 

• Navigating live projects and follow-up 
All participants manage to find each collection’s total CTR in the list on the home screen, 
although one of them tries to click the number for more collection data. Navigating 
between projects and collections, as well as finding and reading different numbers, graphs 
and lists goes without problems for all participants. No one struggles with exporting a 
PDF. 
 

• Navigating personal account 
All five test participants manage to find the personal account page by clicking the profile 
symbol in the top right corner, find number of days left in the subscription and then extend 
it. When being asked to read the latest message, all of them finds the two new messages 
and clicks the most recent one. When navigating from the “message” view, to get back 
to the default one, two of the participants have some problems finding the “close”-button 
in the upper right corner, although the delay is not critical. When asked to change the 
settings so that they will be notified by email when receiving a new message, all 
participants finds the checkbox that activates the notification but the majority leans 
forward while doing it, complaining about the small text.  
 

• Additional comments from participants 
Although it has nothing to do with the actual usability of the interface, one of the 
participants thinks that you might benefit from being able to choose which product title 
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to hide, without having to hide them all. Another participant finds it hard to know what’s 
being sent away when submitting a project when there is no preview before doing so. The 
same one lacks the possibility to analyze whole collections more in the follow-up and 
suggests a level within each collection that summarizes all projects, much like the ones 
presented for each. Even though no one of the participants had a problem finding the 
export-button to download project data from the follow-up, three of them suggested 
making the icon more intelligible and obvious.  

5.2.2  Insights  
Many insights were gathered during iteration two. Below follow the most important ones that 
were to be used in iteration three.  
 

• No need for the preset choices in the demo preview section 
There is no need of the preset checkboxes that can be activated to mark an error in a demo 
since these actions don’t say anything about how to fix it. The benefits of the presets 
don’t apply when text-based feedback has to be added anyway.  

 
• No user control of submitted projects 

The projects can’t be viewed, edited or discussed during the modification process. The 
ability to follow a project from the point it gets created until it goes live should be 
considered.  

5.3  Iteration 3 
For the last iteration, some larger adjustments based on the insights from iteration two were done. 
It was clear that the overall layout had changed to the better from the first versions, as the use of 
the interface ran more smoothly and without any major disruptions. If the prototype had felt a bit 
uneven in its performance after iteration one, it was now more consistent, throughout all 
interactions, in what feeling it left the user with.  
 Although small changes were made in all sections of the prototype in the same way as in 
iteration two, iteration three had a few larger updates that aimed to significantly improve the user 
experience of the customer interface. The updates were all based on the insights gathered in the 
usability test and were the last major adjustments to be done to the prototype before the final 
design suggestion.  
 For the raw material input, and especially the customization part, to be clearer and without 
confusion on whether or not the user is editing within a certain product or generally for all, some 
layout changes had to be done. The non-hierarchic and clustered navigation bar was redesigned 
to better guide the user through the steps. The poster input was moved to be a part of the video-
section and the customization-button was separated from the three remaining buttons to clarify 
their importance in the process, see Figure 24. It was now also obvious that the customizations 
that could be done were general and not product specific. To emphasize this further, cards where 
lined up in a product bar, much like it would be in the finished shoppable video, as a preview to 
state that color- and font changes being made here affected all cards.  
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Figure 24. The new navigation bar layout and customization options field. The “hide product 
title”-option was moved to the product input and could now be applied on a single card, as 
visualized by the show/hide symbols in the summary’s product list. 
 
The largest change from iteration two was the ability for users to follow their project in the process 
more thoroughly, and not only in the follow-up after the project had gone live. This meant that 
the project showed up as “ongoing” at the home screen from the point the user either submitted it 
or saved it in the “start new project”-phase, see Figure 25. From here, the user could overlook 
what stage the project were in or click on it to get a better view, edit on the inputs done, review 
demos, collect the finished shoppable video or send project-related messages to Smart Video, as 
shown in Figure 26. A function that was applied to the live projects as well, where the user now 
could communicate on the specific live project as well as adjusting it by editing the summary list 
in the same way as when creating the project.  
 



