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For the past semester, we worked on the 
challenge of the HTC of ‘developing the 
ecosystem’. 
From this rather vague challenge, user 
research has shown that social connections 
between employees can enhance the sense of 
belonging of new employees on the campus. 

The app ViaVia supports this sense of 
belonging by clearly presenting the social 
opportunities of the campus in one place. 
By providing a clear overview, the current 
ecosystem will be more accessible for 
(new) employees to settle on the campus by 
connecting with new people and enhancing 
their network. New connections can be made 
in three different ways: joining communities, 
events and face-to-face meetings on campus. 
These activities are also recommended by 
the app, making it a tailored application to 
encourage users to meet new people in a way 
that fits them best.

Around this concept a business model 
is developed as enhancing the sense of 
belonging for employees is both interesting 
for the user (employee) and customers 
(companies) of the campus. For the user, 
it is important that they feel at home in 
the new environment in order to perform 
and develop themselves the best they can. 
For the customers, it can decrease their 
employee turnover rate and increase their 
attractiveness.

1. Executive summary
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2. Introduction

Figure 1: visualisation of process
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The HTC Site Management’s (from now on 
mentioned as HTC) challenge was focussed 
around ecosystem development. The campus 
with its 200+ companies and around 15.000 
employees acknowledged the importance 
of “connecting the dots” in order to compete 
in the global market and stay attractive for 
international talent. Connecting employees 
(and thus indirectly companies) creates a 
strong foundation for potential collaborations. 
The High Tech Campus can be seen as an ideal 
partner and Beta user as most facilities, such 
as restaurants, a gym, and conference rooms, 
are centralised which lowers the threshold of 
networking and meeting with people outside 
your own organisation. This centralisation also 
facilitates face-to-face encounters which are 
the cornerstone of our product. 

In short, our product is a smartphone 
application that actively stimulates employees 

to create new social networks on campus, 
and in the future probably between innovative 
campuses. This will be achieved by focussing 
on face-to-face meetings between people that 
do not know each other, and by dynamically 
mapping all formal and informal campus 
communities and their activities.

The following report is a documentation of 
our process towards our final product and 
the surrounding business model. We used a 
combination of two different design methods: 
The reflective transformative design process 
(Hummels, 2009), and the double diamond 
model (Nessler, 2018, also see Appendix 1). 
The reflective transformative design process 
was used in order to reflect on the stages we 
were in, and this added to the double diamond 
method. This model was used to give more 
structure to the design process. The process 
is visualised in Figure 1.



6

3. Exploring the context 

We started the project by meeting with the 
manager from the High Tech Campus (HTC), 
responsible for this project. From this brief, 
it became clear that the HTC was looking 
for a platform that would support their 
current network, and also use the data of the 
network for their advantages when recruiting 
companies. From this brief, it became clear 
that the context of the project was still vague. 
Therefore it was important to first understand 
the current situation and write our own 
challenge. Our primary research was focussed 
on understanding the current situation on the 
HTC and drawing a design opportunity from 
here. It consisted of field research, a co-
design session and interviews with experts. 
Additionally, we focussed on networking 
theory to gain theoretical insights into the 
advantages of company networks on the High 
Tech Campus.

3. 1 Primary research

3.1.1 Field research
To understand the current situation, we went 
to the campus to get a sense of the general 
context. As the context of the project was 
unfamiliar, it was important to experience the 
campus for ourselves and find opportunities. 
We spent three days (1 on the TU/e and 2 on 
the HTC) to observe and talk to people. The 
goal was to get a broad range of insights into 
possible user groups about their current 
networking channels. The interviews were 
semi-structured to enable exploration since 
we had no clear picture of the context yet. 

We tried to talk to different kinds of people, 
and get inspired by their comments. Most 
noteworthy comments were written down and 
later clustered in a thematic analysis.

3.1.2. Co-design session
In addition to getting general information 
about the current context, we wanted to get 
a deeper understanding of the desires of our 
user group. We viewed the engineers as the 
most interesting user group since this is the 
largest population on the HTC. Furthermore, 
they traditionally don’t have to build an external 
network to do their job, although we believed 
that external insights could benefit their day-
to-day work. Therefore, a co-design session 
was hosted with engineers from the HTC. 

Our goal was to have at least 10 participants, 
but unfortunately, only two participated. The 
co-design was designed to gather inspiration 
and insights for our initial solution, with the 
people who will use the product in the future. 
The main question they tackled was: “How 
can we make new connections, that results in 
personal and informal face-to-face meetings?” 
The complete set-up can be found in appendix 
2.

The insights from this brainstorm were 
used, together with other research, to 
form a MoSCoW model. Although the initial 
goal was to let the participants co-design 
solutions together with the, it ended up in an 
open discussion, since the small number of 
participants withheld the creative process. 
Therefore, a lot of initiative from our part 
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was required to get their input. We asked the 
participants what they had and what they 
wanted to see to enable social connections.

The main insights from this session were as 
follows:
• The participants met new people at 

campus  events and wanted to meet new 
people with similar interests

• They met new people by joining teams and 
communities but were largely unaware of 
many of those

• They were interested in meeting random 
people just to get to know someone

• An obvious limitation was that we only had 
two participants, which means that these 
insights had to be validated further.

3.1.3. Expert interviews
Daan Heijsters 
Daan Heijsters did his final master project 
about connecting different people on Strijp-T. 
He made a tool to connect people with 
similar interests and goals during events. He 
explained several campuses which have strong 
internal networks, as well as companies which 
support in connecting companies. This helped 
us in narrowing our focus, where we should 
prevent creating another event-based tool. 
Furthermore, he explained that all campuses 
are largely different. Main factors are the types 
of companies, the company size, and if the 
campus is centrally organized or not.

Figure 2: everyone draws him/herself, 
including their hobbies. Afterwards, everyone 
wrote connections between each other
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3. Exploring the context 

Bert-Jan
We had an interview with Bert-Jan Woertman, 
the old campus director of the HTC, to discover 
the vision of the HTC. It was an open-ended 
interview, intended to get more insights in 
the current situation. We asked him about 
the benefits of having a ‘big’ network, and also 
asked him about theories to help us in our 
secondary research. The most interesting 
insight from this interview is that networking 
is crucial to a campus, and a lot of other 
campuses would want to have a community 
like the HTC. Furthermore, besides the 
fact that the events were beneficial for the 
community, they could also improve e.g. beer 
sales, which could be an extra incentive for the 
HTC site management. 

Bert-Jan also explained the Allen curve to 
us. This curve illustrates the importance of 
distance and the amount of communication.
Figure 3 shows the Allen curve (NOBL, 2017). 
The correlation between communication 
through face-to-face conversations and 
conversations through email can be seen. 
Noteworthy is that with less physical distance 
face-to-face communication is more common. 
And with more physical distance, email (a 
digital service) is preferred to communicate. 
This means that the Strip on the HTC is a very 
important networking location if it is used in 
that way.

Figure 3: The Allen curve (NOBL, 2017) 
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3.2. Clustering primary research 

From the primary research, we defined 
different factors which influenced face-to-
face connections on the High Tech Campus, 
and what communication channels different 
stakeholders use for collaborations. 

The content of the connections could be 
divided into two sub-categories: work-related 
meetings and meetings related to personal 
interests. These had, in turn, several topics, 
where some are applicable to work- and 
personal meetings. These topics were work-
related content, meetings to improve soft 
skills, meetings to improve hard skills, and 
meetings about hobbies.

There were several ways in which connections 
could be made. The ones we found were

• Seminars & workshops: here companies 
invited other companies or experts to 
exchange knowledge (group)

• Coffee & lunch: a more informal way to 
connect and get to know other people, or 
do business  (group or individual)

• Via friends: utilizing the existing network to 
get knowledge or resources (individual)

• Demos: showing resources or products 
to other companies to assess if both 
companies can be valuable to each other 
(group)

• Official company meetings: further in the 
networking process (group or individual)

• Conferences: exchanging knowledge and 
promoting the company’s achievements 
(group)

• Corporate initiated challenges: large 
companies can invite startups or 
individuals to participate in a challenge in 
exchange for money or resources (group)

We also found several constraints which 
prevented people from connecting. These 
were the following:

• People don’t see the use of connection: 
either because of limited insights, higher 
priorities or no mutual benefit people can 
refuse to connect

• Different buildings form a physical 
boundary to connect: people confirmed 
to Allen curve, but a simple wall between 
rooms can already prevent connections

• Formal companies can slow down 
connections: HR and legal processes can 
form a bureaucratic wall

• Topics could be outside of someone’s 
expertise area: The bridge between 
desired knowledge and required basic 
knowledge to communicate within the 
topic can be too large.

