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Abstract 

The present work is a case study which provides an exploratory research of a Swedish startup, namely 

SelfieJobs. Using smartphones and having different mobile applications is very common in our everyday-

life, however it may not be as common to use them in the business life in order to supplement or substitute 

traditional methods. The studied startup developed a mobile application with the same name (SelfieJobs), 

offering an alternative possibility for recruiting and job-seeking.  

The research problem of this study is what seems to be an oxymoron – to become successful as a startup 

by implementing a new concept onto a saturated market where there are low entry barriers. As a result, 

they have to make fast decisions so that they act before others all the while they  have to engage efficiently 

with the users. Since a startup has highly restricted resources, it adds to the problem that they have to be 

careful where they investing their money. All of this and the implementation of a novel idea brings plenty 

of uncertainty into the business. On the other hand uncertainty can be dealt in many different ways and 

there are real case examples and wide literature background presenting that. SelfieJobs, as it will be 

presented, chose a well-established method, namely idiosyncracy. However following blindly a 

successful business does not lead to success in all cases. 

The purpose of the current study is to analyse the case of SelfieJobs according to the theories in the field 

and to provide understanding of different patterns in the user experience and in handling uncertainty. I 

will explore the connections between the user-acceptance of the application, the implementation of 

SelfieJobs as a recruitment tool and special business decisions such as using mimetic isomorphism for 

reducing uncertainty. In order to answer the research questions I will analyse the experience of pre-

selected participants through conducting structured interviews about the mobile application developed 

by the case company, SelfieJob. The study will also include an interview with the company to understand 

their self-evaluation and what they understand and see from the user experience. The data of the research 

is qualitative because this is the methodology which suits the best to our purpose, to reveal the experience 

and the feelings of candidates in Sweden and the knowledge of the case company about their users and 

their experience. In the course of the research I could identify a number of core-elements which are 

essential to change or to establish in order to have a better-functioning service. The aim of the thesis is 

to use the findings which are based on the theory and give recommendations to the case company for 

improvement.  
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1. Introduction 

Using smartphones and having different mobile applications is very common in our everyday-life, 

however it may not be as common to use them in business life in order to supplement or substitute 

traditional methods. In a digital world such as ours, everything is becoming faster and companies have 

to keep up the pace with the changes. Traditional methods in every aspect of life are about to change and 

there are different ways to modernize them so that they fit well into the world which becomes more and 

more digital. The rising mobile usage also started to make changes in the recruitment processes. It is 

visible especially in job search and it sets new challenges for the employers who have to create a mobile 

presence in a world where mobile phones slowly outnumber PCs. (Simply Hired, 2013) The present 

thesis will focus on a Swedish startup studied startup  which developed a mobile application offering an 

alternative possibility for recruiting and job-seeking, by using mobile technology. They did not only 

created an application, but they targeted a special market and they designed the app specifically for the 

market offering service sector jobs to young target market. In this process they involved both creativity 

and applied exisitng elements. As a result they created something new to their market which is new both 

to the recruiters and to the candidates. However the used technology is not entirely new, their application 

means a novelty to the market. It is a challenging mission  with a rather interesting concept which can 

make big changes in the existing market. On the other hand it is featured by high uncertainity and risks, 

which has to be dealt with in order to be successful. The process of dealing with this uncertainty, 

acceptance of such novelty and the communication of  their values is what I intend to focus on in the 

followings. 

1.1. Research Background 

The present thesis will use the knowledge and theories of the subjects from the master course of 

Management of Creative Business Processes and so it aims to add knowledge to the literature of creative 

industries. The term, ‘creative industries’ has been defined in many different ways, however the most 

influential definition comes from the Department for Culture, Media and Sport’s Creative Industries 

Taskforce 1998, which defined it as based upon activities with individual creativity, skill and talent in 

their origin and it has the potential to create wealth through creating and exploiting intellectual property. 

(Miles & Green, Hidden Innovation in the Creative Industries, 2008) 
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The subject of the present thesis is relevant for the literature of the creative industries and it intends to 

increase the knowledge in the topic by putting into practical use the theories in the course of the case 

analysis. The aim in the theoretical contribution is to connect theories by examining the effects that have 

been the subject of a prior theorizing. (Colquitt & Zapata-Phelan, 2007) As a result, the choice of the 

topic itself was partly influenced by the lectures about managing startups conducted during the first and 

second semester of the master course. The main topics which we dealt during these lectures and which 

formulated my ideas are the followings: How creativity as ‘raw material’ can be transformed into values 

which can lead to success on the marketplace? How can entrepreneurs reduce the risks and the 

uncertainity concering creativity and innovation? How can a business find its long term success by 

engaging with the consumers/users? These questions are closely connected to each other because 

according to the theory, innovation is the successful implementation of new ideas. New ideas and 

therefore novelty is always a major risk and by its nature creates unpredictability and reduces reliability. 

(George J. M., 2007) Long term success involves reducing these risks and to create connection with the 

targetmarket, as it will be discussed later.  

SelfieJobs as a startup offering innovative solutions combines creativity and entrepreneurial business 

strategy. As a reason the case study of the company and analyzing their business decisions will add 

knowledge to the literature of creative businesses. The literature of creativity, innovation and uncertainty 

in creative firms, mimetic isomorphism, customer engagement and technology acceptance were all 

involved in the present study. As a reason, the company is a perfect case for the aim of my research. 

As it has been researched, firms can find difficulty in managing the innovation process systematically. 

They tend to remain ad hoc and spontaneous and rely much on intuition. However there is no denial that 

good intuition sometimes can overperform well planned actions, but it cannot substitute strategic decision 

making. (Miles & Green, Hidden Innovation in the Creative Industries, 2008) The need of making fast 

decisions keep the companies, SelfieJobs included, from conducting deep market research and they need 

to rely on simple and easily accessible facts to make their decisions. In addition, startups work with 

restricted resources, which are constrained more on their daily routine. Therefore making decisions can 

become very intuitive rather than research based. In the present study, I will analyse the user experience 

to find the main factors on which they should concentrate. By revealing these main factors, it is easier to 
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find practices that can turn into procedures for a startup, as SelfieJobs in order to minimize the effect of 

uncertainty and help to gain social recognition.  

Uncertainty can also be reduced by following well-established forms of conducting the business. There 

are several ways to reduce the major risks which uncertainty brings in the companies. These topics have 

been in the focus of major organizational sociology fields from the 1980s. The theory suggests that 

institutional environment can affect the development of formal structures in an organization. (Babson 

College Faculty , 2016) Those supporing the theory argue, that once organizations arise and they are 

structured into an actual field, there are some powerful forces which lead them to become more similar 

to each other. This concept is called “isomorphism”. Many company also with high level of innovation 

rely on some kind of isomorphism or willingly or by laws or rules. SelfieJobs designed their business on 

the model of another successful business, so including the theoretical basis of institutional theory is 

essential in order to understand and to analyse the company´s rationale.  The company uses isomorphism 

which can help reducing uncertainty, as it will be presented in the theoretical overview, however it is 

important to realize that blindly following one success story does not, by all means, lead to success. In 

the following case study, SelfieJobs is a great example to analyse isomorphic processes and its 

advantages and disadvantages which will contribute to the literature. 

In connection the previously described, it is also important to highlight, that creativity, according to one 

of the definition, is a generation or production of ideas which are useful and novel. (e.g. (Amabile, 1988) 

(George & Zhou, 2001)in: (George J. M., 2007) So startups, based on creative ideas and good business 

model may be the base of success but there is still one important factor to it – the recognition of the 

customers. Over the decades of marketing research and real-life applications came the realization that 

one of the most effective tools against risk is the portfolio of relationships. (Fournier, Breazeale, & 

Fetscherin, 2012) Customers have to be aware of what the company offers them, they have to try and 

keep using the products and services. Meanwhile gaining new customers is always important, keeping 

the current customers satisfied has at least the same importance. As the market of the mobile applications 

is highly saturated and more and more job seeking apps are available, SelfieJobs offer a great case to 

analyse the user experience and add to the literature of customer relationships and customer relationship 

management. 
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Another theory which is involved in this study is from the field of Information Studies, namely the  

Technology Acceptance. It is a long researched topic in the field and has been in a focus of researchers 

because however technology has its fast growing realm in today’s life, it is not sure that a new technology 

will be accepted. It is interesting to find the factors that contribute to the acceptance of a new technology. 

The literature of technology acceptance has its most used and many times extended model designed by 

Davis (1989).  The Technology Acceptance Model (TAM model) is a useful tool in analysing the factors 

of acceptance since it has been used for decades and several study has showed its robustness. It showed 

its usefulness in explaining and predicting system use. (Chuttur, 2016) As mentioned, the case company 

of the present research is SelfieJobs which is a startup headquartered in Stockholm, Sweden. SelfieJobs 

develops a mobile application names after the company which is a recruitment tool through which 

employees and employers, mostly of the service sector, can find their matching interests. Therefore, the 

company is in the technology sector dealing not only with technology acceptance of their service and 

gaining social proof but with the difficulties of a saturated market where the entry barriers are relatively 

low.  

1.2. Research Purpose and Problem Identification 

Using smartphones and having different mobile applications is the present in the life of most of us. 

However it is very common to use mobile applications on our private phones and in our private life, it 

may not be as common to use them in business life to supplement or substitute traditional methods. 

The present study was set out to investigate an issue which seems to be an oxymoron in the case of many 

startups. This issue is to become successful by providing a good and valuable service on a market where 

the entry barriers are relatively low. As a reason, they have to act fast to maintain the advantage of 

providing unique and novel service. All the while they focus on providing a valuable service and act in 

a fast pace, companies also have to engage with the users to create positive emotions, loyalty and word 

of mouth, all the while they keep a restricted budget.  It seems that entrepreneurs, by making fast 

decisions do not have the time (and also resources) to confirm business decisions with detailed analyses 

and in many cases the decision rely on intuition. Fast and  mostly intuition based decision-making 

processes which are coupled with implementing service or product with high level of creativity brings 

plenty of uncertainty into the business. It means that in a market where the entry barriers are low, such 
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as in the case for mobile applications, companies do not have the time (and also resources) to confirm 

business decisions with detailed analyses and in many cases the decision rely on intuition.  

However the uncertainty, which has been created with these decision-making processes can be dealt in 

many different ways. One of these is isomorphism, as mentioned earlier. However following blindly a 

successful business does not lead to success in all cases. These connected problems lead me to the theory 

and concepts which the thesis will be based on. Based on these problems and concepts I formed the 

research questions which will give the frame of the whole study. It will be described in the next chapter.  

The purpose of the current study is to analyse the case of SelfieJobs according to the theories in the field 

and to provide understanding of different patterns in the user experience which will be in the focus of the 

user experience analysis. As a goal, I aim to use these findings and connect them to the theory to give 

recommendations to the case company on order to have a possibility to deal with uncertainty. 

After talking to the company, it was clear that as a startup company, they believe deeply in the service 

that they are providing and what they are doing. They work hard to gain social proof and recognition. 

However on the Google Play Store, when looking at the ratings, the application rated as 3 stars out of 5. 

We can find similar applications (not regarding the technology but regarding its purpose) and many of 

them were rated better. For example the app of LinkedIn is downloaded by around 1 million people and 

it has a rating of 4,3 stars meanwhile another app, called Job Seach has 10 million downloads with a 

rating of 4.1 stars from the maximum 5. A less popular app, which has around 1 thousand downloads 

shows that it has been rated as average with 4,4 stars by 44 people. 

 

Figure 1. SelfieJobs rating on Google Playstore (Google Playstore, 2015) 
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In the case of Selfie Jobs, there are almost as much 5 star ratings as 1 star ratings considering the user 

answers. Although these are not representative statistics, because the app was rated by 61 people and the 

total downloads are over five thousand. However it shows that something is problematic regarding the 

user experience, since the ratings are very extreme, and almost as many people think that this is a bad 

app as those who think it is great. These numbers are impactful because the main information about the 

quality of any application is shown in these statistics, namely the number of downloads and the rating of 

the users. It provides a quick tool for potential customers based on which they can easily decide without 

doing long research. 

According to a main concept of the literature of the field, entrepreneurship starts with the realization of 

an opportunity. (Shane, 2000) But finding the good opportunity does not by itself lead to success. The 

firm has to build their business with the available and reachable resources to add value.  

SelfieJobs’business strategy is to enter into international markets in fast pace to use their opportunity of 

being the first in their field. As of now, they choose the next country by relying on basic data of the 

country such as unemployment rates and statistical findings about mobile usage.   

As a result, exploratory case study such as in this present work will provide a better understanding about 

the connection of real life cases and theory and it explores the relationships and the connections between 

them. (Yin, 2009) In this research I will explore the connections between the acceptance of the 

application and the implementation of SelfieJobs as a recruitment tool and special business decisions 

such as using mimetic isomorphism for reducing uncertainty.  

1.3. Research Questions 

The aim of the application is to redesign the traditional recruitment process by providing a new option to 

connect companies and job seekers.  One of the biggest challenges for a company, who designs a service 

with incremental process innovation, is technology acceptance. Since their process is new to the chosen 

market, it can take time and resources to get accepted by the customers. Moreover companies need to get 

feedback from their clients to improve their products and services. Right now the Swedish startup does 

not have proper feedback which could be integrated into the improvement of their services and into their 

future strategy. The research questions are developed in order to help them understanding their position 
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among their users, the experience they provide and the advantages and disadvantages which their choosen 

strategy, mimetic isomorphism can bring. 

The research questions of this master thesis are the following: 

1. How does SelfieJobs benefit, if in any way, from using isomorphism to reduce uncertainty 

in the process of implementing the application as a recruitment tool? What are the risks of 

this business decision? 

2. How the different factors of the Technology Acceptance Model affect the transformation of 

job seekers from potential users to actual users and how can the company improve by 

having knowledge of these factors? 

3. How can a job-seeking mobile application create successful relationships with the users in 

order to gain recognition and create engagement on the saturated market of mobile 

applications? 

These main questions will lead the research of the present study. Meanwhile the first question focuses 

on the business model of the company, the second question analyses the customers´ opinion, and the 

third question aims to tell more about the customer-company relationship. With covering all these 

questions I aim to provide an understanding of how these aspects coincide and where are those points 

where the company should improve.   

1.4. Research Structure 

To get a final understanding of the questions phrased above, it is important to get a deeper understanding 

and some details of the case company and the circumstances of their innovation and also to gain some 

theoretical knowledge. 

In the introduction until now I introduced the research background and its purpose so what led me to 

conduct the present study. I phrased the research questions, for which I am seeking answers throughout 

the whole research and on which the methodology choices and the presented information will be based. 

In the followings I will present the case company, so that the research has a good background on what 

the company is doing and where they are standing now. Then, I will focus on their target market which 

will later help to understand the chosen methodology for the interviewee sampling. As I mentioned 
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earlier, the company used the technological innovation of a partner seeking mobile application, Tinder. 

To understand this choice made by SelfieJobs, it is important to get familiar with the success story of 

Tinder. The final part of the introduction will provide an overview of the recruitment processes and some 

tendencies and patterns which has triggered this idea and on which the case company based their 

business. 

In the second chapter I will introduce the literature which gave the base of the research and the analysis 

and which led to the conclusions. First I will focus on the creativity and innovation to place the research 

in the literature within the studies of creative industries. After that I will give a short introduction to the 

innovation in the service sector and its types which helps to define which describes the best SelfieJobs. 

I will move on to the introduction of organizational theories and mimetic isomorphism to give a 

theoretical base for the first research question. The next presented theory is in the realm Information 

Systems Theory namely technology acceptance model. It will give a base of the interviews conducted 

with the research participants and a good base to answer the second research question. The last section 

of the theoretical overview I included the theoretical base for the third research question which will help 

to conclude the findings.  

In the third chapter of the thesis I will detail the methodology choice and its consequences. It will describe 

the process how the research was conducted and it will connect to the theory. 

The fourth chapter will analyse the data collected through primary data collection methods, meanwhile 

the fifth chapter will present the findings and it will also bring together the findings and the theory to 

give recommendation for further development. In this chapter I will also answer the research questions 

based on the collected and analysed data. 

In the last chapter I will overview how the research questions led to the conclusions and I will shorty 

describe the lessons learned during this research.  

1.5. Case Company Overview 

SelfieJobs is a start-up company based in Stockholm, Sweden. They developed a mobile application with 

the same name (SelfieJobs), offering an alternative possibility for recruiting and job-seeking. The 

company was founded by Martin Tall in May 2014 and their business activity revolves around the 

mentioned mobile app. The platform of the application was inspired  from the beginning by Tinder and 
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it focuses on offering jobs in the service sector. As it will be described later in more details, Tinder gives 

the opportunity to connect with people we think we can have some kind of relationship. The founders of 

SelfieJobs believe that this same concept can easily be applied for the job market. As in finding a 

girlfriend or boyfriend we try to be our best, this is also true for finding a job. There are several 

similarities in searching a partner and a job. The founder realized it and so they built SelfieJobs on the 

same principles. 

 With the application it is possible to create a resume/ job posting in 2 minutes and with a “like” one can 

apply for a job. Having a profile on the site of the application means that the candidate does not have to 

rewrite his or her resume again and again, the company sees a very basic profile and when the candidates 

and the employer have a match in their interest, a conversation window opens and further appointments 

or conversations can happen. (Tall, 2014) 

In March 2015 SelfieJobs was selected for the award “Red Herring Europe Top 100” which is a milestone 

for the company. (Tall, Press&Media: SelfieJobs, 2015) Red Herring Top 100 is awarded to the most 

exciting startups from Asia, Europe and the Americas after a rigorous 3 step review. The award is widely 

recognized and from 1996 it is viewed as a great tool in discovering promising private ventures. The 

participants nominate themselves and the jury decides the 100 most promising companies among them. 

(Red Herring, 2015) 

The company is based in Stockholm but three months after the foundation they launched the application 

in Oslo and at the end of April 2015 they introduced it in Copenhagen as well. By mid-May 2015 they 

were present in Berlin and there are many other countries on their list.  Their target group is the youth 

between ages 16-26.  

According to the business model of SelfieJobs, the employers can place an advertisement for which they 

have to pay. On the other hand, the candidates on the application can register and use the app for free. 

As a result, there are much more applicants than employers. To make sure that the job seekers can benefit 

from using the application, SelfieJobs supplies the application from non-paid advertisements also. They 

take the advertsiments of well-known job searching portals, for example Arbetsförmedlingen’s website 

which is the national public agency of Sweden with numerous employment offices and with a job portal 

with more than 1 million posted vacancy. Selfie Job posts some of these ads from other website with a 
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marketing reason, because when the employers get a notification in e-mails telling them about this 

possibility and they can see when a candidate applies to them throught the app so they can get interested 

by seeing that the applicants are using SelfieJobs.  

1.6. Relevance to the Employers in The Service Sector 

As mentioned before, SelfieJobs has its target on the service field, so their clients are companies hiring 

for jobs which requires mostly person-to-person contact. The service industry includes many various 

fields, such as business consulting, education, health care, catering, sales, etc. Over time employment in 

services has risen significantly in the OECD countries. This rising came with changes in the structure of 

the employment as well - whereas this is the sector where there is the highest amount of part-time, 

temporary and student jobs. (OECD Employment Outlook, 2001)  

According to the OECD study, the job tenure in the service sector varies considerably and the average 

job tenure is lower than in the good-producing industry. In all countries, the average job tenure is 

particularly low in the personal services. In social services, it is higher than in some other sectors such 

as manufacturing, but the lowest job tenure measured by the research is in domestic services, hotels and 

restaurants and in business and professional services. Business and professional services cover jobs in 

sales, consulting or administrative jobs. (OECD Employment Outlook, 2001) 

1.7. Relevance to the Candidates 

The targeted audience of the vacancies offered by the employers are mostly the young people between 

ages 16-26. It is not rare, at least in Europe, that the youth have the right from around the age of 15 

(differs by countries) to work besides their studies. There are countries, where this comes as a habit, and 

it is expected at least in the middle- and lower class families for economic reasons, there are countries 

where it is more a part of the education, and it functions to teach young people to be independent and 

take care of themselves. Since Stockholm stands in the focus of this present study, I describe in the 

followings the Swedish habits. According to the Swedish Consumer Agency's (Konsumentverkets), the 

parents are responsible for their children´s costs until they are 18 year or or until they are full time 

students in an educational istitution which is compulsory. After that many Swedish family requires their 

children to pay a monthly amount if they live at home as a contribution to the monthly fees such as food, 

rent, bills, etc. This is a habit, and it is enhanced by the state and the Swedish Consumer Agency. As a 
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reason, most of the Swedish youth has summer jobs, weekend or other part time jobs. (Konsumentverket, 

2016) 

 According to Eurostat, hotels and restaurants, than the whole trade and retail sectors have the highest 

amount of young people (between 15-24) working. (Kemekliene, Connolly, Keune, & Watt, 2007) This 

age group with other name is mostly the Generation Y and Generation Z. 

Generation Y or the Millennial Generation are those who were born in the late 1980’s and 1990’s have 

some common characteristics, since they grew up having technology around them from an early age, 

having PCs, Internet, owned mobile phones. (Wikipedia, 2015) After them, the next generation, who 

were born in the late 1990’s to present day, are referred as the Generation Z. This latest generation is not 

just surrounded by laptops, smartphones, tablets from early age but they are owners of these devices, 

having accounts on social networks, forums and sites. They know the digital world as they were raised 

from an early age surrounded by their inventions, and these young people are used to the easiness and 

fast-paced solutions in life. 

1.8. Recruitment Processes and Mobile Technologies 

Flexibility in labour patterns is now widely accepted and it is a critical topic in the field of Human 

Resource Management. Student-jobs, temporary employment, part-time work, and other ‘atypical’ work 

patterns are spreading despite of the differences within and between countries. (Harzing & Pinnington, 

2015) This tendency affects the most the service sector, as it is explained in the previous chapter. 

