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ABSTRACT 

Despite the importance of pets in people’s lives and the possible emotional value of purchasing a pet, there is a lack of niche 
pet marketplaces. There is also a gap in research regarding the design of online marketplaces for finding pets and how users 
experience them. With this thesis project, I aim to touch upon that gap and provide insights to build upon in future research. 
This is achieved by providing recommendations of features that can enhance the user experience by addressing existing needs 
and concerns. To answer the research questions, interviews and a workshop were conducted followed by an analysis. Based 
on the findings, prototypes were designed and evaluated. Finally, the results of the study are discussed from a user experience 
perspective. 
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ABSTRACT 

Despite the importance of pets in people’s lives and the 
possible emotional value of purchasing a pet, there is a lack 
of niche pet marketplaces. There is also a gap in research 
regarding the design of online marketplaces for finding pets 
and how users experience them. With this thesis project, I 
aim to touch upon that gap and provide insights to build 
upon in future research. This is achieved by providing 
recommendations of features that can enhance the user 
experience by addressing existing needs and concerns. To 
answer the research questions, interviews and a workshop 
were conducted followed by an analysis. Based on the 
findings, prototypes were designed and evaluated. Finally, 
the results of the study are discussed from a user experience 
perspective. 
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INTRODUCTION 
According to Eurostat, the statistical office of the European 
Union, the number of people in Sweden who shop online 
has increased over the years [28]. Even though no statistics 
were found concerning pet sales specifically, the increase of 
e-commerce can help understand the use of online 
marketplaces such as Blocket for purchasing pets. Such 
online marketplaces provide several useful elements, 
however, they are not adapted to the purpose of finding 
pets. Therefore, there is reason to question and analyse the 
experience of using this sort of solution. It concerns the 
purchasing and selling of lives and thus it could have an 
emotional value. This gives reason to study the necessity of 
a niche marketplace for pets, and how one can be shaped to 
provide users with a good user experience.  

Research objective 

The main objective of this thesis is to offer 
recommendations of features to consider in the shaping of a 
mobile marketplace for finding pets in order to provide an 
enhanced user experience (UX). In the context of this 
thesis, features refer to the design possibilities that the 
concerns and needs of users can be translated into. 

The research questions that this thesis aims to examine are 
the following:  

• What are users’ concerns and needs when looking 
for pets on an online marketplace? 

• What are some of the main features that can affect 
users’ experience when looking for pets on a 
mobile marketplace?  

By answering these questions this degree project can offer 
guidelines for how to think regarding the design of 
marketplaces that include pets as well as meet the need of a 
more niched option than the ones existing today.  

This study was carried out in collaboration with the digital 
agency Mobile Interaction, who assisted me with guidance 
during the project as well as a space to work at. They work 
with the development of mobile solutions; therefore, this 
thesis focuses on a mobile marketplace.  

Delimitations 

Based on the results of this study, a digital prototype 
covering the most important and interesting features will be 
designed using a prototyping software. Thus, not all the 
features will be presented. This study covers marketplaces 
where the users are both the purchasers and sellers of the 
platform and focuses on users on the purchasing end. The 
target group consists of people in Sweden that have 
purchased or considered purchasing a pet online as well as 
people who are interested in pets.  

BACKGROUND 

By performing a literature study covering previous 
research, a theoretical background for this thesis could be 
built. The following research as well as the theories and 
concepts they include will serve as a basis for this project. 

User experience and experience-centred design 

Within the field of UX there is a lack of consensus about 
the definition of the term. According to research conducted 
by Effie Lai-Chong Law et al. where 275 UX practitioners 
and researchers were asked about their definition of the 
concept, there are three main points that most of the 
participants agreed on [10]: 

• UX is dynamic, which means that the experience 
changes throughout the interaction. The experience 
should be seen in its entirety, including before, 
during and after reaching the user goal.  

• UX is context dependant, meaning that the 
situation or environment in which the solution is 
used can affect the experience.  

• UX is subjective, it is based on the perception of 
the person using the designed solution. The 



perception is influenced by different factors such 
as previous experiences [23]. 

Designing for user experience is about creating value and 
meaning for the user [23,27]. According to Peter Wright 
and John McCarthy a suitable approach for experience-
centred design is qualitative and dialogical [27]. The latter 
implies that experience is created through communication 
between the user and the designer. Robinson et al. argue 
that good UX is about designing for the reality that the 
human is accustomed to and should take human traits, 
behaviours and surroundings into consideration [23]. 