 41 

 
Figure 25. The new home screen with the “ongoing projects” to the left. The red tabs notify the 
users of new events, such as messages, demo previews and finished shoppable videos.  

 
Figure 26. When clicking the most recent ongoing project in Figure 5.3-2, the project view opens 
up. From here the user can view and edit inputs and read messages, as well as proceed with 
actions shown in the bar to the left. 
 
The last thing to be modified was the preview demo section. As it wasn’t necessary to provide 
the user with preset feedback, the option was removed. The section was instead located in 
connection to the message field of the current project, making it easy for the user to give feedback 
on a demo that didn’t turn out as expected. Additionally, this added to the thought of making the 
projects and the communication around them more accessible to the users no matter where in the 
process it was. See Figure 27. 
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Figure 27. The demo preview view where the user can accept the preview or comment on any 
errors.  

5.3.1  Insights 
Many insights were gathered during iteration three. Below follow the most important ones that 
were to be considered before suggesting the final design.  
 

• Less of a finished video in preview 
The preview view in the customization stage of the project section doesn’t have to show 
a complete “video” since it’s only the cards that can be customized and the “play”-button 
might confuse the user.  
 

• Better visual connection between ongoing and live projects 
The newly added ongoing project-bars style doesn’t resemble the live ones, which makes 
it difficult for the user to see that there are both the same kind of project, but in different 
parts of the process.  
 

• Improved account page-layout 
Some changes could be done in the account view. The two “halves” might change side to 
make it more intuitive and the “settings”-section needs to be clearer. 
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6  Final Design Suggestion 
The final concept is a service that enhances the experience of Smart Video and streamlines the 
process, for the different user groups, when creating shoppable videos. Now Smart Video has the 
opportunity to offer their customers not only the successful shoppable video itself, but also the 
experience of being a part in producing it. Making it more attractive to all users. This has been 
done by structuring communication, making it easier for the customer to share the material that 
is going in the shoppable video, introducing a way for them to follow their projects as they are 
published and packing the features up into an online based service. 
 The single most noticeable feature of the service is the desktop interface that has made it 
possible for Smart Video to adapt to this approach. From here, the users interact with users from 
other user groups to produce shoppable videos custom built to communicate with the end 
customer that sees it. For this to work, the interface is divided into three to turn to the different 
users’ needs, clarified in Figure 28. As the Smart Video user group’s main task is to manage 
customer accounts and supporting them, the operator’s side of the interface integrates with 
Creative Tools where much of the work is being done. Prioritizing the ability for material and 
data to run smoothly in connection to the tool and that the ideas of the customer are mediated 
properly to be interpreted and translated into a finished shoppable video. The third and most 
important side of the interface is the customer’s, from which the largest part of the actions is 
managed. Being the only visible service component for the buyers, before the shoppable video, 
it’s of essence that the experience of working within it satisfies the user.  
 

 
Figure 28. The interface, divided in three.  
 
The first step for Smart Video in approaching a new potential customer is to get them to believe 
that the asset is a good investment for the company and that it will raise the attractiveness of what 
they can offer their own customers. When this is done, the customer orders the service by signing 
up to the subscription that gives them access to their own Smart Video account within the online 
interface. Applying a subscription model to the new service has many advantages, both for the 
customer and Smart Video. This means that by the time a customer decides to order and pay for 
the service, they feel obligated to use the features it provides. Which in turn leads to the feeling 
of it to be usable for the customer as well as more shoppable videos on the market, and as “the 
word on the street is hard to master” (Customer 1) Smart Video needs every exposure possible to 
grow.   
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6.1  Customer Interface  
The customer interface builds on four out of the five key elements in the shoppable video-
experience provided by the service; “material input”, “feedback on demo”, “collect finished 
shoppable video” and “follow-up”. Where the fifth one is the mentioned “order” element that 
stands alone, thus it’s being completed before the customer gets access to their account. The 
design of the interface is based on the structure of the wireframe prototype that was formed in the 
design process and with the Smart Video brand language as a guide, to make it fit within the 
product family. A layout overlook can be seen in Figure 29.  
 

