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Executive summary

KLM, a Dutch airline, is renowned for their
high levels of services and customer ex-
periences. With their purpose ‘moving
your world by creating memorable expe-
riences’, maintaining those high levels of
services is important.

Cabin crew is for a big part responsible for
those high levels of services. Making cab-
in crew feel the best of them and reaching
optimal staff behavior are therefore impor-
tant goals of their managing department
Inflight Services. For that reason, many
tools for cabin crew have been developed
and KLM has gone through multiple digital
transformations.

Although much effort is put into creating
the optimal working climate, cabin crew
suffers from information overload. This has
led to the aim of this graduation project,
namely reducing information overload
among cabin crew.

The thesis followed the X way of working.
Starting with the SHERLOCK phase, a liter-
ature review and a channel, organisation
and crew analysis has been done. The
analyses showed factors playing a role
in the occurrence of information over-
load. Additionally, it showed that channels

are used by the organisation as a gate to
push information to crew, while cabin crew
wishes to pull the information according
to their needs.

This has led to the design challenge ‘mak-
ing cabin crew feel up to date’. The intend-
ed solution should quide the organisation
in becoming more crew centric, under-
standing the cabin crew needs in regards
to information and with that move from a
push to a future minded pull strateqy.

The following MICKEY phase aimed ideat-
ing solutions. The future vision was spec-
ified and learnings were drawn from strat-
eqgies applied by other companies. The
phase closed with a set of hypotheses.

In the LEGO phase, the hypotheses were
tested with minimum viable products.
These tests showed that needs of cabin
crew differ per phase of the journey and
what the exact needs in each phase of
journey were.

The following DUMMY phase aimed at
translating all these findings into a frame-
work for the organisation and tangible
solutions for crew. In multiple design cy-
cles, the DUMMY phase closes with The

Information Compass.

The information Compass is the final de-
liverable of this thesis. The tool includes
information-needs of crew per phase of
the journey and can be used by the or-
ganisation to navigate those needs. The
tool is written in the same style as the
branding strategy and with that aims at
creating coherence between the commu-
nication and organisation strategies. Ulti-
mately, the tool aims at making cabin crew
feel up to date.

The information compass comes with a
quide and 10 cheat sheets; one for each
action crew undertakes. The cheat sheets
give explanation about the needs and a
clear, tangible example fulfilling the needs.

The validation phase showed that cabin
crew are enthousiastic about the solu-
tions designed. The organisation values
the solution and aims at using the tool
to become more crew-centric in the way
they send information and in the devel-
oped apps, and with that make cabin crew
feel up to date. The thesis concludes with
recommendations for future designs.
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1 Project Introduction

Since its conception a hundred years ago,
KLM has become an internationally renowned
airline, known for their focus on customer ex-
perience and high levels of services. Cabin
crew are their front-line staff in flight and with
that mainly responsible for those high levels of
service. They need to devote their attention
to service, safety and passengers.

However, 7he nfornation we process

consunaes our affention” (SIMoN, 1969)
and in order for cabin crew to provide the high
level of services, they need to be up to date
of the latest information and changes made to
for example services.

On top of that, worldwide our access to infor-
mation has grown (Hemp, 2009). Terms such as
‘/'hfobesffg/aﬂd the nmlornnation diet’ as
a solution have been introduced (Johnson,
2015). Cabin crew not only have access to this
general information in their daily lives, it adds
up to the information needed for their job and
has made cabin crew suffer from information
overload. This thesis aims at finding out how
to reduce the information overload perceived
by cabin crew and make them do their job the
best they can.

This chapter will briefly explain the context of
the project, as well as the main method used
in this thesis, followed by a more thorough ex-
planation the goal of the project (in this thesis
called 'the ambition’).

1.1 PROJECT CONTEXT

The thesis is conducted in assignment by KLM,
specifically the department of Inflight Services.
A few important contextual factors determine
the aim of the project. Before discussing the
aim, the context will first be explained.

The Inflight services department

The inflight services (IFS) department manag-
es cabin crew and all that is needed to provide
services on board (ranging from Cabin Product
& Service Engineering, to business develop-
ment, see figure 4.1). Together with the office
employees they are the largest department
within KLM.

Goals of IFS are ‘optimal staff behaviour’, mak-
ing the cabin crew feel "I am the best of me"
and to create an ‘optimal working environ-
ment” (see appendix 1.1). Due to the highly
competitive economic environment, IFS was
forced to work with one crew member less per
flight. This has increased the importance of
creating the optimal working environment for
cabin crew and making them feel the best of
them. Therefore, the reduction of information
overload is essential.

IFS in 2030

In 2019, the future vision of IFS in 2030 has
been created (see appendix 1.2 & 3.1). The
future vision shows the role of the cabin at-
tendant, and information overload being his-
tory. The solution of this project should fit the
future vision. In summary, the future vision is
as follows:

The cabin crew is expected to become an
empathic director, being able to use all tools
available with the main goal to be there for
the passenger. Supported by automated tech-
nologies, contextualised systems and person-
alised content, the cabin crew will become an
independent and autonomous employee. NO
matter the technological advances, personal-
ised cabin crew that is working in tightly knit
teams, is there to stay.

How to read this report?

The report will follow the X way of working (see figure 1.3), a well known method within KLM (see figure
1.3) that is developed by the TU Delft. This process is similar to the Double Diamond method (British Design
Council, 2005), in which diverging and converging techniques are used with the ultimate goal of designing
a fitting solution. The X way of working follows the double diamond phases, but from an agile perspective.
This means the cycles are shorter and often consist out of 1-4 week sprints.

In the X way of working, Ambition is the start of what is called the discover phase in the double diamond
model, while Sherlock is the actual discover phase. The Sherlock phase ends with formulating the chal-
lenge, thus including the Double Diamond Define phase. The phases Develop and Deliver fit the Mickey,

Lego, bummy, Mirror and Scale-up phases, working towards a product in smaller, agile steps. In figure 1.1,
each phase is explained more thoroughly.
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This is where we set our goal: This phase is all about research, The first time we start thinking It's time to create the simplest
what is it that we want to data and observations to find of solutions: dream big! version of our product and start
achieve? the challenge. testing it in our live operation!
After creating a first version of Time to look back at our process  With a tested solution to our
our product, it's time to test over  and the lessons learned - is the challenge, the product is ready
and over again at a larger scale. product ready to be released? to be scaled up within KLM.

Figure 1.1: X way of working explanation, the main way of working used in this thesis (KLM X, n.d).
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1.2 THE PROJECT

With IFS" ambition to create the optimal working environment for cabin crew, IFS wants to make
sure cabin crew feels enabled to do their job and with that reach optimal staff behaviour. As pre-
viously mentioned, this also requires them to be up to date and aware of all changes made to E.g.
their work process. IFS has therefore provided all cabin crew members with iPads and has devel-
oped many digital tools that can be used in preparation for or during their work. Over the years,
the iPad has evolved into their main tool to access all information needed for their daily work.

However, according to IFS, a frustration felt by crew and organization employees is information
overload among cabin crew. This is often confirmed when talking to crew and mentioning infor-
mation overload (see chapter 6). With IFS wanting to create the optimal working environment and
making crew feel ' am the best of me’, the feeling of suffering from information overload is holding
them back in reaching the goals of IFS and KLM as a brand.
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Project Scope

One of the causes of information overload among cabin crew mentioned by IFS is the removal of
those physical mailboxes. What was previously distributed on paper and was found in their mail-
box in the crew centre, is now sent to all individual crew iPads. Although no secondary effects of
information overload are noticed by interviewees from the organisation (see appendix A01), one
of the managers is "convinced cabin crew are not informed in an optimal way, nor completely
up to date and therefore cannot do their job the way we want them to". He stresses the impor-
tance of crew being completely up to date of the new developments or changes to flight related
services.

Similarly, other employees of IFS mention that "crew get too much information”, and "it's like a tsu-
nami, what has come to them". Employees also mention that the scattered information landscape
makes it hard for crew to know what is expected from them. Additionally, topics like ‘blurred lines
between what information is ‘'need to know' and what is ‘nice to know information’ (see chapter
4) could play a role. According to some, it is due to the fact that there is too little governance,
according to others it is due to the large amount of applications.

When meeting crew and mentioning the topic, most immediately respond with confirmation and
they emphasize the importance of solving the problem. Therefore, IFS is looking for main factors
causing the information overload and solutions that could solve (parts of) the problem. Essential
is that the solution takes the future vision into account, while fitting the goals of KLM as a brand
(see KLM compass in appendix 1.1).

THE AMBITION

Although the exact problem still has to be defined and qualitative data has to be created or
discovered, the IFS development manager wants to find a way to decrease information overload
among crew. Therefore, the ambition of this thesis is as follows:

How to reduce the information overload among cabin crew?

To work towards a more specific problem statement, the SHERLOCK-phase of the thesis will
focus on defining the problem and answer the follow questions:

Literature review: \What is information overload according to literature and which fac-
tors could influence information overload?

Channel analysis: What is the role of the mediating channels in the process of sending
information and which factors of these channels could influence information overload?
organisational analyis: How does the organisation create and send information to
crew and which factors in this process could play a role in information overload?

User analysis: How does crew experience information overload and which factors could
be identified playing a role in information overload?

The main goal of the SHERLOCK phase is to find out what factors cause 10. The chapter will
conclude with main insights, which will be translated in to a design challenge in the ‘design chal-
lenge' phase.

®

AMBITION
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The
SHERLOCK
Phase

In the SHERLOCK phase, the problem will
be analysed in a ‘divergent’ way. Important
sources will be reviewed and exploratory
interviews will be conducted.

It will start with a literature review about
Information Overload, followed by a channel
analysis. Thirdly, the organisation analysis
will be discussed and lastly the crew analy-
sis. The chapter closes with an overall con-
Clusion.
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03 Literature review

Over the years, many new innovations and
technologies have provided individuals with a
wide range of channels. Networks have grown,
communications are made easier and access
to information sources has become endless.
However, the vast amount of information
available can increase the perception of infor-
mation overload (I0) (Persson, 2018). To find
out whether other aspects are involved in the
occurrence 10, an introduction to literature will
firstly be given after which the research ques-
tion of this chapter will be introduced.

3.1 INTRODUCTION TO LITERATURE
Persson (2018) found that recent technolog-
ical developments have increased the availa-
ble data in more channels, causing I0. Specif-
ically e-mail, internet and mobile phones are
found to be of influence (Benselin & Ragsdell,
2016; Edmunds & Morris, 2000; Hemp, 2009;
Misra & Stokols, 2012). Technology not only
provided access to data which lead to 10, it
also removed the boundaries of publishing in-
formation (Hemp, 2009). Everybody can be a
publisher, even a computer (Hemp, 2009). This
subsequently led to an increase in the amount
of data available (and thus 10). However, al-
though technologies are often mentioned as
a cause of 10 (Edmunds & Morris, 2000; Eppler
& Mengis, 2004; Persson, 2018), the concept is
nothing new, nor is it solely related to techno-
logical advancements.

Looking back in history, 10 has been recog-
nized since 1845 (Edmunds & Morris, 2000).
Simon (1969) originally referred to it as "life
in an information-rich world" (p. 9). According
to simon (1969), information consumes atten-

tion and "a wealth of information creates a
poverty of attention” (p.7). Only a few years
later, Jacoby (1977) defined |0 as people hav-
ing too much information and being unable to
process all information found.

Compared to 1845, the speed in which we are
able to process information (Edmunds & Mor-
ris, 2000), the speed in which information can
be created and the amount of information we
have access to have changed (Hemp, 2009)
and influenced 10. Individuals find information
through books, friends, social media, Goodgle,
and many other channels used during work
and in private life. Not only do problems there-
fore occur on a personal level, also social
and organisational environments are affected
(Benselin & Ragsdell, 2016). The society has
become an information society, causing IO to
be present in both daily life and work-related
activities.

10 and Cabin Crew

To create an understanding of what causes
IO among cabin crew, a unified understand-
ing of what 10 is needs to be created first.
Additionally, different reasons for 10 have al-
ready been mentioned, showing the need for
specific factors involved in the occurance of
|O. For that reason, this literature review will
focus on defining 10 and reviewing identified
factors involved in the process of sending in-
formation and causing 10. With that, the aim
is to answer the following question: What is
information overload according to literature
and which factors could influence information
overload?

1

Decision Accuracy

3.2 THE DEFINITION OF INFORMATION
OVERLOAD

In literature, many different definitions of 10
are used. Feather (2013) describes 10 as “the
point (...) at which there is so much information
that it is no longer possible effectively to use
it" (P. 113). Bawden et al. (1999) also refer to
the decreased effectiveness by stating that 10
occurs when information that is posibly useful
becomes hindrance rather than help. Marques
& Batista (2017) specify more factors by refer-
ring to it as the phenomenon where the vol-
ume of the information is bigger than the pro-
cessing ability in the time available.

Different effects of 10 are additionally men-
tioned. 10 decreases performance and, as
shown in figure 3.1, influences decision accu-
racy (Eppler & Mengis, 2003, 2004). Also, infor-
mation consumes attention and so information
overload reduces knowledge and decreases
the quality of actions (Persson (2018).

Edmunds & Morris (2000) combine effects with
related emotions and state that “(.) there
cannot be many people who have not expe-
rienced the feeling of having too much infor-
mation which uses up too much of their time,
causing them to feel stressed, which, in turn,
affects their decision-making. Concurrent with
these phenomena is the anxiety generated by
worrying whether an important piece of infor-
mation has been missed in the volume of ma-
terial” (p. 19).

Information
Overload

Information Load

Figure 3.1: information overload as the inverted u-curve
(Eppler & Mengis, 2003)

Many different definitions and effects have
been found. To create consistency through-
out this thesis, one definition of 10 will be
used. Therefore, in concordance with Bawden
et al (1999), Marques & Batista (2017), Eppler
& Mengis (2004) and Persson (2018), informa-
tion overload is defined as the phenomenon
whereby the volume of the information provid-
ed is bigger than the processing ability of an
individual in the time available, therefore be-
coming a hindrance and typically decreasing
performance and attention.

3.3 FACTORS INFLUENCING IO

As discussed, 10 can be affected by chan-
nels, but also by for example the volume of
the information. To understand what causes
10, Jackson & Farzaneh (2012) have translated
different researches into a theoretical model
of factors influencing individual 10, shown in
figure 3.2

This model focuses on 10 occurring when the
individual is processing the information. Though
many factors are mentioned, it is missing fac-
tors such as the channels through which in-
formation is sent, while the fast developments
of technologies have been found to increase
the perception of 10. External factors, such as
the context, have also not been taken into ac-
count, while Jackson & Farzaneh (2012) found
these playing a large role in the perception of
|0. Furthermore, it has been found that charac-
teristics of the information itself (e.g. quantity,
frequency/intensity, quality), the person, the

on complexity, ambiguity, uncertainty and

novelty

Characteristics of information - informati
Task and the process parameters

Personal factors

Individual boundary

Quality of information - combination of

relevance and validity of information

0

Figure 3.2: the conceptual information overload model (Jackson &

Farzaneh, 2012)

The factors on left side (green) of the model work together to de-
crease the probability of 10 occurrence. The factors on the right side
work together to increase the probability of individual IO occurrence.



tasks that need to be completed, the organ-
isational design and informational technolo-
gies can cause 10 (Eppler & Mengis, 2003). 10 is
usually caused by a combination of those fac-
tors and thereby increase the complexity of
the problem (Eppler & Mengis, 2003). To make
them model more complete, these factors can
be added to the total of factors in figure 3.2.

For cabin crew, many of the mentioned fac-
tors could play a role. The content is created
by the organisation, sent through many pos-
sible channels, while the influence of context
is highly dependent on when crew receives
the information. To understand the cause of
IO among cabin crew, the process of sending
information in the organisational environment
and how factors are of influence need to be
understood. Although cabin crew are different
from a reqular employee, the process of send-
ing information is expected to be similar to or-
ganisational processes in general. Therefore,
the process of 10 in an organisational envi-
ronment will be discussed.

Person

Tecrjlm‘é;\ogy

3.4 THE PROCESS OF 10 IN AN ORGANI-
SATIONAL ENVIRONMENT

Wilson (2001) proposes a scheme for the process
in which 10 occurs, where information starts at
the organisational side. Next, it flows to a medi-
ating technology, through which the information
becomes available to the individual (see fig. 3.3).

In situations where an organisation sends or fa-
cilitates access to information, the individuals
within the organisation add information to the
amount of information already available (Jackson
& Farzaneh, 2012). In this process, individuals or
designs of organisational systems could be a first
step in which factors influence 10. The layer of
mediating technology separates the characteris-
tics of the information from the mediating tech-
nology and those of the individual. An individual
can experience 10, influenced by personal factors
or factors higher up in the process such as the
mediating technology or the characteristics of
the information itself (Eppler & Mengis, 2003).

Additionally, the overview shows 4 overarching

influencers (blue circles in figure 3.3), that need
to be taken into account.

Organization

External
agencies

Organizational colleagues
and systems

External persons and
organizations

Intranet

Voicemail

bl

Perceived pressures

Organizationally
relevant outputs

Information flows

Mediating technology

Individual

External information
sources

Internet

Email

[

Coping strategies

Responses to
perceived overload

Figure 3.3: The impact an individual has on IO within an organisation and vice versa (Jackson & Farzaneh, 2012)

The process for cabin crew

Firstly, Individuals within the KLM create infor-
mation and define the content. The individual
then sends the information through mediating
technology, being the ‘channels’ for crew. In
all phases, factors influence the information
overload the crew experiences at an individual
level.