Online marketplaces  

An online marketplace is a digital space where people can 
purchase items. A topic that has been studied and that 
several research papers cover regarding online marketplaces 
and online shopping is trust [11,12,19]. According to 
previous research, there are several features that can be 
designed for in online marketplaces in order to build trust. 
A manner in which trust can be handled and in which users 
can gain an understanding of whether or not a seller is 
reliable is through the marketplace’s use of rating system 
and or comments. One study indicated that the inclusion of 
text comments, in addition to a rating system, is essential in 
order for the purchaser to know more about a seller’s past 
interactions with other purchasers [18]. Through that 
information the purchaser can build trust in the seller and in 
their credibility and benevolence [18]. Another factor that 
affects the trust of users is communication. By integrating 
features that enable communication and that allow 
interaction between sellers and purchasers in marketplaces, 
trust could be increased [16].  
Other important factors that have been studied and that 
should be considered are the design and experience of 
online marketplaces. If users are provided with a design that 
enables a more enjoyable process that therefore enhances 
the emotional experience, they are more likely to continue 
using the platform [9]. An approach to achieving an 
enjoyable experience is through information architecture 
design. On platforms that contain a lot of information it is 
important to organize the content to avoid information 
overload [7] and thus avoid affecting the experience 
negatively. This entails that user behaviour and satisfaction 
is influenced not only by the functionality of the platform 
but also by the emotions that the platform and its features 
can cause through design.  

The human-pet relationship  

Several studies have been conducted within the areas of 
sociology and psychology concerning the role of 
companion animals in the lives of humans. Researchers 
suggest that pets can have a positive impact on their 
owners, affecting them both physically and psychologically  
[2,17,25]. They can provide humans with positive, 
unconditional and non-judgemental emotions that can lead 
to an improved quality of life for their owners [17]. 
According to research pets are commonly perceived as an 
extension of the family by their owners [6,14]. This is 

further supported within the field of consumer research in 
the article Consumers and Their Animal Companions that 
discusses pets being perceived as friends and family 
members [8].  

In their research, Michael B Beverland et al. suggest that 
the benefits that pets can bring and the bond that can be 
developed serve as motivation for purchasing or adopting 
pets [4]. Moreover, people have certain expectations 
regarding the experience of ownership. According to a 
study focusing on dog ownership, in order to achieve a 
good match between dogs and owners these expectations 
need to be based on knowledge [21]. This entails that in 
order to avoid mismatches and negative experiences, people 
need to be informed and to educate themselves regarding 
pet ownership.  

However, there are certain variations of perspectives, 
motivations and intentions of pet ownership [4,8]. These 
variations regard both selling and purchasing pets. On the 
purchasing or adopting end there is certain worry that 
people who breed and sell pets might have underlying 
motivations that are not in line with their values, such as 
financial gain [13]. There are also people who are 
intrinsically motivated and view pets as individual beings or 
extrinsically motivated and view pets as possessions that 
bring the owner benefits of status among other things [4]. 
Concerning these contrasting viewpoints of pet ownership, 
people with different motivations might be concerned that 
their expectations will not be met when purchasing or 
selling a pet. This in turn could cause a lack of trust 
between different parties since expectations that are not met 
on online marketplaces can have that negative effect [20].  

From the research presented above it is noticeable that there 
is a gap regarding mobile marketplaces where pets can be 
purchased and how they are designed and experienced. It is 
that gap that this thesis will address. Henceforth, sellers will 
refer to all users who intend to sell pets on a marketplace.  

METHOD 

To collect data for this study, user-centred and experience-
centred design methods were used. The process was divided 
into six stages and since the study is of the qualitative sort 
the stages were planned accordingly.  

Interviews 
The study was initiated with two interviews with people 
who had previous experience of purchasing pets in online 
marketplaces. Due to the time limit, I decided to recruit two 
people who I knew had that experience, a 34-year-old male 
and a 25-year-old female. The former purchased a dog that 
he no longer owns, and the latter purchased a cat. With the 
interviews, I intended to gather an overview of the process 
of searching for pets online, the potential needs that exist as 
well as the concerns that can emerge in such situations.  

In order to collect qualitative data concerning the user 
experience as well as to perform a thematic analysis on the 
found data, the interviews were semi-structured. They also 
consisted of open-ended questions so the interviewees 



could elaborate their answers. Follow-up questions were 
used to capture the details and encourage the interviewees 
to develop their answers further, as recommended in 
Understanding your Users: A Practical Guide to User 
Research Methods [3].   

The interviews were recorded and then transcribed, as 
suggested by Clarke and Braun [5]. Thereafter, common 
topics between the two interviews were clustered with 
quotations that support the topics. Based on the topics a 
number of key features that could be desirable were 
identified as an initiation of the analysis that would be 
performed later.  

Workshop 
To achieve deeper understanding of the users as well as of 
their needs and concerns, a workshop was conducted with 
five participants who were recruited through contacts. The 
group consisted of three female and two male participants 
within the age range of 22 to 48. Four of the participants 
had purchased a pet online and one had searched for a pet 
online, although he never purchased one.  

The workshop was initiated with a short introduction where 
the aim and purpose of the thesis were presented. The 
participants also briefly shared their experiences of 
searching for pets online. Subsequently, the set-up of the 
workshop was presented to the participants, explaining the 
three main parts, a card sorting warmup, a brainstorming 
session and a sketching session.   

Card sort is a method that can be used for several purposes 
one of which could be to quickly gather insights on what 
the participants prioritize [1]. In this project it was used as a 
warm-up in order to encourage participants to start 
discussing and feel more comfortable in the formal setting 
of the workshop. The participants were asked to place the 
cards in order of what they prioritise in marketplaces for 
finding pets. 

