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Sammanfattning 
Information från användare på internet kommer i olika former som t.ex. videor, sociala medier, 
recensioner och andra interaktiva program där information kan spridas. Informationen på dessa 
plattformar har potential att hjälpa utvecklare att få en djupare förståelse kring användarnas 
beteende, problem och behov, med syftet att fånga värde och implementera det för att öka chansen 
för framgångsrik produktutveckling.  
 
Målet med denna uppsats är att förstå hur användarskapat innehåll förhåller sig till 
produktutveckling samt hur användarskapat innehåll kan användas från idé till prototyp. Detta har 
uppnåtts genom att skapa en process som fångar kundvärdet av användarinformation som delas på 
internet. Information på internet kan ge en bättre uppfattning av kunders behov vilket i sin tur ger 
en mer värdefull idégenereringsprocess.  
 
Med hjälp av iakttagelse och kommunikation med personer på olika onlineplattformar har 
information samlats in. Utifrån den insamlade informationen upptäcktes ett potentiellt behov för 
personer som led av kalla händer när de spelade dataspel. Utifrån behovet utvecklades ett koncept 
som potentiellt kan uppfylla behovet och lösa problemet. Konceptet är i form av en prototyp som 
eventuellt kan leda till en ny produkt – en spelmus med värme. Processen med datainsamlingen 
som tog fram den nya prototypen satte grund för rapporten. 
 
Rapporten kommer fram till ett verktyg som förklarar hur processen drar fördel av användare på 
webben för att ta fram nya idéer för produktutveckling, idéer som sannolikt är mer anpassade till 
kunderna och deras behov än vad idéer från traditionella produktutvecklingsprocesser är. 
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Abstract 
Information from users on the internet come in different forms and shapes, e.g. videos, content on 
social media, reviews and other interactive platforms where information can be shared. The 
information on these platforms have the potential of helping developers gain a deeper 
understanding about users’ behavior, problems and needs for the purpose of capturing value and 
implementing it to increase the chance of successful product development.  

This paper aims to explore the role of User-Generated Content in New Product Development and 
how User-Generated Content can be used from idea to prototype. This is achieved by setting up a 
process for capturing customer value with the help of user information that is shared on the 
internet. Information on the internet can give an accurate understanding of customers’ needs which 
allows for a valuable idea capturing process. 

Information was gathered with the method of collecting information by monitoring and 
communicating with people on different online platforms. Based on the acquired information from 
users, a pain for customers with cold hands while gaming is discovered. From the understanding 
of the problem, a concept is derived as a possible solution. The concept is in the form of a prototype 
that is a possible suggestion for a new product to be developed – a gaming mouse with heat. The 
process which brought forward the new prototype set the foundation for this report. 

The result of the report is a process of how to operate with users on the web to generate new ideas 
for New Product Development, ideas that likely are more aligned with customer needs compared 
to traditional New Product Development processes. 
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1  INTRODUCTION 
This chapter presents the background and the purpose of this paper. Two research questions are 
stated in the purpose section. Delimitations are stated in the end of this chapter.

1.1 Background 
New Product Development (NPD) processes have stagnated and become too conventional (Von 
Knippen, 2005). Most ideation methods within NPD are based on the needs of customers, but these 
methods can be to some extent limited when it comes to understanding the need and capturing it 
(Piller et al., 2016). This comes down to user behavior, how it’s linked to the truth of what a 
customer’s actual need is, since human need is constantly changing, but what doesn’t change as 
much is the human behavior.  
 
Access to the internet has increased tremendously worldwide and the time being spent on the 
internet is also growing. The number of daily internet users in Sweden during the year 2018 was 
81,92% (OECD, 2019). We learn, inform, buy and do much more on the web. Our visit on the web 
is always recorded in one form or another (Langville and Meyer, 2011). This record of us visiting 
the web is in other words called data which in Latin translates to information (Dictionary, 2019). 
Throughout human history, information has had a vital role in shaping the present and determined 
the shaping of the future (Langville and Meyer, 2011). Now, with more people having access to 
the web it means that there is more information at one’s disposal. This shows the increased 
potential of the internet being used as a source of information to help developers in shaping the 
future of our society to the better, which is done by developing new services and products that are 
better aligned with the needs of the customers (Füller et al., 2006; Kujala, 2003; Piller et al., 2016; 
Sawhney et al., 2005).  
 
The computer science department are well schooled and adapted in the concept of information 
gathering and the importance of it, which is also, partly, the explanation to why Google is so 
successful. They have figured out how to utilize the value of information. Although Google and 
similar tech companies rely on advanced AI- programs, these programs are not always obtainable. 
According to Langville and Meyer (2011) there are hardly any simple ways of gathering 
information on the web that isn’t conventional or doesn’t involve AI or a third-party software – 
compared to the method that is used in this research, which is more focused on manual information 
gathering. 
 
The information that is left behind when surfing the web is in other words called User-Generated 
Content (UGC), which can be any information or data from a search history to a like or comment 
on social media or any other content made by a user. The stored information is what companies 
harness to improve their product and service to better match this information, to be better aligned 
with the general opinion of their customers (Nagamachi, 2002). There is an abundant amount of 
UGC that appears in a multitude of forms on the web and accessing this kind of data can give an 
insight about what products to develop for people (Ye et al., 2011).  
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1.2 Purpose 
The purpose of the paper is to explore UGC as an approach to capture value during the ideation 
stage of NPD and test this approach in practice from idea to prototype in order to evaluate it. 
Through this approach, our objective is to develop a process for how to capture customer value for 
NPD using UGC from online communities. By defining a process, we aim to simplify product 
development in regard to searching, identifying and capturing user needs in the early stages of 
product ideation. Our main assumption is that collecting data on customers and their behaviour 
from the web provides a richer and more accurate depiction of real customers’ needs hence 
allowing for a valuable idea capturing process.  
 
The focus of this paper is NPD in the gaming industry - hence we have chosen an online platform 
of a large community of gamers to reach the objective of our study. The gaming industry is rapidly 
increasing in number of users and revenue, where the market is expected to reach $180.1 billion 
in revenues in 2021 (NewZoo, 2018). Gamers are a type of consumer who often are very outspoken 
about their needs because they are constantly online on different forums within different online 
communities. They are easy to discuss with and easily accessible throughout the internet (Füller 
et al., 2006). 
 
More specifically, the primarily form of UGC we refer to in this paper, are interactions with 
livestream video recordings of gamers in Twitch. Twitch is a livestreaming community for games 
with a real time chat log (Twitch, 2019). Other forms of UGC that the paper will touch upon will 
be online forums (real time chat). Both Twitch and online forums are digital with a high frequency 
of community interactions generated from the users on these platforms, which make these 
platforms a valid case for observing UGC. This paper considers all information generated from 
users on Twitch and online forums as UGC. Online communities are a subdomain of UGC, which 
is illustrated in Figure 1. 

 
Figure 1. Different forms of UGC 

 
 
 



 

 3 

1.3 Delimitations 
PC gaming is largely more dominant than console, and is played more online, which leads to more 
information and content being generated by users. While looking at PC gaming, it has been decided 
to only look at the most popular games which is further described in chapter 3. Method.  
 