Figure 3: The Allen curve (NOBL, 2017) 
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4. From analysis to opportunities

The analyses were translated into general user 
insights. Together with information about our 
other stakeholders, we defined the customer 
needs and from there our opportunity areas.

4.1. Defining user thoughts

We also defined what aspects of the different 
categories applied to which potential users. To 
do this, we made two graphs. Figure 4 shows 
how formal a connection needs to be. The 
second axis describes how much influence the 
potential user has in the company. Figure 5 
had one axis which represents to what extent 
the goal of the connection was to request or 
offer something from or to a company. 

4.2. Defining stakeholder needs

Besides the users we researched, had 
to account for other stakeholders within 
the campus ecosystem. We have multiple 
stakeholders in this challenge; the residents 
(employees), the companies they are working 
for, and the management of the HTC. Here, 
the residents are our users, where both the 
companies and the campus need to see the 
added value. These parties are dependent on 
each other, and all vital in order to make the 
product work. With our solution, we need to 
address each of their needs. The complete 
analysis of our stakeholders can be found in 
the stakeholder analysis section. (page 42)

4.3 Defining opportunity areas

From the analyses, we looked at how we could 
satisfy all the users and stakeholders without 
making our product or service complicated. 
What we noticed was that all potential users 
used personal connections, as shown in 
figure 4 and 5. Examples of using personal 
connections are to share a hobby, make 
business agreements, gain inspiration, learn 
new things, or just to get to know someone 
new. This last one was mainly applicable to 
expats who initially have no friends when they 
move to the Netherlands. What made this 
especially interesting, was the secondary 
research about the network effects (Burt, 
2004) which describes that a large network 
results in more opportunities for a company, 
and that employees with a large network 
outside of their company have a higher 
chance of getting a promotion, because of the 
increased opportunities. Furthermore, the 
context of the HTC, where everyone is close to 
each other, is fitting for face to face meetings 
according to the Allen curve (Allen, 1984). 

Another thing we noticed was that informal 
networks already existed, which the High Tech 
Campus did not know. For example, there 
is a Spanish speaking community which or 
a Pokémon GO community. They saw large 
potential in visualizing these communities, so 
they could improve their offerings, and attract 
new companies. 
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Formal

How to connect

Informal

Small
In�uence

Large
In�uence

I want to exchange
value with another

company, but I don’t
know which company.

 Let’s organize 
a conference.

I have a question
about a topic.

Let’s go to someone
I know.

I have a question
about a topic.

Let’s go to someone
I know.

I want to establish
connections for

resources/knowledge.
Let’s ask my business

manager.

I want to establish
connections for

resources/knowledge.
Maybe a friend

knows someone?

I want to establish
connections for

resources/knowledge.
Maybe a friend

knows someone?

I want to establish
connections between
companies. Let’s go to
someone I know and
ask formal approval.

I need long-term
skills in my team. 
Let’s hire people.

I only want
to exchange value

with a company if they
o�er societal value or

if they are able to
pay, or o�er us a

service.

I want to establish
connections for

resources/knowledge.
Let’s go to a 

meetup.

O�er

How to connect

Request

Small
company

Big
company

I want to show
our o�erings and
capabilities. Let’s

give a demo

I know what I want,
let’s buy the product/

do an acquisition/
partnership.

I have a question
about a topic.

Let’s go to someone
I know.

I want to promote
my company and our

o�erings. Let’s give
a demo.

I want to
gain access to
resources. Let’s
participate in a

challenge

I want to
get new innovations
and resources, but I

don’t know what exactly. 
Let’s host a challenge.

I want to exchange
knowledge and

resources. Let’s go for
a partnership.

I want to exchange
knowledge and

resources, but don’t know
how. Let’s organize

a conference.

I want to o�er
our services for the
greater good, let’s
just provide value.

I want to sell
our product, but
we should target
companies with
a large budget.I want to sell

our product. Let’s
create a sales team.

Figure 4: overview how user groups network in 
different roles and scenarios

Figure 5: overview how users connect in 
different contexts
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Lastly, we found that improving soft skills was 
a desire for certain groups on the High Tech 
Campus which they felt was underutilized. 
However, this was based on one interview and 
also had a relatively small target group. To 
prioritise the different domains, we planned 
a meeting to find ways to improvements 
within the domains and to see where we could 
make the largest impact, and what we found 
personally interesting. 

Therefore, we decided to focus on two aspects 
of campus networking. These were to focus 
on stimulating face-to-face meetings and use 
the visualisation of communities as a tool to 
facilitate this. Leading to the HMW question: 

4. From analysis to opportunities

Figure 6: Defining opportunities within 
soft skill improvement, face-to-face 

connections, and community visualization.
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“How might we make 
new connections, that 
results in personal & 

informal face-to-face 
meetings?”
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5. Translation to design

5.1. MoSCoW

After defining the opportunity areas and the 
HMW question, we were able to define design 
opportunities. To support this, we created a 
MoSCoW (Brennan, 2009), and generated ideas 
based on that. First, we developed a MoSCoW 
analysis based on goals we had, which is visible 
in figure 7.

5.1.1. MoSCoW analysis
Here, we defined different features our 
product needed to have and create a focus for 
the conceptualization phase. In general, the 
features had to make sure that our platform 
would assist in enhancing networks and 
provide insights to the campus. Network 
enhancement had to be realized by facilitating 
face-to-face meetings with unknown people, 
and by stimulating and highlighting group 
initiatives and communities. The value for the 
campus was realized by providing the campus 
with insights about the created and existing 
networks and communities. 

Based on this MoSCoW, we started thinking of 
new concepts. This posed a challenge since, 
as you can see in the MoSCoW, there were 
many requirements to account for. This poses 
a problem on itself: how can you create an 
effective and understandable design with a 
huge list of requirements?

5.2. Ideating

We started with using the brainwriting 
method; An issue related to the context or 
concept is written down on a piece of paper. 
The participants in this session can write 
down ideas and remarks about it the previous 
statement in a limited time scope, and then 
passes the paper on to the next person. After 
everyone has written down a remark on all the 
papers, the three most striking comments 
will be used in C-sketching (Balir & Hölttä-
Otto, 2012). In C-sketching, a statement of 
the brainwriting is written down in the form 
of a question. Participants can then think of 
solutions to that question for 5 minutes, and 
have to come up with as many questions as 
they can. We used some of the outcomes of 
the ideas to create our first midterm concept. 
We only rated the ideas after the midterm due 
to time constraints. The sheets andincluding 
their rating can be found in appendix 3 and 4.
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Figure 7: initial MoSCoW analysis
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5. Translation to design

5.3. Concept 1

The app ViaVia connects people to each other, 
by meeting face to face and one on one. It 
facilitates the meetings by offering multiple 
options to meet like-minded people. Users 
can self-organize meetings through the app. 
They can request to meet a random person or 
a person based on the same interest. You can 
send an invite to someone and ask them to join 
you on an informal activity, like drinking coffee. 
This will help with making initial contact, 
and provide more opportunities for sharing 
knowledge and resources.
 
There is also an overview showing the current 
informal communities on the campus and 
events of the community or campus. The app 
only facilitates meetings, and not maintain 
them. By joining a community, users will get 
an external link to a third-party application 
(like WhatsApp) to get in contact with the 
members of the community. Here, they will 
get updates about meetups happening in the 
community. Users can also join events hosted 
by community or campus. 

The app will gather data; new connections 
between people and new communities. With 
this data, the campus can be more tailored in 
their offer of workshops or events. This will 
also boost the cohesiveness of the existing 
communities, as they also have events they are 
interested in.

