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Abstract

This report shows the whole work and design process for collation newcomers in Eindhoven city. This project
has been carried out in collaboration with Eindhoven 365, a company that has a strategic goal to attract people
and ensure them live a good time in Eindhoven. As an internship project in Studio Tast, the whole process
was also worked based on the learning experience design [8], the Tast model, and theory. To narrow down
the design challenge and target users’ insight, focus sessions with stakeholders, brainstorming, and design

methodologies are used. The usage of design approaches and theories are milestones for the whole process.

A City Bingo game card and an online application platform are created through the process to help city

newcomers feel connected to Eindhoven and the people in the city.



Introduction

This design went through based on my vision
and identity, | will further explain my vision and
identity in a reflection document. In a word,
this project was done with three main objects
in my mind: social connection, interaction, and

gamification.

This project is a deliverable of my internship at
Studio Tast and a collaboration with Eindhoven
365. Eindhoven 365, as a marketing company;, is
located in Eindhoven and aims to attract people
to the city and to ensure them a good living time.
Studio Tast, as a design company, designs theory
by learning experience, through the designing,
developing, and producing of interactive
products, systems, and platforms that facilitate

enriching learning experiences.

Background

The Netherlands has become a dynamic
migration society that has a great attraction for
migrants from all parts of the world. As of 2010,
the Netherlands received more than 150,000
migrants annually and more than 200,000 as
of 2015. This increases the diversity of origin

in this country. In addition, the Netherlands is
experiencing much more “fluidity”: amounts
of migrants today are passers-by and leave our

country again after some time. [6]

There were 235,691 people living in Eindhoven
in 2021, among which 90,788 ( 38.5%) were of
foreign ancestry [12]. The group of internationals
is generally classified into five groups: (1)
students, (2) international economically active,
(3) income-dependent partners (4) international

children, and (5) stakeholders [13].

All of them will go through a process to
become used to their new identities and living
arrangements. Initially, they might move to
Eindhoven for a variety of reasons, including
work, family, or personal achievements. As a
result, the initial journey for each one might be
unique. However, people need an approach to
gather information and develop connections with
others after settling down. A game as a trigger
and platform where locals and newcomers may
meet and get to know each other could be a

solution.

Based on the Eindhoven 365 strategy book, they
have 5 target groups they are trying to touch and
arrive [19]. Through the qualitative target group

research, three important things are summarized.

e Animportant reason for expat families
leaving prematurely is that the spouse
is unhappy. This often happens as a
consequence of a lack of self-development
and no social connection, resulting in
isolation and homesickness.

e |dentity is partly formed by friendships, work,
and family-based and related. In a new place,
that identity needs to reform itself. This takes
time and it can be a lonely process.

¢ Internationals miss a place in Eindhoven to
meet other internationals. But even more
than just getting to know other expats,
newcomers long for contact with other
residents. Spouses certainly do not want to
be seen as needing help but would like to
contribute.

According to TINA's research, there are five

steps to attract newcomers to stay for a longer
and happier life, the municipal government, and
several other individuals and organizations, have
centered on five areas: 1) creating a welcoming
community; 2) drawing same language speakers
immigrants to the city; 3) expanding employment
opportunities; 4) working with children and
youth; and 5) stimulating diversity through arts
and culture [20].

The goal of this project is to inspire newcomers to
develop a connection with the city and people.
The design also needs to bring entertainment
and knowledge, as well as to create a platform
for users to interact and communicate with
others. Aiming to help users better understand
the new city, and let them feel the city’s energy,
the concrete start points as well as the design
challenge is to design a product that helps
newcomers feel connected to Eindhoven and the

people in the city.

To get data for the real newcomers, the literature
research, stakeholders’ interview and focus
session, and target user check session was
conducted. A user test was done to get more
realistic feedback. These procedures were
carried out throughout the project, and the result
was a physical gamified City Bingo game with an

online application.
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Benchmark

There are numerous events planned for
internationals. The Holland Expatriate Center
will host a welcoming night for foreigners as an
introductory event in Lab-1 in Eindhoven [14].
Additionally, there are presentations at TU/e that
concentrate on Dutch customs, and immigrant
employees should make conversation with the

human resources back office.

For expats, a booklet will be introduced and
given by the Holland expat center. Moreover,
most of the exploration information can be
checked on the thisiseindhoven.com [15]. There
are also platforms and cultural organizations that
have different target users to help, for example,
the international women in Eindhoven create
many opportunities to create a community with

all the international women in Eindhoven [16].

For people who want to learn more about the
city, people and culture, there are many cities
that have city applications that intergrade all the
information that people can use with it. Such as
the Breda city app, the | am Amsterdam city card
app, and soon[17,18].

To determine the present stage of projects,
related to newcomers, marketing research

is conducted in Figure 1.This is Eindhoven,

as it demonstrates, has a wealth of valuable
information as well as AR technology to
encourage people to explore the city. Also,
the energy of this city can spread because of
the Eindhoven Vibe branding. However, the
exist city AR exploration app is not advertised

popularly for citizens.

Current Products

Eindhoven Tourist
Information | This is
£

Current Markets

Locations | This is
Eindhoven

Discover alllocations in Eindhoven.

SLPERINAEGE
i

[:z]
Supercharge Yoursell

New Markets

Figure 1 Marketing research

New Products

BRAINPORT

EINDHOVEN

REGION our Free
Guide

» THIS IS EINDHOVEN See&do Work &study CityLife Shop EN Vv  search Q

CUISINES

12x Vegan and

vegetarian hotspots ] ourtpoors

Better for yourself and
2 EINDHOVEN HISTORY theplanetwitiour
' II” iyl §| Discoverphilips'legacy  green guide

This Is Eindhoven https://www.thisiseindhoven.com/e

(' @ AANMELDEN NIEUWSBRIEF )  « (+31) 0402094091 % INFO@LAB-LNL

.
LAB-1 CINEMAAGENDA- EVENTS-v  RENTALASEVENTLOCATIONv  CONTACT- f n - J 0

WELCOME

Welcome event for internationals https://www.lab-1.nl/en/event/welcome-to-eindhoven,



Interview

Aiming to treat the problems from perspectives,
the interview with expert is prepared and done at

the first stage.(Figure 2) [Appendix I]
Goal: To give people space for their own talk
Purpose: framing of issue

To gather information so that we can propose

delineation from different perspectives

Research beforehand:

general experience/knowledge/ coming into
contact with expats

what are they doing themselves?
thresholds and successes?

Top 3 of what needs to be tackled
Card sorting assignment

Have own design question defined

What are the expectations what it means to be
part of this coalition

Latest additions
Who is the main target audience?
Brief introduction

Thinking about how to keep it short

Goal: To give people space for N .
H Purpose: framing of issue H
their own talk e )

general
experience/kno
wledge/ coming
into contact
with expats

brief
introduction:
thinking about
how to keep it
short

top 3 of
thresholds
what aE what needs
they doing and to be
themselves? ?
successes? tackled
L —— | T—————— —
) what are the
Who is the expectations latest
main target what it means g
e to be part of additions
) this coalition
o " —

Figure 2 Preparation of the interview

Findings are summarized after the interview.

—
é—x Familiar faces in the coalition %

O “Je hoort erbij en je doet ertoe” / / / /

forward

Gather information so that we

can propose delineation from
different perspectives

card
sorting ‘
assignment

Have own‘
design

question
defined

—

Eindhoven is putting their best foot

Obstacles: long waiting times and

companies not taking responsibility

Foucus Session

Focus session set up

A focus session is created based on the literature

study [10]. The session aims to:

e gather various viewpoints from different
stakeholders on the design challenge;

¢ engage in dialogue with the organization
and experts who work with the target group;
and

* encourage experts to empathize with the
issue and jointly come up with a more
specific target audience and design
challenge.

| approached the design process with an open
and receptive mindset. Aiming to prepare the
focus session and try to get more insight from
experts and stakeholders, the program and start
point was discussed [Appendix Il]. The first start
point that we discussed was: "How can we better
connect newcomers to Eindhoven residents?’,
and the endpoint is: ‘Develop a tool that helps
increase the number of connections between

Eindhoven residents and Newcomers.’

In addition, twelve personas [21] with character

and background are chosen and designed with

content. There are twelve role cards with the
designed persona that stakeholders should act
as, to let specialists truly empathize with the

character. [Appendix II]

Proposition for making the persona more “user-

centered’ and not about the organizations
* Knowledge worker

*  Migrant worker

* International student

e Expat Spouse

* Refugee

e Aworker at SME/volunteering at the football
club

e Student (not from Eindhoven, working at the
cultural institute (lab-1)

*  The hiring manager at BC
¢ Owner SME, born and raised in EHV

e Civil servant gemeente Eindhoven
(communication)

e Customer service Trudo

¢ Teacher at primary school

Based on the research, a flexible journey map [1]
was created, although it depended on complex
circumstances for many personas. The step tiles
were autonomous and can be flexibly organized
and rearranged, as shown in Figure 3. All
designers and stakeholders could move the step
tiles easily to figure out what they thought the
target user would feel and experience. There are
also blank step tiles for stakeholders to write on

extra or missing points.

Figure 3 Step tiles

-13-



Feedback and analysis

Aiming to motivate experts to dive into the what was the biggest challenge in the Moreover, the SMART goals model [9] is According to the program of a co-design journey 3) In general, the personas were perceived as

design problem and think of the challenge journey map where they carried out. The made to motivate experts to narrow down map (Figure 5), 4 insights are summarized: being a bit too optimistic. For example, a lot of

from both the third perspective and the first common design challenges are shown in the design challenge and make the design ) ) families that come here need two incomes and
1) The tension between feeling at home/local &

perspective, the personas [7] are designed Appendix II. question more “smart”. [Appendix ] struggle with finding suitable accommodation.

missing home country

as role-play cards as shown in Figure 4.