Countries such as the UK and Netherlands have a substantial portion of part-time jobs, and it tends to 

increase. The same is true for the other ‘atypical’ job-forms - in different countries there are other kinds 

of preferred flexibility modes in job-offerings. In most European countries it is accepted and used to 

work with temporary contracts, or besides the studies 

Mobile is the present thanks to its convenience and immediacy. As the white paper of the Simply Hired, 

(employment site and also mobile application which aggregates job listings from thousands of sites 

across the Web (Wikipedia, 2015)) highlights, the rising mobile usage, especially in job search sets new 

challenges for the employers who have to create a mobile presence in a world where mobile phones 

slowly outnumber PCs. (Simply Hired, 2013) As the whitepaper predicts, (Simply Hired, 2013), by 2016 

there will be more mobile devices than the world’s population. This increased number of smartphone 
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usage leads to the consequence that they are getting to be the primary means to access the Web and 

mobile devices are serious rivals of tablets and laptops in Internet browsing. (Cisco, 2013) 

It all means, that activities which were conducted through laptops before, are getting available on 

smartphones. As an example, job-seekers are using their phone more frequently in searching and 

applying for jobs “on-the-go”, saving time and energy. As a reason, it is necessary that the employers 

adapt to these new needs. (Simply Hired, 2013) The mobile applications within the recruitment process 

has been analysed by some authors, however its literature is still not wide.(eg. (Niklas, Mobile is success 

in personnel marketing: a consumer-based analysis of quality and perceived value, 2011); (Niklas, 

Strohmeier, & Böhm, 2012) (Böhm, Niklas, & Jäger, 2013)  (Pilarski, Tornack, & Schumann, 2015) The 

growing demand and supply for digital technology and the spread of its use in the everyday life lead to 

the need of shortening recruitment processes and waiting times in the system. For example, the research 

of Pilarski et al. (2015) showed that mobile applications within the recruitment process could help in 

preventing the delays occurring because of stationary systems and it could help speeding up the whole 

process. By now there are many different mobile applications, as a result, for job search, interviewing, 

or for resume writing. Smarthphones and applications allow employers not just to attract more job-

seekers but to reach those job-seekers who are particularly mobile and tech-savvy, such as the new 

generations the Generation Y (Simply Hired, 2013) and the Generation Z as it was highlighted in the 

previous sub-chapter. 

According to the previously stated, recruitment processes and the growing use of smart phones both in 

private and in business life triggered a need which SelfieJobs were aware of and they developed a mobile 

application targeting the generation which uses the their gadgets mostly in order to solve every day 

problems. They built the idea on an existing one from Tinder and introduced it into a new market – this 

is called incremental innovation which will be described in the next chapter. As a result, they have to 

face different uncertainties to gain recognition among their targeted users. I pointed out some of the 

biggest challenges of the company and I translated it into three research questions. In the following 

chapter I will continue with the literature overview which provides the base of the analysis of SelfieJobs 

as the case of the present study. 
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1.9. The Success Story of Tinder 

As it was mentioned in the Company Overview, SelfieJobs was based on the idea of an existing and 

successful app, Tinder. Not just the idea but also the technology behind the app and the design is very 

similar to this well-know app. As a result, it is important to present their success story and how the 

application works. 

Tinder is a location-based dating and social discovery application. The application was launched in 2012 

as one of the first “swiping apps”. It means that the users with a swiping motion can decide of other users 

whether they like them and swipe to the right or swiping them to the left and that person is out of the 

range of potential matches. The user has to set up a profile whose main part is the picture, the location 

and the age. According to these factors other users can already decide whether they like or dislike 

someone (and swipe accordingly) or they can also open the profile for more details. When two users have 

a common matching interest towards each other, a chat window opens and so they are able to 

communicate. If there is no matching interest by the other person´s side, the user will never get notified 

whether that person hasn’t seen his or her profile because Tinder did not offer it as a possibility or that 

person disliked the user. As a result, there is no rejection in any case. 

 The app is already used in 196 countries by an estimated 50 million people. It gives the chance to meet 

people who are locally close to you matching with the pre-set criteria such as age or gender. It closes out 

the stress in the dating process because of the double-opt in system. Users will not know if others swiped 

them to the left. They get notified about the common matches only. It became one of the top five most 

used service on the web in ten years. (Wikipedia, 2015)  

According to the founders of the app (Bilton, 2014), the average user logs into the app 11 times a day, 

spending more than 5 minutes each time. However the decisions of liking or disliking another user’s 

profile depends heavily on the looks, but the founders say, it is not all. They say, that the pictures and the 

social believes behind them make up a big pictures  depending on which we can decide in a few second 

if that person would match to us.  
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2. Literature Overview 

2.1. Creativity and Uncertainty in Organizations 

The term, ‘creative industries’ has been defined in many different ways, however the most influential 

definition comes from the Department for Culture, Media and Sport’s Creative Industries Taskforce 

1998, which defined it as based upon activities with individual creativity, skill and talent in their origin 

and it has the potential to create wealth through creating and exploiting intellectual property. (Miles & 

Green, Hidden Innovation in the Creative Industries, 2008) 

Creativity is a generation or production of ideas which are useful and novel. (e.g. (Amabile, 1988) 

(George & Zhou, 2001)in: (George J. M., 2007) It can be found in work procedures, products and 

services, in organizing structures and it can vary in its degree. Creativity by its nature creates 

unpredictability and reduces reliability. As a result, organizations based on creativity have a high degree 

of uncertainty, how they try their best to deal with it and decrease the level. (George J. M., 2007) 

To reduce the level of uncertainty and unpredictability, organizations build up structures, routines or 

follow other organizations’ best practices. There is no best way to organize a company, they must find 

the structure that fits the best to them – as one size doesn’t fit all. Creativity is also viewed as a main 

ingredient for innovation what is defined as the successful implementation of new ideas. (George J. M., 

2007) 

2.2. Innovation, Definitions and Typologies 

Creativity is typically viewed as an essentiality when it comes to innovation – since innovation is the 

successful implementation of creative ideas. Also, creativity is recognized as a key for success in the 

organizations. (George J. M., 2007) 

Innovation has been defined by various researchers. For example, Thompson (1965) defines it as the 

generation, acceptance and implementation of a new process, product or service. In a broader sense, it is 

a creation and adoption of new ideas, and that it brings novelty on a field. (Pierce J. L., 1977 ) 

Innovation has various forms and varieties in the sense that it can be found in the form of products, 

services and processes. Since the present research concers only service innovation, the literature 

overview will cover the theory of service innovation. (Pierce J. L., 1977 ) 
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2.2.1. Service Innovation 

Discussion about service innovation often starts with the confusion of the term service. As a reason, 

according to Miles (2008) it is important to determine the factors which feature services, because the 

term `service` in the everyday life is used in a widely to cover various different things.  

- Coterminality: service product, process and service consumption take place at the same time and 

place 

- Low portability: transporting and storing difficulty or not possible 

- Information intensity: the communication flow between the service provider and the client is 

important  

The service sector represents a wide range of industries.The service industry is also understood as a 

residual sector into which all the industries which do not produce a raw materials and tangible outcomes, 

are gathered. However the service products of all these industries have two common features: 

intangibility and interactivity. By intangibility, as Miles (2008), defines, we mean that the outcome does 

not have a material form, but service products rather mean transformations in material products, people 

or data. Some are however delivered through tangible artifacts (eg. Consultancy report delivered in paper 

form) and others are connected to material products (dental fillings or credit cards). However these 

tangible elements of the service pertains a small amount of the overall costs, and the important part of 

the costs is connected to the transformation which is connected or delivered to the physical artifact.  

The other feature, interactivitiy implies that the service process requires the participation, and presence 

of the client. Sometimes the clients are passive and sometimes they are active during the service process. 

Also another category exists, when the service is offered but done by the client – it is called self-service. 

Interaction however is important in order to deliver the right service, and it requires a more intimate 

producer-consumer relationship than it is usual for manufacturing industries. (Miles, 2008) 

As in any industry, innovation is a way to implement changes and improvements. However, service 

sector innovation and its conventional definitions can be too grounded in the traditional manufacturing 

logic, suggests Miles (2008). As a reason, service innovation can be better described in the terms of four 

dimensions of novelty (Hertog P. d., 2000). 
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- Service concept: The service is new to its particular market. An example can be a new type of 

bank account. 

- Client interface: these involve changes how the clients are involved in service design, production 

and consumption.  

- Service delivery system: Changing the ways in which the service workers perform their jobs 

delivering critical services. Mostly electronic delivery is concerned but also transport and 

packaging innovations are in this category. 

- Technology: innovation concerning technology is mostly IT related issues which mostly affects 

effectiveness and information processing. 

The innovations in the service sector does not have to fit into one of these categories, many of them 

involve a combination. (Miles, 2008) 

However it will be detailed in the analysis part, I would like to sum app the above described theory by 

applying it to the selected company, SelfieJobs. The mobile application combines newness in the service 

concept and client interface dimensions. The service is new in the market for recruitment services, 

because similar application do not offer the concept which SelfieJobs built the application on. Also, the 

client interface is new to the recruitment processes since the users has not met a similar service on this 

market. 

2.2.2. Degree of Novelty 

An innovation can also be categorized in terms of the degree of novelty. It means that ranging goes from 

totally new innovation to a service which involves simple change which is new to the line of the service 

or minor adjustments which are new and evolutionary (Hulshoff, 1998) (Jong, Bruins, Dolfsma, & 

Meijaard, 2003).  

Hulshoff (1998)suggests that just like in the manufacturing view, so in the case of products, the degree 

of novelty can also be applied to service innovations. The widely used categorization in the terms of the 

degree of novelty consist of a range which has two opposite sides: radical and incremental innovation. 

Between these two types any innovation can be placed according to their newness spectrum (Jong, 

Bruins, Dolfsma, & Meijaard, 2003). 
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- Radical innovation: Also referred as revolution. It means that a complete system of characteristics 

and competences which build up a service is completely changed and replaced by a new service. 

It can casue the old service to vanish. It is also possible that an introduced radical innovation is 

new to the world and there is no similar service which can be substituted.  

- Incremental innovation: Incremental innovation means that the service has been changed. It can 

mean that an existing service has been changed by adding new elements or  modified. However 

incremental innovation can also mean that an existing process and the characteristics of a service 

has been applied to another market or field where the service has not been used before. In this 

case the service is new to the market or to the field but now new to the world. 

(Jong, Bruins, Dolfsma, & Meijaard, 2003) 

The service offered by SelfieJobs is incremental innovation regarding its degree of novelty. It is a service 

new to its market but not new to the world. 

2.2.3. Dimensions of Newness 

Apart from the degree of novelty, service innovations can also be categorized along several dimensions 

of newness. However theories help us to get ideas of the clean types of the different categories, and what 

do they mean, in real life situations most innovations appear to be a mixture of minor and major changes 

and adaptation of existing processes or characteristics of services. Research shows that there are four 

main dimensions along which a new innovation in the service sector can be categorized with. It is the 

service concept, the client interface, the delivery system, and the technological options. (Hertog P. D., 

2000) (Jong, Bruins, Dolfsma, & Meijaard, 2003) 



23 
 

 

 

Service Concept 

The first dimension is the service concept which means the content, the main characteristics and goal of 

the new or renewed service. A new service does not have to be a radical innovation but a new concept 

which can offer a completely new way to resolve existing problems or it can also use existing technology 

which is in not yet adapted to the market of the service. Service firms often apply changes copied from 

competitors and use it in their services in a slightly modified way. Taking solutions from other industries 

or from the same industry but from the competitor still brings innovation by implementing a new concept.  

(Jong, Bruins, Dolfsma, & Meijaard, 2003) (Hertog P. D., 2000) 

Client interface 

The second dimension is the client interface, which is in the focus of many service innovation. Services 

aim to be more and more user friendly, and client-specific  offering design which is easy to understand 

and to use and the displayed information is relevant. It can aslo imply co-production which involves the 

clients in the innovation. (Jong, Bruins, Dolfsma, & Meijaard, 2003) (Hertog P. D., 2000) With the fastly 

developing IT sector, innovation in the client interface has a big market. Innovative ideas are 

implemented every day and it helps to make our everyday life easier by spending less time on the 

execution of different works. For example, mobile applications are all client interface innovations as long 

as they bring any kind of newness to the market. The mobile app market is blooming and application are 

developed to make our everyday life easier, for example calculating traveling times, costs of living on 

Figure 2.:Four dimensions of innovation in services (Hertog P. D., 2000) (Jong, Bruins, 

Dolfsma, & Meijaard, 2003) 
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monthly basis or they measure our sleeping cycles. They as a result replace manual works and help us 

achieving our goals easier. 

Service delivery system 

The third dimension consists of the service delivery system which could be translated to the internal work 

processes and arrangements that make sure that the service workers can perform and deliver their jobs 

properly, without problems. Changes in the delivery system are to introduce new systems or improve the 

existing ones. Many times these improvements are invisible for the clients. For example if a company 

changes their software which they use, even if they can work faster or more efficient, the clients may not 

notice it at all. On the other hand it also can change the whole system and as a result the way how the 

clients use or think about one special kind of service. As an example, it can mean the introducing of e-

commerce or international shipment. (Jong, Bruins, Dolfsma, & Meijaard, 2003) (Hertog P. D., 2000) It 

is a service delivery system innovation which allows to order online and ship abroad so the customers do 

not have to go to a physical shop.  

Technological options 

The fourth dimension is the technological options. It means that the innovation considers the technology 

of the service. With other words, not just the service concept, the interface or the delivery system has 

been changed  but the way the service is done. It is accepted among the researchers that service innovation 

is also possible without technological changes so this fourth dimension does not make part of many 

service innovation. However it also can happen that technological change is the trigger of some other 

change in the case of a service. Many times technological innovations are accompanied by changing in 

the physical artifacts which is connected to the service. For example changing to wireless internet has 

been a technological innovation in offering internet services. (Jong, Bruins, Dolfsma, & Meijaard, 2003) 

(Hertog P. D., 2000) 

Relationships between the four dimensions 

In real life situations, many times all the four dimensions are involved in the case of an introduced 

innovation. For example new services are the mixture of  all of these dimensions however each of them 

has different importance or involvement. Often one major innovation in one of the dimensions triggers 
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change in other dimensions, however it is very case-specific how it happens. In the real life, many times 

it is difficult to separate or to decide how much are these factors involved in the innovation process. 

In the case of SelfieJobs, the main innovation concerns the dimension of the service concept. The idea 

behind the service is unique and they combine this innovation with existing client interface and service 

delivery system. The service innovation of SelfieJobs and the consequences which these changes trigger 

will be analysed in the 4. Chapter. It will be important to connect the case to the previously described 

theory. 

Since the client interface has its characteristics adopted from the client interface of Tinder, it leads to 

another big analytical part. To be able to analyse the implications of copying innovation from a company 

working in the same industry, it is important to link the case to some parts of the organizational theory. 

As a reason in the next sub-chapter I will lead in to the institutional theory, to give a basis for the 

understanding and I will focus on a topic directly related to the case. 

2.3. Institutional Theory of Organizations 

The Institutional Theory gained importance in the field of the organizational sociology in the 1980s with 

neo-institutionists such as Meyer and Rowan, Zucker  and DiMaggio and Powell. (Najeeb, 2014) The 

theory suggests that institutional environment can affect the development of formal structures in an 

organization and it can more profoundly form their behavior than market changes do. (Babson College 

Faculty , 2016) 

In the present study the above mentioned theories give the base for the first research question. Analysing 

institutional theory helps to understand why a newly established startup chooses to copy an existing and 

successful model.  

Meyer and Rowan`s work has grounded the institutional theory by introducing their macro perspective, 

seeing the institutions as a web of cultural roles. They suggest that in modern societies, there are powerful 

myths and many organizations are in highly institutionalized contexts regarding professions, policies and 

programs. The organization follows these different institutional tools and creates rationality around them. 

It means that it can also lead to ignoring their own organizationally specific features which can cause 

loose of effectiveness. They argue that the formal organizational structure has not only functional but 
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also symbolic meaning which helps to be viewed as organization and so to gain legitimacy. (Meyer & 

Rowan, 1977) 

Another prominent work in the field is of DiMaggio and Powell (1983). As they sum it up, there is a 

basic paradox in the organizational literature - “rational actors make their organizations increasingly 

similar as they try to change them. They argue, that once organizations arise and they are structured into 

an actual field, there are some powerful forces which lead them to become more similar to each other. 

This concept is called “isomorphism” which was defined by Hawley (1968) as “a constraining process 

that forces one unit in a population to resemble other units that face the same set of environmental 

conditions”. 

The concept of Hawley (1968) was adapted to the field of organization sociology, and developed the 

concept of  institutional isomorphic change. This process can occur through three mechanisms: 

(DiMaggio & Powell, 1983) 

 Coercive Isomorphism – this is the mechanism which occurs because of political influence and 

the problem of legitimacy 

 Mimetic Isomorphism – this mechanism is a rational and standard response to uncertainty. With 

other words, it means that organizations are becoming similar to those organizations which are 

successful.  

 Normative Isomorphism – this mechanism is also a rational decision, but it is the concept of 

listening to someone with expertise.  

In empirical settings, these types are not or not always completely distinguishable, since there can be 

interactions and more effecting factors, but they all derive from different conditions and they lead to 

different outcomes. (DiMaggio & Powell, 1983) 

2.3.1. Mimetic Isomorphism 

In this study we focus only on the Mimetic Isomorphism because as it describes mechanism in the 

case company. This type of the isomorphic mechanism derives from uncertainty avoidance. 

Uncertainty, as it was describes previously can be caused by many different factors. When 

organizational technologies are not completely understood, when the goals are ambiguous or when 
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the business environment is challenged by symbolic uncertainty, organizations can seek leverage in 

copy different mechanisms, models or strategies from other, successful organizations. (DiMaggio & 

Powell, 1983) 

From the viewpoint of a startup, modelling themselves on successful organizations can mean a 

considerable benefit. Since they have restricted resources – time, money and human resources – 

applying an already successful practise can mean a viable solution on little expense. (DiMaggio & 

Powell, 1983) 

The modelled company can be completely unaware or can even be against the fact that others copy 

them. However it is totally acceptable unless it is legally prohibited (legal protection, patent, etc.) 

(DiMaggio & Powell, 1983) 

Modelling a successful organization does not mean that all practices and mechanism are blindly 

copied. As Alchian (1950) has argued, innovation can also rise from mimetic isomorphism. During 

the course of imitating, companies can arrive unconsciously arrive to unsought and unique attributes. 

So, by imitating one’s uniqueness organizations can build their own innovative solutions to their 

problems for which they intended to copy someone other’s solutions. (DiMaggio & Powell, 1983) 

To sum up the concept of Mimetic Isomorphism, it can be observed that despite of considerably 

search for diversity, new organizations mostly rise from modelling old ones. Meanwhile seeking to 

copy practices of a successful organization of the field, organizations can arrive to their 

innovativeness unwantedly, or they can create innovativeness by applying a successful practice or 

strategy on their own case. (DiMaggio & Powell, 1983) 

By mimetic isomorphism the company uses the advantage of previous knowledge and experience. It 

means that users who have experience with similar service, in our case study, with Tinder, have 

knowledge and experience about the technology and the usage process.  Therefore they do not have 

to get familiar anymore with the used technology. In this present study, the second question addresses 

this present phenomena, namely I will investigate how does it bring advantage and in which cases 

does it mean disadvantage to use mimetic isomorphism by building up startup. This presented theory 

bases my analysis and my knowledge in order to analyse the case and draw conclusions. 
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In the following part I will described a theory from the Information Studies which covers the 

challenges of innovation in technology and offers a tool of analysis. This next chapter will provide 

an analytical tool and the theory for finding answers for the second research question.  

2.4. Technology Acceptance and the TAM-Model 

The Technology Acceptance Model (TAM-model) was introduced by Davis in 1986 with the aim to 

explain the acceptance of the employees as users of a new information-system at work. (Flo, 2009) 

(Davis, 1989) The model is a proven tool to understand how a new technology becomes used by 

identifying the factors which can affect the acceptance. (Flo, 2009) The original model was utilized 

several times in different researches and it was even modified by some researchers. 

 

Figure 3.: The Original Technology Acceptance Model (TAM) by Davis (Davis in: Sung Youl Park, 2009.) 

According to TAM, the perceptions of a new technology depends on external factors, such as previous 

experience with new technology, demographic or educational charactheristics, etc. Also it implies that 

actual use of a technology depends on the perceived usefulness, the perceived ease of use and also on 

behavioural intentions. (The different factors of the model applied in the current research will be detailed 

later.) 

As mentioned, this original TAM model was modified by several researchers. One modification which 

is relevant to this current research was conducted by Kaasinen (2005) in her research of mobile services. 

In the course of her research she found that for mobile services, it is important to somewhat modify the 

original model to the mobile services. The extended model contains three more factors, such as Trust; 

Perceived ease of adoption; and the Taking into use. In addition, Kaasinen modified the factor “Perceived 

Usefulness” of the original model, and used the term “Perceived Value”. With this modification, the 
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factor is on the following figures this extended model is presented whereas the three additional factors 

are highlighted in green. 

 

Figure 4.: Extended TAM-model for mobile services (Kaasinen, 2005) 

The above descripted  model helps to understand which are the factors that decide whether costumers 

will use the newly presented technology, when they will use it and what are their thoughts and perceptions 

of it. (Flo, 2009)  

In the current research, both the original model and the findings of Kaasinen (2005) will be used to 

understand better the job seekers of the application, SelfieJobs. The interview questions (Appendix A; 

B; C; D) were based by covering the factors of these two models, with the intention to find out their 

relevancy for the case company. As a result, later in the coding process the interview answers can be 

categorized into themes by the factors of these two models. 

However, in the course of the coding process, there were new themes which evolved providing new input 

and new understanding of user behaviour. As a reason, according to the findings of the interviews, I 

modified the TAM model to be applicable to the case company. On the following figure (Figure 5.) I 

present the model modified for the present case so the reader can easily compare the difference, however 

the evolution and the reasoning of the modification will be presented in the methodological part. 
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Figure 5.:TAM model modified for the case of SelfieJobs (Source own model with (Davis in: Sung Youl Park, 2009.); (Kaasinen, 2005)) 

 In the following section, all the factors will be explained. 

2.4.1. External Variables 

As it is suggested by Davis (Davis in: Sung Youl Park, 2009.) in the original model, External Variables 

can affect how the users perceive the new technology. However there are always differences between the 

users which will affect the perception and the range of these variables are countless, I tried to make 

different prerequisites which was to make sure, that in some charachteristics, the research participants 

are similar or are in a range or have similar experiences. These prerequisites are the followings:  

1. The participant needs to be between 16-26 year old  so he or she is in the target group of the 

company 

2. The participant has to live in Sweden  in order to obtain comparable information, the participant 

needs to use the same version of the app 

3. The participant has to be a person currently looking for job  so the researched topic is relevant 

to the person and the applications has a latent usefulness 

4. The participant needs to possess a smartphone with Internet access and use applications on a daily 

basis since the application is developed for smartphones, it has to be research among possible 

users 
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5. The participant agrees to download the app and register with accurate personal datas. 