 
Figure 29. A schematic description of the interface layout.  
 
The landing page of the interface is the home screen seen in Figure 30, from which you can get 
to all features available within the service. From here you create new projects by clicking the 
button to the far left of the page, extend your subscription, or managing the account more 
thoroughly via the profile shortcut in the top right corner. You can also scroll through live projects 
for an easy overview of how they are performing and click any of them for more details, or switch 
to the “ongoing project” view to discover demos to preview or finished videos to collect. If an 
account contains many projects they can be organized in collections as well as searched for in the 
top of the page.  
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Figure 30. The home screen. 
 
Below follows a detailed description of the interface with selected views to show the design as 
well as the functionality of it.  

6.1.1  Create New Project 
The process of creating a new project is built in steps that can be navigated in the vertical bar on 
the left. The user starts in “About” by describing the project in short terms to tell the operator how 
the final result expects to turn out and state some guidance in how to regulate the flow of cards. 
While all input is mirrored in the summary to the right as its being added for a better overview of 
the project, as seen in Figure 31. At this point and forth, a project can be saved as an ongoing 
project at the home screen, to get back to later. In all steps it’s also possible to write Smart Video 
a message in the bottom of the page, automatically labeling it with the present location.  

Proceeding to “Video”, the user adds the video that is going to be used in project either 
from a file on the computer or by linking to an URL. This steps also allows the user to add a 
poster to use as the first frame of the shoppable video, before it has started playing. See Appendix 
4 for the video input component.  

Moving on to the last input stage, the user adds products to be shown on the cards in the 
product bar, as presented in Figure 32. Besides the required title and call to action, possible inputs 
are URL and image, as well as the choice of showing or hiding the product name on the card. As 
with previous steps, the information is gathered in the summary, where it’s possible to change the 
settings for each product afterwards.  
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Figure 31. The “About” view with the summary that mirrors the actions to the right. The 
“continue” button remains deactivated until enough input has been made for the customer to 
move forward.   
 

 
Figure 32. The “Product” view looks similar to the previous ones, although the input options are 
different.  
 
Continuing to the last step where the user can overlook what is to be submitted and customize 
details on the shoppable video to suit any company styles or the page on which it will be 
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published, see Figure 33. The customer can change the color of the cards and font, or the font 
itself, by choosing between preset alternatives or add either a color or font of their own choice by 
clicking the plus button on each option. Colors are added by hex-code or from a palette, as seen 
in Appendix 4, and fonts are uploaded from the computer. When satisfied with the look, the user 
sends the project to an operator by clicking “submit project”. 
 

 
Figure 33. The last step of creating a new project. Where the customer can customize the cards.  

6.1.2  Project Pages 
By clicking a collection on the home screen, it opens up the first project in it. From here it’s 
possible to navigate between all projects within the same collection by the use of the navigation 
bar. A project page is personal for each project and holds information about it, the finished 
shoppable video itself and a message thread with all messages regarding it, as shown in Figure 
34. If needed, it’s also possible to edit the input and change the look of the video from here.  
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Figure 34. The project page with information about the project, message section and the 
possibility to switch between projects in the navigation bar to the left.  

6.1.3  Preview Demo  
When a demo is ready to be previewed, a “demo preview” notification is shown on the project in 
question under the “ongoing projects” tab on the home screen, see Figure 35. To get to the demo, 
the user can then either click on the project to get to a project page and then from there navigate 
to the “demo”-page or press the notification directly in the project list.  
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Figure 35. One of the ongoing projects has a demo to preview. 
 
When doing so, the customer is presented to a view like the one in Figure 36, that gives reveals 
the opportunity to play the demo and see if it turned out as expected. By clicking “Yes” the 
customer is satisfied with the result and requests the finished shoppable video, while if it’s not 
good, the customer is being asked to feedback on what to change. The feedback adds to the 
project’s message list, as part of the communication between Smart Video and the customer, on 
the subject of the specific project.  
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Figure 36. The demo view from which the customers approves the demo. The “Follow-up”-mode 
is deactivated, as the project hasn’t yet gone live.  

