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Sammanfattning 

Hemsidan är den enskilt största kommunikationskanalen mellan Ericsson och potentiellt 

framtida anställda. Företaget har idag problem med att den globala karriärhemsidan inte 

uppfattas som användarvänlig av särskilt studenter, och detta examensarbete syftar till att 

definiera krav för hur en global karriärhemsida bör utformas för att vara användarvänlig och 

välkomnande för studenter. 

Med en användarcentrerad designstrategi och en teoretisk bas inom interaktionsdesign och 

human factor syftar avhandlingen till att förstå vad studenterna efterfrågar och hur Ericsson 

kan möta och överträffa dessa förväntningar. Tester, workshops, utvärderingar och intervjuer 

har använts för att iterativt utveckla en prototyp och kravspecifikation. 

Studien visar att det finns två huvudsakliga typer av användare att designa för: de med ett 

tydligt mål att hitta ett jobb och de som försöker ta reda på om företaget är av intresse. 

Vanliga känslor hos användarna att ta hänsyn till är ångest, ensamhet, beslutsamhet, spänning 

och glädje. 

Några av slutsatserna kring den befintliga karriärhemsidan är att den vänstra menyn inte är 

organiserad på ett sätt som hjälper användaren att hitta vad han/hon letar efter, innehållet i 

mitten är för allmän och tråkig för många användare och högerspalten används sällan, trots att 

den innehåller vissa användbara funktioner. Resultaten från studierna har lett till 

rekommendationer så som att omorganisera den vänstra menyn, att använda startsidan för 

visualisering och kategorisering av hemsidans innehåll, att göra det möjligt att få information 

baserat på användarens intresse och att sätta arbete och företagets produkt i ett sammanhang. 

Resultatet är ett försök att balansera användarnas behov och omedvetna önskemål med vad 

som är möjligt att genomföra. Även om vissa kompromisser har gjorts är resultatet uppskattat 

av både användare och intressenter på Ericsson. 

Nyckelord: användarcentrerad design, interaktionsdesign, användarmedverkan, människa-

datorinteraktion, human factor, iterativ design 
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Abstract 

The website is the single largest communication channel between Ericsson and its potential 

future employees. Today the company is facing problems with their global career website 

being found not user-friendly by students. This master thesis project is to set requirements for 

how a global career website should be designed to be user friendly and welcoming for global 

students 

With a user-centered design approach and a theoretical base within interaction design and 

human factor the thesis aim is to understand what the students require and how Ericsson can 

meet and exceed the expectations. Tests, workshops, evaluations and interviews have been 

used to iteratively develop a concept prototype and set requirements. 

The workshops show there are two main types of users to be designed for: the ones having a 

clear goal finding a job and the ones trying to find out if the company is of interest. Common 

user feelings take into consideration while designing are anxiety, loneliness, determination, 

excitement and joy. 

Some conclusions concerning the existing career website is that the left menu used for 

navigation is not organized in a way that help the user find what he/she is looking for, the 

content in the middle is to general and bored many users, and the right section is never used, 

although containing some useful functionality. The results from the studies have led to 

recommendations such as reorganizing the left menu, using the entrance page for visualizing 

and categorizing the site content, make it possible to get information based on the users 

interest, and put the work and company product in a context. 

The resulting concept prototype is an attempt to balance the users‘ needs and un-dreamed of 

requirements with what is possible to implement. Although some compromises have been 

done, the result is appreciated by both user focus groups and Ericsson stakeholders. 

Keywords: user-centered design, interaction design, participatory design, human-computer 

interaction, human factor, iterative design  
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1 Introduction 

This chapter contains an introduction of the thesis topic with a background description to set 

the conditions for the master thesis. The original purpose and objective are defined, and 

thesis delimitations are introduced. 

1.1 Background 

Last year (2011) Ericsson‘s career website was visited around 1.4 million times, and almost 

0.8 million of those were unique visitors (Google Analytics 2012). The website is the single 

largest communication channel between Ericsson and its potential employees. Moreover the 

website is the largest channel for inspiring and attracting the broad audience of students 

(Andjelic 2012, Zimmerman 2012). The most popular next page after entering ericsson.com is 

the career website, 20% clicks on the career tab which is representing 7,9% of the total 

pageviews of Ericsson website (Google Analytics 2012).  

Ericsson is present in 180 countries and their largest website visitor groups are from US, 

India, Sweden, China and UK (Google Analytics 2012). Ericsson‘s strategy is to have one 

global career website, to communicate the same message to everyone (Andjelic 2012). 

Challenges in cultural differences, customs, and economical situation are all problems to 

overcome. 

Ericsson recruits employees from all over the world and is dependent on recruiting and 

attracting talented people. The website may sometimes be the only meeting with Ericsson for 

a student. Problems with the existing website being a black wall have been identified by 

Ericsson and confirmed by the Ericsson Swedish student group Ericsson Empower
1
. Parts of 

the problem came from the transition made in 2009 when Ericsson was rebranded, and the 

career site strategy was changed into a united global career site with the aim to gather all 

regional websites into one (Glader 2012). Since the transition, new templates for the 

ericsson.com website have been introduced. However, the career site has fallen behind. 

Further problems have been concerning the experience of attending the website; unfriendly, 

problems in navigations, and to find the right information (Ericsson Empower 2012) are all 

thoughts from students. 

A change management project was initiated by Ericsson‘s Head of Talent Acquisition with 

the aim to priority the changes, both in short-term and in the long-term development of the 

career website. To innovate and create an attractive career website for students and young 

professionals, a master thesis project was suggested by the Human Resource (HR) Talent 

Acquisition Sweden and Ericsson Empower. To complement and support the work of HR 

Talent Acquisitions the master thesis was suggested to focus on the experience of the users.  

                                                 
1
 Ericsson Empower is a student group consisting of engineer students from the most 

attractive educations for Ericsson at the Royal Institute of Technology, KTH, Sweden. 

Ericsson Empower works with strategic and marketing project related to student branding.   



4 

To meet the global need of attracting talents and communicate one message, the career 

website is the most used platform where the two parts (Ericsson and the talents) interacts with 

each other. Steve Jobs once said ―The broader one's understandings of the human experience, 

the better design we will have‖. Adding the users‘ needs and requirements‘ also into 

Ericsson‘s career website will hopefully create a better designed website.  

Interaction design is a multidisciplinary field influenced from a variety of subjects, for 

example industrial design and psychology. Today it is a distinct set of methods and theory 

applicable for designing interaction with computer-based systems (Winogard 1997). The 

discipline of interaction design is trying to understand how and why people desire to use a 

service and the aim is to help people solve their problems (Saffer 2006).  

Ericsson wants to use this approach and methods to solve their problem with understanding 

their website users and support them in their interaction with the website. The possibilities to 

create a unified design, looking into peoples‘ patterns, their mental models and goals to 

improve the current website and help the almost 900.000 unique visitors they had last year 

(2011) will be the goal of implementing a user design approach. 

1.2 Purpose of thesis 

The thesis‘s purpose is to answer: what does the user need in a career website? The users are 

students with education relating to Ericsson business and demographic background. With the 

background of theory and methods of user-centered product development and interaction 

design, the aim is to give answers to the following questions: 

 What is the drive and motivation for the users? 

 How does the user interact with the existing career website? 

 How can a global career website support the user? 

 How to sort information according to the users‘ interest? 

 What are the most important features for a global career site? 

Hence the project aims to have a global perspective and include the different nationalities 

with most important educational backgrounds to target the most important students. 

1.3 Objective of thesis 

The overall objective is to understand how to change the existing website based on the users‘ 

requirements. The study should generate recommendations of further development for the 

existing career site based on user studies. To carry out the project, the following will be done: 

 Work according to a user-centered product development process 

 Research, study and understand the patterns of the users 

 Based on studies propose requirements for a new global career website 

 Develop prototype 

Results should work as a strategy decision platform from where the human resource 

committee can base their decision on.  



5 

1.4 Delimitations 

The users of the career website, i.e. the target group are greater than students. However in this 

thesis the focus are on the students and the Human resource department. Human resources are 

responsible of the career website which is their tool to communicate to a broad audience. The 

students who will participate in the project will first be chosen based on their educational and 

geographical background. Second the selection will be encouraging a mix of different 

nationalities and gender with the aim to have a global perspective in the product development 

phase.  

The project will be carried out from the Ericsson headquarter in Kista, Sweden. The travels 

are limited to the Stockholm region and the students participating in the project will be at that 

time studying at either Stockholm University (SU) or the Royal institute of Technology 

(KTH). KTH will represent the main target group of students and SU will add other fields of 

studies.  

The study will be based upon a qualitative analysis, however using Google Analytics to 

extract data from user statistics from 2011 as a complement for the thesis study. Ericsson 

career website consists of two parts, the Ericsson owned part and the job database provided 

and managed by Taleo. Taleo will not be the target for this thesis, although thoughts and 

conclusions in general may be included. 

Objectives for the thesis are to understand how to change the website and organizing the 

features, not focusing on the details of the features (e.g. color, font, text etc.). The 

recommendations will not consider the programming implementation since a second part is 

responsible for the implementations of the ericsson.com website.  

The on-going discussion how companies should work with social medias and how to integrate 

them into their company websites is a master thesis project itself. For a huge company as 

Ericsson the challenge is first to have a clear strategy about it and today they are progressing 

and evaluating their possibilities. Therefore, it will be excluded in the research and not a part 

of the thesis project. 
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2 Pre-study 

Understanding the scope of changing the Ericsson’s career website a pre-study was 

necessary to view the challenges and possibilities. Through interviews and background 

research using Google Analytics a first understanding for the scope of the project was 

gathered. Based on the pre-study the development process could be further planned and 

organized. 

2.1 Interviews at Ericsson 

Interviewing key stakeholders for the career website have shown a technical out of date issue 

for the website. From the brand re-make implementation in 2009 a new strategy and 

unification of Ericsson‘s brand was initiated (Andjelic 2012). In an attempt to unify the 

communication the local career websites was closed in favor for a global website. However, 

the global website was a child with many parents and later became the black sheep.  

The owner of what content and features improvements for the global career website belongs 

to the Global Talent Acquisition Director. However, in the work of changing the career 

website several different departments at Ericsson works together to have comprehensive 

understanding of an update. Marketing Communication Manager is responsible for the 

content (e.g. the text). The technical product owner decides if a new feature is feasible or not. 

It also has to follow the branding rules and there is an authority, JG communications, who 

decides in those matters. Each one of them confirm the issues regarding the career website 

and that there has to be something done. They know about the problem but there are no time 

or money assets to the project. 

2.2 First interaction and Google analytics 

After the interviews the Ericsson career website was examined through interaction and 

reading the reports generated by Google Analytics. Different conclusions could be made and 

different user test cases were formed to be used in the workshops. The website was divided 

into different areas such as (1) header, (2) left column, (3) menu, (4) middle column, (5) right 

column, and (6) footer, see Figure 2.2.1. From Google Analytics it was found that the most 

clicked link on the ericsson.com page is the career tab (20%) in the header.  
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Figure 2.2.1.  The current career website was divided into different fields for easier recogniztion of the features. 

Some conclusions were that few pages have less than one percentage of the clicks below the 

initial view of the screen. If the website was designed for 1024x768 most visitors would be 

able to see, however there is also the frame of the browser that makes the page smaller. The 

single most popular menu option is job openings which is hard to find though being placed far 

down the menu. For a full analysis read more in Appendix 1. 
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3 Method 

This chapter aims to present the overall process, methods, study design and implementations. 

Both scientifical and practical aspects are treated.  

3.1 Scientific approach 

The research for this thesis has its standpoint in interaction design and human factor 

engineering. The findings in the research are supposed to build the foundation of 

understanding the users during the developing phase. 

The field of interaction design has its focus in how to design user experience (Rogers, Sharp 

and Preece 2011). There are a range of methods, techniques and frameworks to choose 

between within the frames of interaction design, and how to structure the developing process 

is depending on the time and context (Lowgren and Stolterman 2004, D. Saffer 2010). The 

difference between Interaction Design and Human-Computer Interaction is within the width 

of the field. Roger, Sharp and Preece (2011) describes it as that Interaction Design has ―cast 

its net much wider, being concerned with the theory, research and practice of designing user 

experience for all manners of technologies, systems, and products‖. 

The field of human factor engineering has its origins in human interaction with physical 

devices (Wickens, et al. 2004). The discipline itself has grown and is influenced from 

different fields as cognitive science, ergonomics, and psychology. However, the human factor 

emphasize on developing usable design principles rather than theory, although the line 

between is not very clear (Wickens, et al. 2004). One of the very first pioneers within the field 

of user-centered design was Donald A. Norman, and he (1988) states that design should make 

sure that the users understand what he or she can do and also be able to understand what is 

going on. The methods developed are transitioned into any field of user interaction, and focus 

on the understanding why people make an action, and the object to change influence the 

actions. 

3.2 The Process 

Implementing the user in software design involves four general approaches (Wickens, et al. 

2004); (1) an early focus on the user and tasks, (2) empirical measurements, (3) rapid 

prototyping with an iterative process, and (4) participatory design.  

3.2.1 An early focus on the user and tasks 

The output from a front-end analysis is an understanding of the users, their needs, and 

demands.  Below is a discussion of selected methods for the thesis project. 

User analysis 

There are three categories of product users identified by Eason (1987). These are the primary, 

secondary and tertiary users, where the first one is someone who is likely to be a frequent 

user, the second one is likely to use the product occasionally, and the third one is affected by 

the interaction or will influence purchase of the product. This thesis aims via interviews of 
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human resource employees to decide who the different users are and how to categorize them 

according to Eason‘s categories. 

Personas 

A persona is a hypothetical person and consists of observations of real people (Cooper 1999). 

It is to be used as a guide through the developing process, and the tool aids to focus on 

specific user characteristics instead of assumptions and projection of the users based on own 

knowledge (Wickens, et al. 2004). Instead of using, for example Quality Functional 

Deployment, QFD and its production requirements, personas gives precise, credible details 

that helps designers picture these made up persons as a real potential users (Rogers, Sharp and 

Preece 2011).  

Function and task analysis 

The function and task analysis are often used on existing product or service to evaluate how it 

is used and works for the different users. However, one should not only use the descriptions 

which are based on existing systems as platforms to solutions, though these are not always in 

line with what the users actually need. The focus should be on what the users want to achieve 

and their needs instead of focusing on features that solve these (Wickens, et al. 2004). 

3.2.2 Empirical measurements 

The quantitative data will be collected from Ericsson website using Google Analytics. The 

data from the research will be used to complement the usability tests and the background 

research. To be of use, the data has to be interpreted and organized in some form (Wickens, et 

al. 2004). 

3.2.3 Iterative product development and participatory design 

Working in an iterative product development process means that rapid changes are made 

constantly to further develop the design and consider the new founded needs of the users 

(Wickens, et al. 2004). In this case that means use of paper prototyping at an early stage; a 

fast and inexpensive way to create different concepts to be evaluated. PowerPoint slides are to 

be used as a second step to work on the look and feel, and the last prototype should be 

interactive to work as a base for evaluation of requirements. The importance in this part of the 

product development process is that these concepts have to be iterated several times. Wickens 

et al. (2004) gives examples of 10 to 20 iterations in order to really solve the needs of the 

users. 