Another delimitation in this paper is to decide that the NPD process essentially begins with Twitch 
to then use online forums. This avoids us looking at other sources, such as YouTube and other 
online communication platforms due to both time- and resource restrictions. 

A concept will be developed, where the concept or prototype generates a solution to the identified 
problem through UCG with minimal functions. It is after this point that it is decided by verifying 
iterations, business models and market analysis to continue with NPD which is where this paper 
draws a limitation. 
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2  FRAME OF REFERENCE 
In this chapter, two methods of product development are presented with different frameworks 
which are helpful to answer this papers research question. 

2.1 Conventional Product Development Methods 
2.1.1 New Product Development 
NPD practices are based, as reflected in academic literature, on stage gate processes, concept tests, 
analysis based-approaches to asses consumers’ needs and reactions to new products, simulated test 
market, and diffusion models. These aspects are the dominating aspects of the marketing approach 
of NPD (Baker, 2016; Wind and Mahajan, 1997). NPD is managed systematically in most large 
companies. These large companies often use Stage-gate processes to ensure that resources are 
allocated for NPD to provide competitive products (Cooper, 2008). Marketers believe that the best 
sources of competitive product ideas come from potential or current customers. The problem 
though, is that customers lack the imagination for creative and competitive new products that 
address their or others emerging, or existing, needs. Studies have shown that customers in focus 
groups fall for products with only minor changes from current product - and when the new product 
reaches the market, customers are less inclined to change their purchasing habit due to a minor 
change (Goldenberg et al., 2003). 
 
Most developers are encouraged to “think outside the box”, freeing up their creative space and try 
to imagine innovative products for customer needs. Unfortunately, this kind of brainstorming leads 
to fuzzy ideas that often are too far out from the company’s brand image and/or core capabilities. 
Goldberg et al. (2003) presents five innovation patterns that product developers can follow to reach 
an “innovation sweet spot” - just far enough from existing products, but close enough to fall within 
a company’s existing positioning and capabilities. This pattern follows a systematic inventive 
thinking, which has resulted in many successful NPD projects. The systematic inventive thinking 
model is redefining traditional brainstorming for a highly disciplined “inside the box” approach 
towards idea generation. “Inside the box” starts with an existing product rather than with customers 
unmet needs. The purpose of the method is to get away from the principle of listening to the voice 
of your customers, but rather listen to the voice of your product instead. By drawing new product 
ideas from current products, while using a company’s core capabilities, reduces the chance for 
developing a product that is difficult to produce or market due to customers or marketers’ 
preconceptions (ibid). 
 
The systematic inventive approach begins by listing essential elements of a product, both physical 
components and attributes, along with a products environment - such as user and usage. Then, 
following five generic innovation patterns to manipulate these attributes for NPD. These five 
generic innovation patterns are according to Goldberg et al. (2003): 
 

• Subtraction - Most developers think about addition when developing new products. This 
often leads to a “feature creep” which increases complexity of the product. By subtracting, 
or reducing, a feature or attribute, a more simplistic product can be created. 
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• Multiplication - Multiplying an existing product component once or more and altering the 
copy in an important and innovative way. The idea is not to double the quantitative purpose, 
but to achieve a qualitative change - e.g. Gillette double-bladed razor. The added blade is 
set at a slightly different angle to raise hair while the other blades cuts them clean. 
 

• Division - To divide a product into components parts to observe the components out of a 
new perspective. It can either be physical division (a product is cut along a physical line), 
functional division (components with different functions are separated) and preserving 
division (each component preserves the characteristics of the whole). E.g. Hi-fi which was 
separated into speakers, tuners, CD and tape players. 
 

• Task unification - A product innovation can be made by assigning a new task to an 
existing element of the product or its environment, to unify two tasks in a single 
component. E.g. having instructions on the package of a build-your-self product instead of 
an instruction folder of paper which can easily be lost. 
 

• Attribute Dependency Change - Products often have attributes that are connected to its 
environment (e.g. color dependent by gender on certain products). Innovative products can 
rise from creating new dependencies where they don’t ordinarily exist and modify or 
dissolve dependencies where they do. E.g. eyeglasses are not dependent on the color of the 
lens and external lightning conditions. Which leads to glasses with the functionality of 
sunglasses when exposed to sun. 

 
NPD is often an overarching implicit, if not explicit, goal for managers. Many have tried to conduct 
best practices with benchmarking studies in the search of learning about, exchanging, and adapting 
NPD best practices to their organizations (Kahn et al., 2006). Other disciplines like sales 
forecasting have capitalized on benchmarking data by organizing disciplinary learning’s into best 
practice framework. Benchmarking is a way to create a sustainable, competitive advantage through 
improved business performance (Camp, 1998). 
 
Main focus lays on the core capabilities in an organization while benchmarking, which are 
important to nurture and develop. Core capabilities, such as technical systems, skills and 
managerial systems, often inhibit innovation and thus become core rigidities (Leonard-Barton, 
1992). This leads to most innovations and product development efforts focus on incremental 
innovations (Veyzer, 1998). What is being asked when working with NPD, is if the NPD process 
for discontinuous products differ from the process for incremental, or continuous, products. 
 
2.1.2 Fuzzy Front-End 
Ideas to the Fuzzy Front-End (FFE) often emerge from new intersections of already existing 
knowledge or assumptions (Björk and Magnusson, 2009). Many NPD projects fail to meet 
objectives where the root causes of these failures can be traced to the FFE. The FFE is the stage 
where ideas are created and further developed into product concepts, being decided with a “go” or 
“no-go” to continue with formal NPD or not (Florén and Frishammar, 2012). Front-end activities 
often take place in informal organizational settings, where these activities and ideas often are ill-
defined, surrounded by high degrees of complexity and uncertainty. The front-end combines 
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crossroads of complex information processing, tacit knowledge, and conflicting organizational 
pressures (ibid; Khurana and Rosenthal, 1998). These challenges are often larger and even more 
difficult to handle when firms try to develop radical innovation efforts, or under open innovation 
processes where terms and conditions are unknown. Open innovation processes are dependent by 
technology transfer of knowledge and ideas from outside the firm, which creates larger obstacles 
for radical innovation. Hence, the front-end stage is difficult to grasp and handle, yet critical for 
radical and discontinuous NPD (Florén and Frishammar, 2012). 
 
Since the FFE is lengthy, poorly understood, and with undefined parameters, it’s difficult, or rather 
impossible to have a universally applicable “best practice” framework for optimizing the FFE 
(Reinertsen, 1999). However, if the FFE process is defined in economic performance 
measurements as an opportunity processor there are three key measurements to take a further look 
at: 1) the expense to screen an opportunity, 2) the time to screen an opportunity and 3) the 
effectiveness of the screening process (ibid). While the first two measures are easier to understand, 
the third is more subtle. Following the screening process, there can be two errors made, either 
rejecting a good idea, or accepting a bad idea (ibid; Chesbrough, 2004). 
 