After the card sorting exercise, the participants initiated a 
brainstorming session with the task to write down as many 
issues and possibilities as possible concerning marketplaces 
for finding pets. Once the session was over, the participants 
presented what they had written. After the presentations the 
participants voted for the three issues or possibilities that 
they perceived as most important. 

 
Figure 1. Three of the participants sketching their ideas 

The following step was to start the sketching session which 
was meant to bring underlying thoughts to light that the 
participants might not have shared during previous parts. 
The group was divided into two smaller groups within 
which they created three sketches for each of the three post-
it notes that they had previously voted for. Figure 1 shows 
one of the groups sketching their ideas. When the sketches 
were finished the groups shared, discussed and inspired 
each other to develop their ideas further.  

The valuable data from the workshop was not necessarily 
the designs that the participants produced but what was 
shared about the concerns and needs that their previous 
experiences had led to. 

Analysis  

After collecting the data, it was analysed using a method of 
qualitative analysis. The specific method used in this thesis 
was thematic analysis (TA) as described by Clarke and 
Braun in their chapter of Handbook of Research Methods in 
Psychology [5].  

The first step was to examine the data thoroughly in order 
to code it thereafter. The data from the interviews as well as 
the workshop were coded separately. I examined the 
transcripts to find what could be potentially relevant to 
answer the research questions and also recorded why they 
could be relevant. When similarities were found between 
data gathered from different participants, they were quoted 
beneath the same code as support. As I proceeded with the 
TA, the codes were also revised, modified and expanded 
when it seemed suitable according to the data.  

Thereafter, the themes were formed based on common 
aspects between the codes. With the themes, I aimed to 
understand the broader issues that the codes touched upon. 
After revising and concluding them they were translated 
into the features that would potentially contribute to 
answering the research questions.  

Sketching/prototyping 

Based on the themes, several sketches were made 
representing different design ideas. The initial sketches 



were made in a sketchbook, however, once I had decided 
which design ideas to develop further, I used sheets of 
paper and a variety of colours and post-it notes to achieve 
more detailed sketches. A part of the sketches can be seen 
in figure 2.  

 
Figure 2. Ideas of features were turned into sketches 

The next step of the process was to create a prototype with 
the use of the prototyping tool Adobe XD. Initially only one 
prototype was designed, presenting the chosen features. For 
the evaluation, however, two additional prototypes were 
made, somewhat adjusted to the personas and the scenarios 
that the evaluators would play out.  

Evaluation 

To determine if research questions had been answered, an 
evaluation was included with the goal to conclude if the 
features of the prototype address the common needs and 
concerns of users. The evaluation consisted of individual 
sessions with a think-aloud focused on experience and a 
card sort. For these sessions four new participants were 
recruited, two females and two males between the ages of 
19 and 25. The participants were students from the Royal 
Institute of Technology (KTH) as well as contacts and were 
all interested in pets, however, none of them owned one.  

Since the participants did not have previous experience of 
purchasing pets online, a sort of roleplay was included in 
the evaluation for the think-aloud. This was inspired by 
Wright and McCarthy who discuss that one of the 
approaches for studying experience is role-playing, which 
allows for imagination and encourages interest [27]. To 
perform role-play, personas and scenarios are necessary, 
therefore two of each were created based on data about the 
previous participants to evaluate all the available features. 
According to Kathy Baxter et al. personas should include 
details such as goals, relationships and expectations while 
scenarios should cover the situation, the procedure and 
tasks among other things [3]. These were some of the 
elements that the scenarios and personas of this study 
covered. Each participant was assigned one persona and 
scenario to read through and play out. After the think-aloud, 
concluding questions were asked.  

The final step of the evaluation was a card sort where the 
participants had to place the cards with both positive and 
negative words under three different categories. The 
categories were that they agreed, disagreed or were 
uncertain about if the word described the prototype. After 
placing each card under a category, they were asked to 
motivate their choice.  

RESULTS 

Due to the qualitative character of the study and the large 
amount of data that has been collected the results that are 
presented are the ones found through the TA.  The designed 
prototype and the evaluation results are presented as well.  

Interviews and workshop 

The themes found through the TA highlight the main 
concerns and needs of users, both explicitly stated and 
underlying ones.   

Trust and security 

One of the recurrent themes throughout the interviews and 
the workshop was the need to feel that the seller is 
trustworthy. During the interviews, the participants spoke 
about the importance of serious sellers when looking for 
pets. According to the participants’ previous experience of 
looking for pets online, there were two important factors 
that affected their choice of seller.  

The first factor was the shared information about the seller 
and about their pet. Information that the interviewees 
wanted to see about the former included their location and 
their contact information. What was most important 
regarding the pet was medical information (such as 
vaccines that the pet had received), having a pedigree and 
photographs of the pet. 