4) The definition of what it means to call yourself
2) Internationals that come to Eindhoven alone
After each expert has their “new identity” ‘Eindhovenaar’ was a returning subject.
are missing from the personas

through given personas, they write down

- Creating a future for wife and kids. /O

This is my challenge --- Judith This is my challenge --- lkukoko
—
- 'm ot sure if people would like to interact with me, find what | have to offer This is my challenge -—- James
) (B, - I'need feel fresh air. | 'm not so enjoy my work but | need to doit.
__________________________________________________ s i — | donknow what.do we havedn GOM@ON— — — — — — — — sometimes under the family pressure.
| o) - Speed of things/ change vs. Protecting my identity. 1 - 1 have the hobbies which can not support the family but can give me energy.
) | 1 need also find what is | really want to do. | am struggled with feeling a sense
| ~ 0 of purpose.
_________________ e o e FEELING FREE e ey challenge s Set e This is my challenge - Ikukoko
! | ! is is my challenge --- Tarkau - Feeling at home / Sense of belonging - . o
\ , ~pase the oivic ntegration exam Being fired at a company that matched my values & can provide me witha |
X ! INTERNATIONAL . " g - Having people that care for me, close to me. work VISA, --->Before the end of the year ,
| FAMILIES WORRIE X - - - Maving my family here - Finding / Making friends ---> Fulfiling my dream of working in a Dutch design studio ,
= R ARy BT B — Having a social life next to a busy job ~—->Staying with my boyfriend
! ABOUT HOUSING CRISIS d b ving with my oyt 1
I
I
1

| ™)
| ‘ ﬁﬁf ‘ o ﬂx
i N / \@ﬁiELINGASENSEOFPURPOSE /

MAKE A FRIEND |

FEELING

/w\ ’/6@ (/A\ > //_\ O 00 EINDHOVENAAR J—
( —_— | o PR —_ a | — — \ | FEELING HOME CONTRIBUTING TO SOCIETY —_— \
\z/ — g \@v \ﬁ@} \@// o <ﬁ )

Being successful & finding purpose

I
I
I
| \ - Can'tfind ajob in his field or experience
I
1
I
I

|
WELCOME TO HAVING A SPACE TO SLEEP BEING HEALTHY ACHIEVING FINANCIAL SPENDING QUALITY CQ g
EINDHOVEN! INDEPENDENCE TIME WITH FAMILY \ \< A FULLFILLING LIFE IN
S - EINDHOVEN!
" " BELONGING TO A HAVING A SURPPORT D BEING SUCCESSFUL
! COMMUNITY NETWORK D This is my challenge --- Ruben
|
|
|

- Has to tell people 'no" after due to a housing shortage, this makes

"
I
I
I
I
|
, ) him feel (2)
I

I

| . o Kati

! | UEDECE =0 \/ - Trying to focus an his career while managing his experiencing. (He

| - Feeling included: probably won't find his dream job, so what can he do?
L (INTERNATIONAL) Lo P POEIY —

! STUDENTS STRUGGLES , - Make a friend FEELING LIKE A LOCAL

|

|
|

- Having a support network This is my challenge --- EVA

________________ n Not feeling alienated; feeling at home and having a fuliling life. -1 don't want to be in the middle of anti-expat discussions. “We and

they

WBOMyE= =R G - Spending quality time with family, for | can't say “No" to all the
- Understand the needs of internationals in Eindhoven and translate them (and their exciting opportunities.

importance of ) to policymakers and locals - Don'tjudge the habits of foreigners that cause nuisance.
e.9. Change communication from only Dutch to Dutch & English (and maybe other BGV = BBQ - EN op straat of in voortuin®
languages as wel) e

- Understand my *real" contribution to society designing clothing is

usaipghome jlccal /Ex ©a 4 ard nice, but it sometimes feels quite superficial to me.

supportive of Ajax.

s - Understanding needs of clients with various culture backgrounds
- Feels like Meerhoven s taken by/over internationals wants to welcome them, but

also want to ‘protect’ the Dutch cuiture, also for his children. Behind in English & too
old.

Figure 5 User journey map

ay persona card
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Peoblem
Statements

Five “How can we challenge” are summarized
based on “How can we ..." chanllenge

[Appendix Il] and content in Figure 6.

How can we casually connect people and
motivate them to have more empathy for

each other?

How can we relieve the pressure of proudly

defining ourselves as an Eindhovenaar?

How can we show locals the benefits and fun
of connecting with internationals, motivating

them to do so?

How can we as a city/region guide
internationals even better by providing an

overview of information + inspiration?

How can we create more opportunities to
encourage internationals to have more ways

to connect with others?

According to the analyzed data, the design
challenge as the design start point is narrowed
down to: How can we help newcomers feel

connected to the city and people of Eindhoven?

In order to not separate residents and people and
treated them as one group, the “newcomers” is
used to summarize the target group in general.
However, the target group also has narrow

details which are

* Came herein the last three years

e Feelan urgency to connect with others

¢ Have (some) intention to stay in Eindhoven

e A mix of Dutch and international newcomers

* Andthe endpointis summarized as
an ecosystem of tools that spark new
encounters and conversations related to your

connection to Eindhoven.

And more concrete is this ecosystem also with
the intention of facilitating a learning experience
about (re)defining the identity in relation to the

city and the people of Eindhoven.

- 0 > W0

Specific

Measurable

Attainable

Relevant

Time bound

e Help all residents of Eindhoven
redefine their identity and

relationship with the city

* [f you feel nice as an
‘Eindhovenaar’, even if you stayed
stayed for a while X% of people
feel like 'Eindhoven is my city'.

* Help people
“h]’ P PN T Tt

can hook their experience in the

become part of a

present.

= The goal builds a foundation for
‘welcoming for internationals.

® 4-5 years (Once you start, know
what to do)

* Better connect newcomers and
Eindhovenaar and make it easier
to call yourself 'Eindhovenaar’.

* Make the name "Elndhovenaar”

less loaded, and let people tell
why they feel Eindhovenaar no
matter how long they live in the
city (region).

» Feeling at home, feeling like a local.

¢ Belonging to a community.

T

e Fulfilling life lleaVeasan’
T

* Asa person: 5 years
* As acity: 10 years

» (Native) Eindhovenaar fealises’
connecting with expats.

» Self-sustaining & growing a
movement.

s Internationals in bodies

* Volunteering by expats.

* Convince Eindhovenaar
* Ainspire like sparks & social clubs

® Create movement from both
directions & meet in the middle

* Contributing to social cohesion,
without loss of identity.

= Native Eindhoven successful key.

* There's guite a bit of low-hanging
point we can start with asap, but
for the biggest goal, we are
looking at 5+ years to see a real
change.

Figure 6 Make the challenges SMART

Providing information and
inspiration for internationals in
EHV and position EHV as

welcoming city for internationals.

eindhoven.com
+@Eindhovencity
Target group published through

own + 3rd

It is part of our strategy
We have the support of the
community

It is a continuation to the goal of
motivate people look at / Like a
local

End of 2022: Start / Launch
Everybody knows TIE as a source
of information + Inspiration

s Reach and influence those
internationals without a social
network

® Start & end with a survey—basic
questions
* Forinternationals
s Forlocals

e Explain the importance of it first

* With the coalition we want to
connect newcomers & locals, with
this, we are exactly achieving this.

® 1 year (at least)

217 -
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Ideation

The focus session yielded a variety of findings.

In order to systematize and concretize all the
findings, a mind map and discussion are created.
The problem can be handled in a variety of ways.
[Appendix Ill] There are primarily two ways to
move forward: one involves a physical tool, and

the other a digital system.

Conceptual sketch

The concept should balance between three
different values: trigger reflection on identity,
spark energy through fun interaction and provide

options for utility. (Figure 7)

The concept should balance between three
different values: trigger reflection on identity,
spark energy through fun interaction and provide

options for utility.

The end result should not be a standalone
product. It should consist of multiple touch
points that all build toward the previously
mentioned goals. The visual representation

below is a starting point of what that might look

like. Ideally, this ecosystem connects existing
touchpoints and allows for expansion of the

ecosystem in the future.

Energy E]

Application
Information about the
physical events
Create network

Figure 7 Concept values

o)

| —

Website
Collect feedback
Sync all information
Show identity and energy

©)

Ecosystem
Internationals can be connected

through this system in more ways.

Sketches are drawn to further think of the

possibilities of the three values. (Figure 8)
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75
Physical events
& tools

Physical interactive tools
Let users feel the vibe

n. Ub?ﬁ\,a Gome.

TEED BALKS
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Wi o same plae . ecplc @n meet wth
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First Prototype

After research through the landmarks and co-
design with local designers [Appendix lIl], the

first concept is designed as shown in followings.

Along with the first bingo card, players can have

choice to play with the physical cards.

Access the online platform’s detailed information.

As a social sharing feature, everyone who starts
playing this game can make their own theme

Bingo card online.

The content is designed based on the research

through the Eindhoven open data'.

Physical bingo card

The first concept is chosen using the mind

map and co-design with other designers at the
company. The idea revolves around a card game
like traditional bingo. Verious themed cards can
be chose through playing, which help people
feel more like a part of the city’s identity and its

residents. (Figure 9)

For instance, starting conversations with other
newcomers by using their bingo cards as a
trigger. Then users can further explore the new

environment and people they meet.

In order to change newcomers’ behavior from
avoiding or being afraid of connection to feeling
more at comfortable and keen to investigate the
connection, rewards should be provided as part
of the bingo game, the gamificted factor will add

more fun. [2,3]

"WOW, LOOK AT THESE INTERESTING BUILDINGS'

0000000060

Additionally, there are numerous opportunities
for development, including VR upload and
recognition, map search, and AR scan, among

others.