6. The participant needs to know Tinder and how it works 

Applying these conditions, will not make sure that the External Variables are eliminated, but they have 

been modified to the target group of the case company, so it means that the results of the technology 

acceptance should show a closer picture to the real life user acceptance. 

2.4.2. Design 

Design is a factor which has evolved from the answers of the interviews with the participants. It has 

shown that it has an effect on both the Perceived Ease of Use factor and the Attitude Towards. According 

to the findings, which will be described later in chapter 5., remarkably good, eye-catchy design has a 

very positive effect on how the users perceive the ease of use of the new technology, and it can affect 

their attitude towards it. 

2.4.3. Perceived Ease of Use 

This factor  shows, according to Davis ( (Davis, 1989) in: (Dawei, 2008)), “the degree to which a person 

believes that using a particular system will be free of effort. My model suggests, that this factor affects 

both the Expected Value and the Attitude Towards. If the new technology is considered to help the user 

without big efforts in using it, both the Expected Value and the Attitude Towards are positively affected. 

(Flo, 2009) 

2.4.4. Expected Value 

In the original TAM model, this factor is the Perceived Value and it shows the advantages and benefits 

that users perceive while using a new technology. In the present case, since the interviews conducted 

longitudinally, it was more interesting at this step, for the purposes of the research, to see the Expected 

Values and its effects. The only difference between the original model and the model extended for 

SelfieJobs is that it focuses on the pre-use phase and it is measured after presenting the users to the new 

technology but before the users had the option to try an extensive use.  This factor, as the Perceived Value 

also can be affected by the Perceived Ease of Use and it affects the Attitude Torwards the application 

and the Taking into Use factor. Kaasinen (2005) presents, that in case of high Perceived Value factor, 

there is positive correlation to the Attitude Towards factor and so users will be more motivated to use 
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that technology rather then look for another one. In the case of the application SelfieJobs possible values 

can be saving time. The other findings are presented later, in chapter 5. 

2.4.5. Trust 

The factor “Trust” was not part of the original TAM-model by Davis ( (Davis, 1989) in: (Flo, 2009)) 

However, it is an important factor since it indicates the trust which is provided by the users to the 

technology providers. (Flo, 2009) Privacy and data protection is essential in the digital life since to use 

efficiently in this case an application, users have to provide several personal information which can be 

easily misused if not treated with care. As a consequence, the Attitude Towards factor is highly dependent 

on the “Trust” of the users that the technology provider has the right policies and protection toward their 

personal datas.  

2.4.6. Attitude Towards 

This factor is part of both the original and Kaasinen’s TAM model, however Kaasinen calls it Intention 

to Use. Kaasinen (2005) explained in relation to the mobile services. the users’ attitude towards a 

technology affected by the Perceived Ease of Use, the Perceived Value and also the Trust (Figure 5., 

Kassinen Model) (Flo, 2009). In the model designed for the case of SelfieJobs, the Attitude Towards 

factor is affected by the Design, the Perceived Easue of Use, the Expected Value and  also the Trust, 

however Trust as explained does not have high effect in our case. 

2.4.7. Taking into Use 

The second additional factor in Kaasinen’s model compared to the original model is the “Taking into 

Use”. As Kaasinen (Kaasinen, 2005) argues, there is another factor between the “Intention to Use” and 

the “Usage Behaviour”, which can be covered by the “Taking into Use”. (Flo, 2009) This is the point, 

when intentions turn real and actual usage. It would reveal those obstacles which can arise only by using 

the technology. If there are many difficulties in understanding or it shows difficulty at the first times, it 

can highly affect the usage behaviour or it is possible that the user will not become actual an actual user. 

In the case of this research, the Intention to Use is assessed in the first interview, meanwhile the Taking 

into Use factor assessed in the second interview, after using the application for 2 days. This short usage 

can reveal possible missunderstadning and it is interesting for the research purposes to see how the 

experience changes if it does. 
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2.4.8. Perceived Value 

In the model created for the case of SelfieJobs the original TAM model’s Perceived Value factor, as 

explained previously, was modified and called Expected Value. In the first Interview, as the research 

participants know less about the application and how it works and for this reason at that point of time, I 

only could ask their expectation of values. The third interview happened ten days after the participants 

first used the application, so during these days the expected values could have turned real or could have 

disappeared. To see how the value perception changed, it is interesting to compare the Expected and the 

Perceived Values. How the Expected Values makes a big impact on the Attitude Towards and on the 

Taking ito Use factor, the Perceived Value factor can largely affect the Actual Use.  

2.4.9. Actual Use 

This is the last factor in both the original and the extended model for SelfieJobs, since usage is the final 

goal for a new technology. It stands for the analysis of consumer behaviour after adopted and used the 

new technology, in this case study, the application with a certain frequency. (Flo, 2009)It helps to 

understand the experience which people have using the application and it gives a feedback to the 

developers in order to monitor and in some cases change something.  

Technology acceptance as stated is a difficult process and it is affected by many differnet factor. On the 

other hand, it can help if the communication from the side of the company is clear and if they build a 

relationship with the customers. Hence the importance of customer relationship marketing is covered by 

the next sub-chapter. 

2.5. Customer Relationship Marketing  

Customer relationship and customer relationship marketing (CRM) is a relatively new field in marketing 

and it has been researched thoroughly in the marketing literature since the late 1980`s. (eg. : (Dwyer, 

Schurr, & Oh, 1987); (Morgan & Hunt, 1994); (Reichheld, 1996.), etc.) Over the decades of marketing 

research and real-life applications came the realization that one of the most effective tools against risk is 

the portfolio of relationships. (Fournier, Breazeale, & Fetscherin, 2012) In early research in consumer 

behaviour viewed the consumers’ interaction with products as a series of exchanges, the new waves of 

studies has shown that this transactional view has to be replaced by a relational view. Since the beginning, 

many definitions of relationship marketing has been published. As a very basic understanding of the 
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term, it means, that there is a relationship between products and the consumer which can range from 

formal interactions to more personal relationships. (Fournier, Breazeale, & Fetscherin, 2012) As Fournier 

et al. (2012) highlights, strong relationship guarantees word of mouth and creates loyalty which is a mean 

to cash flows. However, brand-consumer relationships, just like interpersonal ones, are not easy to attain 

and they have to be nurtured to be maintained. According to Grönroos’s definition, relationship 

marketing is: “Marketing is to establish, maintain and enhance relationships with customers and other 

partners, at a profit, so that the objectives of the parties involved are met. This is achieved by a mutual 

exchange and fulfilment of promises.” (Grönroos, 1994. ) 

2.5.1. Goal-Oriented Engagement with Users 

Since the case company’s target market is the youth as end users of the application, in the following parts 

I will focus on a relevant theory in the realm of customer relationship marketing.  

A relatively new field in the customer relationship marketing focuses on brands as goal-helping brands. 

The research was based on the general assumption that social belongingness is essential and it is a 

relevant motivator for human behaviour. (Long, Gable, Boerstler, & Albee, 2012) The engagements with 

brands are more and more life-like in today’s world, where we can talk to Google and ask our questions, 

where Facebook reminds us what happened to us a year ago or when we get the self-customized ads of 

Youtube. These engagements, as Long et al. (2012) highlight, implicate social phschological tendencies 

and they resemble our interpersonal interactions. Brands are often represented with human 

characteristics, and as a result, people form relationships with brands similar to the interpersonal 

relationships.  

It is important to note, that these tendencies to relate to non-human entities more as to humans is initiated 

from the basic need of human interaction. As human beings, we need to feel that we belong to somewhere 

and to others. (Long, Gable, Boerstler, & Albee, 2012) Also, to a variable extent, a person’s self-esteem 

rises and falls depending on how the person is doing socially. (Baumeister, Dori, & Hastings, 1998) 

Lately is has become clear that brands are also used by people to meet goals. Moreover, in many 

situations this possibility that brands can offer are also interchangeable with the pshycological functions 

of other people in relation to motivation in meeting goals. For example, Fitzsimons and Shah (2008, 

2009) have shown that students who have been motivated for their studies by subtle reminders containing 
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positive motivation have achieved better results than those students, who did not. As a utilitarian 

explanation, they claim that people categorize their relationships based on goal instrumentality. It means, 

that people amplify their feelings of closeness to specific relationships, where there is a higher possibility 

to facilitate their pursuit of active goals. (Fitzsimons & Shah, 2008, 2009) 

The research of Long et al. (2012)conducted on university students has shown that goal-helpful brands 

become more positive when relevant goals are brought to mind. They emphasize, that brand relevant 

goals need to be identified in order to emphasize the connections between the brands and the goals. After 

goal identification, they recommend to make sublte but noticeable reminders of these associated goals to 

the users, moreover, they emphasize the incorporation of goal-relevant language. For example in order 

to remind the users of social goals, words can be like “friends”; “sharing” or actions like “talk” or “meet”. 

(Long, Gable, Boerstler, & Albee, 2012) 

2.5.2. Permission Marketing 

Another new term in the realm of Relationship Marketing is Permission Marketing developed by Seth 

Godin. (Seth Godin in: D.Peppers; M. Rogers, 2004 ) Along with Permission Marketing another term 

arises, namely Interruption Marketing. As Seth explains in Peppers and Roger’s (2004 )book, permission 

marketing is the new term describing the process of offering the “opportunity to the consumers to 

volunteer  to be marketed to”. It is the opposite as the interruption marketing whereas the marketers are 

interrupting the consumers which can cause negative feelings or dissatisfied consumers. (Seth Godin in: 

D.Peppers; M. Rogers, 2004 ) 

It is important to highlight that in today’s world people are offered with unwanted marketing messages 

and offers in all platforms. Marketers are in a competition to win the attention and to gain and maintain 

their customers. 

 On the other hand, in more and more platforms, especially when it considers personal data, asking for 

permission is not voluntary but a compulsory and legal issue. For example, mobile applications have to 

provide information about what kind of information will they use ad they have to ask the user permission 

to interact through marketing emails, or to post or use any other personal details.  

According to Seth (Seth Godin in: D.Peppers; M. Rogers, 2004 ), interruption marketing started to reach 

the opposite of their aim. With asking permission of our customers we are offering them a possibility of 
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interaction without forcing on them our message. It makes it more desirable, and customers’ approach is 

not rejecting but curious. This is a partner-approach where both the messager and the receiver are in the 

same position.  

Permission marketing has three main characteristics: 

1. Anticipation: The consumer opted to receive the communication and expects it 

2. Personal: It must be individual, in certain moments  

3. Relevant: It has to be something in which the customers can be interested, it can be important to 

them based on their individual charactheristics 

To sum up, permission marketing is an evolving topic in the world based on consumption because the 

approach of marketers is changing from a pushing approach to a more relationship based approach. 
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3. Methodology 

3.1. Purpose and Preconceptions 

The objective of the present study is finding out more about what practices would help to the case 

company to gain competitive advantage on their market. The research problem roots back in to the theory 

of creativity, and uncertainity in organization with high level of innovation. The problem includes also 

the question in organization theory, whereas it becomes clear that radical innovation is very rare, and 

innovation can also happen by following a model and implementing a new idea but implementing it with 

an existing business model, like SelfieJobs did. This kind of innovation called Incremental Innovation. 

However the research problem makes it obvious that Mimetic Isomorphism, so using an existing business 

model, and blindly copying is not always beneficial. 

This case study focuses on the connection these above mentioned theories, and it aims to analyse the case 

of SelfieJobs. The purpose of the present work is not to generalize from the findings but to increase 

knowledge in the literature of startup practices and also to give insight to a company who did not make 

a user experience research previously. I also aim to give recommendations for possible changes that can 

make a positive impact based on the findings and the theory-base of this research.  

The preconceptions behind the study are defined by the educational and cultural background and 

experience of the author. All individuals are members of groups, cultures, societies, nations and it all 

affects the understanding of the things around us. The author’s culture origins from a post-communist 

Central European country, however during life experience it was affected by other European believes, 

preconceptions and notions. It is modified as well throughout the conducted studies and knowledge 

gained through personal interest. How we see the world is dependent on us, so being subjectivity is 

intimately involved in qualitative research methods. However the objectivity of the qualitative 

methodology stands in the ability, that the researcher’s subjectivity still enables her to comprehend 

accurately the researched topics. (Ratner, 2002) 

3.2. Choice of Methodology 

The present work is a case study. Case study is the best option for research in which the aim is to find an 

answer for a question with the following properties: 
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The form of the research is “How or Why?”  and, in contrast with an experiment, the studied phenomenon 

does not require control of the researcher. The third important feature of a case study is that it focuses on 

contemporary events. (Yin, 2009) 

Case studies are empirical in the sense that the researcher relies on the collection of evidence of the 

researched topic. This methodology focuses on the phenomenon in context, mostly on situations where 

the relation between the phenomenon and the context is not clear and so the research aims to find out 

these relations. Another feature of case studies is that it relies on multiple methods of evidence or data 

collection. (Robson, 2011) 

In order to answer the research questions I will analyse the experience of pre-selected participants 

through conducting structured interviews about the mobile application developed by the case company, 

SelfieJob. As a reason, the present case study is an exploratory research. According to its definition, 

exploratory research  attempts to understand a problem in a preliminary way. It often relies on data from 

limited number of examples, like focus groups. Exploratory studies are also know of not aiming to 

provide estimation which can be used in a larger population, neither test theories. However they can be 

important in mapping domains and exploring relationships between different study field, or cases. (Yin, 

2009) 

As a result, exploratory case study such as in this present work will provide a better understanding about 

the connection of real life cases and theory and it explores the relationships and the connections between 

them. In this research I will explore the connections between the acceptance of the application and the 

implementation of SelfieJobs as a recruitment tool and special business decisions such as using mimetic 

isomorphism for reducing uncertainty. The study will also include an interview with the company to 

understand their self-evaluation and what they understand and see from the user experience. The data of 

the research is qualitative because this is the methodology which suits the best to our purpose, to reveal 

the experience and the feelings of candidates in Sweden and the knowledge of the case company about 

their users and their experience. (Robson, 2011) 
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3.3. Research Philosophy  

Although philosophical ideas mostly remain hidden in research but they influence the practice of the 

study and it needs to be identified. (Creswell, 2008)  

The present research has a constructivist view agreeing with the statement that the truth and meaning in 

itself does not exist, it is created by interactions in the world. So meaning is constructed and not 

discovered, subjects construct their own understandings hence it is possible to arrive to different, indeed 

contradictory findings which are equally valid. (Gray, 2013) A theoretical perspective which is linked to 

constructivism and which applies to this current study is interpretivism. It looks for culturally derived 

and historically based interpretations of the social phenomenon. (Gray, 2013) 

Social research uses two basic methods of inquiry, the deduction and induction to evaluate the collected 

datas. Deductive method works from the more general to the more specific. This is called as well as the 

“top-down” method, whereas the researcher has his or her own ideas which will be phrased as theories 

and it will be narrowed down to hypotheses. These hypotheses will be tested through observing the 

phenomenon and the results of the observation should lead to either a confirmation or to the rejection of 

the initial theories. (Trochim, 2006) 

The inductive reasoning is also called the “bottom up” approach since it moves from the specific 

observations to the generalization. It starts by observing the phenomenon from which the researcher tries 

to draw a pattern.  Finding a pattern leads to tentative hypotheses and it ends with forming the theory or 

some more general conclusions.  (Trochim, 2006) 

While natural sciences aim to test theories based on the collected datas looking for patterns, in social 

science researchers deal often with individuals and organizations and their actions and explain the 

observations by understanding the meanings with their context. (Gray, 2013) The current work will use 

the inductive approach, since it is more open-ended, it can lead to diverse theories and it fits more to the 

exploratory research of the present work. (Trochim, 2006) Moreover inductive approach is generally 

associated with qualitative data providing a systematic set of data analysis that can produce reliable and 

valid findings. (Thomas D. R., 2006) The purpose of this research is to answer the research questions by 

analysing the collected data, looking for patterns from which it intends to come up with the conclusion 

relying on existent literature on the topic. The interpretive constructivist approach leaves space to be 
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more explorative and to create new knowledge instead of testing existing theory. Since the research 

question is broad, it gives the thesis space to explore by its flexibility.  

Regarding the timeframe of the research, there are two main time-scales, the longitudinal and the cross-

sectional study. Longitudinal studies examine changes over time and so the focus is on the comparison 

of the changes. On the other hand, cross-sectional study is an analysis of the phenomenon retained in a 

certain point (or period) of time. It focuses on comparing different factors at the same time.  This present 

study aims to compare the technology acceptance of the research participants over time. In other words, 

I will examine how the opinion, the attitude and the user behaviour changes over time by a growing 

experience. To compare data over time, I will use a longitudinal study with interviews conducted in three 

different occasions.  (Gray, 2013) 

On the following figure the summary of the above mentioned research process is visualised. 

 

Figure 6.: Research design  (Gray, 2013) 

3.4. Data Collection 

The objective of this work is to collect data out of which with inductive reasoning I will be able to draw 

some patterns and to base our recommendations on these finding. The research topic is not new and as it 

is summed up in the literature overview, there are many diverse studies on technology acceptance and 
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mimetic isomorphism and the connection if these topics. The research uses both secondary and primary 

sources of data.  

3.4.1. Primary Data Collection 

As the present is a qualitative research, interviews appeared the most logical way to collect empirical 

datas. The aim of this study is to find the most important factors in technology acceptance and the patterns 

in user behaviour with which the company can develop and  adapt. 

Samples for the qualitative studies are significantly smaller than those for quantitative studies since 

qualitative research is concerned with searching meaning and obtain detailed information from all 

participants instead of making generalizable hypotheses. Regarding the sample size of any qualitative 

analysis, in order to be faithful to the principles of qualitative methodology, needs to follow the concept 

of saturation. It means that the sample size should be as large as any interview retained from a new 

participant does not bring any important or yet uncovered perception. (Mason, 2010) 

For this research, I conducted two types of interviews. The first interview was an in-depth interview with 

the case company, SelfieJobs. The interview took place at our second meeting. On the first meeting, we 

had an agreement of working together during this thesis project, and I got to know more about the 

company, however it was a short and rather informational meeting. For the second meeting I prepared 

open-ended questions which are aimed to help in understanding the idea of the company, and their story, 

their plans. Although the questions were prepared, more question evolved in the course of the interview. 

This semi-structured interview gave the possibility to ask prepared question which are based on theories 

and are closely linked to the research and it allowed the purpose of the qualitavive ans explorative study, 

to gain a deep understanding of the companies perspective.  The interview was conducted at the 

headquarter of the company with a critical early hire of the company.  

The other interviews were conducted in order to understand the user experience. The research participants 

were selected among volunteers who fit into the target group of the company but have not heard of the 

application. This kind of selection was made with the reason of obtaining a better understanding and an 

opinion which is not pre-determined by previous experience and to make the less impact possible on the 

External Variables of the TAM model which was described in the theoretical overview. In order to get 

relevant information, participants were chosen according to the following prerequisites: 
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1. The participant needs to be between 16-26 year old  so he or she is in the target group of the 

company 

2. The participant has to live in Sweden  in order to obtain comparable information, the participant 

needs to use the same version of the application, searching between the same advertisements 

3. The participant has to be a person currently looking for job  so the researched topic is relevant 

to the person and the applications has a latent usefulness 

4. The participant needs to possess a smartphone with Internet access and use applications on a daily 

basis since the application is developed for smartphones, it has to be research among possible 

users 

5. The participant agrees to download the app and register with accurate personal datas.  

6. The participant needs to know Tinder and how it works SelfieJobs developed the application 

based on the model of Tinder. They did so because their business model is successful and also 

because it is well-known and used by many. So it is interesting to see the expectations and 

perceptions evolving towards the new application developed for the job market. 

Through structured interviews it was possible to obtain the same kind of information from each 

participant which helped to get a deeper understanding with the possibility of comparison. Since it was 

important to reveal the experience and attitude of the interviewees, self-phrased open-ended questions 

were the best way to avoid the guidance. In order to get an understanding of the steps in technology 

acceptance model, every participant was interviewed three times. 

To be sure that each and every participants have the same amount of time between the interviews, I was 

creating an interview plan with a plan of the dates according to the first interview and planned with the 

participants, so that they are also available. 
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Before the first interview, the participants received a short briefing about the service of the case company. 

In the briefing they received information about the purpose of the study and of its voluntary basis. They 

could choose if they want to use their real name or they want to remain anonymous. They agreed to 

participate and to use the application through 10 days, without any further indication on how or when to 

use it. I stated clearly before the interview, that there is no bad or good answer for the questions and their 

true opinion is important in order to gain a good insight of user experience. There was no participant who 

opted out or chose to not follow through the research. 

After the briefing, the participant downloaded the application on their own mobile phone. They were told 

to make the first steps, create a profile and to start using it. In the meanwhile they did so, I was not around 

them in order to leave them space and they could start the interview whenever they felt ready, which was 

after 8-12 minutes depending on the participant. 

The second interview was designed to understand the Taking into Use factor. In order to be able to 

understand it, the participants needed to use the app for a while. Since the whole reason of the app is to 

be easy to understand and to use, the participant were given two days before the second interview. 

However during the first interview many of the interviewees were positive about the concept and 

motivated to use the app, this does not mean that they will actually use it.  So the main reason behind 

longitudinal interviews is to focus on the process of taking the application into use and then to follow the 

usage behavior and its evolution and to see whether the first positive or negative reactions would change. 

Figure 7.: Interview plan 
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During these two days they could use freely. Since the participant were selected among possible users 

from the target group, who are looking for job in the service sector and with interest for new ways in the 

job search, they had possible benefits of using this app. As a result, the decision of not giving them further 

instructions about expected usage behaviour can help int he research to find out job seekers’ real life user 

behaviour. 

The third interview was designed to understand the change of opinion and the usage of the app and its 

changes over time. For these seven days as in the case of the previous interviews, the participants did not 

get any further instruction on how to use app. In this case also, as mentioned before this is because the 

participant were selected among possible users from the target group, who are looking for job in the 

service sector and with interest for new ways in the job search, they had possible benefits of using this 

app. As a result, the decision of not giving them further instructions about expected usage behaviour can 

help int he research to find out job seekers’ real life user behaviour. 

