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GLOSSARY OF

TERMS

SM

Social Media

Echo Chamber

People only encounter beliefs and opinions that coincide
with their own, so existing views are reinforced and
alternatives not considered.

FOMO

Fear Of Missing Out (on social events)

Positive Intermittent
Reinforcement

The delivery of rewards at irregular intervals can become
addictive.

“Zennials"”

Younger Millennials (currently 24-28) and older Gen Z (18-23)

Runaway technology

Technology that grows beyond its purpose to a point of
uncontrollability

Experience Economy

Selling experiences, emphasising the benefit to their lives.

Network Effect Problem

A phenomenon whereby increased numbers of users
improve the value of a service.

Attention Economy

The concept in which human attention is a scarce
commodity used for profit in the economy.




Bustle is fundamentally a dual necessity. The team came together
originally exploring a gap in the events market, whereby people
struggled to find events they wanted to attend, whilst simultaneously
witnessing larger shifts in media consumption trends, as Gen Z reject
using Facebook. This highlighted an opportunity to launch an event
marketing and networking platform.

In response to Covid-19, the idea was proposed as something that may
help lessen social anxieties and tackle loneliness. Simultaneously, social
media companies have been scrutinised for their negative impact, with
concerns arising from technology addiction, manipulation and data
collection.

Thus, we set out to explore what people liked and disliked about
current Social Media sites, and how we could design them to encourage
more social, offline behaviour.

Our research project led us to the creation of Bustle, a Social Media
(SM) platform that allows users to easily organise friends through event-
creation and smart calendar tools. The app acts as an event
marketplace and directory, where users can buy tickets from Bustle or
other ticket retailers, and contact and rate venues - all while earning
bustle points. To see more details about the app and how it works
please visit our website www.bustleapp.co.uk.




THE PROBLEM

A MAGRO PERSPECTIVE:
STATE OF THE WORLD

While older generations grew up ringing
friends on home phones or writing them
letters, we grew up in constant contact
with our friends through this new
technology: social media ('SM') (Samur,
2018).

While this rapid intensification of
communication has caused a paradigm
shift in the way that we live and
communicate, and brought so many
benefits to the world, there is a huge flip
side to this - with these revelations
becoming increasingly discussed in the
mainstream media.

These issues range from an exponential
increase in mental health problems and
suicides in young children and teenagers,
to causing increasing political
polarisation and conflict (McDavid, 2020).
With the release of documentaries such
as The Social Dilemma’ and The Great
Hack, and increasing evidence from
Silicon Valley tech whistle-blowers, the
evidence seems clear: SM needs to
change (Cadwalladr, 2019).

Teen suicide is soaring. The biggest
rate increase was among black youth
Suicides per 100,000 10-to-17 year-olds

from 2006 to 2016:
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Karl Gelles/USA TODAY

Figure 2: Teen suicide rates from 2006 to 2016.

The fundamental flaw with SM sites like Facebook, Instagram and Tiktok is that their revenue streams come from
adverts (Franek, 2021). This means that their profits rely on engagement from their users, and consequently,
employees at the company are incentivised to increase screen time as much as possible. They have done this
through implementing positive intermittent reinforcement which is an addictive design technique modelled on
gambling machines and exploiting human vulnerabilities through data collection (Busby, 2018; Ebersole, 2018)


https://blog.hootsuite.com/history-social-media/
https://www.theguardian.com/uk-news/2019/jul/20/the-great-hack-cambridge-analytica-scandal-facebook-netflix
https://www.kamilfranek.com/how-facebook-makes-money-business-model-explained/
https://www.theguardian.com/technology/2018/may/08/social-media-copies-gambling-methods-to-create-psychological-cravings
https://portvitoria.com/how-social-media-try-to-manipulate-your-mind/
https://www.tandfonline.com/doi/pdf/10.1080/02757206.2016.1218865