000000000

GETTING SETTLED IN EINDHOVEN

TONIGHT 15T DAY 1STWEEK 15T MONTH

CROSS THEM ALL AND GETYOUR OWN ‘BEAUTIFUL BUILDING'-BADGE AT CITY HALL

A WALK IN THE PARK

Jacob

oppenheimer-

park

Philips
de Jongh
Wwandelpark

Wandelpark
Eckart

GROSS THEM ALL AND GET YOUR OWN ‘A WALK IN THE PARK'-BADGE AT CITY HALL

Henri Genneper
Dunantpark Parken

0000000060

CALL YOURSELF AN EINDHOVENAAR

MEET GO SEE  EAT/DRINK  VISIT RANDOM

” Philips
Fruittuin
(0 ad

Theo warsten

" broodjo
Park Stadswandel-
Meerland park BD:‘,M
a vy
d k LA

htjes | watcha
ute | PSV match

MO GETYOUR OWN I AM AN EINDHOVENAAR'-BADGE AT CITY HALL

clow

Figure 9 Physical card first concept

Digital concept

Online concepts (Figure 10) are sketched at first, including playing around with cards, social sharing, exploration,

and rewards. Paper sketch were done first. [Appendix Ill]

(3
[
(T ER—
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Figure 12 User task flow
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Low-fidelity prototype

A low-fidelity prototype is made based on the

Information Architecture and Users Work flow

chart. (Figure 13) The low-fidelity prototype’s

goal was to clarify the logic and test the
functionality on different screens. Some basic

screens and features were created with low-

CITY BINGO

My bingo card - old user

Online-checking session

Following the creation of the initial concept,

the target user’s persona and an entire utilizing
scenario are created and sketched. To help
designers verify whether the entire tale is true or
not, the actual user must be included. Therefore,
an online fact-checking session is organized. The

goals are to

e gather feedback about the concept from

Persona

Sara as a target persona is designed and
shown on the online checking point. (Figure
14) The content of the persona is made based
on the previous research and written scenario.

[Appendix IV]

The target users put their feedback on stickers,
and depending on the persona, they went

through the entire storyboard followed.

-25.-

. She came as a
1 1 researcher? or
fidelity prototypes. target users. came because e
of her ‘1o Eindhoven and
sa ra husband job? we';"'“:e .
expecting or hoping
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User scenario

With the prototype, a user scenario is made, International wecoming night The first week Bingo card Family visiting and searching Creating my own Bingo card Organizing an event with the big

the content is written first [Appendix. [V], and for a themed Bingo Card bingo wheel

a storyboard is designed with the intention of
encouraging online checkers to get involved in

the story.

In conclusion, the feedback is got from the real

target users and are classified as

The details of the persona need to be
improved, there are many different situations
related to various personal information.

Like the paper& digital aspect, there is an
opportunity to connect.

It is a gamification of life, wants to try it out,
and sounds fun and interesting.

The main problem for newcomers is too
much information, so this concept’s social
part can narrow it into themes which is very
useful.

Sara has a welcome bag with living - in

guide, city map, a flyer of dutch lessons
, a booklet, a Eindhoven pencil and a
“Card” which printed the title “Getting

settled in Eindhoven”

All international newcomers have a
great conversation there, and go for
a walk aim to finish the first column of

Bingo card.

The host explain how to play around
with the Bingo card, and show a
QR code that they can get detailed

information. Sara downloaded it.

Every have a gift for finish the first Bingo
column and get their first bingo. ( An

Eindhoven key chain.)

Sara begin to make a to - do list and also

put some cross on the first bingo card

She also together with family to discuss
the to do list together, such as register
a dentist, inviting neighbourhood for
dinner..... They are very excited for the

new life here.

Sara begin to search for a Park themed
Bingo card with kids.They enjoy the

park and have a good time

Sara took many photos and upload it to

the APP.

Score, comment and the mood sharing.

A year after... Sara with her friends went
to many restanuants after the whole
year, and they together created their
first card about “ the best restaurants for
family to visit in Bingo game!” by using
their photos. It also excited to see many
people download the card and begin to

pay around with it.

Everyone can play the City bingo game

in city center physically.
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Join a workshop watch a
and ask somebody for | performance and
their favorite spot applaud them
in Eindhoven thunderously

Take a quirky
photo of the
Eindhoven vibe

Ask fora
1 minute pitch Ask another
at a stand of one bingo player to
of the cultural cross off this box
organizations

Snap a photo in Try at least SR
front off the winter one type of Talk to the girl with
market entrance international food the Santa hat

PLAY BINGO, WIN PRIZES!

www.thisiseindhoven.com

Q courspouses

o= Studio Tast

Figure 15 Usertest set up

User test

Set up and preparation

Aiming to have a user test for real target users,
the test environment is set in Eindhoven winter
market in evoluon. The winter market is held

on 10th, December by the holland expat center
south, there are many cultural organizations
there. 100 pieces of winter market-themed cards
are prepared for the user test. (Figure 15) The
participants are introduced to join in the activity,
and all the participants anonymously join in the
user test. Participants receive a prize for each

bingo card they complete and return.

They also do a brief user experience interview
and provide feedback. The researcher recorded

feedback by taking notes. [Appendix V].

The goal of this user test Is
¢ Will users be motivated by the bingo card?

e Will they feel more collected with the event
and people?

¢ Does the bingo card provide enough
information and context?

e How do we deal with “proof”?
¢ Does the bingo card spark interactions and

conversations?

In conclusion, the final goal is to test if
participants feel connected with the event and

others during the user test.

Data anlysis

Through the whole user test, the quality data and
quantity data are collected. The quality data are
recorded through interviews and observation [5],
and the results are classified and digitalized in

Figure 15. Also, the quantity data are counted.

73%

Winter market user test statistics

At the conclusion of the user test, 99 bingo cards
were distributed, and 92 of them contained
actual testing, making up 93 percent of the total.
25 parts of the cards are given back, while 67

pieces are tested but not given back.

Not return

= checked and no doubts about actually
17% playing and finishing

= partially crossed off
6% = unsure if they played fair
0

3%

1% personal relation (no prize handed out)
0

Figure 15 User test statictics

As can be seen in Figure 17, over one out of four
cards are returned in actually tested cards, which
is a high percentage of the result. A notable
result and visualized percentage are also shown
in the right part of figure x as a column. There is
recorded by 17% of people checked and have
no doubts about playing and finishing the cards,
which can represent most of the returned users,
while 3% people the researchers are unsure if
they played fair since they cannot answer the
question related to the content of the cards.
Another valuable data is 6% of users who partially
crossed off the cards also return the cards, they
cannot finish all the tasks but still share the using

experience with researchers.
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Interview quality data analysis

According to Figure 16, the results are classified
to match the user text goals. As the researchers
spend the whole day in the winter market and
introduce to more and more visitors. Some

participants are attracted by the visual at first and

feel interested to use it as a guide game.

“More interest | guide is useful to have a look, but
hard to have a deeper connection”
“Was fun, still did some things we wouldn't
normally do. Even did a “collaboration” during a

workshop”

There is, however, a lot more input about feeling

involved with the attendees and the entire event.

“It was interactive. It motivates you to talk to
organizations. You look more closely. You meet
more people”

“This keeps us engaged. We tried different things
and talked to people, so good job!”

Furthermore, some participants believe that in
addition to fostering greater connections, this
also helps people understand the identity and
energy of Eindhoven and that the idea may be

used for other occasions.

“Normally | wouldn't have asked for the pitch.

[ talked with the theatre. In Mexico | used to do
stage design. Now [ signed up to do that again
here in Eindhoven!”

“I'love it! We should do this at German Christmas
markets. They are pretty and have great food, but

nobody talks to each other!”

In a word, the feedback is divided into three
circumstances and is described as the cards do
produce more connections than usual, more
interaction, and more fun in relation to three
factors: identity, utility, and energy. The idea

is intriguing and can be tied to other events,
however, it needs a greater connection to the
detailed program of the event. The overall idea
can keep players interested, and it is a more
engaging guide game that is worthwhile to take

a look at what the card is related to.

enthusiastic
first
reactions

CKE ->
a lot of
expats

Agroup of people, they all
took cards for themselves
but they finish the task
together (e.g. one photo,
one food) only aim to get
the prize, how to deal with
that?

U

“I didn't finish
them all, but

it was fun!”

v |
Sometimes
the content
is not clear

people show

they crossed

off their first
square

Uitkrant(?)

Elderly
people/couples
sometimes don't
want to play with
the English version

=

“Start with some
attractive ways
rather than just
an introduction”

[

"Oh, you guys are
from bingo! Very
nice! Have seen

many bingo cards.
come by already"

“We'll take a
look around
and then we'll
come back”

Regioradar(?)

One woman said “l don't
want to cheat’, she only
filled in the first column

and she felt disappointed

with no prize, she just
crossed all of them and
asked if i do s0? Can i get
the prize?”

“This keeps us
engaged. We tried
different things and
talked to people, so
good job!”

[ Em

“Maybe  show
the prize to
motivate people
with what they
can win”

o

“It’s a lot
of work

though”

Radio4Brainport

Someone just
focused on the
event and forgot
to play it

"Very surprising!
An eye opener for

some creative
ideas"

S |

“Iwouldn't normally osk for o
pitch Wos alot__of fun. Allthe
~people are friendy. | don't

~normally come to Eindhover,

Especiolly _ with th

[ [

2 .
Somebody ‘Very nice, “No thanks,
took it without
hahaha
further thank !
"
explanation you” nooo...
Energy
“We didn't fill out oL e ek o0 e e
anything. We're shy Indian [
people. But | do . ployer worked well [ would ke
think it's a good danCIng -> more of that kind of thing in i For
balance of activities. . pasuesfaLi
It's a nice push” Sonah Kale
It's interesting challenge people "l would like to
ol e to get to know lthe keep it offline, just
f e f members outside s0 you can look
Ucgexampleiion of their  regular each other in the
sports) team eye”
. = e S
"|t was “1. A few more "Was fun! Keep up_
icons? 2. Start the good work. See.
phone ) . you next year. Add
U with some 4 fori
" ” for insta. Involve
Leuk. bonus (candy). Veldhoven"
[cs mm () [
A lot of people "Nothing for me, I'm "Sir. do you
who have a bingo going to look around B
card quickly walk by quietly... What's the have these in
the stand when they price? Oh, nice. But. Dutch as
are leaving (feeling no, no I'm just going. o
guilty?) to look around" well?