A demo of the app was created in Adobe XD, 
which communicated several concepts. First, 
it showed and interpretation of setting up an 
account which focused on personalization. 
Secondly, it represented an event- and 
community overview, in combination with 
an event and community creation and 
suggestions option. The demo can be visited 
via the link below: https://tinyurl.com/
yhehceq9

On the midterm demo-day, we showed this 
demo alongside a pitch to illustrate the 
concept. One of the challenges was clearly 
visualizing the different functionalities 
the app had. This struggle related to the 
feedback we got afterwards. Essentially, 
during the feedback, we were told that we 
had to create a clear focus. We lacked focus 
on both our values and concept. In order to 
define this focus, additional research was 
required. Furthermore, we had to reframe 
the problem and utilize the physical aspects 
and infrastructure of the HTC. What were the 
existing services, and characteristics of the 
HTC which could be beneficial for our concept?
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6. Re-exploring our context

After the midterm a few things became 
clear. First of all, we had a lot of research but 
lacked a clear focus. Secondly, some possible 
gains for the users weren’t tested yet, like 
the desire for face-to-face, spontaneous 
meetings. Therefore in our second iteration, 
we conducted three interviews to get an 
impression on their individual desires and to 
get initial feedback about our current ideas. 
We also analyzed the flow of people around 
the Strip on the High Tech Campus, to find 
opportunities for interventions and tried to 
join a community on the HTC. Thirdly, we did 
a test lunch to put the spontaneous meetings 
into practice.

6.1. Interviews

We conducted three interviews, one with a 
senior manager at a large multinational who 
worked part-time at the HTC, one a startup 
founder at the automotive campus, and one a 
young professional that just started working at 
the HTC.

The senior manager indicated that he 
connected mostly by his most preferred 
way: existing events. He added that follow 
up suggestions based on the people he had 
met would be a valuable addition. We were 
not aware of existing communities at the 
HTC but was willing to join some casually 
to create more connections in Eindhoven. 
Since he worked part-time investing largely in 

communities was not a priority. Furthermore, 
he affirmed wanting to receive personalized 
updates on events and communities via an 
app. The reason specifically for app-based 
content was to remain flexible and a low 
investment to keep up-to-date.

The startup founder at the automotive 
campus was not involved in networking at 
the moment as building the MVP consumed 
his time. Resources, knowledge and people 
were obtained via the BOM (Brabantse 
Ontwikkelings Maatschappij). If he needs other 
resources or knowledge, he would like to be 
introduced by someone as this increases trust 
from both sides. The automotive campus is 
less centralized as the HTC and communities 
are not known. Awareness of activities (for him 
especially soccer or parties) would be good for 
the campus experience.

Lastly, the young professional indicated his 
only channel of information were internal 
updates from colleagues, mainly on own 
company events. He did not yet know any 
communities but would really like to join some 
of his interests and join more activities to grow 
his network. However, he was not looking for 
new close friends as he lives in another city 
and has his ‘social life’ there. So he was more 
interested in the 1-1 on a professional basis.
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6.2. Social flow on the HTC

As we knew there was an active community 
playing Pokémon GO on the HTC, we wanted to 
join this community as an easy way for quick 
questions and future user testing. However, 
finding and joining this community proved 
more difficult than we thought. In order to find 
this community, we needed to know at least 
one person in this community. We did not have 
direct contact with one of the members, so it 
took around 3 weeks to find the community via 
other Pokémon Go communities. In the end, 
there were three Pokémon Go communities 
on the HTC with the same goal. It stresses 
the point of making the communities more 
apparent on the campus so that they are 
easier to find and unite.

During a Thursday we observed the flow of 
people at the Strip of the HTC. We made an 
overview of the flow of people. From here we 
got several insights. The most important ones 
are listed below. The most interesting thing 
we found was that people got lunch at the 
location closest to them. People who came 
from the left side of the campus mainly got 
food from the canteen on the left side, while 
people who came from the right side got food 
from the various offerings provided at that 
side. Because there were more offerings at 
the right side, some people from the left went 
there, while none of the people from the right 
went to the left side. This created essentially 
two different “lunch groups”, largely isolated 
from each other, which could be solved with 
our platform.

Figure 10: two different Pokémon Go WhatsApp chats of 
the HTC
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6. Re-exploring our context

6.3. Test lunch

To test the spontaneous face-to-face meeting 
concept, we did a test lunch. During this 
lunch, we put conversation subjects on tables 
and offered free coffee and cake. First, we 
looked if people would use the initiative by 
themselves. When this did not happen, we 
actively approached people, which largely 
resulted in a lot of resistance. 

After removing our large sign, we noticed 
that more people joined the tables. However, 
when we introduced the concept, they either 
left again, or ignored it. What we noticed 
though, was that people were more willing to 
participate when they were in a group. From 
excuses people gave not to participate and 

questions we asked, we got the following main 
insights:

• Most people already have plans during 
lunch which they don’t want to change

• Most people already know others and 
therefore don’t feel the need to meet new 
people

• Most people see the initiative as an 
investment, while they want to relax during 
lunch

• People thought the spots were reserved 
and therefore went somewhere else

• People were hesitant to join the initiative. 
They seemed uncomfortable when asked to 
suddenly meet new people. 
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6.4. Conclusion 

The current value of promoting new 
collaboration through random informal 
meetings was not as clear as we hoped, 
as we saw during the lunch meeting test. 
The randomness and unplanned nature 
of these meetings were not fitting for the 
campus environment. We noticed that in 
order to connect people we should bring the 
connection into their comfort zone, instead 
of forcing people out of their comfort zone 
to make a connection. Facilitating this is an 
added value of our app.

In order to involve more users, we need to 
offer a diverse array of activities to connect 
people to each other. From the interviews it 
seemed that there is a need for more informal 
communities based on hobbies. Right now, 
the communities that exist are not visible 
enough for people to be aware of them. They 

are difficult to find, usually scattered, or 
non-existent. The informal route to create 
connections was a good assumption, but 
another opportunity is to create room for 
professional encounters. One on one meetings 
have a bigger potential for a more professional 
nature, for those who are looking to gain a 
bigger network. Events are currently used to 
create professional connections and could be 
an opportunity for the app as well.

Taking the time for this extra research 
brought forward interesting insights, and 
more direction for the next iteration. From 
our previous concept, some elements were 
evaluated. Making an app as a means to 
arrange face-to-face meetings seemed 
flexible and preferred, but we need to be 
careful of not becoming just another app. This 
means that we need a better value proposition 
to give meaning to the platform. 

Figure 11: Interview setup, and consistent lack of participants, 
also after removing the sign
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7. Refocusing the opportunities

7.1. Refocusing the value 
proposition

7.1.1. Elaborating user needs: Value 
proposition canvas
Based on all the information and insights we 
gathered, we started to reconsider our value 
proposition. This time we chose to do it in 
a more structured way. We started with the 
first step of the Value Proposition Canvas 
(Strategyzer, 2019), identifying the ‘Customer 
Jobs’, the ‘Pains’ and the ‘Gains’ of our users.

The next step was to identify how the Gain 
creators and pain Relievers matched the 
functionalities of our app, and if necessary 
adjust our product. At this point we decided to 
focus on one core value proposition: ‘Create 

a sense of belonging by building a social 
foundation in the ecosystem’ as a sense of 
belonging was mentioned by Maslow (1943) as 
a rather fundamental need (see figure 12). The 
final step was to create the following so-called 
‘Ad-lib value proposition’:

Our campus targeted application
Helps the campus population
Who wants to enhance their network and 
ecosystem engagement
By centralizing opportunities
And connecting the right people

Our application’s main focus is to help 
users grow (or create) their social network. 
According to Burt (2004) a central position in 
a network could foster creativity as it gives 
access to diverse ideas and knowledge, 

Figure 11: value proposition canvas 
(Strategyzer, 2019)
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which is beneficial for both the user and their 
employer. The company has a competitive 
advantage in seeing and developing good ideas 
and the employee gets better performance 
evaluations, faster promotions and higher 
compensation (Burt, 2004). Thus this can be 
considered to be a value proposition for both:
 “Increasing the opportunities and resources 
by bridging structural holes within the 
ecosystem.”