In the third interview, there are two analysed themes. The Perceived Value and the Actual Use. I modified 

the TAM model by adding a new factor – the Perceived Value. This factor is a part of the original TAM 

model of Davis (1989) but for the present case it made more sense to move this factor. Since I modified 

the factor originally called Perceived Value and I called it Expected Value by changing the contect of 

the factor more related to the expectation which is reasonable to this stage in the longitudinal research, it 

is important to measure also the Perceived Value. Since the interviews were conducted longitudinally, 

by having both Expected and Perceived Value as factors, I can easily compary the changes between the 

expectation and the experience and perception.  

The recommendations will be based on the extracted information, so it was essential to be sure in the 

questions.  

The formulation of the questions was a very important momentum since the interviews were conducted 

longitudinally. It means that anything which came up later, as a question could not have been included 

because of the growing experience of the interviewees. With more experience and information the 

attitude or opinion could have changed and so the answer may not be true anymore. As a result, the 

interview is structured, based on previously formulated questions. Any adaption in the course of the 

interviews would not let us compare the answers of the interviewees.  
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Figure 8.:Interview Design -the division of the modified TAM model's factors according to the interviews (Source own model with (Davis in: Sung 

Youl Park, 2009.); (Kaasinen, 2005)) 

The first set of question for the first interview was conducted after a short briefing, where the participants 

heard of the company and of the aim of the application. After the information, the participants were asked 

if they agree to take part in the research. They downloaded the app and gave their accurate data. After 

downloading and creating their own profile, they had the chance to get to know the app by using it for a 

couple of minutes. After they were asked questions which aims to reveal the attitudes, expectations 

towards the app before using it.  

After these questions, the interviewees downloaded the application and they started to use if with their 

real details. The second interview was conducted two days after the start of use and the questions were 

formulated to reveal the perceived ease of use and the experience of taking into use the service.  

The third round of questions was conducted 10 days after the first use. Since the research wants to find 

out how actual users would behave, the interviewees were told that they can stop the usage at any point 

of time and there was no expectation or information given to them about how many times or how to use 

the service. 

3.4.2. Secondary Data Collection 

During the data collection and the process of writing the secondary sources were important to collect 

researched based valid information and also to deepen or create knowledge of the topic or topic-related 
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issues. It permits to place this research in the literature and to base the recommendations on theory. These 

findings were summarized previously in the second chapter. (II. Literature Overview). 

3.5. Data Analysis and Interpretation 

There are several ways to analyse qualitative data and every quality study requires a decision about how 

the analysis will be done. It is very important to make this decision at the beginning of the data collection 

since the data collection and the data analysis should be conducted simultaneously.  This allows evolution 

or modification of the focus of the interviews. (Maxwell, 2008) 

3.5.1. Methods of Data Analysis 

There are three main strategy for analysing qualitative data: categorizing strategies (eg.coding and 

thematic analysis); connecting strategies (such as narrative analysis and individual case studies) ; and 

memos and displays. These methods are not separate, they can and should be used in combination. 

(Maxwell, 2008) In this present research coding, as one of the most commonly used categorizing strategy, 

and connecting strategy will be described in details to understand why they are the most useful  and most 

compatible to the research questions.  

The most commonly used categorizing strategy is coding. The primary goal of this is to fracture the 

whole data into smaller categories and to rearrange the data. It helps in developing a general 

understanding of the whole amount of the collected data and finding pattern. As any method which 

includes fracturing big amount of data, can lead to data loss, which can create neglection of existing 

relationships, or even can prevent an alternative understanding of the data.  (Maxwell, 2008) So it is 

important to check that according to the research questions all the relevant data is coded.  

Connecting strategies are not aiming to fragment the data but to understand the data in the context. It 

uses different methods to find out connections between the elements in their actual context, like in the 

case of an interview. (Maxwell, 2008) 

In the user interviews of SelfieJobs it is very important to find similarities and differences among the 

different experience and point of views. As a result, I use the coding strategy in order to fracture and 

categorize data. With this method I will be able to see a pattern in the data which will lead to a better 

understanding of user experience and it enables me to find common issues between different user 

experiences. On the other hand it is very interesting to see how the experience and the opinion changes 
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over time. For the longitudinal comparison coding is the method which can give a better understanding 

by categorizing the mass of the data by developing and finding keywords.  

In the case of the interview with the company, both the coding and connecting method will be useful. 

First of all, connecting strategies will give the right method to understand the startup’s point of view as 

a whole, in the context of the conducted interview. However it is important to compare what the different 

parties think. Coding will give a method to compare and to point out important factors which are 

important to both the parties, or factors which are neglected in order to achieve success in gaining social 

proof.  

3.5.2. Data Interpretation 

For the user interviews data interpretation is aligned with the Technology Acceptance Model’s 

categories. In order to understand how the answers are connected, the used method is a Coding Map 

where main categories are the different factors of the TAM model, and the codes are capturing the 

interviewees opinion, experience connected to each factor. However the questions are designed to capture 

the opinion of the factors, the answers of interviewees has to be analysed for their relevancy to any of 

the codes. Since the questions are open-ended, the answers can contain relevant data to another category.  

The themes which are deriving from the Technology Acceptance Model were completed with emergent 

codes which were evolving during the analysing procedure and which were not fitting into the pre-set 

categories.  Also, meanwhile coding and categorizing, it was important to pay attention to the saturation. 

As it was stated before, the sample size was not pre-defined, but interviews were collected until there 

were no new codes or new and yet uncovered perceptions evolving which could change the results.  

In order to understand the technology acceptance of the case company’s service, it is important to keep 

the possibility of introducing a new factor in the TAM model.  

Since during the research there are eleven longitudinal interviews, it is important to find a way to 

categorize the collected data well. It means that the aim is to create a visible categorization method 

through which data interpretatation can happen and it is easy to follow. According to Miles and 

Huberman (Matthew B. Miles, 1994) a well designed chart or matrix can help the categorization and the 

data analysis process. The matrix used for analysing the participant interviews (Appendix E.) is detailed, 

and it presents data at all interviews. With this matrix it was easier to gain understanding of the collected 
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data and to compare the opinion of the participants on each and every factor. With this technique it is 

easier to gain a basic understanding, but the analysis cannot depend on the data of the matrix. To gain 

better understainding of the opinions and the changes over time, it is important to go through the 

interview transcipts again and again.  

3.6.  Validity and Reliability 

In this section I will discuss the validity and reliability of the thesis. According to Yin (2009), the rsearch 

has to maximize the quality of the research by testing for four different aspects, namely construct validity, 

external validity, internal validity and reliability. 

3.6.1. Construct Validity 

Constuct validity means that the researcher uses a multiple sources of evidence during the data collection 

method and that the data collection is based on logical choices. It also tests whether the data collection 

helps to find the right answers to the research questions an d that there is a coherency between the research 

questions, the findings and the conclusion. (Yin, 2009) (Kidder & Judd, 1986) 

To ensure construct validity, the research question has been in the focus meanwhile selecting the 

literature as well as designed for the secondary data collection. As a result, the collected data and the 

researched topic aligns and the documentation has been reviewed continuously to maintain this 

coherence. 

3.6.2. External Validity 

External validity refers to the  possibility of generalization of the findings of the research. Among the 

four criteria of a quality research, this is the most difficult to achieve. It means that the findings of the 

research can be extended and can be used for further prediction for larger  or the entire population, or to 

other cases. This type of validity is the major barrier concerning the case study research since single 

cases offer poor basis for generalization. (Yin, 2009) As Yin (2009) explains, this is because survey 

research and case studies use different methodology. Meanwhile surveys use a sample and the results 

can be extended to larger groups, populations, case studies rely on analytical generalization. It means, 

that however the results of the case study will not be extended for a larger population, but it can be 

generalized for a broader theory. 
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In the present case study, I am not aiming to generalize the findings but apply the theory and to cover the 

theoretical issues and provide recommendation based on the them. As a result, this research aims to add 

to the literature and further cases can be identified with its help.  

3.6.3. Internal Validity 

Internal validity suggest that there is no other variables except the one which are included in the research 

that caused the result. So the key feature of internal validity is whether the observed factors can attributed 

to what the research aims to observe and the result is not affected by casuality or other factors. (Yin, 

2009) Internal validity is relevant to the present case study since I have interviewed the research 

participants and I aimed to find those factors which will have effect on the technology acceptance. 

As Yin (2009) suggest, internal validity can be ensured in the case study by conducting pattern-matching, 

explanation building and time –series analysis. To make sure that the research has a good quality and it 

meets these above-mentioned requirements, these tests were done over and over again by reviewing the 

patterns in the data matrix (Appendix E) and their validity in order to answer the research questions.  

In the model, which has been used to analyse user behaviour towards a new technology is a well-

established and used model. As it is suggested by Davis (Davis in: Sung Youl Park, 2009.) in the original 

model, External Variables can affect how the users perceive the new technology. However there are 

always differences between the users which will affect the perception and the range of these variables 

are countless, I tried to make different prerequisites which was to make sure, that in some 

charachteristics, the research participants are similar or are in a range or have similar experiences. These 

prerequisites are mentioned in the 3.4.1. sub-chapter. Applying these conditions, will not make sure that 

the External Variables are completely eliminated, but they have been modified to the target group of the 

case company, so it means that the results of the technology acceptance should show a closer picture to 

the real life user acceptance. 

3.6.4. Reliability 

The final test is reliability. The objective of this test is that it shows that the findings of the research are 

reliable and based on described and detailed procedures which can be followed by another researcher 

who should arrive to the same conclusion. The goal is to minimize the errors and bias in the research.  

(Yin, 2009) 
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As the prerequisite of reliability is documentation, I made sure that all the findings are based on primary  

sources which I referred to and included in the reference list, and on secondary sources which have been 

collected according to the methodology choices and documented. As a result, all the interviews are 

scripted and enclosed in the Appendix (A; B; C; D). To follow through the analysis of the interviews, I 

created a coding method which I call data matrix. In the data matrix I filtered all the information which 

showed importance in the research and so the flow of the analysis and the understanding of the relevant 

topics connected to the theories can be followed through. 

3.7. Delimitation 

Delimitations are those boundaries which are set and are in control of the researcher so that the goals of 

the research does not become impossibly large to complete regarding the resources in hand. (PhD student 

website, 2016) In the present master’s thesis there are some delimitations concerning the topic.  

In order to narrow the topic and to get a deeper understanding of the research question, the research has 

been delimitated both geographically and by its target group. However SelfieJobs is a company which at 

the time of the research and data collection has already been working internationally on different markets 

like in Norway, Denmark, Germany and Spain and in the course of the research it has been further 

expanding, the research has been delimited to the Swedish market. The reason behind is two-folded. First 

of all, the company started the application here in Sweden and so they have here their biggest market and 

also they established their name better here than elsewhere. It means that the most job advertisements 

can be find on the Swedish app, and both employees and employers will be more aware of this mobile 

application. It could help in this research so that the employers have experience how to use the application 

and supposedly some of them are more comfortable using it. It could provide greater response rate to the 

research participants. On the other hand, for the purposes of the research it was important to meet multiple 

times with the interviewees and ask their opinion and experiences during personal meetings. As the time 

and also other resources are limited, to make the research reasonable, I decided to interview only research 

participants living in Sweden. For the same reason it was necessary to draw a line between the different 

users, namely the job-seekers and the employers, and so this research will only focus on the job-seekers.  

After clearing the delimitations of the present work, in the next chapter I will present my analysis and 

the findings. 
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4.  Analysis 

In this chapter I will analyse the collected data which will give the basis for bringing together all the 

findings and draw recommendations based on them in the next chapter (Chapter 5.) A detailed analysis 

is needed for both  the interview with the case company and the participant interviews. It will help to 

understand the experience of the users and its changing over time and it will help to draw the conlusions 

in the next section of the thesis. 

I will start by analysing the interview conducted with the case company, after which I will move on to  

three interview sections conducted with the research participants (Figure 8.) The first step in the process 

is understanding how the company evaluates the application, what do they know about the user 

experience, what do they think it is important in the app, what are the area they are focusing. As the 

producer of the app, it is difficult to be critical, or see the performance with an eye of an outsider. In the 

followings I will analyse an interview made with an early hired employee of SelfieJobs to see how do 

they think of themselves. The comparison between this analysis and the analysis of the user interviews 

will help to understand the differences between the producers’ and the users’ point of view. It will help 

to highlight strengths and weaknesses and areas where the company should focus on and so it will give 

the basis to answer the research questions. 

4.1. Interview with SelfieJobs 

With the questions designed to SelfieJobs the main aim was to understand how do they think of their 

strengths and weaknesses and to understand their knowledge of user experience. The questions design 

are based on the theories presented in the theoretical overview. The aim is to bring out the perspectives 

of the company towards the technology acceptance model and the theories of relationship marketing. The 

questions are aimed to put into comparison the answers of the interviewees and what the company think 

of themselves and of the application. The interview can be found in the Appendix A. 

According to the answers of Jens, the most important factor from the point of view of the job-seekers in 

using the application is that “it reduces barriers between the job seeker and company and make the 

process more informal, fun and accessible”(Jens, interview). He highlights that the profile creating 

process is easy and fast. They have numerous of available jobs, which helps the job seekers to get a 

higher chance to get to an interview and to find a job. Jens says that however there are other well-



52 
 

performing apps on the market, SelfieJobs has easier profile creating process, and there is no need to 

create multiple profiles. According to the company, the biggest value in using their services is to see that 

the distance between them and the companies is not that far. Just one message in the chat and “the 

recruiter got it” (Jens, interview). As strengths, he highlights that instead of spending 40-60 minutes on 

each application, the user swipes between the jobs and applies for them with a simple movement. He also 

says, that in the traditional job-search, “(…)after sending the CV you will most likely never hear from 

that company”(Jens, interview).It implies that in the case of SelfieJobs, the user will hear about the 

companies after the application. 

For the question in which I asked to highlight the weaknesses of the app, Jens says, that “for our users 

there is no weakness using the application”. It shows that they have a rather subjective opinion which is 

a drawback when it comes to implementing changes and improving.  

For the question regarding the overall user experience and perception of usefulness for the job-seekers, 

Jens says that the users perceive the application as it is aimed, “namely it is a solution for job-seekers 

that helps in finding a job easier”(interview, Jens). 

It is also important to see how the company understands the user ratings on the Play Store, since that 

number does not seem to reflect their self-perception according to the previous answers. According to 

Jens, the average rating on Play Store is the reason of “launching the app in an early stage when the bugs 

of the app “made a bad user experience”(Jens, interview). However he also adds that after various fixes 

and changes they have now a “really good, well-functioning app” (Jens, interview). 

The last two questions focus on the customer relationship marketing and engaging with the users. From 

the answers of the company, it is clear that they know that engaging with the customers is important, 

they send weekly e-mails and as they mention, the users also get push notifications inside the app. Also, 

as Jens mentions they work on getting new customers and they use social media marketing and besides 

the e-marketing tools they represent themselves on events and fairs and they visit schools to engage with 

the relevant target market. 

It is visible that the company as the  provider of the service is subjective about their work and about the 

application and they do not see or they do not want to state the problems with it. According to them it is 
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a well-functioning system and they have fixed earlier errors. This insight will be useful in the following 

to compare them with the opinion of the users.  

4.2. The First Participant Interview  

The first set of questions were designed to the adapted TAM model`s first 4 factors, namely Perceived 

Ease of Use, Expected Value, Trust and the Attitude Towards. During the coding process a new factor 

evolved. However there were no question designed asking the interviewees about the Design or how it 

affects their perception, almost all the participants mentioned it in the first interview. The Design factor 

therefore appeared to be an important factor in creating the perception of usefulness, so the TAM model 

has been extended with this new factor. 

In the following section I will analyse the answers and I will give a detailed explanation of each theme 

and the most important codes. The answers are coded in a data matrix which I will refer to throughout 

the entire analysis. This matrix can be found in the Appendix E. 

Design 

In the course of the interviews it became clear that a new category had to be introduced besides the pre-

selected ones. So the theme Design was created as important factor because the participants highlighted 

that the design was important to them and they had a very positive impression of the application´s look. 

According to the data matrix it is visible that the overall design of the application made a very good 

impact on the users. Without any specific question about regarding the design, 8 out of 11 people 

mentioned that the application has a good snd professional look, which give them a good impression and 

it created trust in using it.  

The second most important, which was mentioned by the interviewees is the profile possibilities. The 

app is designed with fix profile possibilities which was sensed as a drawback.  The participants did not 

have the possibility to add more academic achievements, the app had limited possibilities for choosing 

between the spoken languages. However the purpose of the “low-profile” is to simplify the profile 

making process and to make it effortless and less time-consuming, the lack of possibility gave the 

intention that nothing helps the users to stand out of the crowd.  

Lisa´s opinion sums up well this problem: 
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“…but I think for a job search it is kind of low profile I can create. According to what I put in my profile, 

other than my picture there will be like hundreds of applicants who are the same. Based on what will I 

be called?” (Lisa, I. interview)  

Under the design code, I developed the code location, which stands for the possibility in the profile 

creating to add the users’ location by selecting it on a map. It is not possible to add the address manually 

and it is not possible either to skip it. According to the participants, this is not user-friendly, and useful 

and it does not help them in the process. Also, they stated it as a disadvantage of the app since many of 

them had difficulties or it caused problems later in using the app. They preferred to have a manually 

added address or none rather than a well-designed but less useful option. This design feature was 

mentioned by 5 participant and four of them stated that they had negative experience with it. 

 

Figure 9.: Location saving possibility with the map in SelfieJobs (source: SelfieJobs app screen shot) 

 

Perceived Ease of Use  

The Perceived Ease of Use is the factor which can tell whether the new technology is perceived to help 

the user without big initial efforts. The interview questions were designed to understand the participant´s 

opinion after the first usage. During the first use of the application the user has to download SelfieJobs, 

create a profile with registering themselves and start the job seeking process.  
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The results of the interviews were surprising since 8 participants out of 11 stated that they had difficulty 

in creating their profiles. It means that they had negative experience at this very first step. This is shown 

in the code called profile creating process in the data matrix. There was common misunderstanding 

among them, for example at the initial screen before logging in there is an “@HOME” tab which was 

highlighted by 3 participants in the understanding of @home tab code. They stated that it is confusing 

and they did not understand the use of it. Two participant mentioned that after the log in, there is a tab 

called “Selected companies” which also created some confusion.  

However one important code which was developed also under this theme, is the ease of usage after 

profile creation. After the profile creation and successful log in, the participants opinion were positive in 

most of the cases. As it is visible in the data matrix, 10 out of 11 participant said that the app is easy to 

use and to understand and it is user friendly after one can manage the profile creation process. I quotes 

from the users to show how they feel about the ease of use: 

“I mean it has lots of pictures, which is good. But let’s say I couldn’t use it. It looked nice! Bit confusing… 

the info presented is… like not connected in one way.. When you open the app you already are confused.  

@home should be about what I like but it seems to be some jobs. When I log in, then it looks user 

friendly.” (Praveen, I. Interview) 

”It is easy to use after you get through the registration – which I guess a lot of people just give up on.” 

(Gabriella, I. Interview) 

Summing up, the factor Perceived Ease of Use isn’t the strength of the application. It is also visible that 

the difficult part which creates confusion and misunderstandings and generates problems is the first step, 

namely the profile creation, and after one got through this, it is easy and user friendly. Connecting these 

findings to the previously described, where I explained how important it is on a crowded market with 

low entry barriers to provide a good perception and first impression, the application shows that there is 

much to improve at this part. From this point onwards, it is important to follow how are the expectations 

to the future usage and how do the perceptions change if they do. To see these issues, the following 

interviews will provide information for analysis. 

Expected Value 
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Altough the Perceived Ease of Use was not positive, the next theme, the Expected Value shows that the 

participants had positive expectations towards the app. All of them expect this application to be useful 

for its purposes which is shown in the expected usefulness code. They also value the creativity and the 

innovation which is is visible under the code main concept (new aspects of job search). They all agreed 

on the fact that the concept and the idea of the service, namely to have an application where young people 

can apply to different kind of service jobs easily.  

There are two other codes which were developed and which show the positive attitude towards this new 

concept. The effort and the time codes stand to show that the users expect to find a job without investing 

too much time and effort. Some of them highlighted that they expect to communicate with the employers 

through in-app messages (message or matching interest from employers).  

Generally people’s expectation can be highly influenced by the ratings which is shown next to each 

application prior to the installing process. There was no direct question to find out whether it affects the 

chosen users but the code of effect of rating on user evolved during the interviews. In our case only two 

participants mentioned that they have noticed prior to the installation that the app is rated as 3 on a 1 to 

5 scale in the application store, and that it is very low and in real life situation they would not download 

it. 

To sum up the expected value factor of the TAM model for SelfieJobs, it is visible that the participant 

have high expectations and a very positive attitude towards its usefulness. 

Trust 

This theme is not a part of the original TAM model as mentioned before, but Kaasinen (2005) suggests 

that it is important for mobile services. According to my interviews, this component did not showed too 

much relevance in the case of the analysed app. As a reason, there are only two main codes which was 

developed under this theme. The data safety measures whether the participants are comfortable with 

providing their personal details in the app. Many of them mentions that the asked information are not 

highly delicate and these are thos minimum details which any app or social media site request. Also, 

some of them mentioned that the look of the app created the feeling that the service is trustworthy and 

professional.  

“The design is very nice and looks professional…” (Kristen, I. Interview) 
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However some of the users thought the opposite, because it does not look serious and is more similar to 

a game or Tinder which is contradictory with the characteristics of a job search. 

“It’s completely new for me.. Something between fun and I hope it can work out that I find a job. I kind 

of can’t take it seriously.” (Anna, I. Interview) 

Attitude Towards 

The last theme which was measured during the first interview, is the Attitude Towards. In this theme I 

measured the code intention to use for 10 days where I found that 8 participants have a positive attitude 

and they are looking forward to use the app in their job search process during the following 10 days after 

the first interview and only 3 people stated that however they do agree to use but their feelings are rather 

negative or they are uncertain. 

“It is okay but I don’t have much faith really.” (Gabriella, I. Interview) 

“I feel a bit uncertain if it is actually works. (…) I don’t know if I am just wasting time.” (Kristen, I. 

Interview) 

4.3. The Second Participant Interview 

The second interview was designed to understand the Taking into Use factor. As it was cleared in the 

Methodological overview (Chapter 3.), , the participant were given two days before the second interview. 

Taking into use  

The first use created some confusion within the participant, but after two days they reported that the app 

is easy to use and they claimed to understand it.  As it is shown at the first code called understanding, 8 

participants said that they had no problem in understanding the app. The other three users had some 

uncertainty whether they know everything of the app or how the employers will contact them. However 

they said that during their usage they did not come to unanswered questions.  