Figure 16 Feedback of using experience

In the morning
mostly a mix of
older people and ex-
pats, during the
diversity (teenagers,
families)

“It was fun,
checking
everything
out”

"This could also
just be done in
the PSV stadium
during a game"

£ [

"Was fun, still did
some things we
wouldn't normally do.

Even did a

“collaboration”.
during a workshop"

[ [

‘They're different
activities, so |
guess you get a
stamp when you
doit”

“Card
is fun”

"We definitely
talked to people,
but didn't fill out

anything."

“Not too connected
with the event (the
event lacks a guide
and information)”

“Photos
or actions
are fun”

[

“Normally | wouldn't have
asked for the pitch. | talked
with the theater. In Mexico
1 used to do stage design.
Now I signed up to do that
again here in Eindhoven!”

[

"Yes it was a lot of

have done it anyway.
My daughter doesn't

bingo card anymore”

“I'm__very extrov 1
do it anyway, Because of the.
workshop assignment, |
also talked to other visitors. |

todo _that. | would welf
ivia qui ftion"

) [

“I love it! We should to
this at German christmas
markets. They are pretty
and with great food, but

nobody talks to each
other!”

) [

“It's hard to build
a connection with
people in the
winter market”

“It was interactive. It
motivates you to talk to
organisations. You look
more closely. You meet

more people”

) [

“Where is the
international
food? That will be
our first square!”

“More interest |
guide is useful to
have a look, but
hard to have a
deeper connection”

“Apparently we're
very bad bingo
player. Here's the
pencil back.”

“It was easy, |

talked with a

lot of people,
it was fun!”

£ e

"We're not

staying that long,
so we haven't

checked off."
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Final Design

The final design will be presented in this chapter, the whole design combined the physical bingo game and
online platform will be presented in the following chapter. The design related to three using scenarios.The

compelete online Ul mock up is in Appendix IlI.



Welcome Package - Scenario 1

Providing newcomers with a gamified arrival

experience in Eindhoven

Value Proposition

Putting the fun in functionality

The bingo card can be a filter

for the information overload
newcomers experience, the clear
overview of 24 tasks provides

a nice overview and can be a
combination of fun and functional

tasks.

Fits all kinds of communities

Applicable to both Eindhoven-wide
onboarding (Holland expat centre
South, Student Intro Week) and
integrating in smaller communities

(ASML, CKE, sports association).

Bonding through a shared arrival

experience:

Being newcomers togetheris a
good starting point for connecting
and conversing. Enriching the
experience by gamifying it with an
Eindhoven twist can strengthen
both relations between newcomers

and with Eindhoven.

Journey map

f 3 Sara

Step @ Be welcomed

@ Playing

@ Get rewards

@ Online group

@ Sharing

¢ Get the physical game card in ¢ Afterreceiving an ¢ Everyone get the first rewards * Sara meet some interesting » Saratakes cards back home
welcome package, do not introduction from the host, for crossed their first line on people, and they create a and also share it with her
know what it is. Sara and the other attendees the Bingo card. newcomers group face to family members, she is
. ¢ There are some introductions begin to play with the ¢ The host show the QR code, face after downloading the surprised about the flexible
Behavior . . . . .
on it, and each square has physical card. that everyone can download app, they are excited to share and creative welcoming way,
certain assignments. ¢ Together, they complete the itand get their digital vibe on some useful tips they already she feels the welcome feeling
assignments, such as walking it. The host also explain the know in group chat. from this city.
around the city. rewards system. ¢ They find there are many
¢ Everytime they finishan ¢ There are many information recommended places to go,
assignment, they will puta can be checked on the online also some people pot nice
cross on it. “Thatis much platform. photos in the social sharing
more fun than just have a platform.
guide introduction.”
9
(<) ©
o] =/
— O\/o Enjoyable [
Emotion

Curious

—_J
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Final Design

As shown in Figure 17, the bingo card functions
as a guide game and a trigger for communication
possibilities in the welcoming situation. The
content is useful and appropriate for newbies
seeking introduction information. Boost offline
engagement as well to encourage people to

socialize.

During welcoming scenerio, people can join
online small groups to chat and manage and
finish all the tasks to get the bingo. They can start
the weloming bingo game offiline, also can play

with it in groups. (Figure 18)

As shown in Figure 19, users can choose different
theme cards according to their interests and also
get detailed information through the bingo card

introduction page.

Besides, the rewards can be viewed on the
My Bingo page. Due to goal setting theory
for behavior change [4], a suitable reward can
motivate users to use the product more often.

(Figure 19)

000000000

GETTING SETTLED IN EINDHOVEN

TONIGHT 1ST DAY 1STWEEK  1STMONTH 15T YEAR
thwa‘kh Meet a Registerat | Find a
roug local city hall e dentist
the city
Show
Meet an Talkto I pindhealth | Gofora | someone
internationall _yuur insurance bike ride around in
neighbour s
Eindhoven
B calla Find an Letus
commonwith | friend from exercise | know how
3 people home buddy | you're doing
Check the Pick your v
Have a N a— ¥ Practice Decorate
drink ne € ahobby | your house
guide supermarket
spota . i caok for
Philips Mak”f‘*“ Visit a park accom- afiland
building dolist modation

CROSS THEM ALL AND GET YOUR OWN 'GETTING SETTLED'-BADGE AT CITY HALL

000000000

CALL YOURSELF AN EINDHOVENAAR

MEET GO SEE EAT/DRINK VISIT = RANDOM
Theo Worsten Lookiat
Evoluon . Glow some dead
Maassen broodje
people
. Spot a giant
4 Bossche =,
Prins Van Abbe: DOW Philips
carnaval museum bol il
A former Gathatii Pick apples
Philips- ainaring Carnaval at the
kerk Sl
employee Fruittuin
A family with :
Inside Locall o
100 year old hili 2 Go bowling
4 the Philips brewed Marathon i dhat
roots in ek béar with giants
Eindhoven
somebody
who moved BIZE Friet Lichtjes Watch a
here in the speciaal route PSV match
last year

CROSS THEM ALL AND GET YOUR OWN ‘I AM AN EINDHOVENAAR'-BADGE AT CITY HALL

Figure 17 S1_Welcome info cards
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I 7 Group for Food Exploration >

City Bingo
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#BINGO - Intersting Buildings >

Q?ED%
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Create chatting group face to facO

Create chatting group face to face
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City Bingo Card
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Figure 18 Finish the card in small group

atl F - "0 il -

jol
"

FACE TO FACE
MAKING GROUP

Pecple who enter the
same number ¢an be
immediately invited to the
same chat group.

Create chatting group face to face

(—D

! 2 &
o g g
& g =

0 @

a1 "l -

Alicia =18 ' Alex.

O of the besutihd A pice eyciing place in
Philins buildings in Sip s

Srip S
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Uso collestad wibes o chang

cuting vaxs,
oo 20

OUTLINE T-SHIRT IN LIGHT BLUE
THE VIBE classle T-sit exocaned in Sght blue W pink:
|

Figure 19 Explore the different themes of cards and rewards

I Sherry
now

s i )

OUTLINE T-SHIRT IN LIGHT BLUE

THE VIBE's classic T-shirt execute i light bhae with pink cutline
vbes

o 20 (10 exchanged)

SWOT

@ Strengths

Filters information overload
Utilizes a shared arrival experience

Explicitly focused on newcomers in
Eindhoven

Weaknesses

Not specifically tailored to ‘expat spouses’

Creating custom welcome bingo cards
requires a careful editorial process (can be
time-consuming)

Only works if users actually make the jump
from the physical to the digital ‘bingo card’

—:@:— Opportunities

o

& Thre

TU/e has expressed interest applying the
concept to the Introduction week

Concrete value proposition (better student/
employee onboarding) can help get funding
from partners

ats
Bingo card in a welcome package can be
seen as a useless flyer

A special arrival experience might alienate
newcomers more in certain communities
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Curated cards -Scenario 2

Providing Eindhovenaren with the opportunity to
take part in interactive themed scavenger hunts

(and curate one themselves)

Value Proposition

D 1 Everybody’s welcome
This scenario focuses on
connecting Eindhovenaren based

on their passions. Everybody'’s

welcome to join in on the fun.

Collaboration with third parties

Cultural organizations, bars,
restaurants and other venues that
want visitors can be interesting for
a paid collaboration, they could
either sponsor (part of) a bingo
card of sponsor a reward for a

bingo card.

°o

@

Endless possibilities

The only fixed part of the bingo
card is the structure, the medium of
a digital interface allows for a wide
array of interesting and engaging

gamified interactions.

FINGO - nursting Bueings -

O o he bt i g n
st

> Eindhoven Centraal

&4 O 8 o &

s Fogo @

PR ———

Nice shoot 1 s have 3 pian 10 vt
e S S it e

& | o °
.
—
Q@ =
v
ecmy
& -
s o
] B o &

Figure 20 Explore the different themes of bingo cards

< My Bingo Card

Figure 21 Play bingo cards online

© st

< My Bingo Card

 ®w B O &

WINTER MARKET
EEEm L%}

asia Foo @
EEEEEEmEm

<

200600000

A EXPLORATION N THE. WINTER MaRNET

WINTER MARKET
EEEm

Final Design

As Figure 20 shows, with the homepage, users
can find various information with pictures can
descriptions. The users can check the information

also related to themed bingo cards directly.