Participatory design is an approach to include all the stakeholders in the product development 

process (Rogers, Sharp and Preece 2011). The most important stakeholders from Ericsson and 

the main visitors will be included in the process. Below, different methods of how this project 

will combine the iterative and participatory product development are presented.  

Observations and focus groups 

Observations can be a more valuable method to identify needs and requirements than asking 

the users what they want. This is because of users not always acting as they say they are 

(Wickens, et al. 2004). However, observations are not enough to understand the task 
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completely when much of the implementation of a task is hidden in the person's thoughts, 

goals and intentions (Wixon, Holtzblatt och Knox 1990). A solution to obtain a more 

complete picture of what the person is doing is to use a think-aloud verbal protocol. 

Meanwhile the participant carries out the task, he or she talks out loud and explains how he or 

she thinks and is planning the execution. This can advantageously be documented using the 

voice recording and/or video. Ohnemus and Biers (1993) proved that information from voice 

protocol yield most information if the user is first performing the task and then afterwards 

obtained via memory or videotape review. 

When the users are many, it is advantageous to make use of focus groups. These groups 

consist of four to seven persons led by a person familiar with the topic of product or service 

that is to be evaluated. Nielson (1993) have shown that an amount of five users are enough for 

the creation and evaluation of concepts and prototypes. The discussions in focus groups also 

usually generate more information than with individual users. This is because of the 

participants being trigged by each other and therefore remembering things that they otherwise 

would have forgotten (Wickens, et al. 2004). The number of participants depends, and smaller 

groups may have an advantages in interact. However a too small group may return fewer 

concepts (McLafferty 2004).  

Workshops 

The workshops are planned to be a platform to work together with stakeholders and to 

integrate them into the whole product development process. Three workshops will be the 

foundation of the product development and will cover a comprehensive evaluation of the 

existing website to understand the user needs and requirements. Wickens, et al. (2004) 

highlights the importance of not discussing solutions, and instead focus on the requirements 

for the user to be able to perform the task. The ideation and conceptualization will follow 

where both brainstorming ideas and evaluating will be a phase before the final prototype. To 

read more about the workshops, see chapter 3.3 Study design and implementation. 

3.2.4 Planning 

There are two different time plans, one for the overall process (see Figure 3.2.1) and one more 

detailed time plan covering the day to day work, see Appendix 2. The overall process used is 

a stage-gate model with different gates and milestones (Ullman 2010) thus is combined with a 

software agile process similar to Rational Unified Process, RUP (Rational 2011). The 

combination allows multiple processes that is iterative and allows the stakeholders to be a part 

of the development process. 
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Figure 3.2.1. The overall product development process visualized from the Gantt schedule. 

Milestones 

Milestones are important dates where different phases have been identified in the master 

thesis. In the end of such phase there is a delivery and a due date. Important milestones and 

delivery dates is shown in the Table 3.2.1. 

Table 3.2.1. Milestones and delivery dates for master thesis project. 

7 February Planning report 

9 February Planning seminar 

2 March  
Research and background final. Written research 

documentation for report. 

23 April Concepts 

3 May  Final requirements and prototype evaluation done. 

21 May Report 

4 June Final presentation 

3.2.5  Risk Analysis 

The greatest risk identified at this stage is concern to the graduate workers, the additional 

activities a part from the studies occupies significant amount of time. The second largest risk 

is the ability to obtain sufficient numbers of participants for the iterative workshops. These 

two risks should be at an early stage minimized so they do not affect the project's output. For 

more identified risks and proposed actions, see Appendix 3. 
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3.3 Study design and implementation 

The working process of the master thesis was iterative; altering workshops with focus groups 

with development by the team members.  An initial test of the current site worked as a first 

input of what improvements may be required, but also as a base for the future comparison 

with the concept developed. The development of concepts then emerged from the result of 

three workshops, ending in a single concept tested in the same way as the current site had 

been tested. The result of this final test in combination with iterative feedback from a number 

of focus groups was used to finalize the concept prototype and set requirements for the future 

development of Ericsson‘s career site. The whole process is visualized in Figure 3.3.1, and the 

steps are described in detail below. 

 

Figure 3.3.1. Visualization of the development process. 

3.3.1 Test 1 

The test was designed as a case study, letting users try to perform different tasks. Examples of 

tasks in the case are ―try to find a job that matches your education‖ and ―try to find 

information of the recruiting process‖. The participants were after performing the tasks asked 

to answer some additional questions concerning what parts of the site had gotten their 

attention, what content that were of interest and what was not, what user experience they had 

gotten, wished for, and considered important for a career site to avoid.  
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Before performing the tasks, the participants were asked to describe their mental map of how 

they thought the tasks would be carried out. This was done so that the users mental map of 

how to perform tasks later could be compared with how they are to be performed at the 

current site, and also work as a guide for the developing process. Besides testing the usability 

of the current site, test 1 also mapped buzz words that the participants were using to search for 

jobs. 

The case was performed individually by the users, guided by one of the project team 

members. The participants were given case cards with instructions, and the results were 

documented by recording both screen and audio. At the same time, notes were taken by the 

case guide. After the test, the participants‘ mental maps of how to perform tasks were charted 

and visualized, and their performances of the tasks were analyzed. Analyzes consisted of 

navigation pattern and the first requirements. 

3.3.2 Workshop 1 

The focus of the first workshop was to map the user, getting to know their feelings, 

wonderings, and wishes when in the situation of finding a job. Four brainstorming themes 

were used iteratively: 

 What do I feel and think? 

 What do I want to feel? 

 What are my questions and wonders? 

 Generate concepts and ideas 

To identify this short individual brainstorming sessions were held altered with presentation 

and discussions. With the feelings, wonderings and wishes in mind, ideas and concepts to 

meet this was then brainstormed individually and presented for the group. The whole process 

was then iterated, letting the participants get inspired by each other and start thinking more 

innovative. 

The results from the brainstorming were written down on post-its, one post it was equal to one 

feeling, wondering, wish or idea. The result of the brainstorming session was later grouped 

and categorized, mapping patterns and themes.  

3.3.3 Personas 

The result from test 1 and workshop 1 was used as a base for creating two personas to have in 

mind during the developing process. 

3.3.4 Concept development phase 1 

With the chart of users‘ feelings, wishes, wonderings and ideas as a base, the team members 

ideated a number of concepts. All concepts were visualized in paper form, aiming to just 

describe function, and not layout and design. 
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3.3.5 Workshop 2 

The focus of workshop 2 was ideation and evaluation of concepts to further understand the 

user needs and requirements. There were three methods used during the workshop: 

Brainstorming, Systematic Inventive Thinking (SIT) and 6 thinking hats. How these were 

used is presented below. 

Brainstorming 

The categories created as a result of workshop 1 was used as the base for brainstorming in 

workshop 2. The participants were divided into two groups, working with iterative ideation of 

concepts to meet the categories. The results were documented as notes and sketches. 

SIT 

The method SIT, Systematic Inventive Thinking, is a set of tools used to generate ideas were 

function follows form (Goldenberg, et al. 2003). It was used to evaluate the current career 

site, and the results were documented by recording audio and taking notes. 

6 thinking hats 

The method 6 thinking hats, is aiming to make the participants more focused and use the same 

state of mind to create deeper discussions and better collaboration (Bono 1988). It was used to 

evaluate interesting features on other company career sites and the 20 concepts developed by 

the team members in concept development phase 1. Different hats were used in different 

combinations to give a broad input. The results were documented by recording audio and 

taking notes. 

3.3.6 Concept development phase 2 

With the results of workshop 2 as a base, the concepts and ideas were merged together into 

two interactive prototypes with the possibility to navigate and test the functionalities. Also 

knowledge from the theory chapter was used to ensure the usability of the interface. 

3.3.7 Workshop 3 

In workshop 3, the two concepts were presented to and tested by the participants. They were 

then evaluated by using dots in different colors to score the different functions of the site 

depending on function, usability, and potential. The dots were all used individually, and the 

result was then discussed by the whole group, trying to find the best solutions of how to 

develop a final concept. The result was documented by recording audio, taking notes and 

pictures. 

3.3.8 Concept development phase 3 

The two concepts were in concept development phase 3 merged together into one. All 

decisions were taken with the results of workshop 3 as a base, and the concept was improved 

as a result of the discussions. Also the theory of the master thesis was used as a base for 

design decisions. 
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3.3.9 Test 2 

Test two was a repetition of test one, except the mapping of the users mental model. The same 

tasks were to be carried out by the participants, but this time on the concept prototype instead 

of the current site. The results were documented by recording both screen and audio, and also 

by notes by the case guide. After the test, the participants were discussing the concept, 

coming up with ideas for improvement. 

3.3.10 Finalization of concept prototype 

The last phase of product development, performed after test 2, was a combination of 

implementation of inputs from the participants and an iterative process meeting feedback 

from other stakeholders, such as the communication and technical departments as well from 

human resource at Ericsson.  

3.3.11 Requirements 

The result of the project that is of largest interest for Ericsson as a company is the 

requirements. These were developed as a result of the iteration process for developing the 

concept. All requirements were categorized into functional or non-functional requirements, 

with sub categories as presented below. The requirements were then documented with Volere 

sheets (Robertson and Robertson 2006), giving more detailed information of the aim, criteria, 

importance etc. 

Functional requirements 

Functional requirements are requirements that describe what the scope of the product is to be, 

what features are to be implemented etc. It simply states what the product should do. Those 

sub-requirements to functional requirements that are relevant for this project are listed below. 

 Functional requirements 

 Data requirements 

Non-functional requirements 

Non-functional requirements are requirements that apply to other aspects than what the 

product should do. There are a large number of non-functional sub-requirements. The once 

relevant for this project is listed below.  

 Environmental requirements 

o Social requirements 

o Organizational requirements 

o Technical requirements 

o Look and feel requirements 

o Usability requirements 
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4 Theory 

The following chapter is a presentation of the theory that together with test and workshop 

results is the base for all designing decisions in the developing process of this master thesis. 

There are three main sections of the chapter concerning cognition, emotional design and 

interaction design. The content of these sections are in many ways affecting and overlapping 

each other, providing a web of knowledge and guidelines to have in mind during both 

evaluation and development. 

4.1 Cognition 

The mismatch of understanding and processing a lot of different information, or why we 

experience memory failures, are related to the mechanisms of cognition. How people 

perceive, think and remember is labeled under cognition and a basic model of human 

information-processing (Wickens, et al. 2004). Following chapter represents the possible 

design implementations of cognition. 

4.1.1 Attention 

There is almost always a lot of input to the human brain and normally we look at the things 

we perceive, but selective attention doesn‘t guarantee perception. For example in the 

underground we might focus our attention on reading the newspaper but lack of filtering out 

the distractions we can‘t remember the sentence we just read.  

Rogers, Sharp & Preece (2011) present following guidelines to design for attention: 

 Make information salient when it needs attending to at a given stage of a task; 

 Use techniques like animated graphics, color, underlining, ordering of items, 

sequencing of different information, and spacing of items to achieve this; 

 Avoid cluttering the interface with too much information. This especially applies to 

the use of color, sound, and graphics: it is tempting to use lots, resulting in a 

mishmash of media that is distracting and annoying rather than helping the user attend 

to relevant information; 

 Search engines and form fill-ins that are simple are much easier to use, like the goggle 

search engine. The main reason is that users more quickly find where to type their 

search. 

Wickens et al. (2004) and Rogers, Sharp & Preece (2011) point out the drivers for how 

attention and selection of channels to attend and filtering of channels to ignore, they focus on: 

goal, salience, effort, expectancy, and value. 

Goals 

Attention is affected by the clearness of our goals. A person who knows exactly what he/she 

is looking for will have a focus on trying to match available information with the certain goal. 

If on the other hand, no clear goal is set, there won‘t be a focus for a certain type of 

information, but instead, the person will most likely let the available information ―guide our 

attention to interesting or salient items‖ (Rogers, Sharp and Preece 2011). 
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Salience 

Salience is something that stands out relative to its neighbor, an attentional capture (Yantis 

1993), is a bottom-up process. Abrupt onsets, distinct and auditory stimuli, and tactile stimuli 

are particular salient (Wickens, et al. 2004). The bell on a bike clearly draws attention to the 

pedestrians, however those that do not have the salience features may not be detected, and a 

phenomenon known as change blindness or attentional blindness (Rensink 2002).  

The salience of a certain activity or piece of information is also affected by the way the 

information is displayed. For a screen the density of information is of importance, but also the 

structure. One structure that is proven to be successful is grouping the information in 

categories; see Figure 4.1.1 (Rogers, Sharp and Preece 2011). 

 

Figure 4.1.1. A successful structure of information by grouping information: one makes it much easier to find 

information than the other (Rogers, Sharp and Preece 2011). 

Expectancy and value 

If salience is a bottom-up process, expectancy and value are a top-down or knowledge-driven 

factors in allocating attention. We search where we expect to find information; we click on 

career because that is where we expect to find information about job opportunities on a 

company website. Although, how often looking at or attending channels is also modified by 

how valuable it is to look at it or how costly it may be to miss an event on a channel (Moray 

1986).  

Effort 

The effort in an inhibit movement to select attention is due to many shortcuts, for example to 

not move our head to look behind when driving to check the blind spot when changing lanes. 

We prefer to avoid moving the head and scan short distance rather than long to select the 

information source (Wickens, et al. 2004). 

4.1.2 Perception 

Perception is the extraction of meaning from the information processed by the senses and is a 

complex process (Roth 1986). Even though perception is not always preceded of selection 
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attention, driving for example may not require consciously attention on the road, still enough 

information perceives to steer the car.  

The eye is the main sensory system for people with a healthy eye and is used to call the 

dominant sense (Danielsson 2001). It is stimulated with light, a wave of electromagnetic 

energy that decides the hue and the brightness. More important is the contrast; the feature to 

detect and recognize shapes, letters or a hole in the ground in its surrounding. However, high 

contrast in wrong order is not aiding the perception, for example is white text on a black 

background tougher to read than the other way.  

Research has shown that color deficient or color blindness is more common among men than 

women; the average for men with color deficient is 7 percentage (Wickens, et al. 2004). The 

hardest one to distinguish between is red-green. Shneiderman (2010) recommends designing 

for monochrome first and then using color as a redundant feature. 

What the eye is focusing its attention on it comes from either the conspicuous process or from 

the expectancy process. The conspicuous search is a parallel process since all items are 

examined at once and the item with greatest contrast, which pops-out the most, will draw the 

attention (Wickens, et al. 2004). Expectancy search is based on prior knowledge and we are 

looking where we expect the target to be, see Figure 4.1.2. 

 

Figure 4.1.2. Top-down processing versus bottom-up processing and how they have different drivers in how we 

percept. 