In this theme, the categorization of jobs code evolved which covers the user-friendliness and usefulness 

of the job categories in the app. The categories aim to help the applicants to see the relevant jobs, but two 

participants had negative opinion about it.  
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One of the most important finding under this theme is shown by the usage frequency. The usage 

frequency shows how the usage increased or decreased during these two days, if there was any change. 

In the coding process the “+” stands for increase or no change in usage frequency meanwhile “-“ stands 

for decreased usage. According to what the users reported, 10 of them said that they had an increased or 

same frequency in using the app over these two days and only one user said that it decreased.  

The code communicating with employers investigates whether the participants had any kind of 

communication with employers. In this code the type of the communication is not specified. It means 

that the communication includes personal and automatic messages and also matching interests between 

the candidate and the employer. The majority did not have any kind of communication but 4 candidates 

had some form of communication with employers. 

The participants were aware of the fact that they are part of the research and however they did not get 

any instruction for how long or how often they should use, it is important to understand the main reason 

for their usage. As a result, the next two codes, intrinsic motivation for usage and extrinsic motivation 

for usage closely connect to each other. The research participants were presented questions to understand 

whether their usage was affected only the possibilities which they see in the application and so they use 

if because they believe it can help them to achieve their goal  or they used the application also or only 

because they were participanting in the current research. The results are very positive, since 10 users 

stated that they used the app driven by intrinsic motivation,  and from these 10 people only 1 stated to 

have also extrinsic drives. Analysing the extrinsic motivation, only 2 participants said that they had some 

extrinsic motivation, namely to be part of the research as drive to use the app. 

“Main reason was my interest in this app and of course – getting some responses from companies.” 

(Anna, II. Interview)  

However the users seem to use the app out of personal interest, the last code shows that during these two 

days there are some changes in the perception of usefulness. The data matrix shows that 6 users said that 

their perception of usefulness changed negatively over the 2 days and 5 users say that their perception 

changed positively or did not change. It is important to looking more closely into the details because 

coding is a helpful tool but it can hide some important insights. For example where the data table shows 
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that the perception did not change or changed positively, it is important to discover how was the 

perception of these users from the beginning. For example: 

“No. From the beginning I couldn’t really think it is a serious app and I still think it is more like fun than 

actual job-search.” (Anna, II. Interview) 

Anya for example says only that “No” but in the first interview she also states: 

“No rejection as in any other situation. And you don’t have high expectations. I think this app is more 

for like fun.” (Anya, I Interview)  

“I did not like it from the beginning apart from the idea, so no, not at all. It just got worse actually. Now 

I really cannot understand how people can benefit from a poorly performing app.” (Gabriella, II. 

Interview) 

They mentioned several times during the interview that they use the app because of “interest and 

interesting ads”; “getting answers from the companies”; “to get a job offer”; “opportunities/possibilities”. 

At that point of the interview, most of the participants did not get any kind of response or feedback from 

employers or just automatic answers, but they had the intrinsic motivation and the “faith” as one of them 

mentions, in the app. 

To sum up the answers, as it is shown in the data matrix, the motivation behind the usage was intrinsic. 

It means that for questioning the main reason of using the app, all the participants reported that they used 

because they felt it is beneficial for them and not because they had to use it for the purpose of the research. 

However it is also visible looking closely into the answers of the interviewees that their perception of 

usefulness changed over these two days. In this case, to find more linkages and understanding of the 

changes in the user opinion and attitude, the third interview will give final answers. It will provide the 

missing link so that the analysis has a flow and it gives a final understanding. 

4.4. The Third Participant Interview 

In the third interview, there are two analysed themes. The Perceived Value and the Actual Use. I modified 

the TAM model by adding a new factor – the Perceived Value.In my model I supposed that the Perceived 

Value will affect the Actual Use and the user behavior, however it is not theoretically supported by the 

Davis model. After the interviews and the analysis of the answers, I found that the hypothesis of the 
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model drew before the interviews was right, at least it is supported by my findings for the case of 

SelfieJobs. In the followings, I will analyse these findings in details. 

Perceived Value 

The Perceived Value factor aims to analyse the factors which was anaylsed by the Expected Value factor, 

however there are some minor changes. The first code is the perceived usefulness which questions 

whether the interviewees had positive or negative experience of usefulness and whether the their 

expectations met with the actual value offered by the application. According to the data matrix, the 

perceived usefulness is rather negative among the users, since 3 of them self-reported that their perceived 

that the app is useful and 8 of them had rather negative opinion.  

During the second interview, many of the interviewees said that they had answers from job advertisers 

and they also stated that mostly these were automatic, computer generated asnwers. At that point of the 

interview it was important to see, whether they have any kind of interaction thorugh the app. However 

after ten days of usage, it was more important to see whether any of the participant had a real interaction 

with the employer, as it is shown in the data matric, without counting automatic and robot answers. 

According to the asnwers, there were 2 candidates who were contacted through the application with a 

real offer from job advertisers.  

During this interview session, the codes which evolved for the Expected Value, namely the effort and 

time saving factors, they were not stated as perceived values during this third interview expect once. 

One code evolved which was not part of the codes for the Expected Value theme. It is the motivation 

coming from the app. I found this rather interesting, that three of the interviewees stated that they 

perceived it as a drawback during the usage in valueing the app that it does not provide any kind of 

motivation to keep the job-seekers driven or to connect them better to using the app.  

“(…)And also, the communication of the app is not really user-friendly… My running app gives me more 

motivation, by sending notifications that I should go (…)” (Gabriella, III. Interview) 

Comparing the Perceived Value and the second interview’s Expected Value, it is visible that meanwhile 

at the second interview all the interviewees had good expectations and they expected the ap to show its 
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usefulness during the usage, after 10 days most of the users perceived that the app is not useful to reach 

their goals.  

Actual Use 

This factor aims to look into the usage behavior of the interviewees after that they know how to use it 

and they created their expectations towards the app. 

An important issue for mobile application is to work well without problems. Many application on the 

market contain bugs which is a term to indicate technical failures in the program which makes the use 

more difficult or problematic. All the firms try to solve the reported bugs and to find them before the 

users to make sure the use of the app is smooth. It was important to see whether the participants faced 

any kind of technical issues. It is important for the company so they can work on it, but it also affect the 

user experience and can contribute to changes in user behavior. The code technical problem during 10 

days of use shows that 6 of the users faced some kind of technical problem. Some of them stated also 

that if they were not in the research, they would have stopped using the app. Some examples: 

“Yes, at the beginning I had problems with saving my location. It did not save it and I had to retry several 

times, and log-in and out until I could.” (Anna, III. Interview) 

“I had to uninstall and reinstall several times, because when I opened the app it was loading, for a long 

long time and then it crashed. I had to uninstall and re-install again. Also, once it opened and when I 

clicked any of the categories, it just said that there is no position near me (…)” (Lisa, III. Interview) 

“I had problem, because I forgot my password and then I clicked on the reset password option. They 

sent me a message with a link… But then, I clicked on the link and it gave an error… something like this 

webpage does not exist… I did it several times, and it again and again gave me a link to a non-existent 

website. So I had to re-create the whole profile.” (Liv, III. Interview) 

Another important factor which was asked by the interviewees is the usage frequency. Altough  they 

were not asked to conduct a diary of the usage but they were aksed about the change, if any occurred 

during these 10 days. According to the answers, the user activity reduced among most of the users. It 

shows that within 10 days without further support or positive feedback the excitement reduces and it 

affects the user behavior.  
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In the application, there is no possibility of tracking the applied jobs, or search them back. The 

interviewees were presented the question whether it seems to be a probem or issue, however it did not 

seem to be an issue, indeed, Johan says that it is a positive feature. 

“About applying jobs and not being able to see those I think is very good in this application. It is 

something that gives it sort of spice to the duty of a job search.” (Johan, III. Interview) 

Most of the interviewees did not succeed to get to communicate with any employer. Some of them 

reported that they had a communication but it was an automatic message in order to communicate that 

they have to go on the website and apply there, or they were directed to Arbetsförmedlingen. In some 

cases the employer communicated in an automatic message that the applicant has to wait for a month and 

if there is no further communication from their side, then unfortunately they have found the right 

candidate. There were two interviewees, Anna and Riccard who succeeded to go for an interview, which 

is showed under the interview code in the data matrix. However there was no fourth interview, it was 

important to know whether they succeeded at the interview or not, so I asked them to communicate with 

me if it is possible the result of the interview. In the case of Anna, she did not accept the offer of the 

employer because if time related issues, but Riccard started to work at the restaurant.  

Another very important factor is the motivation. One of the questions in the third interview aimed to 

reveal whether the participant used the application out of interest or because of being part of the research. 

This is visible in the data matrix, similar to the codes in the second interview, as intrinsic and extrinsic 

motivation. According to the results and what the participants said, it is visible that the motivation has 

shifted from using the app because of intrinsic motivation out of interest to using it because of the 

research participation. Majority of the interviewees mentioned the extrinsic motivation was a big drive 

however many of them had still intrinsic motivation and reported that they found interesting 

advertisement or need for a job. 

 For example : 

“Being part of the research was my motivation the last time. When I started I was hopeful but there is no 

interaction at all.. Like you are just playing with your phone..”(Rabin, III. Interview) 

The interviewees were asked also whether they are planning to use the application in the future, after the 

research will be over, and whether they would recommend it to their friends. These are shown with the 
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codes predicted usage after the research and further recommendation to friends. The result is interesting 

since most of the participants said that they would not use the app after the research. Those who said that 

would like to use and who will continue after the research also would recommend to their friends. On 

the other hand two participants would recommend it to their friend but would not intend to use it anymore 

after the research.  

“It has not worked for me …at least yet. But yes I would recommend. When they are looking for a job, I 

mean it is much faster than rewriting motivations. It is a good concept. “ (Kristen, III. Interview) 

“Yes I would but somehow it did not work for me.” (Milton, III. Interview) 

It seems that however they were not successful during the research with their job search, they think that 

it can help others.  

As the last question under the theme of Actual Use, the participants were asked whether they had some 

kind of communication within the app or through emails with the company SelfieJobs. The reason of this 

code which was developed as communication with SelfieJobs is because as it was described previously 

in the 2.5. sub-chapter with the help of the theory of Customer Relationship Marketing,  communication 

and engaging with the users is very important. Communication can lead to loyalty, can help to keep 

motivation or simply to communicate with the users, it is important to see whether the users felt that the 

company wants to engage with them or whether they were aware of any kind of communication. 

According to the interview results, 4 of the interviewees said that they received communication from 

SelfieJobs but most of them did not read it or were not happy about it. 

“Yes I got a newsletter but I unsubscribed because I never read these things. I have millions  of these 

letters.” (Anya, III. Interview) 

“Yes I got a message like a weekly newsletter with new positions. But I opened it only once.” (Rikard, 

III. Interview) 

Under the Actual Use theme the changes through the 10 days of use appear to have a negative tendency. 

It can be said that the overall usage frequency was decreasing, the users faced different kind of technical 

problems, only a few of them got closer to their goal and in the course of the use they did not feel 
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motivated either. Also it can be predicted according to the answers that most of the users will not continue 

the use after the research. 

Recommendations for change by the participants 

During these ten days of usage, the participants got a good idea of the application, they were using it 

often and they could experience its positivums and negativums. For this reason, they were asked what 

would they change in the applications. This theme is not a part of the TAM model, it is important to see 

what are the recommendations of the users who are in the target group and who have experience with the 

application. 

The results were various, the participants had ideas which could have been expected after the interviews 

with them, but also, some ideas were very creative. Also, it was important for the results of the research, 

that some of them had similar thoughts on what to change in the application and these answers could be 

organized according to patterns. It tells that however the application is not satisfying but there is not one 

or two big mistake which can easily changed or fixed but many smaller problems.  

The most commonly (6 participants) recommended change was the categories. As a reason, most 

importantly the company SelfieJobs have to focus on fixing this issue. The recommendations of the users 

regarding the categories is not surprising,since many of them reported that the categories do not work as 

they suppose to since inside the categories the advertisements are mixed, and so it has no use.  

Secondly, there were some bad experience and bad opinion about saving and inserting the location of the 

job seeker. As a reason, for 5 interviewees would change or improve the ‘Location’ option in the profile 

setting process. 

“I got difficulties to mark my address in the very beginning so I think this is something they need to fix.” 

(Anna, III. Interview) 

 “Then I also had to uninstall because it said there is no job around my location. But then I checked all 

the categories and it said the same. And checked my settings and it was where I live, Södermalm. Then 

after reinstallation it did it again sometimes and then it was working properly.” (Lisa, III. Interview) 
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Other features of the app which the participants recommended to change were most importantly the 

possibility to interact with employers, and the profile possibilities. Some example which support these 

recommendations: 

“(…) after using the app I would describe my usage in the beginning fun with all my expectations but as 

the app doesn't interact more than anywhere else and getting work is … and the recruiters are not so fast 

to show interest in me it turns to feel.. like frustrating… to use the app” (Johan, II. Interview) 

“But in this app there was no communication and I had also some problems with the app.” (Lisa, III. 

Interview) 

“ I am not satisfied with the app as it's just one way communication.” (Rabin, III. Interview) 

However the application wants to be a very basic and easy to set but according to some of the interviewees 

it would be better to have optional profile setting options to add different merits of the candidates that 

can get them closer to rise interest of the employer towards them. 

Rating 

At the end of the interview, the participants were asked how would they rate the application on a scale 

from 1 to 5. Since the rating on the Play Store is 3 according to 61 people, it was interesting to see what 

are the research participants say after the usage on a same scale. 

Rating 

Average 2,4 

Worste rating 1 

Best rating 3 

Mode 2;3 

Figure 10.: Rating according to the research participants 

As it is shown in the table below, the average rating of the participants are worse than the one on the Play 

Store. However, it is important to note, that the rating on the Play Store is not statistically representative.  
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5. Findings and Recommendations 

In this section I will present and connect all the findings of the analysis which was discussed in the 

previous chapter. These findings will be used to answer the research questions and as one of the main 

aim of the research I will use the findings and the collected data to give recommendations. These 

recommendations will be based both on the theoretical base which was presented in the theoretical 

overview and on the user experience and the findings of the interview with SelfieJobs. 

5.1. Findings about the Case Company´s Business Model  

According to the previously discussed organizational theory, it is rational for businesses to build 

themselves similarly to previously establish businesses. This can happen in different ways and as I 

categorized before, SelfieJobs uses mimetic isomorphism to reduce uncertainty. (DiMaggio & Powell, 

1983) 

SelfieJobs built the application inspired by Tinder which is a well established, successful company. As 

the founder explained, there are several similarities in searching a partner and a job. (Tall, 2014) Both in 

the case of finding a job and a partner we try to show our best sides, and in today’s world both of these 

activities are more and more happening in digitally and for both, the process has to be simplified. So 

when a new user installs SelfieJobs he or she meets the same technology as Tinder has – simple profile, 

with picture, and between the jobs it is easy to decide whether the job-seeker is interested or not because 

he or she can apply with a simple right-swipe or dislike the ad with swiping to the left. 

So the company SelfieJobs by mimetic isomorphism created a job search app and as the theory says, 

from the viewpoint of a startup, modelling themselves on successful organizations can mean a 

considerable benefit. (DiMaggio & Powell, 1983) As the analysis of the modified TAM model shows, 

SelfieJobs’ idea of modelling themselves similar to a successful business gives a big initial advantage in 

the user experience. As it is clear from the interviews, the good results of the modified TAM model’s 

two factors namely the Perceived Ease of Use and the Expected Value are highly affected by the user 

experience towards Tinder. The users know how to swipe, they know how to expect the answers by using 

the app and they have expectations towards the app based on previous experience of Tinder. The 

participants compare the ease of use to a previously used service which they found easy and useful. They 

expect answers from the employers for the job applications,  so a high interaction level and fast answers. 
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It is visible from the answers that they are very positive about the app since they expect something which 

they have been getting from a very similar application, in a field where they need all these expectations. 

In a job search, it is a huge benefit if the job-seeker can apply for many jobs in less time, they can use 

the same profile as a CV in each case, they get answers from the company they wish to work for, and 

they can use apply in any given second when they have even a couple of minutes.  

At the first glance, it seems that it is easy and people can get high expectations. However to some of the 

research participants all these promises seemed a little “too good to be true” and they were a bit 

suspicious. They raised the question whether this app is serious or it is rather just fun. According to my 

findings, users expect that after applying for the jobs by swiping them to the right, the employers will 

see these applications by a notification look into the application and they will get back if they are 

matching. However in the case of SelfieJobs, it works in a different way.  

One big difference between SelfieJobs and Tinder, is that meanwhile Tinder connects only matching 

people, and conversation opens when both the parties liked each other, in SelfieJobs users can also get 

messages from companies that the user did not like. Also, users of Tinder never get rejected. It means 

that if someone does not like the other user’s profile, the user will never get to know. It only provides 

with the positive matches. It is different in the case of Tinder, which was surprising for the research 

participant. A few of them reported that in a private message they received rejection letters, saying that 

they have already found the right candidate. For the users, this was disappointing. 

Another big difference is that Tinder connects people when they already expressed to be interested in 

each other. In the case of SelfieJobs according to the user experience, the employer can send a message 

to the job-seeker, when the job seekers liked the advertisement and most of the times this message is not 

out of interest and not a personal message but an automatic answer. It often asks the job seeker to go on 

another website, for example the company’s own website and apply their with the CV or to go on 

Arbetsförmedlingen’s website which is the national public agency with employment offices, and to send 

through the website the application. This difference between Tinder and SelfieJobs also was an 

unexpected and negative point.  

So, mimetic isomorphism can also create disadvantages for the company, if they, by modelling 

themselves on another successful company create expectations in the users but they do not meet them. 
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As the longitudinal interviews show, the attitude towards the app becomes more and more negative and 

people find it less motivating and less useful as time goes. Between the expected values and the perceived 

values there change radically – at the first interview all of the interviews expect that the app will help 

them in finding a job but the last interview shows that after ten days they perceived that the app is not as 

useful as expected. Only 3 people said that it meets its purpose.  

Recommendations 

With the previously discussed, I will sum up the findings in order to answer the first research question: 

How does SelfieJobs benefit, if in any way, from using isomorphism to reduce uncertainty in the 

process of implementing the application as a recruitment tool? What are the risks of this business 

decision? 

Aligned with the previously described findings, it is important to know how to use Mimetic Isomorphism. 

The recommendation in a short form is to keep which is needed to connect with the success of the 

modelled company but change to make it different and unique. 

As it is clear from the analysis, there are advantages and disadvantages of SelfieJobs using mimetic 

isomorphism and modelling themselves on Tinder. This advantage is that people know the method of 

applying because of the previous experience (which can be direct so that they used it or indirect 

experience. Since Tinder has a high buzz, many people know it and how it works although they never 

used it.). It also helps with building the positive expectations that it is fast and easy to use.On the other 

hand expectations are also connected to the speed and easiness of the reply of the companies as I 

described. Job search and the lookout for a new date or partner can have similarities, however it can be 

a much longer process. 

There are numerous advertisements on the app, but the number of the applicant is higher. So it is 

important to make sure that the users understand that it is easy and fast to apply but to get answers can 

take a bit more time than in the case of Tinder. To avoid too much connection with Tinder, one strategy 

can be that SelfieJobs changes the method of applying. Swiping to the right or to the left to express the 

interest is exactly how Tinder works, so the expectation can also resemble. As a recommendation, it 

might be useful to change it to something similar and still easy- for example red or green buttons. 
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Another recommendation to avoid expectations coming from the user experience of Tinder, is to 

implement some changes in the categorization. As I mentioned in the Company Overview, the number 

of the registered users are much higher than the number of the employers offering jobs. In order to 

provide the users with a wider range of vacancies, SelfieJobs uploads non-paid job announcements to the 

app from other, traditional job-searching websites. As a reason, despite these employers get a notification 

that they are promoting their vacancy with this new concept, they still expect the applications through 

the traditional way, with proper CV and motication letter or they want the candidates to use their online 

talent management software. In these cases, the applicant gets a message through SelfieJobs, which is 

exected to be an expressed interest from the company, but instead it is an automatic message which asks 

the user of the app to send the CV or a CV and a motivation letter with the traditional way. On one hand, 

it is already an advantage that the user found a vacancy in which he or she is interested in, and in case it 

is worth the time he or she can send the application on the way how the employer asks. On the other 

hand, the reason why somebody is using the app is to avoid creating CVs and motivation letters. To solve 

this problem, my recommendation is to sort out the jobs – there could be implemented a category where 

the job seeker can expect a fast, in-app message directly from the employer. This is in the case of the 

paying customers of SelfieJobs. In other cases, it could be written that “More interesting jobs”, where 

they upload jobs incorporated from other websites. In these cases, the user would be aware of the fact 

that he or she can browse between many jobs but a traditional application will be needed. 

As I also mentioned in the Findings, a few of the research participants reported that in a private message 

they received rejection letters, saying that they have already found the right candidate. In Tinder this can 

never happen, because one of the main concept is to exclude the option of being rejected. Rejection, just 

as in looking for a partner, is also a very big and disappointing part of job-search. With the close 

connection between the working methods of the two applications, the research participants had the 

expectation that rejection is also excluded in SelfieJobs. When they got a rejection e-mail as an automatic 

reply  for their application, they got demotivated. To avoid this bad experience, either SelfieJobs has to 

make clear to the employers that rejection e-mails are not allowed as automatic answers, or they have to 

make sure that the applicants do not have false expectations. They can communicate it throughout 

motivating notification, which will be described in the followings.  
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5.2. Findings of the Interviews 

5.2.1. Findings of the Analysing the TAM-Model 

According to the user interviews, there is a theme which has evolved and so it became a part of the 

extended TAM model as one of the key factor, the Design. It seems to become one of the most important 

factor when it comes to technology acceptance at the early stage. As it has become clear, design can 

create a professional appearance and it positively affects the perceived ease of use and the attitude 

towards a new technology. SelfieJobs has a clear, and professional looking design with many pictures, 

targeting the youth. 

On the other hand these opinion were only about the design after the log in and the profile creation. The 

participant interviews made it clear that however the design is nice and colourful, it is not so clear before 

the profile creating process. When the user first downloads and opens the app, the menu is not clear and 

creates confusion and many of the research participants got confused or had technical problems during 

the profile creating process.  

Regarding the profile creation, the interviewees mentioned that they would have preferred to have more 

possibilities in the profile creating process. Despite the aim of SelfieJobs is to offer the possibility to 

create a profile in maximum 2 minutes, they felt that some additional information of them could help 

them to stand out of the crowd. 