Except for the physical card, users can
play around with cards online with various

interactions. (Figure 21)

Every time users finish one line, they will get one
EINDHOVEN VIBE as a reward. Users can collect
EINDHOVEN VIBE to exchange rewards in my
bingo shop.
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As shown in Figure 22, as users finish amounts
of bingo cards, they can unlock the creating
functions. This is a concept that enables users
to share the city from their own perspective.
Photos may be turned into brand-new themed
bingo card by uploading them and selecting
the template, title, color, and description. The
new themed bingo card is published and made
available for usage by other users after the audit

is authorized.

Additionally, the online platform can be
combined with the current thisiseindhoven.com
website to provide a compre-hensive system for

collaboration. (Figure 23)

There are many interesting interactions and ways

that can be designed in the future, a brainstorm

is done to explore all the possibilities. [Appendix

V]

£ 800000000

TITLE HERE | i

CREATE YOUR OWN BINGO CARD

o ®w B o A&

£ 000000000

TITLE HERE | |

Figure 22 Create a different themed bingo card

000000000

SWOT

A THIS IS EINDHOVEN Seeddo Work&study Citylife Shop ENY ook @
. AN |1 (O) Strengths
Back to Tips by locals d [
‘ . A ; v
. ¢ Empowers Eindhovenaren to share their
A local's guide: a .
. . passion
winter day with
Claudia A , 2R % *  Opento everyon
- ] Weaknesses
e S | :
T\\.? bingo game can = ! .
hisisaindhoven.com ¢ Notdirectly targeted to newcomers or
From quirky boutiques to design hotspots, and internationals
from fine dining to cozy city breweries: Eindhoven
is the perfect city for a city trip or day of shopping. ° H
Whether you want to end the year on a high note No plan for gettlng users to use the app
or are already planning a trip for next year: local ~ - o
guide Claudia van Schilt of Free Walking Tour :@\— Opportunltles
Eindhoven will tell vou where to o to guarantee o

* Potential business model involving small
business

e Uitkrant might be interested in curating cards

¢  The content of thisiseindhoven.com is very
suitable for being bingo-ified

* Bingo card-widget on thisiseindhoven.com

& Threats

About ity binge e The library might get polluted with nonsense
heck d led infr h bin latform, . .
bbbttt g bt Gl i and/or offensive bingo cards

There are manyinteresting interactions here, you can also play it as a group!

T T T IR IIRY ™ A acertisement willbe present e Getting to critical mass might be a challenge
atthe end of the collaborated
event
S T ALY The bingo game can callaborate with
eooe thisiseindhoven.com

Figure 23 Intergrade with THIS IS EINDHOVEN website

-4] -



Bingo enriched events - Scenario 3

Journey map
Providing event organizers with an easy way to
incorporate the Eindhoven signature into their
events ‘=) Sara

Step @ Guide game @ Integrated information 3 Playing around @ Sharing

-43-

+ Bingo card combined with « There many event's Individual . Use?rs can share the photos
cultural event information are showed in * Playindividually and try to theirtook onthe platform,
¢ There are many interaction Bingo cards. crossall the task also can share the story
Behavior assignment on the card, users * Users can check information ?;f_;ﬂy toinstagram with
P can take it as a guide, also also off line, and can make Asagrou ag-
Value PrOpOSItlon play around with it. their own looking around plan g P ,
based on the bingo cards ¢ Joinin the challengers’ group,
information together to finish some
Challenging people to interact An event guide with a little extra Physical experience, digitally specific cards on the event,
get the shared rewards
! more enriched
A bingo card can provide a quick
With the event, with the staff, overview of what there is to do The event experience will mostly
with other visitors and with the at an event, including some revolve around the physical interactions <)
Pral
environment. Stepping outside unexpected activities with a fun of getting the card, filling it out and @ \oV/ f\o
their comfort zone and perhaps twist interacting with other. Digital addons Excited @\/Q)Q
. .. . . . Emotion Enjoyable
stumbling upon surprising can consist of extra information in an Happy
interactions. app, filling out the bingo card as a group

and sharing you experience on social

media.



Final Design

In Figure 24, which is also tested in the user test,
City Bingo can be related to specific events.
Interactive tasks were designed to be combined
with information about a specific event. Everyone
who wants to participate in a specific event can
view the information online (Figure 25) and can
choose to join the event game or play cards

offline.

Users can play physical cards or apply online for
details and meet new people there. It depends
on whether the user is playing the cards online
or offline. Everyone who participates in the event
can share their experience through the online
platform. In this way, there will also be a lot of

communities created related to the event.

= )

< 000000000

A EXPLORATION IN THE WINTER MARKET

CHOSE THEM AL AKO GET YOUS DN DXPLORATION-LAOGE AT WHTER MARKET
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Figure 24 Event-related bingo card
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Do you want to join the
official players group?
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CULTURAL AND CREATIVE WINTER MARKET
EVOLUGHN, EINDHOVEN

* 20
@ 10th, Dec, 2022

Overview

“Start with this winter market card,
to see what will be presented in this
Saturday”

Have a plan to come to look around? There.
are 8 activities that you can do in this eard, as.
aguide game make you have a easier and fun
experience for the winter market.

Also followings are the introduction of the
winter market, there are creative markets,
cultural organisations and international food!

Q International food

At the underground you can taste
wvarious international food.

Q@ Work shop

Via the link to check about the detailed
programme of the workshops.

o ® 8 O &

o i -

< My Bingo Card

A EXPLORATION IN THE WINTER MARKET

ASIA FOOD

o Merry
& Hello, myname is Merry! Nice to
meet you

Ry
He
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th
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Robin

I checked the program so | think
a there would be some expats

organisation that we can

together talk with

sara

looking forward to meet you then

a
e ©
o 3 &8 9 2

Figure 25 Online- Event-related bingo card

Various interactions

L
T
Contact
@ HI’

(e I

My Bingo Card

<

N

SWOT

Strengths

e User test was a successful dry run of this
scenario

e Easy MVP with quick iterations to improve it

e Utilizing the audience of the event

e Can become Eindhoven signature for people
visiting Eindhoven for events

Weaknesses

*  Not specifically aimed at newcomers

*  When combined with rewards it might prove
difficult to check for cheating

e Requires editorial work for every even

Opportunities

¢ Carnavals Vereniging and municipality want
to make Carnaval more open for newcomers

e Bigevents (Glow, DDW, marathon,
Koningsdag) can catalyze adoption of the
bingo concept

Threats
* Asa paid service it might spawn copycats if
events don’t want to pay

* Value proposition might not be attractive
enough for event organizers to pay for it
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Discussion

In this chapter, the discussion, limitations and

further work on this project will be presented.

They are based on feedback from each design

step and in-depth self-reflection.

Discussion

This project was executed to close the gap
between city newcomers and locals. The City
Bingo game acts as a catalyst and a good place to
meet new people. Even though the newcomers
may be from the Netherlands and share a similar
cultural background or they may be foreigners
from very different backgrounds, they all have
unique perspectives on the city and a willingness

to share, play, learn, and interact with others.

And the City Bingo game provides a platform
for all the newcomers to learn about the new
culture and information of this region in a more

interesting approach.

Instead of separating the people into “expats,”

" ou

“locals,” and “internationals,” “newcomers”
regard them as a new group, giving the notion
additional value. This transfer is an improvement
for both clients and designers throughout the

entire design process.

After the concept presentation, the feedback
was also given by local people who have lived in
Eindhoven for decades and years and who also
expressed their desire to play the game and get

to know the city.

Limitation

A lot of feedback is supplied to inspire and

drive the design process through stakeholder
engagement sessions, talking to experts,
interviews, and user tests. A bunch of limits is
also taken into consideration.For example, there
should be restrictions on how users can interact
with the curated cards, as well as guidelines on
who can post what. A clearer rule could limit the
quality of creating specific cards and prevent

some worthless information from being created.

The target audience has currently been narrowed
to people who want to remain in Eindhoven,
giving them the incentive to network and learn

about their new environment.

For sustainable waste problems, the recycling
point can be settled in some hot point shop or

welcome place.

Due to time constraints, the online platform will

be further developed and tested in the next step.

Future work

City Bingo game has the potential to further
develop, except different interaction ways to play
around with [Appendix VI], many organizations
also give feedback that can be used for their
introduction events and would be helpful. For
example, TU/e student introduction week, brain
port introduction events and so on. It makes
people feel the energy of Eindhoven but also

creates a link between people.

Physical City Bingo cards are easier to gather
after usage and can be more intricately created
for various themes. Should improve the reward
exchange service, and there should be a stricter
means to verify that users actually complete all
the jobs. There is still room for improvement in

the evidence system.

Additionally, the idea behind the City Bingo
game can be applied across a wide area and

promoted in various cities and nations.
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Business case

Combining utility, energy, and identity makes the
City Bingo game stand out. According to Bartle's
taxonomy of player types, City Bingo game
players can be socializers through social sharing
functionality, explorers to explore new stuff, and
achievers, for achieving experience, rewards,

and enjoyment [11].

Firstly, since the information on various web
platforms is too broad and fragmented,
Eindhoven presently lacks a product that includes

all the information on a mobile device.

Secondly, the physical product as a trigger
lowers the joining barriers, and people are easier
to accept and play with a new game. Learning
about knowledge and playing with others is
easier and more enjoyable when done through

a game or online application rather than a

webpage.

Furthermore, the internet platform extends the
product’s service life, and the idea of rewards

might spur economic growth.

To explore the business aspects in more depth, a

business model was used (Figure 26).