THE PROBLEM

People are becoming more politically polarised and divided, due to SM
algorithms creating echo chambers (Bail et al., 2018). Decreasing trust in big
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Opportunity: create a media that does not do this.
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The tech industry impacts the environment through resource extraction, I
especially energy to fuel devices (Edinburgh Sensors, 2019). Threat |
Reaction: Sustainable data stores exist to aid this issue and we encourage I
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25-year-olds reporting major depression symptoms increased by 63% (ibid).
This is said to correspond to the cultural shift that SM fostered through
constant interaction, live streams and trending content (ibid.).
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I SM features are specifically designed to keep people addicted to their I
| phones tapping into dopamine pathways in the brain. This causes users to |
| scroll endlessly, and to social comparison (Qiu, 2021). Metaverse: people will |
I engage in augmented reality, taking them out of true social engagement in =
| real life (Alvim, 2022). This poses a threat to users and society becoming |
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addicted to a virtual world. Opportunity: healthy SM consumption needed).
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Legal restrictions may be implemented on data ownership and transparency |
Opportunity: shared data model. J|
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SM revenue relies on targeted ads. Facebook gains £670 on average per year, |
per user, from selling their personal information, in total making I
|
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approximately £28.5 billion (Martin, 2022). Oppeortunity: disrupt the model
(see legal).
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Figure 3: PESTLE analysis



THE PROBLEM

ZOOMING IN: THE MICRO
PERSPECTIVE

Recent statistics reveal its user base is ageing. While all other age groups use Facebook more than other
platforms, it appears that 16-24 year-olds are the most active on Snapchat and Instagram, and TikTok's
unprecedented growth is not something to ignore (Statista, 2022).

In  the experience economy, Which one of these social networking sites or apps do you use most often?

Facebook is considered the E:: u
H B 1

most popular SM for promotion
| N

due to its events section
N |

(Solaris, 2018). Coming off the
back of a global pandemic the

] ]
|

Aged 16-24

youth population are Aged 35-44
significantly seeking in-person
experiences, particularly among
millennials and Gen Z (VMG,
2021). With these “Zennials”
(Napoli, 2020) driving this Aged 65+
predicted growth in the

experience economy, the most

pOWe rful tool for event ® Facebook @ Whatsapp Instagram @ TikTok ® YouTube snapchat
. . . . . ® Twitter ® Linkedin @ Pinterest @ Reddit
organisation isn't aligned with
the most significant group. Figure 4: Adults' Media Use and Attitudes Data Tables 2020, Ofcom

(Statista, 20222)

The implications this gap has had on the micro-scale are seen through users struggling to explore events, and
through organisers, artists and venues lacking a key platform to spread information. Ticket retailers recommend
marketing events through “Facebook, Twitter, Instagram and LinkedIn” but also say to consider “Snapchat,
Pinterest, YouTube, TikTok, Medium, Reddit, and others” (Eventbrite, 2020). This means that public events
promoters are being spread thin and consumers still don't know where to look. Furthermore, without Facebook’s
private events creation tool, Gen Z primarily organises in group chats which makes details difficult to follow. Ticket
retailers like Headfirst are increasing their event exploring capacities, but the events here are still fundamentally
disconnected from the social-circle dynamics which drive sales.


https://www.statista.com/statistics/308712/main-social-networking-site-preference-in-the-uk-by-age/
https://www.eventbrite.co.uk/blog/academy/event-marketing-strategy-ds00/
https://www.vicemediagroup.com/wp-content/uploads/2021/04/VMG_MAKE-CONTACT_EXPERIENTIAL-WHITE-PAPER_2021.pdf
https://www.wgsn.com/insight/p/article/88103?lang=en
https://www.digitalinformationworld.com/2021/03/facebook-has-lost-its-dominance-among.html

“The real problem of humanity is the
following: we have Palaeolithic emotions,
medieval institutions, and god-like
technology.”

Wilson (2016, cited in Ratcliffe). an American socio-biologist.

This is to say that, whilst technology is increasing in power exponentially, our brains and physiology
are very similar to that of our earlier human ancestors (Wood, 2018). Thus, it's no surprise that
technology that provides the service of connecting people has become so popular as this is what
we're hard-wired to do (McDavid, 2020). However, this instant gratification has led to tech addiction,
and an unhealthy attachment to social validation through the introduction of features such as likes
and reactions (Rose, 2015).

58% of the world's population is on SM globally, currently standing at 4.6 billion with this figure set
to increase as more people gain access to the internet (Chaffey, 2022). With algorithms that favour
more outrageous and divisive news, with fake news sharing 6 times faster than real news (Kleinman,
2018) and social validation leading to unhealthy comparison (Warrender & Milne, 2020), insecurity
and isolation - we believe a new humane and ethical form of social media is needed, and the impact
of this could be remarkable.