By rather involving users in the product development process instead of trying to define parameters 
for the FFE, product development could be more beneficial and receive positive effects on user 
satisfaction (Kujala, 2003). Three phases of involving users in the product development process 
according to Kaulio (1998) are: 
 

1. The specification phases 
2. Concept development phase 
3. Prototype phase 

 
When involving users in the design of these phases there is potential of product development 
improvements (ibid). By including users, products can be designed for customers, designed with 
customers and designed by customers. This captures the need of users even though collecting user 
data is difficult and a large consideration is needed to understand users implicit need (ibid; Kujala, 
2003). Product developers can today though more easily create an avenue for NPD with the help 
of digital data produced by users - User-Generated Content.  

2.2 Digital User Data 
2.2.1 User-Generated Content 
UGC is content that comes from regular people who voluntarily contributes with some form of 
information or data on the web and is usually done in an entertaining or informative way with the 
help of media. Videos and restaurant ratings are two examples of UGC. In practice any kind of 
user experience that is shared can be regarded as UGC. One of the most popular web pages 
Wikipedia and YouTube consist of information that is generated by the users of the webpage, 
where these web pages are constantly growing in number of users. One of the reasons why it is so 
popular is probably the same reason why word of mouth is the best way to market a product. And, 
that is because as consumers tend to trust other consumer, since they relate more to their 
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perspective and because it is more authentic than a commercial ad (Krumm, Davies and 
Narayanaswami, 2008). The usefulness of UGC doesn't stop there, according to a paper by Blat 
(2008) patterns in user data that users put on the web gives an insight to human behavior. The 
paper found out that tourist from the same country visited the same kind of places. This was 
mapped based on the tourist’s geolocation data that is shared when using smartphones. Having 
knowledge about human behavior, especially consumer behavior is very important in any type of 
service or product launch. It helps companies to understand the what, where, when, how and why 
of product consumption (Kumar, 2004). By understanding these factors, it is easier to satisfy the 
needs of the customers and gain competitive advantage. Satisfying customers need is after all the 
bedrock of product development (Von Hippel, 2005). 
  
2.2.2 Information through UGC on the internet 
The internet is characterized by an increased participation and interaction of user to create, express 
themselves and communicate through intelligent web designs. These web designs are based on 
software that enables and empowers user to collaborate, contribute to development, rate, comment 
and distribute digital content. This user participation behavior is proportionally increasing as the 
internet gets more embedded in people’s lives (O’Reilly, 2005; MIC, 2006; OECD, 2006a, 2006b). 
An interesting fact is that in Europe 52% of the population have posted something on social media, 
which means there is a record of expressions from a huge number of people, this is a form of 
information and a potential insight into the person's life, which can lead to further understanding 
of  customer need that is adapted into new product development. 
 
The increased ease of reviewing and comparing products have led to consumer having more 
information at their disposal. Through comparison of price and performance data the customer is 
able to better match their preference to products. This reduces the misinformation between 
marketer and consumers (Labrecque et al., 2013). 
  
The increase in information for customers through UGC have given consumers more power to 
change products, practices, policies or other forms of outputs from firms that are undesirable for 
the customers (Hirschman 1970). The changes are a result of the feedback system that UGC 
generates, which is a sign that the control for content creation is moving from the marketers to the 
customers. UGC is capable of outperforming traditional marketing by having a greater 
promotional potential for products that is similar to the effect of “word of mouth”, the correct 
acronym for it is electronic word of mouth (eWOM) (Trusov, Bucklin and Pauwels, 2009). In 
terms of company effect eWOM have been shown to be correlated to firm’s stock returns and box 
office revenues (Chen, Liu and Zhang, 2012). 
  
Besides generating content, UGC opened up a new approach for firms when it comes to 
development. Take Nokia for example, they have a Nokia Beta Lab which is an open source 
software that lets users to come up with creative ideas to solve the firm’s problem by developing 
new products and programs. Nokia utilizes the customers so that they become a vital part of their 
process and product innovation (Wise and Høgenhaven, 2008). The effectiveness of user-
generated creativity and innovation is reflected in the huge number of innovations that comes from 
the “open source” industry (Dahlander and Magnusson, 2008). Innovation success leads to an 
increased product range for the company which in turn means a new stream of revenue for them. 
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Companies like Microsoft understood and therefor started an XNA Creators Club project, which 
similar to Nokia lab gives users the possibility to create their own video games, in return the 
creators receive a portion of the profits from the sales. The incentive of giving the creators part of 
the profit is an important value driver, not only makes it more just but will also attract new creators 
and users to participate in their project. 
 
It is clear today that systematic studies of innovation by end users and firms lead to user-centered 
innovation which is a powerful method for product development (Von Hippel, 2005). 
  
2.2.3 Correlation between innovation and lead users 
A large amount of innovation originates from individual user that innovates in the first hand to 
solve their own needs at their owns expense. The users then share their solution to the rest of the 
firm, as a form of open and democratic aspect to innovation (Von Hippel, 2005). Firms can then 
seize the opportunity to realize the innovation to a bigger and more commercial market. Von 
Hippel mentions in his two articles Source of Innovation (1988) and Democratizing Innovation 
(2005) how lead users are the seed for innovation rather than manufacturers. Employing lead users 
is an active way for firms to understand user needs and behaviors in a deeper level. By combining 
the knowledge of the firm with the user’s knowledge can result in a unique value offering, which 
is an increased edge in differentiating innovation (Ziba Design, 2019).  
 
Academia’s and firms view of user value have always existed to some extent, although they have 
primarily focused on concrete aspects such as price, functionality and quality. Nowadays, the focus 
is shifting to other aspects such as behavior, lifestyle and emotional values to better fit customer 
preference (Wise and Høgenhaven, 2008). The reason for the shift in higher level of user needs 
can be linked to Maslow’s Hierarchy of needs, see Figure 2, and is best explained by the following 
sentence “The innovation process is based on an understanding of true user needs in order to 
determine new opportunities to create value.” by Wise and Høgenhaven (2008). Many of these 
needs are non-explicit, meaning users can't articulate these needs themselves and this is something 
that traditional marketing methods have problem with picking up. A more adequate process to 
identify this kind of needs is by using ethnographic methods (ibid).  
 

 
Figure 2. Maslow’s hierarchy of needs (McLeod, 2007)             



 

 9 

2.2.4 Framework for user-innovation 
The following steps are used to identify the “what” in innovation. What problem is needed to be 
solved; this part is also known as the fuzzy front-end. One framework for identifying innovation 
with the help of users is given by Wise and Høgenhaven (2008): 
 

1. Identify the opportunity, this step is about choosing a field to look deeper into, it is usually 
chosen based on the firms or individual interest to develop a future within the field where 
they can prosper. 
 

2. Data collection, the identified opportunity is examined through collection of user data, the 
collection of data will later be used to help with gaining an understanding of the users 
explicit and non-explicit needs. 
 

3. Pattern recognition, patterns and data is analyzed to gain a concrete understanding of the 
problems and needs of the users. 
 

4. Concept ideas, the result of the previous step is conceptualized into an idea, that can either 
be physical or non-physical way of solving the problems for the users. 
 

The other part of the framework is “how”, how to make a business model of the value that the idea 
brings to the users (ibid). 
  
2.2.5 How to map user data  
Methods for mapping user data can either be indirect or direct. Ethnographic methods such as 
shadowing is an indirect method, the user is observed to understand what their actual need is, what 
they actually say is not taken as the actual fact but let their behavior speak for what their actual 
need is. The method is usually used for understanding the “what” in innovation - what the need is 
- which was mentioned in the framework by Wise and Høgenhaven (2008) in previous paragraph. 
  