The second factor was the carefulness of the seller 
concerning the potential purchaser. According to the 
participants of the interviews, the sellers were perceived as 
serious if they cared to know more about the person 
interested in the pet. It could be that they wanted to know 
more about the purchaser and their living conditions to find 
a suitable home for the pet.  

One of the workshop participants had also experienced a 
situation where the seller had provided false information 
about the pet and became unreachable when the participant 
attempted to contact him post-purchase. Four out of the five 
participants agreed that it is challenging to know if a seller 
is credible and that there is a concern for being deceived. A 
number of suggestions for how to address these concerns 
were discussed such as adding ratings or reviews of sellers 
and including a more detailed application process on 
marketplaces. One specific idea for the latter suggestion 
was to include the use of a digital identification service to 
confirm the identity.  

If the participants felt that they could trust the seller, they 
also felt more secure about the decision to purchase the pet. 

  



Personalisation 

Considering the amount of knowledge that needs to be 
acquired prior to and during pet ownership, the process of 
purchasing or adopting a pet can be complicated. This 
applies particularly to people who are inexperienced. An 
opinion that four of the workshop participants agreed on 
was that the marketplace should enable users to find 
information that is relevant for them according to their life 
situation. Their suggestion was to sort the information into 
categories that the user could go through to make it easier 
to find the right pet to purchase. 

“Yeah it should say for example for families, 
for single people (…) it would make it a lot 
easier and you would get the right dog at 
once”  

Important factors that can influence the choice of pet 
mentioned during the interviews were among other things 
the life situation and interests of the participants as well as 
the personality and characteristics of the pet. One of the 
interviewees even felt that if she had known better, she 
might have chosen differently while purchasing her pet. 
Another thought that was brought up during the interviews 
is that not all pets are suitable for all people.  

“Just as all humans are unique all dogs are 
also unique (…) There are people who 
shouldn’t have certain breeds because they 
can’t handle them, because they don’t 
match.” 

By providing personalized content based on data about the 
user these thoughts could be addressed, and inexperienced 
people could receive guidance in their search.  

Furthermore, interviewees expressed uncertainty regarding 
their methods for training their pets and that they would 
have liked to teach their pets more commands. This kind of 
information could be offered in a personalized manner if 
desired. The fact that the participants of the interviews did 
not seem to have considered services that could solve some 
of their concerns, such as a day care for pets, led to the 
thought of personalized suggestions for services as well. 
Including services such as groomers, courses for training 
pets and insurances for instance.  

The interviews also resulted in a few ideas of features for 
pet care that are slightly out of scope for a marketplace and 
more related to post-purchase. Nevertheless, they reflect the 
interests and potential post-purchase needs of prospective 
pet owners. These ideas include personalised features 
related to the user’s already owned pets. 

Sensitivity and humaneness 

This theme is less extensive than the other ones, however, it 
was expressed by the participants of this study that it was of 
importance to them that the process of purchasing or 
adopting a pet should be humane. The sensitivity with 
which pets are handled is important. According to 

comments from the workshop there is a concern for how 
previous owners have treated their pets and the intentions of 
both sellers and purchasers. For them, this issue is related to 
the insufficient requirements for joining marketplaces and 
being permitted to sell or purchase pets online.   

For interviewees, the manner in which the marketplace 
works was of importance in that it should not give a distant 
feeling. Animals should not be treated in the same manner 
as other goods that are sold on marketplaces.    

“I wouldn’t want it to be mechanical. I would 
want the adoption process to be a little more 
humane or more like… I wouldn’t want to 
have a hub of dogs to be adopted that you’re 
just supposed to pick between. It feels cold.”  

Information and facilitation 
As previously mentioned, the specific information provided 
by the sellers about themselves and the pet that they are 
selling is necessary for the participants to be able to choose 
adequately. Moreover, when a person is planning on 
purchasing or adopting a pet usually a lot of research is 
carried out beforehand, which means that there is a need for 
access to general information as well. Valuable 
information, especially for first-time purchasers, could 
cover different animals and breeds and how to care for 
them.  

Workshop participants also mentioned uncertainty 
concerning their knowledge about other parties, such as 
insurance companies. They thought that information about 
such parties could be important to have easy access to. 
Another comment given by the interviewees was that it can 
be expensive to visit the veterinarian. For one of them it 
could be a process to book an appointment due to economic 
reasons. By providing a digital option for facilitating 
communication with such parties, the experience of caring 
for the pet could be enhanced.  

Moreover, it is important that the communication with the 
seller is smooth and simple, not only during but also before 
and especially after the purchase. Interviewees thought that 
the possibility to contact the seller post-purchase was 
essential, especially to first-time purchasers because then 
they could ask questions about the pet if necessary.  

Lastly, the participants discussed the difficulty of knowing 
what products to purchase for the pet and how to prepare 
for it. In their opinion it should be a simple task to purchase 
items and that currently it is easier to do so in a physical 
store. One of them said that if these things were gathered in 
one place where there were reviews to rely on, he would 
search for products online. This entails that recommended 
products in the marketplace could be of interest. 