"Move fast and break things"

Mark Zuckerberg's

previous company motto, which has since been heavily critiqued & we are determined to challenge.

cited in Taneja, H. (2019).

Systems
Transformation

Human
Nature

;_ Technology

W

Figure 5: Bustle's human-centred design strategy.


https://www.uchicagomedicine.org/forefront/biological-sciences-articles/brain-size-of-human-ancestors-evolved-gradually-over-3-million-years
https://steverosephd.com/why-we-are-addicted-to-likes/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/#:~:text=4.62%20billion%20people%20around%20the,social%20media%20is%202h%2027m.
https://www.bbc.co.uk/news/technology-43344256
https://www.nursingtimes.net/news/mental-health/how-use-of-social-media-and-social-comparison-affect-mental-health-24-02-2020/
https://www.oxfordreference.com/view/10.1093/acref/9780191826719.001.0001/q-oro-ed4-00016553?rskey=T60buA&result=8

VISION &

VALUES

A DISRUPTIVE APPROACH

If our pre-historic ancestors thrived from nurturing group relationships

and in-person connections, we want SM to let us do the same. With the

announcement that Facebook, now meta, seek to bring people into the

‘metaverse’ - we believe this is taking us even further away from what
we are socially and biologically hard-wired to do.

We envision a future where we need to reduce digital and virtual
activity as much as possible to facilitate real-life connections: allowing
people to create lasting memories, and spend more time doing
community activities or out in nature, all while strengthening group ties
and improving collective mental and physical health.

In this report, we, therefore, present disruptive technology based on a
new business model. An SM site that is user-centric, that instead of
profiting from the attention economy, cares for the mental well-being

through facilitating meaningful social interactions (‘MSI') in the
experience economy.

We are values-driven, aiming to operate with transparency, inclusivity
and care for people over profit, which means designing for human
nature & vulnerabilities. This framework ensures technology will
nurture mindfulness, enable wise choices and binding growth with
responsibility (CHT, 2022). We will achieve this by being iterative.



ISSY

FRASER

HANNAH



— N



RESEARCH
BACKGROUND

J¥ that canmects us als.,

The Social Dilemma explores the harmful human impact of social networking,
with tech experts whistleblowing their own creations (McDavid, 2020).

This documentary's resounding message was that technology platforms such
as Facebook had turned human attention into an extractable resource (the
‘attention economy'), sounding the alarm about the incursion of data mining
and manipulative technology into our social lives and beyond.

The Centre For Humane Technology is a nonprofit organization dedicated
to radically reimagining the digital infrastructure.

Center for
Humane CHT's main goals are to educate the public, inform public policy and
Technology support technologists and tech leaders through the creation of their

'Foundations of Humane Technology' and resources about 'the principles
of Humane Technology' which we have been guided by (CHT, 2022).

Your Undivided Attention is a podcast about technology and society, where

Yo r Harris & Raskin interview experts on the ways that digital platforms pose an
existential threat to the social fabric, and what we can do to steer technology
in a new direction.

O The team listened to 12 podcasts on this show with an array of different
experts to understand the issue from different academic viewpoints.

attention

KEY FINDINGS

* SMis a foundational issue that has immense power to affect people's lives and well-being.

* Existing SMs are effectively social experiments, due to the largely unknown effects of
technology on individuals and society.

* Technology evolves so fast that policy falls behind and fails to protect people.

LIMITATIONS

While these projects are useful to piggyback off, owing to their connections with experts, existing
research, framing of issues and principles to solve, this has a slightly reduced relevance when looking
at our target demographic. We are unlikely to solve all the issues discussed, especially the 'democracy
dilemma' so we must hone our research question to focus on our target audience, and which issues
they are facing (CHT, 2022).

1


https://www.humanetech.com/podcast
https://www.humanetech.com/
https://www.humanetech.com/who-we-are
https://www.humanetech.com/course

DIGITAL ETHNOGRAPHY

RESEARCH METHOD

Over time the practice of ethnography has evolved ‘to take into account the mobility of the phenomena in the process of
globalisation’ as well as ‘the impact of digital practice in both ethnographic practices and on the social phenomena themselves’

(Escobar et al. 1994; Suarez, 2018).

Due to the research area
centring around digital

technology and culture, we chose
to use this flexible research
strategy to inform ourselves
about behaviour, knowledge and
opinions-about SM sites and the
digital world.

