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B. Internal organization at Werkspot 

The organizational chart from the company helps to put in context the focus of the graduation 
project. This project was developed in collaboration with the Consumer Acquisition track at 
Werkspot. Through the Diary Study research method, collaboration was fostered between the 
two consumer tracks: Consumer Acquisition and Consumer Matching (highlighted in the 
organizational chart). 


On the other hand, a visualization was created to explain the relationship between the UX Guild 
and Research Guilds with Werkspot (NL), travaux.com (FR), and Instapro (IT). The two guild 
operate in close collaboration and work alongside each other. This is done to develop 
prototypes that can be tested through research, and with research outcomes, make 
modifications into the proposed prototypes. The UX and Research Guilds work within the 
Consumer and Service Professional tracks at the company, which are showcased in the visual 
(Fig.38).
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Fig. 37. Organizational chart

Fig. 38. Research Guild and the track organization
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C. Visual representation of the Agile Methodology and User-Centric Design 

Fig. 39. Agile Methodology (Kuruppu, 2019) and User-Centric Design (The Interaction Design Foundation, 2019)
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D. Imperatives to achieve alignment 

The project was developed through a Research Case Study approach by learning through 
conducting research, for which certain considerations were necessary. As Kalbach states, 
organizations are having an increasing problem of alignment due to the fact that they are out of 
sync with what the people they serve actually experience (Kalbach, 2016). This challenge was 
identified at Werkspot, yet it is not exclusive to this company, other companies across 
industries face similar challenges. As Kalbach, the author of Mapping Experiences states, there 
are three imperatives to achieve this missing alignment:


1. View your offerings from outside-in rather than inside-out 

An outside-in perspective refers to being able to view our offering through a consumer point of 
view and including them in the development process. Research is emphasized to develop more 
empathic relationships between the two sides of the spectrum, on one side being the teams in 
charge of developing the platform (Discovery and Delivery teams at Werkspot) and secondly, 
the end-users. This way of operating contradicts the current one in which the development 
process tends to favor business objectives and excludes a consumer point of view. The way to 
achieve an ‘outside-in perspective’ at Werkspot is by maintaining close contact with end-users 
and involving them in the development process. 

2. Align internal functions across teams and levels 

The way Werkspot operates, is divided into work organizations called tracks. Nonetheless, due 
to the fact that more interaction is needed in between such tracks, these can become 
organizational silos. This can happen because the customer journey is divided into Consumer 
Acquisition and Consumer Matching which operate separately in spite of their customer focus. 
This gap needs to be bridged as I identified through joint research efforts that both tracks 
benefit from having the same level of customer interaction and knowledge. Both tracks should 
be kept at a level of “informed” about each other's research efforts. In order to achieve 
alignment across the organization, the Consumer Acquisition and Consumer Matching track 
should collaborate closer together in favor of a unified consumer journey. 

 

 

 

 

 

 

Fig. 40. Outside-in perspective for Werkspot

Fig. 41. Outside-in perspective for Werkspot
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3. Create visualizations for a shared purpose 

According to Kalbach, visualizations help organizations to break down siloed thinking. This is 
needed at Werkspot to achieve two key objectives, one is to become more consumer centric, 
the second is to favor collaboration among tracks. One type of visualization that emphasizes on 
visually conveying the experience from a consumer point of view are Consumer Journeys.


Kalbach three imperatives to achieve alignment were considered throughout the creation of the 

research process, yet another important consideration is how to ensure the validity of the 
research outcome due to the fact that the process will be simplified and made faster to fit within 
an agile work environment. In order to ensure valid research outcomes, we must define what we 
aim to achieve. Validity in the context of qualitative research, refers to the different ways that 
researchers can affirm that their findings were in fact faithful to the experience of a participant. 
In accordance to the concept of validity, there are different criteria to which qualitative research 
should adhere to in order to produce valid results, these are defined as validity criteria and have 
been applied throughout the research case studies developed for this project. 
 

Credibility is described as the ability of a research to take into account all complexities that 
might present themselves throughout a research process. The way qualitative researchers can 
establish credibility is by implementing validity strategies such as: triangulation, member 
checks, presenting thick descriptions, pier debriefs, among others. Another validity criteria is 
Transferability, which refers to the way a qualitative study can be applicable to other contexts 
while still maintaining its the richness of its specific context. As for confirmability, it refers to 
how the research findings should be able to be confirmed which can be accomplished by 
diverse methods such as triangulation strategies, researcher reflexivity processes, and external 
audits. (Chapter 5. Research Case Studies exemplifies how these strategies were applied)

 

 

 

 

 

 

 

 

 
Fig. 42. Visualizing for a shared purpose
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E. Visualization— What is the added value of 
Research? 

How do Consumer Acquisition track members benefit from research? Figure 42 
provides an overview of the contribution and added value each member 
receives in return from taking part in research efforts.  

Fig. 43. What is the added value for all involved?
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F. Usability Testing Report
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G. Diary Study Report
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G. Diary Study Report
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G. Online Concept Testing Report
Online Concept Testing is a research method that was continuously applied through the 
graduation project with over 300 people in the Netherlands, France and Italy. It was conducted 
until a successful outcome had been reached. This is one of the multiple reports that were 
delivered.
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