6.1.4  Collect a Finished Shoppable Video 
The procedure of collecting the finished shoppable video is almost the same as when previewing 
a demo. At first, the user gets a notification in “ongoing projects” that says there are a finished 
product ready to publish. As in Figure 35. This notification then leads the user to a view within 
the project page that contains an example on the result as well as a script to implement on the site 
to which it was modified. If the platform on which it will be embedded is one of the usual ones, 
a guide on how to implement it are attached. After the video has been collected, the project 
automatically moves from “ongoing” to “live”. 

6.1.5  Following Up on Projects 
Although it’s possible to get a quick look of how a collection is performing on the home screen, 
in-depth data and statistics can be found by switching to the follow-up view in those project pages 
that carries a live project. See Figure 37. From here, it’s possible to view a detailed dashboard on 
how the project is doing in terms of traffic. The same navigation system as in the project pages 
applies, meaning it’s easy to compare projects within the same collection. The follow up presents 
the most usable data for the customer to analyze, including CTR, total views, total clicks, device 
ratio, views per day, view completion and clicks per product. By changing display mode in the 
bottom right corner, it’s possible to see how a project has been doing for a certain time span and 
any data can be exported by clicking the PDF-button on the top of the dashboard.  
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Figure 37. The data follow-up dashboard that is being activated by switching from “Project 
page” to “Follow-up” in the top of the page.  

6.1.6  Managing the Account 
The personal account settings can be reached from anywhere in the interface by clicking the 
“profile” button. From the account page it’s possible to extend the service subscription and 
communicate with Smart Video on a message section that isn’t connected to any specific project. 
A section in which the “labeled” messages from when creating new projects, and their answers, 
end up. Additionally, it’s possibility to add and overview card-customization settings and group 
projects in collections from here. At last, the user can decide whether or not to receive an email 
when a new account notification appears, when the subscription is about to run out or if anything 
out of the ordinary happens with a project.  

6.2  Details 
Important service details that needs to be mentioned.  
 

• Deadlines 
It’s possible for the customer to set a last date for when the finished shoppable video 
needs to be delivered from the operator. As well as requesting a date for when a first 
demo could be previewed. Adding a deadline may come with an extra cost, depending on 
the agreement made when ordering the service.   
 

• Personal contact 
Most of the in person-contact between customers and Smart Video will be taking place 
before setting up the account. When that is done, most of the communication will be done 
via the platform. Although if needed, personal support will be provided if needed, either 
by the use of the message function within the interface, or by phone. 
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• Follow-up meetings 
When following up on their first project, customers may request a follow-up meeting with 
a Smart Video representative to discuss the results and how to read the dashboard data. 
Emails that summarizes the result is also possible. 
 

• Default settings  
If all possible input isn’t provided from the customer when creating a new project, the 
operator will apply default settings on the features where information was left blank. 
 