This involved:
e Analysing social interactions on
the internet
e Online participant observation
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Figure 6: Screenshots from Digital Ethnography.

KEY FINDINGS (DT: DIGITAL ETHNOGRAPHY THEME)

A huge
appetite

DT.1

There is a huge level of awareness
about the problem, and a
willingness for people to engage in
critical reflection & discussion about
it. This is evidenced by online
memes, posts and high engagement
(likes, views and comments).

DT.2

Existing research conveys that
young people are increasingly
experiencing loneliness (BBC, 2018).
This was evident through Tiktok
videos of young people discussing
how isolating it was to move away
from home and not knowing how to
make friends, while others
complained about feeling
disconnected from or rejected by
others.

Identity

Compartment-
alisation

DT.3

SM platforms are perceived by
consumers differently and, consequently,
we behave differently on various sites
(lenkins, 2020). Instagram is "about
bodies and social comparison" (Wells et
al, 2021); Snapchat is about faces,
talking quickly with your friends and
augmented reality (lenkins, 2022);
LinkedIn is for your professional content,
where we behave formally. These are
likely due to a specific platform's
branding and design.

12



AUTO ETHNOGRAPHY

RESEARCH METHOD

Autoethnographic research and user interviews into current and emerging SM sites and other organisation platforms have been our
critical lens through which we identified our service gap. Auto-ethnography was primarily conducted by each team member within the
space of a week, attempting to use the different forms of ticket retailers, venue websites, and SM's to discover events and send them to
friends. Insights continued to appear through continued use and were diverse due to our different interests and familiarities.

Figure 7: Auto Ethnography
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LIMITATIONS (DIGITAL AND AUTO ETHNOGRAPHY)

While trying to remain impartial, and not only extract findings based on preconceived ideas, we acknowledge that these findings
could be critiqued for confirmation bias or resulting from our own echo chambers. However, this research was not testing a
directional hypothesis, just observing to see whether enough people experienced or were aware of issues with SM. Digital
ethnography can also be affected by demographic characteristics and we recognise that our observations are not representative
of entire populations but have been perceived in our own.

13



URVEY

The survey aimed to gain insight into our target markets' beliefs and behaviours,
concerning SM use. We employed surveys as an initial exploratory strategy that would
subsequently be contextualised with supporting interview and focus group data because
surveys tend to deliver shallow-and prescriptive insights.

RESEARCH METHOD

We shared the survey to our SM accounts and online groups for young people, which
garnered 90 responses and reflected the target demographic of 18-25 years olds well.

KEY FINDINGS (ST: SURVEY THEMES)

See Appendix 1 for further details and analysis

Addictive &

unhealthy Flaky people Organisati.onal,
scheduling

problems

SM problem
consumption

ST.1 ST.2 ST.3

Social media was disliked People dislike others Busy schedules leads to
for its addictive and scroll- responding slowly or not at all, difficulty finding free time.
inducing features dropping out last minute or Making decisions of what to
do not decisively say whether do and organise around busy
they will attend an event. lives is chaotic and confusing.

. easy because
DUIVING ity e ™ o
misinformation poss'

Ccommon

. . thinks
spread Un PQOIISt IC designed mate Nothing

online real younger .
feel o Hnow racism A thing
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peoplehe dlt iedjealous
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everywhere norm St standards

WORDCLOUD

Figure 8: Wordcloud created from survey results/responses.
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LIMITATIONS

Our survey was useful for observing the huge overlapping and overarching concerns and beliefs
about SM. We do, however, note that the survey only provides shallow insight into these areas.
We also acknowledge that our recruitment was mostly composed of our social circles and
connections (Almeida et al., 2017).

KEY INSIGHTS

Our survey results enlightened us on the individual experience of event organisation and social media
consumption, but it was difficult to infer the nature of group dynamics when users couldn't be probed
through further questioning. We decided an open ended-brief interview process would allow us to dig
further into the different roles people assume in the plan-making process as interviews could mould
with the individual.

15



OPEN-ENDED BRIEF
INERVIEWS

We extrapolatedthe “5 whys” method of unearthing potential issues in a system and used to it
to understand the variety of processes of finding and planning different types of events.

Primary question: How do you normally plan events with your friends?

Sampling: We chose-to conduct interviews at first-year UoB halls, and other areas of high
student footfall, as these Zennials, are high contributors to the experience economy. All
students seen-in these areas were asked for interviews to avoid personal biases, and only
those who consented were interviewed.