Another issue which the interviewees highlighted when using the application is that use of some tabs is 

not well-understood. For example the use of the “selected companies” is not clear, whether it shows 

companies for which the applicant has applied for or favourit companies or else. To sum up, the first part 

of the modified TAM model shows, that the positive user experience of the design and the expected 

values which was framed by the knowledge of Tinder gave an overall positive impact even if there were 

some technical difficulties and so the factor Perceived Ease of Use was degraded concerning the initial 

steps in the application. 

The analysis also found that ensuring a well-functioning service is essential. 

Since the application market is highly saturated and many similar app exist, it is important to ensure a 

good service as a base of user experience. For any application, the basics is to continuously scan for bugs 

in the system and make sure that the users can smoothly use the service. According to the interview with 
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SelfieJobs, they report that they have a well functioning app. Conversely, the participants reported several 

dysfuntions and the majority has found technical problems during the 10 days of usage. The biggest 

technical issues came up regarding the ‘Location’ and connected services such as showing the nearby 

jobs. 

Also, as it was discussed in the Analysis of the interviews, the research participants found that the 

categorization of the jobs is not working well. As a part of the design, it looks very organized and creates 

a user-friendly image of the app, but there are all kinds of jobs in every category, which after all is contra-

productive. With having all kinds of jobs in the categories, the whole reason of the categorization, making 

sure that the users browse only among the jobs interested to them, gets ruined. 

At the end of the interviews, I found that the overall rating of the app is also worrying. The average rating 

of the interviewees is 2,4 and only 3 of the users would continue to use it or would use it again in the 

future. It shows that the usage behaviour was getting affected by all the negative experiences that the 

participants got duing the 10 days, and it can be said that they did not accept the new technology. With 

the help of the extended TAM model it became clear that the base of any application and of a good user 

experience is providing a well-functioning app. According to Jens, now they have a good and well-

funtoning app, but the participant analysis shows a different picture.    

Recommendation 

After the analysis, in this part of the research I will bring together the findings in order to answer the 

second research question: 

How the different factors of the Technology Acceptance Model affect the transformation of job 

seekers from potential users to actual users and how can the company improve by having 

knowledge of these factors? 

There are several very important findings and factors on which the company has to focus more in order 

to improve. Summing up these factors, design, correct functioning and clear communication is the most 

important. 

To maintain an app and keep tracking and correcting the bugs is a very complex and time-consuming 

task. In the case of a startup, such as SelfieJobs, it requires continuous scanning which needs human and 
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financial resources. Resources can be highly limited in a case of a startup. As a solution, I would 

recommend to encourage the users to report every and any kind of technical problem. It may be a little 

overwhelming at the beginning but in a long term it would lead to a really well functioning app. 

Also, as the analysis and the findings showed, the Location option in the app is both causing problems, 

and not a function that the interviewees found useful. Many of them said that since they were looking for 

a job in Stockholm it did not make any difference where in Stockholm it is. As a reason I would 

recommend to change it to optional part of the profile, since it does not have a high added value but it 

causes crashes in the app and malfunctioning. 

 A third recommendation regards the categorization of the jobs. However it looks well-orgnaized and as 

it gives a good impression as it was also shown with the TAM-model, but since it does not work as it 

supposed to, it changes the perception in a negative way. As a reason, I recommend to review the 

categorization. Most importantly, I would recommend to clear up the categories and to make sure that 

the in the categories the users find only the relevant jobs. Another recommendation is to remove the 

“selected companies” category. Since it creates confusion, and the use of it is not clear, the best is to 

remove it.  

Also, since they are expanding and they launched the application in many different countries in Europe, 

all the applicants can see the jobs for example in Copenhagen, Berlin, London, etc. All these appear as 

different categories and now, with the growing number of the cities where they are available in, the 

category list expanded to a long one and it is getting confusing. Also there is a category called Stockholm, 

however the previous categories in which the jobs are sorted according to professions or job-types, they 

all related to jobs in Stockholm. My recommendation is to make the list coherent and show the different 

kind of jobs according to the countries in which the applicant lives. As an option, it would be useful to 

add a category called Jobs Abroad in which they can sort in subcategories the jobs according to cities, to 

those who are interested. This recommendation is based on the findings of the interviews and the TAM 

model, according to which the users like pure and clear design, and menu so it is easy to find their way.  

5.2.2. Findings Related to Customer Relationship Marketing 

Customer Relationship Marketing is a relatively new field in the marketing literature and it was started 

to gain importance only from the 1980s (eg. : (Dwyer, Schurr, & Oh, 1987); (Morgan & Hunt, 1994); 



73 
 

(Reichheld, 1996.), etc.), it caught the attention to most of the companies. Almost every company in one 

way or another tries to connect with their consumers and users. According to SelfieJobs and as it was 

mentioned in the analysis of the interview, they use many  different ways to connect with their users 

(Jens,Interview, Appendix A) Jens mentioned in the interview that they use social media such as 

Facebook and Instagram, weekly emails and also push-notifications as digital marketing. He also said 

that SelfieJobs represents themselves on fairs and different events and they also visit schools to connect 

with the target market. (Jens,Interview, Appendix A). These different forms of marketing to reach for 

customers is the most effective tools, as Fournier et al. (2012) says. They explain that over the decades 

of research on the topic, it became clear that the best way to avoid risk is to build a portfolio of 

relationships instead of relying on one kind. 

However it is also important to see, that using many different kind of marketing tools can require the 

highly restricted resources of a start-up, both in the sense of human and financial resources. As SelfieJobs 

has a fix number of employees and also a restricted budget, it can be difficult to maintain a high 

involvement relationship on all the different channels to keep the interactions with the users. So as a 

reason, it is important to choose the most important ones and focus on them to engage better than to have 

a shallow relationship with many users. (Fournier, Breazeale, & Fetscherin, 2012) 

During the participant interviews, I asked the interviewees whether the SelfieJobs communicated with 

them in any ways during the ten days meanwhile they were using the app. According to the self-reported 

answers, four users had some kind of communication with SelfieJobs. 

1.  Anya said that she received a newsletter but she unsubscribed because she has “millions 

of these letter” and she “never read these things” (Anya, III. Interview). 

2. Rikard also said that he got a weekly newsletter with new open positions but he opened 

the e-mail only once. 

3. Gabriella also reported that she received a newsletter, she saw that there are new 

positions but she did not read it carefully. 

4. Liv received twice an e-mail, once with new features and explanation how it works  but 

as she said she doesn’t remember exactly. The second time an e-mail with new jobs 

advertismenets around her. 
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As it can be read from the interviews, the only way of communication with SelfieJobs was a newsletter, 

which the participants were aware of. Most of them reported that either they did not get anything or it is 

sorted in a folder with other marketing and promotional e-mails, which they do not often open or read. 

From these findings it is clear, that the engagement of SelfieJobs may be relevant since they are sending 

out useful information to their users but it is not efficient. Also, some of the job-seekers said that they 

did not find motivating to use the app.  

As summing up the findings, the users do not have social media awareness of SelfieJobs. Nobody 

mentioned that they started to follow SelfieJobs on Facebook or Instagram, they did not get in-app 

messages or push-notifications other than notifications when they got contacted by companies, but not 

direct communication from SelfieJobs. The communication, which some of the participants were aware 

of, is the newsletter. However it does not seem to be a useful channel, since marketing e-mails mostly 

considered to be spams and unwanted e-mails. 

Recommendations 

Based on these findings, in the following part I will approach the third research question: 

How can a job-seeking mobile application create successful relationships with the users in order 

to gain recognition and create engagement on the saturated market of mobile applications? 

In general, people are aware of the fact that searching for a job is not easy, it can be time consuming and 

can retain a lot of energy of the applicants. With SelfieJobs, applying for positions might be faster and 

easier than it is in the traditional way of searching for job, but it does not mean that finding the matching 

job is also fast and easy. Since it still can take weeks until somebody finds a position, it is important to 

engage with the users during this time and to keep the candidates motivated. 

In the theoretical overview I described the goal-oriented engagement with users. According to this field 

under the customer relationship marketing, brands are also used by people to meet goals. (Fitzsimons & 

Shah, 2008, 2009) According to the research of Long et al. (2012), goal-helpful brands become more 

positive when relevant goals are brought to mind. They emphasize, that brand relevant goals need to be 

identified in order to emphasize the connections between the brands and the goals. In the case of 

SelfieJobs, the goal of the user who uses the service is obvious – to find a job. After goal identification, 

they recommend to make subtle but noticable reminders of these associated goals to the users, moreover, 
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they emphasize the incorporation of goal-relevant language. ” (Long, Gable, Boerstler, & Albee, 2012) 

Based on this theory, I recommend that SelfieJobs focuses on goal-oriented motivation meanwhile 

communicating with the users of the app. In my opinion, the most important that meanwhile someone 

uses the application the person has a positive feeling towards the app and the person feels motivated and 

helped to achieve the goals. In the case of an application, this would mean personalized messages 

meanwhile using the app. The theory suggests that the possibilities which brands can offer, are also 

interchangeable with the pshycological functions of other people in relation to motivation in meeting 

goals (Fitzsimons & Shah, 2008, 2009). As a result, the brand SelfieJobs could be represented with 

human characteristics, a non-human entity who offers the help not just showing the vacancies and offer 

faster and easier method of applying but giving motivation and complementing the job-seekers.This kind 

of communication creates an interaction between the user and the application and so the brand. With 

personal notifications and subtle communications the user feel that the app is helping personally to them 

and even if the job search does not bring a fast result, they keep their motivation and they feel that there 

is somebody behind the app. According to the answers of the research participants, many people lost 

their motivation, because they felt that there is nobody with whom they connect through the app, and the 

job application which they send does not reach anyone. To avoid losing hope, I recommend to 

communicate clearly with the users.  

I collected my recommendations as possibilities for goal-oriented engagements: 

 If the job seeker does not log in for a while, sending a push-notification that the employers are 

posting new jobs and vacancies are waiting for the user.  

 When the user logs in, the application could express that it is nice to welcome her/him back again, 

and that SelfieJobs hopes that you will have a couple of minutes to apply for some new and 

interesting jobs. 

 After sending some applications, the app could compliment the user saying that it is great that he 

or she just applied to these jobs, and that the more someone applies the more the person has the 

chance to find a good match. 

 Sending a message in the app that even if the employers have not answered yet, keep going, there 

is somewhere there the right advertisement and they are looking for him or her. 
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 Visible in-app Instagram icon  to create the possibility to follow the Instagram account of 

SelfieJobs where the company posts quotes, job related pictures, logos of new companies who 

just joined, eg.  

 In-app notification to check Instagram to have a break and have some motivation 

These are some ideas and examples how to implement the goal-oriented motivation into the processes of 

SelfieJobs. This idea also includes that newsletters through e-mails should not be the main way of 

communicating with the consumers. According to my findings, the best way to communicate with the 

users is in the application, through notifications or in-app messages. I also recommend Instagram, since 

it is a highly used social media channel among the target users of SelfieJobs. With the foundation of the 

big social media platforms it became easier and cheaper than ever to reach out for our customers. 

However with these sites becoming the main forum for companies to engage with their customers, the 

marketing messages has to be effective and relevant to reach the actual target market. Therefore, to keep 

the users engaged, the content should be close to them. For example on Instagram the content could 

include funny, job-related quotes, motivational quotes, pictures of new companies who can be interested 

by many job-seeker, short videos with employers who motivate the users to apply through SelfieJobs, 

etc. Looking at the account of SelfieJobs on Instagram, this is exactly what they have been doing, 

however the mobile app and the Instagram should be connected closer so it is easier to reach them, 

without searching for them. 

On the other hand, it is important to make the users interested to get these messages. As described in the 

theoretical part, permission marketing is a useful tool to create partnership with the users. Sending 

unwanted messages and notifications can create the opposite as engaging and motivating. It can also be 

frustrating, since the users will feel as they are spammed. As a solution, it is important to connect the 

above mentioned strategy with permission marketing tools. With asking the permission of the users 

whether they want to receive motivation and recommendations throughout their job search, the marketer 

partners up with the user, and gives him or her the possibility of choice. Offering the choice can mean 

that many users will say no, but the ones agreeing, they volunteer to be marketed to and they are open to 

interaction. (Seth Godin in: D.Peppers; M. Rogers, 2004 ) 
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5.3. Limitations 

Limitations in a research are the potential weaknesses which are mostly out of control by the choice of 

the research design, limited resources, constraints of the theoretical choices, or other factors. (PhD 

student website, 2016) 

Regarding the methodological choice, interpretivism has its disadvantages which I had to be aware of 

while conducting the research. Data collection is based on processes like interviews which are time 

consuming and sometimes is difficult to retain. Also, the researcher has to take into consideration the 

uncertainty that clear patterns may not emerge. (Raddon, 2010) 

Limitations concerning qualitative studies and case studies also need to be mentioned. The sample size 

of qualitative studies are significantly smaller than those for quantitative studies since qualitative research 

is concerned with searching meaning and obtain detailed information from all participants instead of 

making generalizable hypotheses. As Mason (2010) explains, qualitative methodology needs to follow 

the concept of saturation. Following this, the sample size of this present interview was limited to eleven 

interviewees, because after coding continuously the interviews I understood that any interview retained 

from a new participant does not bring any important or yet uncovered perception. (Mason, 2010) 

Although the set limitation for the participant number is self-choosen based on the retained information.  

Regarding the case study methodology, it has been mentioned before, that it prevents the researcher from 

finding generalizable data, and the conclusion will not be valid for other cases. However, as the intention 

of this research, it will be able to provide a special case as an example for the connection of different 

theories which can be connected in one special case. Also, I aim to give recommendations to the company 

on how to proceed and improve.  
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6. Conclusion 

The present study was set out to investigate an issue which seems to be an oxymoron in the case of many 

startups. This issue is to become successful by providing a good and valuable service on a market where 

the entry barriers are relatively low. As a reason, they have to act fast to maintain the advantage of 

providing unique and novel service. All the while they focus on providing high quality service and act in 

a fast pace, companies also have to engage with the users to create positive emotions, loyalty and word 

of mouth, all the while they keep a restricted budget.  It seems that entrepreneurs, by making fast 

decisions do not have the time (and also resources) to confirm business decisions with detailed analyses 

and in many cases the decision rely on intuition. Fast and  mostly intuition based decision-making 

processes which are coupled with implementing service or product with high level of creativity brings 

plenty of uncertainty into the business. For the present paper I chose SelfieJobs as case company of my 

research since they represent a perfect case. They, as a startup company offering innovative solutions 

combines creativity and entrepreneurial business strategy face plenty of uncertainty by working on a 

saturated market with low entry barriers. I phrased three research questions in order to focus on the 

different aspects of above represented issue. The aim was to add to the literature by analysing this issue 

in the case of SelfieJobs. 

The first research question was the following: “How does SelfieJobs benefit, if in any way, from using 

isomorphism to reduce uncertainty in the process of implementing the application as a recruitment tool? 

What are the risks of this business decision?” According to the literature, it is rational for businesses to 

build themselves similarly to previously establish businesses by using isomorphism. (DiMaggio & 

Powell, 1983)  As the analysis of the modified TAM model shows, SelfieJobs’ idea of modelling 

themselves similar to a successful business gives a big initial advantage in the user experience. As it is 

clear from the interviews, the good results of the modified TAM model’s two factors namely the 

Perceived Ease of Use and the Expected Value are highly affected by the user experience towards Tinder. 

But by using mimetic isomorphism, the company can also create disadvantages for themselves. As it is 

shown in the analysis, SelfieJobs, by modelling themselves on another successful company created 

expectations in the users but they did not meet them. As the longitudinal interviews show, the attitude 

towards the app became more and more negative and people find it less motivating and less useful as 

time goes since it was not meeting up to their expectations. After making this realization, the main 
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recommendation is to keep which is needed to connect with the success of the modelled company but 

change to make it different and unique. 

The second research question aimed to answer the question “ How the different factors of the Technology 

Acceptance Model affect the transformation of job seekers from potential users to actual users and how 

can the company improve by having knowledge of these factors?” Acceptance of a new technology is a 

long researched topic in the field of information systems and has been in a focus of researchers because 

however technology has its fast growing realm in today’s life, it is not sure that a new technology will 

be accepted. To answer the second research question I used the Technology Acceptance Model (TAM-

model) which was introduced by Davis in 1986 with the aim to explain the acceptance of the employees 

as users of a new information-system at work. (Flo, 2009) The model is a proven tool to understand how 

a new technology becomes used by identifying the factors which can affect the acceptance. (Flo, 2009)  

In the course of the research I have found several very important factors on which the company has to 

focus more in order to improve. I started the research based on an extended TAM model made by 

Kaasinen (2005) which was modified for mobile services and my research lead to new findings so I 

extended this model. However each and every factor of the extended TAM model has its own importance, 

it is essential to choose those  which make the biggest impact on customers in the course of turning them 

from curious job-seekers who download the app into actual users. Summing up my findings the most 

important elements are design, correct functioning and clear communication. Design is important in 

catching the attention and in winning a first-time user`s trust. After this point, with correct functioning 

and clear communication users can be motivated to turn back to using the application again and again. 

In fact these finding lead in to the third research question and to its findings. 

The third research question which was investigated is “How can a job-seeking mobile application create 

successful relationships with the users in order to gain recognition and create engagement on the saturated 

market of mobile applications?” However Customer Relationship Marketing is a relatively new field in 

the marketing literature, almost every company in one way or another tries to connect with their 

consumers and users. From the analysis it was obvious that SelfieJobs tries many different ways to 

connect with the customers but it is important to notice that using many different kind of marketing tools 

can require the highly restricted resources of a start-up, both in the sense of human and financial 

resources. Regarding its efficiency, the analysis also showed  that in contrary to SelfieJobs effort, the 
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only communication which the users were aware of was the newsletter and the marketing e-mails which 

were mostly considered to be spams and unwanted e-mails. In the theoretical overview I described the 

goal-oriented engagement with users. According to the research of Long et al. (2012), goal-helpful brands 

become more positive when relevant goals are brought to mind. In the case of SelfieJobs, the goal of the 

user who uses the service is to find a job. Knowing this, the company can use it to stay connected to the 

users by reminding and motivating them in the achievement. Based on this theory, I recommended that 

SelfieJobs focused on goal-oriented motivation meanwhile communicating with the users of the app. It 

can be achieved by many different ways, which was discussed in the recommendations, such as goal-

oriented push-notification, welcome messages at logging in and complimenting the users for using the 

app in achieving the goals. On the other hand, I also highlighted that sending unwanted notifications can 

achieve the opposite. With asking the permission of the users whether they want to receive motivation 

and recommendations throughout their job search, the marketer partners up with the user, and gives him 

or her the possibility of choice. 

To conclude the present thesis I would like to emphasize that however the findings are not generalizable 

because of the chosen methodology, the interviews and the collected information helped to deepen the 

knowledge of the researched field in the creative industries. As a final conclusion it can be said that 

SelfieJobs found a gap on the market and filled it with a great concept but to work efficiently with a 

restricted budget paying attention on all of the important factors is a highly challenging task. With this 

analysis and the recommendation based on it I hope I made a useful contribution and gave ideas which 

can bring value to SelfieJobs. I also hope that this present paper can be inspiring for further research on 

the field. 
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Appendix A 

Interview with Jens from SelfieJobs 

The questions pertain only the job-seekers, registered only in Sweden. 

1. What would you consider the most important factor/factors from the point of view of a job-

seeker to use SelfieJobs as a way to look for jobs? 

Answer:  With the traditional ways of applying for jobs it has often been a long and time consuming 

process. This can result in that the job seeker doesn’t actually apply for the job in the end. With Selfiejobs 

we aim to reduce the barriers between the job seeker and company and make the process more informal, 

fun and accessible.   

2. What do you think how does SelfieJobs perform regarding the factor/factors that you 

mentioned in your previous answer? 

Answer: When you have the app and you created the profile in 2 min, you will never again have to create 

another application for one specific job again. You can easily just open the app and start swiping jobs 

wherever you are and whenever you can. Our high input of available jobs makes it possible for the 

jobseeker to always have fresh jobs to apply for. Since your profile is visible for companies you will also 

get contacted by companies.  

3. What do you think what is the biggest value for the employees that motivates them in using 

SelfieJobs? 

Answer: The biggest value for the jobseekers is that after using SelfieJobs for a while, they know that 

the distance between them and the companies is not that far. Just one message in the chat and the recruiter 

got it.  

4. What would you highlight as strengths of the application compared to other, traditional 

ways from the point of view of a job seeker? 

Answer: With other more traditional job sites you have to register, input your CV and cover letter and 

essentially input all your information one more time. After sending the CV you will most likely never 
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hear from that company. This process usually takes 40 min-60 min for each job. With SelfieJobs it takes 

2 min to create a profile for all our jobs. 

5. What would you highlight as strengths of the application compared to other, similar mobile 

applications available on the market from the point of view of a job seeker? 

Answer: Compared to other applications we are still the fastest job app. Since we are focusing on jobs 

that don’t require much experience and education we have the possibility to reduce many unnecessary 

steps. For more advanced jobs there is other great job apps with focus on for example tech jobs.   

6. What would you mention as weaknesses of the application from the point of view of a job 

seeker? 

Answer: For our users there is no weakness using the application. SelfieJobs allows them to find jobs 

that fits them, in the there are right in the mobile phone.  

7. How do you get feedback from the users (job seekers)? 

Answer: The users we meet think SelfieJobs is a great solution for them and many of them found jobs. 

We also get feedback of the app regarding functions that is not necessary or functions that is missing. Its 

great to get feedback from the users to help them develop the app with us. We use for feedback when we 

meet users in schools, fairs etc. also when people is mailing us how to use the app, both job seekers and 

companies. Otherwise we are not actively seeking users for feedback. 

8. Please explain what is the company’s notion of the overall user experience and perception 

of usefulness from the point of view of a job seeker? 

Answer: The whole idea with SelfieJobs is to offer a solution for job seekers that will help them find a 

job easier. So far we can see that its what our users believes and thinks about the app.  

9. On the Google Play Store, the rating of the application is 3. What is your notion of this fact 

and what do you think are the reasons behind? 

Answer: We launched the app very early when it was still bugs that made a bad user experience. After 

various bug fixes and a change of the whole backend system we got a really good well functioning app. 
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10. What channel does the company use and how often does it use them in order to engage with 

the job-seekers and to make sure the job-seekers use the application?  