A direct method is when users are involved in the process, their expressed need is taken as the 
truth (at face value). Typical methods for direct involvement are through interviews and living 
labs, the user’s input is contributed makes the foundation of the innovation. Usually the users here 
are lead users, where companies test their prototypes and conceptualize their innovation (Von 
Hippel, 2005). 
 
Another direct method to interact with users is by questionnaires. Pros and cons of online 
questionnaires according to Wright (2005) can be seen in Table 1. 
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Table 1. Pros and cons of online questionnaires (Wright, 2005) 

Pros 
Reaching out to more - Number of 
participants are not limited by the physical 
size of a location, one can reach to 
different kinds of people and by with 
specific interest, i.e. gaming forums. 
 
Saves time - Makes it easier to reach 
people from different geographical 
locations in a short amount of time that 
would otherwise be time consuming, 
researcher can also collect data while doing 
other things. 
 
Cost - No need for locations, rooms, 
papers, pens and any other gadget 

Cons 
Sampling Accuracy - Since it's online it’s 
difficult to guarantee that the information 
about the person is accurate, since it’s easy 
to be anonymous and there is no strict 
requirement to identify themselves as 
compared to ID-cards in real life. 
 
Participant issues - It’s difficult to 
establish whether the participant is a 
regular, once in a lifetime or just a lurker 
on the page. 
 
Multiple answers - There is also the issue 
of having multiple answers from same 
person 

 
Innovation is creating something useful. To able to create something useful one must first find a 
problem before usefully solving it. One of the classic questions in human computer interaction is 
to understand the real desire of users based on their opinions and since the number of internet users 
have tremendously increased (Nie and Erbring, 2002). It then seems only fitting that online 
communities are a good way of reaching out to a big and broad audience. In online forums one 
can find different and concentrated groups based on interests that is in line with specific target of 
user that the firm want to reach, which compared to the real world - finding a group of 1000 people 
face to face and having a discussion about a specific subject - can be difficult.  
 
Before entering the online forum as a researcher, one must understand online forum structures and 
take them  into consideration when doing observations on the internet. Even though communities 
might have several thousand members it’s seldom that all of them contribute to contents. 
 
The inequality in participants on online communities is far from representative of average web 
users,  90% of what's posting comes from only 1% of the users, 9% of the users post from time to 
time and the rest of the 90% of  have never posted, which are called lurkers (Carron-Arthur, 
Cunningham and Griffiths, 2014). This model is called 90-9-1 principle, as can be seen in Figure 
3.  
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 Figure 3. 90-9-1 principle of online communities (Carron-Arthur, Cunningham and Griffiths, 2014) 

 
There are ways of making forum participants samples more equal, one way is to make it less 
effortless to contribute and lower the barrier of participation i.e. by having a 5-star ranking system 
instead of writing a review by words. Another way is to reward participants, which will motivate 
people outside of the internet to contribute. Some communities have a point system of good quality 
contributors as an incentive for people to contribute. 
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3  METHOD 
The following chapter describes what approach this paper has used and a methodological 
description of how this paper handles all gathered data. A brief introduction is then presented of  
our choice of primary UGC - Twitch, whereas the data collection process follows of how to this 
paper will be using UGC for NPD with the steps of Twitch, Questionnaire and Prototype. 

3.1 Approach 
The research methods we use for this study are based on observations and data collection from the 
Twitch platform and its users using an inductive approach. An inductive approach is a reasoning 
that starts with an observation, which then is narrowed down towards a more abstract 
generalization (Dudovskiy, 2017; Thomas, 2006). 
 
Thomas (2006) describes a general inductive approach by analyzing qualitative data in the steps 
of: 

a) summarize raw textual data briefly; 
b) establish clear links and patterns in the summary and research objectives; 
c) develop a framework based on the evidence from the findings. 

3.2 Data collection process  
Data in this paper has been analyzed and summarized with the purpose of identifying patterns. The 
data is then compiled and sorted for easier interpretation. Data is matched with new variables to 
further clarify the findings and match it with similar findings. Notes and calculations are made in 
the data spreadsheet and are easily visible when analyzing the rest of the data. To avoid being 
biased with the data analysis, it has been analyzed by third parties accordingly to Burnard et al. 
(2008) - by having respondents validate the analysis, by returning to the study participants. 
 
Twitch is a dynamic platform with great discussion possibilities and a large audience; hence it is 
a wide-open source for information. With the information gathered from Twitch, narrowing down 
was done using a questionnaire posted on different online forums. These forums are less dynamic 
than Twitch and a way to collect large amount of data to verify findings from Twitch. Twitch is a 
self-recording live streaming platform with 2.2 million monthly streamers and 15 million daily 
active users (streamers + viewers). Twitch was founded 2011, and in 2014 was acquired by 
Amazon (Weinberger, 2016). What differentiates Twitch from other self-recording media channels 
is that it is in real time - live streaming. Anyone can create a channel and start recording 
themselves. The most common users are gamers, they stream themselves and their gameplay while 
playing.  Each stream has a chat box, where the viewers can communicate through text to either 
each other or the host. Each host have their own set of rules and plays/does whatever the hosts 
wants if it is within Twitch forms and rules. The main attribute in this type of media is 
entertainment. Besides having a chat box to communicate, Twitch has a form of donation system. 
Along with the donation a massage can be sent, where this massage will then be visualized on the 
host screens, meaning it will be hard for viewers and the streamer to miss the message. The 
donation system is one of the methods for streamers to earn money, other forms of earning money 
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are by brand sponsorship or commissions from advertisement. A visual example of a Twitch 
interface can be seen in Figure 4. 
 

 
Figure 4. Interface of a Twitch channel room 

 
One way of working with Twitch is to ask questions to the viewers and streamer by either donating 
so the question appears on the screen (more visible) or by asking directly in the chat. The responses 
from the chat can be extracted to a spreadsheet and can then be screened for interesting keywords 
or analyzed in a graphical way. The variation of channels on Twitch can differentiate a lot, but in 
this paper the samples were focused on gamers that played a specific set of games. The channels 
that were selected for the research had to be English speaking channels and playing one of the top 
5 games with the highest number of views on twitch, which happened to be games in the FPS 
(First-Person Shooter) and MOBA (Multiplayer Online Battle Arena) genre, worth noting is that 
these are highly competitive games and are part of the e-sport world. 
 
Through initial observations, we search, identify and capture customer needs from twitch and 
online communities where we map data based on interactions and dialogues, or comments of 
people in the Twitch platform including its video-platform and online forum. 
 