FINDINGS (OT: OPEN-ENDED INTERVIEW THEMES)

See Appendix 2 for full analysis with T References (T1: Theme One)

Social Circle
Influencers
(T16/T19/T20)

OoT.1

Interviewees expressed trust,
admiration and reliance on one
critical friendship circle member

who finds and organises the

events.

Group
dependencies
(T4/T16/T18/
128)

OoT.4

The greatest determinant for event
attendance was who else is going.
Interviewees were very reliant on
the actions of friends, and wanted
to see who was attending events.

Network
Dependencies
(T1/T2/T6/T7/T1

7/T31/T7/T9)

OT.2

Interviewees responded that they
were on specific platforms simply
because they're "just what
everyone uses”, especially
Snapchat.

Financial
concerns
(T10/T29/T30/
T38)

OT.5

There were money sharing
concerns post-events, with too
much to track and calculate.
Cost of events was a key
determinant of attendance.

Event
exploration is
difficult
(T15/T21/T35)

OoT.3

Event promotion is thinly
spread across a wide range of
platforms and ticket retailers
fail as they only display tickets
they are distributing.

Importance of
interests
(T26/T27)

OT.6

Music (and other interests) was
a key determinant of event
attendance; some went out of
their way to find videos/audios
on third-party sites.




GROUP DYNAMICS

FOCUS GROUPS

RESEARCH METHOD

The'synthesised insights from our interviews led te our focus group, which we felt was an appropriate method
as we could observe and discuss the emergent themes within scenarios. This allowed us to extract deeper

insights.from organic group-dynamics, based on scenarios.

We asked participants to complete journey maps of their experiences organising different events, noting their
emotions at each stage. We facilitated a comparative discussion around these in an open, informal
atmosphere which welcomed honesty and confidence to express true reflections. Interestingly, the emotional
pattern remained consistent despite relating to different events.

Customer journey map

@ Scenario Quote
(—\ "When there is a mixture of choices it is stressful. A
Arranging a work meeting with peer locational element of knowing exactly where someone is

Freddie would help too when finding where someone is.”

Meet.

Found

them,

begin
meeting

Message Su

. ggest
iriand where to

meet

Short natice, Tﬂ"m"? to
rtain e - ! Happier
unee decision A
! of where | -

Some struggle coming up
with ideas of where to
meet

-Could give suggestions
-Based on your locations

Happy when meet.

Figure 9: The journey map (more in Appendix 3), with integrated discussion comments. These
are how individuals currently go about these scenarios. Thus areas for improvement are
identified from these journeys.
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FINDINGS (FT: FOCUS GROUP THEME)

See Appendix 4 for full theme breakdown.

FT.1

don't like feeling accountable for
a disappointing event: "if it's not
enjoyed by everyone I'd be
embarrassed”

ADDITIONAL RELEVANT COMMENTS

FT.2

Language-type was important: first
person invitations added pressure,
whereas automatic third person
lessened it (e.g. "lack has invited you
let HIM know" rather than "let ME
know!"

FT.3

People struggle knowing
what sellers to trust
especially when buying last
minute tickets.

e People expressed the desire to see upcoming events visually (e.g Map display).
e Incentives to invite others to the app normally work.

CARICATURES

The second part of the focus group was
designed in response to the theme of
group dynamics, which we were keen to
explore more, since our platform should
to facilitate organic communication
amongst them, increasing the likelihood
and intuition of use. Based on OEIT.1,
individuals were asked to describe the
qualities of the person in their own social
circles who is the main influence and
event organiser. These qualities have

Make it as easy for people as possible:
putting in as much information as
possible

Strong social media/internet/upcoming
event awareness

Call/message people to organise

Driven by cheaper nights and

ook for deals Message existing groups

Persuasive, press people for
commitment

Aim is to have fun

Excited about/enjoy organising Good at last minute plans

Friendly
Ideas Person

Confident and relaxed in new
) Open to suggestions
environments

Know organisers/well connected
Easily bored/don't like being alone

been combined and thematically
organised.