Similar to the schematic overview, the overar-
ching influencers for cabin crew are the per-
son (crew), the organization and technology.
Different from his overview are the external
agencies, which often not part of the problem.
More so, it is expected that, in congruence
with Jackson & Farzaneh (2012), the context
is of influence for crew. For example, although
during the flight no new information is re-
ceived, contextual factors might influence the
ease of retrieving information. For this reason,
an adjusted overview is created for the KLM
cabin crew process of 10 (see figure 3.4).

3.5 CHANNEL OVERLOAD

Marques & Batista (2017) connect the pro-
cess of the generation of 10 to communication
overload. According to them, 10 is the process
of an individual digesting information and mes-
sages sent, thus taking place at an individual
level in figure 3.3. Communication overload is
related to the management of the commu-
nication process, concerning the amount of
daily messages that reach individuals through
numerous communication channels (such as
groupware or email). Poor management of the
communication process leads to communica-
tion overload, probably increasing 10. Bawden
& Robinson (2009) confirm this by writing that
too much information, in multiple formats and
sent through multiple communication channels
available leads to 10.

Sean Burns & Bossaller (2012) define com-
munication overload more specifically as "the
phenomenon or experience of feeling over-
whelmed by communication technologies” (p.
598) in response to large amounts of commu-
nication, through various channels. This sub-
sequently leads to excessive interception on
the job, leading to lower productivity (Karr-
Wisniewski & Lu, 2010). Communication over-
load has also been defined as connection

overload (LaRose, Connolly, Lee, Li, & Hales,
2014), showing the importance of technolo-
gies and channels involved.

When relating communication overload to the
process in to figure 3.3 and 3.4, communica-
tion overload occurs before the individual is
overloaded by the Information because the
individual is unable to manage messages sent
through the channels and channels them-
selves. Defining communication overload as a
phenomenon different from 10 adds to the idea
that the management of channels influenc-
es 0. Therefore, it shows the importance of
looking at both communication overload and
information overload in the process of sending
messages to cabin crew.

To make a clear distinction between the in-
formation itself and the way the information is
sent, this thesis will separate communication
overload from 10. However, the term ‘communi-
cation' implies that a two way stream of infor-
mation or messages takes place, while the pro-
cess as shown in figure 3.3 mainly focuses on a
one way information stream. Since crew mostly
receives information or retrieves information
that is sent to them, a one way stream seems
more fitting. To avoid the confusion between
a two way stream communication process and
a one way stream of information sent, com-
munication overload will be called ‘channel
overload'. In concordance with Karr-wisniewski
& Lu (2010), channel overload will be defined
as the phenomena where messages are send
through an abundance of channels and the
continuous active and passive management of
these channels leads to distractions and feel-
ing overwhelmed.

Within the process of the organization send-
ing information to crew, channel overload (CO)
happens at the mediating technology level.
The schematic overview of the crew IO pro-
cess is made in figure 3.4

0
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Cabin Crew Organisation

Technology Context

Organisational design, . .
colleagues, systems Organisation

Ambiguity, novelty, relevance, validity .
complexity, uncertainty, quantity Information

Quantity, ambiguity,
management ability

v

Coping strategies, personal factors, .
processing capacity,available time, Cabin Crew
task parameters, perceived pressures

Channel
Overload

Information
Overload

Figure 3.4: Theoretical framework for cabin crew, adjusted from Jackson & Farzaneh (2012), combined with Eppler & Mengis

(2003)

3.6 CONCLUSION: A THEORETICAL
FRAMEWORK FOR KLM CABIN CREW
The main question of the literature review was
to answer the question: What is information
overload according to literature and which
factors could influence information overload?

Information overload in this thesis is defined
as the phenomenon whereby the volume of
the information provided is bigger than the
processing ability of an individual in the time
available, therefore becoming a hindrance and
typically decreasing performance and atten-
tion.

When analysing the process of an organisa-
tion sending messages and the occurrence of
IO at an individual level in this process, the
literature review has shown that many factors

have to be taken into account. Four overar-
ching factors play a role in the entire process;
the person and its characteristics (see fig.
3.4), the organisation sending information, the
technology used and external factors, in the
case of crew being their ‘context’.

In the process of sending information, 10 hap-
pens at an individual level, in case of KLM this
is the cabin crew level. In the process of cre-
ating and sending information, the individual
in the organisation creating the information,
as well as organisational systems and struc-
tures are the first to influence 10. As identi-
fied in figure 3.2, information characteristics
can also influence 10, such as the complexity,
ambiguity, uncertainty and novelty. Eppler &
Mengis (2003) add factors such as the quanti-
ty, frequency/intensity and the quality of the
information.

The information is sent through mediating
technologies, for cabin crew called 'mediat-
ing channels', in which factors such as quanti-
ty and management of these channels play a
role in the occurrence of 10. The literature has
also shown that mediating channels can cause
channel overload, which ultimately influences 10.
Channels overload is defined as the phenome-
na where messages are send through an abun-
dance of channels and the continuous active
and passive management of these channels
leads to distractions and feeling overwhelmed.

At KLMW, technology operates mostly as a me-
dium through which the organisation is able
to reach the cabin crew. Therefore, the model
in figure 3.3 is adjusted to information flowing
through the channels to cabin crew (see figure
3.5). This also means that the channel is where
the information moves from the organisation to
cabin crew, visualised as a boundary by the dot-
ted line.

Lastly, the individual receiving the information,
cabin crew, not only has to be able to manage
the mediating channels to begin with, but also
need to have a functional coping strateqy (fig.
3.3), have time available, have the information
processing capacity and personal and task fac-
tors (fig. 3.2) play a role.

The mediating channels have a different role
than the other layers in the process and might
influence 10 and CO differently. Therefore, medi-
ating channels become important to understand
from both an organisational perspective and a
crew perspective. Thus, in the next chapter, the
mediating channels will be analysed firstly. This
will be followed by an organisational analysis
and a crew analysis.

O
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04 Mediating Channels

ANalysis

According to literature, different factors within
the process of sending information can influence
CO and I0. To understand how IO has arisen
among cabin crew, this chapter will analyse the
mediating channels through which information is
sent. Specifically, it will analyse how and through
what channels cabin crew receive information.
Thus, this analysis aims at answering the following
question:

What is the role of the mediating channels in the
process of sending information and which factors
of these channels could influence information
overload?

The chapter will start with discussing the method
used. Ssubsequently, in the channel analysis the
initial channel strategies and current channel
classifications will be analysed, as well as the
top 3 channels used by crew. The chapter will
conclude with factors identified.

A 4

0 o

o Mediating Channels ==&
A4

Figure 4.1: Process of sending information to crew, with focus
on mediating channels.

4.1 Method

The information in this phase is taken from in-
terviews with employees in the organisation
and cabin crew, which has been triangulated
with secondary research.

Interviews IFS Employees

The interviews with IFS employees (n=6) were
informal conversational interviews (Patton,
2002). The exact tasks and role of each person
were hard to know in advance, making a more
informal style more appropriate. All employ-
ees where aware of the topic of the research
before starting the interview. The diversity
of the topics touched upon in the interviews
was large, with many being unrelated to this
specific research. For that reason, the inter-
views were analysed with the use of research
diaries and fieldnotes (Nadin & Cassell, 2006):
during every interview fieldnotes were taken
and if possible the interviews were recorded.
After the interviews, main insights were writ-
ten down in a diary. Additionally, the same day
the tapes were listened to and missing themes
were written down. Subsequently, all relevant
insights were written down more thoroughly in
the diary for reflexivity (Braun & Clarke, 2013;
Nadin & Cassell, 2006). Therefore, the diary
consists of fieldnotes, insights and partly tran-
scriptions, blurring the lines between all three
(Newbury, 2001).

The research diary together with transcriptions
can be found in appendix A03. Clusterings of
the interviews can be found in appendix AOT.

Secondary data

Since field notes and diaries create a form or
bias in the research, all topics were triangulat-
ed with secondary research data (Ravitch &
Carl, 2015).

Between 2017 and 2019, user-research with-
in KLM has been conducted in relation to the
crew Ipad, apps and information crew receive.
This includes files from Valsplat, a user-cen-

tered experience design agency who have
conducted user research among the KLM cab-
in crew. Additionally, companies like IBM, Ap-
ple and Mirabeaux have done research that
is used for this chapter. Since the companies
mentioned are specialized in user research,
the secondary research is considered trust-
worthy and therefore increases the validity of
the research (Ravitch & Carl, 2015). The sec-
ondary data was analysed and interviews were
conducted until repetition of topics started to
OoCcur.

All clusterings of secondary data can be found
in appendix AOT and original secondary data
in appendix C.

Interviews with cabin crew

The interviews with crew, mostly used in chap-
ter 6, were semi-open ended since an inter-
view guide was used. A more ‘survey' inter-
view-style was used, in which easy follow-up
questions could be asked. This interview guide
is iteratively changed after reflecting on the
interviews. The main reason to use this inter-
viewing-style was because the research was
still exploratory and the time cabin crew had
to join the interview in the crew centre was
limited. The interview guides and insights are
combined in appendix A02. All secondary re-
search can be found in appendix C and clus-
tered information from this research in appen-
dix AO1.

Analysis of channels

For the analysis of the channels, 3 main chan-
nels were analysed. Firstly, MyFlight was an-
alysed and the updates sent through the
channel over a period of 2 months were re-
viewed. Secondly, the same was done for the
Newsapp. The Outlook app is a more person-
al app, receiving personal, as well as general
KLM messages. The topics of these general
messages will be discussed and analysed. The
analysis can be found in appendix 2.1 & 2.2.
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4.2 Channel Strategies

As previously mentioned, all information that was sent to physical mailboxes at the crew centre is now
sent to the crew iPad. Additionally, many different applications have been developed, making the iPad
now their main tool to access information about their flight, their rostering and for example service
information. According to three interviewees (see appendix A03), the removal of these mailboxes are
the main reason why crew suffers from IO. To find out whether IO is caused by the removal of mailboxes
and with that underlying influencing factors, the old channel strategy is analysed and compared to the
new digital channel strategy and classification strategies (see appendix 2.1 and 2.2 for full analysis).

4.2.1 FROM OLD TO NEW STRATEGIES

Before the introduction of iPad, cabin crew received information through 3 main channels (see fig. 4.2).
Cabin Ready was a magazine with nice to know information, while the "Cabine Journaal" and cabin &
crew bulletins were need to know channels.

The new strateqy initially aimed at replacing the three channels by a digital variant (see fig. 4.3). How-
ever, over the years many more channels have been added and the amount of channels has grown
to close to 36. Instead of switching from the old to the new strategy all at once, the current channels
still seem to be in a state of transition. Crew now finds information partly on paper, partly in specific
applications, while some information is still sent over the email. This makes it very hard to keep track
of what is found where or how to find it. Comparing this to literature, the management of channels is
hard in this transitional phase, the quantity is high and channels seem ambiguous.

Cabin Ready Newsapp

Docsurf Outlook

Cabine Journaal MyFlight
Yammer

Cabine Journaal Cabin Bulletins

Figure 4.2: The old communication strategy Figure 4.3: The new communication strategy

4.2.2 CHANNEL CLASSIFICATION STRATEGIES

The new strategy kept the old classification of ‘need to know' and 'nice to know' information. These
classifications are used as a quide for the organisation and show them in which one of the main chan-
nels in fig. 4.3 to post different types of information (see appendix 2.1 & 2.2). Additionally, these classi-
fications show cabin crew what is essential to read as opposed to what is nice to know.

However, not all quidelines show crew when to read information and it is unclear what to do with un-
classified channels. Additionally, some of the messages sent might need a specific action from crew,
making it hard to know whether channels continuously need to be checked (even when not at work)
or in a preparation phase moments. Lastly, both channels and information are Classified. All in all, the
classifications are making it ambiguous to know the separation between the two types of channels
and information.

4.3 Analysis of top 3 channels

Because of the large amount of channels, many cabin crew members have created #aeir crn waoy
of werking” (Valsplat, appendix CO1 & CO8) (Coping strategy). Out of the 36 channels currently avail-
able, cabin crew now mostly focus on the Newsapp, MyFlight, Verzoekensysteem (flight rostering) and
Outlook, as well as Drillster, Yammer and Docsurf (See appendix CO1 & C02, appendix A0T & A02). TO
create a fit with current running IFS projects mainly focusing on MyFlight, NewsApp and Outlook, solely
these three apps were analysed (see appendix 2.1 & 2.2). In figure 4.4, a summary of insights drawn

@

from this analysis can be found, showing what aspects of the main channels can influence CO or I0.

Figure 4.4: Analysis if top 3 channels for cabin crew

MYFLIGHT

TIMING

At the end of the month, the
amount of updates sent are a
higher quantity. If crew have
been off for a few days, the
updates can pile up.

AMBIGUITY

within the app, different chan-
nels are in place for updates,
making it ambiguous and com-
plex where to go to.

CONTENT

Messages are perceived to be
lengthy with too much irrele-
vant information, missing in-
app links (see appendix 2.2).
This makes it hard to remem-
ber and retrieve the messages
and with that manage the
information.

MANAGEMENT

IFS has the ability to gather
data and learn from it, but
does not seem to do this.
Also, filtering in-app is pos-
sible, but not used, thus
increasing the irrelevance
and decreasing the ability to
manage the channel.

4
(111}
[

KLV

NEWSAPP

TIMING
KLM posts messages from 9-17h,
while crew work 24/7. This influences
the time available for crew to prepare
for their flight, since the time-frame
in which messages can be received
is smaller.

AMBIGUITY
The channel is classified as ‘nice to
know', but many messages are ‘need
to know'. This makes it ambiguous
and could build the pressure of hav-
ing to read this channel too.

CONTENT
Information is often also found in
other channels, creating duplicity. It
adds to the quantity and ambiguity,
and decreases ease of management
of channels.

MANAGEMENT
Filtering is possible, but not used.
Crew want all information to be
visible, which can make the informa-
tion in the app feel overwhelming. It
adds to the perceived quantity and
decreases relevance and applied
management.

EMAIL

TIMING

Similar to the NewsApp,
messages through the email
are send between 9h and
17h. This influences the time
available for crew to read
the messages.

AMBIGUITY

Many different topics are
touched upon, without
specific focus. This creates
ambiguity and decreases
relevance.

CONTENT

Information is often also
found in other channels,
making the repetition high.

MANAGEMENT

There is no data gathered
about what is send through
Outlook. Therefore, it is
unclear who sends what
and how often. This makes it
hard to analyse this channel
and know the ease of man-
agement.
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Available time, coping strategies,

Concluding Channel Analysis

The main question of this chapter is as follows: What is the role of the mediating channels in
the process of sending information and which factors of these channels could influence
information overload?

In conclusion, the quantity of channels crew have access to and receive information from is high.
The mediating channels seems to function as a tool for the organisation to send information
to crew. This appears to be similar to the mailbox crew used to have, but in this case multiple
mailboxes in which information is sent to by the organisation. At the same time, information is sent
both digitally and on paper.

Though minor filtering is available for crew, cabin crew have little ability to manage the information
and channels combined. Rather: it is the organisation that manages through which channels

information is sent to crew. Visualised in figure 4.5, the mediating channels function more
as multiple gates through which the organisation can send information to reach
Crew. The channels do not necessarily mediate the information, rather, they form
multiple one-way-stream gates.

Due to the quantity of gates/channels being high, CO occurs. Inconsistent classification
increases pressure to read all information of all channels without missing any and is expected to
subsequently reduce the willingness to filter information yourself. Organisation-centred timing,
ambiguous information and channels, irrelevant and repeated information due to lack of
personalisation, as well as little ability and wish to manage the channels separately: many
factors are identified that increase the perceived 10 and CO.

All in all, it is safe to state that the information and channels are not crew centred
but organisation centred. Additionally, it can be concluded that CO is definitely
occurring and channels are influencing 10. Channels are not so much a mediator,
rather it they used as no more than a gate to cabin crew.

Organisational design,

colleagues, systems Organisation -

co

Ambiguity, relevance Information _

complexity, quantity

Quantity, ambiguity,
management ability

co

Cabin Crew

perceived pressures

Figure 4.5: Factors playing a role in 10, identified in the mediating channel analysis.

05 Organisation Analysis

The channel analysis has shown that multiple fac-
tors within the mediating channels can influence
10. Additionally, the channels are used as no more
than a gate to send information, rather than a me-
diator. To identify reasons why these factors and
other factors might influence 10, this chapter will
focus on the organisation side of the process.
sSpecifically, it will focus on the organisation and
the information sent by it. Therefore, this chapter
aims at answering the following question:

How does the organisation create and send infor-
mation to crew and which factors in this process
could play a role in information overload?

The method will be explained briefly, after which
insights from the interviews will be discussed. The

Organisation

Information

v

Figure 5.1: Process of sending information to crew, with focus
on the organisation and their information

chapter will conclude with all factors identified and main insights.