• Arranging collections 
The live projects can easily be arranged in collections from the account page, as seen in 
Appendix 4. By adding collections and organizing the projects, even the customers that 
produces a lot can keep track of their work.  
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7  Discussion  
When starting the thesis, I found it strange that many companies had so little user involvement in 
their software development and I thought that increasing it would improve the product without 
that much effort. Although now, I understand that introducing users doesn’t come without 
problems. As online services are kind of hard to concretize, especially when still in a conceptual 
development phase, it’s difficult to present it to the user study-participant so that they see the 
whole picture in the way it’s supposed to be seen. Thus, turning to people that can relate to it, 
such as team members, are tempting. As it’s faster, cheaper and less of a struggle. The same logic 
applies to quantitative studies that demands for the participants to have thought the issue through 
before being a part of, let’s say, a survey.  With this said, I believe that this thesis shows that user 
involvement still is of essence, but that a fast proceeding development, to keep up with the market 
demand, are substantial as well. That concentrating users’ involvement to certain specific phases 
of the process where their opinions really matter is strategically beneficial and enables an efficient 
progress that doesn’t neglects the user. These specific phases, where the users can influence the 
outcome, appears to be at the very beginning of the software development and during testing. 
Thus, this is where the “reality checks” are most important and if appropriate methods are chosen, 
much information and insights can be generated in a reasonable time.  
 When spending so much time researching different ways of involving the user in the 
design, it would have been interesting and educational if there was one especially suitable for this 
kind of process, that I hadn’t come in touch with before. But as it turned out, the chosen ones are 
applied by so many projects because of their ability to adapt to different subject and always 
provide data. Making them the best choice for many projects.  
 I believe that the most interesting part of the project was the design process, and 
especially the prototyping of the interface. Looking at the prototype in the first iteration and then 
comparing it to the one in the last round, or even the suggested concept, you clearly see how 
powerful the methodology of an iterative way of working is. By continuously test and evaluate 
the design in the present of UX- and interaction designers at Codemill, the usability of the 
interface got essentially better. While at the same time, I learned a lot in an area of design that I 
wasn’t familiar with prior to this semester.   
 As a master’s thesis at KTH can be written by either one or two students, a reflection on 
the choice of doing it by myself had to be done. I believe that writing a thesis like this by yourself 
has both its negative and positive sides. Whereas having control of the process, keeping track of 
the progress and “getting your will through” being positive ones, the negative sides revolves 
around the lack of ability to discuss possibilities and to have somebody that can “carry the load” 
when you are struggling.  
 Finally, a concept related issue. The new and more effective process of producing 
shoppable videos builds on the operators’ availability to deliver whenever a customer creates a 
new project. As of now, there are no assigned operators that are specialized in modifying videos. 
Something that might need to be considered as Smart Video grows and larger numbers of 
shoppable videos are being produced. Although now, when the traffic is relatively low, this isn’t 
a concern.  

7.1  Ethical Considerations  
By 2017, almost every Swede used the internet to buy and consume products (Internetstiftelsen i 
Sverige 2017). From an environmental, social and economic point of view, increases in 
consumption stands out as highly relevant reasons when looking at changes (Goodwin et al. 
2008). The fact that the master’s thesis is a part in developing a product that, for most of the users, 
directly intends to increase their customer’s consumption should not go by without comments. 
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Although, when looking at the actual Smart Video product, it should be seen as a tool for 
companies to more efficient present their content. Whether that is products for consumption, 
services or community information. Adding to this, Smart Video has stated ethical guidelines to 
look back on when working with the product, engaging with customers and relating to 
competition. These guidelines contain the consumption issue and can be read in its whole in 
Appendix 5.  

7.2  Future work 
Due to the limited number of hours that could be put in this project, some prioritizes had to be 
done during the course of it. This chapter therefore states what I believe to be the next step in 
designing the service, starting with the most important.  