INSIGHTS

Recurring distinctive descriptions of this character imply that they are a consistent persona across friendship circles. They
align with characteristics of "Protagonist" and "Campaigner" Myers Briggs Personality types (Myers, 1962). Their independence
and confidence suggest they may be open to trying a new app that would relieve their pains. Their persuasiveness, well
connectedness, and influence are critical for Bustle's growth. They are good with clarity of details, but current key platforms
(Snapchat) hinder finding these, so we must mitigate against this.

Figure 10: OT.1 Caricatures Amalgamated

LIMITATIONS

Focus groups were a useful vehicle for co-production and design. Understanding what our target audience wants and how
they would solve such issues was beneficial and we will use this method throughout Bustle's development. All of our groups
are comprised of students in Bristol, so to increase external validity for future focus groups, we will recruit more diverse
participants. Moving forward, we will interview this key persona group (recruited through focus groups as this is an organic
method of fining those influencers) as their concerns may be more critical to uptake than others.

18



FORMING PERSONAS

From our multi-faceted research, we discovered that, while individuals are all unique, homogeneity of dynamics across
social groups. In social circles, we discovered OEIT.1 and other members adopted different roles based on their personal

concerns (e.g cost/who's going). Consequently, we formed 4 key personas, highlighting what these users would need most.
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Figure 11a-11d: Persona Profiles, created using Miro

Synthesising our group dynamics research by identifying personas, allowed us to find our key user: P1, the circle influencer
(OEIT.1). Though the other personas are part of our target market, we saw an opportunity to direct marketing tactics at one
specific group, as they are likely to bring both "P2" and "P3" with them.

OEIT.1 is supported by studies of power. Primarily, we note that certain people ['O"] exert “expert power” (French and Raven,
1959) over others, whereby other group members perceive this individual to have greater knowledge in the field than

themselves. Additionally, “referent power” (ibid), based on the feeling of membership or unity with someone else, impacts the
decision-making process as they desire connection. O's influence is dependent on the other members' resistance away from
their decision. Therefore, some group members follow O because they are unconcerned with the decision being made and
are content with trusting O (P2), while others may be more resistant (P3) as they care more about the decision (for example
what event they end up going to).




COMPETITION

WHERE IS THE GAP?

SOCIAL MEDIA SITES

Facebook is the only SM site to have a formal feature for making both private and public events.
However, most respondents named Snapchat (OEIT.2) when asked what they use to make plans
with their friends. They acknowledged that using Snapchat for event organising was ‘not the
purpose of it' complaining that features of Snapchat are not ideal for plan-making. Similarly
Instagram is designed for content posting, not events.

DEMOGRAPHICS Perceived as a For GenZ
middle age (teenagers & Gen Z & Millenials For aniﬂezniéoung
platform. young adults) ’
EVENTS FEATURE? YES NO NO YES
Very diverse To find friends’
features. Used to To talk to people availability, events
PURPOSE OF APP keep in touch with quickly, share To share photos & and activities tailored
people, share photos and videos. to your availability,
information and locations. location and
make events. interests.
REVENUE Ticket Revenue,
Adverts Adverts Adverts Experience-related
adverts only

Figure 12: Comparative table showing gap in market for social media.
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BLUE OCEAN STRATEGY

Bustle is disruptive - a technology which amalgamates SM features with ticket retailers.

As Bustle is unique and utilises features from various different sites (identified in figure
X), we have identified it as existing within a 'blue ocean'. By utilising this strategy we are
creating and capturing an uncontested market space, thereby making the competition
irrelevant. As a strategy, we will align the whole system of our firm's activities in pursuit of
differentiation and low cost.
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Figure 13: Competitor Map

Figure X reveals our most overlapping three competitors-types: Facebook; Howbout; Ticket
Retailers. Thus, we wanted to further explore user perceptions to target their key pain
points. We surveyed users for each respective service to gain insight into key difficulties.
Headfirst is a Bristol-based key player in the ticket retailer bracket, so we focused there in
this respect. Our key findings were as follows:

FACEBOOK HOWBOUT HEADFIRST

Events are difficult Only for private event Fundamentally
creation. based on emails,
Can't find events to which people rarely
go to. follow.

Calendar can be "Editors picks" are
overcomplicated enticing.

with many synced Greatest variety of

to search through.
Can’t search by day
Filters are
inadequate.

ST.2

Like seeing who’s
interested in events.

friends events for Bristol.




We discovered that in order to become a market player,
we must offer strong values to two key user groups:

1. Circle Influencers
2. Event Organisers




CIRCLE INFLUENCERS

INTERVIEWS

We used open questions to explore their roles in group dynamics, their processes of event
organisation, including likes, frustrations and suggestions.