Clarity and simplicity 
Although workshop participants expressed an interest in a 
more thorough application process, one of the participants 
thought that a too complicated process could affect the 
motivation to join the marketplace negatively. As regards 



the interview participants and this theme, they expressed a 
need for simple use of marketplaces as well, without time 
consuming sign-up processes.   

Furthermore, according to the interviewees there is an 
abundance of sources to gather information from about 
pets. This was also expressed by the participants of the 
workshop, who thought that this abundance could lead to it 
becoming challenging to find the information that they were 
looking for. One of the participants thought that even when 
he found websites that contained the information that he 
was looking for, they were often difficult to navigate and to 
understand.   

After examining and analysing all the results from both the 
interviews and the workshop, the themes that could provide 
the most valuable experience are the ones presented above. 
A number of the needs and concerns were designed for in 
the prototypes.   

Prototype 

Sign-up 

In the first step of the registration the user needs to fill out 
their email, identification number and a password. The 
identification number is intended to ensure the seriousness 
of the user as they would have to verify their identity and is 
meant to increase the sense of security.  

Furthermore, according to the results of the study a 
personalised experience should be provided for the users 
who would appreciate guidance in their search. By offering 
a sign-up process including three steps with questions about 
the user, the content of the marketplace can be filtered and 
adapted to the user. The three questions concern the pets 
that the user is interested in, their life situation and their 
preferences, and are based on input from the workshop 
participants. The first question that the user is presented 
with is shown in figure 3. This feature is mainly intended 
for first-time purchasers that according to the results could 
wish for more assistance. This part can also be disregarded, 
allowing the user to access all content without 
personalisation in a simple manner.   

Pet store 

Once the information has been entered, a list is presented 
with suitable pets and breeds that are available to purchase, 
as shown in figure 4. It is called the pet store and is based 
on how the breeds’ general characteristics match the user’s 
information. The pet store screen also includes a search 
function for the user who knows what they are looking for 
and a bar at the top with categories to sort the pets if 
necessary. The navigation bar at the bottom of the screen 
allows the user to explore other features of the platform.  

     
Figure 3. The pet store with pets that are suitable for the user  

If the user wishes to know more about a specific pet, they 
can access more information by selecting it. The next 
screen contains a description with titles that represent the 
different sections of information about the pet that should 
be covered. It includes the pet’s characteristics, the medical 
care that the pet has received and requirements regarding 
the purchaser. If available, it is also possible to see more 
photographs of the pet. All of this information should be 
provided by the seller during the process of creating the 
page for the pet. Furthermore, it includes the seller’s name, 
their photograph if shared and their location on a map. It is 
possible to contact the seller directly on this screen and also 
to save the pet listing. All of this to increase trust among 
users. 

Additionally, at the bottom of the same screen is a list of 
recommended products related to that specific pet, 
according to the expressed needs of the study’s participants. 
It serves mostly as a facilitation for users with less 
experience that may be uncertain of what products are 
needed when purchasing a pet. In the prototypes the 
products are displayed by squares each with the word for 
the product that it represents. The squares serve as 
placeholders for what should be products.  

These interfaces were consciously designed to enhance the 
senses of sensitivity and humaneness. The size of the slots 
in pet store and of the photographs in the pet listings were 
intended to decrease the feeling of scrolling through any 
other product. Other marketplaces use smaller slots possibly 
to fit more content on the screen, however, I aimed to give 

Figure 4. The sign-up allows users enter their information to 
access personalised content 

 

personalised content 



each pet more space, allowing the user to perceive the pets 
as individuals and decrease the feeling of being distanced.  

Information 

For the user who is interested in reading about pets and 
breeds, there is a screen that offers information of several 
categories such as food, training and grooming. 
Subcategories simplify the process for the user who wants 
to read about a specific type of animal. For each of the 
articles there is an image to achieve a more interesting 
experience. If the user knows what information they are 
interested in, it is also possible to use the search function. 
Figure 5 shows an example of this feature where the user 
can read about food for dogs. 

     
Figure 5. Information for the users interested in pets 

The information screen also provides a personalised 
experience with the possibility of categorising the 
information according to the pet or pets that the user 
already owns. The decision to include this is based on the 
interviewees experience of lacking knowledge in some 
respects regarding their own pets, as previously mentioned. 
The personalised category is based on the feature that will 
be presented next.  

Your pet(s) 

The last feature that is not usually a part of marketplaces is 
the possibility to add already owned pets to be provided 
with personalised content based on them. However, since 
the results of the study show that there are concerns and 
needs that such a feature would address, I decided to 
include it in the prototype. Furthermore, it is a seemingly 
uncommon idea that was interesting to study.  

Users can insert their pet’s information by filling out a form 
including a field for the pet’s name, the option to add 
pictures of the pet and a set of features that would be related 
to that specific pet. Once the form has been filled out, a 
profile of sorts is created for the pet. Examples of features 
that could be offered are recommended products and 
recommended services which would be particularly helpful 
for inexperienced owners. The latter can be seen in figure 6. 