5.1 Method

Interviews with IFS employees from different divisions were conducted to analyse and identify possible
factors influencing information overload. Although more departments than only IFS are able to send
crew messages through the main channels, the analysis is limited to the messages sent from IFS. This
division sends all messages through MyFlight, many messages for crew through NewsApp and emails
through Outlook. With that, they are expected to be responsible for the largest part of the messages.

The interviews were conducted with employees from the communication division, multiple employees
from the Cabin Products & Services Engineering division (P6S) and multiple employees working for the
Business Development division (see figure 5.1). See page 21 for more information, as well as appendices
AO01 & AO3. In appendix 2.3, the insights from the interviews are summarised per division.
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5.2 Insights from the interviews

The interviews provided insights on different
topics, of which many are interrelated. In figure
5.3, an example of how topics are interrelated is
shown. This paragraph will discuss both insights
coming from the interviews and challenges of
employees shared during the interviews.

Multiple divisions within the IFS department
(fig. 5.2) are sending information to crew. Each
division can have multiple content editors
(trained on tone-of-voice), all using a differ-
ent process when constructing information.
Although not all of the editors have access to
all channels, the top 3 channels are often used
by multiple editors.

700 pony people con post updates in chan-
nels avadable

Though there is a dedicated communication
division (shown in fig. 5.2), their focus is solely
on ‘corporate communication’. Other than that,
only Product & Services has a dedicated com-
munication employee who governs messages.
According to employees, this lack of govern-
ance of the channels and information has led to
too many people being able to post messages.
Subsequently, it led to e.g. poor timing of mes-
sages sent by different divisions. As an exam-
ple, they state that the lack of governance has
led to moments where for example 60 updates
were posted in MyFlight in one day.

Where do we post certain infornation?

Messages written by the content editors are
sometimes sent through multiple channels, es-

pecially when these editors perceive them to
be important. Employees similarly state they do
not always know where to post what kind of
information, as they feel like the boundaries be-
tween ‘need to know' and 'nice to know' chan-
nels and information are blurred.

It shows that they identify the channel selec-
tion as being ambiguous and suffer from CO.
Ambiguity of channel selection leads to wrongly
selected channels for messages or reptition of
messages in different channels (see appendix
2.1 & 2.2 for examples).

Sonne want o lof of infornation, others don?
Whatdo I do? I will just postall infornation

Insecurity about how much crew want to know
sometimes leads to employees posting all infor-
mation available. Since there is no data collect-
ed digitally about the use of the information by
crew, the opportunity to make their messages
more crew-centred is missed.

All'in all, many people in different divisions send
messages to crew, through various channels.
This makes the quantity of information high, the
variation in messages large and timing poor. The
process of constructing messages varies and
content strategies are not in place. This creates
irrelevant, repetitive (high quantity) and ambig-
uous information and increases the ambiguity
of channels. In conclusion, the current system,
or lack of system (governance), is increasing 10,
similar to the design of the organisation. It has
made the employees suffer from CO.

IFS

EXECUTIVE
VICE PRESIDENT

O

SHERLOCK

MANAGEMENT
UmAN ASSISTANT
RESOURCES — T FINANCE
COMMUNICATION =g SRFETYE
Corporate communication, directly in Training, synchronisation information
connection to executives floor and onboard etc.
|| ||
CABIN PRODUCTS & INFLIGHT CABIN CREW
SERVICE ENGINEERING RETAIL & MEDIA MANAGEMENT
Trays, cups, packaging Webshop, paid upgrades Crew management, feedback, training
| | | |
NETWORK BUSINESS PLANNING & CREW
SUPPLY MANAGER DEVELOPMENT ASSIGNMENT SERVICE HUB

purchasing, close collaboration
with product department. Delivery of goods.

Innovation, larger projects

Engagement, digital landscape, crew. Crew notifications during flight

Figure 5.2: Organogram of inflight services

with the introduction of summer-schedules, we

had 60 updates because it was posted at the

same time as the migration. Namely, the end of
the month

| don't check whether crew has read the
message. Sometimes | hear something
through tripreports

Some want a lot of
information, others don't.
What do | do? | will just
post all information

What kind of information do |
post, and what don't I?

What type of information does crew
want? And what not?

Employee insights

Figure 5.3: Insights from IFS employee interviews, clustered by main theme

Request Systems crew, migration to OnePortal

Contact point for crew in crew center,
Seamless journey flow management

Updates about larger
projects are posted in
multiple channels

Too many people can
post updates in channels
available

Where do we post
certain information?
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Organisational Design,

5.3 Concluding Organisation
Analysis

The main question of this chapter is: How does the organisation create and send information
to crew and which factors in this process could play a role in information overload?

From the organisation analysis it can be concluded that many of the factors found in the literature
research are involved in the process of the organisation constructing and sending information (see
figure 5.4). Factors such as ambiguity and quantity play a large role, as well as lack of knowledge
about what is relevant for the user. Not only does it create |0 among cabin crew, it seems that the
individuals within the organisation creating the information do not know where to post what and
suffer from CO themselves (see figure 5.4)

However, one other factor that was not apparent in the literature research but does seem to
play a role is the ‘user-centricity’ of the organisation. Or rather, the lack of user-centricity: The
content editors within the organisation mostly wonder where and how to send information,
implying that information is purely pushed to cabin crew. Information at all times seems to
be a one way stream, in which the organisation pushes information through one channel
or multiple channels, hoping crew will see and read it. Thus, the mediating channels serve
as a virtual border between the organisation and crew, with the organisation pushing the
information across the border. This leaves little space for the cabin crew to manage their
own information.

Organisation -
colleagues, systems

Ambiquity, relevance

quantity Information —
CcO
ORGANISATION - 0
Quantity, ambiguity — sssssssssnnnm N\edlatln channels -
INDIVIDUAL
co

Available time > Cabin Crew — —

Figure 5.4: Factors playing a role in each phase, identified after the organisation analysis.

06 Crew Analysis

The organisation often recognizes the IO crew per-
ceives. However, when asking the business manager
or employees for proof of messages not being read
due to Ol or other detrimental effects, they seem to
not have noticed such specific effects (see appen- Information
dix A03). To find out whether crew indeed suffers
from 10 and CO, interviews with crew were conduct-

omaion
' 0
ed and secondary data was analysed. This chapter O Mediating channels 1B
e

Organisation

focuses on the findings coming from the analyses |
and aims at answering the following question: How
does crew experience information overload and
which factors could be identified playing a role in Cabin Crew
information overload?

Figure 6.1: Process of sending information to crew, with

The chapter starts with explaining the methods (- < o the cabin crew

Used, after which the insights from secondary data
and the interviews will be Discussed. The chapter closes the main conclusion.

6.1 Method

As mentioned in chapter 4, user-research within KLM has been conducted in relation to the crew
iPad, apps and information crew receives. Research stems from 2017 to 2019 and was conducted by
either KLM, Valsplat or for example IBM and Apple (see appendix C). A total of 5 different sources were
used, of which the research of Valsplat in appendix C05, CO8 & CO9 are considered to be important
(see appendix 3.6 for an explanation about this research. In appendix A01, all secondary information
is clustered by topic.

After clustering the information, interviews with cabin crew were conducted at the crew centre. The
cabin crew interviewed were chosen randomly (n=14) and the duration of the interviews ranged from
5 minutes to 20 minutes. High variance in time was due to the fact that they were preparing for their
flight and had to leave in time for crew briefing. All interviewees agreed to participate in the interview
ON an anonymous basis.

The interviews focused on finding repetition between what was found in the secondary research data
in order to increase validity. Two test interviews were done and two larger groups were interviewed.
For each of the two groups, separate guides were used after learnings from the first set were drawn.
All interviews and guides can be found in appendix AOT and in appendix A02 the clustered information
from the interviews is added.
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6.3 Insights from analysis

Information topics found in secondary data (see
appendix A01) seem interrelated. E.g. what crew
mention as being ‘a lot of information’ is often
mentioned in relation to 'sent through many
channels’. Similarly, ‘ambiguity about what is
nice to know and need to know information’ is
mentioned in relation to ‘not knowing whether
I'm up to date' This is not only comparable to
what was found in the organisation analysis, but
also what was found in the interviews with crew.
All the insights from cabin crew can be catego-
rized by each of the 3 topics shown in fig. 6.1
and therefore the topics will be discussed one
by one.

Content

In relation to content, cabin crew mention the
quantity of information being too high and that
the information is sometimes clustered by or-
ganisation instead of by rank or destination (e.q.
crew-centered). Additionally, they sometimes
find information irrelevant and wish for more
personalisation. At the same time, others have a
fear of missing out and therefore never actively
filter information (management ability).

Mediating channels

Cabin crew find that the quantity of the chan-
nels is too high, with unclear boundaries in
content leading to ambiguity. The fact that in-

formation can be found in multiple channels
decreases relevance and validity. Also, be-
cause of the high quantity of channels, they
sometimes simply forget to open an app or are
unable to recall where information was found
(see appendix 4.2). Additionally, they mention
channels are not adjusted to their context or
tasks. All of the above causes them to feel like
they are not optimally prepared for their flight.

Cabin Crew

Cabin crew further mention that information is
designed for people who spend days behind
their computer. Remarks range from content
not being visual enough, to being too high in
quantity. Additionally, crew mention the mak-
ing of screenshots as a coping strateqy to
deal with 10. Other secondary effects are men-
tioned, such as 'not knowing whether I'm up
to date”, as well as not trusting (uncertainty)
sources. Crew sometimes doubt whether ru-
mours heard are true or whether it has actu-
ally been posted in one of the channels. The
search options in the applications do not work
optimally, making it hard to verify their doubts.

All of the factors identified leads to crew feel-
ing pressured to read all information (even at
home) and are unable to manage it in the time
available.

Figure 6.2: Insights from crew interviews, clustered by main theme

"Am | supposed to check the updates
every day? That would be my free time.
(..) I do feel like KLM expects me to do

it in my free time"

"Especially in comparison

“information is often posted
twice in different channels, it
spreads”

"I don't know what
to find in which app

6.4 Concluding Crew Analysis

This chapter is aiming at answering the following question: How does crew experience informa-
tion overload and which factors could be identified playing a role in information overload?

Both the interviews and the secondary research show that the number of factors that play a role
is large. Factors range from the quantity of channels and information being too high, to feeling
pressured to read all information (even in personal time). Many of the identified factors in figure
6.3 show that CO and IO is definitely occurring among cabin crew. Other issues are mentioned as
well, making it a complex problem.

An important issue mentioned by crew is desire of feeling prepared and the wish for per-

sonalisation. They seem to feel pressured by the amount of information being pushed by
the organisation, thus are scared to miss information. Turning this around, the cabin crew
seem to wish for the organisation to stop pushing information, and instead let them
be in control of the information (which is in concordance with the future vision of
IFS). This would mean they wish to “pull” information, in order to manage infor-
mation and channels themselves. As visualised by the dotted lines in figure 6.3, they want
personalised information and being able to personalise it themselves. Therefore, the mediating
channels are shaped in a reversed funnel (blue dotted line), where information only comes in and
gets pulled out based on the crew and their wishes.

All'in all it can be stated that cabin crew need to be in charge (pull) of more user-centred

information and need help in feeling up to date. All aiming at being optimally enabled to
do their job with a sense of being in control and up to date.

Figure 6.3: Factors identified in the crew analysis

Organisation

to other colleagues, it can | don't emb o CcO
be hard to find your way. & whererﬁn\}vas < - Amb'gtu'.t\/t' relevarﬁe Information —
_ ; mplexi ncertain nti
In some age-categories, mentioned” complexity, uncertainty, quantity
people really struggle . :
.| Y.
"I don't fly 747's, but | "I consider NewsApp o
do get the information. as ‘need to know, Quantity, ambiguity, __, ... - = 0
Same goes for business although I know it's management ability |
class and ‘kader" classified as ‘nice to : :
Know™.
co
Coping strategies, personal factors,
processing capacity, available time, ——»| Cabin Crew — —

“Today | had 5 updates about changes in products. I'm
not interested in it. I'll just see it on board"

task parameters, perceived pressures
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Over the past years, KLM has gone through multiple digital transformations. From physical mailboxes
with a channel strategy consisting of 3 main sources of information, to a new digital strategy with the
crew iPad as their main source. Although strategies were in place initially, the current transitional phase
has caused information to be sent through many digital and conventional channels. What is commu-
nicated is perceived as being overwhelming, and navigation through the channels is hard. It has made Cabin Crew Organisation
them suffer from 10 and CO (see figure 7.1). The goal of the SHERLOCK phase was to find out what fac-
tors influence 10. The main insights of this chapter will be taken to the next phase, in which the design
challenge will be defined.

Literature Review

Literature research has shown that within the process of sending information, information is initially
created by an individual in the organisation. I0 can therefore be influenced at the source by organisa-
tional factors (e.g. organisational system design), as well as factors caused by the individual within the
organisation. In the case of KLM, information is often sent through mediating channels, e.g. many appli-
cations on the iPad or paper forms. CO occurs at the mediating channels level and thereby influences
the |0 felt on cabin crew level.

Technology Context

Organisational design,

colleagues, systems > Organisation

Mediating Channel Analysis

The channel analysis shows that many factors on a mediating channel level influence 10 and CO. Ad-
d|t|on§||y, the analyss shows thgt the medlatlng chanqels act as a gat.e, rather than a medla.tor, Ambiguity, novelty, relevance, validity :
enabling and causing the organisation to send information through multiple gates at the same time. complexity, uncertainty, quantity ~—> Information
Little filtering and personalisation functionality decreases the mediating functionality of the channels.

organisation Analysis
Not only did the organisational analysis show that many factors influence 10 and CO, but also the fact Quantity, ambiguity, -

that the organisation mostly uses a 'push’ strategy. A lack of user-centricity and governance on the management ability —> g Channels
channels has made mediating channels more of a gate that serves as boundary between the organ-
isation and cabin crew, rather than a smart communication and information system.

. Coping strategies, personal factors,
Crew analysis processing capacity,available time, —» Cabin Crew
For crew, factors in the process of sending information, summarized in figure 7.1, cause 10 and CO. With task parameters, perceived pressures

complaints about not feeling up to date and dealing with ambiguity between different channels
and |nformatlon the Drob|em |S Complex Most |mportant|\/ howe\/er |S the fact that the |nformat|on |s FlgUfe 7.1: Summarisation of factors identified as inf’Uenciﬂg information overload among crew, ad}USted from JaCkSOﬂ & Farzaneh (2012)
pushed to crew in an organisation-centred way, rather than a crew centred way where crew is
in control and can manage information themselves.

MAIN INSIGHTS - THE PROBLEM

While the organisation pushes all information, cabin crew complain about feeling pressured to read all
information. At the same time, they perceive information as being irrelevant and sent in high quanti-
ties. With a difference in interests and needs, their wish is for a pull of information based on their
needs, while the organisation pushes information it feels is needed.
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Defining
The
CHALLENGE

In this phase, the problem will be trans-
lated into a design challenge. This phase
has more convergent characteristics, and
uses information and research to focus
on a specific challenge.

To define the challenge, the overaching
topics in the occurance of 10 will be dis-
cussed. This will give more information
about the strategic context of the chal-
lenge and will help define the challenge.
The chapter will close with the design
Criteria.
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08 Overaching topics &

Strateqic Fit

In the previous phases, factors that can
influence the perception of 10 and CO in
the process of sending information were
identified. However, the overaching factors
have not yet been discussed.

These factors (cabin crew, organisation,
technology, context) will be analysed to
define how to strategically fit the solution
within the company. According to Quirke
(2017), a misfit between the organisational
strategy and the communication strategy
causes information to be incoherent, which
makes it hard for front-line staff to under-
stand the information and thus consume it
in a healthy and understandable way. Simi-
larly, Quirke (2017) states that ‘medium is
the message’ does not work in these in-
coherent environments because it will lead
to the medium consuming the message. In
case of KLM, cabin crew are their front-line
staff and therefore need to devote their at-
tention to service, safety and passengers,
rather than the information they need to
consume through many channels. Therefo-
re, it is important to design a solution that
fits the organisational strategy and avoid
incoherence.

For that reason, this chapter will discuss
required and desired strategies for cabin
crew, the organisational strategies, impor-
tant contextual requirements and techno-
logical needs. The chapter will conclude
with a strategic fit for the solution.

Target group Strategies

Ccompass

Cabin Crew Organisation o

Technology Context

. ourne
AS is / Y

Figure 8.1: The 4 overarching themes that will be analysed and
topics related to these themes.

8.1 PERSON: CA1 & CA2

KLM has close to 10.000 cabin crew, varying in
age from around 20 to 60 years old and having
many different kinds of education levels and
interests. To limit the variety, the focus lies on
Cabin Attendant 1 (CA1) and Cabin Attendant 2
(CA2) (see appendix 1.3). Their tasks on board
are similar, so are their tools used and they
represent the largest group. CA1 and CA2 have
also had less training than pursers and sen-
ior pursers and are therefore considered less
trained in dealing with information (see ap-
pendix 1.3). Creating a solution for less skilled
ensures the fit for more the more skilled.

Over the course of the years, Valsplat has
done research into needs of cabin crew (see
appendix C04, CO5, C08, CO9). They have re-
cently defined general design principles and
user needs for crew on a wide range of topics.
These principles and needs are considered im-
portant by IFS, and therefore need to be taken
into account in this thesis. All findings can be
found in appendix CO9, below the principles
and needs important for this thesis are shown.