KEY COPING STRATEGIES (/T: INFLUENCER INTERVIEW THEMES)

See Appendix 4 for full theme breakdown.

Circle influencers often use techniques that instil FOMO.
IT 1 Such as making sure they buy tickets at the same time as
L]
others and letting them know who else has tickets.

Utilising
FOMO

Repeat
Messaging IT.2

They repeatedly message friends about buying tickets and
owing them back for them.

Manual They have folders on their phones specifically for event-
Com pa rtment I T 3 based apps. They search for events based on genre, date,
venue, or artist. They want to search through relevance to

alisation them (suggested connecting Spotify).

Logging
Information

IT.4 Individuals make spreadsheets/notes of friends' details,
including budget, availability and interests etc.

These processes are deemed tedious for Circle Influencers. We will create features that relieve these

pains for them. Refer to Appendix X for full details.
24



OUR EXPERT

EVENT ORGANISER

Anna

Founder: WHOMP

A non-profit focused around bringing like-minded
creatives together for a dance to great electronic
dance music.

Will

Founder: BRIZZLA

A techno music club event. Different DJ line ups
each event, twice per month.

Gig

Founder: Misscoteque

Events for women and non-binary people. With their
fast, growing success, this summer they are off to
Glastonbury festival.

Others: Founders of Encore Club Events, FUZE, and POM


https://ra.co/promoters/103837
https://www.instagram.com/wnb_disco_collective/

EVENT ORGANISER INTERVIEWS

These insights are gathered from interviews with social secretaries and event organisers. Social
secretaries organise events for groups which have mutual interests.

We used thematic analysis for consistency in understanding our findings.

KEY THEMES (ET: EVENT ORGANISER INTERVIEW THEME)

See Appendix 5 or full theme breakdown.

Integrated
CRM

ET.1

After organisers sell their tickets, it then
becomes difficult for them to update their
customers through existing sites like RA.
They also can't find out where traffic is
coming from for sales so can't see which
marketing channels are more worthwhile.

Uncertainty

Concerns

ET.4

Want to track how many tickets have
been bought and know before the last
minute that tickets are selling.
Expressed medical concerns too,
saying "you never know what you
might need to be prepared for".

Learnability

ET.2

Can't find out where traffic is
coming from for sales so can't see
which marketing channels are
more worthwhile. Want to learn
from past events what was

successful or not.

Targeted
Promotion

ET.5

Event organisers want to target
new audiences to increase their
reach, and pay via instagram

ad boosting etc to do so.

KEY INSIGHTS MOVING FORWARD

By organisers improving their events from learnings, customer experience and recommendations are enhanced, increasing Bustle
joiners and again experience, creating a Flywheel. Also, leftover event tickets could be put up for auction to guarantee capacity.
Bustle should aim to streamline group ticket purchasing, as OT.2 means that more people will buy tickets overall if done in this way.

LIMITATIONS

Primary
Platform
Absence

ET.3

There is no clear platform for
promotion. Promoting to
multiple platforms requires

time/effort.

Bulk Sales

ET.6

Making the process of owing and
receiving money for tickets is
advantageous for increasing bulk
buying of tickets. The more tickets
bought at a time aids event
organisers to sell tickets.

Despite not getting in contact with major organisers we still see these smaller interviews as indicative of our model working for

more significant popular and significant players.
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Background Figure 14: Adobe XD prototype

VENTURE
CREATION

FEASIBILITY, VIABILITY AND
DESIRABILITY



PROBLEM SOLVING METHODOLOGY

Leverage Points: Places to Intervene in a System

Systems analysts have strong confidence in 'leverage points' (Donella Meadows, 1999). These are areas inside a
complex system (a company, an economy, a live body, a city, or an environment) where a minor change in one thing can
have a large impact on everything else.

As a systems thinker, Meadows proposed 12 leverage points in a system to intervene. These leverage points are on a
scale in order of increasing impact and include design tweaks, feedback loops and different business models.

(ansnanana

.....

Mental models

¥

Ll

System
structure

0,
frmmmmmnanaa

Feedback
‘ ;4 Joops

Parameters

Figure 15: Diagram of 12 leverage points: places to intervene in a system
Meadows (1999).