The focus on helping our users to create a 
sense of belonging has a positive side-effect 
for our customer. Although, it is hard to find 
any data on the exact numbers there are 
employees that leave their companies after 
just a short period of time because their 
need to feel a sense of belonging (within the 
company, campus or even country) is not met. 
Companies validated in our survey that this 
can be very costly due to time and financial 

investments such as training and recruitment 
costs (approximately 30% of an employees 
yearly salary). Jaitly & Hua (2013) confirm with 
their research that a sense of belonging is 
strongly related to employees’ tenure. As our 
platform helps campus’ (social) ecosystem to 
flourish and gives companies a competitive 
advantage, our product potentially increases 
the company and campus attractiveness. The 
‘war on talent’(Dutch New, 2018; Studio040, 
2018; Sanders, 2019; Walraven, 2019). is an 
often recurring term and it confirms the 
importance of being (and staying) attractive for 
international talent. 
As a result, we added the value propositions 
for customers: 
• Decrease employee turnover rate (as a 

result of creating a sense of belonging)
• Increase company and campus 

attractiveness

Figure 12: Maslow’s hierarchy of needs (Maslow, 1943)
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7. Refocusing the opportunities

7.1.2. The sense of belonging
As we shifted the focus of our value 
proposition towards a sense of belonging for 
employees, it is important to validate this 
statement in the current situation of the 
HTC. To investigate this, we have spoken to 
three separate expats about how they felt on 
their first day in the Netherlands and on the 
campus. Noteworthy comments are presented 
in appendix 5.

From the conversation, it became clear that 
belonging to the campus, and having bonds 
with colleagues and friends is important. The 
conversation started gloomy, remembering 
their first days at the campus. All three 
expats agreed on that the first day was not 
particularly pleasant. Not knowing anyone 
and a difference in culture made the first 
experience scary, boring and even horrible. 
Further on, when talking about people they 
met, the team they work in, and activities they 
undertake with communities, the conversation 
was easier to maintain. The expats were more 
enthusiastic about the subject, talking with 
much more joy while sharing good memories 
they made on the campus. They do meet other 
people and befriend them. This through the 
team and company they work for, but also a 
common cultural background. But for these 
expats, it seemed important to at least know 
one person when gathering for a social event.
 

7.2 Creating the MVP 

While focusing on a sense of belonging, there 
was still a lack of focus for the MVP. To give 
more focus, we rated our previous ideas on 
feasibility, desirability and viability (IDEO, 
2020). Both the MoSCoW that was made (see 
page 15) and the value proposition map (gain 
creators and pain relievers) were helpful in 
creating this focussed MVP. The HMW question 
supported this process, as it contains the 
core of what we wanted to achieve. The HMW 
question was not changed, as we still found it 
very clear and applicable after our refocusing 
phase. The sense of belonging still has the 
need for new connections for new employees, 
and face-to-face meetings result in more 
communication between others creating an 
opportunity to create deeper bonds.

The ratings are found in appendix 4. Ratings 
above 12, which was the most common answer, 
were deemed important in the MVP and should 
be the key functionalities. Based on these 
findings, the MVP must:
• Be a bridge to management and giving 

feedback to them
• Be kept inside the campus only
• Suggest/create events 
• Show and create communities
• Include a personal profile
• Show events
• Have a rewarding system for users as a use 

incentive
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7.2.1. Business model canvas  
As the MVP took shape, the business model 
canvas took more shape as well. At the start 
of the project, we focussed on the data side 
of the business, fueled by the well-known 
and successful examples of companies such 
as Facebook, and by HTC’s aim to become 
a more data-driven campus. However, we 
struggled with finding out what kind of data 
was valuable to our customer, how to generate 
insight from that data, and how to monetize 
this value. Our key activity was data analytics 
and an important customer relationship was 
co-developing a dashboard that presented 
insights together with our customers. Figure 
13 shows an interesting part of an early 
business model version, where data was 
considered as our key resource.

As our new value proposition became ‘Create 
a sense of belonging by building a social 
foundation in the ecosystem’, new challenges 
arose. To compensate for the loss of the 
vast revenue stream as a result of not selling 

insights from data anymore, we thought about 
many different ways to make money. We 
excluded the option of selling a subscription 
to campus’ site management because our 
potential market would decrease as many 
campus management’s in the Netherlands 
do not have the financial means to pay for 
it. Thus, next to the subscription fee paid 
by companies, we added several revenue 
streams varying from partnerships with 
companies (which were more sponsorships) 
to advertisement of events, customizable 
branding and deals with facilities such as 
restaurants at a campus. The business 
model got very complex and included more 
stakeholders than desirable. At this point we 
decided, on the advice of one of our coaches, 
to drastically simplify the business model 
by starting from a situation where there 
would be only 1 customer (company) with 200 
employees. This resulted in focusing on our 
core business again and also just having just 
one clear revenue stream (a subscription 
model).

Figure 13: 
One of the 
first business 
model version 
with the focus 
still on selling 
insight from 
data
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8. Iteration 3: Finalizing the design

8.1. Final concept - ViaVia

In our final concept, the sense of belonging 
for employees is the central starting point. 
ViaVia creates this feeling by supporting (new) 
social contacts between employees across the 
campus. This will make the current ecosystem 
more accessible and easy for the employees 
to meet new people, enhance their network, 
settle and build their social community. New 
connections are made in three different ways, 
resulting in face-to-face meetings through a 
digital platform easily accessible to everyone 
on campus. An employee can use the app 
using their HTC account consisting of their 
work email and password or LinkedIn for easy 
account setup. For an explanatory video, visit 
www.viavia.app

8.1.1. Meeting new people
ViaVia is a platform where social possibilities 
of the campus are gathered in one place; An 
app that provides an overview of events and 
opportunities to connect to people. Employees 
can meet new people in three different ways. 
Activities are recommended through the app, 
making ViaVia a personalized application. 

Communities
Employees of the campus can join and create 
communities to attract others with the same 
interests through an easy overview on the app. 
New employees looking for a specific interest, 
can join a community made by established 

employees. If an employee cannot find a 
community, they are able to make a new one. 
Members can organize community events to 
support the face-to-face contact. Comfort 
is provided by connecting through a group of 
people with a common interest as a basis. 

Events
ViaVia provides an overview of the events 
happening on the campus, both from 
communities and campus organized events. 
A common interest (the subject of the event) 
is the safety. It is not based on a known group 
and gives the established employees more 
chances to meet new people. It can provide 
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more professional connections, as ViaVia also 
provides professional events from the HTC.

One-on-one meetings
The app facilitates face-to-face meetings 
between employees to increase social 
bonding, as well as professional opportunities. 
The meeting can be about a subject, based on 
an invitation through the app. This establishes 
security by creating expectations: a common 
interest, person, time and place. For instance, 
having a cup of coffee with someone with a 
specific knowledge about AI you lack for your 
project right now, or someone you want to 
discuss last night’s soccer game with. 

8.1.2. Supporting communities
By doing these activities, employees can save 
points to invest in their communities. These 
points are rewarded by scanning QR codes 
at events or meetings. Joining or making a 
community in the app or creating an event also 
grants points. These can be used to support 
a community by trading them for money to 
support their community events. This money 
is provided by the ViaVia company, as an 
investment in the community. Partners on 
the HTC can give discounts on products, like 
coffee or lunch. Hypothetical granted points 
can be found in appendix 6. 

Figure 14: customer journey of using ViaVia as a new and 
established employee
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8. Iteration 3: Finalizing the design

8.2. Front-end design

Based on the MVP, the most important 
functionalities could be deduced for the front-
end of the design. Two core functionalities 
of our concept relied on the user interface: 
an overview of events and communities, 
while also having the option to create one. 
The aesthetics should support making social 
contacts in an informal way. The development 
of the UI was used to iterate the design and 
present the functionalities to the users 
quickly, as this could be produced fast using 
paper- and digital sketches. After the first 
quick sketches, some questions arose:

• What is the most important information to 
put on the home screen?

• What kind of overview do people prefer for 
events? And for communities?

• How can we implement the points in such a 
way, people are reminded of it?