3.2.1 Discussion on Twitch 
The first step in the data collection involved observing the Twitch community and the interactions 
that occurred between the streamer and the viewers. Factors that were taken into consideration 
were: what type of game was being played, the level of intensity in the game, how many viewers 
there were, what language they spoke, what they spoke about. It was also of interest to document 
how many of the viewers were active in the chat, and how often the streamer had a dialogue with 
the chat/or answered questions from the chat. These observations were made to observe organic 
discussions of problems that communities suffered from rather than having single individual 
related problems. After being more acquainted with the platform, and understanding which 
streamers were engaged in discussions with their chat we clarified and documented which channels 
to analyze closer. 
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Since the platform is highly interactive, we began initiating assumptions and posed them to the 
community in form of questions or statements to see what responses we would receive. Open 
questions regarding computer gaming peripherals and the ambient environment were asked to find 
problems that Twitch streamers and their crowds are experiencing. These varied from wide open 
questions to a ranking system based on the statements. The open questions were used to find 
problems. The ranking statements were used to find polarities in answers.  
 
The questions were formulated in the same way for different streamers and crowds. To some 
streamers, a donation of 2-5 USD was made to increase incitements for the streamer to answer, as 
they receive many questions from their massive crowds. By donating to the streamer, the question 
could also pop up on the video stream, which could generate a larger crowd enthusiasm and more 
feedback. When discussing with a streamer and their crowd, a maximum of 3 questions were asked 
to focus on qualitative answers. This would also minimize the risk that streamers and their crowds 
would get annoyed with our presence and hence diluting our results with unconsidered answers. 
All discussions were always wide open and flexible, in the sense that we did not try to steer the 
rest of the conversation towards a particular goal. The aim is to ask the streamer an open question 
and then have the chat answer the same question but with a rating system of 1-3. The questions 
were assumed to regard possible components and functions where they were rated from Not 
Important - Nice to have - Crucial. The audience that received the questions saw instead the 
rating system from Rarely - Regularly - Often. This difference was made to have the gamers 
easier understand the question. 
 
All text discussions were exported and saved to a raw spreadsheet. Meanwhile, all verbal and text 
answers were logged in a structured spreadsheet template. Other factors that were logged in the 
structured spreadsheet template were: Channel-name; time and date; amount of followers; amount 
of current viewers; game played; go back (yes/no); amount donated (if donated); keywords 
mentioned; streamer answered/chat answered; amount of answers; game intensity; questions 
asked; answers received; comments. Most of these factors were included to find commonalities 
and correlations between different streamers, while other factors, such as “go back” were included 
to know if the streamer and the crowd generated a good discussion which could be beneficial to 
return to with other statements later in the process. The sample differentiation of the channels 
ranged between a low number of viewers and a high number of viewers. Having less than 50 
viewers were considered as low number of viewers, having between 50-300 was consider a 
medium number of viewer and having more than 300 was considered as a high number of viewers, 
the highest being 10,000 viewers. Twitch was used for information gathering for two weeks. Two 
weeks seemed enough given this papers time and resource restriction of analyzing data. After two 
weeks, the data was concluded and analyzed. 
 
3.2.2 Questionnaire  
Out of the data analyzed from Twitch, where the ranked answers were either very split and 
polarized, or when they were almost unanimous, a questionnaire was designed and created to 
validate what was received and understood from all Twitch discussions. We expanded the UGC 
overlook towards other online forums to validate the initial user data gathered from Twitch. 
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The questionnaire was open for answers for two weeks. The purpose of the questionnaire was to 
gain a deeper understanding of the customer needs from a broader range of users. 
 
The online communities which were part of the questionnaire are: 

• Reddit - the #5 largest visited site in US with 330+ million monthly active users and 14 
billion average screen views per month (Reddit, 2019). In Reddit, specific communities 
were used which are called subreddits. 

o r/PCMasterRace - a subreddit for gaming and workspace platforms with 2.4 million 
members. 

o r/SampleSize - a subreddit for questionnaires and polls with 93k members. 
o r/MouseReview - a subreddit for mice and mouse pads with 36k members. 

• Facebook - a social media platform. Posted to a group for computer enthusiasts in Sweden 
with 18k members. 

• Overclock.net - A forum for all PC hardware and software related performance discussions. 
100k+ members.  

 
The questions in the questionnaire were specific and followed a red line throughout. The questions 
derived in the same manner as stated in section A: Discussion on Twitch, meaning it was based 
upon an initial assumption.  
 
The first part of the questionnaire consists of questions regarding the demographic and the number 
of hours played per day, these are important measurements that needs to be collected from the user 
to help with categorizing.  
 
The second part of the questionnaire consists of different statements with a multiple-choice option, 
example illustrated in Figure 6. 
 

 
Figure 6. Example of response options for questionnaire participants 

 
The radical difference between the option choices is meant to distinguish more clearly between 
different opinions, by making it clearer, there is less room for ambiguous conclusions. 
 
When observing larger amount of data, such as in the questionnaire, a qualitative approach is 
necessary in the beginning to gain proper understanding of something is the way it is. Then based 
on the answers from the qualitative approach, a quantitative approach is conducted to verify if the 
result is the same for a wide range of people. The qualitative approach is achieved in the form of 
discussions with live streamers with few viewers. Few viewers made it easier to gain the attention 
of the chat and the streamer, due to low activity. This meant that the researcher could get more 
personal and go further into detail. The quantitative approach was archived with the help of the 
survey and the streamers with many viewers, because this enabled the researcher to reach out to 
more gamers. In this paper, data has been analyzed when all, or much of the data, has been 
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collected in accordance with the research of Burnard and et al., 2019. When data is analyzed by 
hand or by software, the process of thematic content analysis is the same: to identify themes and 
categories with patterns from the data (ibid; Pope et al., 1999). 
 
3.2.3 Generating a prototype for further feedback 
Using all data from the Twitch community and other online forums, the analysis led to an initial 
prototype which was used to test further by demonstrating it to the online platforms, to engage 
further with the users and generate feedback. A simple concept prototype is developed to represent 
the function which has been identified to solve a problem. This problem is narrowed down from 
the assumption with the help of Twitch and the questionnaire. 
 
The prototype was made as a Minimum Viable Product (MVP) which is the least set of functions 
that are needed to demonstrate the purpose (Ries, 2009). The MVP was based on UGC information 
gathered from all online communities that has been used in this paper, for the purpose of validating 
the UCG approach in terms of its output towards NPD 
 
In Figure 7, a process is displayed as how the work is done from working with Twitch to receive 
feedback with the help of a prototype.  
 

  
Figure 7. The methodological approach to explore the process 

  
The purpose in each step of the process is defined to develop a systematic process.  
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4  RESULTS  
An initial assumption observed from Twitch is used to find new assumptions. A final assumption 
is then analyzed and verified with the help of Twitch and other online communities to create an 
MVP. 

 

4.1 Observing and extracting UGC  
An initial assumption of gamers is made based on the observations in the Twitch community. 
 
Assumption 1: Gamers have problems with their gaming peripherals such as 
mouse/keyboard/headset. 

 
Based on the initial assumption, three questions were defined and broken down. These questions 
clarified the initial assumption to three computer gaming peripherals related issues. 
 

Q1: What are your bad experiences with your gaming mouse? 

Q2: What are your bad experiences with your gaming keyboard? 

Q3: What are your bad experiences with your gaming headset? 

 
These questions were engaged with 10 streamers until it was noticed that a great variety could be 
seen with Q1. The increased volume of answers for Q1, hinted that there was an interest regarding 
this question. Based on the answers and feedback regarding Q1, new questions were formed: 
 

Q4: Do you get sweaty hands while gaming? If so, how much does it disturb you? 