DESIGN PRINCIPLES

0 Be proactive and personally
relevant
Be consistent & centralise in-
formation
Give guidance, do not

dictate

Involve crew and be
transparent

Save time and attention,
digitise smartly

Respect free time, only disturb
when necessary.

ELEMENTAL NEEDS

@® \work confidently & autono-
mously

@® reel acknowledged for my work
@ Balance personal and profession-
al life

8.2 ORGANISATION

Over the years, KLM has become an interna-
tionally renowned airline, known for their fo-
cus on customer experiences and high levels
of service. Fitting that is the brand purpose
"Moving your world by creating memorable ex-
periences”, with the ambition to become the
most customer centric, innovative and efficient
Furopean Network carrier. As competition is
high, maintaining a strong brand purpose and
image is crucial to keep competitive advantage
(Wood, 2000).

KLM Compass

To make sure the brand is grounded on all
levels of the organisation, it is translated into
the KLM Compass (see appendix 1.1). Next to
the main purpose and ambitions, the compass
shows goals, one of which is ‘optimal staff be-
haviour. KLM wants to make staff feel ‘| am
the best of me', and them to reach out’, 'take
ownership, '‘be competent” and ‘go further'.

To enable staff, KLM aims to provide the opti-
mal working climate and make to think | ‘feel
appreciated’, ‘am empowered’, 'feel enabled’
and ‘feel encouraged'.

IFS and their goals

The compass is used by IFS to define part of
their quarterly goals in an OGSM (objectives,
goals, strategies, measures). With the cabin
crew being the main face of KLM, they play
a large role in creating those memorable ex-
periences. The importance of actually making
them feel "I am the best of me" and creating
the optimal working climate are therefore im-
portant goals of IFS. This increases the need
to make the solution fit the compass.

FITTING THE COMPASS

To make sure the solution strategically
fits within the company, it needs to fit
the compass' goals.

CHALLENGE




8.3 TECHNOLOGY

From the ‘mediating channel analysis’ it has
become clear that the current technological
tools fail to achieve one of their purposes.

IBM and Apple are currently working on devel-
oping a vision on the iPad in general and de-
fine recommendations on improving the digital
landscape. Their advise ranges from changes
in architecture, to improving governance. To
not interfere with their research and recom-
mendations, the current technology will be
taken ‘as is’.

Additionally, the wish of IFS is to take a more
future-mindeed approach and to become fu-
ture proof. For that reason, a more future mind-
ed approach will be taken in relation to tech-
nologies.

CURRENT TECHNOLOGY

will be taken as is, and a more fu-
ture minded approach is taken.

8.4 EXTERNAL FACTORS: CREW CON-
TEXT

One of the most important themes is the crew
context since their operating environment is
significantly more variable than for example
that of an office worker. For cabin crew, the
environment can differ from being at home to
flying. All these contextual factors influence
the way they receive, retrieve and read infor-
mation. Similarly, their need for specific types
of information differs in each stage of the jour-
ney.

For that reason, the journey of crew is mapped.
In appendix 3.1 methods used and the full pro-
cess can be found, in appendix E10 the full
crew journey. The journey for this thesis only
includes pains and gains related to information
and 0.

Cabin crew journey - pain & gains

Looking at pains in the journey in figure 8.2,
the amount of pains related to the need to
prepare work at home is significant. Starting at
home, they are not sure whether they are up
to date, while an increasing amount of KLM-re-
lated activities take up their personal life (see
figure 8.2). Similarly, the number of touchpoints
used at home are by far the largest compared
to other phases of the journey.

Additionally, those pains that do take place in
flight are often related to insufficient prepa-
ration beforehand or lack of time. Also, cabin
crew notice that colleagues are not up to date.
This can make them doubt whether they mis-
read or the colleagues relay just rumours.

CREW CONTEXT

All in all, a lot of pressure is put
on the phases at home and before

the flight. Cabin crew do not feel
up to date. The solution should not
increase the pressure and prefer-
ably reduce it.

w
z
Q
=
v
<

TOUCH

Many touchpoints at
home

Lack of info and
time to answer
pax questions

Increasing amount of KLM
activities taking up personal
life.

Not knowing whether they
know they're up to date

Too many channels and they
need to check information at
home to prepare well enough.

Working with col-
leagues that are not
up to date

Frustrates crew and
makes them wonder
what are facts and
what are rumours.

Figure 8.2: Journey map with information-related pains and other insights.

Many touchpoints
at home

Spending a lot of

time trying to find
information
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8.5 Concluding Overaching Factors

The overaching factors were analysed to make sure the solution will strategically fit within the organ-
[sation. Additionally, a misfit between the organisational strategy and communication strategy needs
to be avoided so findings of each of the factors therefore need to be taken into account when going
into the design phase.

Cabin Crew: CA1 & CA2

CA1 & CA2 have a need for a more autonomous way of working, with quidance but no dictation. Sim-
ilarly, in the future vision of IFS (see appendix 3.5 and chapter 1.1) cabin crew work autonomously, get
support from IFS and IFS is a ‘future proof’ division. Looking at the current situation, the push strategy
of KLM does not seem to fit this vision. Crew want to pull information, work autonomously and manage
their own life. This again shows the need to change the current push-strategy of KLM into an
autonomous, guiding, pull-strategy for the crew information, while taking into account their
needs and principles found by Valsplat.

organisation: KLM compass

The KLM compass shows clear goals of KLM, and with that goals of IFS. Thus, the solution needs to fit
the compass. However, when looking deeper into the compass, on one side ‘creating an optimal work-
ing climate' is written in first person, while the optimal staff behaviour written in the imperative. This

despite Valsplat found that 'give guidance and do not dictate' is crucial for crew. It can be stated that in
the current situation, there already is a misfit between the organisational strategqy and communication
effort.

For that reason, before going into the design phase, it is recommended to adjust the KLM Compass to
be less imperative and more supportive of ‘optimal staff behaviour' (see appendix 3.7 for the adjusted
compass). It should convey the feeling that crew are already the best of them. ‘Reach out' is therefore
changed to ‘I reach out' and ‘take ownership’ to ‘I have ownership'. ‘Be competent’ implies they ac-
tively have to be competent, rather than them being competent already. Therefore ‘be competent’ is
changed to 'l am competent'. Lastly, ‘go further' is changed to ‘I go further'. This way, the compass
aims to them feel: 'l create those memorable experiences'.

Technology

In the future design, the current technologies and technological capabilities of KLM should be left out
of scope. This way, the solution will take a future minded approach and fills the need to fit the future
vision of IFS.

Context: Journey
The context of the current problem has shown that the pressure lies, for a big part, on the beginning
of the journey. The solution should therefore have the result of reducing this pressure.

09 Design challenge

Due to many factors involved in the process of sending and receiving information, crew suffer from
10 and CO. While the organisation uses the mediating channels as a gate to push information to crew,
crew feels overloaded, pressured and insecure about whether they have read what they should
read according to KLM.

Looking at the findings of chapter 8, pains in the journey, the information-related pains often take
place in the first phases of the journey. In order to reduce CO and IO, the focus must therefore lie
in the preparation phases before the flight. The proposed solution additionally needs to fit with
KLM as a brand (the newly prposed compass), their purpose and their ambition. Therefore, KLM as
a brand must follow a crew-centered approach, where crew 'pulls Information', works autonomously
and where guidance is key and dictation is history. Fitting the new compass and the aim of creating
the optimal working climate is the following challenge:

Making KLM cabin crew Feel Up To Date.

The deliverable of this thesis aims to provide a quideline for the organisation to make their information
delivery more crew-centered and future minded, leaving current technologies out of scope. The
design process will aim at understanding the exact problem and with that the needs of the cabin
crew in order to feel up to date. Followed by a DUMMY phase, the focus here lies on combining the
criteria with learnings from the prototypes into a framework guiding the organisation.

To design the guidelines and framework, the strategic principcles and previously lessons learned are
summarised in the design criteria in chapter 10.

™

CHALLENGE
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10 Design Criteria

These criteria need to be met in order to make crew feel up to date in a way that fits strategically
within the company, within the future vision and the needs of crew. The criteria are derived from the
elements identified in chapter 8, the SHERLOCK phase and the old and new compass. Summarising
the following criteria are leading:

MOVES FROM PUSH TO PULL

The guidelines need to focus on letting crew be in control. Instead of the current push
strategy, IFS needs to be quided in how to let crew decide what information to pull and with
that become crew-centered.

The solution guides the organisation into making information personally and con-
textually relevant for crew and takes the journey as a base.

The solution respects private life and therefore does not increase the pressure in
private life.

IS FUTURE PROOF

The guide lets go of the status quo. Current applications and technologies will not be
taken into account and focus lies on guiding the organisation into innovative solutions.

The solution fits within the future vision. Crew is for example considered an empathic
director and works autonomously.

Takes an outside in approach by learning from others, rather than taking solely the
airline industry into account.

GIVES GUIDANCE AND MOVES IFS AWWAY FROM DICTATION

The solution is focused on the new compass and needs to fit the elements ‘optimal
staff behavior' and ‘optimal work environment'. This way, the solution gets embedded
KLM wide and fits strategically.

The solution supports crew but does not tell them what to do. This means that crew
stays in control, but tools help them do their work and be the best of them.

The solution nudges them into using the solution, rather than pressured them into
using the tools. This way, quidance is given without dictation.
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The
MICKEY
Phase

In this MICKEY phase, possible design in-
terventions will be ideated and fitting hy-
potheses will be defined to find out what
possible interventions help crew in feel-
ing up to date.

The phase starts with analysing other in-
dustries and their strategies to reduce 10,
followed by the future vision. Ideas for the
solution are gathered in the concluding
chapter ‘learnings’, where hypotheses for
the LEGO-phase are defined.
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12 Relative World Analysis

How does an UBER driver stoy up to date?”

Blogs describe to how companies can reach
overloaded customers (Mulder, 2019) and how
to work more efficiently while suffering from
10 (Krol, 2019). There is even an Information
Overload Research Group dedicated to help-
ing all users reduce 10 (Bariff, 2019). Gathering
insights into how employees and individuals
outside of KL/ are kept up to date can help
solve problems for crew. For that reason, this
chapter will analyse different industries in a
relative world.

The first analysis focuses on industries where
significant amounts of information are availa-
ble and strategies are used to reduce 0. The
second analysis discuss strategies reducing 10
in areas where jobs consist of more or less

variable tasks and processes. These strate-
gies are used to ideate interventions for the
different contexts within a crew journey (e.q.
high amounts of information in the preparation
phase and rather linear tasks on board). The
analyses will help in designing for criteria 2.3
(see chapter 10). The insights from the real-
tice world will be translated into hypotheses
in chapter 15.

12.1 METHOD

The relative world analysis has an outside-in
perspective that uses more 'soft’-sources,
stemming from online websites and tools. It
analyses current cases and strategies. Addi-
tionally, it will mostly look at other fields than
the airline sector to provide an out-of-the-
box perspective.

12.2 Strategies reducing amounts of information
for the user

General Life

Slack IFS Google
s @ = @

Relative low # Relative high #

Figure 12.1: Companies dealing with large amounts of information

Many companies have to work with large amounts of information. Companies dealing with these large
amounts of information have strategies in place to reduce 10 for the users, of which Slack and Google
are examples. In relation to information IFS sends to cabin crew, Slack deals with less information per
user, while Google has to deal filtering with larger amounts. Since all information the users encounter
add up to their general life, general life is placed highest on the scale. Strategies in place for each of
the environments are discussed on the next page.

12.3 strategies reducing 10 in variable contexts

Picnic UBER Cabin Crew Military
e @ e @ [ ) @ ==
Lineair Context Variable Context

Figure 8.2: Users within companies for which strategies are designed to reduce IO.

In more process and task based jobs, there is no time for the user to go through large amounts of in-
formation. Specific tasks need to be done in order to reach the goal. When delivering orders, the task
is to deliver as many packages as possible on a day. All information needed to fulfil the task needs to
be at hand to keep the efficiency high. In some cases, employees are able to complete these tasks
without having a teamlead for support. To learn from these strategies and analyse how these can
support cabin crew, strategies for Picnic drivers, UBER drivers and military will shortly be discussed and
compared (see next page).

Picnic runners have relatively linear tasks, while that of an UBER driver is already slightly less variable.
On the other side, military has highly variable tasks and have to deal with large amounts of information
at the same time. All users are able to work autonomously and therefore strategies can be of use for
future information for cabin crew.
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Strategies - amount of information

Slack is a groupware software,
with the goal to make work life
simpler, more pleasant and more
productive. Especially in larger
companies, this software can re-
sult in a large amounts of infor-
mation available and with that in
IO. Slack has multiple strategies
trying to battle 10 (Woyke, 2017,
2018) and wants to become the
‘chief of staff' for each employee
that defines what they need to
read.

Use Al for recommendations
With a new department special-
ised in Ai, Slack wants to reduce
the ‘information avalanche'. They
want to give proactive alerts and
recommendations about what a
specific employee needs to read
or might be interested in. Essen-
tially, their goal is to create a
smart filter for each user (Woyke,
2017, 2018).

Use Al to improve search

Slack works on improving search
with the use of Al In collabora-
tion with industry-experts, the
system learns jargon and code
used within specific companies or
industries (Woyke, 2017, 2018).

Over the years, Google has had
to deal with growing amounts of
information. Google is able to fil-
ter the websites to what you are
looking for. With different strat-
egies, Google filters the infor-
mation and reduces 10. Next Al
becoming smarter, a main strat-
egy that has become popular in
marketing is Google's ‘micro-mo-
ments'-strategy.

Learn from others

With big data, Google is learning
from actions from others. Not only
do they learn what to show per
search, but also identify many
trends, needs, pains and many
opportunities to tap into.

Artifical Intelligence learning
from Al

Google's artificial intelligence has
become sufficiently smart that the
Al can almost function on its own
(Simonite, 2018). It is used now as
a way to smartly filter information
and to learn from searches, users
and itself.

Micro moments: Show the right
content, at the right time and
the right place.

Micro-moments stem from search
trends in which people search
more often in terms like restau-
rants near me'. These are search-
es done in a context where quick
responses are needed. Therefore,
their strateqy is 'be quick, be rele-
vant, be there' (see appendix 3.4
for more information).

The information we receive in
general life, coming from for ex-
ample social media and newpa-
pers, adds up to information re-
trieved via Google or received
during work. Many strategies are
proposed by bloggers and arti-
cles, teaching us how to reduce
the load and advises to take time
off when possible.

Don't Multitask

The advice is to do single tasks
and avoid multi-tasking. This
helps focus on a singular topic,
discarding all information that is
not needed for the single task
(Tunikova, 2018).

unplug for a few hours

Multiple sources (Roetzel, 2018;
Tunikova, 2018) say it is important
to unplug for multiple hours. Al-
though the sources are soft and
therefore less reliable, the ability
to 'check out' and relax seems
an effective way to reduce the
perceived overload. Linking this
to the time pressure identified in
literature as a factor increasing
overload, 'unplugging’ might in-
deed have an opposite effect.

Strateqgies - variable contexts

Picnic delivers online groceries
at your door. The runner needs
to deliver the groceries in time
with help from runner-app. The
appp helps navigating and gives
information per task. Picnic has
designed the app in co-creation
with their runners, having multiple
strategies in place to make sure
runner can to the job the way
Picnic wants them to.

Focus on task at hand, give
task based contextualised in-
formation

With tasks being, lineair and repti-
tivem, Picnic focuses on providing
the information needed for each
task specifically. This reduces the
cognitive load and time needed
(Viet, 2017).

Use visual representations
Visual representations: Instead
of talking code or text, the app
works with visual representations.
This makes the runner able to im-
mediately recognize information
provided (Viet, 2017).

Give feedback

By providing feedback about
achievements, Picnic wants to
make the job less tedious. Ad-
ditionally, it makes it more clear
when specific tasks are fulfilled
(Viet, 2017).

Tailor trip to level of experience
By tailoring the trip to their level
of experience and adjusting infor-
mation needed, the process be-
comes more efficient (Viet, 2017).

AN UBER driver has no direct
teamleader, but is still able to
do the job UBER wants him to.
The app provides all information
for the driver to be up to date,
as well as incentives to work as
well as possible. Additionally, the
app is always used when driving,
making it important to consider
the context. The user- setting is
slightly more variable than a Pic-
nic Runner, but still rather linear.
To make sure the UBER driver
knows what to do, when to do it
and how, many tests have been
done to define needs and many
strategies are in place.

Help define 'what's next'

Since UBER drivers are a con-
secutive set of passengers, their
main focus lies on ‘what's next'.
This helps them alleviate stress
and makes the drivers feel pre-
pared (Thence, 2018, Wachsman,
2017).

Glanceability & Tappability:
3-foot-1-second

Drivers have a short amount of
time to look at the screen and
from a distance. Therefore, all in-
formation needs to be essential
to what they need at that mo-
ment, and minimized to be reada-
ble in a few seconds. Their strat-
eqy is '3-foot-1-second"’ in all of
their designs and the main ques-
tion during navigation is “what is
the essential information that the
user needs right now?" (Wachs-
man, 2017).

The military is the most complext
out of the three. 10 has been a
problem for years and research-
es have been done to find out
best ways to train them. Similarly,
Al is being developed to reduce
the large amounts of information.
Their main goal is to let military
make the decisions, but making it
easier for them to make the right
ones at the right time, at the right
place.