 
Figure 6. Recommended services for the user’s pet 

Including such a feature would entail that the marketplace 
would expand into another type of platform that would 
address needs of people who own pets as well.  

Evaluation 

According to the results from the evaluations participants 
thought that the prototypes covered an interesting concept 
with useful features gathered in one place. Being provided 
with general information about different pets and how to 
care for them as well as with specific information 
concerning already owned pets was appreciated and 
experienced as helpful, especially for first-time purchasers. 
Evaluators thought that by offering users all the presented 
features on the same platform, the process of finding 
information and pets was simplified. One of the evaluators 
said that by not needing to look for information elsewhere 
the user does not have to worry about what websites they 
can trust. Another thought was that a solution with niched 
content can help people who are interested in that content to 
reach their goals more easily. They would not be affected 
by other types of content that could be found on general 
marketplaces.  

Despite the amount of information that the prototype 
covered, the evaluators thought that the design was quite 
simple and that the features were well organised. One of the 
evaluators thought that a simple structure is important when 
there is a lot of content so that it is not experienced as 
confusing or distracting. Another participant said that the 
categories on the information screen were a good solution 
for organising the information making the design feel 
simple.  

Even though the prototypes were experienced as mostly 
simple and clear, all evaluators felt that there were certain 
elements that were confusing as well. The negative feelings 
that were experienced were partly caused by limitations of 
the prototype or the design such as buttons that were not 
interactive. Moreover, two of the evaluation participants 
said that they were confused about where to find what they 
were searching for at first, although it became easier the 
more that they explored the prototype.  



An opinion shared by all four evaluators was that they 
enjoyed the type of content that the prototype consisted of 
and the use of photographs in the design. According to one 
of the evaluators there are two benefits to including 
photographs on the pet store screen. Not only do they help 
the user know what to expect regarding the pets, but it also 
provides a more interesting experience than it would have 
been if the design was text-based. She thought that without 
the images the design could be perceived as boring, 
possibly causing a negative effect on the motivation of 
using the platform. Three of the evaluators appreciated 
being presented with images of pets, which was expressed 
both verbally and non-verbally during the think-aloud 
sessions. It was also stated by two of them that they could 
imagine spending time merely looking at the pets.   

Regarding the personalised content, the evaluators thought 
that it was useful especially for first-time purchasers. 
However, the opinions about the personalised list of pets in 
the pet store differed among evaluators. One evaluator 
thought that it was positive since users would not have to 
filter the content themselves and the process of finding a pet 
and a breed that matches the user was simplified. Another 
evaluator appreciated the increased effectivity that the 
personalisation lead to and the possibility to find breeds that 
might not have been considered to begin with. However, he 
wished for more control and the possibility to access all the 
content at first to later filter it himself. The features related 
to the already owned pets were also perceived as positive 
because they could lead to more knowledge that could be 
useful during pet ownership.   

Moreover, evaluators were uncertain about the security and 
trustworthiness of such a platform. Most of the evaluators 
thought that as the prototypes are currently designed it is 
challenging to determine if a user is credible. They 
understood that the purpose of entering the identification 
number during the sign-up was to create a sense of security 
regarding other users, however, there was some 
disagreement on whether or not it was helpful. One 
evaluator thought was that by requiring users to enter that 
information they would need to be honest about who they 
are and therefore they would be encouraged to be truthful. 
However, all of them thought that it was requested too early 
in the process. They felt unaccustomed to and uncertain 
about the reason for entering their personal details before 
being able to see what the platform offered. Furthermore, 
evaluators thought that the sense of security and trust could 
be increased by including a clearer method to verify all 
types of users. A mentioned suggestion was to include a 
rating system. Another thought was that it can be normal to 
feel nervous and uncertain about purchasing a pet, 
especially online, and perhaps those emotions cannot be 
addressed through the design of the solution.  

Lastly, there were also some relevant comments about the 
sensitivity of the prototype and to which extent it was 
perceived as humane. During the card-sorting exercise a 
majority of evaluators could not relate the word humane to 
the solution that they were presented with. The one 

evaluator who could, thought that humaneness was 
achieved by allowing sellers to share a description about 
each pet. Through that description sellers could express 
their care for the pets and provide an overview of their 
living conditions. The other evaluators agreed on that 
feature leading to the prototype being perceived as more 
sensitive. If the pet is presented as individual being that has 
been properly cared for by the previous owner, it could lead 
to a sense of the process being more humane or sensitive.  

DISCUSSION 

According to the results of the evaluation sessions, the 
existing needs and concerns were addressed to some extent 
by the features in the prototypes. In some respects, the 
intended experience was not fully achieved due to 
functionalities of the prototyping tool or because of the 
visual design. However, the evaluators thought that there is 
potential for the ideas behind the presented features. Thus, 
offering a niche pet marketplace could address users’ needs 
and concerns that were found in this study. 

Themes and features 

The needs and concerns that participants of this study have 
experienced in their previous search for pets involve trust, 
personalisation, humaneness, information and clarity.  