Answer: To engage with users already using the app we are sending a weekly e-mail with new jobs and 

they also get push-notifications inside the app. Push notifications is when you get a message in the phone. 

Like when I'm writing you on Facebook and your phone is not active. You can see before logging in to 

your phone what o wrote you. And in the appicon there is a 1* so that you see there is a message. 

11. What channels does the company use to gain new job-seekers? 

Answer: To attract more users we use marketing in social media like Facebook and Instagram. We are 

also visiting events, fairs and schools. 
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Appendix B 

First participant interview 

After hearing this briefing about SelfieJobs I will ask you some questions, please answer according to 

your true opinion. There is no good, or bad answer. If you do not wish to reveal your name, the answers 

will be represented as anonymous. Your answer will be used only for the purposes of the current research. 

This research is on voluntary basis. You can decide to opt out at any time. 

First of all I would like you to download the app and register yourself as job-seeker. I will not give you 

more instruction, please use the app. At a certain point of time, I will ask you to answer me some 

questions.  

1. What is your first impression of this application? 

Kristen: It looks okay but it is a bit confusing. If I click on “@home” it says … I can see other 

people.. If I click on employees. I can see other people also… what does that mean? But after I 

log in it is okay. It is clear. 

 

Milton: I like it. It is useful and easy to understand. I haven’t even selected companies but I have 

selected companies. I don’t know why but maybe according to my profile? … But it looks good. 

Good design. 

Anna: It didn’t save my location. I was putting it but I couldn’t save and I didn’t know what was 

the problem. I took couple of minutes and I don’t know how but finally it saved. But it looks user 

friendly. The thing with the languages .. There is only a limited number of languages to put in 

your profile. I could not put that I speak Latvian. Maybe someone is super keen that you are 

speaking some rare language but they won’t know.. 

Praveen: I didn’t understand first what is the difference between looking for opportunities or 

available now. … I saved my address and I tried to save, I went out and then it was again asking 

for address… I got so impatient… that’s really bad. I had some problem from the beginning.. 

People hate these things… if you just want to try it and you have already problem at the beginning 

that’s very bad. It is supposed to be the basics. It has to be perfect. I was stuck there for like 5 
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minutes. In a real life situation I think I would have just uninstalled and looked for a similar but 

easier app.. 

Anya: Looks nice, not too many different buttons to click, which is nice because it makes it 

seemingly less confusing. But I don’t get the before login menu.. It has no use. Maybe to see that 

people actually use it? Or to have an idea how to make a profile? So others can see what I write 

about myself… Not just the employers?? Super weird. 

Rikard: I like it! I am studying engineering but I want to work besides the studies… like in a pub 

or bar… So it is awesome that I can look this easily for a job. So the idea is awesome and the app 

looks great. But I remember that it was a 3 in the play store /author: rated 3 on the scale from 1 

to 5/. So it means that it is not that great… You know, rating is important for apps. I wouldn’t 

download it if you do not ask me for this research. I mean people rate things so they help others..  

not to waste their time. And to tell their opinion to the developers… obviously.. but the design is 

cool. Its like the Tinder of jobs. 

Lisa: I like it! The app is cool, I don’t know how I didn’t hear of this. The design is good, and the 

setup was easy. Its like Tinder… And Tinder is easy. So if it is as easy to find a job, as to find a 

match in Tinder, and I don’t have to go around the restaurants with printed CVs… Or write 

bullshit motivation letters, it is awesome.  

Rabin: My first impression is good! But when I had to add all the details, and fill up everything 

It was a little negative. It was not that easy somehow. But after the registration it was great. 

Johan: It is like wow! Such a new way to look for a job in services. Very easy and modern… 

Avoiding a lot of waste of time in CVS and interviews. 

Gabriella:  I don't like it at all. It is hard to register because it is not clear if you are standing in 

the employee or jobs tab, it is a pain ... to fill out your details, because you cannot hit enter without 

escaping the field etc.  

Liv: This application seems to be useful and good. The graphic design is nice. So my first 

impression is positive. 
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2. Does this app seem to be easy to understand and to use? 

Kristen: After the login, it is easy. For a first time user… I’m like what is that? Intimidating.. 

Tinder is very similar but much easier. 

Milton: Yes. And also its very helpful that it recognizes the language in your phone. It has the job 

categories so it seems that it will be easy to look categorically… for different kind of jobs. So I 

won’t have to go through irrelevant ads.  

Anna: at least for now yes. It looks nice, I haven’t started to use but they sorted out the jobs in 

categories. There is this selected companies… probably they have a list of companies and I can 

follow them. If it is like this, awesome. 

Praveen: I mean it has lots of pictures, which is good. But let’s say I couldn’t use it. It looked 

nice! Bit confusing… the info presented is… like not connected in one way.. When you open the 

app you already are confused.  @home should be about what I like but it seems to be some jobs. 

When I log in, then it looks user friendly. 

Anya: In general – yes, it’s easy to understand the general purpose, how to look through available 

jobs and apply for one. Didn’t understand what the purpose of the ‘@Home’ tab was. 

Rikard: First I got confused of the “employee” or “jobs” and I logged in as employer.. I mean I 

saw the other candidates. I guess that is a bit confusing..  

Lisa: It seems easy to use. Good that you can save time, I mean you don’t have to go around in 

the city or Arbetsförmedlingens website and send CVs and all that… the idea is awesome, very 

helpful! For both sides I guess…(author: employers and employees) 

Rabin: Yeah other than the registration where I had little problems in putting and saving the data, 

like my address, yes. It shows many-many vacancies. It is easy to use, just like Tinder, no need 

to customize your motivation letter or CV. 

Johan: It is easy but could be better in my opinion to put a kind of red and green dots to define 

better the yes/no options, instead of swiping. It gives the impression of I am using Tinder. 
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Gabriella: It is easy to use after you get through the registration – which I guess a lot of people 

just give up on. 

Liv: At the beginning for me this app doesn’t seem to be easy to understand and to use because 

there are many different sections and if we are looking for a job it is not always easy to know 

exactly where we should go in the app. 

3. Is there any step you think was more difficult or detailed than necessary? 

Kristen: The menu before logging in is way too detailed… too much information. Why is all that? 

Milton: No. You create your profile, log in, you don’t even need to take a picture, you can have 

a Facebook picture. No motivation letter. Very fast and easy.  

Anna: The address wasn’t working… i couldn’t save it. Otherwise it is easy. 

Praveen: Some people just want to see how it is an app and not ready to register.. but this app 

looks more serious.  In the app market the rating matters.. it was 3… only thing the address was 

not working. Why can’t I put manually the address? And that @Home and Employees and all 

that before logging in is confusing.  

Anya: Yes, setting up a profile. I don’t want to type in all my skills, experiences etc in the app. 

The amount of information asked for the profile is too much; I would never put, for example, my 

photo or age on a CV because those are not the merits a potential employer should judge me on. 

Rikard: No.. It is super easy.. but I don’t understand why do I have to put my address or any 

address on the map. Why do I have to specify? I am looking for a job in Stockholm. That map 

thing is weird but I like the other set ups, it is just much better than writing motivation letters for 

restaurants and bars. Because  it is obvious I want to work there for money and not because it is 

the dream job of my life. 

Lisa: It was easy, not many details that they are asking for, but I think for a job search it is kind 

of low profile I can create. According to what I put in my profile, other than my picture there will 

be like hundreds of applicants who are the same. Based on what will I be called?  



93 
 

Rabin: No. I think it is very less info they ask for. 

Johan: over all I didn't find difficulties in the use of the app. I easily registered, logged in no 

problem. 

Gabriella: No, I think you need those details for a job application. It is just not really easy to get 

through and create the profile. So those are necessary and difficult which makes the app ... bad.. 

Liv: At the beginning I don’t understand exactly how we can find the deals and the offers that I  

liked… 

4. What kind of Jobs are you looking for? 

Restaurant, Café, Bar; 2) Sales; 3) Customer Service; 4) Store Jobs; 5) Internships and Trainee 

Programs; 6) Startups; 7)Tech jobs 8) other 

Kristen: 2 

Milton: 1; 3; 8 (dog walking) 

Anna: 3; 4; 5; 6; 8 (babysitter) 

Praveen: 1; 2; 3; 4; 5; 6; 7 

Anya: 2; 3; 5; 6 

Rikard: 1; 2;3; 4; 5; 6; 7 

Lisa: 1; 2; 3;4 

Rabin: 1; 2; 4; 5; 7 

Johan: 1; 2;3; 4; 5; 6; 7 

Gabriella: 2; 3; 4; 5; 6 

Liv: 5; 6 
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5. How does this app seem to you regarding its usefulness? 

Kristen: Could be useful. It is easier to find and apply for work… It could be…The design is very 

nice and looks professional… developed for young people. I think the usefulness depends on the 

how are the ads… and what is the answer –rates.  

Milton: Yes it seems useful. It seems that it is designed with a purpose… to .. help people. If it is 

good, it can be very useful and successful! 

Anna: I think its easy because you can do it even on the public transport. You don’t need to take 

your computer and create lots of CVs and  motivation letters for jobs, which are obviously not 

your.. lets say, not your final destination on the job market.  

Praveen: its really a good idea. Seems useful. It would make easier for students or young people 

to find jobs in the service field.  

Anya: It seems useful. I don’t completely agree with all the details or steps, but as of now, it could 

do its purpose well.  

Rikard: It seems very useful. It has a good concept behind.. it offers a solution for an actual 

problem… because without contacts and good network, it is difficult to get a job in the service 

field. Because the requirements are not high and people with contacts get in much easier. You 

don’t even know that they are hiring..  

Lisa: If it works, it is really-really useful and it can save lots of time. 

Rabin: If I’m looking jobs for restaurants and hotels o the hospitality its good, but not too much 

for sales or internships. It seems useful if you are looking in hospitality. But also, for me it was 

little difficult because I have academic background. I know for hospitality they are not interested 

in academic background too much but maybe it can help you if they know more about you, or 

that you are educated.  

Johan: Regarding me… actually I am looking for a job seriously, and it creates a big advantage… 

in matter of time… and also in where to look for a job, many people look for jobs but they don't 
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know where. This app makes it so easier. I would like to see it grow and get more expanded to 

the services of cleaning companies, maintenance technic jobs elderly care, nannies and pets care... 

Because they mostly have restaurant jobs now, as it seems after a couple of minutes. 

Gabriella: It would be useful because the idea is very good! Indeed it could save time and effort 

and all.. but it is not user friendly as of now.  

Liv: If we want to find a job or an internship this app seems to be good because we can search 

with this app. It could be more efficient and faster than the Internet. 

6. At this point do you see any value in using this app? If yes, what are the values you expect? 

Kristen: Call backs.. So getting response from companies. So if that happens I see a good value. 

If I apply for like 10 jobs and two responds then I see a value… Because these are the jobs that 

don’t require … like university or many years of experience.. You can work in part time jobs or 

just on the weekends… it is good to have these jobs at one place.. 

Milton: I think it is very easy to use and very easy to connect. It seems like you can apply for 

many different jobs, you can choose according to your interest. Shows only the nearby jobs.  

Anna: hm. For now I don’t even have expectations. I’m just curious.. It’s completely new for me.. 

Something between fun and I hope it can work out that I find a job. I kind of can’t take it seriously. 

So no real expectations. 

Praveen: I think of course the whole point of this is hope.. like tinder. I expect the company to 

give me infos about them, contact me. It is a positive feeling, like you can’t be rejected, which is 

the downside of the job-search. You get rejected and then you feel discouraged. Here maximum 

they don’t answer or you don’t have a match.  

Anya: No rejection, as in any other situation. And you don’t have high expectations. I think this 

app is more for like fun.  

Rikard: I expect that I get a job /laughs/ I think I have kind of high expectations. As I compare it 

to Tinder… it is so easy to start a conversation .. the rule of big numbers.. I apply for many jobs 
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by liking them, and somebody will contact me I guess… And these jobs do not have super-high 

requirements.  

Lisa: Yes, saving time, effort and money also. I don’t have to print out CVs and going to places 

like restaurants as I was planning.. And with the same effort I might get a better job, like sales or 

something.  

Rabin: Since I’m looking for a job and I have interest in hospitality, yes!  It has every info, using 

the app is very available, you can save time. You can apply in some minutes to many jobs. 

Johan: The value is big for those who look for a job. I just created the profile and I applied for 2 

jobs to see how it works and I already got a message saying something like sorry but we took 

another employee as a company did recently. I wouldn’t send emails like this… Rather than that 

I would send positive mails once a week to motivate people to keep using it and change their 

situations. If I was a company in need of employees and the price was easy to pay I would 

definitely pay to get workers ASAP.  

Gabriella: I don't know. I think it can help to find a job quite quickly and easily for those who 

only go for ”face value”. It has nothing behind.. according to personal info that I filled in, the 

employer will know nothing of me or my values. 

Liv: I think that thanks to this application you can find good ads. I suppose if the companies 

posting on the app they expect to have applications in this way and this could be interesting. So I 

can get answers easily and fast because these are the jobs which do not require high academic 

records and years of experience… 

7. How do you feel about the fact that you will have to use the app in the next 10 days? 

Kristen: I feel a bit uncertain if it is actually works. Is this app reliable? Maybe I could look 

somewhere else for job..Like the normal way… I don’t know if I am just wasting my time. 

Milton: It’s not a problem… Can be helpful.  
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Anna: It’s completely ok, it doesn’t affect my everyday life and when I use FB (author: Facebook) 

or something I can use this one also. And I might also get a job. 

Praveen: I am positive. I will definitely use it. I like the idea.  It’s a different approach in the job 

search.  

Anya: I am okay with it, I give a chance.  

Rikard: I am okay with that and I even see the possibility that I can get a job without much effort. 

Lisa: I’m enthusiastic and hopeful! 

Rabin: It is okay, I am excited. 

Johan: I can use the app but in real life maybe I wouldn’t  use it for 10/days because it is a bit 

boring and it doesn't have any points or stars to reach or levels like a game to gain for example 

tips for your profile , photos, what to say and not, and positive messages to motivate me. 

Gabriella: It is okay but I don’t have much faith really. 

Liv: I think that if we want to find an internship with a professional network we must be 

responsive and I have to try to offer an interesting description of me. I will try to contact 

companies that interest me and I hope they will answer me. It’s always nice to have an answer, 

even if it is negative because thanks to the answer we know and we don’t have to wait anymore 

8. Are you comfortable with providing your personal details in the app? 

Kristen: Yes. I didn’t even think it is any problem. Very basic stuff. 

Milton: Gladly give my data if I find something which is very interesting for me. 

Anna: Yes because they don’t ask me nothing so …. Like bank account … its ok. 

Praveen: That is not a problem. It’s okay.  
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Anya: Definitely not. The app didn’t seem serious enough for that. And I don’t like that other 

people, before logging in may see what I write about myself. I mean it is an app not a social 

media… 

Rikard: I connected with Facebook, and it does not ask bank details or such.. It’s totally fine. 

Lisa: Yes sure, no delicate info. 

Rabin:  Yes, it does not seem to be an issue, and they don’t ask for too much personal details. 

Johan: I think it is not good providing personal information. They did not ask too much but for 

example I didn’t like to put my age. It doesn’t matter. You can be like 25 and almost no experience 

or 21 with many years of experience in service jobs.  In the services is more important your look 

flexibility and enthusiasm. 

Gabriella: Yes, it is not worse than providing your personal details to any other forms of job 

application.  

Liv: Yes, I am because we don’t have to provide too many personal details. It is like LinkedIn, it 

is a professional network and if we want to find a job or an internship we need to provide these 

kinds of data.  
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Appendix C 

Second participant interview 

This is the second interview; two days after that you have started to use SelfieJobs. I will ask you some 

questions in order to know your true opinion. There are no good, or bad answers. 

1. After using the app for two days, do you think you completely understand how it works? 

Do you have any unanswered question regarding the application process through the app? 

Kristen: I understand it perfectly. It is easy and understandable. 

Milton: Yes, i do understand the app perfectly. No question about it  

Anna: No, there still are some things which I haven’t discovered yet. But as far as I’m using it – 

I don’t have any unanswered questions. 

Praveen: Yes. I do. Only thing is that I felt the jobs are not so well divided in the sections.  

Anya: I do understand. It is very simple 

Rikard: I get it how I have to apply… but I have no clue how the employers should answer or 

like me!... I guess it didn’t happen yet… Don’t have any notification or chat opening.  

Lisa: Yes, it is simple, just liking or not liking an app. But the categories are not really correct so 

that is not really helpful in the sense. 

Rabin: It was completely easy to understand. About the applying process, I don’t see any further 

steps until they wish to contact back. So it is easy and I suppose I have to wait now. 

Johan: yes I understand completely the app. I don't have any questions about the application 

process. It is easy. 

Gabriella: I understand how it works, but it doesn't work. It deleted my profile when I logged out 

– nothing was filled in when I logged in again. I just cannot make it upload any picture from my 

phone (iOS) and doesn't let me take a picture with my phone either, eventhough I let it access my 

camera. I filled out my profile again, now it doesn't show me any jobs in my 30 km area.  



100 
 

Liv: Hum… I’m not sure I know everything completely about the app but I think I understood 

the biggest and more important part of the app. So I know how to apply change my profile and 

all this… maybe there are other features I haven’t discovered… 

2. After trying the app during our interview, how would you describe your usage in these two 

days? Did you get any notification of interest from employers? Any matching interests? 

Kristen: It reduced in these two days. I was very excited at the beginning, since I am looking to 

change my job. I applied for jobs. Not many but I did find interesting ones. I am looking for sales 

jobs and the app has a separate menu for that. But there I find all kind of works. But I did not get 

any match from companies. Or at least I did not get notified. 

Milton: I used it several times in these two days. I didn't get any notification of interest and 

matching interests neither  

Anna: I used this app pretty often – many times in these two days. Yes I got 2 notifications from 

employers which I’m happy about! One was a message to go send my CV to a certain email 

address which I did, and the other was to apply through a jobseeker website. 

Praveen: I used it like often; today I liked the maximum amount possible. And I got some replies.. 

these were only automatic replies though, but it encouraged me, at least some answer.. 

Anya: I used it a little bit both days. I liked the interesting ads, I changed my profile pic. But 

nothing really happened… So I kind of lost it… I mean I didn’t really feel like opening it yet..  

Rikard: I used it a lot. I had high expectations… I liked lots of ads, and they do have really 

interesting ones.  

Lisa: No I didn’t get matching interest but actually I go once a message from an employer that if 

I am interested I can go on their website and apply. So that was like disappointing.. But I used 

like 5 minutes today and twice at least yesterday. 

Rabin: I haven’t got anything really. Look.. There are interesting opportunities. But I just don’t 

see how can I move on? I mean I apply but it seems they don’t get notified or I don’t know. 
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Johan: After using the app I would describe my usage in the beginning fun with all my 

expectations but as the app doesn't interact more than anywhere else and getting work is … and 

the recruiters are not so fast to show interest in me it turns to feel.. like frustrating… to use the 

app 

Gabriella: Nothing, I did not get anything. I was using both of the days, I went through the ads, 

but when I logged out as I said it deleted my profile and now I don’t have any jobs nearby me… 

Liv: Yes I got notifications from a couple of employers. All of them were automatic messages 

and I think I have never applied to their jobs when I got a message from them. I thought I only 

can get a message when it is a match… But for example Hall Koll sent me a message… But 

nothing interesting because in my profile I wrote that I was looking for an internship or a part 

time sales job and they offer me a full time job...  And after this message I send a message to Hall 

Koll to ask them what they offer me exactly … Maybe I applied and I just did not remember.. 

And I didn’t get any answer.. So it is something automatic which I think is very disappointing, 

because this does not any added value, but it gives fake hope. If they were a bit interested they 

would have continued the conversation.. 

3. What was the main reason of your usage (eg. Being part of the research, getting answers 

from companies, finding interesting ads, etc.)? 

Kristen: I found interesting ads and it was easy to apply. No motivation letter saying that it is my 

dream company. And I felt I would get answers from the companies… like tinder.. It seems more 

interactive. 

Milton: Getting answers from companies.  

Anna: Main reason was my interest in this app and of course – getting some responses from 

companies.  

Praveen: I want to see if the app work and see if I can get a good job offer. Looking forward to 

use more. 
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Anya: I still want to find opportunities so I think it is just the beginning... Obviously it is not that 

easy to get any job.. And I don’t speak Swedish so maybe it doesn’t result as matching interest 

for the companies…  But being part of the research was a big drive /laughs/ 

Rikard: I am still motivated because it seems to be easy to apply…but maybe it is not that easy 

to get to an interview. But I have the faith in this app… and I am lazy.. it gives me the hope that 

it is better than going  around in the city and knocking on the doors with my CV. 

Lisa: To get a job without going around in the city or telling everybody that I am looking. So to 

save time… 

Rabin: To find opportunities. This is a new way which… so I was motivated but I don’t have any 

positive point … I mean benefit until now. 

Johan: As I already am looking for a job I wanted to be part of this mainly to find any new 

possibility to get a job. 

Gabriella: Being part of the research… 

Liv: The main reason of my usage was being part of the research but also to find interesting ads.  

4. Did your perception of its usefulness changed over these two days? 

Kristen: A little bit. I lost a bit of enthusiasm. I thought it is like… faster.. But it is still easier.  

Milton: No, i think the same. I will keep using it… And I think, it takes time but I think it is 

useful. 

Anna: No. From the beginning I couldn’t really think it is a serious app, and I still think it is more 

like fun than actual job-search.  

Praveen: Yes. I think it’s positive.  

Anya: No 

Rikard: My expectations got lower a bit. But yeah I still think it is useful. 
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Lisa: Yes a bit because there was only one communication which was basically saying that I have 

to apply on the website. So then why should I use this app if I have to go back. It’s like Tinder 

sending you a message that hey go out and flirt with the guys (laughs) 

Rabin: Honestly, the perception is drastically changed. It seems job seeker has only option to say 

yes or no then keep on waiting until further notice from job provider. For me I already hopeless 

or don’t have enough trust in app. 

Johan: I keep myself optimist so I don't think yet it is unuseful. My perception is changed a bit… 

But maybe it takes more time and I think that it has the potential to work . 

Gabriella: I did not like it from the beginning apart from the idea, so no, not at all. It just got 

worse actually. Now I really cannot understand how people can benefit from a poorly performing 

app. 

Liv: Yes my perception of the usefulness of this app has changed since I feel that maybe just a 

few companies are directly connected to this network. These are mainly automatic messages but 

nothing… direct… 

5. I will ask you to answer some of my question in 5 days. Do you still agree to participate and 

use the app whenever you feel like it in these next 5 days? 