To test these questions, we made paper 
wireframes to get feedback from users during 
lunchtimes. Two students from the TU/e and 
two employees from the High Tech Campus 
were asked to ‘click’ through the prototype 
during lunch. By touching the paper sketch, 
we switched the current sketch with the one 
corresponding to the interaction. After this, we 
showed the two digital versions of the home 
screen to get comments on the looks of the 
design. Based on this feedback, the digital 

versions were elaborated with new screens 
and variations of the home screen, overview of 
events and communities. (appendix 10)

The last iteration is a full demonstrator of the 
UI of the app. Based on feedback from our 
client we used the HTC branding in the app. 
The full demonstrator can be found here: 
https://tinyurl.com/yg3xogjv

For the home screen we kept the banner, as it 
was often the first thing noticed by users. It is 
a great way to recommend activities to keep 
users engaged. There was a wish for more 
updates about the campus, new users and 
communities. The gathered points are shown 
on the home page, beneath the profile picture. 
When tapping it, there is an elaboration of 
them. When visiting a community page, there 
is an option to donate for an upcoming event. 

The community overview we designed was 
not fitting. It did not promote browsing, which 
was often asked by users. Having an option to 
search directly when necessary is desirable, 
so filters are used on top of the screen. Adding 
a community is not an everyday activity for a 
user, so the add button is put on the bottom 
of the page. The event overview is almost the 
same as the community overview, as it serves 
the same purpose of letting the user browse 
for social opportunities. Adding events is 
encouraged, so here the add button functions 
as a primary action button.
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Figure 15: sketches and front-end design of 
the ViaVia app.
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8. Iteration 3: Finalizing the design

8.3. Prototype

The app was created in React Native 
(Facebook, 2020) with the Expo toolset (Expo 
2020). React Native has a lot of libraries 
which speeds of the development process. 
Furthermore, it uses jsx, a language which 
combines an html-like markup language 
with javascript functionality. The goal of the 
developed app was to be able to show how 
the app would work in a commercial version. 
Therefore, the basic interface was created, 
together with basic additional functionality.

The front-end was based on the front-end 
design from the adobe xd version. First, the 
general structure of the app was made, with 
the navigation for each page. For this, the 
React Navigation library (React navigation 
2020) was used. This library has multiple 
navigation templates which can be styled as 
desired. Furthermore, when using the right 
navigators, it can automatically create the 
proper back navigation, and speeds up the 
creation of navigation buttons in general.

Afterwards, the design of each page was 
made. For the general design, the React Native 
Elements library was used, which allowed 
us to style the app similarly to how CSS is 
used to style websites. For the sizing of the 
elements, React Native easy grid (Native 
base, 2020) was used, which makes it easier 
to size the flexboxes in React Native. For the 

control of the carrousels (the horizontally 
moving newsfeed) React Native carousel 
control (Machado, 2019) was used. Finally, the 
forms were built with Formik (Palmer, 2020). 
This library has premade handleSubmit and 
handleChange functions, which allowed us to 
push the right data to the database easily.

The form data was stored in a Firebase 
Realtime Database (Google 2020). This data 
was imported, synchronized and stored in 
an array in the app. From here, it could be 
read within the appropriate components (e.g. 
events were read within the event component 
on the event page). From this, cards were 
generated for the app interface. This way, we 
could demonstrate how a user could create an 
event, which another user would receive. The 
code for the app can be found in appendix 9.
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9. ViaVia: The Business

9.1. Final business model canvas

Many aspects of our business model were 
already presented in the previous chapters. In 
this paragraph, we explain all aspects of the 
business model canvas (Figure 17). As can be 
seen, three different colours are used. Yellow 
corresponds with user-related statements, 
grey corresponds to the customer (companies) 
and blue to both or more general things.

We identified two core customer segments: 
The user and the customer. The users are the 
employees that will actually use the application 
and its functionalities. Within this segment, 
a distinction can be made between new 
employees who will focus more on creating a 
network and achieving a sense of belonging, 
and established employees who want to get 
more out of their campus experience (can be 
in a social or professional way). The customers 
are the companies that subscribe to our 
service in order to give their employees access 
to our platform. We only made a distinction 
between our customers based on the number 
of their employees, this and the corresponding 
subscription fees are explained in the Finance 
paragraph and can also be found in the 
financial plan.  Although being an (important) 
stakeholder that also benefits from the value 
proposition of a more attractive campus (for 
companies and employees), campuses’ are not 
included in our customer segment.
The corresponding value propositions to these 

customer segments were already discussed in 
detail. The final Value proposition includes 4 
aspects:
• Create a sense of belonging by building a 

social foundation in the ecosystem (user)
• Increasing the opportunities and resources 

by bridging structural holes within the 
ecosystem (user & customer)

• Decrease employee turnover rate 
(customer)

• Increase company and campus 
attractiveness (customer)

When we look at the Customer Relationships, 
the first thing that should be noted is that we 
actively invest in our relationships as we help 
to develop social ecosystems by investing 10% 
of our yearly profit before tax back into the 
communities. How the gamification aspects 
that result in this investment in communities 
works was elaborated on page 27. Besides, 
the application is free to use for our users 
(when their employers are subscribed to 
our service). Users and customers are also 
encouraged to create content such as events 
and communities. Another way of maintaining 
our relationship is by being open to feedback 
from both the users as our customer and try to 
keep optimizing their experience and the value 
of our platform. Two other ways, focused on 
our customers, are the possibility to rebrand 
the app in the campus’ corporate identity 
and support in internal marketing. With the 
support in internal marketing, we will help 
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companies to reach the full potential of their 
subscription by helping them to promote our 
service to their employees.

The main channel is of the application itself. 
The app will be available in the Apple App Store 
and Google Play store and is free to download. 
Our users will mainly be reached through social 
media advertising and the communication 
channels of our customers (newsletters, 
promotion on screens or QR codes). Channels 
used to reach our customers are as well online 
as offline. We hope to reach our customers 
through social media advertisements, events 
and fairs, and campus communication towards 
companies.

The key activities that need to be conducted 
to realize the above-mentioned goals start 
with ‘IT operations and UX design’. Next to 
the development, we need to keep optimizing 
our application and implement feedback that 
we receive from customers and users. The 
next key activity is customer acquisition. No 
customers means no business and thus we 
need to put a lot of effort into a diverse set of 
marketing activities.

First of all, our main key resource is our team. 
We are a highly motivated user and customer-
focused team with a multidisciplinary 
background. We also gained a lot of valuable 
knowledge on campuses’, their inhabitants and 
the current state of their social ecosystems 

by conducting extensive quantitative and 
qualitative (user) research. Besides, our tight 
connections with one of Europe’s leading tech 
campuses (HTC Eindhoven) is really beneficial. 
Next to the non-public data and other insights 
HTC has shared exclusively with us, they make 
a great launching partner.

As mentioned before the HTC Eindhoven is 
an important partner. We already worked 
together over the past few months and in 
the future we are happy to have them as 
our launching partner. As mentioned in 
the ‘Channels’, campus communication to 
companies is potentially a very effective way 
to acquire customers. Campuses also benefit 
from our presence at a campus as it increases 
the attractiveness of a campus and we invest 
in their social ecosystem. For this reason, it 
would be a win-win situation to partner up with 
campus management. Besides, they
can have the role of super-administrators. 
This means that they have to approve created 
events, communities and vouchers in order 
to avoid inappropriate content. Lastly, we 
do need starting capital in order to cover 
development and operational costs (the costs 
are explained in detail in the next paragraph). 
To acquire starting capital we will need to 
partner up with investors. We see our investors 
as partners as they will receive an equity stake 
in our company. Besides, we hope to find 
investors that not only contribute in a financial 
way but also with their expertise and network.
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Figure 17: Final Business Model canvas
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9. ViaVia: The Business

9.2.    Market & strategy

Because our platform technology does not 
include the technical effect or a piece of 
hardware, in Europe there is no possibility 
to have it patented (European Patent Office, 
2000). Therewith the protectability of the idea 
is very low and rapid market penetration and 
speed to market are crucial to be successful in 
the current market landscape.

Important complementary assets for this 
fast speed to market are the integration of 
LinkedIn and the campus database, which 
for example on the HTC would be available. 
By letting users register with their LinkedIn 
account and cross-check their email address 
with the campus database CQ domain 
registrations we not only obtain valuable data 
but also can validate the users’ participation in 
the ecosystem.