Trust through identity verification and information 

According to the results, features that could increase trust in 
sellers are a rating system and a review system, which is in 
line with previous research [18]. The prototypes did not 
include these because I decided to explore other, less 
common manners to enhance trust in the attempt of 
exploring something other than what already exists. 
However, the evaluation validated that such features should 
be considered in the design of a mobile pet marketplace. 
What was included in the prototypes was the suggestion to 
require users to confirm their identity before entering the 
marketplace. Evaluators had varying opinions about it, but 
they all thought that it should be possible to explore the 
solution before having share that personal information. An 
alternative would be to require identity verification later, 
once a user wants to sell a pet on the marketplace or when a 
user wants to interact with a seller for instance.  

Another manner to achieve increased trustworthiness would 
be to design a form that sellers should follow while 
describing the pet, containing the same titles as in the pet 
listing screen. Even though such a form cannot ensure that 
the shared information or description is truthful, it allows 
potential purchasers to see what parts have not been filled 
out. Based on that they can form their own opinion about 
the user’s trustworthiness. The purchasing users can also 
achieve a better understanding of who the seller is by using 
the communication feature that is also offered. This was not 
explicitly commented on by evaluators, although it aligns 
with previously mentioned literature suggesting that by 
allowing users of a marketplace to interact with each other 
their sense of trust could increase [16].  



One of the evaluators suggested that certain nervousness 
can arise while online shopping that might not be possible 
to address with features, which is also an aspect to consider. 
Research shows that if a user has experienced negative 
transactions or interactions previously they are more likely 
to have negative feelings about the sellers on a marketplace 
and think more about the risks [20]. This aligns with the 
idea that UX is partly based on previous experiences [23]. 
Design can be used to attempt to filter out unserious and 
unreliable users, however, it is not possible to guarantee 
neither the benevolence nor the trust of all users in the 
marketplace. 

Personalisation through filtering and special features 

One of the three main points of UX is that it is subjective 
[10,23], which this study also supports. Even though there 
are certain similarities between people’s needs and 
concerns, they also differ on some points as presented in the 
results. As proposed by this study, these differences could 
be addressed through personalisation. By adapting the 
process and the content to different types of users it is 
easier to fulfil their individual needs and help them reach 
their goals as they desire. This was attempted with a 
personalised list of pets on the pet shop screen. With this 
feature users can worry less about finding a suitable pet. 
However, the solution should perhaps also offer a manual 
filtering feature to give users more control, as suggested by 
an evaluator.  

Furthermore, personalisation was aimed for by allowing 
users to add their owned pet to the solution. A more 
complex suggestion for the future is to include features 
related to animal-machine interaction. It could include 
features for interacting with the pet while being on separate 
places such as the possibility to contact the pet through 
video or feeding the pet remotely. Other ideas could 
concern a tracking-feature with sensors allowing the user to 
see the pet’s position for people who worry about losing 
their pet. Such features would also address the dynamic 
aspect of user experience as they would add a post-purchase 
experience as well, leading to a more holistic experience. 
However, this also leads to certain ethical questions. It 
would for instance require thinking about how the solution 
should handle the passing of a pet. The experience of losing 
a pet can cause great grief for the owner due to the bond 
that has been lost  [17]. This kind of issue should be taken 
into consideration in the design of such a feature.    

A significant challenge of personalisation is people’s 
sensitivity regarding the personal data they share and how it 
is handled by the service and product providers. According 
to a report by an organisation called Digital Catapult, 
consumers’ trust in the technology industry has decreased 
throughout the years due to lack of transparency and user 
control regarding user data [15]. Distrust can lead to 
decreased willingness to use a digital solution. Therefore, it 
is necessary to take these aspects into consideration while 
designing an online marketplace with personalised features.    

Humaneness through design and transparency 

Elements that were found that are not quite covered by 
literature about e-commerce and online marketplaces are 
the humaneness and sensitivity of the process of purchasing 
a pet online. Considering the possible significance of pets in 
the lives of humans [2,8] it is understandable that 
participants of this study find sensitivity and humaneness to 
be important. The results indicate that there are two aspects 
of this theme that also go together. The first concerns how 
the pets are presented on the marketplace through design. 
The second covers how pets are treated by their current 
owners or how they will be treated by the potential 
purchaser.  

As regards the first aspect, a sense of humaneness was 
aimed for by shaping the marketplace to enhance the 
feeling of pets as individuals. Evaluators did not 
specifically comment on the design of the marketplace in 
relation to humaneness and sensitivity, however, they did 
enjoy the use of photographs of the pets. They were also 
positive about the information and description shared by the 
seller about the pet since it could provide them with an 
understanding of the previous living conditions of the pet. 
This touches upon the second concern of the participants of 
this study. By providing a design that encourages sellers to 
be transparent about their pets, this concern among 
purchasing users can be addressed. It would help prevent 
false expectations and allow increased understanding of 
sellers’ motivations. One option for encouraging 
transparency is to, as previously mentioned, provide a form 
according to which information about the pet should be 
shared.  