Key Partners é Key Activities (V]

Data

Digital shared platform

Gamify connection tools(Bingo card)
City information

Online and offline network

Physicla session, events

and workshop(Welcome

evening

Key Resources ““gﬂ

Finanical (for advertising and rewards)
Human (focus group and related people)
Advertising (Branding and advertisi-
ment)

Data information

Value Propositions ﬁ% Customer Relationships ' Customer Segments

Users

Stakeholder

Personal assistance Expats
Social communities Expats spouces
Useful International family
Peer to peer community
Keep curious

Channels

o
o

Apps
Advertisement
Posters
Website
Physical events

12

Cost Structure

Advertising
Souvenirs (Not sure yet)

)

Revenue Streams

Sunscription (News or no advertisement membership)

Will pay for goods in related shops? (For example souvenirs’
collation shop) ,

Will pay for goods in related shops? (For example souvenirs’
collation shop)

Figure 26 Business model

When playing City Bingo, people inadvertently
generate the following data: What task takes
users more time, which park do they most wish to
visit, and what point is the most popular area that
can be acquired when players use a City Bingo
card? The pictures they snap, the addresses

they share, and even the group they are in, all
show how the new-comers’ situations. This

data can be gathered and used to improve the
information and experience but can also inform
the previously mentioned business partner of the

players’ choices.

How can it be used?

The hot points that people want to go to several
times and make comments for that specific
photos can let business partners gather the data
or interview the reasons. Business partners also
can unite and create their own bingo cards to

advertise specific topics or events.

The data shows where newcomers prefer to visit
or play frequently, which might be advantageous
to Eindhoven 365 and other business partners in
advertising this city to attract people there and
enhance its energy. However, since this will only
be relevant if the player base is very large, this is
not something that has to be taken into account

right away.
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Conclusion

The project’s objective is to encourage people to
develop more relationships with others, enable
newcomers to experience a sense of belonging
to the city and its residents, and learn more about
the local way of life. A game can help newcomers
learn about the region, its residents, and its
culture more quickly and easily. Reduce the
barriers to feeling included. City Bingo games
can be played solo or in groups using both real

City Bingo cards and online City Bingo.

Through the playing process, newcomers’ lives
will be introduced to new people, new cultures,
and new ways of living in a more engaging
manner. The residents also can be inspired by
the different perspectives of this city, and both
the residents and newcomers can feel and bring

energy to the city through the City Bingo game.

This design concept fulfills the connectivity
requirements, receives praise, disseminates
knowledge, and serves as an example for other

towns and countries.

City Bingo game and the online city application
make people feel connected and live a better life

here!
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Appendix | ------- Interview Script
Appendix Il ------ Focus session
Appendix Il ----- Design

Appendix IV ----- Written scenario
AppendixV ------ User test
Appendix VI ------ Interaction ways

Part of the design process can be checked in the Miro Board.



Interview

Opdracht Opdracht Opdracht Opdracht

The interview was done with my colleague (some

notes are in Dutch) and the details can be viewed

via the miro board link.
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lll Design

First mind map

How can we motivate people who
come alone to Eindhoven to have a
stronger sense of connection with this
region?

Connection with others.

Gather people know the events

A digital system ——|

Physical —

App and motivate people join.

Link the neighbourhood who live close.
Any feedback for the website
Website (which is already have) —‘
Feedback of the information
Videos
Digital poster and adverises
Campaign

Branding installation

Interactive letter / Survey

Map

Interactive product —— stamp

Stationery

Contact information for different organization
- Address

Welcome package

Job searching

Expat spouses center
Brainpoint
Eindhoven 365

City hall

Moodboard

Survey with
interesting
ways.

Paper wireframe sketch
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St. Catharinakerk

De Bubble & de Blob

Flying Pins

Evoluon

Anton Frederik Philips

De Oude Toren

Attractive St. Catherine's Church (St. Catharinakerk) was built in Neo-Gothic style in 1867. The original
building - dedicated to St. Catherine of Alexandria - was consecrated in the 13th century and was many
times severely damaged by war and fire, even spending part of the 18th-century as a stables and weapons
store.

Now fully restored, the current structure incorporates a number of symbolic references to the work of
Joseph Thijm, one of the country's best-known writers. Highlights include its twin French Gothic towers,
each 73 meters tall and known respectively as David and Maria.

Interior highlights include its stained-glass windows and its two organs, one of them with 5,723 pipes.

Address: Catharinaplein 1, 5611 DE Eindhoven

Together with De Blob and bicycle parking De Tube, De Bubble forms an urban ensemble on the 18
Septemberplein in Eindhoven. The Italian architect Massimiliano Fuksas designed the square. The Bubble
consists of a bubble of glass and steel, which Houta Bouw has masterfully designed after a design by Tarra
architecture and urban planning. The building serves as the new flagship of the Dutch fashion store
America Today.

Blob style as an unique building design style.

The Flying Pins is a large public image in Eindhoven . It was designed by the sculptors Claes Oldenburg and
Coosje van Bruggen and unveiled on May 31, 2000.

The Flying Pins is located at the head of John F. Kennedylaan on the south side of the street, corner
Fellenoord.

Itis a depiction of a bowling ball with ten flying pins. The artists saw a bowling alley (bowling lane) in
Kennedylaan and that is how they came up with the idea. In the vision of the artists, the dynamics of the
sinking bowling ball with the flying and sinking pins fits well with this busy point in Eindhoven. The yellow
color of the cones was chosen by Van Bruggen and refers to the yellow daffodils that brighten up
Kennedylaan every spring.

The highest point of the artwork is approximately 8.5 meters. The ball has a diameter of approximately 6.7
meters. The statue is made of steel and reinforced plastic with a polyester - polyurethane coating . The
costs amounted to approximately (converted) € 1.1 million and were mainly paid by the business
community of Eindhoven.

The Evoluon was built in 1966 as a technology and science museum on behalf of Frits Philips to celebrate
the 75th anniversary of the Philips company. From its opening the museum was extremely popular,
attracting over 500,000 visitors by 1970 with its educational and interactive exhibits on science and
technology. It functioned as a museum until it—despite many protest: i from operation in
1989.

Working with the unique ecosystem of technology and design in Eindhoven, we can't wait to reopen the
Evoluon as a place of wonder, inspiration, knowledge transfer and education; an experience for young and
old. It will become a future lab for the wonderful world of technology, design and innovation.

At first it was on the corner of Volderstraat and Vestdijk. In 1956 it moved to the north side of 18
Septemberplein to eventually end up on Stationsplein . During the Philips festivities on the occasion of the
60th anniversary, the statue was unveiled in 1950 by his grandchildren,

The Oude Toren is a late - medieval brick church tower on the Oude Torenstraat in the Eindhoven district
of Woensel . The tower is the only surviving part of a church dedicated to St. Peter , which was probably
founded in the 11th or 12th century in the then independent settlement of Woensel. The tower dates from
the 14th or 15th century, when the entire church building was replaced by a brick building in the Campine
Gothic style . For a long time the tower stood in the middle of the Woenselse arable fields, but from the
second half of the last century it was surrounded by newly built houses and flats. The Old Tower is

a national monument. The current residential area in which the tower is located, Oude Toren , is named
after the building.

The Van Abbemuseum

The DAF Museum

The PSV Eindhoven
Museum

The Philips Museum &
Collection

Van Gogh Village,
Nuenen

VAN GOGH PATH

he Van Abbemuseum is one of the most important galleries of modern art in the Netherlands. Highlights of
its more than 2,700 artworks include pieces by modern painters such as Marc Chagall and Pablo Picasso.
It's also home to the world's largest collection of material by El Lissitzky.

Other notable collections include numerous sculptures and art installations, video works, and posters,
including a large Paris collection from Jacqueline de Jong, as well as examples from the USA, Germany, and
Eastern Europe. A gift shop and café are located on-site.

Address: Bilderdijklaan 10, 5611 NH Eindhoven

Eindhoven has been home to DAF, one of Europe's largest truck manufacturers (and, at one time, cars),
since the company's founding in 1928. Started by brothers Hub and Wim Van Doorne in a small
blacksmith's shop, the company - short for Van Doorne's Aanhangwagen Fabriek - started off making
simple engineering products, gradually progressing from trailers to cars and trucks.

One of the most popular museums in the southern Netherlands, the DAF Museum is a testament to the
company's success and includes a replica of the original workshops and offices, along with samples of its
vehicles throughout the decades, including a number of prototypes. A shop and restaurant are located on
the premises.

Address: Tongelresestraat 27, 5613 DA Eindhoven

Calling Eindhoven football-obsessed is an understatement. But such claims seem reasonable when you're
home to Philips Sport Vereniging (PSV), one of the most successful football (soccer) franchises in Europe.
And with the club having celebrated its 100th anniversary in 2014, there's plenty of history on display at the
PSV Eindhoven Museum (PSV Musée).

Highlights include historic outfits to photos and film footage of career highlights. English language guided
tours of the team's Philips Stadium are also available and include packages that take in team practices, so
you can see the players in action.

Address: Stadionplein 4, 5616 RX Eindhoven

Housed near the factory where Gerard Philips made his first incandescent light bulbs in the 1890s, the
Philips Museum shows how this once small enterprise has grown to become one of the world's largest
electronics companies. A visit to the ultra-modern Philips Museum gives visitors an excellent overview of
the company's success, as well as the workings of its most memorable products.

One of the museum's most popular features is Mission Eureka, an interactive game involving digital quizzes
and puzzles. There are also many other fun interactive exhibits that children enjoy. English language guided
tours of the museum and Philips-related city landmarks are available.

Art fans will also want to include the top-notch Phillips Collection on their list of must-visits in Eindhoven.
Established in 1921, the museum houses a large contemporary art collection of some 3,000 works from
around the world. A café and shop are located on-site.