Use Al to process raw info
The army wants to use Al to pro-
cess raw information. This way,
the soldier has more time to make
the decisions based on the infor-
mation provided (Axe, 2018).

Use Al to avoid overload

The US army is also using Al to
learn when sensory overload
happens. Consequently, Al can
help them with providing the right
information at the right time (Ro-
bitzski, 2018).

Mind fitness training

(Dutch Defence Press, nd.; Shan-
ker & Richtel, 2011):

Apart from many digital devel-
opments, the US army is test-
ing mindfulness based mind-fit-
ness training. It aims at helping
the soldiers battling information
overload by forcing them into
information overload and at the
same time training them on mul-
titasking.
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13 Future Vision: Information

To make sure the design is ‘Teady for the future’ (criteria 2 in chapter 10) the design needs to fit the
future vision. Many of the topics in the vision of IFS are related to making the cabin crew feel up to date
(see appendix 3.5). Topics like ‘contextualised information’, real-time information’ and ‘personalisation’
are recurring in the vision. Additional themes were identified in an additional future visioning session
that were not specifically mentioned in the IFS vision were added, and all are summarised below. Sub-
sequently, these insights will also be combined into hypotheses in chapter 14.

14 Concluding MICKEY

Learnings can be drawn from what is found in the future vision, as well as the relative world
analysis. To summarise the insights, the themes are plotted in the journey phases ‘home’, ‘prepa-
ration’ and ‘flight’. This is done to create a separation between processes that need to be
managed at home, processes that need to be managed during preparation for a specific flight
and processes that take place in flight. Each learning is paired with a hypotheses, which will
subsequently be used to design Minimal Viable Products (MVP's, see chapter 15) that need to
be tested in the following LEGO-phase.

METHODS FOR FUTURE VISION

The IFS future vision was created in multiple creative & future visioning sessions with cabin crew, office
employees and management. The sessions used contextmapping theories (Sanders & Stappers, 2013)
and journeymapping theories (Kalbach, 2016). To make sure the themes that are related to 'feeling
up to date’ found in the IFS future vision are actually what crew wish for, an add additional, validating
ideation session focusing on ‘feeling up to date’ was conducted with 4 cabin crew members (see ap-
pendix 3.1 & 3.2). Next to the ideation session, the ideas and themes from a digital workshop are added.

LEARNINGS & HYPOTHESES
The learnings are summarised in figure 14.1. Each learning additionally shows the origin, e.q. fu-
ture vision or one of the relative world strategies.

Fight

@ Cive the ability to unplug when not @ Provide crew with an overview to @ Provide crew with task based,
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PERSONALISED
Crew want to be
treated as a person
instead of a number
and receive content
based on their pref-
erences and behav-
iour.

Al can be used to
gather data and to
smartly help crew and
the organisation to
filter information and
learn from others.

REVIEWS
Crew wishes to receive
recommendations from
KLM and other cabin
crew members on what
to read.

0 0 0

VOICE, GESTURE,
VISION

Crew is looking for ways

to use their iPad with-
out having to open it.
Voice control is often
mentioned, as well as
Google-glasses.

OVERVIEW
A clear overview per
flight with very limited
information is desired.
Crew want 1 channe),
with the ability to find
all background info at
all times.

FEEDBACK BASED
Crew is desiring
feedback from KLM
on whether they
have read what they
should. However, it
should not lead to
performance evalu-
ation.

LEARN BY DOING
Crew say their work is
very routine-based. In
flight and that they do
not have time to read
information. They need
to learn new tasks by
routine and short re-

minders.

CONTEXTUALISED
On of the main
themes in the vision
of IFS is contextu-
alisation. Crew want
their environment to
become smarter and
taken into account in
their tools.

Figure 14.1: sSummary of strategies that could help CAT and CA2 to being

working, by giving a clear overview
of what to read when (general life,
future vision).

H1: If crew get a personalised
overview about what to read
when, they feel more up to date.

Give the ability to unplug when not
working, by giving the ability to
move updates to a later moment
(general life, future vision).

H2: If crew have the ability to
postpone reading information,
they feel more up to date.

Give an overview of what is next to
reduce pressure off of home (future
vision, Picnic, UBER).

H3: If crew receive contextualised
information, they feel more up to
date.

help them prepare for the flight and
know what to read and when to
read it.

H1: If crew get a personalised
overview about what to read
when, they feel more up to date.

Provide crew with feedback to help
them know their status and progress
(Picnic).

Ha: If crew receive feedback
about their current status, they
feel more up to date.

Provide crew with contextualised
and personalised information, rather
than general information (future
vision, Picnic)

H3: If crew get a personalised
overview about what to read
when, they feel more up to date.

contextualised reminders of updates
in flight, to help them in remembering
all changes (Picnic, uber, future
vision).

H5: If crew receive task based,
contextualised information, they
feel more up to date.

Increase the ability to search for
information in flight in a micro
moment, to let them check facts
(Google, future vision, Al).

Hé: If crew is able to search in one
channel for all information on a
micro-moment base, they feel
more up to date.

Increase  the glanceability and
3-foot-1-second rule by giving more
visual support.

H7: If crew receive contextualised
visual support, they feel more up
to date.

up to date, with additional hypotheses..

ORDER IN WHICH HYPOTHESES NEED TO BE TESTED IN LEGO PHASE:

H1:

H3:

Ha:

H5:
H7:

The first test will solely focus on providing the overview of updates in channels. An over-
view is often mentioned as being wished for. By testing solely and overview and not yet
‘personalisation, the test will validate one element at a time. Personalisation will be tested
in a later stage.

Will be tested in flight to clearly separate needs that relate to task based information from
needs in relation to an overview.

A simple feedback-bar will be tested to find out whether giving feedback really helps, or
whether crew longs for a different kind of feedback.

This will be combined with H3 and tested in flight.

This will be tested in flight during their work, to see if this helps crew in feeling up to date.

MOVE TO DUMMY PHASE:

H2:

Hé6:

This requires a more complex bummy design, rather than a LEGO-MVP and will be post-
poned to testing in the dummy phase.
Searching information currently is very hard to test. It is expected that insights from the
other tests will prove this hypothesis.
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The
LEGO
Phase

In the LEGO phase, insights from
the MICKEY phase will be used as
a guide for the tests. The chap-
ter will start with introducing the
LEGO phase. Secondly, each test
(MVP) will be discussed. The chap-
ter will close with main findings
that will define the first DUMMY in
the DUMMY phase.
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15 Introduction to
MVP-testing

The MICKEY-phase showed that crew desire a wide range of solutions to feel more up to date. Some
of the solutions are interrelated, making it hard to know why crew wants specific elements. There might
also be an underlying need that is latent because of the complexity of the digital environment. In order
to define the (latent) needs and validate the future vision and strategies found, this phase will focus
on developing simple interventions. The main goal is to find out what interventions can make cabin
crew feel up to date.

15.1 METHOD

To save time, money and materials, a lean approach will be taken in which minimal viable products
(MVP's) are used. This process follows a 'built, measure, learn’ approach (Ries, n.d.) in which tests are
kept as minimal as possible. This way of testing does not look at whether the product can be built,
rather whether it should be built (Ries, n.d.). Similarly, for this specific project, it is almost certain that the
future-minded product designs cannot be built in the current environment. Rather, we want to know
whether they should start building the solutions.

In figure 15.1, an overview of the process and MVP's tested can be found. MVP 1, 2 and 3 were shown
to crew, followed by a more qualitative interview with around 10 CA1 and CA2's each Time. This way,
the learning-opportunities were maximised (see guide and interview results in appendix A04). MVP
3 and 4 were designed and discussed during an observational and immersive flight and tested with
around 4 cabin crew members in flight. This way, the in flight context was considered from the start
of the design (Stappers & Sleeswijk Visser, 2013). These MVP's were shown on a screen and adjusted
together with cabin crew (see appendix 4.2).

As recommended by Gert Hans Berghuis during a Hypothesis Testing Masterclass, this thesis will follow
a similar order to what 'Strategyzer’ uses in their learning cards (Strategyzer, 2015) to test hypotheses
in a structured way:
We believed that.. (followed by a hypothesis).
Recap: What strategies from the MICKEY phase are applied? (Description of the test and strategies or future themes)
We observed/heard that.. (followed by main observations or quotes)
From that we learned that.. (followed by main learnings and insights).

If cabin crew have an

overview of all themselves about

updates, they feel updates, they feel
more up to date more up to date

If cabin crew can quiz What is the inflight If cabin crew received
process like and how contextualised visual
does this influence support, they feel

‘feeling up to date? more up to date

Ideation

secsion observe® MVP4 | mMmvpPs @

If cabin crew receives
task based, contextu-

If cabin crew receives
feedback, they feel

more up to date How can we make alised reminders of
cabin crew feel more updates, they feel
up to date considering more up to date

what we've learned?

Figure 15.1: The process of the LEGO-phase, showing all hypotheses tested in each step or questions for the ideation session.

UPDATES Cabin Crew

Newsapp
CEO Message
Nieuw in crew destination information
Ebola in Democratisch Republiek Congo

Luchtruim pakistan weer open

MyFlight

Nieuwe Dessertservice ICA

Nieuwe Theeleverancier
Mail

FSSM update

Vakbond wijzigingen

DocSurf

Nieuwe FSSM te downloaden

Nieuw crew bulletin

MVP ]

15.2 MVVP1, Hypothesis 1

WE BELIEVED THAT...
If crew get an overview about what to read when, they feel
more up to date.

Since cabin crew often mentions the wish for having 1 channel and
more overview, this MVP tries to find out if there is an underlying
need or reason, or whether they actually wish for a simple overview.
The MVP-design included the current channels to increase the ability
for crew to imagine the usefulness of the solution

Recap: What strategies from the MICKEY phase are applied?

®© O

Overview unplug
(Future vision)  (general life - Relative world)

WE HEARD THAT... (N=10)

"Good, but needs navigation to specific channel”

“Makes reading in flight easier”

Often a wish for personalisation and contextualisation to minimise
the amount of updates mentioned.

Sometimes, showing the overview also leads to a wish for adding
reminders and push-messages if information stays unread when crew
are about to fly or just to remind themselves.

Risk of it feeling like ‘another’ channel.

FROM THAT WE LEARNED THAT...

Cabin crew is very positive about this MVP. However, they always
mention secondary needs. Personalisation, contextualisation and
push-messages show for a possible difference in needs per phase
in the journey, flight and per cabin crew member.

MVP2 MVP53

)

LEGO

Ideatior
session
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15.3 MVVP2, Hypothesis 4

You are 30%
up to date

ldeation
session

WE BELIEVED THAT...
If crew receive feedback about their current status, they feel
more up to date.

To find out whether cabin crew feels up to date or not because they
cannot check whether they are, this MVP tests if providing them with
feedback helps them in feeling up to date. This specific element has
been chosen since it is mentioned in the future vision and is a strat-
eqgy used by Picnic.

Recap: What strategies from the MICKEY phase are applied?

@ @

Personalisation Feedback
(Future vision)  (Future vision & Picnic - Relative world)

WE HEARD THAT... (N=10)

"Helps knowing my current status”.

"Needs to subsequently give overview of what has to be read in
order to reach a 100%".

Sometimes leads to need to easily find information back.

Sometimes leads to wish for reminders and push-messages.

FROM THAT WE LEARNED THAT...

Feedback seems to help crew, but always is secondary to the initial
problem. Many other solutions are needed first, making this solution
less urgent. Noticeable is that they refer back to having overview,
as well as wanting to find information back (at a later moment) and
receive reminders. Again, this might mean there is a difference in
needs per phase in the journey and per cabin crew member, as
well as the need to search for information easily.

)2

15.4 MVP3: quiz yourself

Welke update was deze week gepost?

[ A. Nieuwe Theeleverancier ]

B. Nieuwe DocSurf app

D. Nieuwe Crew Bulletin

[ C. Aanpassing Galley

)
)
J

MVP3

WE BELIEVED THAT...

This MVP tests whether it helped if crew can quiz themselves as a
form of feedback. For this MVP, no specific hypothesis was formulat-
ed. More so, the goal is to find out whether crew wants to test their
knowledge, rather than receiving feedback about being up to date.
This way we can find out whether the problem is not 'knowing' the
information, rather than having read’ the information.

Recap: What strategies from the MICKEY phase are applied?

Feedback
(Future vision &
picnic - Relative world)

WE HEARD THAT... (N=10)

Sometimes cabin crew mention they need it because they lost over-
view over all channels and information.

Multiple times it has been mentioned that it cannot be a performance
check, showing they are scared to be evaluated through apps.
Crew find it childish and feel like they don't need a check like this.

It feels like ‘another’ app.

FROM THAT WE LEARNED THAT...

This MVP does not seem to make them feel better. They see it as
another app and are scared for performance checks. Multiple times
crew referred back to the need for an overview instead. To many, it
felt childish, showing it does not fit the user values Guidance no dic-
tation and the compass element ' am competent’. Thus, an overview
is more important than this solution.

Ideation

session Observe

)

LEGO

MVP
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15.5 |deation Session

ldeation
session

WE BELIEVED THAT...

The last few MVP's have shown that there seems to be a journey-related dependency whether or
not information is need or nice to know. Cabin crew also seem to have different information-needs in
the journey. Therefore, an ideation session with two CA1's focused on finding out what those needs
are and took the journey as a base (see appendix 3.3 for more information about the session).

FROM THAT WE LEARNED THAT...

Preparation ()] Flight ()

| want to be up to | want to retrieve the information or
date receive an update when | need it
See all updates Receive reminder
Read all updates Task based retrieval
Make overview Quick

Insight: need or nice is defined by More like PICNIC/UBER app

moment in which it is read vs.
needed

The main learning was that information-needs in the preparation phase are related to reading all
updates and creating an overview. In flight, cabin crew want reminders when working on tasks
and quick, task-based retrieval of information. Assessing the relative world strategies, the prepara-
tion-phase needs more strategies like those of Slack and Coogle, in which information is filtered
and adjusted to their interests and needs.

In the flight-phase, information distribution needs UBER and PICNIC related strategies, in which infor-
mation is filtered and contextualised and reminders are received based on their task at hand.
Additionally, to increase the ease of retrieval, crew wish to be able to easily search information
in all channels, asking for more Micro-moment related Google strategies.

15.6 Observation

WE BELIEVED THAT...

In flight, there are different pains and gains than the preparation phase (see figure 8.2), but often these
seem interrelated. To find out how these might be interrelated and how 'feeling up to date' is influenced
by the ‘in flight' phase, the observation was done. In order to increase understanding and with that
validity, the observation was also partly immersion (Kouprie & Sleeswijk Visser, 2009). | joined as cabin
crew, helping them in their tasks and with that experiencing what this phase is like. Additionally, during
the observation flight, the context of use became more clear, which helps in gaining empathy, making
sure the solution fits and avoids fixation on a specific idea (Stappers & Sleeswijk Visser, 2013 ).

FROM THAT WE LEARNED THAT...
In appendix 4.2, a full overview of all learnings can be found. Overall, the main learnings in the journey
were as follows:

ACTIONS

Update No time to read. In between,
mentioned iPad solely used for crew uses
during briefing pax info. their iPad to
as reminder. Routine based tasks.  read some

Immediately Many service related of the
makes crew questions. udpates or
remember. Time lost searching manuals

for products in galley.
When in doubt, iPad
is used to retrieve
information.

observe® MVP4 | mvps @

)

LEGO
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15.7 Insights so far

Overall

Need & Nice is defined by phase in the journey. When at home, information is
received, while this is not the moment they need to ‘know' the information. When pre-
paring, they need to make sure they learn information and ‘know' it before starting their
flight.

Receiving feedback is a secondary need, overview and filtering of information is
primary.

Crew want to work autonomously, but in an environment that is tailored to their needs
and that creates an overview. Personalisation, contextualisation and reminders
are repeatedly mentioned as wishes.

Preparation phase

When preparing for the upcoming flight, all essential information needed for the first 3 hours
of the flight has to be studied. This puts the pressure on ‘feeling up to date'. This is why crew
need an overview, to prepare and learn information used later in the journey and be
sure they have done all that is needed.

In flight

Retrieval time for information is too short, solely ‘glanceable information” can be used
This proves the need for visual 3-foot-1-second support, like UBER (see chapter 12).
Additionally, easy retrieval is key by improving the ability to search and increasing
the micro-moments like Google (see chapter 12).

Crew works routine based and needs information for specific tasks at that moment. This
makes the Picnic strategy 'Focus on task at hand, give task based contextual-
ised information' (see chapter 12), fitting.

The lack of visual support in the galley makes crew search for products often and doubt
whether things have changed. By giving more visual support for task at hand like
Picnic does (see chapter 12), these doubts are taken away and with that increase the
feeling of being up to date.

When crew have time to read in flight, they often read specific information that they
either have to learn or crew want to refresh their knowledge. They wish to select in-
formation before the flight, to easily retrieve and access in flight.

MVP4 MVP5

rve

15.8 MVVP4, Hypothesis 6

MVP4 MVP5

WE BELIEVED THAT...
S If crew receive contextualised visual support, they
feel more up to date.

1e verstrekking

o This MVP aimed at validating whether a combination be-

sepd tween the strategies 'Glanceability & Tappability' and ‘Fo-
cus on task at hand (.)" help crew in feeling up to date.