The two process; conspicuous and expectancy, can also been referred to as the bottom-up 

process and the top-down process. The bottom-up process uses stimulus processing, 

meanwhile the top-down process use perception and understanding as explain in the Figure 

4.1.2 (Wickens, et al. 2004). For a human factor specialist the interplay between the two 

processes of what should be there versus what is there, is important to understand in the 

process of how we perceive information. This model is adoptable not only for other stimulus, 

but also for how the human cognition retrieve and perceive information. 

Another implication in visual design is the discrimination problem. You can often see or 

detect what you look at but to discriminate between one of two signals are a more frequent 
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issue than the former (Wickens, et al. 2004). That ends in a design rule of make changes; 

make them not less than it is obvious there is a change. 

For information to be perceived the right way, it is important to put effort into designing the 

presentation of it. Specific for web design, it is recommended to use a lot of blank/white 

space, grouping the information on the screen. This aids the viewer locate appropriate 

information. Although, there are studies showing that too much blank/white space may be 

contra productive (Spool, et al. 1997). 

Other ways of displaying grouped information is in combination with colored fields or within 

borders. Studies have shown that using boarders is a better alternative than contrasting colors, 

spending time locating information (Galitz 1997). 

Some of Rogers, Sharp and Preece (2011) guidelines when designing for perception are: 

 Representations of information need to be designed to be perceptible and recognizable 

across different media. 

 Icons and other graphical representations should enable users to readily distinguish 

their meaning 

 Bordering and spacing are effective visual ways of grouping information that makes it 

easy to perceive and locate items. 

 Text should be legible and distinguishable from the background (e.g. it is ok to use 

yellow text on black and blue background, but not on a white or green background) 

4.1.3 Working memory 

Working memory (also referred to as short-term memory) holds a small amount of 

information that is currently in use or active. Two different types of information is stored in 

working memory; verbal and spatial, and it‘s also hold the major implications for system 

design (Wickens, et al. 2004). Thus, the working memories ability to maintain information is 

limited to four interrelated respects: how much information can be kept active (the capacity), 

for how long it can be kept, how much attention is required to keep the material active, and 

how similar the information is to other material of working memory and ongoing information 

processing (Wickens, et al. 2004). Because of the product in this thesis being a website where 

information is displayed (and not necessary to have in mind), the working memory load will 

be relatively low, and the relevant aspect of working memory is thereby similarity. 

To be aware of similarity is important when designing to reduce working memory load. It 

happens that we forget and confuse things and then recall the wrong information, for example 

when the wrong number is repeated because of the similarity in the numbers, 8553 is 

particularly likely to be erroneously recalled as 8533 (Wickens, et al. 2004). The risk with 

similarity is that the user may mix things up and because of this make mistakes. 

4.1.4 Long-term memory 

The implication of learning something is in fact due to the ability to transfer chunks from 

working memory and store it in long-term memory (Danielsson 2001). 
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Frequent practice and recently uses are determining factors that influence the strength of an 

item in long-term memory. The classic example about passwords and how one password is 

the same to a variety of sign-ins since it‘s easier to remember a frequently used one. However, 

if it‘s something, a password or procedure that are generally not used every day an external 

visual checklist or note rather than reliance upon memory is suggested (Wickens, et al. 2004). 

Organization of information in long-term memory 

There are a number of models of how the human brain organizes information in the long-term 

memory. Two of these are schemas and mental models. Scheme is a mental reputation of a 

group of items, events, or people, for example thinking of soccer creates a mind map of 

associated items (Danielsson 2001). Schemes that describe a typical sequence of activities, 

like how to make a phone call, are called scripts (Wickens, et al. 2004, Danielsson 2001). 

Schemes about dynamic systems are often called mental models, this generates a set of 

expectancies about how the equipment or system will behave and varies on their degree of 

completeness and correctness (Wickens, et al. 2004). For example a correct mental model of 

airplanes stays aloft because of the vacuum created over the wings, however the incorrect 

mental model assumes it‘s caused of the speed through which it travels through airspace. 

Designing interfaces and usability it is important to understand the user‘s mental models. 

Forgetting and retrieving 

To learn, store items in the long-term memory, requires at least 5-10 seconds (Danielsson 

2001) and the decay of item strength and association strength has the shape of an exponential 

curve (Wickens, et al. 2004). Retrieval items from the memory fails because of (1) weak 

strength due to low frequency or recency, (2) weak or few associations with other 

information, and (3) interfering associations (Danielsson 2001, Wickens, et al. 2004). Similar 

as the working memory different forms of long-term memory degrades in different phase, to 

recall (retrieve the required item of fact, name, or appropriate action) is lost faster than 

recognition (Wickens, et al. 2004). For example a multiple-choice with the right answer 

present is more likely to be correct answer than short-answer questions, the recognition is 

stronger than to retrieve (Danielsson 2001). 

People tend to remember some things more easily than others. Dates and numbers are often 

forgotten, while visual cues about things such as color, location and marks are remembered 

(Rogers, Sharp and Preece 2011). The guidelines for interactive design concerning memory 

are (Rogers, Sharp and Preece 2011): 

 Do not overload users‘ memories with complex procedures for carrying out tasks. 

 Design interfaces that promote recognition rather than recall by using menus, icons, 

and consistently placed objects. 

Recognition is a well implemented design tool in software design and is referring to 

Norman‘s (The design of everyday things 2002) put ―knowledge in the world―, design 

suggestion to reduce the workload on the human cognition. To use the knowledge in the 

world instead of the head a slower efficiency due to the need to find and understand the 
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information, however precise behavior can emerge from imprecise knowledge for four 

reasons (Norman 1988);  

1. Information is in the world. Information is stitched together from combining 

information in memory with the information in the world. 

2. Great precision is not required.  Precision, accuracy, and completeness of knowledge 

are seldom required. If the user can distinguish the knowledge describing the 

information or behavior sufficiently between the correct selections from all others it 

may result in perfect behavior. 

3. Natural constraints are present. Physical properties of objects restricts the allowed 

behavior, limits the relations with other objects, operations possible and so on. 

4. Cultural constraints are present. Artificial conventions formed by the society add 

constraints based on acceptable social behavior. Knowing the cultural conventions, 

they are applicable to a wide variety of circumstances. 

4.1.5 Decision making 

A decision is defined as (a) a person must choose one option among a number of alternatives, 

(b) there is some amount of information available related to the different options, (c) the 

timeframe is relative long (longer than a second), and (d) what is the best option is unclear 

(Wickens, et al. 2004). Rational decision, also referred to as normative models, forms the 

basis to many computer-based decision aids (Edwards 1987). Later research associated the 

cognitive process with the human decision making behavior and developed a set of 

descriptive models (Wickens, et al. 2004). 

Normative decision models centers around the results, how much each outcome is worth 

(Wickens, et al. 2004).  There are different normative decision models; multi-attribute utility 

theory, expected value theory, and subjective expected utility; however studies have shown 

that human violate key assumptions to the normative models. When making decisions, people 

do not compare all existing information, but instead tend to use simple heuristics, 

Gigerenzeret and Todd (1999) said: ―We typically ignore most of the available information 

and rely on only a few important cues‖. Heuristics, includes using shortcuts and rules-of-

thumb, are much quicker and faster as selections, researches suggested that descriptive model 

of decision making is more adequate than normative decision models (Wickens, et al. 2004).  

Heuristics and biases 

Cognitive heuristics is described as the easy way of making decision; it is fast and it is 

powerful. Although, they represent simplifications and do not always give the best solution 

since it leads to errors and flaws (Wickens, et al. 2004). The systematic flaws or systematic 

deviations is referred to as bias, and represent a very basic information-processing model 

(Danielsson 2001, Wickens, et al. 2004). 

Wickens et al. (2004) describes a model for the working memory:  

(1) Cue reception and integration; cues hold pieces of information about the environment and 

are received into working memory.  
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(2) Hypothesis generation and selection; the outcome, from retrieve cues and retrieve 

information from long-term memory, is one or more hypotheses, ―educated‖ guesses, 

diagnoses, or interferences as to what the cues mean.  

(3) Plan generation and action choice. 

Each step of those three heuristics and biases has different limitations and are shortly 

explained in the Table 4.1.1 below. 

Table 4.1.1. Heuristics and biases features in decisions making. Each step of heuristics and biases has their own 

limited or opportunity factors. (Adopted from (Wickens, et al. 2004), an introduction to Human Factors 

Engineering). 

Heuristics and biases in 

Receiving und using cues 

Heuristics and biases in 

Hypothesis generation, 

evaluation and selection 

Heuristics and biases in 

Action selection 

Attention to a limited 

number of cues – Due to the 

limitation of working 

memory. 

Generation of a limited 

number of hypothesis – 

People generates a limit 

number of hypothesis 

because of working memory. 

Retrieve a small number of 

actions – Long-term memory 

may provide several action 

plans, however the working 

memory limits the number 

we consider. 

Cue primary and anchoring 

– information processed early 

is often most influential. 

Available heuristics – 

Recent and frequently used 

hypothesis are more likely to 

be retrieved. 

Available heuristics for 

actions – hypothesis 

associated with function of 

recency, frequency, and 

strength of associations in 

long-term memory will return 

most available actions. 

Inattention to later cues – 

cues occurring later in time 

or cues that change over time 

are often likely to be totally 

ignored. 

Representativeness 

heuristics – Similar cue 

patterns or representations 

usually works well to explain 

the situation, however, it can 

be mistaken when cues are 

similar but the situation is 

slightly different. 

Availability of possible 

outcomes – Each action often 

has more than one outcome 

and a person is unlikely to 

retrieve all of the possible 

outcomes for one action. 

Cue salience – Perceptually 

salient cues are more likely to 

capture attention and be 

given more weight. 

Overconfidence – People 

believe they are correct more 

often than they actually are. 

Framing bias – The framing 

bias is the influence of the 

framing or presentation of a 

decision on a person‘s 

judgment. For example the 

presentation of a price: A pair 

of pants cost 300 SEK or you 

Overweighting of 

unreliable cues – Not all 

cues are equally reliable. 

Cognitive tunneling – When 

a hypothesis is chosen, we 

remain stuck and underutilize 
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subsequent cues. will have a discount of 200 

SEK from originally price of 

500 SEK. The latter will 

more likely make the person 

feel that they saving money, 

although they pay the same 

price. 

 Confirmation bias – people 

consider additional cues 

follow their hypothesis or 

seek only for confirming cues 

to their hypothesis. 

4.2 Emotional Interaction 

When interacting with a product, the design can influence the users‘ state of mind. A user 

friendly, good looking product may put the user in a positive mode, while a hard to use 

product that looks old and boring may trig feelings like frustration, boredom etc. But there is a 

lot to consider. The design is just one aspect, and the emotions of the users are affected by a 

range of aspects such as social relationships, the weather, and the result of a favorite soccer 

team. This chapter is to clarify what to think about when designing for emotions. 

4.2.1 Frustration 

Rogers, Sharp & Preece (2011), present following guidelines for what people often find 

annoying 

 Websites that is overloaded with text and graphics, making it difficult to find the 

information desired and slow to access. 

 Flashing animations, especially flashing banner ads and pop-up ads that cover what 

the user is looking at and which requires them to actively click on a check box to 

close them. 

 The over-use of sound and effects and music, especially when selecting options, 

carrying out actions, running tutorials, or watching website demos 

 Featuritis – an excessive number of operations, such as the array of buttons a remote 

controls 

 Childish designs that keep popping up on the screen, such as certain kinds of helper 

agents 

 Poorly laid out keyboards, pads, control panels, and other input devices that cause 

users to persistently press the wrong keys or buttons. 

4.2.2 Models of emotion 

When trying to design for a certain emotion, or to reduce one, mental models can be used. 

They can also be used to help understanding ―how people react and respond when in different 

contexts‖. ―Our emotional attachment and involvement with products is as important as how 

easy we find them to use‖ (Norman, Emotional Design 2004). 

Tolerance is closely attached to emotion. If someone is happy, the chances of the person 

overlooking issues with products are bigger. The opposite goes for an angry or anxious 

person. It is almost impossible to design a product that adapts to peoples changes of mind set. 
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The way to use this knowledge is instead to have the tasks and the context of the product in 

mind during the design phase (Norman, Emotional Design 2004). 

Emotional Design Model 

One model of emotional design can be described as three levels of the mind that, by affecting 

each other, affect the behavioral outcome of an input. The three levels are visceral, 

behavioral, and reflective, Ortony et al. (2005) emotional design model can be seen in Figure 

4.2.1. 

 

Figure 4.2.1. Ortony et als' model of emotional design model. 

When designing with the three levels in mind, the visceral one is referring to creating a good 

look, feel, sound etc.: simply aesthetic aspects. The behavioral level is designed for by 

considering usability and the reflective level by looking at the products meaning and personal 

value in particular cultures. 

Pleasure Model 

A model that focuses on the pleasurable aspects of product interaction is Jordan‘s (2000). It 

includes four different types of pleasure, and how to think when designing for them 

 Physio-pleasure. The pleasure coming from sensory experiences, e.g. finding the 

material of a product pleasuring. 

 Socio-pleasure. The type of pleasure that comes with being in company with people 

we like and care for. For product design, this may refer to possibilities of social 

interaction. 

 Psycho-pleasure. A person‘s emotional and cognitive reaction to a product. This type 

of pleasure has similarities with what Norman (2004) refers to as behavioral level. 

 Ideo-pleasure. This type is similar to Normans‘ model for the reflective level. It refers 

to cultural and personal aspects of peoples personal values.  

The pleasure model is intended to guide the designer in the development process, knowing 

there are different types of pleasure. 

Technology as Experience Framework 

The experience framework is an emotional model that uses a holistic view to define four core 

threads (McCarthy and Wright 2004) 
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 Sensual thread. Deals with the level of absorption a person is experiencing with a 

product; the sensory engagement. It is akin with Norman‘s visceral level. 

 Emotional thread. Refers to how emotions occur in situations and in interaction with 

products. Also how emotions affect people in decision making. 

 Compositional thread. Describes the narrative part of an experience. It is the internal 

thinking that takes place during tasks. 

 Spatio-temporal thread. Refers to the experience and how time and space affects it. 

The aim with using these threads in a design process is to aid the designer in thinking of the 

whole experience of the product. For different products, different aspects are of most 

importance (Rogers, Sharp and Preece 2011). 

4.3 Interaction design 

Most products are, in some way, to be used by humans. A product is good only when it 

supports the user. When designing a product, it is therefore important to consider the 

interaction that will occur between the user and the product. This chapter looks into fields and 

structures that can be at use for designing interactive products. (Rogers, Sharp and Preece 

2011) 

4.3.1 Designing for interaction 

When designing a product that is intended to be interacted with, it is important to know what 

objectives are the most important ones. One way to structure the work with identifying 

objectives is to divide them into two different classes: Usability goals and user experience 

goals. There is no clear distinction between these, and they affect each other. Still, it is a tool 

to specify where to aim in the development process. (Rogers, Sharp and Preece 2011) 

Usability Goals  

The usability of a product refers to how the product is to use. According to (Wickens, et al. 