This study showed that it is challenging to design for 
humaneness and sensitivity and the theme should be 
explored further to find other features that could increase 
those senses.    

Information through articles and forms 

A majority of the interview and workshop participants were 
inexperienced when they decided to purchase a pet and they 
felt that it made the process more complicated. Certain 
expectations existed that for some of the participants were 
not fulfilled, either because of lacking information from 
sellers or for not being well-informed about the pets and pet 
ownership. As briefly mentioned in the results section of 
this thesis, one of the interviewees even felt that she might 
have chosen differently if she had known better. That sort 
of situation could be avoided through knowledge [21] by 
providing informational articles for purchasers and by 
designing forms for transparency among sellers. There is 
however also a limitation to this issue because pets can 
have different personalities even if they belong to a breed 
with certain characteristics. Personality traits could be 
difficult to notice or anticipate when an animal is a new-
born. In those cases, the seller is unable to share that 
information with potential purchasers. This means that a 
risk of mismatch based on personality is potentially 
unavoidable and therefore the user experience regarding 



this specific aspect can only be addressed to a certain 
extent.    

Clarity through structure and onboarding 

Lastly, in order to create a positive experience on a 
platform that offers a lot of content there is a need for that 
content to be well organised and clear [7], which 
participants of this study also expressed. Evaluators thought 
that even though the prototype was perceived as a little 
confusing in the beginning it became clearer once they 
understood how it was structured and the purpose of certain 
elements. After the evaluation I understood that by 
providing an onboarding feature and including explanations 
of the different elements the experience of this kind of 
solution could be improved even further.  

Limitations and future research 

Firstly, there is a lack of representation of different users. 
Since themes such as trustworthiness and security also 
concern users who are sellers [26] it is important for 
marketplace providers to take them into consideration. 
Furthermore, users are usually not homogeneous, meaning 
that they can have different and perhaps even conflicting 
needs [22]. This highlights a limitation of the evaluation 
since it only covered two personas. Future studies should 
include a more varied set of participants and focus on users 
with other motivations and needs.   

Secondly, purchasing a pet can be a long process and each 
step of the process can be completed in different situations, 
which was not considered in this study. Therefore, the 
findings of this study were not validated for different 
contexts of use and for the users’ real surroundings. A more 
complete enhancement of the experience could be aimed for 
by exploring different situations or environments in which 
the solution could be used.  

Furthermore, the prototypes and the interactions that they 
include offer merely one example of how a mobile pet 
marketplace can be designed to provide a good experience. 
Even though I sought to focus on features that were less 
common, certain design elements that are commonly used 
in different types of mobile solutions were included as well. 
The reason for this was to avoid the sense of unfamiliarity 
among the evaluators concerning the prototype. However, 
there are other potential features and design possibilities 
that could also address the themes of this study. These 
include for instance using videos of pets to possibly 
increase the senses of trust and humaneness. Another factor 
that could increase the trustworthiness and security of a 
marketplace is the inclusion of a middleman, such as the 
service provider. They would act as an intermediary 
between users to ensure proper communication and 
interaction between them. A middleman could also 
determine who is allowed to join the marketplace and help 
with the validation of users, which could serve as a 
guarantee that the users are serious and trustworthy. 
Regarding the theme of personalisation, there could be 
other solutions to generate questions for the sign-up process 
that could provide a more accurate personalised experience. 

By collecting data about users’ behaviour and preferences 
such as what pets have been purchased and why, the 
questions and filtering of the content could be based on 
previous behaviour patterns. These sorts of functionalities 
are however more challenging to include in a prototype and 
to evaluate short-term. In order to explore such possibilities, 
further research would be necessary.  

There is also reason to discuss the methods of this degree 
project since these can have affected the outcome of the 
study as well. As regards the workshop that was conducted, 
it might have limited the participants to base their thoughts 
and opinions on designs that they are used to seeing and 
using. By using other, more challenging methods that allow 
the participants to consider unexpected situations and 
problems, other types of results could possibly be achieved. 
Those results could in turn lead to a solution with different 
features than the one that was developed in this study. To 
ensure that other possibilities for enhancing UX are 
covered, future studies should aim to use other types of 
methods that encourages participants to be more creative. 

Lastly, this study can serve as an introduction into the area 
of UX and mobile marketplaces in general as well. For 
deeper understanding certain less explored themes could be 
studied individually. Also, designing a mobile solution 
requires several iterations and evaluations to determine how 
the solution should be organised and if features should be 
added or removed to avoid information overload.  

CONCLUSION 

The needs and concerns people have regard trust and 
security; personalisation; sensitivity and humaneness; 
clarity and simplicity; information and facilitation. To 
enhance the UX of a mobile marketplace for finding pets it 
should address these needs and concerns. This could be 
achieved with features that were presented such as a 
personalised pet store, recommended products and 
informational articles. Furthermore, there are possibly other 
features to explore in order to address the needs and 
concerns of other types of users. Although in order to 
achieve further enhancement of the user experience and to 
avoid information overload, several design iterations would 
be necessary. This would have to be explored in future 
studies.  
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