Address: Emmasingel 31, 5611 AZ Eindhoven

Just eight kilometers northeast of Eindhoven is the picture-perfect village of Nuenen, famous the world
over for its inclusion in the art of Vincent Van Gogh, who lived here from 1883 to 1885. His temporary home
was in the pastor's house, which has been completely restored to its original style.

A highlight of a visit is the Vincentre, an excellent new attraction dedicated to the artist and his time in
Nuenen, and the focal point of many great walks following in Van Gogh's footsteps. These self-guided tours
through what's referred to as The Outdoor Museum lead you to more than 20 different locations spread
around the village that relate to the artist (some with audio commentary).

Address: 5671 CA Nuenen

VAN GOGH PATH is the light-emitting bicycle path that glows at night, made of thousands of twinkling
stones inspired by Vincent Van Gogh's Starry Night. VAN GOGH PATH is a part of the SMART HIGHWAY
project.

Winner of Best Future Concept, Dutch Design Award, Accenture Innovation Award, and INDEX Award
Denmark.

https://wi tudioroosegaarde.net/project/van-gogh-path/intro
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Ul mock up

The City Bingo mockup are designed, the high-fi

prottotype can be check through:

9:41 ol ¥ ==

City Bingo

SEARCH

For you

For you v

Q

#BINGO - Intersting Buildings >
#BINGO - Intersting Buildings >
- One of the beautiful philips bulidings in Strijp S.
o
* 3 © O = 6 Alicia = 11 +

Lask weekend with my family, we just started
our new challenge bingo card, we found this
beautiful building by the guideline from #BINGO
-Interesting Bulidings , we also enjoyed our

e U ¢

®)

o
(=

&7

Collection

BUILDINGS

ol 5§ &

City Bingo Card v Q

Explore intersting buildings

in Eindhoven

PARKS

Verious parks for walking

O No time limited

©

Explore on map

ASIA FOOD

Strongly recommendation
Asia restaurants!

Sl
© One week e

BEER BARS

Best beer bars in EIndhoven

¥ 20
© No time limited
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First draft scenario:

Chapters in the scenario:

1. Just arrived

2. The welcome internationals evening
3. The first week bingo card

4. Family visiting and searching for a themed bingo

card
5. Creating own bingo card around theme
6. Organizing an event with the big bingo wheel

Contents with Underline related to functionalities and

key points need to be detailed.

Just arrived.

Sara came to Eindhoven with her husband and kids
two weeks ago. Her husband found a job with ASML

through a targeted campaign from Brainport.

Through ASML they found a house to live in and
they just settled into their new home. Sara took the
responsibility of a lot of the arrangements that had to

be made.

She made the LivingIn website her second home the
last few days and tore through the paper Livingin

guide. She went to the one stop shop for registering
herself and her family and is now looking for her first

social contacts.

She found a Facebook-group for other expats in

Eindhoven from their home country.

She also found out about the ‘Welcome internationals’-

evening at Lab-1. Which is this Thursday.
She’s excited but also anxious to go.
Welcome internationals.

Thursday arrives and after dinner, Sara prepares for
the Welcome evening. Het husband watches the kids

while she freshens up, puts on the clothes she picked

out, fixes her hair and puts on her favourite hairpin: a

family heirloom that was left to her by her grandma.

She takes the bus from Meerhoven to The
Keizersgracht, and pulls out her umbrella so she can
cross the road without getting wet. On the bus, she
double-checks the address numerous times to make
sure she won't get lost. And enters into Lab-1 where
she sees a few people having a drink at the bar.
Somebody approaches her and welcomes her to the
venue and indicates she can get something to drink at

the bar.

She’s a bit early, the program starts in half an hour.
She orders tea at the bar and introduces herself to
somebody who was on the same bus and came in just
after her. Half an hour later the man who welcomed
her takes the stage and gets into his talk about what

they're are doing here.

Sara’s a bit tired, her understanding of English gets a
lot harder when she’s tired. So she doesn’t understand
everything. She sort of missed some fascinating
introductions, but she finds it difficult to concentrate

on what is being spoken. After a while it seems that

they are going on a walk of the city and everybody

gets handed a bag with something in it.

Sara opens the bag and notices the living-in guide,
which she already has, a map of the city, a flyer for a
discount on Dutch lessons, a booklet with events in the
city and a small pencil and something that looks like

a bingo card. Sara feels curious and opens the bingo
card. She pulls out the four cards and discovers that
each of the themes on the bingo cards is unique. “Is
this a game? Or perhaps a memento of this place?”

She wonders.

The host says, “We're going to wrap up tonight's
column of the Getting established in Eindhoven.” They
complete the first column together, break the ice, take
a drink, go through the city, where Sara meets a variety
of interesting people, go to the de Witte Dame (one

of the Philips buildings), and discover the history of
Philips there. Sara and the others mark a cross on the

card after completing each task.

With the first column’s completion, the wonderful
night came to an end. For their first bingo, every one

of them has a gift! The host also says that they can

upload and share their own bingo game challenges on
a digital platform. Sara downloads it and discovers that

the platform has a lot more information shared.

After returning home, Sara downloads the app
and wants to learn more. She also wants to ask her
husband and children to help her complete the first

Bingo card.
The first week bingo card

One weekend with nice weather, Sara decides to visit
the whole city. She thinks of the City Bingo Game

and wants to continue finishing the first card with her
family.

Surprisingly, she finds something for the Tst-day
recommendation has been done before (Such as
check the living-in guide). She begins to make a to-do
list, about where they want to visit, and when she

are going to invite their neighbour to have dinner
together. “Itis a really good opportunity to talk with
my neighbour”, she thinks. She knows their neighbour
is a young dutch couple. “They are locals, and also our

1

neighbours!” she considers as she looks at the bingo

card.

“Lots of things need to be done...Many plans need to
be made.” There is a quiet reminder for Sara especially

she saw something like Find Health Insurance.

Family visiting and searching for a themed bingo

card.

Every weekend, Sara wants to go walking in nature
with her family. Sara considers the available parks
in Eindhoven as well as the Bingo Game. Sara asks
her husband, “Should we look on the Bingo card
for a park? Let’s open the platform to search a spot

1

together

They discover a bingo card labelled “A walk in

the park” and are intrigued by it because they are
unfamiliar with each of these parks. The address and
comment can be checked on the platform. What
makes Sara and her husband happy is that compared
with visiting the park, the kids usually prefer to stay at
home and play computer games. While kids see the
rewards and the bingo challenge, they are interested
to explore nature and curious to see what will happen

after they finish the task.

After they choose the park together, Sara checks about
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the address and how long it will take to there. They set

off with fruits and drinks.

The whole family spent a wonderful day there. Kids
meet some friends there, and Sara and her husband
also meet new people who also come from the same
place as them. There are some families who also take
their kids there, and they have a good talk about life,
work, and kids ‘education, etc... Sara realizes there are

many ways to explore life here.

At the end of the day, Sara takes a photo of the sunset
and uploads it to the Bingo platform, gives a score and
comment to this park, and writes down the mood she

has this day.
Creating her own bingo card around the theme.

Sara has been in Eindhoven for one year, and she gets
increasingly used to using the Bingo card and begins
to share this interesting game with some newcomers in
her block. She met Nina, who is one of her best friends
here through the bingo platform. Both Nina and Sara
like cooking and exploring food in their free time. They
always try new recipes and share them with each other.

One of their common interests is trying different dishes

from various places in the world.

Nina also has two cute kids, so the two families can
spend time together during the weekend. They usually
have a nice Saturday and have dinner togetherin a
new restaurant. Once when Sara is having dinner,

she realizes why not create a bingo card based on
their experience. “"We can create a Bingo card as ‘the
best places for family to visit in Bingo game!” Sara

says excitedly to Nina. They all feel like it would be an
interesting idea. Every time they spend time together
and have family time together, Sara and Nina take
many photos and write notes about where they go,
and what they see and experience. As this not only
help them record the exciting time but share their life
experience with the whole network in Eindhoven.
They begin to upload and edit their own Bingo cards
sha share it on the platform, it is so exciting to see how
many people have seen and downloaded their Bingo
cards, and how many people have begun their new

bingo challenge.

Organizing an event with the big bingo wheel (?)

There is a big Bingo wheel located in the city centre,
people feel curious and scan the QR code to get

information about the Bingo game itself.

Sara notices that the home page’s banner advertises
a city bingo night with the intriguing-sounding topic
of “Call yourself an Eindhovenaar.” What exactly is an

Eindhovenaar? Sara considers and registers herself.

The fact that it has been a while since Sara visited Lab-1
makes her reflect on her first day there and her first
experience playing bingo as the night approaches.
The day is coming, she feels excited and chill, and she

dresses up in her favourite perfume.

This time, Sara is still a little early, but she is used to
getting a drink and waiting. There are also some old
acquaintances present, some of whom Sara has not

seen in a while. They have wonderful small talk.

As the evening gets started, the host did a welcome
presentation, and then Sara and the others are invited
to go for a walk. They are then led to the city centre,
where there is a glass house with a large bingo wheel.

As soon as Sara and the others have found a seat, the

presenter announces, “Let us start the Bingo night!”
and hands out Eindhovenaar Bingo cards to each
person. The host announces, “I'll roll this enormous
wheel and you can cross off what you've done, the first

bingo player will have a prize!”

Everyone has a chance to manage a rolling once

the host rolls for the first time. They converse while
drinking and discussing their unique experiences. It
was a great night, and Sara played some excellent
bingo and met many new friends from different
countries, but she still left something out. This time,
there are going to be some brand-new plans that I've

never tried before, thought Sara with excitement.
Combine the just arrived and organized an event
Sara feels curious and opens the bingo card.

She pulls out the four cards and discovers that each

of the themes on the bingo cards is unique. “Is this

a game? Or perhaps a memento of this place?” She
wonders. The man then leads them to the city’s centre,
where a big Bingo wheel installation is located.