Update: Aanpassing theezakjes. Gebruik 1i.p.v. 2

Tidbit Therefore, a screen in the galley was designed that showed

2e verstrekking the task they were working on at that moment. An update

e related to that task was highlighted, to provide a reminder
in flight.

Recap: What strategies from the MICKEY phase are applied?

@ © 6 O

Learn By Doing  Contextualised Task Based Glanceability
(Future vision) (Future vision) (Picnic - Relative world) (UBER - Relative world)

WE HEARD THAT... (N=10)

"Good, but | don't have time to grab my iPad and read it". It therefore needs to be shown on screen con-
nected to wall, or even on glasses in the future.

Crew want to also see a visual of the position of needed products in galley

Crew want instructions per task, without having to select the task they are working on. It needs to show
automatically and preferably smart (Al based).

In flight, it's "learn by doing". Short instructions are desired, since crew do not have time to study exten-
sively during work.

FROM THAT WE LEARNED THAT...

In flight, all moments are micro-moments: crew have no time to search extensively or read lengthy mes-
sages. Visual support and reminders therefore help. At the same time, information related to the task
needs to be a maximum of "1 click away'. |

Important note: system cannot be as supportive in efficiency as Picnic. This would take away the ‘chal-
lenge' in the job, conflicting with the requirements of Valsplat and the new compass.

|

LEGO
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15.9 MVP 5, Hypothesis

DESCRIPTION
If crew receive contextualised visual support, they
feel more up to date.

1e verstrekking

— This MVP aims to test whether a combination of 'visual
support' and ‘'task based information” helps crew in feeling
up to date. This was mainly tested as crew requested ways
to reduce search time, allowing them to have more time to
focus on their task or retrieving other needed information.
Crew feel like these type of changes should be learning by
doing, rather than long text explaining them the changes
in the galley.

Recap: What strategies from the MICKEY phase are applied?

©O @ 06 O

Overview Learn By Doing Contextualised Glanceability
(Future vision) (Future vision) (Future vision) (UBER - Relative world)

WE HEARD THAT... (N=10)

Would definitely help, but needs to be no more than 1-2 clicks away.

Moving from visual to actual galley and the correct door needs practice.

"Definitely makes me feel more up to date if | see changes in one glance and in flight.
There's no time available to search for this information, so often | just search or
guess”.

FROM THAT WE LEARNED THAT...

These type of MVP's make them feel more in control, and with that more up to date. It
helps crew searching for products can increase the efficiency on board. Additionally,
on the observation flight, questions were raised whether snacks had changed and
thus where to find them. This would help in reducing doubt by easy retrieval of the
required facts.

MVP5

)

LEGO

16 Concluding LEGO

After the MVP tests, many learnings can be drawn. The qualitative interviewing method helped
gaining insights and finding latent needs. An overview of the validation of the each of the hy-
potheses can be found in appendix 4.1. The goal of the LEGO phase was to find latend needs of
crew through MVP's, ideation sessions and observation sessions. To keep the learnings concise,
the following desired actions with fitting desired solutions are mapped in the journey in figure

16.1.

() wenage (§)  pepae () 0o (Y

Desired
actions

KLM
Desired
Solutions

Unplug: | don't want to feel like |
have to work when at home

Browse information: | want to

read latest news | am interested in

Manage my schedule: | want to
decide when to fly & study info

Save for later: | want to save info
for later, when | need to know it

1 channel overview: | want to see
personalised updates in 1 channel

Schedule tasks: | want to move
and save info to later phase

Learn: | want to know relevant
info or know where to find it.

Manage Info: | want to decide
what | need when and where

Overview of info: | want to know
what | specifically need to read

Agenda: | want to delete, schedule,

organise information

Figure 16.1: Needs of cabin crew plotted in their journey.

Do: | want to work efficiently
and get reminders in flight.

Search: When insecure, | want
to search info quickly

Navigate: I want to easily find
what is needed for task at hand

Task-based info: | want to see
information needed for task

Micro-moments: | want to search
quickly what | need for task

Visual support: I want to visual
info to navigate in galley

The main learning of the MICKEY Phase was that information needs clearly differ per phase of
the journey. While at home, crew wants to unplug. However, what is classified as 'need to know'
they feel pressured to read at home even though this is not the point where they 'need to
know the information’. The needs per phase need to specifically be catered to in order to make
cabin crew feel up to date. In the following DUMMY phase, these insights will be translated into
a framework for the organisations and solutions for crew.
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The
DUMMY
Phase

The DUMMY phase of this thesis combines
all insights and learnings from LEGO into
more advanced designs for crew and a
framework for the organisation.

The chapter starts with explaining how to
move from insights to DUMMIES, after which
the first DUMMY will be discussed. Followed
by tests, the findings will be translated into
the second and final DUMMY.

The main goal of the chapter is to find out
how the insights of the research can be
translated into a framework that is under-
standable for the organisation.
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17 The First bummy

The previous phases have focused on learning
the needs of crew through simple MVP's. This
phase takes these learnings and focuses on
combining them in a solution for crew and for
the organisation.

The aim is to design a solution that helps crew
and guides the organisation into making cabin
crew feel up to date.

Solution for the organisation

The organisation needs quidance in how to
design solutions that make cabin crew feel up
to date. Therefore, this thesis aims at designing
a framework for the organisation that includes
all findings. Additionally, it should help them in
designing future solutions.

As previously stated, according to Quirke
(2017), a misfit between the organisational
strategy and the communication strategy caus-
es information to be incoherent. This incoher-
ence which makes it hard for front-line staff to

understand the information (Quirke, 2017).

Since currently there is a disconnect between
the organisation’s brand strateqy, future vision
and actual communication efforts, the solution
for the organisation should also aim at recon-
necting the two. In order to do so, the learn-
ings from crew and outside strategies defined
in MICKEY and LEGO will be connected to the
future vision and the new compass.

Solution for crew

Each of the needs of crew identified in previ-
ous phases is translated into specific screens
of future apps. Though these screens show
what an app could look like, the aim is not to
actually develop an app. These screens are
solely guidance to the organisation and pro-
vide a tangible example of how to translate
the needs into solutions. Basically, they are
examples of possible interventions that serve
as inspiration, rather than final solutions.

17.1 For the organisation:
A Journey Based Compass

The DUMMY is called 'KLM Journey Based Com-
pass’ and is a framework for the organisation
(see figure 17.1). The journey based compass
helps the organisation navigate the needs of
the crew.

Why a compass?

A deliberate choice was made to use similar
wording as the current KLM Compass. This
way, the brand is connected to the needs of
crew and coherence between the brand strat-
egy and communication efforts can be created
(Quirke, 2017).

What does the compass consist of?
In each phase of the crew journey, optimal

staff behaviour is different and so are the
needs of crew for their working climate. There-
fore, each of the phases of the journey have
their own ‘optimal working climate" and 'opti-
mal staff behaviour'.

To quide KLM in developing products fitting
these needs, every value of the ‘optimal work-
ing environment' is translated into a more con-
crete "desire” and "need"”. Subsequently, each
phase has examples of functionalities needed
in apps to be able to undertake desired ac-
tions. Each direction of the compass will be
explained on the following pages and can also
be found in larger format in appendix 5.2.

KLM Journey Based Compass

| am in control | am prepared | am confident
[
O O T O T < NN
KLM | feel empowered | feel supported | feel updated | feel enabled
General | am in control of my | know what | need | know what | need | know what to do when
needs own agenda and info to prepare to know and do and where to go for info

reiles | define when and what

Figure 17.1: bummy 1 - A journey based compass.

| receive personalised
| need to know and do information

I can check whether | receive task based info
| know what | need to know and can retrieve what | need to
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To have the optimal
staff behavior, each
phase focuses on the ling emp
way to create the op
mal working e

optimal working
environment

68

In the first phase cabin crew need to
be in charge of their private life, being
able to 'unplug’ when they are not
working. The goal of the phase cabin
crew is to be in contro

| am in control

Cabin crew need to know where to
go and what to prepare personally
Closing the phase, cabin crew want to
be prepared

| am prepared

KLM Journey Based Compass

Cabin crew need to make sure they are
completely up to date. Closing the
phase, cabin crew want to
be confident.

| am confident

) e () e () e () o

In the ‘manage’-phase, crew manages
their schedule. These are the mo-
ments where crew might need to
spend some time at home to work.

Also, at times, they might open their
apps to browse new information.

In the 'learn’-phase cabin crew learn

and organise information to adjust it

to their needs. Here, they prepare for

their upcoming flight, what usu.

takes place at home and/or the
centre

N.b. safety is @ must know at all times

Figure 17.2: Dummy 1 - Explanation of the goals and phases

Figure 17.3: Dummy 1 - EXplanation of the optimal working climate and general needs

The phase needs to be pressure
free. Control over their own schedu-
le and private life is key, while fee

ed by KLM.

oti

on-
nent

Cabin Crew want to feel supported

in knowing what to read when. More

crew-centred information is key, in
order for them to feel like they can
work autonomously.

The know-phase is the cut-off
point of feeling up to date. Last
checks are done and they can
confirm they know what they need
to know, know where to go for
what information and know what to
do in flight

KLM Journey Based Compass

The last phase is the do-phase and
takes place in flight. This phase
should be taken into account at all
times. Although crew is up to date,
doubts can arise in flight that can
influence the feeling of being up to
date. Therefore, they always need to
be able to navigate information to
verify their doubts

This phase might be rather short,
but is essential in the entire process.
Cabin Crew want to feel updated by

KLM. They need to be ready to
confidently step onboard

During the flight, cabin crew wants
to feel enabled by KLM to do their
job the best they can. They create
the memorable experiences and
their goal is to be satisfied at the
end of the flight

) e (W) e () e ) o

KLM | feel empowered
General I am in control of my
Needs own agenda and info

Information-wise, they need to be
able to manage their own informati-
on and agenda. They want to
decide what to read when in this
phase. To be assured, absolute
must-do’s need to be shown in
order for them to check what needs
to be done, but all other tasks
should be in their own control

| feel supported

| know what | need
to prepare

KLM needs to support cabin crew in
knowing what to learn in order to
be prepared. They need pers

sed recommendations in ew
At the same time, the need to be

able adjust it when needed in order
to give guidance, but no dictation

| feel updated

| know what | need
to know and do

In this phase, crew wants to check
whether all is done and read that is
needed. This is where certain infor-
mation becomes ‘need to know'
Therefore, they need contextualised
feedback from KLM to confirm
whether they are up to date

| feel enabled

| know what to do when
and where to go for info

In flight, cabin crew needs to be
able to do their job. Tools need to
support tasks, information needs to
be contextualised and easy retrieva

through search options (micro
moment) is key.

17.2 For Cabin Crew:
Solutions for their needs

Each of the needs of cabin crew are translat-
ed into screens. These screens are inspired by
apps of companies such as Picnic or Pinterest.
This way, the strategies discovered in the ide-
ation phase are applied and intuitive design is
chosen.

Why screens?

The screens are made to translate the needs
of crew into tangible examples. These screens
are deliberately not designed as one app with
a clear walk-through architecture, more so,
they are examples of what a solution for their
needs could look like.

| define when and what
Actions

| receive personalised

| need to know and do information

What kind of screens are used?

The screens are translations of the MVP's test-
ed in LEGO. E.g. what was a test for a 1 chan-
nel overview in LEGO is now translated into a
Pinterest-like app shown in the top left corner
of figure 1. Additionally, the strategies of slack
are added by showing recommendations for
the specific users of the app.

In appendix 5.3, all screens and explanations
are shown, as well as strategies used for each
screen design. Below, an overview is given.

| can check whether | receive task based info
| know what | need to know and can retrieve what | need to

Figure 17.4: Dummy screens designed for each action cabin crew undertakes.
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17.3 Validating The First bummy

The framework was validated with the or-
ganisation and the screens were continuous-
ly validated with crew. Qualitative valiidation
methoeds were used, since all DUMMIES were
validated with the use of interviews and life
use of the tool. This paragraph will discuss
findings from the validation.

Main findings from the organisation

To validate the framework and the screens,
meetings of an hour were planned with three
employees separately. One employee was a
UX designer and two were part of the devel-
opment of the new digital strategy. All three
should be able to use the compass in the fu-
ture and therefore their opinion is highly val-
ued. The main findings are summarised below.

I never realised how different the
needs are per phase of fhajbmrmag//
Multiple times it was mentioned that plot-
ting the needs of the cabin crew in a journey
brought new insights. E.g. employees did not
realise that information needs are different
per phase of the journey. Overall, employees
were very enthusiastic about the base of the
framework.

Why s the flight phase added, f the
goal s 1o pake cabin crew feel up o
dote?

Though the flight phase is crucial in feeling
up to date, the employees are tempted to
stop reading the compass when reaching the
"know"-phase. A change in design of the lay-
out of the compass can possibly counter this.

The screemns help n //mmk/"mg 7he needs
nore fangble

The screens are very useful to know how to
translate the needs into solutions. It was men-
tioned that there is a need for more screens
or screens that show what needs have been
applied.

I need nnore explanation.
Employees need more explanation, solely the

journey is not enough to really know how to
use it. Now, it is more of a very basic journey.
Additionally, as mentioned before, explana-
tions on what the screens show and how
needs are translated would be useful.

[Wﬁk\f(?‘ﬁ/@fﬁza&/, on paper and o posr—
er

When asking how to receive all information,
they mentioned that Powerpoint or PDF's are
used the most within the organisation. This
way, the information can easily be sent to col-
leagues. Additionally, it was requested to print
the tool a few times for the team and to make
a poster for on the wall.

I would ke To have an explonation of
how you gor here, as well as reconn—
nnendations of what o do mnext-

The manager values the process of how | got
to this result (refering to the MVP process).
User centred design should be applied more
in the organisation, of which this wish is an
example. Therefore, part of the analysis should
be added to a version of the final design and
given to the organisation, as well as recom-
mendations for the next phases.

Incorporate the Valsplat research
Though the research by Valsplat was used as
a base for the design, the organisation would
like to see it clearly incorporated in the final
solution.

Fine line between guidance and dictation
Often, it has been recognised by the organisa-
tion that the line between guidance and dic-
tation is hard to find. Crew wants to be guided,
but easily feel like KLM gives dictation. This
struggle has not necessarily been dicussed in
this DUMMY test, but was mostlky mentioned
when having informal talks with employees. In
chapter 18, a bit more context about nudges
will be given as an example of how to balance
guidane and dictation.

Main findings from crew

During the design process, the screens for
crew have been developed in collaboration
with two CA1's. Additionally, the screens were
continuously validated with crew in the crew
centre. When it was expected to have the fi-
nal design, the screens were shown to multiple
crew members (n= +/- 5 per screen) in a very
informal setting. Crew members were explained
what the background of the research was and
were asked whether the provided screens
would make them feel more up to date. Addi-
tionally, they were asked for imporvements or
changes they would recommend.

Since validation with crew has been done con-
tinuously and many design cycles have been
made, the findings of the validation with crew
are summarised in appendix 5.4.

Overall, cabin crew responded very positively
when showing the screens. Many value the
having the one channel overview, as well as
the ability to label or organise the messag-
es. Multiple have stated that it helps in get-
ting confirmation they have done what they
should before flight, and with that it has been
proven that it makes them feel more up to
date. with a few adjustments that still have to
be made, it is expected that all screens have
been validated.

71



72

18 Nudging the cabin crew Iinto
the right direction

& Delivery

Perfect timing

Congrats, keep it up!

Figure 18.1: an example of 'feedback’, or 'visible goals' applied by Picnic in the design of their Runner-app (Viet, 2017).

As discussed in chapter 17.3, giving guidance
but no dictation is a hard value to cater to.
Some crew want guidance, but it quickly be-
comes dictation. Without dictation, there are
ways in which cabin crew can be steered in
the right direction. Digital nudging and persua-
sive design are two strategies that can steer
the user to perform certain behaviour (Wein-
mann et al, 2016). Digital nudging wil briefly be
discusses, as well as how this strategy can be
of value for IFS.

DIGITAL NUDGING

Digital nudging is a way to influence the be-
haviour and choice of the user (Weinmann et
al, 2016). Multiple strategies are mentioned by
Thaler et al (2010) and summarised by Wein-
mann et al (2016). According to them, pro-
viding salient incentives, providing feedback,
setting options by default and the addition of
visible goals, among other, are ways to nudge
the user into certain behaviour.

Salient incentives refer to strategies that steer
a user by providing them with a reason to be-
have a certain way. Thaler et al. (2010) give
the example of showing the real-time costs

of a phonecall in order to quide the user into
having lower costs. Another example is UBER,
where the driver sees high-demand areas on
an app, incetivizing them to staying on the
road and complete more trips (KeepingTABS,
2017).

Feedback is an often used nudge that is for
example applied by Picnic (see figure 18.1)
(Viet, 2017). Whenever a runner has deliv-
ered the groceries in time, they get feedback
and are congratulated. Additionally, the app
shows their highest score, nudging them into
being as fast every time. Similarly, UBER-driv-
ers get feedback from the passengers and
are that way nudging into behaving as neatly
and nicely as possible (see appendix 5.3 for
the screens). For crew, this can be applied in
for example giving crew feedback about how
much they have already read, a strateqgy al-
ready applied and tested in the MVP's.