2004) it is the objective for a human factor designer and can be satisfied when the five criteria 

of efficiency, accuracy, learnability, memorability, and satisfaction is evaluated and 

understood for the specific project. The different criteria‘s play different importance 

depending on user and task.  

The objective of usability goals should be to optimize the interaction between the user and the 

product. According to Roger, Sharp & Preece (2011), there are six usability aspects that are to 

be considered; effectiveness, efficiency, safety, utility, learnability and memorability. 

Wickens et als' (2004) aspect of satisfaction is instead treated as user experience. It is 

common to structure the work with these aspects as a range of (quite detailed) questions. 

Below follows a description of the aspects and examples of questions to be answered during 

the design process (Rogers, Sharp and Preece 2011). 

 Effectiveness. This aspect has a general aim to consider ―how good a product is at 

doing what it is supposed to do‖.  

Type question: Is the product capable of letting people access the information they need?  
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 Efficiency. The efficiency aspect involves how the user is supported by the product 

while trying to carry out tasks. How many steps are involved? Can information be 

saved so that it doesn‘t need to be re-written? 

Type question: Will the user be able to work efficient and be productive, ones learned how to 

use the product? 

 Safety. Safety involves protection of the user, both from dangerous and undesirable 

situations. One aspect refers to the user accidently carry out unwanted tasks, another 

to the fear of the consequences of actions, which is affecting their behavior. Theses 

aspects can be considered by preventing serious errors (e.g. not place delete-buttons 

next to the save-command) and by providing recovery from errors (e.g. undo facilities 

and confirmatory dialog boxes). 

Type question: What is the range of errors possible using the product and what measures are 

there to permit users to recover from them?  

 Utility. ―Utility refers to the extent to which the product provides the right kind of 

functionality so that the user can do what they need or want to do‖. 

Type question: Does the product provide an appropriate set of functions that will enable users 

to carry out all their tasks in the way they want to do them?  

 Learnability. This aspect considers how easy it is to learn how to use a product or 

system. Most people don‘t want to spend much time at learning how to use products, 

especially not such that are used only infrequently. Because of this, it is important to 

determine how much time the users are willing to spend at learning a product. 

Type question: Is it possible for the user to work out how to use the product by exploring the 

interface and trying certain actions?  

 Memorability. How memorable a product is depends on how, once learned, easy it is 

to remember how to use it. It‘s not desirable that a product have to be relearned each 

time it is to be used. Examples of how to make a product well working out of a 

memorability perspective is to use meaningful icons, command names and menu 

options. The structure of options and icons are also of great importance. 

Type question: What kinds of interface support have been provided to help users remember 

how to carry out tasks? 

Besides questions, usability criteria are possible tools for the designer to develop usable 

products. The aim of this is to provide quantitative indicators. 

User Experience Goals 

A product that works perfectly well out of a usability aspect is not necessarily perceived as a 

high-quality product of the users. Also the users‘ experience of the product has to be 

considered. 
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A persons experience is a subjective quality. The perspective is the users, and it is varying 

with time, context, individual etc. Also user experience goals are most useful when specified 

as questions. Some examples of aspects, both desirable and undesirable, are presented below 

(Rogers, Sharp and Preece 2011). 

Desirable aspects 

Satisfying Helpful Fun 

Enjoyable Motivating Provocative 

Engaging Challenging Surprising 

Pleasurable Enhancing sociability Rewarding 

Exiting Supporting creativity Emotionally fulfilling 

Entertaining Cognitively stimulating  

Undesirable aspects 

Boring Childish Cutesy 

Frustrating Unpleasant Gimmicky 

Making one feel guilty Patronizing  

Annoying Making one feel stupid  

   

Note that the aspects described as desirable are not desirable for all products. For some 

products, it is undesirable to be challenging. The same goes for the undesirable aspects. There 

are also incompatible combinations of user experience goals, and of user experience goals and 

usability goals. ―Recognizing and understanding the nature of the relationship between 

usability and other user experience goals is central to interaction design. It enables designers 

to become aware of the consequences of pursuing different combinations when designing 

products and high-light potential trade-offs and conflicts‖. (Rogers, Sharp and Preece 2011) 

4.3.2 Designing principles 

When designing interactive products, there are a number of principles that aids thinking of the 

different aspects of the design. 

 Findability. Refers to the degree to which a particular object is easy to discover and 

locate  (Morville 2005) 

 Visibility. Functions that are visible to the user are easier to find and understand, and 

thereby makes it easier for the user to know what to do next. The opposite goes for 

invisible functions 

 Feedback. ―Feedback involves sending back information about what action has been 

done and what has been accomplished‖. There are many ways to provide feedback, 

e.g. audio, tactile, verbal, visual, and in combinations of these.  

 Constrains. Constrains refers to determining ways of restricting the kinds of user 

interaction that can take place at a given moment. 

 Consistency. A consistent system is a system that has ―similar operations and user 

similar elements for achieving similar tasks‖, and that follow rules. This makes them 



28 

easy to learn and use. On the other hand; even if it makes the product more difficult to 

learn, sometimes inconsistency can make the product easier to use in the long run 

 Affordance. According to Norman (1988), a simple description of affordance is ‗to 

give a clue‘. It refers to how easy it is for the user to know how to use objects. An 

implementation of this principle is to design icons so that they afford clicking, 

scrollbars that afford scrolling etc. The aim is to make the product intuitive. 

When applying design principles, there is often trade-offs to be done. For the designer, it is 

important to try to find the right balance between them, depending on the product, the user 

and the context. 

4.3.3 Different types of users 

Users of a product have different experience levels according to how often they use the 

service. A frequent user will for example maybe remember the path to find specific 

information, and depending of the importance of the website the user is more willing to invest 

time in learning (Mayhew 1992). Wickens et al. (2004) also highlight the difference between 

mandatory use of software and discretionary use. ―Discretionary use is when the people use a 

system because they want to, not because they are required to‖. 

The discretionary user is also somewhat an expert but mostly only in particularly parts of the 

software, compared to experts that has a broad knowledge. You can‘t only sort the user in 

how often they use the program, though there is also underlay circumstances that add more 

dimensions to a user‘s skills. Although, Shneiderman (2010) states there are three main 

groups of users: 

 Novice users : People who know the task but have little or no knowledge of the system 

 Knowledgeable intermittent users: People who know the task but because of 

infrequent use may have difficulty remembering the syntactic knowledge of how to 

carry out their goals. 

 Expert frequent user: Users who have deep knowledge of tasks and related goals, and 

the actions required to accomplish the goals.  

Design for novice users should focus on ―walk up and use‖ systems, heavily relied on icons, 

menus, short written instructions and a graphical user interface, GUI (Wickens, et al. 2004). 

For example when the stoves changed from physical to touch buttons, the design tried to use 

recognizable icons to overcome the bridge for new users. Memory for recognition is more 

reliable than long- term memory. Because of this, manipulated objects on a screen is easier to 

understand than to recall a command line, thus using the recognition memory instead of long-

term memory (―knowledge in the head‖) reduces the workload  (Wickens, et al. 2004) and is 

good for novice users. 

An intermittent user often have an idea how things work but cannot recall the specific actions 

necessary (Wickens, et al. 2004). These users can be the hardest to satisfy since they vary 

between novices to experts. Use of adaptive interfaces, for example automatically monitoring 

user performance  and indicate the user when to switch entry styles to help the user to become 

more effective and quicker in performance is a solution suggest by Gong & Salvendy (1994). 
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The expert users have to learn the system, and training periods are acceptable. Therefore, 

designers should focus on error free complex systems (Wickens, et al. 2004). A fast, efficient, 

and error-free performance is the aiming result, but the challenge and the goal is always to 

maximize all five criteria; efficiency, accuracy, learnability, memorability, and satisfaction.  

The three classes of users help the designer to make a clear distinction, which can aid in the 

developing of user-friendly software (Wickens, et al., 2004). Thus, it is important to 

understand how the user can be sorting in one experience class, example be an expert in 

English. Thus, be in another category when it comes to use the English in a specific 

environment.  Cooper (1999) addresses the importance of a deeper understanding and a more 

sophisticated approach to understand the likely user for the specific concept. 

Guidelines when designing for different users 

 Designing for highly frequent users or mandatory use, Mayhew (1992) suggest design 

focus on ease of use. 

 For low or intermittent frequency of use or for discretionary users, the priority is ease 

of learning and remembering the priority. 
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5 Results 

The result of the study is a combination of workshop results, developed concepts, final 

concept prototype and requirements. Because of the iterative process, the presentation of the 

results is also presented in the same order as they occurred in the project.  This means that 

the following chapter is structured so that test and workshop results are altered with 

developed concepts, following the process described in the chapter Method. The requirements 

building on the final concept prototype is described in the end. 

5.1 Test 1 

Participants: 

Max
new

(SWE), Xiqing
new

 (CH), Adelina
new

 (BA), Adrian
new

 (FR) + Sahar
new

(unknown) 

Tadas
new 

(LT), Fahad
new

(BD) Jin
new 

(CH), Ashish
new

 (NP) 

In test 1, two types of users were identified; the goal driven user and the not goal driven user. 

The goal driven user is much focused on finding a job that fits their profile, and ignores other 

information. He or she wants to find the information they are looking for fast to not get 

frustrated. The not goal driven user on the other hand spend more time scanning the site 

content, trying to find something that catch his or her interest. 

5.1.1 Mental map 

The resulting mental model of the users covers the process of finding a job, where to find 

trainee programs, where to find summer jobs, where to find information about the company, 

and where to find information about the recruiting process. 

Information about the company is considered in three main aspects; where information is 

possible to find, where it is possible to find information that the company may not want to 

present, and what information that is of interest. How they are to find information about these 

aspects is visualized in Figure 5.1.1. 
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Figure 5.1.1. Part of the mental map of finding a job, showing the category find information about company and 

have been categorized to three categories. 

5.1.2 Performance of tasks 

Google analytics (2012) shows that 40% of the page views on Ericsson careers are from 

clicking on the left menu option job openings. However, the test shows that finding that menu 

option is not always easy. Job openings is the sixth option on the left menu list, and the 

participants‘ behavior indicates that they don‘t always read the whole list, and therefore miss 

it. Instead they look over to the middle column to find where to find a job, second they mouse 

over the career option in the top menu, before returning to the left menu. If they find the right 

column, that is the last place to search for the jobs. However, more frequent users seem to use 

the jobs by field feature that is located in the right column. People using jobs by field most 

often right click on the different categories and open them in a new tab since more than one 

category are of interest.  

When trying to find a job, some of the participants choose the students & young professional 

option instead of job openings, but not one person founds any job from that page. Some of 

them are scrolling up and down the student & young professional page but overlook the 

students’ opportunities and the links provided. When students were asked to find a student job 

they either went using the job opportunity or tried to look for it in the students & young 

professional page. When using the job opportunities they typed summer job in the search text 

field. Not a single participant clicked on the summer job link in the student & young 

professional page and Google Analytics shown that around 1 percentage clicked below the 

visual screen of students & young professional page, which includes the click for the summer 

job link. 
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When the participants were asked to find Ericsson‘s trainee programs, most of them clicked 

students & young professional. Many of them could not find it and went back to search for it 

in the job database. The results from searching on trainee replayed internships and master 

thesis. Not one person was sure about where the trainee programs where, it was not until a 

very few started to read the Our programs-text in students and young professionals that they 

became notified about the name of Ericsson‘s trainee program being graduate programs. 

The test shows that the users are looking for two types of information concerning the 

recruiting process, one being specific information connected to a particular job, and the other 

one being more general information. When applying for a specific job the participants 

expected specific recruiting information to be found in either the description of the job, during 

the online applying process or received in the respond letter later. To find more general 

information, most people looked into the job opportunities, although the sub-categories 

concerning the recruiting process were sometime missed. Participants trying to find it another 

way faced difficulties. Different methods used were to type in the upper right search field, 

Google it, or use the search job function. 

5.1.3 User Experience 

A majority of the participants found the existing Ericsson career site motivating, but apart 

from that there are not many positive experiences associated with the site. The participants are 

clarifying the importance of the site being helpful and motivating, and avoid being boring, 

annoying, childish, and making one feel stupid. 

5.2 Workshop 1 

Participants: 

Round 1:  Max
new

(SE) Xiqing
new

 (CH), Adelina
new

 (BA), Adrian
new

 (FR) (Targeted focus 

group) 

Round 2: Eric
new

 (SE), Hudson
new 

(SE), Johanna
new

 (SE), Cecilia
new

 (SE) (expert focus group) 

The brainstorming in workshop 1 resulted in the categories below, sorted in to either feelings 

or wishes and wonderings.. 

5.2.1 Feelings 

The most common feelings occurring in connection to visiting a career site are presented 

below: 

 Anxiety, fear, loneliness and insecurity 

The negative feelings that often occur when in the situation of searching for a job, 

especially when being a graduate student, are often worsening by the fact that the job 

databases are hard to use and there is no possibility to get in contact with someone that 

can answer your questions. 

 Determination 
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Many of the users are determined to find jobs that may match their profile, and won‘t 

pay attention to anything else on the site. 

 Excitement and joy  

Starting a career is often making people feel excited and they are eager to find out 

what possibilities there are for them. 

5.2.2 Wishes and wonderings 

The wishes of the users are sorted into the categories below: 

 User friendliness 

The users are requesting a site that is user friendly and intuitive to use 

 Recruiting process 

Many of the users‘ questions concern how the recruiting process is looking at the 

specific company. They are both interested in the process and in what the applicant 

should think of to increase his/her chances of getting a job 

 Ego site 

When the workshop participants were asked to think outside the box and dream about 

how an optimal career site for them would be designed, they were asking for positive 

personal feedback, feelings of the company really wanting them, and a customized site 

 Answers to general questions 

Because of the lack of contact information on the site, the users request some general 

questions and answers 

 Feedback 

The workshop participants had a wish for getting quick and personal feedback 

 Personal approach 

The participants want a personal approach to the site, both in the aspect of feeling 

looked upon as an individual, but also in the aspect of getting to know the people 

within the company. 

5.3 Personas 

Two personas were created: Xi and Olexander. The main difference between them is that Xi 

is a bit uncertain about what she is looking for in a job, while Olexander has a very clear goal. 

To view the personas, see Appendix 4. 

5.4 Concept developing phase 1 

There were a number of concepts developed to meet the feelings, wishes and wonderings of 

the users. The names of these are listed below. For descriptions of each concept, see 

Appendix 5. 

 Ego concept  The skill box 

 The book concept  Reach your dream 

 The virtual coach   What We Do 

 The Google concept  This is what you‘ll do 
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 Mood concept  Why we care for you  

 FAQ  We want you  

 Win your interview  Don‘t worry  

 Customized site  Global vs. local  

 Company Values  Applying for a job? Let us help you  

 The game  Opportunities for you  

    

How these concepts meet the feelings and wishes of the users is mapped in Table 5.4.1. In 

Table 5.4.1, also ideas and guidelines that are not implemented in any concept are displayed. 