Q5: Do you get cold hands while gaming? If so, how much does it disturb you? 

 
As Q4 and Q5 was being discussed with Twitch streamers and their chat, it was observed that the 
optimal number of viewers in a channel is <100, which would more often result in a productive 
dialogue. The results from Q4 and Q5 were clear where more people suffered from cold hands 
while gaming. All channels were given a maximum of 15 minutes, where most of the streamers 
only needed 3-4 minutes of constant chatting before the discussion was over. After noticing that 
cold hands were a great issue for many, it was decided that the following assumption should be 
the initiating focus: 
 

Assumption 2: Gamers suffer from cold hands. 
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Assumption 2 lead to Q6: 
 
Q6: How much does cold hands disturb you while gaming? on a scale 1-3 where 1=rarely, 
2=regularly, 3=often 

 
As seen in Figure 8, Q6 yielded 69 answers where 35 said rarely, 10 said regularly and 24 said 
often. This is a 35% rate of gamers (both streamers and their viewers) who experience cold hands 
as a game disturbing performance factor. 
 

 
Figure 8. Answers regarding cold hands 

 
Assumption 3 was made based on the contrary of assumption 2, that all gamers are not affected by 
cold ambient temperature. Hence those that didn't have problems with cold hands, usually had 
problems with sweaty hands, which can be noted as the opposite of cold hands. 
 

Assumption 3: Gamers suffer from sweaty hands. 

 
Assumption 3 lead to Q7: 
 
Q7: How much does sweaty hands disturb you while gaming? on a scale 1-3 where 1=rarely, 
2=regularly, 3=often 

 
As seen in Figure 9, 24 total answers were received, where 14 did not find sweaty hands as a 
problem, 4 found it as something they regularly experience, and 6 experienced sweaty hands often. 
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Figure 9. Answers regarding sweaty hands 

 
Most answers were based out of the logic that additional components and functions to a gaming 
mouse would increase the weight of it. Since gaming mice are very weight sensitive this was a big 
problem and affected a lot of answers. This led to the fourth assumption: 
 

Assumption 4: Mouse weight is important for gamers. 

 
Assumption 4 lead to Q8: 
 
Q8: How important is the weight of your mouse? Answer 1-3 where 3 is very important 

 
As seen in Figure 10, out of 16 answers 9 had the opinion that mouse weight was crucial, 4 thought 
it was less important, while 3 found mouse weight as something not important at all. With this 
assumption, a correlation and pattern were spotted where the answers generated had game-
independence. Based on what games the gamer played, they experienced mouse weight differently. 
All who found mouse weight as important were gamers of the FPS genre. The genre requires fast 
moving hands with a high aiming precision and thus a lower mouse weight was preferred. Other 
answerers were split between gamers of MOBA and FPS genre. 
 

 
Figure 10. Answers regarding mouse weight 
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At the same time, while these four assumptions were studied, there was also dialogues regarding 
other problems experienced by the gamers. This generated information from 60 gamers where the 
most common problem were: 
 

Problem 1: Cold hands affect my performance, but don’t know if placebo. 

Problem 2: Cold hands are the worst thing you can have for FPS games. 

Problem 3: Sweaty hands turns into cold hands. 

Problem 4: Sweaty hands interferes with mouse grip. While sweaty hands are not as annoying 
as cold hands. 

Problem 5: Sweaty hands in intense situations. Cold hands because of AC in warm country 
climate. 

 
While having these discussions, it was noticed that keywords such as hand warmers were 
mentioned 13 times in combination with cold/sweaty hands. Keywords that stood out, along with 
the fact that 34% of asked gamers suffered from cold hands and found it to disturb their gameplay 
– hence Assumption 2 was decided to investigate further. 
 
In total, 34 different streamer channels were interviewed, which generated a total of 104 answers.  

4.2 Narrowing down UGC  
The respondents from Twitch resulted in valuable individual insight about gamers problem with 
hands. Twitch helped with narrowing down the assumptions around gamers hand problems - cold 
hands. Less open questions and more specific questions were asked through the questionnaire 
forms that were sent out to different online forums. 
 
All the 1,754 respondents of the questionnaire have played computer games to some extent, 
meaning all of them have acquainted themselves with a mouse and is used to playing on the 
computer. 701 of the respondents are heavy gamers, playing 20h+ a week, which can be seen in 
Figure 11. 
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Figure 11. Number of hours per week played 

 
A percentage of 68% of the participants gets cold hands while 43.9% of the participants gets 
disturbed by cold hands while playing games on the computer, which is 768 users out of 1,761 and 
can be seen in Figure 12. 
 

 
Figure 12. Percentage of gamers with cold hands 

 
A follow up question for those that did get cold hands was asked to see if the users took any active 
measures to solve the problem, this will describe how big of an issue the problem is for the users, 
and how inclined they are to solve it. 
 

If colds hands disturb your gameplay, how do you solve it? 

 
387 users took active measures to solve the problem with cold hands by investing money. And the 
most common solution for them among others was hand warmer, heaters and heating pads.  
 
The focus on gamers hand problems was prominently around the hand that maneuvers the 
mouse, since this is the hand that reflects a player’s level of performance. This means the mouse 
hand is more important than the other and that is why the concern for the mouse hand and the 
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type of mouse is big for the users. To better understand the user’s preference regarding a mouse, 
the users answered which physical factors were important when buying a mouse. 
 
According to the answers seen in Figure 13, the mouse form, the weight and the sensor quality 
were dominantly the most crucial factors for a mouse. 
 

 
Figure 13. Factors that are very important when buying a new mouse 

 
Based on the previous answer on what's important for the users, an example for a solution was 
presented that solved the problems without adding, removing or effecting their current product. 
 
The results from Figure 14 states that 491 participants considered buying the product if it relieved 
the pain of hand sweat on the mouse, 342 considered buying the product if it solved both the pain 
of sweat and cold hands while 142 considered buying a mouse with a heating feature that solved 
the pain of cold hands. 120 of the answers gave an open answers to the question, they commented 
on other reasons for not desiring the solutions, which were either because they didn't think it would 
be possible to achieve a solution that complies with other factors being unchanged or that it would 
be too expensive to buy. 
 

 
Figure 14. Presentation of different mouse solutions to the problems 
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4.3 Prototyping to create feedback from users 
Out of the feedback regarding cold hands from online communities, a first prototype could be 
developed. The prototype is a simple assembly of the least functions required to test the prototype, 
an MVP. It is composed of the cheapest mouse that could be bought and a heating pad which 
reaches 40-50 degrees Celsius. The heating pad was inserted inside the mouse, as seen in Figure 
15. The heating was powered with a 12V battery. This solution proved to be insufficient as the 
mouse did not get heated because of heat losses through the plastic cover. 
 