Visible goals relate to users being able to see
their performance at any point in time (Lidwell,
Holden & Butler, 2012). This is closely related to
providing feedback to the user and incorpo-
rating the ability to show realtime performance

of the user (Thaler et al, 2010).

Setting options by default is a way to nudge
users into using preselected options and not
changing the selections (Thaler et al, 2010).
This nudge is often applied, of which a well
known one is the default selection made for
'‘cookies’ on websites. Almost always 'all cook-
ies' is selected, nudging the user into giving as
much data as possible. For cabin crew, default
options can be used to select interesting top-
ics in relation to information.

RISKS OF NUDGING

Although nudging is an often used strategy by
many companies, it is also a risky strategy that
needs thorough research. Gino (2017) recent-
ly discussed how important is it to make sure
the behavioural strategies are applied well, es-
pecially with UBER being critisized for their ap-
plied strategies. When applied wrongly, it can
have the opposite effect of what was initially
intended.

NUDGING CA1 & CA2'S IN THE RIGHT
DIRECTION
Nudging can be a way to guide crew in the

right direction, while the cabin crew keeps
control and works autonomously. Howev-
er, these strategies have to be applied well
in order to not have the opposite effect. It is
therefore advised to conduct future research
into how to nudge cabin crew in the right di-
rection. It is, however, proposed as a possi-
ble way to provide the guidance, but without
dictation. Therefore it is shown as a 'tip’ in a
cheat sheet, but added as a recommendation
for further research in chapter 23.
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19 THE FINAL DESIGN

AN INFORMATION COMPASS

A tool To navigate the informarion (n

Fhe cobin crew/'owrme7

This chapter will explain the final solution, namely the Information Compass, the cheatsheets
and the guide that helps the organisation use both. It will start with introducing all designs,-
followed by an explanation of the context in which the tool can be used. It will close with the
poster providing an overview of the final design that will be validated in the MIRROR phase.

NB. Over the course of this thesis, many iterations on the design of the compass have been
made. The iterations were done after showing people within the organisation the compass
and hearing their suggestions. In appendix 6, an overview of iterations can be found.

Additionally, it was requested by IFS to also give an overview of how the project came to
be. This overview was made in a presentation-style format and contains many of the parts
shown in the final design (see appendix FO3). Due to the large amount of pages included in
that design, it has been decided to make a more concise guide as a final deliverable of this
thesis. This quide will be discussed in the following chapter.
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e— | am in control

JUSpIUOD We | —“

Figure 19.1: The tool - An information compass

The information compass is a tool for the or-
ganisation to navigate information in the cab-
in crew journey. The tool will be explained in
chapter 19.2. In short, it contains the following:

Each phase (e.g. ‘manage’) of the cabin crew
journey has its own requirements for an optimal
working climate (eg. 'l feel empowered’), and
in each working climate cabin crew undertake
actions (e.g. ‘check’, ‘browse’, ‘'unplug’).

The cabin crew journey starts at home, where
they manage things like their schedule and to
do's, but also their private life. While undertak-
ing their actions, their goal is to eventually be
in control of managing their personal and Pro-
fessional life.

Similarly, the learning phase takes place some-
where between home and the gate, often in

INFORMATION
COMPASS

the crew centre. Their goal is to be prepared,
after having learned what is needed.

After having learned and prepared what is
needed, they want to know for sure they have
done all that is needed. The phase takes place
between the crew centre and their flight and
even though the phase is short, it is crucial.
This is when they want to feel updated by
KLM and confidently start the flight.

When on board, cabin crew want to do their
job and create memorable experiences. Even
though they have checked whether they are
up to date, the phase is crucial in maintaining
the feeling of being up to date. Eg. when in
doubt in flight, they want to feel enabled to
retrieve information and with that do their job
the best they can. That way, cabin crew can
be satisfied and enjoy their time at home.

AN INFORMATION
COMPASS

Figure 19.2: the printable version

19.1 THE TOOL

In each phase of their journey, cabin crew un-
dertake different actions. And for each action,
cabin crew have different needs in relation to
information. The Information Compass (in this
thesis called 'the tool) is a tool that helps the
organisation navigate the information-needs
of cabin crew in their journey (see appendix
FO1). All needs are made more tangible in add-
ed cheat sheets (see 19.2).

WHAT'S IN THE INFORMATION COMPASS?
The information compass maps the phases,
cabin crew's optimal working climate for each
phase and all actions that cabin crew under-
take in each phase. Each phase closes when
they have reached their desired goal. Basical-
ly, it is an abstract version of what was pre-
viously visualised as their linear information
journey. However, to avoid the organisation
from only considering the preparation phase
or stop considering needs during and after
the flight, the tool is made circular. That way,
they are nudged in thinking of the journey as
a recurring process, rather than a linear pro-
cess with an end and a start.

WHY AN INFORMATION COMPASS?

The Information Compass is a quick reference
tool for the needs of crew with regards to
their information, on an abstract and strate-
gic level and is designed as a tool to hang on
the wall, have laying on their desk or digitally
available. In a few seconds, the user can refer-
ence phases and actions of crew.

Additionally, it is deliberately written in the
same language as The KLM Compass. This
way, a strateqic fit with the company and their
brand is created.

Hi Anne, je hebt geen

i Ani
viucht komende week.

Figure 19.3: Cheatsheat for the 'check’ action.

19.2 THE GUIDE

To give the organisation more explanation, to
clearly show the needs of crew and to give
actionable guidance, The Information Compass
comes with a guide. The guide consists of an
explanation of the project, the tool itself, and
cheat sheets showing the needs within each
action crew undertake. See figure 19.4 for a
brief overview of the quide and appendix FO2
for the full quide.

WHAT'S IN THE GUIDE?

In the quide, there is a short explanation of the
project, an explanation of the tool and how to
use it. Additionally, the guide contains cheat-
sheets for each action. These cheat-sheets
provide a clear explanation of what the cabin
crew needs are and how these can be trans-
lated into a digital screen (see next chapter).

WHAT KIND OF FILE IS USED?

Since Powerpoint and PDF are often the pre-
ferred over paper, a deliberate choice was
made to compile all the designs in a PDF. This
way, text can be copied and it is easy to spread
throughout the entire organisation digitally. To
embed the design in specific divisions, a few
prints of the tool will be made, as well as a
poster (see page 81).

WHAT'S IN THE GUIDE?

The files contain the following chapters:

1. Project: explaining the aim and context of
the project.

2.TOOL: explaining the compass and each
phase of the compass

3. GUIDE: contains a personas (explaining the
user and their elemental needs) and the
cheat-sheets (explaining each action sepa-
rately).

DUMMY
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HOW TO MAKE THE ORCGANISATION UNDER-
STAND THE NEEDS AND BECOME CREW-CEN-
TRED?

The quide is developed to make sure the com-
pass is used correctly and to understand the
context of the project. The guide is something
the organisation can always reference when
considering the needs of crew in their journey.

With this quide, the organisation should become
more crew centred and move from a push to pull
strategy where Cabin Crew are in control and

An Information Compass

A tool o navigate inforration
in the cabin crew journey

KLm ?U Delft

work autonomously. In order to really empathise
with the user, each cheat-sheet in the quide is
written in the first person. This way personifica-
tion is applied, which can enhance the empathy
for the cabin attendant felt by the organisation.
This can then again lead to a deeper under-
standing of the user's need (Sleeswijk Visser,
Van der Lugt, & Stappers, 2007). Additionally,
personas can help in keeping in mind the users
at different stages of the design process (Knight,
2019), which has lead to incorporating personas
in the guide.

The Project The Tool

The Guide

The Tool

OO O mr S m—O

The phases .. T
Explained : -

The guide

Personas Elemental
needs

Demographics

“Information can really enable me to be the
best of me and make me own t
ce. A balance between guidance, a
pendence is important in order to f
date"

19.5 THE CHEAT-SHEETS

The cheat sheets are designed as a quick reference page for each action cabin crew under-
takes. Whenever the organisation is referencing the compass, the sheets can be used to find
the needs of crew and tips about how to cater to the needs. In the cheat-sheets each ac-
tion within the compass is discussed separately and each sheet contains the same elements
(see below). The final design set also includes a printable version of the quide (FO2) and the
cheat-sheets separately (FO5). This way, the cheat sheets are easily accessible and easy to
reference when using the compass. Summarising, the cheat-sheets provide more background
information and help the organisation in navigating the needs of cabin crew.

Each sheet has a short ex- For each action, a screen is designed. These screens are
planation of what the cab- examples of how the needs can be translated. The screens
in crew want and why they were designed in Dutch to increase validation ability with
want it. crew and have been kept the same for the cheat-sheets.

MANAGE.

heck

‘check’ phase, I mostly open my application
if there is anything urgent | have to do. |
domt want to miss things like knowing when to
extend my passport in time. | can enjoy my private
life more when | know all my “urgent” tasks are
complete.

Value Features
Elemental need Functional needs

© 00

Reassurance Rest Know must-do's

| want to feel | want to rest | al ough I'm  off,

assured that | have tempted to work so fithere are things |

done what | should, want active feed- [have to do. I would

and can relax back that | dont fwant the apps to
have to do anything. | support me

can relax.
', Look at the ‘nudge’ chapter, for more

information how to nudge cabin crew
into behaving a certail) way.

.

The
cheat
sheets

Hi Anne, je hebt geen
viucht komende week.

Figure 19.4: an overview of pages in the guide (showing only 1 cheatsheet). See appendix FO2 for the entire quide.

emental needs and functional

Additionally, each action includes tips and tricks.

Hi Anne, je hebt geen
vlucht komende week. /

~ Swipe om te openen

4

sometimes need the feedback that
'm not at work and feel assured that

For each action, a separation is made between el-

needs. Functional
needs are practical things that crew need in order to
undertake the action (Holliday, 2017).

Elemental needs, or emotional needs, refer to the
personas, and show what they want to feel like dur-
ing the action. These needs are more open and can
be similar for multiple actions (Holliday, 2017). Four
out of five of these needs come from the research
from Valsplat (see appendix C09). It has been re-
quested by the organisation to add these. However,
solely a selection of Valsplat's elemental needs was
made to keep it concise and relevant.

Reminders of urgent
to do's' are needed
to help me with what
I really need to do,
even when not
working

This can nudge me into
not easily opening the

El t_helps me rest
al heck out’ of
W

The orange text explains
what is in the screens and
why this is important.

DUMMY
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19.4 CONTEXT OF USE

The tool and quide are designed to be used
in three contexts: evaluating the current sit-
uation, start of new designs or validation of
solutions.

EVALUATE THE CURRENT SITUATION
Departments within KLM are often reviewing
the way they send or design updates about
service or products, as well as evaluate cur-
rent applications for crew. In these processes,
the organisation can check where in the jour-
ney the information or app fits and whether it
fits the needs. It is recommended to use the
tool at the start of the sprint to make sure
all current situations are evaluated with the
needs in mind.

START OF NEW DESIGNS

When developing a new app or creating new
information, the tool can be used to define the
needs of information in the app. For example,
information in an app might be needed for a
specific phase of the journey and thus needs
to fit the actions they do in that phase and
the emotional and functional needs. From the
start of the project, the app and information
therefore have to be designed with the needs
of crew in mind.

OPTIONAL: VALIDATION OF DESIGNS
Lastly, the tool can be used to validate wheth-
er a solution fits the needs. However, the use
of the tool should never be the sole valida-
tion, it is just a quick reference and a start to
becoming more crew-centred.

FOR EXAMPLE, HOW COULD IT BE USED
IN THE DEVELOPMENT OF THE NEW APP
LANDSCAPE?

Currently, the development of the new app
landscape is ongoing. The project is still in
SHERLOCK phase in which the current situa-
tion is evaluated. The tool can help in mirroring
whether the current situation fits the needs of
crew, or whether for example some apps need
redesigns or even need to be deleted.

When deciding to redesign an app, the tool
can be used to define where in the phase the
app is used. That way, helps in defining what
needs it should be catering to from the start
of the sprint.

Lastly, when designs are finished, it can be
used as a quick check to see whether it fits
and how needs are fulfilled. Validation with
crew should always be done in addition to
that.

HE INFORMA
COMPASS

A tool to navigate

tnfornatiom overload
and nake KM cabin crew
feel np to date

LOEKE MOLENAAR

INFORMATION
COMPASS

A tool to navigate the
cabin crew journey

Each phase of the journey, cabin crew have
different needs and different goals. In, for example,
in the 'manage’ phase, cabin crew manages their
personal and professional life. In an optimal working
climate, they feel empowered by KLM and and
perform actions such a 'check’, ‘browse’ and
‘unplug’.

The tool not only aims at quiding the organisation
to fulfilling the right needs, but also at making the
organisation more crew-centric. The Information
Compass is additionally designed in way it fits the
organisation as a brand an with that aims at
creating coherence between their strategy and
their communication efforts. The ultimate goal is to
make cabin crew feel up to date and to reduce
information overload.

KLM

OCTOBER 2019

[ON

10 CHEAT SHEETS

For each action, a cheat sheet is created. This
way, the organisation can review what the
action is about and what needs are. An
example of a screen is shown in which all
needs are made tangible.

IN 1T GUIDE

The Information Compass, the cheatheets and
additional  explanation and  background
information is designed into a digital quide. This
way, all that is needed is combined into 1 file.

AN Information Compass

A tool to navigate inforration
in the cabin erew journey

]
TUDelft
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The
MIRROR
Phase

In the MIRROR phase, the tool and
guide will be validated and a check
will be done to see if the proposed
solutions fit the design criteria.
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20 VALIDATING THE DESIGN

As previously discussed, the organisation re-
quested a document explaining the process
and context of the project, as well as the final
solution. This context-document was made in a
presentation-style format (see appendix FO3).
When validating the design with the organisa-
tion, both the presentation-style format, as well
as the personas, the tool and cheat-sheets
separately were discussed.

An important note is that these insights have
already been incorporated into the final design
shown in chapter 19. Due to time constraints,
it has not been possible to validate the final
design with the organisation, solely with other
design students. However, since the tool, the
cheat-sheets and the personas form the core
of the deliverable and have remained the same
since the validation with the organisation, the
validation is expected to be of high value. It is
advised, however, to validate the final design
once more with the organisation (see recom-
mendations).

The validation was done with two employees
from the development department, as well as
one Valsplat employee who solely the cheat-
sheets have been discussed with. The insights
from the validation of the context-document
with the organisation, as well as how these
lead to changes in the final design, can be
found below.

Thorough validation with crew has been done
over the course of the project as mentioned
before. The screens have been proven to help
crew, showing the solution is desirable. The
slight changes made in the screens after the
first validation are not expected to influence
the validation. Therefore, the validation with
crew is not repeated.

INSIGHTS FROM VALIDATION THAT LED TO
CHANGES IN DESIGN
T need nore explonation of each phase of

the journey. Now, ‘ranage’ scenns a bir
confusing, especially since * fakes place
at honne”

The context-document, compass, personas
and cheat-sheets that were validated did not
include a clear explanation of each phase of
the journey. This made it confusing where
each phase took place and how to look at
the compass. This has lead to the decision of
combining the compass, personas and cheat-
sheets into a quide. In the guide, there is now
an additional explanation per phase of the
compass added.

"The project has a scope, since + sole—
/17 focuses on flight. I can tnagine ths s
done to nake the project doable for the &
rnonths. However, i+ would be nice to have
a bt hore informnation about the scope
added to the docunent”

Since the decision was made to develop a
quide, it was also decided to explain the scope
and aim of the project as well. In the guide, this
is now page 2. Additionally, the context-docu-
ment in appendix FO3 remains available for all
employees to reference.

Explain that the screens are not an app,
but solely an example.

When talking to the two employees, they
seemed to assume that the screens combined
formed an app. An extra note is therefore add-
ed to page 2 of the guide, explaining that the
screens are solely an example.

Explain that a selection was made from
the elemental needs of Valsplat added to
the personas

There was also a bit confusion about the in-
corporation of the valsplat Elemetal needs.
They could see the needs originating from
Valsplat, but were confused about the fact
that it was a selection. In the personas, a bit
more explanation has been added.

DESIRABLE

FEASIBLE

VIABLE

SWEET SPOT
Figure 20.1: The sweetspot for innovation

OVERALL INSIGHTS AND VALIDATION
WITH THE ORGANISATION

The insights gathered will be evaluated by
The how feasible, viable and desirable they
are (see figure 20.1). The project ideal-
ly reaches a sweetspot between all three
and with that becomes an innovative, fitting
solution.

These insightts are very valuable...

Overall, the employees are very happy with
the insights. How the needs are plotted in
the journey has been mentioned before as
being an eye-opener. By a Valsplat employ-
ee, the cheat-sheets were appointed as
being valuable, especially because these
make the needs more tangible. This shows
the solution is desirable for the organisation.

.. but am/)/ogaas wonder whether, ex—
cept frona the developprent departnacnt,
The organisation Kknows how o use these
Kind of insightts

The fear arose that the more operational
divisions would not know how to use the
insights on a daily base and adjust their way
of working to it. However, though the fear
is understandable and shows the solution
is not feasible for all divisions, the aim of
this thesis was on a more strateqic level. It
is recommended (see chapter X) to conduct
another research specifically on this phase
of the journey.