For description of how the concepts meets the feelings, wishes and wonderings of the users, 

see Appendix 5. 
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Table 5.4.1. This chart shows the relations between concepts and feelings. The idea was to create concepts that 

were supporting different feelings. 
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5.5 Workshop 2 

Participants: 

Group 1: Arsineh
new

 (IR), Xiqing (CHN), Michael
new

 (DE), Xiaohan
new

 (CHN) (unfocused 

group, targeted focus group) 

Group 2: Eric (SWE), Johanna (SWE), Hudson (SWE) (expert focus group) 

5.5.1 Brainstorm 

The categories used as a base for the brainstorm is visualized in Figure 5.5.1.  

 

Figure 5.5.1. The nine categories used in the brainstorming session of Workshop 2. 

Only six out of nine categories was used in the brainstorming due to the time. To exemplify 

the output, the resulting concepts for the category the user in focus is listed below.  

1. Convey an image that shall fit the user‘s demands, ―our product is exclusive for you‖. 

The content for the picture can be a mash-up from the user‘s own professional 

network and display words and picture that is related. And then give the user a 

friendly platform to make a further choice from. 

2. First the visitor need to create a short profile from three questions or similar. Then the 

website content is change to match the profile, positions for that specific user, 

language options etc. 

3. Direct Skype calls, connected with the company‘s website or a live chat forum. Or 

record a video answer to create a more personal way than FAQ. 

5.5.2 SIT 

The SIT session resulted in an overall need of reducing the length of text and information on 

the current website. From using the SIT subtraction method the right column could be 

reduced, and the middle column could then be resized to include also the third one. The 

feature of our people was by the use of the division tool improved by making it possible to 
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choose among a range of categories so that the user can easily find those interviews that are 

interesting for their field of interest. 

5.5.3 6 thinking hats 

Evaluation of the four features from other company career sites and the 16 developed 

concepts resulted in a further understanding of what users like. The career advice with 

numbered lists of tips for finding a job, writing resume and cover letter etc. (Telenor career 

site) was considered useful, helpful and relevant. The presentation in step-by-step was getting 

positive feedback. The mood concept was also receiving positive feedback and was 

considered innovative. However, questions rose whether you miss information when the 

interface is adapting to your mood. 

5.6 Concept developing phase 2 

The result of concept development phase 2 was two interactive, clickable prototypes, with the 

possibility to navigate and test the functionalities. Both prototypes were a result of workshop 

2, merging the concepts evaluated and developed together. For more information of the two 

concepts, see Appendix 6. 

The focus of the first concept, see Figure 5.6.1, was to reduce as much content as possible; 

this for the site to be simple and clean with clear messages, and thereby easy to overview and 

navigate. The personal approach was implemented in the concept by the menu option your life 

at Ericsson, where the user by creating a quick profile got access to matched information. 

 

Figure 5.6.1. First concept focusing on a simple an clean layout of features and orgainization. 

The second concept, see Figure 5.6.2, implemented a mood concept and possibility for 

customization already at the entrance page. By letting the users enter information about 
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themselves, the site would adapt and display targeted information. The second concept had a 

focus on interaction, the navigation and having few menu options. 

 

Figure 5.6.2. Second concept was focusing on the users customization possibilites from the first page. 

5.7 Workshop 3 

Participants: 

Mehdi
new

 (TN), Arsineh (IR), Xiaohan (CH), Rui
new

 (CH) (Focus group, unfocused group) 

The clusters of sub menu options were evaluated separately, and should therefore be analyzed 

separately. For example, the scores of features in Job can‘t be compared with the scores of 

features in Ericsson and You. Results of the evaluation can be seen in Table 5.7.1.  
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Table 5.7.1. Results from the evaluation shows pages that was more favored and pages that can be further 

devloped. 

 

As seen in Table 5.7.1, concept 1s‘ feature Your life at Ericsson was given high scores. 

Discussions stated that the feature was really interesting and should be put in the main menu 

instead of in a sub menu. It should also be made clearer to the user what the feature contains. 

The option Students & Young Professionals was considered to be good and not need much 

improvement. The profiles though needed to be redesigned.  

In concept 2, What we do was considered the most interesting part of About Ericsson. The 

descriptions of the trainee programs were appreciated.  Discussions stated that further 

improvements were needed on the entrance page where the categories were considered good 

but how to use it was not clear. 

In discussions, the participants agreed that the structure and titles of concept 2 was better than 

the structure and titles in concept 1, but that the content in concept one was more interesting. 

The overall understanding was to make a mix of the two prototypes into one prototype.  

5.8 Concept developing phase 3 

The results of iterations merged the concepts together into one. The simple layout from the 

first prototype, and then the menu from the second prototype created the base of the new 

prototype. Navigation and overview was facilitated by letting the entrance page center section 

display the site content, see Figure 5.8.1.  

Result evaluation 
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Figure 5.8.1. Entrance page of the merged prototype. 

5.9 Test 2 

Participants: 

Xiqing (CHI), Arsineh (IRA), Dimitri
new

 (RUS), Sahar (unknown), Ashish
new

 (NP) (targeted 

focus group)  

Xiaohan (CHI), Cindy
new

 (FRA) (unfocused group) 

Cecilia (SWE) Hudson (SWE) (expert focus group) 

The test of the concept prototype showed the new entrance page was useful for the 

participants. A number of them was using it to overview the content and navigate on the site. 

Discussions state that using the entrance page for overview and navigation is appreciated by 

the users, and they are by this finding the site more helpful. 

The navigations buttons to the right, tried to make salient by using bright colors and a lot of 

white space, was not used by the participants. Comments on this concerned that the left menu 

was good enough for navigating, and that the buttons to the right had no advantages compared 

to the usual way of navigating. Some of the participant noticed the buttons, and some did not. 

No one found them irritating. In discussions, both suggestions of delete the buttons and to 

give them more functionalities rose.  

The functionality and content of Your opportunities got very positive feedback from the 

participants. However, many stated it should be made more visible and clear, though its 

functionality is new and therefore not searched for by the visitor.   
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5.9.1 User experience 

A majority of the participants found the concept prototype satisfying, helpful, motivating, and 

suitable. 

5.10 Finalization of concept prototype 

The finalization of the concept prototype was made iteratively, using feedback from focus 

groups and stakeholders presented below.  

Focus groups and stakeholders:  

Xiqing (CHN), Arsineh (IR), Dimitri
new

 (RU), Xiaohan (CHN) (targeted focus group  and 

unfocused group), Cindy
new

 (FRA) 

Anette
new

(SWE), Jennie
new

(SWE), Elin
new

(SWE), Kristoffer
new

(SE), Jelena
new 

(SRB), Olle 

(SWE), Magnus (SWE), Mickael (SWE), Osborn (SWE) (Ericsson stakeholders)
 

Hudson (SWE), Cecilia (SWE) (expert focus group) 

For final result, see coming section: 5.11 Final prototype and Discussion. 

5.11 Final prototype 

The final prototype is an interactive clickable homepage. The structure and design of the 

prototype can be found in Appendix 7 and an interactive version can be found at 

www.sarae4.wix.com/careers.  
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6 Final requirements 

The functional and non-functional requirements are listed below. Those requirement tagged 

with a number is more closely described in a Volere sheet with that same number. See 

Appendix 7 for full view over prototype. The requirements are grouped according to different 

fields, for example about ericsson, helpful, motivating etc. 

6.1 Functional requirements 

Functional requirements are requirements that describe what the scope of the product is to be, 

what features are to be implemented etc. It simply states what the product should do. Those 

sub-requirements to functional requirements that are relevant for this project are listed below. 
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6.2 Non-functional requirements 

Non-functional requirements are requirements that apply to other aspects than what the 

product should do. There are a large number of non-functional sub-requirements. The once 

relevant for this project is listed below.  
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7 Discussion 

To overview how the theory has been used in the development, this chapter is presenting the 

implementation of theory and workshop results to the concept prototype. The structure of the 

following chapter will therefore follow the theory chapter presented earlier in the thesis 

report. 

7.1 Cognition 

Cognition concerns how people perceive, think and remember. All of this is important to 

consider when developing a career site, and how the aspects of cognition relevant for this 

master thesis have been dealt with is presented below.  

7.1.1 Attention 

The concept prototype is designed to support the users‘ need of attention. How this is done is 

presented below. 

Goals 

In the workshops, two types of user goals have been identified. First, there is the user who is 

determined to find a job, and because of that is very focused on filtering out information that 

has to do with jobs. Second, there are the users that feel uncertain of what they are looking 

for, and scan the site trying to find something that sounds interesting. The two types of users‘ 

supports the theory of perception, the conspicuous search and the expectancy search 

(Wickens, et al. 2004). 

To meet both of these type users, the careers main menu and the entrance side have been 

closely looked upon. The user with the clear goal of finding a job is so focused on finding 

what he/she is looking for, that all other information is ignored. The strategy of placing what 

the user is looking for further down the menu to ―force‖ the user into looking at other 

information on the site have been proven not to work in our workshops. Instead, what 

happens is that the information is harder to find, leaving the user frustrated or annoyed and 

can be partly explained by the effort in reading a list of items of no interest and therefore 

stops before finding the result (Wickens, et al. 2004). Because of this, the suggestion is to 

place information that the user is aiming for (in this case job openings), in the top of the menu 

to meet the users‘ needs by being intuitive. Another side that has been proven popular, both in 

the workshops but also from statistics of how the current site is used (Google Analytics 2012), 

is information on the recruiting process. This page is at the existing site found as a sub site to 

job openings. To meet the users, this site should instead be displayed high up in the site menu. 

This has been implemented to the concept prototype, see Figure 7.1.1. 
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Figure 7.1.1. The new organization of the left menu in (a) and the current in picture (b). 

The entrance page of the existing careers site has been ignored by the users in the workshops. 

They are explaining the behavior as a result of the fact that what‘s on an entrance page is 

often uninteresting and too much information that can result in annoying the visitor (Rogers, 

Sharp and Preece 2011) and this case not viewed. Instead of using this page to promote the 

company, the side should be used to help the user get an overview of the site content and help 

navigating. In that way, the users can easily out filter what matches their goal with visiting the 

site. 

This approach is also beneficial for those users who lack a clear goal. The workshops 

demonstrate that what‘s on the current entrance page is not catching their attention, and by 

making the site content easier to overview in the center section, those users are supported in 

their search for information that catches their interest. For this to work, it is important to 

choose an appropriate amount of options and interesting but clear titles to support Norman‘s 

recognition theory (Norman 1988) of put ―knowledge in the world‖. Too many menu options 

will be hard to scan through with full attention, and too few may result in content being 

hidden in sub menus, content that may have caught the users‘ attention if displayed. To help 

the user make a first selection, the links in the center section have been divided into three 

main categories; one for finding jobs, apply and get tips and tricks, one for inspiration, 

opportunities and facts, and one for students and young professional. This works as a guide 

that makes it possible to match the users‘ goal (but also mindset) with the features of the site 

and stitch information in the world together with the users‘ information in memory (Norman 

1988), see Figure 7.1.2Error! Reference source not found.. 

(a) (b) 
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Figure 7.1.2. The site content visualized and categorized at the entrance page. 

Salience 

To draw attention from the user, it is important that significant content and features is salience 

and stands out from the rest of the content (Rogers, Sharp and Preece 2011). At the existing 

site, some well working features, such as jobs by fields, are placed in the right section of the 

site. The design of this feature is good but not salient, and because of the placement to the 

right, where the workshops showed few people found it, the look of the feature makes it hard 

to notice and not detected, a phenomenon Rensink (2002) refers as attentional blindness. The 

current site has a lot of content to the right that is missed by the users. Instead of filling the 

right section with features and information that sometimes feels like if they ended up there 

just because there were no other place to put them, that section should be sparingly used, and 

only for content that is made salience so that the user notice it. In the concept prototype, that 

section is used for keeping the three main categories of content first displayed at the entrance 

page. The features are made salience by the use of whitespace (lack of other content) and by 

buttons or icons that stand out in color as Rogers, Sharp and Preece (2011) their guideline to 

design for attention, see Figure 7.1.3Error! Reference source not found.. 
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Figure 7.1.3. The site content is visualized and categorized at al pages in the right column. 

Expectancy and value  

Because of people using experience to match what they are looking for (Moray 1986), it is 

important to use commonly used keywords in menus etc. so that the user can easily find 

wanted information. To create new, inventive titles may just result in people not clicking 

them. The concept prototype menu titles are created with this in mind. When the user have 

decided to click a title in the menu, it is important not to disappoint them with the 

expectations not being fulfilled. Though, to exceed the expectations is of course positive. 

To draw attention to the content of the site that is not commonly found at careers sites, it is 

important to signal the value of the content in the menu title (Moray 1986). In this case, that 

has been done by combining the two words you and opportunities. The sides that have a built 

in and generally known of high value, like job, will get the users attention, and no extra effort 

to make it stand out is needed except for making it easy to find. 

Guidelines for attention 

The guideline (Rogers, Sharp and Preece 2011) of using simple form fill-ins have been 

implemented to the concept prototype by the feature Your Opportunities where the user is just 

choosing job fields of interest to get matched information. It could have been possible to add 

a number of other aspects than just job field, but to get the user to fill in information, it has to 

be really quick and effortless, and therefore, just one aspect is implemented.  

7.1.2 Perception 

For the entrance page, both top-down and bottom-up processes (Wickens, et al. 2004) have 

been designed for. Top-down by keeping the site main menu to the left where people are used 
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to navigate, and bottom-up by putting a salient site overview in the center section, where 

people are less used to find such content. 

Guidelines for perception 

To support the user to perceive the sites content in the right way, it is grouped on the screen 

and has an appropriate amount of white space between them as suggested by Rogers, Sharp 

och Preece (2011). 

Ericsson has icons were the meaning is easy to distinguish. In the concept prototype, these 

have been used greatly, though they are helping the users perceive the content in the right way 

just by a quick glance.  

7.1.3 Working memory 

To avoid mistakes due to similarity, the concept prototype is consistent in the use of color and 

the titles are easy to distinguish. At one stage of the process, there was one menu title named 

What We Are and one named What We Do, although there may be a beauty in this similarity, 

there is a risk that the user mixes them up and clicks the wrong option (Wickens, et al. 2004). 

To avoid this, What We Are is renamed to Our Philosophy in the concept prototype.   

7.1.4 Long term memory 

A feature like Your Opportunities is likely not to be used frequently. Partly because of this, it 

was decided not to let the users create a quick profile needing a password to use it to not relay 

on the users memory as suggested by Wickens, et al. (2004). Instead let them choose field of 

interest each time entering, by that, the risk of the user forgetting the password is eliminated.  

Organization of information in long-term memory – mental models 

The structure of the concept prototype has been developed with the users mental model 

(mapped during workshop 1) in mind. For example, the procedure of finding a job should 

follow the users‘ general expectations. 

Forgetting and retrieving 

Because of recall being lost faster than recognition (Wickens, et al. 2004), commonly used 

search words and job fields are listed next to the job search field in the concept prototype. 

This way, the user can easily identify what matches his/her profile, and, when visiting the site 

again, recognize what words were giving the most interesting results last time. In line with 

what Norman (1988) said about great precision is not required, this also helps the user avoid 

getting poor results from free text words that are not exactly the same as those used by 

Ericsson to categorize the job openings. The same goes for why there is a dropdown menu to 

choose from when setting field of interest for the use of the Your Opportunities feature, and 

not a free text field. 