 
Figure 15. First prototype 

 
A second prototype was instead in making with the heating function on the outside of the mouse 
plastic cover. As seen in Figure 16, the second prototype was configured with a heating solution 
on the outside along with tape to hold the heating together. The heating was in this prototype 
version powered with a power supply of 5V and 0.6A. The mouse function and power circuit board 
were removed and hence the heating function only worked alone. The temperature achieved with 
the resistance from the heating solution along with the power supply reached degrees of 60-70 
degrees Celsius, which was both uncomfortable for the finger and a safety hazard.  
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Figure 16. Second prototype 

 
After further iterations, a third prototype was developed. The third prototype, as seen in Figure 17, 
is based on the same heating function as used in prototype 2. In this version though, the heating 
function is properly protected and taped with additional electrical tape to provide a more 
comfortable experience. The experience would also be less hazardous. The heating can reach 60-
70 degrees Celsius if connected for a while, which is not optimal. The power supply from prototype 
2 was removed and instead the heating function was connected to a separate USB 2.0 cable, along 
with the mouse function being restored.  
 

 
Figure 17. Third prototype 

 
This prototype was decided to be the final prototype which would represent the concept of to solve 
the problem which was identified - cold hands while gaming.  
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5  DISCUSSION AND CONCLUSIONS 
From the results presented in chapter 4 and the overall methodology of this paper, a process for 
generating concepts with the help of UGC was devised for use in NPD processes especially useful 
in early stage ideation. The process is presented in a step by step format, with a discussion around 
both the literature and the ways of working which the process is built upon. In the end of this 
chapter, we derive some summarized conclusion. 

5.1 How to capture value with the help of UGC 

The conventional approach to NPD highlights the importance of creating new value based on 
customer’s needs, it refers to idea generation by thinking outside the box, but the idea generation 
is usually within the firm. The individuals that are a part of the process are part of the firm which 
makes the whole process to be more revolved around the firm's goals (Kahn et al., 2006). This 
increases the chance of being biased and not fully understand the need of the customer and the 
world around the need. NPD does a good job of defining each step of the process of releasing a 
new product from idea to market in a fruitful way according to Goldberg et al. (2003), but if the 
idea in the first place is not grounded on the needs of the customer it might not result in hitting the 
need in the right way, which minimizes the chances of a successful product. Wise and Høgenhaven 
(2008) indirect method of mapping user data is with their framework of observing users instead of 
asking them, to understand what the actual need is. The framework begins with identifying 
opportunities in a chosen field of interest. The framework of Wise and Høgenhaven (2008), in 
combination with Thomas (2006) method of analyzing data is combined in this paper to further 
understand customer needs in a user-oriented way.  
 

1. The purpose of the paper is to explore UGC as an approach to capture value during the 
ideation stage of NPD and test this approach in practice from idea to prototype in order to 
evaluate it. 
 

The UGC is used as an approach and the customer value is captured in the ideation stage which is 
presented in the form of a prototype. A user-oriented approach has been achieved in this paper 
through communication and working directly with the users to map their needs with the help of 
different online communities. The online communities used has been both dynamic and static, 
which has enabled observation of customer needs at a larger scale than by approaching people in 
the real world. Not all platforms or types of UGC are dynamic, the flow of information is much 
faster in a dynamic platform and since it was manually recorded by the researchers, it is possible 
that some information might have been slipped by - where an example of a possible slip is having 
to monitor a chat box with over 1000 active participants. But this problem can probably be 
neglected since the purpose is to find patterns and that means if it is a pattern then the information 
will probably appear again, if not, then it might mean it was nothing of importance, just random 
noise. 
 
To validate and make this a general approach for all kinds of new product development it needs to 
be applicable in other industries. Which means it needs to be repeatable and not only for product 
and value -development within the computer industry. It is understood in this paper that the main 
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statement and subject revolves around a product that is in the same field as the platforms that are 
used, a mouse is closely related to online communities, due to it being a product for computers 
and computers is a common device for surfing the web. Replicating the same approach for other 
products i.e. a makeup product might not give the same result when using Twitch as a platform. 
Although Twitch do have other channels that aren't based on games and gamers, which makes it a 
plausible platform and can be used to gain the perspective of individuals from outside of the typical 
customer segments.  
 

2. By defining a process, we aim to simplify product development regarding searching, 
identifying and capturing user needs in the early stages of product ideation. Our main 
assumption is that collecting data on customers and their behaviour from the web provides 
a richer and more accurate depiction of real customers’ needs hence allowing for a valuable 
idea capturing process. 
 

Part of the above question that needs to be answered is whether this approach succeeds in capturing 
the need of the customers or not. Part of the process was to interact with people in online 
communities to understand their needs, by direct- and indirect communication. The main pain 
analyzed from the process was cold hands, through continuing interaction with these communities 
about this problem new information was received and more information that lead to understanding 
why it was a pain and how to best solve it. An important insight that was obtained from these 
interactions was the importance of how weight affects the pain with cold hands. The pain with 
cold hands was neglected due to the thought of added weight on your gaming mouse. So, by taking 
the weight factor into consideration, a concept of a solution was attained. The concept was a mouse 
with heated wires, the heat solved the problem with cold hands for gamers while the wire solution 
had a low weight which had low impact on the total weight of the product. The final concept 
addresses the pain of the customer without losing any of the other important factors for them. The 
benefits with this process are that as a developer you gain both an understanding of customer needs 
at a broader- and at a micro level, which leads to the insights of the complex importance of weight. 
Using the conventional way might have resulted in a similar concept but failing at understanding 
the importance of weight and thus might have resulted in a product that weighs too much, and 
therefore might make it undesirable for the customers even though it solves the problem with cold 
hands. 
 

3. Through this approach, our objective is to develop a process for how to capture customer 
value for NPD using UGC from online communities. 
 

A process was developed in this paper which is illustrated in Figure 18. 
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Figure 18. Process of how to work with UGC for NPD 

 
1) Observing and extracting UGC à initial assumptions  

a) Define the assumption(s) 
b) Define what UGC suits the initial assumption 

i) Define which online communities that fit with the targeted customers of your 
assumption 

c) Collect information to analyze for patterns 
i) Embrace patterns found outside the stated assumption 

(1) Pivot towards these if necessary 
 

2) Narrowing down UGC à filter  
a) Use all previous defined online communities 
b) Observe and discuss with users to iterate between assumptions to find a single coherent 

assumption 
c) Iterate between different online communities to understand the scope of the problem  
d) Observe and discuss with users to conclude that the problem is a pain that needs a solution 

- a potential gap in the market 
 
3) Prototyping to create feedback from users à  concept  

a) Based on your coherent assumption which has been iterated  
b) Based on the problem that has been identified out of the assumption 
c) Based on that the problem is a potential need with a market gap 

 
Note: the number of assumption and generated concepts doesn't have to be limited to just 
one. 
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The steps shown in Figure 18 are based upon the methodological way of work this paper has used 
along with the results, which have been: 
 

1. An initial assumption of gamers having problems with mouse/keyboard. 
 

2. By narrowing down the assumption with help of other online communities, it was 
understood that gamers suffered from cold hands while gaming. 

 
3. A concept in form of a simple mouse-prototype with electric heating to understand the 

essential function which solves the problem. 
 

By utilizing UGC as the initial part of the process the idea is revolved around the customers and 
their needs, while UGC also deep dives into the customers problems and the aspects around it. 
UGC gives a deeper understanding of the world around the customer and the problem, it solidifies 
the problem by giving it multiple layers from a broader variety of individuals, which can be 
difficult to grasp from only generating ideas from individuals within the firm. This leaves it easier 
for developers to grasp the problem and thus make it easier for firms to decide to “go” or “no-go” 
on the ideas (Florén and Frishammar, 2012). Being able to grasp the problem makes it then less 
likely for the product to fail due to not fully understand the world around it (Von Hippel, 2005). 
 