Another dependent factor of the success 
of the platform is achieving a large enough 
user base. Although we haven’t researched 
the exact amount which is needed it may be 
clear that a diverse and engaged user base 
is necessary to kickstart the platform. By 
offering the product for free to the users, it is 
believed that installation will not be a barrier 
for adaptation. 

In order to create enough awareness and 
bring the platform under the attention of 

potential users, the focus of distribution 
will be on the campus itself. Making use of 
the internal communications channels on 
campus and within companies (billboards, 
screens, newsletters, gatherings, etc) enables 
the platform to reach a broader potential 
user base. Company and campuses know 
how to reach their inhabitants and it would 
be ignorant not to utilise them. Displaying 
advertisements with QR-codes for example to 
download the app would be a low key example 
of this. Accompanying the launch with some 
smaller and on-campus events would also 
increase awareness of the platform.

By enabling free usage by the users and co-
developing the service with both the HTC 
and companies on the HTC, it is expected 
that the boundary for other campuses to 
purchase the platform will lower as well. This 
also enhances the possibilities to make use 
of positive word of mouth advertisement as 
customers are involved in the development 
of the final product, therewith attaching their 
names to the ViaVia brand. Using the existing 
ecosystems to advertise the brand enables a 
reinforcing cycle in order to grow fast, which 
again is necessary in order to be successful in 
the market.

As the clear distinction is made between 
customer and users, the engagement 
dynamics for both is fundamentally different. 
The user engagement happens on the 
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gamification aspect in collecting points 
and unlocking exclusive features, whereas 
the customer is more focused on feedback 
and a joint effort to maximize their user 
participation. The campus as customer has 
also the benefit of commercializing on the 
reward for communities. By investing 10% 
of profit back into the communities not only 
incentivises participation but also rewards 
those who are active in building a social 
ecosystem.

Another lock-in would be the digital reward 
of coupons from existing campus shops and 
restaurants. Making deals with these parties 
would be a possibility for them to attract and 
test actions on users and for the user another 
extra incentive to actively participate.

The revenue stream (subscription model) and 
the various costs mentioned in the business 
model will be explained in detail in the next 
chapter.
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10. Financial plan

The feasibility of the product is dependent on 
the potential revenue which can be generated. 
Besides showing revenue streams and costs 
also the cash flow and profit and loss account 
will be further clarified. To stay as close to 
numbers which can be predicted only a horizon 
of three operational years (twelve quartiles) 
will be reviewed as for revenue there is only 
looked at the potential of the High Tech 
Campus Eindhoven (HTC) and not yet towards 
other campuses.

10.1 Revenue streams

The sole revenue stream which is taken 
into account is the monthly paid, yearly 
bought subscriptions from only companies 
based on the HTC. Revenue streams out of 
advertisement, potential deals with facilities 
on campus or selling insights into user group 
data are at this point in time too intangible to 
be of value in this financial plan. 

The yearly subscriptions are divided into 
three different packages in order to serve the 
different sizes of companies which are hosted 
on the HTC. HTC classifies companies already 
into these three categories, therefore the 
number of companies within each category are 
known. The cost of each package is therewith 
independent on the number of users within a 
company. Charged fees will be as follows:

• Start-up companies will be able to use the 
platform for free.

• €425,- a month will be charged for SMEs.
• €895,- a month will be charged for 

multinationals. 

Calculations are made with an estimation 
of turning 80% of all companies on the HTC 
into customers within 3 years. Adoption of 
customers over a two year period following the 
innovation adoption curve of Rogers (1995). 
The cumulative customer development is 
shown in Figure 18.

Figure 18: Cumulative customer 
adoption curve HTC
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10.2 Cost 

10.2.1 Start-up expenses
Starting a company in the Netherlands, a 
company must be registered to the Chamber 
of Commerce. The founding of a private 
company/Limited (Ltd.) is seen as a business 
expense instead of investment because it is 
below the threshold of 450 excl. VAT. 
 
More start-up cost are outsourcing the 
development of the platform and unforeseen 
cost, both in the first month, and investment in 
ICT and office supplies after the first year. As 
the development and functionalities of the app 
is done in house, only the programming and 
database and API integration are outsourced. 
The minimum for such services of $50.000,- 
would be sufficient (Blair, 2019). 

• €300,- for the founding of a private 
company (Ltd./BV) (Firm24, 2019).

• €45.000,- is estimated for the development 
of the app (Blair, 2019).

• €4.500,- (10% of development) is reserved 
for unforeseen cost.

• €12.000,- is estimated for ICT and office 
equipment by Dings Projectinrichting (2019) 
and will be needed after year one.

10.2.2 Operational expenses
One of the biggest operational expenses is 
human capital. However, the first nine months 
the four founders will not receive any salary. 
From month ten onwards the salary will be 

slightly increased untill they get paid full time. 
Besides the four founders from the start, there 
will be invested in one full-time programmer, 
which will be doubled after the first year.

Other fixed operating expenses are for HR 
activities as well as accounting services, 
server, hosting, email and legal insurance. 
After one year of using Innovation Space as 
open office there budget for a Microlab office 
at Strijp-S or in the Eindhoven city centre.

Other major variable operational expense is 
10% of yearly profit before tax which will be 
invested back into the communities at the 
end of the year (Q4, Q8, Q12) and marketing 
expenses. For marketing expense we have 
reserved a combination of fixed offline 
marketing (fairs, events etc.), gradually 
increasing online marketing (Facebook/
LinkedIn/Google) and travelling cost.

• €3.000,- a month full-time salary for each 
of the four founders.

• €2.800,- a month full-time salary for an 
entry-level programmer (PayScale, 2019).

• €90,- monthly accounting cost based on 75 
firm average (Verberne, 2020).

• €525,- a month on a server, hosting and 
email (Firebase, 2020).

• €150,- a month on basic legal insurance 
(DAS, 2020).

• €750,- a month for office space after one 
year (€125,- per employee) (Microlab, 2020).

• €1000,- a month after year 1 for marketing.
• 10% of profit before tax.
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10. Financial plan

10.3 Profitability and needed 
investment

The revenue and cost combined lead to the 
following Figure 19. The end of year increase in 
expenses is the pay-out towards communities. 
These figures are then combined in an 
accumulated profit and loss over time in 
Figure 20. Starting humbly in expenses from 
the start it should be possible to have higher 
revenue than cost from Q2 onwards, resulting 
in a positive position from Q3.

As a platform company, the start-up costs are 
significant enough that we need capital to 
kickstart the operational phase. To preserve 
positive cash flow and treasury position, there 
is a need for a combination of both an own 
investments and a potential investor. The 
decision is made that every founder, with the 
assistance of family, friends and fools (3F’s), 
should be able to raise an amount of €5.000,-. 
After evaluating the risk and growth potential 
in the coming twelve quartiles, the decision 
is made to ask for the needed investment 
of 48.000,- in return for a 30% equity stake, 
valuing the business at €160.000,-.

The initial investments of €20.000,- and 
€48.000,- preserve a positive treasury 
position at all times and provide the needed 
space to launch the product at full speed, as 
already early concluded: speed to market is 
key.
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Figure 19: revenue and cost over time

Figure 20: Accumulated profit & loss 
over time
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11. Final validations

11.1. Stakeholder analysis

A stakeholder can be identified as anyone 
who has a stake in the development of the 
product. An often-used method of mapping 
stakeholders is the so-called stakeholder 
analysis grid as published by Ackermann 
& Eden (2011). This identifies stakeholders 
taking into account both their level of interest 
and power. High power suggests a certain 
amount of influence on the project whereas 
high interest suggests the product noticeably 
affects the individual or organisation. As 
the grid is a dynamic field where specific 
stakeholders tend to move from one cluster 
to another, the choice is made to display and 
discuss the stakeholder grid as it is presumed 
in the ending/current face of the project.

Being able to cluster stakeholders into certain 
categories makes if possible to diversify the 
level of engagement in order to focus on the 
right stakeholders.

11.1.1 Manage Closely
• Potential investors. Due to the nature of 

the product launch is expected to go hand 
in hand with high start-up cost. As the 
majority of the cost is fixed the platform 
would need a relatively high amount of 
starting capital. As in the beginning, the 
risk is highest both the power at which an 
investor comes in as well as the interest 
will be high.