To promote recognition, colors, icons, titles and placement is used consistent in the new 

concept, one example is the shortcut-buttons to the right see Figure 7.1.4. 
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Figure 7.1.4.  Shortcut-buttons that can always be found to the right to promote recognition. 

7.1.5 Decision making 

The content in Your Opportunities is new and unknown to the user. To aid the decision of 

entering the feature, it is important to work around this and create a high expectancy of value.  

Expectancy and value is also treated earlier in chapter 7.1.1. Attention under Expectancy and 

value. 

Heuristics and biases 

Receiving and using cues 

Because of cues occurring late in time often are ignored (Wickens, et al. 2004), it is important 

that the first impression is interesting and correct (Gigerenzer and Todd 1999). For the user to 

go through the effort of filling in field of interest in the concept prototypes‘ Your 

Opportunities, it is important that the short information of what the user will get in return is 

appealing enough to the user at the first glance (Wickens, et al. 2004). If the users‘ first 

impression is that Your Opportunities is uninteresting, it will be hard to convince him/her 

later because of the later cues being ignored. 

To draw attention to the interesting options in the concept prototype, they should be 

perceptually salient. How this has been implemented is described in the chapter 7.1.2 

Perception. 

Hypothesis generation, evaluation and selection 

Recently used hypothesis are more likely to be used than others (Wickens, et al. 2004). 

Because of the users most likely also visiting other career sites when looking for jobs, it is 

therefore important to correlate the titles and the content to what‘s commonly used to support 

the available heuristics and the working memory. This has been implemented in the concept 

prototype, and means that the site should meet (or exceed) the expectations of the user to 

support the user in making the right decisions (like clicking or not).  

The initial thought with the concept prototype was to add a quick profile feature to the site, 

where the profile of the user would be matched with the site content and provide the user with 

the most interesting information. The quick profile was to be saved and connected to the users 

email address. The aspect of cognitive tunneling, were the user is sticking to the chosen 
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hypothesis even if subsequent cues point in another direction (Wickens, et al. 2004), would 

have been a problem when trying to make people create this quick profile. There are bias 

about profiles that they are time consuming to fill in, and the fact that you have to give away 

your email address and remember a password can be deterrent. Because of the value of the 

action being uncertain for the user, the bar is likely to have been too high. Instead, the 

decision was to skip the possibility to store a personal quick profile, and let the user enter the 

needed information each time visiting. This requires a low effort from the user, so that the 

frustration of having to reenter information is at a maximum the same as when having to type 

a user name and a password. Because of this, there should be a maximum of two fields to fill 

in each time using the matched information feature and this have been implemented in the 

concept when entering Your Opportunities.  

7.2 Emotional interaction 

Following sections describes how the concept prototype is designed for generating, reducing 

and avoiding certain feelings. 

7.2.1 Models of emotion 

The emotions of the users mapped during the workshops were used to guide the design 

process. Below follows a description of how Norman‘s (2004) emotional attachment and 

involvement in products were met for the career website. 

 Anxiety, fear, loneliness and insecurity 

The negative feelings that often occur when in the situation of searching for a job, 

especially when being a graduate student, are often worsening by the fact that the job 

databases are hard to use and there is no possibility to get in contact with someone that 

can answer your questions. 

To prevent, or ease, these feelings, the structure of the concept prototype have been 

designed so that it is easy to navigate and don‘t make the user feel stupid. Fear and 

loneliness is prevented by taking a personal approach and let the user be matched with 

information that fit his/her profile (your opportunities). By displaying interviews with 

employees who have similar background as the user, and who is mentioning how they 

were feeling when looking for their first job, the user may feel a little less anxious and 

insecure. Insecurity is also prevented by offering tips and tricks, describing the 

recruiting process etc. 

 Determination 

Those users who are feeling determined to find the perfect job should be able to reach 

the job search quick and easy. How this is implemented in the concept prototype have 

been discussed in chapter 0 Goals.  

 Excitement and joy  

The users that are feeling excited to start their career should be able to explore the 

possibilities within the company and get inspired by the career path of current 

employees, the influence their work will have on the world and the culture of the 

company. In the concept prototype, this is done by providing the user matched 

information with real people at Ericsson (where they describe their careers), and an 
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opportunity to see what is takes to reach their dream job in the future and read about 

someone who have that job today. There is also a possibility to see how people within 

their field are contributing to the development of different products, and how those 

products are used within different fields of the society. The company culture and core 

values are not only described on the page Our philosophy, but also being exemplified 

in the interview with the employees. 

Emotional design model, pleasure model and technology as Experience 

Framework 

The visceral level (Norman, Emotional Design 2004) akin to the sensual thread (McCarthy 

and Wright 2004), concerning look and feel aspects and the level of absorption, is to a great 

extent affected by the Ericsson brand. Within the frames of the project, the level have been 

considered in terms of frameworks for usage of white space, ―read more‖ instead of full text, 

and a ―less is more‖ approach to the visualization of content and features at the pages to avoid 

an overloaded look 

The usability aspects, treated at the behavioral level (Norman, Emotional Design 2004) and 

psycho-pleasure (Jordan 2000), are looked upon closely in the chapter 7.3 Interaction design. 

At the reflective level (Norman, Emotional Design 2004) (similar to ideo-pleasure (Jordan 

2000)), where the products meaning and personal value in a particular culture is analyzed, a 

lot of work have been done through the evaluation of concepts in the workshops. Content, 

structure, and details have been given input, and the design have emerged through an iterative 

process to be appropriate for Ericsson‘s‘ global target group.  

Socio-pleasure (Jordan 2000),was looked upon in an early stage, and is implemented in the 

way that pages that the user find interesting can be shared, but otherwise it was decided that  

social interaction with people that the user care for is an aspect outside of the constrains of 

this project. 

The emotional tread (McCarthy and Wright 2004), which refers to the emotions occurring in 

interaction with the product and how emotions affect peoples‘ decisions, have had a great 

input on the concept. The main goal for a company with having a career site is to get the right 

people to decide that they want to apply for a job there. How common emotions among job 

seekers are dealt with, and how the site have been designed to promote positive feelings for 

the company is described earlier in chapter 7.2.1 Models of emotion. 

How the aspects of internal thinking during tasks (compositional thread (McCarthy and 

Wright 2004)), is implemented in the design is dealt with in the chapter 7.1.5 Decision 

making under Heuristics and biases.  

7.3 Interaction design 

Following chapters presents how the tools used for interaction designed have been used in the 

developing process. 



57 

7.3.1 Designing for interaction 

The result of working with usability goals and user experience as suggested by Rogers, Sharp 

and Preece (2011), was mapped in tests and workshops and is presented below. 

Usability goals 

Following usability goals are based on Rogers, Sharp and Preece (2011) of how to optimize 

the interaction between the user and the product. 

Examples of questions concerning effectiveness (Rogers, Sharp and Preece 2011) of a career 

site is: is it possible to find a job; is it possible to apply for a job, can the user find 

information of the recruiting process; can the user find information of the company, its 

products, culture and values? 

To promote efficiency (Rogers, Sharp and Preece 2011), those functions most used, such as 

the job search, are made easily accessible (as discussed earlier).  Those users who want to go 

straight to the job database are able to do that in two steps from the entering site, and those 

who want to get help in the form of search keywords will reach the results in also just two 

steps.  

In fact, two steps is more than required for these two actions in the existing site, were you can 

reach them in just one. The workshops have shown that few users notice the shortcuts on the 

entrance page, and only experienced users use it. The advantages of reducing content from the 

entrance page, especially the right section, giving the site a less overloaded look, and at the 

same time adding a more intuitive and clear structure, are considered to outweigh the 

disadvantages. Because of this, the two steps instead of one, is considered good enough. 

Questions concerning safety (Rogers, Sharp and Preece 2011) at a career site are mostly of the 

kind: ―can the user easily go back if he/she get to a side that is of no interest for him/her?‖, 

―Can the inputs of the user be changed?‖ etc. This is important to avoid frustration, and have 

been implemented in the requirement and in the concept prototype. 

The learnability (Rogers, Sharp and Preece 2011) aspect is captured in the question: Is it 

possible for the user to work out how to use the system by exploring the interface and trying 

certain actions? This has been solved by trying to find titles and structures that are intuitive, 

and also adding very short descriptions. 

Memorability (Rogers, Sharp and Preece 2011) is affected by structure, placement, icon, 

colors, titles etc. By being consistent in the use of these as suggested by Danielsson (2001), 

the concept prototype is designed so that it‘s easy to remember how to use it.  

User Experience Goals 

Through the workshops, two desirable, and three undesirable user experiences were 

identified. Knowing the user experience goals aided in the awareness of the consequences of 

pursuing different combinations and high-light potential trade-offs and conflicts as Rogers, 

Sharp and Preece (2011) suggested. How the user experience is included in the concept, are 
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described below. For information of the requirement set to meet the user experience goals, see 

chapter Final requirements and Appendix 8. 

Desirable user experience goals 

Helpful 

For the site to be helpful, the concept prototype is consistent in placement and usage of icons, 

buttons, labels etc. as Rogers, Sharp and Preece (2011) suggest in the guidelines for 

perception. This was shown to be more intuitive and easy to use. The possibility of letting the 

site match the users‘ field of interest with available content, such as interviews with relevant 

employees, information of the company‘s products etc., is also a way of making the site 

helpful. It is important though, also out of the helpful aspect, to always give the user access to 

all information available.  

The most viewed pages of the current site are (Google Analytics 2012)  

 Job Openings (40,41 %) 

 Recruitment at Ericsson (13, 78 %)  

 How to search and apply (12, 05 %) 

 Students and Young Professionals (9, 79 %) 

The order of the menu options in the concept is based on popularity. Because of the page 

concerning jobs is the most popular one it is also placed in top of the menu in the concept 

prototype. Recruitment at Ericsson, How to search and apply and Tips and tricks from our 

recruiters are all placed in the sub menu for the current sites Job openings. In the concept 

prototype, this type of content have been given its‘ own menu option, named Recruiting 

process and tips. This way, the content is easier for the user to find and access. The content of 

this menu option is helpful on its own, and should not be hidden in a sub menu. 

Besides the structure of the menu, the overview of content displayed on the entry page and the 

possibility to always find the links categorized to the right, is also a way to help the user 

navigate. 

To help the user not to miss content, as little content as possible is placed below the screen 

view. By providing examples of key words for the job search field, and making it possible to 

choose more than one key word, the site helps the user not to miss interesting search criteria.  

Motivating 

To motivate the user to search and apply for a job, the site has to show what opportunities 

there is within the company. By displaying information relevant to the users‘ field of interest, 

the workshops shows that the motivation will increase compared to providing more general 

opportunities. Also matching the user with relevant employee interviews is more motivating 

than having to browse through irrelevant ones. In the concept prototype, employee interviews 

are complemented a visualization of their career path, showing an example of what 

opportunities there are within the company.  
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The feature Reach your dream implemented in the concept prototype is motivating in that 

way that it‘s inspiring the user to aim high and gives a description of what is needed and some 

tips on how to get there. The user will also find an interview with someone who is living that 

dream today. 

Besides pointing out what opportunities the user may have within the company, the concept 

prototype is putting the employees work in a context. Both how the employee adds something 

to the products/organization, but also how the company products are affecting society. At a 

company like Ericsson, where the product is not that easy to get a grip of, this way of 

contextualizing is effective for giving the user a sense of meaning, and thereby motivates to 

search and apply. 

Also the company core values and philosophy can be motivating, presented in the right way. 

At the current site, the workshops have shown that there is too much text, and that the user 

therefore decides not to even start reading. By shorten it down, more users will take the time 

to read it, and this has been implemented in the concept prototype.  

Undesirable user experience goals 

Not making one feel stupid 

By providing easy to understand information of the recruiting process and give tips and tricks 

for the whole search/apply process, the chance of the user feeling stupid decreases. To prevent 

the user from feeling stupid and lonely, the interviews with employees in the concept 

prototype have one section that handles the feelings and worries the employee had while 

searching and applying for a job. 

Not annoying (and frustrating) 

The way to make the site not annoy the user is in many aspects the same as for making it 

helpful. The menu should be sorted in order of popularity, putting Job on top and adding 

Recruitment process and tips in the menu (not hiding it in a sub menu).  

To avoid frustration, it is a requirement that the interface should not be overloaded with text 

and graphics. In the concept prototype, this is met by keeping the right section free (except for 

the three categories of content), using a lot of white space and frequently use ―read more‖ 

instead of displaying all text at once. 

The most looked for information should be presented so that it is easy to locate. The 

placement of the menu option for the side concerning jobs is an example of how to prevent 

frustration. 

The intention with the concept prototype is that the user always should be in charge. The 

content is organized so that it supports the behavior of the user, and no attempts to ―force‖ the 

user to click, view or enter anything are made. This decreases the risk of the user being 

frustrated when having to see or do things that he/she have no interest in. At the same time, all 

content is accessible, independent of chosen field of interest. Neither is there any helper 

agents or similar that can make the users feel like someone is trying to affect their actions. 
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Not boring 

Too much text at the same time may bore the user. By using short ingresses, and having a 

―read more function‖, this is avoided in the concept prototype.  

The motivating parts of the site, described earlier under Motivating are also preventing the 

site from being boring to the user. 

Not childish 

No helper agents or a similar feature that can be found childish by the user is used in the 

concept prototype. 

Designing principles 

Findability (Morville 2005) is designed for by making important things salient. Examples of 

what have been done to make things salient, and thereby increase the findability, can be found 

in the section 0 Salience. 

The principle of making things that are important to the user visible (Rogers, Sharp and 

Preece 2011) instead of hiding them have been implemented to the concept prototype. This 

has for example been done by putting Recruiting process and tips as a menu option, and not 

in a submenu (as in the current site). 

Feedback (Rogers, Sharp and Preece 2011, Wickens, et al. 2004) is an important aspect, 

implemented by always displaying result of actions where the user is looking when 

performing the action etc. Menu options give visual feedback when rolled over or clicked etc. 

Consistency (Rogers, Sharp and Preece 2011) has been implemented to the concept prototype 

by being steady in placement and use of colors, icons, titles etc. 

To make it easy for the user to know how to use objects of the concept prototype, the result of 

the workshops have been of great importance. By using an iterative process were user input 

gives a hint of the systems affordance (Norman 1988), the buttons and icons of the concept 

prototype have been designed so that the use of them are intuitive. One example of the 

process is that the icon for people In What We Do at an early state was bigger than the other 

icons and placed more central on the page. This to set it aside, showing it is the most 

important icon. Instead, the workshops showed that the salience of the people-icon made the 

users think that it was no button, but a picture. Thanks to the iterative process, the icon could 

be redesigned, and the affordance decreased. 