This tool enables a/mp/a7aa§ 7o guide the

others (n The orgamisarion 1o epnbracing 1hrs
crew—-centred way of working, which fhay
tunk s needed

Though it has been mentioned that it can be
challenging for the entire IFS department to un-
derstand how to use the compass, the organi-
sation is convinced that they need to become
more crew centred. They mentioned that this tool
should become their baseline, by which decision
can be made. It shows the organisation thinks
they should apply the tool, and with that makes
it viable.

Because the project has a linited scope (a.g.
Hlight related nformmation), hore research is
rentioned as being needed 1o nake sure all
needs of crew are (ncorporated.

The employees mentioned that these phases are
now simplified into basic needs for information re-
lated to their flight information. However, when at
home or in other phases, information from more
departments is sent to crew. Therefore, they
mention more research for each phase is needed,
decreasing the feasibility of the tool slightly.

If the organisation applies the inswghts well,
f%pez7 are comnvinced (- can hake cabin cren
feel up fo date

In the following chapter, a check will be done
to find out if the solution fits the design criteria.
However, when talking to the organisation, the
employee mentioned that they think the solution
can help make cabin crew feel up to date if the
organisation manages to apply it well.

i/
)

MIRROR
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21 DOES THE SOLUTION
FIT THE DESIGN

CRITERIA?

Before the start of the design phase, multiple design criteria were discussed. The
proposed solution should fit these criteria and therefore, this chapter focuses on
validating whether the solution actually fits the criteria. Each criteria will be dis-
cussed separately below.

THE CRITERIA

MOVES FROM PUSH TO PULL

0 The guidelines need to focus on letting crew be in control.
Both the screens of crew as well as the compass have been designed to let cabin crew be
in control. Many values and needs are incorporated that fit the desire of being in control.
Though this criteria is hard to validate, the strategies used in the relative world are used
and nudge the crew into becoming more in control and the cheat sheets steer the organ-
isation into that direction.

o The solution guides the organisation into making information personally and con-
textually relevant.
The screens show clear examples of how to make information personally relevant and
contextualised. Though current technologies could not yet enable this, the innovative
perspective guides the organisation into applying the needs. When discussing the solu-
tion with the employees, it was mentioned that it is needed to make information more
contextualised and personalised as shown in the cheat sheets, and therefore this criteria
is expected to be met.

e The solution respects private life and therefore does not increase the pressure in
private life.
The information compass makes a clear distinction between what has to be done at home
and how to make it easier for crew to balance their private and personal life. Even so, when
talking to the employees, they mentioned the need to relieve pressure from home and
appreciated the solutions given.

IS FUTURE PROOF

0 The quide lets go of the status quo.

In NO way, the current situation has been taken into account in the information compass.
The new compass is used and the current technologies have been left out of scope.
Therefore, this criteria is met. Solely in the implementation advise it is mentioned how to
move from the current situation to the new, which might be one of the biggest challenges
that IFS faces.

The solution fits within the future vision.

The solution aims at making IFS more future proof by becoming more crew centred and give
crew a more autonomous way of working with guidance, but no dictation. With crew, it has
been validated that the screens fit their needs for guidance, but also their autonomy by
being able to organise the information themselves.

Takes an outside in approach by learning from others.
In the MICKEY phase, many strategies from a relative world have been discussed. These
have been incorporated in the design and in appendix 5.3 it is discussed how these strat-
egies are used. Additionally, in the cheat-sheets many of these strategies reoccur in the
functional needs of crew. Therefore, also this criteria is met.

GIVES GUIDANCE AND MOVES IFS AWWAY FROM DICTATION

The solution is focused on the new compass and needs to fit the elements 'optimal
staff behaviour' and 'optimal work environment'.

These two elements have been added to the compass and therefore this criteria has been
met.

The solution supports crew but does not tell them what to do.

This is one of the hardest criteria to meet. Though it has been tested often with crew and
their needs have been applied, is has also been found that there is a fine line between
guidance and dictation. While on one side many crew members long for more guidance,
too much often becomes dictation. By validating the screens often with crew and through
that finding their needs, the criteria has been taken into account. The actual designs in
the future should continuously be tested and validate whether the boundary of dictation
has been crossed.

The solution nudges them into using the solution.

Recommendations have been added on how to nudge the crew into the right direction.
However, this needs more testing and thorough research. Nudging has proven to be tricky
if not done in the right way. Therefore, this part has solely been added to the recommen-
dations in the next chapter and in the cheat sheet as a tip, but left out of the final design
of the screens.

/s
S

MIRROR



88

<,

DUMMY

\

)

LEGO

Wﬂ

MIRROR

SHERLOCK

AMBITION

SCALE UP

The
SCALE UP
Phase

In this phase, the implications
that are related to the proposed
solutions are discussed. Addi-
tionally, in order to scale-up the
solution, advice for implementa-
tion is given.

The chapter will close with a
personal reflection on the pro-
ject.
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22 IMPLEMENTATION

The current information landscape for crew is
complex. Though KLM has developed many
digital tools, it has made cabin crew suffer
from 10. Considering the time span of this the-
sis, current technologies have been left out of
scope of the solution and a more innovative
approach has been taken. However, this can
make it hard for IFS to know how to implement
the solution and go from the current situation
to making cabin crew feel up to date. Therefore,
this chapter will discuss how to implement the
solution and move to a future proof IFS.

INCORPORATE ON STRATEGIC LEVEL

It is advised to make sure the new mindset is
grounded in the organisation. This can be done
by firstly incorporating the goals of the infor-
mation compass and new KLM compass in the
OGSM of IFS. From there on, the more auton-
omous way of working for cabin crew can be
embraced by the management team and ulti-
mately by KLM. The new compass should be
the brand of IFS, and the compass the strategy
for the information for crew.

SHARE THE INFORMATION COMPASS AND
CGUIDE WITH CONTENT EDITORS, COMMU-
NICATION DIVISION AND THE UX DESIGN-
ERS

To start improving the current situation, it is ad-
vised to make sure the new compass is shared
with the content editors and the communica-
tion division. They are currently responsible for
the information sent to crew and can use to
tool to evaluate where in the journey current
information is needed and whether it fits the
needs. This will help in improving the first val-
uable parts.

Especially the UX designers within Digital Studio
will know how to use these type of tools con-

sidering their design background. Make sure
they start incorporating the needs in their de-
signs as well.

Additionally, to get the solution grounded,
coming week | will give a presentation to the
IFS teams that are working on content and of
which some are content editors. By spreading
the compass and explaining the tool, | hope to
make the first start in implementing the tool.

USE THE TOOL TO ROADMAP THE CHANGES
Next to the above, IFS should use the tool to
define what problems need to be tackled first
or what needs should be catered to First. It is
recommended to evaluate the problems with
the stakeholders involved and prioritise what
to work on First.

Also, it important to decide whether upcoming
developments fit the information needs of cab-
in crew. If not, they should define how the de-
velopments should be adjusted and with that
fit the needs.

IN THE DEVELOPMENT OF THE NEW DIG-
ITAL LANDSCAPE, TAKE THE TOOL AS A
BASE

The new development of the digital landscape
has multiple main themes, that due to confiden-
tiality will not be discussed in detail. Some of
these themes are related to the design of the
landscape, user centricity and content. Make
sure the teams that will be working on projects
related to these themes have the tool the
compass, but also this report. That way, a user
centric mindset is incorporated from the start.

25 LIMITATIONS &
RECOMMENDATIONS

Throughout this thesis, different methods
have been used that have lead to the final
design and in the solution the complex envi-
ronment of the organisation has been taken
into account. However, the complexity of the
environment has for example led to the deci-
sion of leaving the current technologies out of
scope and focus has been applied to making
cabin crew feel up to date. Additionally, this
focus has led to a few important factors being
left out of scope. This chapter will therefore
discuss implications and recommendations re-
lated to this research.

LACK OF NEW RESEARCH ON THEORETI-
CAL FRAMEWORKS OF THE CAUSE OF 10 IN
ORGANISATIONAL ENVIRONMENTS

The literature review has given an overview of
how 10 occurs and how it has changed over
time. From these insights, a theoretic frame-
work with factors influencing 10 has been de-
veloped that has been used as a base for the
SHERLOCK phase. However, literature used for
the theoretical framework can be considered
outdated. The main reason why | did choose
to use the literature was because the newer
literature often focuses on more specific top-
ics, such as 'social media’, which significantly
reduced the usefulness of the Literature. Es-
pecially the broadness of the scope of the
project made it difficult to find newer, fitting
Literature.

| did strive to use newer literature and ref-
erences for the stages after the SHERLOCK
phase to increase validity. | am aware that
many of those used sources are 'softer’ and
with that less valid. However, at the same, the
solutions reviewed were often proven to work
for the user.

Additionally, the factors identified in the liter-
ature have also been identified to be of influ-
ence for cabin crew.

All'in all I am convinced that the research is
still valid. For future research focusing on for
example one of the phases of the compass, |
do recommend using the newer, more focused
research and to keep validating the result.

VALIDATION SAMPLE SIZE

The sample size of the group within the or-
ganisation with whom the tool is validated
was small. Additionally, the final design has not
been validated with the organisation. Though
many design loops have been taken and many
tests were conducted over the period of the
research, it is recommended to validate the
tool in real projects within the organisation.
That way, the usability is tested and adjust-
ments can always be made.

DIFFICULT TO EMBED WITHIN THE ORGAN-
ISATION

Due to the size of the organisation, it will be
hard to ground the solution on all levels of the
organisation. This will take time and effort. It is
therefore recommended to keep working with
service designers and Valsplat employees and
use the tools in creative sessions. This way,
user centred design gets embedded and the
tool becomes the base for all processes.

Additionally, after handing in the thesis, I will
keep working as a service designer and will
give presentations to divisions about the pro-
ject. Additionally, I am planning on organising
more creative sessions that help the organi-
sation with reviewing the current situation and
using the tool to improve it. That way, | hope
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to increase the use of the tool.

NEED FOR FUTURE RESEARCH

This research has focused on flight-related in-
formation, as the scope was information sent
by IFS. Future research is needed to make sure
all information crew receives is mapped and is
included and taken into account. It is therefore
recommended to research each phase of the
cabin crew more thoroughly and find out what
additional information is sent. Additionally, it is
recommended to conduct a specific research
on the needs related specifically to safety
information. This topic needs extra attention
and should at all time be validated.

Additionally, it is recommended to conduct
more research about how to nudge cabin crew
in the right direction. This will help with de-
fining the boundary between 'guidance’ and
'dictation’ and at the same time nudge cabin
crew into doing their job the best they can.
Because of the risk related to the implemen-
tation of nudges, it is recommended to find
a dedicated person to research this specific
topic.

RISK OF TAKING THE DESIGNS OF THE APP
AND USE THEM TO DESIGN ANOTHER APP
Though it is advised in the guide to not consid-
er the screens in the cheat-sheets as an app,
I am worried about the risk related to design-
ing app-screens. The sheer size of the organ-
isation sometimes leads to many quick-fixes
made within apps or functionalities added to
apps. The complexity of current apps makes
it hard to apply all proposed solutions immedi-
ately, if any at all.

Therefore, it is recommended that the not
only more governance is applied to the iPad
of crew. By deciding collaboratively what func-
tionalities will be worked on first, it might be a
way to avoid this from happening.

BIAS IN RESEARCH AND TESTS

Lastly, there is expected to be a form of bias
in the research and the tests conducted. The
many talks | had with crew, as well as the ob-
servation flight has biased me and might have
influenced the research. At the same time,
what created bias also provided many valua-
ble insights.

Similarly, during this thesis | got help from two
CAl's. They also helped me with interviewing
crew and ideating solutions. With them know-
ing both the context of the research and their
work-context, they can be considered biased
as well.

Often, | did attempt to decrease bias by val-
idating insights with secondary research. To
decrease the bias in future research, it is rec-
ommended to keep validating the insights with
crew and to have insights checked by multiple
people within the organisation.

CONTRIBUTIONS TO THE RE-
SEARCH DOMAIN

Lastly, | briefly want to discuss the contribu-
tions to research domains. This research was
specifically conducted in assignment of KLM.
This limits the contributions to broader do-
mains, especially since the cabin crew context
is different from most employee contexts and
other cabin crew. However, | do believe that
this thesis makes several valuable contribu-
tions to the (service) design and strategic de-
sign domain.

Firstly, | believe that the way of working ap-
plied in this thesis can be applied to other
projects as well. | learned that easy MVP's can
provide insights and find latent needs. The
simplest design have been proven to help the
user envision a certain future solution and de-
fine their own needs more clearly. The short
MVP cycles combined with observations and
creative sessions have given me many insights
and | would recommend applying this way of
working more often when trying to discover
needs of users.

Secondly, | believe that taking the cabin crew
journey as a base and using these to strate-
gically map needs can help the organisation
in becoming more crew centred. Often, the or-
ganisation is able to understand the journey
phases of cabin crew. Mapping the needs in
a strategic way (e.g. in wording that is linked
to the branding strategy) can help the organ-
isation in understanding the needs. This way
of applying journey mapping is not limited to
this research. It is actually something I plan on
using more often in my job at KLM.

24 CONCLUDING THIS

THESIS

The design challenge of this thesis was to
make cabin crew feel up to date. The aim was
to find the needs of crew and with that guide
the organisation in reducing I0. This chapter will
briefly review findings and will discuss whether
the goal of the thesis has been reached.

The SHERLOCK phase has shown that many
factors are involved in the occurrence of 10.
Mostly the SHERLOCK phase also showed that
the organisation pushes information and uses
a top-down strategy, while cabin crew wish-
es to pull information in a bottom up strategy.
Cabin crew wants to be more in control and
work autonomously. With that, and the goal of
making cabin crew feel up to date, in mind the
MICKEY phase started.

In order to reduce 10, the relative world has
been reviewed. This analysis identified strat-
eqgies used in different companies that aim at
reducing 10 and enabling the user to work au-
tonomously. The insights have lead to multiple
MVP's that were designed. The goal of these
MVP's was to find out what the needs of crew
were exactly and to find solutions for the com-
plex problem. All designs, needs and insights
have often been validated with CAT and CA2
and have been mentioned as being valuable
and needed.

Often, cabin crew mentioned that the solu-
tions would help. The strategies applied give
autonomy and at the same time give crew the
ability to manage and organise their informa-

tion themselves. Many of the solutions are ad-
ditionally expected to also reduce the factors
that influence 10, even though this has not
specifically been tested. Therefore, is can be
concluded that the proposed screens and ful-
filled needs make cabin crew feel up to date.

The challenge was, however, also to quide the
organisation into making sure CA1 & CA2 actu-
ally feel up to date, more in control, thus has
the ability to pull information. The MVP's have
lead to many different insights and identified
needs of crew.

All the identified needs have been translated
into the information compass. The information
compass, and the additional quide including
the cheat sheets can help the organisation
into the right direction. The tool is additional-
ly designed in a way that it fits the company's
strategies. This way, coherence between com-
munication strategy and their brand strategy is
created.

The tool will need more validation with the or-
ganisation and actual application of the tool
should proof whether it really guides them in
the right direction. The positive reactions of
the employees have shown that the research
is valued and the tool is therefore expected to
be of use for the organisation. It will help them
in considering their needs, making crew work
more autonomously, make them feel up to date
and with that reduce information overload.

SCALE UP
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2> PERSONAL

REFLECTION

| started the project with a few ambitions. Some
of these ambitions were actually the reason
why | started my SPD master degree. With this
internship at KLM and thesis research | have
reached many of ambitions and am ready to
start with new ambitions in my new job at KLM.

Before starting the master degree, | worked at
many sustainable companies. Although | was
passionate working in the sustainable envi-
ronment, | always struggled with getting the
investors convinced of innovative solution.
For some reason, it seemed like they were
speaking a different language. This was when
| decided | wanted to study Strategic Product
Design. What has always been a dream, | had
now gathered the courage to actually do it.

Many skills | developed during SPD to design
for companies and for a strateqic fit. | decided
that it was then time to learn how to apply
thee in a corporate environment. | applied for
an internship at KLM.

MY KLM EXPERIENCE

The internship at KLM has been memorable.
| got the chance to apply my knowledge, to
learn from the political environment and even
to fly as a cabin attendant!

My goal was to learn how to find latent needs
and do user research. Over the course of the
entire thesis, I tried to always talk to users and
apply methods to learn how to do this. | found
it challenging at the start, especially not know-
ing whether my results were valid enough. The
many MVP cycles taught me it can be simple,
but still valuable.

Additionally, | decided to apply creative fa-
cilitation and learn more about this method. |
actually learned that it is not only a method
that helps ideating, but is also helps in getting
stakeholders on board. And | actually believe

that this was my most valuable learning: in-
cluding important stakeholders of the project
in creative sessions, or even do specific cre-
ative sessions with stakeholders helps in im-
plementing the solution. It's a way to get them
on board!

Lastly, | wanted to work at a large company.
This way, | could learn communicate correct-
ly and learn the politic-strategies. Especially
during this project, this was a challenging am-
bition. The environment can be unpredictable
and the amount of stakeholders is large. Con-
ducting a 6 months project on your own, but
keeping stakeholders on par at the same time
was hard. | tried to do it the best way | could,
and at the same time enjoyed the challenge.

It is actually still something | am developing
and | am happy that | can keep developing this
skill in my job at KLM as a Strategic Service De-
signer. This way, | can also work on implement-
ing the solution of this thesis and help the
organisation in becoming more crew centred.

M
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