• Companies HTC. As launch partners 
and first customers, the influence of 
the companies on the HTC is high. They 
have the possibility to further shape or 
customize the product and are therefore 
also a strategic partner. From both the 
survey and interviews can be concluded 
that also the interest is high.

11.1.2. Keep satisfied
• Facilities on campus. The make or break of 

the coupon system is largely dependent on 
the facilities which accept them. They have 
a relatively high power but lower interest 
when looking at the facilities on the HTC as 
there is no competition or intrinsic need for 
the product. In correspondence with some 
of them, there is a basic level of interest 
when this could benefit their organisation.

11.1.3. Keep informed
• HTC Site Management. The war on talent is 

present and the HTC site management, as 
an initiator of this project in order to create 
an extra competitive advantage, is a very 
interesting partner, maybe even a potential 
investor. But although a good relationship 
is advisable their power is limited in 
comparison to the companies it hosts.

• Companies other campuses. Future 
customers will not have the same influence 
on the product as the launching partner. 
Purely, for this reason, the distinction 
between the HTC and other corporate 
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campuses is made within the stakeholder 
grid.

• Users. The user belongs to multiple 
quadrants depending on the angle of 
approach. The current angle here is that 
the interest in the product is present, 
but the user itself lacks the power to 
influence the product all by himself. 
Although the power of combined groups 
of users is recognised, the bigger the 
group of users the more likely they are 
of being represented by their company. 
Nevertheless informing the user on 
developments and features remains 
important.

11.1.4. Monitor
• Subsidies. Because the focus of the 

revenue model has been on the core 
subscription model, does not mean other 
forms of funding are neglected. Subsidies 
and governmental interference might 
change in the future as the ideation 
face will transition towards a start-up. 
Resources to investigate this in-depth have 
not been invested, therefore the current 
role is modest.

Figure 21: 
Stakeholder 
grid
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11. Final validations

11.2. Validation fair

The validation fair was an Innovation Space 
event of the Student Entrepreneurship 
Network on Thursday 12th of December 2019. 
Two of our team members (Ivo Lamers and 
Julien Meijboom) are enrolled in the course 
Technology Entrepreneurship and got the 
opportunity to validate a business idea and get 
feedback from relevant stakeholders together 
with their group members of the course.

We used this opportunity to get feedback by 
pitching the idea and showing the ViaVia video. 
A small experiment was conducted to validate 
our assumptions about the face-to-face 
encounter functionality of the app. The most 
interesting insight came forward thanks to 
the repetitive positive feedback received from 
international students. Many international 
students explained they recognize the struggle 
to create a sense of belonging and in addition 
to that, they mentioned it took them several 
months to identify some of the interesting 
communities. It can be concluded that a 
potential future business opportunity would be 
to also target universities.

As mentioned before, we also conducted a 
small experiment. All visitors got a coloured 
post-it note and a flyer (see Figure 23). The 
flyer explained that they could get a small 
gift at our stand if they found someone 
with a post-it in the same colour and had a 

conversation about a common interest. When 
two people arrived at our stand to claim their 
reward a small semi-structured interview was 
conducted, including at least the following 
questions:

• What is/are your common interest(s)?
• How did you find out what your common 

interest(s) is/are?
• Do you normally have the feeling that there 

is a threshold to connect with others?
• Do you have the feeling that this threshold 

is lower when you know a common 
interest?

There were some visitors that claimed 
that they do not experience that there is 
a threshold to start a conversation with 
someone you do not know. However, the 
majority said that for them there is a threshold 
to some extent (depending on the event or 
situation). They almost unanimously agreed 
that knowing a common interest helps to have 
a conversation. Many people struggle to keep 
the conversation going as they seem to not 
have any common interests or do not start 
any conversations at all because they are 
afraid they have nothing to talk about. Another 
advantage of our application, mentioned by a 
visitor of the event is that you know that the 
other person is open to start a conversation 
or meet new people (otherwise would not use 
the functionality) which is beneficial for the 
interaction.
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11. Final validations

11.3. Landing page

To present our product, we made a landing 
page, viavia.app, where people could subscribe 
to updates. This landing page included a short 
description, a video, and a subscription box.

The goal of the landing page was to gain 
insights in the interest for the app. The 
strategy was that by seeing what percentage 
of website visitors would subscribe to updates, 
an estimate of total interest could be made.
In the end, mainly visitors from the validation 
fair visited the website, to subscribe for the 
newsletter. Therefore, interest from the High 
Tech Campus population couldn’t be measured 
with this page. The analytics of the website 
can be found in appendix 7.



47
Figure 24: Landing page viavia.app



48

11. Final validations

11.4. Business model canvas 
hypothesis testing

11.4.1.     Customer survey
During the development phases, there has 
been made a difference between the customer 
and the user of the platform. To not only 
invest time in user research but also value 
the customer input a customer survey has 
been conducted in order to collect data from 
a higher-level perspective on the High Tech 
Campus. With the present connection within 
HTC it was possible to send out the survey as 
add on to the newsletter on 17-12-2019. In the 
timeframe of a week, a response of 23 was 
obtained. The survey is made public on Google 
Form, the link for the survey can be found on 
https://forms.gle/jeJYvx1FZSq31okD7.
 With a combination of open and ordinal 
question (Strongly Disagree 1 - 7 Strongly 
Agree) the survey tries to get a sense of the 
current war on talent, sense of belonging, 
networking opportunities and events and 
possible alternative solutions. All ordinal 
questions are displayed below (see appendix 
8).

The respondents have, despite the intention to 
reach management level, a mixed role within 
their companies. Also, the years of working at 
the HTC and type of company were strongly 
mixed. There can be said that most of them 
worked shorter than two years at the HTC and 
worked at a small or medium-sized company.

The perception is that employees feel 
averagely (4,30 | SD=1,89 | n=23) encouraged to 
build a network on campus and the majority 
does not know which events or communities 
are present and relevant for their employees 
(65% | n=23). The respondents recognise that 
there is a war for new talent (5,52 | SD=1,47 
| n=23) and confirm it is hard to attract new 
talent (5,61 | SD=1,08 | n=23). They also confirm 
that sometimes new talent resigns earlier than 
planned (4,78 | SD=1,35 | n=23). 
In the open-ended questions, most of them 
responded that leaving talent has a direct 
financial impact on “lost recruiting cost” as well 
as that because there is a war on talent it has a 
direct impact on their business and workload. 
Also from the open questions there can be 
found that the only tools available to enhance 
a sense of belonging are activities done by the 
teams/employees themselves outside work 
or the more standardised events (Christmas, 
drinks etc.).

The respondents confirmed that accessibility 
to events and activities is not low key enough 
at this moment. When looking at the ordinal 
questions they are aware of the war for talent 
and are looking for a competitive advantage. 
Giving new employees a sense of belonging 
would enhance their competitive advantage 
but also their bottom line, which confirms the 
value of our product both for the user and the 
customer.
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12. Conclusion

How might we make new connections, that 
result in personal & informal face-to-face 
meetings, is still relevant in this case. Still, 
during the project, we have seen that under 
the HMW question a deeper problem of 
realizing the sense of belonging lays. The 
“meetings” in the HMW question should, 
therefore, be extended to incorporate a 
comfortable, and welcoming atmosphere 
for new and old employees on the High Tech 
Campus. With our solution, new connections 
are made in three different ways, resulting 
in face-to-face meetings through a digital 
platform easily accessible to everyone on 
campus. With our final product, ViaVia, we 
support the sense of belonging by supporting 
social contacts between employees across 
the campus. ViaVia is an app that opens up 
the current social ecosystem and makes 

it easier for new employees to meet new 
people. The digital platform displays and 
recommends communities, events and face-
to-face meetings on campus to support social 
connections between employees. All these 
activities are based on meeting in person, 
and only using the platform as a way to find 
opportunities for new connections. The app 
provides both an informal and formal way of 
connecting. Communities and their events can 
be pure informal, but face-to-face meetings 
and events from the HTC have a bigger 
potential of becoming a professional way of 
connecting. In order to not leave out those 
who want to use the app for networking, the 
HMW question may be extended to those who 
also like to connect to others professionally to 
enhance their network. 
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12. Discussion

12.1. Future opportunities

Besides what we’ve done during this semester, 
there are several future possibilities which 
could improve the design and business. 