Different types of users  

The main users of a career site can be considered novice or knowledgeable intermittent. Some 

of them are used to use similar products (other career sites), and have a clue of what features 

they expect to find and how to carry out tasks. Still, they are no experts, and the guidelines for 

such users are to make the product easy to learn and remember. How this has been 

implemented to the concept prototype is described in 0 Usability goals.  
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8 Final remarks 

In this chapter the method, results and the overall product development process will be 

discussed. Questioning the result and the effect of the limitations are discussed.  

When working with a user-centered approach the need of the real users is crucial. During the 

workshops there have always been a minimum of four participants. However there have been 

challenges in recruiting users with a satisfying diversity to match the users‘ of the Ericsson 

website. The aim was to have at least two users from the largest visitor groups, but that has 

not been possible. The lack of North American participants in the projects affects the aspects 

of what their culture specific attributes brings into the process of finding a job. The United 

States has their own job website (ericssonusjobs.com) that has integrated a lot of new 

functionality and interaction that would be useful for the global career website. Problems for 

the users of the US‘s website can be that they have to navigate in three different websites, the 

American career website, ericsson.com and Taleo. 

Although, throughout the workshops there are few attributes when it comes to searching for a 

job that differs between the regions. The differences often lay in the phase before entering the 

ericsson.com website, for example the referral traffic (career databases) and search traffic 

(search engines). For example in India the largest referral is naukri.com.   

Since the participants had to represent the diversity of Ericsson‘s visitors, the aim for people 

to join the focus groups was exchange students. Marketing through social media and 

international e-mail subscriptions the information reached the international students at 

Stockholm University and KTH. Before the first workshop started the attendants list showed 

full house (six participants) for each workshop. However the workshops never assemble more 

than four participants at the time. To gather more user data, extra test and workshop occasions 

were held with master thesis students from Ericsson. Somehow the objective approach and 

diversity slightly decreased using Ericsson interns to evaluate the current career website. 

Their experience from using the Ericsson career website might affect the way they navigated, 

however result showed no advantages in performing the test. 

Excluding target groups of users such as young professionals, managers, and senior 

professionals from the thesis is due to three reasons: (1) the largest group interacting with a 

company‘s career site is students, (2) it was not possible to involve other target groups in a 

reasonable time frame, and (3) the higher experienced a group is, the lower frequency of use 

of career sites. However, using different student groups, such as targeted students, 

experienced students and untargeted students gained a broad and diverse approach to how 

they find their jobs and interact with the career website. Working with 20 different students 

with ten nationalities covers a large spectrum of thoughts, typical users and variations in 

needs and requirements.  

Throughout the workshops, tests and evaluations the arising problem with the job database, 

Taleo, have been a large topic of discussion. However, it was excluded from the focus of the 

thesis since implementations were outside Ericsson‘s boundary. Although, results from the 
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test and evaluations show that it could be the single largest improvement affecting the overall 

usability experience of applying for a job. One of the most crucial problems with Taleo is 

how the feedback on a search is sometimes invisible to the user depending on screen size. For 

example; changing location or job field updates the pages below the visual window on small 

screens. People do know to scroll down but how will they know if there is a change in the 

result compared to the previous when they can‘t see the change taking place? Another 

feedback problem with Taleo is when coming straight from a search at Ericsson‘s career site. 

The search result is then not placed within the screen view, but the user has to scroll far down 

to find it. What‘s generating most frustration with Taleo though is the process of creating a 

profile to be used by the human resources. Today Taleo offers a profile that is transferable 

into other companies‘ database as long as they are using Taleo. You can also upload your 

resume and then Taleo extract the information and tries to add it into the right field. The result 

of this automated fill in still requires editing and altogether it still takes a new user at least 

half an hour to create a new profile. This is a problem with no simple solution since the job 

database is one of the main tools for human resource administration. However a major change 

could generate a huge satisfaction among the applicants. 

Working with developing a software product instead of a physical product has been 

challenging, but the process has also had a lot of similarities with the ones the team is used to. 

The process of gathering data and understanding of what the user needs are following the 

same methods, and the biggest difference lays within the more rapid way of prototyping and 

thereby increased possibility to work with iterative feedback from the users. 

The process used in the master thesis with an initial test of the current career site, an iterative 

product development with a number of workshops, a test of the resulting prototype and an 

iterative finalization of the concept and requirements is considered to have been successful by 

the authors. The workshops required all needed material to be finished in time, which really 

pushed the project to stay on schedule. All workshops were well planned and structured, and 

the methods used were chosen to make sure that the output was relevant and of use. The 

participants gave a lot of positive feedback, stating the workshops were professionally 

performed. At the same time as the process framed and structured the project, it also allowed 

for the team members to be free in their ideation process, making sure creativity was not lost 

in too much rules. 

The personas created as a result of the initial workshops have only been used sparingly. This 

is because of the workshops resulting in constant input from real users. Although not required 

for this project, the creation of personas is still of use since they are to be used by Ericsson in 

the future (both in their work with the career site, but also in other branding projects).      

The resulting concept prototype is an attempt to balance the users‘ needs and un-dreamed of 

requirements with what‘s possible to achieve technically, to administrate, and to implement 

within a reasonable time and cost frame. Although some compromises have been done, the 

result is appreciated by both user focus groups and Ericsson stakeholders. 
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The guidelines of Rogers, Sharp and Preece (2011) have been used through the whole 

developing process. The reliability issue with having a dominant source for design 

implementations is though considered low because of all guidelines being supported by the 

complementing theory. The results of the workshops and test 2 also confirm that the 

guidelines used are reliable and relevant.  
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9 Conclusions 

From the results and discussion the conclusions of this thesis concerning the existing career 

website are following: 

 Current website lack supporting in usability. 

 Student‘s cognitive behavior is not supported. 

 The motivational support for the career website is proven low. 

 Organizational structure of content and features does not have the focus of the viewer, 

rather it is aiming to communicate Ericsson‘s brand.  

 Few interaction possibilities and large chunks of texts make the site uninteresting. 

 One of the main problems is the job database which is poorly integrated with 

Ericsson‘s career website. 

 The content of the website is not updated and/or targeted to the students. 

To improve the website from a student user stand point focusing on the interaction and 

cognitive aspects for development the conclusions are following: 

 Use the left column for the navigation for the career website to support the mental 

map and behavior of users‘ navigation. 

 Sort navigation menu in order to most used pages to aid the user‘s searching for 

information. 

 Use the right column sparingly and broaden the middle column due to scanning path 

of viewers not searching for detailed information in the right column. 

 Use the entrance page to visualize and categorize the site content. 

 Design pages to fit the important information within the size of the screen to reduce 

need of scrolling and further search for information. 

 For pages with information extending outside the viewable part of the page it has to 

clearly show that the page continues outside the screen, the scroll bar on the right is 

not enough. 

 Give direct and visual feedback to inputs where the action has been carried out on the 

screen. 

 Large chunk of text has to use good headings and a read more option. 

 Create a part where information is adapting to the visitor instead of overall 

information for everyone. 

 Make it possible for the visitor to reach all information, but make sure it is sorted and 

categorized so that the user easily can sort out what‘s interesting. 

 Put work and company products in a context so that it‘s made clear and meaningful. 
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10 Recommendations 

 The recommendation for the development of the current career website is to re-arrange 

the existing content and make it easier to overview and sort. 

o Re-structure the left menu according to popularity. 

o Shorten text and add a read more button instead. 

o Add possibility to sort content (e.g. Our people). 

o Use right section sparingly. 

o Re-make the front page of career website to display an overlook of the career 

website. 

 The next step would be to look into how it is possible to add graphical visualizations 

as a complement to text for an easier and faster interpretation of the information. 

 To motivate the users it is important to implement interactivity to the site. 

o Provide matched information based on the visitor. 

o Create new content for visualizing the context of Ericsson‘s products. 

o Add multiple-search function with job fields and common searches. 
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Appendix 2 Time plan 

Kick-off 2012-01-16 2012-01-20 
Initial meetings at Ericsson 2012-01-16 2012-01-16 

Team goals 2012-01-18 2012-01-18 

Kick-off event 2012-01-18 2012-01-18 

Time plan 2012-01-18 2012-01-18 

   Pre-study 2012-01-23 2012-02-10 
Theory research 

  Ericsson research 2012-01-23 2012-02-01 

Benchmarking career   websites 2012-01-23 2012-02-01 

Ericsson career website 2012-01-23 2012-02-01 

Introduction presentation Ericsson 2012-02-03 2012-02-03 

Planning seminar KTH 2012-02-09 2012-02-09 

   Research 2012-02-13 2012-03-23 
Litterateur study 2012-02-13 2012-03-09 

Meeting professors within the area 2012-02-13 2012-02-13 

Ericsson research interviews 2012-02-14 2012-03-06 

Theory report draft 2012-02-13 2012-03-09 

Review Research Draft from Sofia 2012-03-23 2012-03-23 

   Product Development 2012-02-17 2012-05-07 
Planning Workshop seminars 2012-02-17 2012-05-01 

Workshop 1 Empower 2012-02-21 2012-02-21 

Invite participants 2012-03-05 2012-03-12 

Form focus groups 2012-03-12 2012-03-16 

Testing Workshop seminars 2012-03-16 2012-03-16 

Workshop 1 Focus Group 2012-03-27 2012-03-27 

Test 1 Focus Group 2012-03-27 2012-03-27 

Documentation Workshop 1 & Test 1 2012-03-27 2012-04-10 

Test 1 Complementary 2012-04-11 2012-04-11 

Conceptualization 2012-03-27 2012-04-10 

Rotational Brainstorming 
  Un-brainstorming 
  Workshop 2 2012-04-10 2012-04-10 

Documentation Workshop 2 2012-04-10 2012-04-23 

Prototype concepts 2012-04-10 2012-04-23 

Workshop 3 2012-04-23 2012-04-23 

Documentation Workshop 3 2012-04-23 2012-05-03 

One prototype 2012-04-23 2012-05-03 

Meeting Ericsson Stakeholders 2012-03-25 
 Workshop Ericsson 2012-04-25 2012-04-25 

Workshop Ericsson Attract 2012-05-02 2012-05-02 

Interviews 2012-05-09 2012-05-15 

Workshop 4 2012-05-03 2012-05-03 
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Workshop 4 Complementary 2012-05-05 2012-05-07 

Requirements 2012-05-07 2012-05-21 

   Report 2012-04-23 2012-06-13 
Writing 2012-04-23 2012-05-21 

First Draft 2012-05-21 2012-05-21 

To opponents 2012-05-28 2012-05-28 

Opposition 2012-05-28 2012-06-04 

Final Report 2012-06-04 2012-06-13 

   Presentation 2012-05-23 2012-06-04 
First Draft 2012-05-23 2012-05-25 

Final presentation 2012-05-29 2012-05-31 

Rehearsal 2012-05-29 2012-05-31 

Presentation Ericsson 2012-06-01 2012-06-01 

Presentation KTH 2012-06-04 2012-06-04 

   Kick-out 2012-06-04 2012-06-13 
Evaluation at Ericsson 2012-06-07 2012-06-07 

Kick-out lunch 2012-06-12 2012-06-12 
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Appendix 5 Description of concepts 

Global vs. Local 

Concept that makes it possible to post content that is connected to the location of the user. 

The first displayed content is always global, but if a country or region wants to display local 

content, there should be space for this. Visitors in countries where no local content is 

displayed will not notice something is missing 

How the concept meets the feelings 

Negative feelings: The concept global vs. local aims to make the user feel that there is 

something for them presented on the page, preventing them from feeling lonely. With just 

global information, some users feel small and insecure, and the concept … that local Ericsson 

offices have the possibility to post local information in … to global when there is … for it 

(e.g. local information of events etc.) 

Meeting wishes and wonderings 

Answers to the wish of a more personal approach by providing information that is locational 

relevant.  

Feedback from 6 thinking hats, Workshop 2 

 Don‘t want to create a feeling of distance between people from different countries. 

Don‘t want exclusion. 

 They do understand the problem with information getting to general when trying to 

make it work globally. Cultural, legal aspects etc. 

 Want to give the power to the user to choose what information to display.  

Company Values 

This concept is more of a guideline for making sure company values are exemplified. 

Meeting feelings 

Negative feelings: The concept answers to some of the negative feelings that sometimes 

occur when trying to find a job. By exemplifying how the company is working with their 

company values, it gets more concrete, and the chance of the visitor believing in what‘s said 

is increased. By that, anxiety can be reduced. 

Feedback from 6 thinking hats, Workshop 2 

 Was thinking that it was more important to get the chance to visit the company to see 

if they are doing what they say they are. It is important that the company values are 

implemented for real. 

 It could be too much information for the user. Examples are good, but they cannot be 

too many so that the user would not read it. 
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We want you 

We want you is a concept that is designed to give the user feedback on his/hers personal 

profile. By entering education, job field of interest, nationality etc., and the feature will give 

the user feedback in whether the profile is interesting for Ericsson. If the profile is not one of 

those searched for, a neutral message will be displayed. If the education etc. is within 

Ericsson‘s fields of work, a positive feedback will tell the users his/hers profile is of interest 

for Ericsson 

How the concept meets the feelings 

Negative feelings: To boost the users …, the concept We want you was developed. It is 

designed to give the user feedback on if their profile (containing information of education, 

field of interest etc.) is interesting for Ericsson. 

Positive feelings: The We Want You concept meets the excited users‘ mindset, providing 

feedback on if the user‘s quick profile is interesting to Ericsson.  

Meeting wishes and wonderings 

Ego site: The concept is off course linked to the users wish for feeling desirable. 

Feedback: The users wish for quick personal feedback is in some ways meet by this concept 

Personal approach: The users want to be seen as the individuals they are. This concept is an 

attempt to really show that Ericsson is interested in them as persons.  

Feedback from 6 thinking hats, Workshop 2 

 Very very good idea! Compare to LinkedIn. If someone from a top company has 

visited my site, I‘m getting motivated and make me search for more jobs. Gives 

confidence. Fast response is good. 

 Would like to get feedback on what to improve. Encourage people to develop.  

Applying for a job? Let us help you 

This concept is to give the visitors the feeling that Ericsson cares for them and want to help. 

It‘s a simple step by step guide to help the user navigate in the search and apply process. By 

giving both general and specific information, the service is helpful; giving tips that can be 

used also for applying for jobs at other companies, but also really useful for applying at 

Ericsson. The tis will be provided by real recruiters at the company. 

It is important that the amount of text is put to a minimum: only short useful tips that the user 

can work through step by step. To really be a useful tool, there should be steps for the whole 

process, and these can be divided into 

 Tips to find a job 
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 How to write a CV and cover letter 

 Prepare for the interview 

 Being new at work 

How the concept meets the feelings 

Negative feelings: To meet the insecurity of some users, the concept Applying for a job? Let 

us help you was developed. It is a step by step guide for the whole ―search and apply‖- 

process.  

Meeting wishes and wonderings 

Recruiting process: The concept is providing the user help with tips and tricks for the 

recruiting process. 

Personal approach: By having real recruiters giving the tips, the meeting between the user 

and the company will be more personal. 

Feedback from 6 thinking hats, Workshop 2 

 Of Course. Very good. Guide. Good if you are a beginner. Want it to be a dot-list 

(very short).  