The framework for using UGC for innovation by Wise and Høgenhaven (2008) is heavily 
dominated by what the user think, say and behaves, but by focusing too much on customers might 
risk taking what they say as face value, which can lead to losing focus on creating value that the 
user actually need and not be able to capitalize on it. If the new value is too far from the core 
capabilities of the firm, it will take more effort for the firm to develop it and thus less likely to 
realize it (Goldberg et al. 2003). Having an aligning NPD to the firm core capability is just as an 
important factor as customer needs, although it becomes more vital in the end phase of product 
development. 
Where UGC is losing points is where NPD gains, and vice versa, this might be an indication that 
these two processes work best when used together to complement their weakness and strengths. 

5.2 Critical point of views 
Due to time restrictions, the process of identifying problems with gamers has been limited to 
Twitch. In another world, where time and resource are less scarce, other platforms would also be 
scanned and analyzed as a process initiation to finding problems. Such platforms could be 
YouTube, Steam and Discord. The reason for choosing Twitch is because of the dynamic the 
platform offers in form of communication. By choosing a less dynamic platform, the process could 
vary in outcome, whereas the process would need a modification in searching and obtaining data.  
 
When analyzing Twitch some attributes to consider would be: 

• >1000 viewers were difficult to start a discussion with, 
• ~300 viewers always gave answers, 
• <100 viewers always spent more time answering and discussing the given statements. 
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While analyzing Twitch, it did not take long to understand that streamers with more than 1000 
viewers were difficult to start a discussion with. While streamers with approx. 300 viewers always 
gave answers, and streamers with less than 100 viewers always spent more time answering and 
discussing the statements given. In retrospective, this observation should be self-explanatory, but 
was instead verified by the data collected. By earlier understanding study participants, the product 
development process could be more effective.  
 
Questionnaires are a direct method to collect data, in a larger scale and with easier attributes to 
analyze the data. Other pros of collecting questionnaire answers is that could be done without 
having cost attached and allows researchers to collect data from a larger geographical audience. 
The cons, though, are that there is no guarantee that the information that is being gathered is 
correct, since it is easy to be anonymous and that some could be participators looking to manipulate 
the results of the questionnaire (Wright, 2005; Nie and Erbring, 2002). Other cons with 
questionnaires are that questions about their background are sensitive, and hence they are often 
answered with bias - for example, if the participant is a regular, once in a lifetime or lurker in 
online communities (Carron-Arthur, Cunningham and Griffiths, 2014). Along with the biased 
answer about participants background, they are often unsure of their own needs and often fall for 
products with only minor changes from current product-offerings (Wise and Høgenhaven, 2008; 
Goldenberg et al., 2003). These factors of how to work with questionnaires have been taken into 
consideration in this paper. 
  
According to Thomas (2006), one approach to analyze qualitative data with an inductive approach 
is to summarize data, establish patterns between data and research to then develop a framework. 
Finding patterns is a lose structural activity where it depends on the researcher’s knowledge and 
interpretations which will define patterns. This can lead to a confirmation bias due to looking at 
what is known along with preconceptions. In this paper, it has been difficult to unbiasedly conduct 
research regarding the issue at hand due to the writer’s background within gaming. This has though 
been minimized with the help of a supervisor overseeing the data and process method - which has 
led to less bias according to Burnard et al. (2008). Study participants have also been used in the 
process until a satisfying solution has been achieved.  
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5.3 Conclusions 
• Frameworks of analyzing data is combined in this paper to further understand customer 

needs in a user-oriented way, which have resulted in a UGC for NPD process. 
 

• The UGC for NPD process allowed this paper to observe and communicate directly with 
users to map their needs with the help of different online communities. The online 
communities used have been both dynamic and static, which has allowed observations of 
what customers’ needs are in a large scale. 

 
• Using UGC as an ideation initiation for NPD gives the developer a broader perspective of 

understanding user problems.  
 

• Online communities possess abundant and valuable information around their users’ needs, 
which helps with narrowing a problem down to a possible solution concept. 
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6  RECOMMENDATIONS AND FUTURE WORK 
Two recommendations for the process this paper has developed are presented in this chapter, 
along with two suggestions regarding future work and how to continue with the work this paper 
has produced. 

6.1 Recommendations 
6.1.1 How to approach online communities and UGC 
There are many forms of UGC, and online communities vary in users. By earlier understanding 
which platforms of UGC one would want to work with, the value output of this paper’s process 
increases. An analysis of online communities for the chosen market or industry before initiating 
the process is therefore necessary. Some online communities are more rewarding than others, and 
it could be difficult to know which online communities to primarily target. But, by early deciding 
on quality versus quantity one could observe the number of active users, how heavy they contribute 
and if there are any “lurkers” (Carron-Arthur, Cunningham and Griffiths, 2014). 
 
6.1.2 Dynamic UGC 
In this paper, UGC is divided by dynamic UGC or static UGC. Dynamic UGC in this paper has 
been the contact with Twitch. When working with Twitch as a dynamic UGC source, observations 
of customers have been easy due to them already speaking about their needs while streaming. 
Streamers have constant conversations with their audience, where the audience also are a vital part 
of the dynamic UGC. Discussions on Twitch are easy to initiate and uphold where voice, facial 
expressions and other signs which are shown by the streamer are a good complement to the 
information they are sharing. Hence, working with dynamic UGC as a first step of analyzing with 
this paper’s process increases the chance of understanding actual pains and problems.  

6.2 Future work 
6.2.1 UGC for NPD on other products or services 
The process cannot be defined for all products but could be verified by applying the process to 
products with more vague customer segments, e.g. make-up or home appliances. To further 
understand this paper’s process, one could apply it to products which are not dependent on 
computers or the internet. 
 
6.2.2 The ethics of UGC 
Privacy is an important aspect of UGC, because the information that is retrieved comes from 
individuals and it can be private information, depending on what form of UGC. Facebook is an 
example of a company that have been accused of utilizing user’s activity by invading people's 
privacy without their consent (Vaidhyanathan, 2018). From a different point of view one can argue 
that a user automatically gives their consent on their information being used by others when 
posting something on the internet, since the internet is a public domain. The matter of privacy is a 
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debatable topic and an important aspect of developing with the help of UGC that needs further 
research to establish a proper method of working with UGC without exploiting the users. 
 
The retrieved information in this paper have been for the purpose of a master thesis and the 
information cannot be traced back to specific individuals and is therefore anonymous. Most of the 
users that have shared their information are aware that it has been for educational purposes. 
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APPENDIX A: CHAT LOGS FROM TWITCH 
 
An example of how chat logs from Twitch were extracted into a spreadsheet for analysis. 
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APPENDIX B: LOGGED TWITCH CHANNELS 
 
First example of how discussions/observations were logged from Twitch. 
 

 
 
 
Second example of how discussions/observations were logged from Twitch. 
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APPENDIX C: QUESTIONNAIRE 
 
Snapshots of the logged questionnaire answers. 
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