12.1.1. Power users
To stimulate active participation within our 
platform, a special community could be made. 
Active users who use the app often get a 
special distinction. The label of ‘power user 
is given when you reach a certain amount of 
total earned credits. By introducing a power 
user, a lot of opportunities can open up. It can 
be a special community, that a user wants to 
be part of, and boosts user incentive. It can 
also be a title of credibility. An example of 
this is the clap-system the website Medium 
uses: If a user gathers a lot of claps, their 
articles are deemed credible by other users. 
ViaVia can also use this system for meetings, 
communities or events. If a user gathered a lot 
of points previously and creates one of these 
activities, they can seem more credible to 
those who want to join the activities. 

12.1.2. Looking outside of the High Tech 
Campus
Right now, our business model was largely 
based on our experiences on the High Tech 
Campus plus some additional insights from 
interviews outside of the campus. However, 
to ensure the value of our platform outside of 
the High Tech Campus, more interviews should 

be done on other campuses. Furthermore, 
feedback at the validation fair suggests that 
international students at universities could 
also benefit from this platform. 

By getting more feedback from potential 
customers we could validate aspects of our 
business model, like the perceived value for 
smaller companies or universities to subscribe 
for our platform compared to a large corporate 
campus.

12.1.3. UX testing
Although the user needs and the UI have 
been tested, our final solution has not been 
deployed for a long period of time in a test 
environment. By deploying an extended 
version of our app, or be replicating the 
functionalities, for preferably 1-2 months, 
we could observe if indeed communities 
and new connections are created and if 
the app can become part of people’s daily 
routine. The long-term effects, like sustained 
new connections, can only be measured 
over a longer period of time. To do this, 
user authentication should be added to our 
prototype.

12.1.4. Data insights
A longer test could also give the first hints of 
the data gathering possibilities. In turn, this 
could be used to explore further business 
opportunities, like enabling the campus to use 
the insights to improve their offerings.
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Group Reflection

Team dynamics
During the first quartile, we came together as 
four individuals from different backgrounds 
and studies. Here, the values and expectations 
were and still are very diverse. The mix of 
both Industrial Designers (ID) and Engineers 
(IE) within the High Tech Campus Challenge 
delivered on the promise of a multi angles 
of approach collaboration. The ID and IE 
problem solving approach could be compared 
as a radical versus more incremental way 
of thinking. Starting from these differences 
we have seen a clear conversion towards 
the middle ground and besides that a more 
open mind towards the strong points of both 
pathways. Within the multidisciplinary aspect 
of the challenge we have evolved from four 
individuals with opposing views to a more 
gradient merger of skills, which in our opinion 
was and still is one of the strong points (USP’s) 
of this team. 

Although we have found this middle ground, 
the different stages of the project required 
a different role division. During the first half 
of the course, the ID students were largely 
steering the process in order to gain the 
insights necessary for the ideation process. 
Here, we mainly saw these different working 
approaches, where the IE students were more 
used to a linear process and the ID students 
were more used to an iterative and explorative 
process. This difference has helped us on the 
one hand to be open to new directions, and 

on the other hand to critically evaluate the 
direction of our process.

During the second half of the project, 
roles within the team shifted. Where in 
the first quartile the ID students were 
more comfortable in the mover role, in the 
second quartile the IE students were more 
comfortable at setting the direction to get to 
a viable business outcome. This resulted in 
opposing views regarding the design. On the 
one hand, the goal was to create an interesting 
and desirable experience. On the other hand, 
the solution should be practical and profitable. 
We believe that these differences have pushed 
us to evaluate our design both from a user 
perspective and a business perspective.

Design process
The sometimes opposing views in combination 
with four strong characters and open conflict 
atmosphere have contributed to a creative 
development where process conflicts tend 
to occur on an ongoing basis. The comfort in 
discussing disagreements only has increased 
during the course. This has resulted in the fact 
that our final design accounts most relevant 
aspects for the final business model. Here, 
we believe that we have found a way to satisfy 
potential users and potential customers 
alike, with a viable concept which doesn’t 
compromise on the core functionality.
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To conclude, this project has largely been 
an exercise in using our different project 
approaches to our advantage. Where in the 
beginning we had to figure out what each 
other’s value was, especially after quartile 
one we have become more comfortable with 
our differences and we have been able to find 
common grounds far more often. This has 
resulted in the fact that in the end we were 
agreeing with the fundamental parts of our 
concept, largely in terms of viability versus 
desirability, and could focus on filling the gaps 
around our concept, like validating the value 
for the core user, and constructing a future-
proof business model and financial plan. These 
experiences prepare us to become allround 
project leaders who can not only communicate 
with other disciplines, but also empathize with 
the different approaches and connect them to 
come to a stronger result.

However, this didn’t go smoothly during the 
process. By discussing the general user versus 
customer dilemma on a scalable, and therefore 
abstract level, we at one moment lost our 
connection with what problem we were solving 
exactly. First, we were looking at the whole 
campus population as an important user. Here, 
we were largely in the “zoomed out” mode 
when approaching our challenge, and had to 
be reminded of our core users. After this was 
mentioned during a wednesday session, we 
were able to define a solid value proposition 
in case of a small user group, being the new 
expat employees who have to find their way 
in a new environment. Still, the focus on scale 
has been a trend during our project, and the 
possibility for scale is still visible in our design. 
Therefore, we believe that this course has 
prepared us to create a user centric design 
which accounts for market opportunities.

During these iterations, our challenge owner 
has been supportive and was very clear 
about his desires, without preventing us from 
going into different directions. Most of all, he 
supported us in our research and was excited 
about realizing the challenge of creating 
a sense of belonging on the campus. The 
collaboration with the challenge owner was 
equally divided between the team members, 
and we had an open and honest relationship. 
We believe that this open relationship has 
positively influenced the mutual support 
during the project.
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Appendix 1: double diamond
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Appendix 2: Co-design session

How can we make new connections, that result in personal and informal face-to-face meetings?
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Appendix 3: C-sketching

1. Design domains derived from the first MoSCoW
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2. C-Sketching ideas based on the domains
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Appendix 4: Feasibility rating 
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Appendix 5. Interview expats
All three expats agreed on that the first day was not particularly pleasant. Not knowing anyone and a 
difference in culture made the first experience scary, boring and even horrible.

 P1: My first experience (in the Netherlands) was horrible. it was very cold, and in my place I did not  
 know how to operate the heater, and I had a suffocation problem because of the cold. I did not   
 know who to call, and I did not even know the emergency number.

 P2: The first time I was here (HTC) I thought “What a boring place”. Everything was gray and flat, I  
 had to get used to that. 

 P3 I was both scared and excited about being here. I was a bit scared because of the differences  
 in culture, that was my first concern.

They do meet other people and befriend them. This through the team and company they work for, but 
also a common cultural background. 

P1: The first thing you do as an expat, is to find other expats as they know how it is like to move to a 
foreign country. 

 P2: The campus felt really lively, and there was a positive atmosphere everywhere. I did not feel  
 out of place for a very long time, because we have a very nice and welcoming team at NXP. 

 P3: There is a very close Indian community; they have a facebook page and we have get  
 togethers quite frequently. Then we go out to eat or something. We also encourage every   
 member to keep inviting other Indians to join us.

But for these expats, it seemed important to at least know one person when gathering for a social 
event. 

 P1: I meet some new people through the people I already know. I don’t like to just talk to people  
 randomly. I mean, I don’t want to get out of my comfort zone to become more social.

 P2: I would also like to know one person before going somewhere, so I am sure I can talk to at  
 least one person.
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Appendix 6: hypothetical points
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Appendix 7: Landing page analytics

amount of users per day between 25-11|23-12

All direct traffic, visitors all typed url
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Appendix 8: Results survey

Pie charts on the categorical questions from the customer survey
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Appendix 8: Results survey

Ordinal questions on network and events of the customer survey
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Appendix 9: app code
App.tsx (navigation and database references. Here all pages are linked)
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Appendix 10: app design 
The XD design of the app can be found at https://xd.adobe.com/view/e6c58672-77b1-476d-
5745-581e08ca5ee0-90f4/?fullscreen&hints=off
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