The guide man takes one bingo card he has, and

he explains “ Today, everyone can roll the wheel to

manage a Bingo!” There is someone going forward to
roll it, a bingo ball came out with a number on it. “That
would be the first place we are going to visit. You can
also download the application ‘City bingo game’,
there is some more information about Catharina kerk”.
Sara realise that is like a city adventure game, she
select one from all the bingo cards which seems a lot
of buildings on it, but she have no idea which building
is Catharina kerk, which made her more curious

about the next step, so she begins to download the

application.

"After we visit the Catharina Kerk, you can take

a picture and (upload it in the City Bingo Game
application to see what will happen.” the guider says/
put a cross on the matched building’s picture )" the

guider says so.

Itis a nice experience, she takes lots of photos.
Although, she can not follow up on all the introduction
parts, but through the platform, she gets more
detailed information about Catharina kerk. After they
visit the first point, Sara puts a cross on the card and
also uploads one photo on the platform, and she gets

a digital vibe in her digital collections.

After the evening they really visit many places, and at
the end of the day, each of them gets a gift for the first
“bingo” they do. Itis a great night, Sara learned about

more this city, and also met some interesting people.

After the welcome night, Sara goes home and begins
to explore the digital application because she finds
there quite interesting shared photos and hot points
in the platform. Also, she wants to finish the first bingo

card with her husband.
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VIl Interaction Ways

A brain storming of different possible interaction
ways.

ideas for finishing bingo cards

photograph

wipeout yoga pose

collect letters in the city
buildings that look like letters

photograph different colours (colors of the
city)

pantone

fill camera half with a color and photograph
to match the color

scavenger hunt of finding specific photos
collect all the tunnel art

collect graffiti

applausemeter

go to a location

audiorecording

ask somebody to say you finished the square
record the piano in the trainstation

clap meter (who did the best)

dynamic bingo squares (the best 10 have it
crossed off)

do something together with another player
(phones have to be close together)

video

geocaching

go to a specific coordinate

draw a shape on a map (strava)

writing

get a signature

draw a building

make a big art piece (cadavre excquis)

make a big mosaic/puzzle of all the drawings
write with light

finish a card together

how do you do it with

bingocards

with prize

collect vibes

just for fun as group activity

collecting stamps

photographing something specific in a store

NFC

QR-code

time

specific times

you have to be somewhere at a specific time

you have to be with 10 other bingo players at
the same spot

you should be in the city center in 20 minutes
and sing a christmas song

dressed as a santa claus
assignments

take different decorations to the christmas
tree

paste eindhoven stickers
chalk art/stoepkrijt painting

stoeptegels everyone paints one swuare one
color you can coordinate giant pixel art

tunnel with “I wish i did this before i die”

leave something somewhere and have
somebody else collect it

write something with the daan roosegaarde
artpiece

cook a recipe with ingredients

cook some thing with specific dutch food
hang out food with other people

try 8 different types of food in the food marke

-73-



TU/e < |24




Reflection

The reflection is about why | chose this internship
and project, and what | have learned through this

semester.

With the rapid growth of the economy and
technology, people are feeling more and more
stressed in their busy life and lacking connection
with others. In the quick work-life environment,
all the products are being iterated faster and
faster. As a UX designer and researcher, my vision
is to use gamified ways to solve problems and
design a better user experience and help people
to live a better life and have a strong bond with

others. Also, | want to design long-life products.

Vision

As a designer, | want to be able to influence
behavior change while also bringing interesting
facts and satisfying the emotional value of

the user’s [3]. Behavior can be changed and
influenced in more interesting ways. As Guhl,
A., & Cordeiro, C. M. claims, the connection
between this theory and gamification is made
by the paradox between gamification’s goal of
fostering intrinsic motivation, or “internalized
processes with long-term positive effects,” in

order to engage the target [2].

Thus, Gamification design, which | want to
further explore, is not only about creating user
learning motivation but also about applying

a technique to keep a user engaged with the
product in a long-term [5][4]. The research of
Koivisto and Hamari defines gamification as
"designing information systems to afford similar
experiences and motivations as games do,

and consequently, attempting to affect user
behavior.” Social integration can be influenced

through gamified design solutions, and the City

bingo game is one of the solutions to close the

gap among newcomers.

The goal of the City Bingo project were in line
with my vision and provided a platform to
present the design concept to stakeholders.
Designing with stakeholders and experts with
various expertise and involving them in the whole
design working flow also can bring inspiration

to my design process. | will obey the design
principles, learn to become more open-minded,
keep hungry, and keep curious. For my future
career, find various approaches and keep making
further research about users’ deep insight, and

how to engage design into the market needs.

Professional identity

As a user experience (UX) designer and
researcher, | view myself as a designer who
designs for social interaction and behavior
change [1].I am constantly looking for new ways
to improve human connections and ties. As a
designer, my primary goal is to improve people’s
quality of life. | place a particular emphasis

on their mental needs and health, and | enjoy
understanding and investigating people’s

innermost thoughts.

| also have hard skills in prototyping and design
process, which help me to use design thinking
more effectively as a designer. During the

first year of my master’s program, because of

my interests and engineering background, |
persisted in researching ways to enhance the
integration and social interaction of virtual
environments. | worked as a game designer to
motivate people to socialize and improve their
learning experience. During my research through
game design, | learned a lot of new technologies.

Meanwhile, the learning process also helps me

to provide more ways of thinking about different
ways of solving problems when | encounter

challenging design challenges.

Although | enjoy design and research
methodologies, it is still difficult for me to
combine them with real marketing and real value.
The internship in Studio Tast provided me with an
opportunity to create a more realistic design with
tangible and digital outcomes. Core courses in
user experience, behavior change learning, and
methodologies that | have learned have been
well utilized in my design process. In addition,
relative knowledge of the User and Society (U&S)
expertise area are well learned and improved
through the learning and design process.
Creativity and Aesthetics (C&A) always play a role
as my most interesting area, where | have been
practicing in the past year. | will keep practicing

and designing with C&A in my future career.

What | have learned

Engaging people in a more social environment
and creating more connections is always the area
that | am keeping explore. Besides, motivating
people to learn something new also is a direction
[ want to further study. How to motivate people
to learn in a more interesting way? How can |,

as a designer, contribute to society in a more

realistic way?

TU/e and Studio Tast give me the opportunity

to challenge myself. Because the first semester,
when | came to the Netherlands, | learned about
and join the Game & Play squad, | am thinking
game and playful design could also be one of the
solutions for learning and facing social changes.

| kept trying different ways to spread new
knowledge, to motivate users’ mind change and
behavior changes in a totally virtual world. Thus, |
learned the different technologies which support

various outcomes forms.



However, after COVID-19, people need a process
to reconnect with the real world and real people.
Studio Tast, which designs tangible tools and
integrated learning systems, inspires me to find

a more tangible way to encourage people to
interact with others. Combined with the virtual
world, people may feel a lower barrier to starting
a relationship, and the physical design can

provide more fun and challenges.

Through this internship project, what | learned
most important is to research logically, present
confidently, keep an open mind and be confident
of the design choices. | had some lessons and

grew a lot.

* Designers are good at using various design
methodologies to research and analysis
the design challenge. However, during the
design process, amounts of stakeholders,
and experts will join in the workflow. At this
stage, the extra responsibility of designers is
added, that is, how to teach stakeholders to
understand what designers have done and
why they do like this, make this decision.

In the beginning, | did all research logically
as usual and present the summaries to the
stakeholder with an amount of “designer
language” that make them hard to
understand the working steps. When | got
the feedback, | felt frustrated about not
being a successful storyteller. However,
the difficulties also make me realize the

importance of design tools and present form

(Storyboard, persona, user journey map,
SWQT, etc.), that is why designers need

these tools to help the product become

more understood by other stakeholders

so that designers can get more valuable

feedback.

The whole design procedure also is the
users, market, and stakeholders’ learning
process. When | took the responsibility to
decide on the key point, | felt nervous and
was afraid of choosing the wrong design
direction. However, with the iteration, and
stakeholders’ session collaboration and
discussion, a process of confidence was
built. The design process also teaches me
to tell myself, never to be afraid of making
mistakes, do not to think too much but just
do it first.

Reflect on expertise area
U&S

For design skills, first | improved a lot in my
expertise area: User and Society. To explore
more the target users, | used a persona, journey
map, and storyboard to tell the whole user

story and motivate users to empathize with the
persona. The feedback is valuable for each step
to push the whole design process. The online
checking session and some networking talk with
the target group also widened my mind and gave
me a lot of inspiration about what the users really
faced. The event-related user test helps me to
gather more feedback not only from target users
but also from experts with different backgrounds.
Deep talking, connection and thinking of the
users and society is what | enjoyed and what | do

want to keep working on.
C&A

Creativity and aesthetics is the area that | am
most interested in but also need to present and

practice. Many works on C&A can be seenin

this M21 project. A lot of work about how to
make the visual and product more professional,
pretty, suitable, and fit the specific scenario went
through the whole design process. Because
each design decision needs to be decided

on the feedback from milestones. Therefore,
each session, and meeting need to be well-
designed. Aiming to show the work from a more
professional, and present view, the aesthetics

shown of each detail is important.

The creativity is more focused on ideation and
concept design part, compared to the more
mature designer, | find creativity can be trained
through long-term aesthetic accumulation and
connection. The other | learned through this
project was when | designed the application
individually, there were many problems | first
met, for example, information architecture,
design aesthetics styles, and so on. Learning how
to solve new problems and difficulties myself can

make me feel rapid growth as a designer.

Conclusion

In a word, the M21 internship project brings

me many new perspectives on thinking and
designing, broadened my horizon, and motivate
me to make my vision more solid. How to

make people feel connected and satisfy users’
experience is what | will further explore. The
design skills | learned must be supported for my

FMP project and my future career.
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