Kristen: Yes sure. It is okay. 

Milton: Yes, I will gladly keep using the app 

Anna: Yes. 

Praveen: Yes 

Anya: Yes sure 

Rikard: Yes 

Lisa: Of course. 
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Rabin: Yes sure. 

Johan: Yes I will kindly participate. 

Gabriella: Sure 

Liv: Yes of course. 
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Appendix D 

Third participant interview 

This is the third interview; 10 days after that you have started to use SelfieJobs. I will ask you some 

questions in order to know your true opinion. There is no good, or bad answers. 

1. After using the app for 10 days what is your overall experience? 

Kristen: It is pretty negative. Seems like a waste of time.. No response from anyone, other than 

saying that I have to go on the companies’ website and apply there. Or once there was an answer 

that if they do not get back in a month then unfortunately I am not a good candidate for this job… 

But what does that supposed to mean anyways? 

Milton: I think it is a good idea and that… it is useful. But my overall experience is not very good. 

I didn’t get any feedback from any company.  

Anna: I would say – positive. I didn’t get any bad or uncomfortable experience, so overall it was 

ok. 

Praveen: Good. I like it, however there are a few things which doesn’t make sense to me or I 

would change.  

Anya: I think it looks nice and stuff but  … and good idea… but I don’t think anymore that it is 

useful or fun. It seems that the employers don’t use it. I mean I didn’t apply for many jobs but I 

didn’t get any answer. 

Rikard: I think it is a good idea, and I got contacted for an actual job, the guy texted me through 

the app and asked me to call him. It was as easy as it supposed to be according to this app. And I 

am called for an interview at a Persian restaurant. So my opinion is very positive! And finally I 

got what I wanted. I mean at least I got an interview…The rule of big numbers worked for me. 

Lisa: I am not satisfied with the app. I was very positive about it at the beginning because the 

concept is cool and it reminds me of Tinder. Tinder has buzz.. it works, it is proved. But in this 

app there was no communication and I had also some problems with the app. I had to uninstall 

and reinstall it like twice…It does not want to open just loading… 
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Rabin: I am not satisfied with the app as it's just one way communication. But it is a nice and 

interesting concept but I think they could do it better. 

Johan: My overall experience was good. It was the first time that I experience an app to look for 

jobs that is very interesting and I liked it. 

Gabriella: I didn't like the app. I don't see how anybody could find a job with it. It is like being 

on YouCruit.. they send you messages that this and that employer waiting for your reply and it is 

all bullshit. It is kind of the same. Sometimes there is a matching interest and you find out that it 

is all random robot generated liking… with meaningless messages.. 

Liv: The idea of this app is very good because it is very difficult to find service field jobs, at the 

same place with direct contact, without having lots of contact …and good a network …good 

network is everything in this field… this is how it generally works. But to have an app for it, it 

would be good … to develop the app and to encourage companies to use it more! … and to consult 

the offers because I don’t really have the impression that many companies… that the companies 

are actually really connected to this network.  

2. Did you have any kind of  technical problem with the application during this 10 days of 

usage? 

Kristen: No, I didn’t have. 

Milton: No 

Anna: Yes, at the beginning I had problems with saving my location. It did not save it and I had 

to retry several times, and log-in and out until I could. 

Praveen: Yes I had problems with saving the location. It did not save it and was retrying for like 

5 minutes. There I was very impatient but when it got solved it was okay. 

Anya: No, I didn’t have any. 

Rikard: Yes, sometimes when I logged in and I clicked on a category of jobs it was loading and 

then just gave me the message that there is no job in this category near to my location. I also 

increased the radius of search and nothing. Then I exit and logged in later and it was fine. 
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Lisa: I had to uninstall and reinstall several times, because when I opened the app it was loading, 

for a long long time and then it crashed. I had to uninstall and re-install again. Also, once it opened 

and when I clicked any of the categories, it just said that there is no position near me…Which 

could not be possibly true because it happened for every category and I put the maximum 

distance… So I had to re-install again.. 

Rabin: No, no problems. 

Johan: No. 

Gabriella: Yes I had. I think there are several bugs in the app, because it happened many times, 

that there were no jobs around my saved location. Then, I left the app and next time I opened it 

already showed the ads…And  at the very beginning, it deleted my profile. I had to recreate the 

profile from scratch, and when I was recreating the profile, it did not let me upload ay pictures. 

And then I gave access to my camera, but that did not work either… I left it there… then I did it 

later and by that time it was ok.  

Liv: I had problem, because I forgot my password and then I clicked on the reset password option. 

They sent me a message with a link… But then, I clicked on the link and it gave an error… 

something like this webpage does not exist… I did it several times, and it again and again gave 

me a link to a non-existent website. So I had to re-create the whole profile. 

3. How often were you using it since our last interview? 

Kristen: I used like twice a day. 

Milton: Like every second or third day. 

Anna: I didn’t use it every day. Just some more times till this day. Because mostly I just forgot 

about this app in my phone. Only thing which reminded me about it was notifications in my phone 

and e-mail. 

Praveen: I used to check regularly. Almost every day 

Anya: To be honest sometimes I kind of forgot to use it.. And when I was at home and I was 

applying I did it on Linkedin, and then on my way when it would have been easier to just apply 
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through SelfieJobs, I don’t know I had better to do. I wasn’t feeling that it helps me.. So yeah I 

used it like twice since we met…  

Rikard: I used it very often. I liked many many jobs, because many seemed appealing. Then day 

before yesterday I got the match and I got contacted through the app. The restaurant owner 

contracted me if I am still available… and interested … and if I could go for a talk. 

Lisa: At the beginning I was using a lot. Then when I had to uninstall and download again I was 

like a little… fed up with the app. So then I didn’t use for like two days, then I reinstalled and 

tried to use again but mostly because I knew I will have to talk to you! (laughs) 

Rabin: I checked just randomly. Not every day but sometimes I was liking … applying lets say 

for many positions. 

Johan: Since the first interview I used it one day yes one day no . like that for 5 to 20 minutes 

each time approximately. 

Gabriella: I used it 4-5 times, for approximately 10 minutes. Not every day. I tried to use it so I 

have some experience in it but I lost the interest before the second interview. 

Liv: Not so much because the offers don’t change much and they are not often renewed. In the 

first days more, but then it was not of my interest..  

4.  Did you apply for a lot of jobs which you think were matches? 

Kristen: I applied a lot of random also but I applied a lot which I was sure it is a match… I was 

looking for sales or marketing jobs, this is the field where I  have experience and I want to 

continue. 

Milton: Not like a lot, but many, yes. But I applied only for those which I was sure I would like 

if they contact me. 

Anna: I applied for all jobs which I got interested in. Internships, babysitting mostly… But also 

I applied to some other jobs which I think I could do besides the school. 

Praveen: Yes. I did. I was curious.. if I apply so many jobs, will it increases the chances of getting 

a match? 
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Anya: Not like a “lot-lot” but I did.. When I used it, I applied I guess like 10 jobs. Its fast… I 

wasn’t counting. 

Rikard: Yes definitely. Many days I used all my possible likes. Maybe it is like 30- 40? 

Lisa: Since there are no high… requirement or at least it does not state the requirements, I applied 

for many jobs that I thought they were matches. Twice or three times I even hit my limit of 

applying. 

Rabin: I applied for many I think so I put the tick mark on interested. I don’t really now how 

many jobs I applied for but there were many interesting in restaurants and cafés. 

Johan:  I applied quite a lot of jobs, but just the only ones that I matched more. 

Gabriella: I applied for a lot of jobs, but I didn't get any real matching position… I thought that I 

still have a chance to decide after the first interview if we are matching or not.. 

Liv: I tried to apply for only the relevant not to spam it… I found interesting ones, internships 

and sales jobs in which I would be interested.. But all together something like 20 jobs I would 

say. 

5. What do you think about applying for jobs but not being able to look what jobs did you 

apply? Does it matter at all? 

Kristen: I think it is not that good, but since they don’t have high requirements for any job its like 

acceptable. 

Milton: I don’t think it is a problem. I knew what I applied for. 

Anna: For now it didn’t matter for me. But if I would be in situation, when I have to talk to 

someone and I do not even know what kind of position I applied for and what are the 

requirements, it is weird. It would be nice to see to which jobs I have applied and which accepted 

me. 

Praveen: It does matter. But it’s acceptable.. this is not that serious app.. they do not expect rocket 

science.. but to work in a restaurant. I mean it is difficult but mostly I don’t think they have so 

special requirements. 
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Anya: Yes it does matter. I didn’t get any matching interest but if someone contacts me and I 

don’t even remember what the position was it is weird. 

Rikard: Yes I felt a little weird because since I applied for many many jobs, pubs, sales, 

restaurants, I was not sure what is the exact position when I got contacted. I wasn’t able to 

remember, but finally it didn’t matter… that time was just an automatic answer. They actually 

wrote that I am welcome for an interview, but then I answered right away and no more answer 

from them. It was a Tacobar but I wasn’t sure if they need someone who delivers cooks or 

waiter…  

Lisa: I mean you cannot search back what you applied for but when I got contacted I could see in 

an email what was the position and when a conversation open you can check the profile there too. 

So it is okay 

Rabin: I think it is not a problem because even in traditional job search the applicant has to keep 

track of what they apply for.  

Johan: About applying jobs and not being able to see those I think is very good in this application. 

It is something that gives it sort of spice to the duty of a job search. 

Gabriella: No, not that much. If you want you can keep track yourself, and if they contact you 

you can look it up who is contacting. 

Liv: Most of the time when people are looking for jobs I think that they apply for many offers 

because we all know that it is difficult to get first an answer and then a positive answer; so not 

being able to look what jobs we applied could be disturbing and annoying because you can’t 

remember exactly what were the offers. 

6. Were you contacted by the employers for the position that you applied for? 

Kristen: No answers from anyone apart from automatic answers. When I texted back, there was 

no more answer.. 

Milton: I got some automatic answers .. like please go on our website and apply but not real ones.. 
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Anna: Yes, I got several messages from employers. Mostly robot answers though because there 

was no concrete, but I got one actual offer. 

Praveen: Yes. Some of them. But no possible success.  

Anya: No, nothing. 

Rikard: Several messages which were automatic messages and one actual one.  

Lisa: Yes several times. Once there was a matching. ( She shows it ) And there was an automatic 

message in the app that congratulation you have matching interest. You can even choose from 

the possibilities… like recommendations how to write to the employer. I did so and then they 

never answered! Or once I got a message with saying… that go to arbetsförmedlingens website 

and apply though there.. like what? So… no success story. 

Rabin: No I haven’t been contacted unfortunately. 

Johan: I was contacted a couple of times from employees but just to let me know that they hired 

already people and the vacancy was not able any more, or that they will contact me in a month if 

I am matching with their requirements. 

Gabriella: No, just robot answers… like if I am interested in the position, I have to go on their 

website and apply there. And all the time I got an email also but the design was horrible, they 

looked like a system error message. 

 

Liv: No, just through automatic messages. So not directly because of their interest. 

7. If yes, how did they contact you and how did you get the notifications (through the app, 

email,etc ) 

Kristen: I got email and message through the app. 

Milton: In the app, there was a message and I got notifications on my email.  

Anna: I got the notifications/messages from them through e-mail and message in the app. 
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Praveen: Both app and email. I used email to read it. Because it was not possible to translate in 

app. So I open email in chrome 

Anya: I didn’t get anything. 

Rikard: I was contacted in the app, through a message and I also got a email from the SelfieJobs 

so it is nice because it seems more serious because it comes to my email. Then there was a chat 

window and I was chatting with the employer. 

Lisa: : I got both email and notification through the app. 

Rabin: Nobody contacted me 

Johan: I got an e mail in the first instance 

Gabriella: Through the app, I got messages and I also got notification in emails. 

Liv:  I received two emails from 2 different companies that were telling me that my profile 

interested them and they offered me a job… But I don’t know what kind of job exactly and I think 

it was automatic messages… 

8. Did you have any call, interview or actual job offer? 

Kristen: No not at all.. 

Milton: No no interview, or possible one.. 

Anna: I have one actual job offer. I just need to go to interview.  

Praveen: No I didn’t. even these emails I got, they were saying that I should go on their website 

and apply (laughs) so why do I apply on the app…  

Anya: No I didn’t have any call or interview. 

Rikard: I will go for an interview to a Persian restaurant. They contacted me on the app, I called 

them and we agreed when I can go to meet the boss… It was so easy 

Lisa: No I didn’t. 

Rabin: No I didn’t. 
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Johan: No I didn’t have any. 

Gabriella: No. 

Liv: No. 

9. Did the company, SelfieJobs communicated with you in any way since you started to use 

the app? ( email, inside message in the app, notification, reminder etc) 

Kristen: No I didn’t get anything… or maybe emails… but I don’t really open these marketing 

emails. 

Milton: No notification or reminder… no and emails thank God I didn’t! (laughs) I hate all these 

marketing emails … they are spamming my mailbox…  

Anna: No. I didn’t get any notification or emails. 

 Praveen: I think I didn’t. I mean in Gmail I get the marketing emails in a separate folder which I 

don’t generally read. 

Anya: Yes I got a newsletter but I unsubscribed because I never read these things. I have millions  

of these letters. 

Rikard: Yes I got a message like a weekly newsletter with new positions. But I opened it only 

once. 

Lisa: : I think I didn’t but … I am not completely sure but as I remember I didn’t. 

Rabin: No I didn’t get anything. It would have been maybe good to get, because I lost my 

motivation which I had at the beginning. 

Johan: SelfieJobs didn't send me marketing e mails. Or there was not any communication from 

the side of the company to keep me motivated. Which I was actually missing. 

Gabriella: Yes, they sent a newsletter but I did not actually read it… But I saw there were new 

open positions,  I went through it and that’s it. 
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Liv: I received twice an email. Once with new features and explanation about how it works. But 

I don’t remember exactly. And the other time it was some new jobs around me. 

10. What was the main reason of your usage (eg. Being part of the research, getting answers 

from companies, finding interesting ads, etc.)? 

Kristen: maybe finding another job and that I was part of this research.  

Milton: To find a job at the beginning but then it turned rather to be a part of the research 

Anna: I find this project interesting and that is why I wanted to combine my interests and my 

need for job/internship.  

Praveen: Finding interesting positions and get a job.  

Anya: Being part of the research…  

Rikard: I really want to get a job and it seems a fun and easy way. I was even more motivated 

after the invitation for the interview.. Even if it doesn’t happen, maybe in the meantime someone 

else contacts me. 

Lisa: At the end, being part of the research but at the beginning I liked it! 

Rabin: Being part of the research was my motivation the last time. When I started I was hopeful 

but there is no interaction at all.. Like you are just playing with your phone.. 

Johan: I was motivated because I need a job. But after the first days I was not taking it seriously 

anymore.. Because it looked like I am just simply liking the ads and there is no person who can 

see that. But I don’t know how it works for the employers side.. Maybe it just happened that 

nothing was matching..  

Gabriella: After the second interview, I only used it because I was in the research to be honest. 

But I liked the idea at the beginning, but I don’t like the app….sorry.. 

Liv: The main reason of my usage was being part of the research but it was also the occasion to 

try to find a job... For me it’s better to go directly on the website of the company, even if the idea 

of this app is a very good one.. I was motivated at the beginning, but then it was kind of obvious 

for me that I won’t really find a job. 
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11. Will you use this app later after we finish the research? 

Kristen: Hm.. maybe not.. it was not working now so I would not have high expectations. 

Milton: I don’t think. I can’t see that it would help me. 

Anna: Probably no. 

Praveen: Yes I will 

Anya: No, I don’t think so. I believe more in the traditional way.  

Rikard: Yes I will. 

Lisa: No, I have no motivation to use it.. rather go around with my CVs I think. 

Rabin: No I won’t. I definitely see more chance in going around or applying through 

Arbetsförmedlingen.  

Johan: I will use the app after we finish. But this will not be my only job search… I will use it at 

times when I am on the bus or metro and I have 5 minutes..  

Gabriella: No, surely not. It does not bring any value to me. I can’t find a job with this app, 

because I think the employers are just not using it.  

Liv: No I don’t think so. First because I think that this app is not widely used by companies and 

it’s really annoying because it should make the link between young people who are looking for a 

job and businesses and it doesn’t work well. And second because there are some bugs in the app. 

I disconnected like two days before, and now I can’t find my password..And I clicked on the I 

forgot my password… and the password regenerator doesn’t work… I got an e-mail with a link 

to regenerate the password, and when I click on it, a page opens with error. And I retried it more 

times, and the same happened again and again. So now if I want to use, I have to recreate my 

profile.. Actually I did not do that. 

12. Would you recommend it to your friends? 

Kristen: It has not worked for me …at least yet. But yes I would recommend. When they are 

looking for a job, I mean it is much faster than rewriting motivations. It is a good concept. Maybe 
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if you are looking for another kind of jobs, it could work. But for sales jobs I would not 

recommend. 

Milton: Yes I would but somehow it did not work for me. Maybe for other kind of jobs it could 

work, maybe more for restaurants or bars...I have seen several ads for these kind of positions. 

Anna: I wouldn’t strongly recommend it, but just say that this app is one of many possibilities 

how to look for job.  

Praveen: Yes definitely. If they want to get a job in a restaurant, for sure. Otherwise no. Mostly 

the restaurant jobs are serious the others use this app as a platform for marketing.  

Anya: No, I don’t think so. Maybe if someone is looking specifically for restaurant jobs, maybe 

then it is useful.. internships or sales… not really… from my experience 

Rikard: Yes I would, but I would tell my experience.. that I applied for many jobs and I got 

contacted only once from a restaurant…  

Lisa: No because it didn’t work for me and it was like a waste of time. It seems there is no real 

person behind the ads.  

Rabin: No because it does not seem to work at all. 

Johan: Yes I would because  after all there are ads and there is always a chance. But I would tell 

not to have high expectations. 

Gabriella: No because There are still better sources for that than this app. For example Facebook 

groups or there are many service field jobs on the website of Arbetsförmedlingen. Which has 

horrible design but you can categorize well among the jobs, and specify your search, and at least 

you can be sure that somebody somewhere receives your application. I am not completely sure 

anyone sees my like… 

Liv: I don’t think so because there are other professional networks which work better today. And 

I haven’t been contacted for real so I don’t see a good point why to recommend it. 

13. Is there anything you would change? 
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Kristen: The categories should be more… clearer.. now everything is random. When I entered in 

any special category I found all kinds of jobs which is after all a waste of time. So I would fix 

that… 

Milton: Maybe but I wouldn’t know what or how. Because the only problem I had… is that no 

one contacted me. So I would change the way how the employers use this app. I don’t think there 

any many people who are actually looking for employees on this app. It seems these ads or not 

updated and the jobs… are taken… or there is no one really looking for employees and it is only 

some kind of marketing. 

Anna: I got difficulties to mark my address in the very beginning so I think this is something they 

need to fix. This app makes feeling that this job looking is not serious. Because you can say 

whatever you want in your profile and it doesn’t require your CV.  This app more seems like a 

game. I would change this… to add more info in the profile so it actually looks like a cv 

Praveen: Most add for in Swedish. So it’s kind of disappointing for non-Swedish speaking people. 

I was wondering if they are taking only Swedish speaking people!! And I had issues with the 

location…at the beginning.. I think in normal situation I would have just said… ok I don’t care 

and I would not have put that effort to figure out and try many times… that part is the very basic… 

has to be perfect! And the categories are all messed up. If it does not work it is worse to keep 

them… than to not have at all categories. 

Anya: I would change the categories. I choose the Internships and then there are all kind of ads 

in there. And it is difficult to know what are the companies looking.. I mean, in the ad they do 

not specify what they are looking for. Mostly it is a description of what the role is. And no 

language requirement or anything. It should be more defined… and in the profile there should be 

more options to add, so they do not decide on random things when they call me but on my merits. 

Rikard: The jobs are not perfectly sorted among the categories.. I go in the sales positions… for 

example… and I found everything… hotel receptionist, restaurant worker… so why then the 

categories??? And I think the location is not needed, or not like this… Would be enough to be 

able to type the city and that it.  
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Lisa: I like the app, how it looks, and it is easy to use, even there are many ads. But it just seems 

like there is nobody behind these ads.  And it has some bugs with the location.  Once I thought I 

applied for all the jobs in a certain category and this is why the app is saying there is no more ads 

around me. But I checked all the categories and it said the same. And checked my settings and it 

was where I live, Södermalm. Then after reinstallation it did it again sometimes and then it was 

working properly. But it is annoying that they have bugs in the app.. And also.. the categories , 

they are mixed up. So when you choose a category there are all kind of job offers in there.  

Rabin: Initially I felt that the app was good as  people could browse lots of jobs  on the same 

portal but however when people  see some opportunities they do not  get chance to ask questions 

or… no other way to contact the employer. I don't understand how employer could decide from 

this very little provided info… if the job seekers are right candidate for their company. I think the 

profile should be more… have more possibilities to add… 

Johan: I didn't like that the app is very serious I would like it to have more colours and some sort 

of game of points and some rewards of anything as this app is used for mainly young people. Like 

motivations or when you log in, some interaction! 

Gabriella: There were some bugs in the app, for example this finding job with your location. 

Many times it just said that there is no available jobs.. And also, the communication of the app is 

not really user-friendly… My running app gives me more motivation, by sending notifications 

that I should go…(laughs) Also I think the location is useless. The idea of the app is good, and 

the design is very nice but that is all about it. 

Liv: It would be nice to develop this app for companies, because if the companies are not linked 

to this app it can’t work. Then, as practical things, I think that the app is sometimes a bit 

disorganized and you can get lost easily, which is a shame… Also, the few bugs of the app must 

be resolved. 

14. How would you rate this app on a scale of 1 to 5? 

Kristen: like.. 2 

Milton: I would give a … 3 
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Anna: 2 

Praveen: I give a 3. It is a good idea.  Have a future. But the app should be improved. User 

interface.. and make it more powerful.  

Anya: 2 

Rikard: 3 

Lisa: 2 

Rabin: 1 

Johan: From 1 to 5 I would rate it 3 

Gabriella: 2 – because the concept is good, but it is not working. 

Liv: It is a difficult question because the idea of the app is a very good one and this app could be 

amazing but for the moment the app is not developed enough and there are many problems still 

to solve.. So for the moment it’s a 3! 
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Appendix E 

Data matrix (part 1.) 
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Data matrix (part 2.) 

 

 

 