While focusing on the one that meets the customer, an interface that receives material 
and connects to Creative Tools for the operators to interact with is needed. For the concept to be 
as efficient as intended, a great deal of effort needs to be put in this part.  
 One of the most important subject surrounding the service that hasn’t been discussed in 
the report is the pricing model. Questions like “What would be the cost of a service like this?” 
and “Will the cost increase with the number of shoppable videos produced by one customer?” 
needs to be elaborated for the service to be realizable.  
 Although the wireframe prototype where extensively worked through and evaluated, the 
final design of the interface, the suggested one that carries the style of Smart Video, hasn’t been 
usability tested. While it builds on the layout of the last prototype and where looked over by 
employees of Codemill, it needs to be tested in a controlled context to ensure it is effective and 
intuitive in its visual style.  
 The design of the interface is not compatible with mobile devices. With a growing mobile 
market, where much of the online traffic being managed on smartphones and such, this should be 
considered in future versions. 
 As the original Smart Video product changed during the course of the thesis, some new 
features had to be considered. One of them being the fact that you now don’t have to use a video 
as the main media in the shoppable video. But you can show a picture with rolling cards 
underneath. Or nothing at all, just the bar itself. Thus, these options need to be added in the 
“material input” section. 
 The message part of the customer interface isn’t optimized. The present mode applies 
different message plugins for different pages, with the reason to keep the subjects apart and 
thereby simplify for the user. A solution that didn’t turn out as good as it was visualized and it 
should be revisited. Here, a hovering message field visual in all pages might be a better approach.  
 The fact that every online platform, on which a customer might want to publish their 
shoppable video, are built in different ways makes it difficult to “help” the user with advices on 
how to implement it to their sites. Fortunately, there are a few which occurs more frequently than 
others that would benefit from a preset user guide to how to implement the shoppable video.  
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8  Conclusion 
The main goal of “presenting a design suggestion that spares the customer the process of 
modifying the material themselves, while they still feel in control of the end result and engaged 
in a satisfying user experience” are considered achieved. This has been made possible by using 
the methods of involving users, suggested in the theoretical study. As the final result is a service 
where the customers don’t have access to Creative Tools itself, but an online account that allows 
them to, in detail, “order” shoppable videos while at all the time being able to overview and make 
changes in the process.  
 The most suitable user study methods for this project appeared to be interviews, focus 
groups and field notes. Thus, these were chosen after a theoretical study that investigated the 
general view on such, reviewed previous examples of applying user studies in similar cases and 
examined the best way of inviting the users to this kind of projects.  
 The research showed that the needs, of the users in general and the customers in 
particular, varied greatly. Especially when it came to what was important for the customer when 
outsourcing the production of their content. Therefore, the finished service allows the users to 
alternate what to deliver to Smart Video before modifying the shoppable video.  
 By gathering all features and actions needed to produce a shoppable video in one place, 
the process is streamlined and more effective. Looking at one part of the transformation; much 
has been done by only reducing the large amount of tedious emails sent, as all communication 
now is managed within the service’s interface.  
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10  Appendices 
Below follow the appendices that has been referred to in the thesis. 





 

Appendix 1 -  Time Schedule  
The time schedule that was constructed during the planning of the project. 
 

Time schedule. 

 
  



 

Appendix 2 – Personas    
The two customer personas 

 
Figure 10. A summary of the two customer personas. 
  



 

Appendix 3 -  Usability Test Questions  
The questions that were used in the usability test in iteration 2. 

Step 1 
• Skapa en ny shoppable video för Wordpress, med influencers och med produktkort som 

visas när produkten visas i videon. 
 

• Lägg till video, poster och produkter. För att sedan byta färg på texten till en personlig.  
 

• Bestäm dig för att du endast vill visa “call to action” på korten och ändra sedan call to 
action för Product 1 från Buy now till Read more. 

 
• Skicka in materialet till Smart Video 

Step 2 
• Du vill granska en ny demo och inser att typsnittet på produktkorten är fel och måste 

göras om. 

Step 3 
• Vad är den totala CTRen för ditt senaste projekt? 

 
• Hur många har kollat på din första video i ditt femte projekt? 

 
• Hur exporterar du en PDF med statistik över denna video? 

 
• Du vill få en ungefärlig uppfattning av hur många visningar per dag din första video i 

ditt senaste projekt har haft den senaste månaden. Hur gör du? 
 

• Hur många har klickat på den produkt som klickats mest i din andra video i detta 
projekt? 

Step 4 
• Hur många dagar har du kvar på ditt abonnemang? Förläng!   

 
• Läs ditt senaste meddelande. 

 
• Du inser att du inte har fått reda på att du fått ett nytt meddelande och vill ändra på det. 

Hur gör du?  



 

Appendix 4 -  Interface Components  
Important customer interface components. 
 

 
Figure A1. The video input component.  
 

 
Figure A2. The “add color-popup” that replaces the customization sections when clicking the 
add color-button.  



 

 

 
Figure A3. The section in which the customer arranges the projects in collections. Projects can 
be moved between collections, the order of the collections can be modified and new collections 
can be added.   
  



 

Appendix 5 -  Ethical Guidelines  
 
Ethical guidelines for Smart Video, stated by themselves in the spring of 2018.  
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