 Too many steps might be frightening. Too much to swallow. One idea is pop-up tips. 

Another is to have a checkbox-list.  

 Every country has different cultures. The tips should be categorized so that you can 

find what goes for a certain country. Recognize where the user comes from.  

 Avoid to general tips. 

The skill box 

Instead of choosing job field of interest, the skill box makes it possible for the user to enter 

his/her skills to the system (picking from a large number of skills provided by the feature). 

With the skills of the visitor, the site then displays what job openings there are for that person. 

How the concept meets the feelings 

Negative feelings: Sometimes when in the state of trying to find a job, some people are 

feeling unsecure of what they really have to offer. By providing the skill box with suggestions 

of a large number of skills, the user will most certainly find skills that he/she have, and 

thereby feel more secure. 

Positive feelings: The skill box is a fun and playful feature. The hope is that it‘s appealing for 

those who are excited to find a new job. 

Feedback from 6 thinking hats, Workshop 2 

 Skill boxes are good, but can be too detailed. (e.g. c++ is c++, don‘t go into detailed). 

 Very good for the first view. Should be used for inspiration and information. 

 Have always liked them. Make you remember what skills you actually have.  
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 Just pick skills, no writhing on your own! 

 Put it on the front page! 

The game 

The game is a concept inspired by Sims where the user starts with his/hers real life education 

and skills, and then try to make a career within a fictive Ericsson world. Could be in the form 

of a smartphone app and connected to Facebook. 

How the concept meets the feelings 

Positive feelings: The concept is a game and is supposed to be fun. The hope is that it‘s 

appealing for those who are excited to find a new job. 

Meeting wishes and wonderings 

Crazy ideas: Although there are no wishes for crazy ideas from the participants in the 

workshops, such are created to keep the project innovative. This game is kind of a crazy idea, 

aiming to attract the playful minds. 

Feedback from 6 thinking hats, Workshop 2 

 Hard to say. Only a game. Can give the wrong information and give false 

expectations.  

 Could be dangerous.  

 Think it is a funny idea, but not on the career site. 

Reach your dream 

This concept is supposed to be inspiring, showing what future opportunities there are within 

Ericsson. The user can choose between a number of cool jobs from a dropdown menu, and the 

feature then displays a description of the job, the skills needed, what to think of if you want to 

reach that position, and an interview with a real employee having that job today, describing 

the way to get there, what it‘s like and showing career path. 

How the concept meets the feelings 

Positive feelings: To meet the excitement of the user, and provide them inspiration for their 

coming career, the concept Reach your dream let the user choose what their dream job is, and 

then get to see information of what is required for that post and get to read interviews with 

employees having that position today. 

Meeting wishes and wonderings 

Personal approach: This concept is adapting the content depending on the users input and 

thereby interest. This makes the experience more personal. 

Feedback from 6 thinking hats, Workshop 2 
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 Very inspiring. Give tips on what to think of and develop. It should be hints, and not 

put as the only way/truth. 

 Giving an opportunity. A modern concept for communicating with the user. 

Encouraging, motivating. 

 Interviews with persons who have that position today: Every person have to take 

different roads, but it is motivating to hear how other people have developed 

 Downside - can lead you in the wrong direction. It should be designed as a suggestion 

to not be taken too seriously. 

Ego concept 

This innovative concept is a functionality that with the use of a persons entered profile 

(maybe taken from Linked in or similar) creates a video that is projecting the users 

possibilities at Ericsson using story telling voice. Created to be used with smartphones or 

tablets. 

How the concept meets the feelings 

Positive feelings: This concept is designed to meet those users that are excited to find a job 

and start their career. It is supposed not to be taken too seriously, but as a funny feature 

showing Ericsson‘s playful side. 

Meeting wishes and wonderings 

Ego site: This concept is giving the leading part to the user, putting him/her in center of the 

Ericsson story. 

Crazy Ideas: To create a video with the user in center is new, innovative, and crazy 

Feedback: The user is getting feedback to his/her inputs in form of a video. 

Personal approach: The concept is adapting the video content depending on the users input. 

This makes the experience personal.   

Feedback from 6 thinking hats, Workshop 2 

 Skeptical, could be a reference but hard to create. 

 Will not take it so seriously 

 Not having these devices 

 The privacy, do you want to share? 

 Feels like a fairy tale, is it true? 

 Wants real persons to be my consultants. 

Mood concept 

This concept is to be applied on the entrance page to the career site, making the user choose 

between three states of mind to find the one most mirroring the users mind set of the day. 
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The idea behind this is that happy days needs less selection of the ―right‖ material. Everything 

is displayed. Normal days show everything but less rich, shorter info. The rainy days cheer 

you up but also focusing on the most important parts, e.g. showing possible jobs. 

How the concept meets the feelings 

Negative feelings: The whole idea with the concept is to adapt the site content to the users‘ 

mood. If the user is having negative feelings, it will adapt to that. 

Positive feelings: In the same way as the content is adapting to the users negative feelings, it 

is also adapting to those days that the user are having positive ones. 

Meeting wishes and wonderings 

Crazy ideas: To let the users mind set affect the site content is new and crazy. 

Personal approach: By letting the users state of mind set the frames for the site content is 

adapting the site to the specific user, and is thereby a customized experience. 

Feedback from 6 thinking hats, Workshop 2 

 Innovative, interesting, shows respect to the user and person 

 The user can be angry about to have to choose between the moods 

 How are the versions different from each other? 

 Have I missed any information by clicking on one of them? 

 If I can‘t decide mood I would go for the safe one or click on all of them. 

 How to decide what is the most important part when you are looking for careers? 

 The sad option should create hope and be linked to the next happy state, the states 

should be connected and make the user to go through them all. 

 A mood for those who doesn‘t want to choose 

The Google concept 

The focus of this concept is to turn the career site into a powerful search engine e.g. Google. 

What‘s most important is to add search tags to give suggestions to the user. For example, if 

you click the engineer key tag, it adds in the search bar. Uses a more icon based, clickable 

search option. 

How the concept meets the feelings 

Determination: Those users who have a clear goal in finding the perfect job will be aided in 

that task by this concept. 

Meeting wishes and wonderings 

User friendliness: The Google search engine is known for being user friendly. By getting 

inspiration from this, the hope is that the concept will also be user friendly. 

Feedback from 6 thinking hats, Workshop 2 
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 Things that you wouldn‘t think of would pop-up. 

 How can you make it beneficial for many different people? 

 Would this way give the same result as the original? 

 Don‘t refer to countries, refers to languages instead 

 If flags for a country are missing they could create problems. 

 Add a profile function, key words based on the profile 

 The keywords can be general in the beginning and through drop-down-menus choose 

more relevant options and give ideas 

 Also designed keywords based on user statistics, the most type word etc. 

The book concept 

The book concept is to be applied to the entrance page of the career site, having the structure 

of a list of content in a book. It should display the site content, putting it in the ―logical‖ order 

to apply for a job. Showing the steps and give tips and ideas are supposed to aid you in what 

things you need to do.  

Meeting wishes and wonderings 

User friendliness: The whole idea with the concept is to enable the visitor to get an overview 

of the site content and aid using the features and functions in the most effective way.  

Feedback from 6 thinking hats, Workshop 2 

 Like it, a vivid view 

 Good from the structure perspective 

 All info you need 

 Click on the content the menu has to still be visible and the new window opens on the 

―right‖ side. 

 Only make sense if it‘s changing sides as a book. 

 Not so good idea 

 A pdf-viewer a like deign. 

The virtual coach 

This concept aims to make the user not feeling alone in the application process. The questions 

are many, and with a virtual coach who supports you, gives you tips and answers your 

questions will bridge the negative feelings and make you feel empowered. You will have all 

the right tools to be able to search and apply. 

How the concept meets the feelings 

Negative feelings: Having a virtual coach helping you through the process of finding and 

applying for a job may make the user feel less unsecure and anxious. 

Meeting wishes and wonderings 
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Recruiting process: The concept is to help the user in everything that touches recruitment. 

Feedback: The user will get feedback on his/her actions, answers to questions etc., which 

meets the users wish for personal feedback  

Personal approach: The user is getting personal feedback. 

Feedback from 6 thinking hats, Workshop 2 

 Always good to get answers immediately. 

 Will it answer my questions correctly? 

 The technique has to be really trustful, problems will create a worse feeling 

 the keywords questions - time consuming 

 A simply F&Q in written text is best. 

Why we care for you 

This concept is more of a guideline for the content on the site. It notes the importance of 

letting the visitor feel that Ericsson is a company that cares for the employees. By describing 

why, giving examples of how they are working to make their employees feel good, the user 

may feel more welcome and less anxious and alone. 

How the concept meets the feelings 

Negative feelings: Why we care for you is a concept that clarify the importance of letting the 

user know that the health of the employees is important for Ericsson, both because of the 

company best, but also because they are people caring for other people. This to prevent fear 

and loneliness. 

Meeting wishes and wonderings 

Personal approach: The concept is making clear that the company care for the individual 

employees. 

This is what you’ll do 

By entering education or job field, the user will get to see how typical skills within that field 

is used at Ericsson and applied to different products, organizational matters etc. This function 

is created to be inspiring and answer the question ―What do I add?‖. 

How the concept meets the feelings 

Positive feelings: The product of Ericsson is for many of the user a bit hard to get a grip of. 

The concept This is what you’ll do is matching the users‘ field of interest with how that 

knowledge is used in some of Ericsson‘s products, putting their work in a context. 
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What we do 

Ericsson‘s product may be hard to get a grip on. This feature will display hoe Ericsson‘s 

technique is used within different fields of the world. It will display short texts really 

answering how Ericsson ―empowers people, business and society‖. The user can choose 

between a large numbers of areas where you find Ericsson‘s technique. 

How the concept meets the feelings 

Positive feelings: The concept What We Do is putting the products of Ericsson in a context, 

showing how the technology is used in the world. 

Don’t worry 

This concept is more of an approach that should be implemented in interviews with Ericsson 

employees. The interview shall give information about what they worried for, if they were 

anxious, and how they are feeling today. The idea behind this is to make the user feel less 

alone and anxious. 

How the concept meets the feelings 

Negative feelings: The concept is to enlighten the importance of letting the user know that all 

employees have some time been in their shoes, worrying about their future when graduating. 

Meeting wishes and wonderings 

Personal approach: The concept is making the user feels like he/she is not alone, and that the 

company knows that it can be hard to be a graduate. The hope is that visitors will fell like 

Ericsson knows them as individuals.  

Opportunities for you 

This concept is all about matching content with the user. By letting the user create a quick 

profile with information about education, job field of interest, nationality and willingness to 

work globally, the site displays matching interviews with employees (text and career path) 

and information about what the user could work with at Ericsson (see This is what you’ll do). 

How the concept meet users’ feelings 

Negative feelings: To prevent fear and loneliness, the concept opportunities for you was 

developed, letting the user be matched with information that fit his/her profile. By displaying 

interviews with employees who have similar background as the user, and who is mentioning 

how they were feeling when looking for their first job, the user may feel a little less anxious 

and insecure.  
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Positive feelings: The concept opportunities for you is inspiring to the user by offering 

interviews with people with similar background. By displaying their career paths, the concept 

shows the possibilities there are for employees at Ericsson. 

Meeting wishes and wonderings 

Personal approach: The content displayed is matched to the specific user. 



I 

Appendix 6 Two prototypes 

First prototype 

Main page 

 

The first concept aimed to sort the menu according to the most viewed pages. The first page 

was only focusing on career related links instead of adding anything else. The boxes of find a 

job and create your profile was also a concept that would be repetitive on the pages to always 

give the visitor a quick and short link to the most important feature, to find a job. 
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Find a job page 

 

The job page should direct the different type of visitor to their preferable search method. 

Designed to fit the two types of users that either read through the website to know more about 

the company or the goal driven user that just want to see the list of available jobs. The boxes 

in the right column will be different links depending on the page. If you are on the find a job 

page you would not find a ―find a job”-box. 

 

Search by field was used only by returning users, however it was a functionality the new users 

also liked and therefore it was relocated to be a part of the find a job page so more visitors 

would see it and get helped by matching their bakcground to Ericsson‘s job fields.  
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Students & young professionals 

 

Instead of showing information that is only targeted for a small group of students, all the 

information was categoriezed and exposed directly when the user clicked on the students and 

youg professeional link.  
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Recruting process & tips 

 
Sorting the list of tips from the recruiters and also adding an extra color to the beginning of 

the text to help those who just give it a glimpse to also benefit to look at it. The idea is that the 

colored text should work as a good overview guide and where you find more interest you will 

stop and read through the whole text. 
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About Ericsson 

 

Instead of having four different categories about Ericsson they were merged underneath one 

overall category.   

 
 

A problem is to understand what Ericsson really does. By showing of a portfolio of different 

industries and projects and categorize them into different industries it would help the user to 

project the understanding and inspire them to what they might can do in the future.  
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Your Profile 

 
The idea of a quick profile is for the user to pick her background and then receive a 

smorgasbord of topics that all is focusing on giving the user a personal career website. 

Information should be direct and clear to create an informal and individual experience. See 

the next picture to understand the idea fully. 
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Second prototype 

Main page 

 

The idea of second prototype was to minimize the confusing in the left menu and merge the 

middle and the right column. It was a development of the mood concept in the earlier phase 

and aimed to create an individual career website that displayed information based on the 

user‘s background. By clicking on the different categories and then click on apply setting the 

website directed you to your profile/my profile to show jobs, student information, Ericsson 

related information that all was sorted to match the profile.  
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Find a job page 

 

The second concept also tried to adopt the new Ericsson brand by using icons. The icon aimed 

to help in understanding the work of field by being consistent with how it was related to the 

differ job fields. The idea of using tags to aid the visitor in what jobs was taken from previous 

understanding of how jobs by field helped in matching yourself to the companies different 

work groups. Also showing jobs directly on career site before directed to the job database was 

to have the possibility to Ericsson brand the display of jobs. 
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Students and young professionals 

 

Students and young professional is the largest visitor group and compared with current 

website this was aimed to be more directed information to the different groups. Before this 

step you choose what category you belong to; students, graduates, or young professionals and 

then specific information for each group were displayed. 
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Recruiting process & tips 

 

Recruitment process was the second most viewed page however the content was not 

satisfying. Using a graphical overview instead of a lot of text to aid the understanding of how 

the process looks like.  

 

Current recruiter tips are not easy to adopt and to find the few tips written was hard among all 

the text. Instead, inspired by Telenor, a list of tips for different phase of the recruiting process 

is a much better tool to work and can actually help the first time applicant.  
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About Ericsson 

 

Focusing on people is of high importance. What is more important is to sort people that could 

be interesting for the visitor instead of just showing a group of random people. Choosing 

category would display people at Ericsson related to the category and adding the globe 

showing different location where the employee had worked.   
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Your Profile 

 

A print screen from the Network society website in the user profile. The layout of presenting 

different information could be used to show a personal page based on the visitor‘s 

background.  
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Appendix 7 Final prototype 
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Appendix 8 Volere Requirements 
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