To have the largest impact on the problem, we have targeted the 'Mental Models' of the system, the goals of the
system and paradigms. This requires zooming out to grasp the whole picture, and address the root causes of
problems, rather than just mitigating the symptoms.

We have challenged the model by challenging the current status quo in big tech that...

“The goal of any social media company is to make sure that you
spend as much time on that platform as possible and engage as
much with content on that platform as possible.”

Josh Simmons, Facebook Al researcher.

...by making a platform that encourages users, and makes it easy and fun for them to go out and be social offline.

This requires modifying the beliefs that guide behaviours in the system and expanding the system'’s ability to
transcend paradigms altogether. Thomas Kuhn, in a book about paradigm shifts, argues for the importance of
pointing out the flaws and failings in the old paradigm, while putting people with the new paradigm in places of
public visibility and authority, loudly and confidently (Kuhn, 1962).


https://donellameadows.org/archives/leverage-points-places-to-intervene-in-a-system/
https://donellameadows.org/archives/leverage-points-places-to-intervene-in-a-system/

JIRESIIN

BUSTLE
FEATURES
BASED ON
RESEARCH

CIRCLE
INFLUENCER
INTERVIEWS

EVENT
ORGANISER
INTERVIEWS

Figure 16: App Features Based on Research Insights

Finer details of Ul value for users seen in Appendix 6.
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RETURNING TO SECONDARY
RESEARCH:

We feel it is important to understand our users on a level of what motivates their behaviour.

Intrinsic motivation: Actions driven by inherent satisfaction (Reiss, 2012). Individuals
selecting interests upon joining the app and shown relevant events.

Extrinsic motivation: Actions led by achieving rewards and societal status
(ibid.) We reward users for their socially beneficial actions within the app, such as
creating events, inviting other users to the app and quickly registering their
decision to attend. People will also be able to see what events others are going
to, with their permission. We also reward users for registering their decision to
attend quickly.

The paradox of choice: Having too much choice is overwhelming and hinders
decision-making (Lyengar and Lepper, 2000). Filters are critical for reducing decision
making.

TAILORING LANGUAGE

Due to FT.2, we will inform our app language using cognitive biases to facilitate an environment of
decision-making (Zalewski et al., 2017).

In group Bias: The bandwagon effect, conveying individuals to act the same as others in
their group.

Loss Aversion Bias: People have stronger feelings of avoiding loss, as compared to
receiving gains (Gal and Rucker, 2018). Our prompts use phrases such as: “Last chance!”
and “Are you sure you want to miss out?” to align with Circle Influencers' strategies of
inducing FOMO.



PROTOTYPING

WITH OUR TARGET USER GROUPS: ADOBE XD

Prototyping us was especially important to us as unique Ul features and app functionality was critical in creating a
frictionless service for all users. We used our Instagram account, which we had begun to develop a following from public
posts about our values and aims, as well as from those that had participated in previous rounds of research. We felt this
was an appropriate user base to conduct A/B testing with as these people represented our target demographic and had
previously registered interest in our service.

We posted adjacent Ul designs for different sections of the app, developed on Adobe XD, asking followers to vote on design
A or B, and offered an area to add any extra feedback they had. See Figure 14 above for Adobe XD workspace.

¢ Buistol Lot

IO
FEBRUARY 202;
a

WHICH UI DD YOU PREFER? °

Please share any further Please share any further

comments you have

Figure 17a: Calendar Prototypes Figure 18a: Chat Prototypes

Feel like this needs more
detail into each day, both
have too little space on
them

Reply

what is the colour
code on B?

Reply >

Figure 17b: Calendar Responses

calendar B is too
overwhelming to look
at

Reply

| like the colours in A
and seems a lot
trendier

Reply

| personally prefer when
your own messaged
show up in different
colour (like B).

Really love polls

Reply > Reply >

A is too simple, but B
is too dark

this needs to feel
more familiar

Figure 18b: Chat Responses
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Figure 20a: Bustle Wallet Prototypes

WHICH UI DO YOU PREFER ‘

Please shane any further
ga 3 ‘comments you have

Figure 19a: Map Prototypes

QR code was big enough Prefer A but not the

on the last display - i feel i s
like the page (these) square information
don’t have to be as big boxes.

Reply > Reply P

There are two plus the map is much
icons on Ul B! Delete easier to view as full
one or change one = scene (not blue one)

the blue map is too
hard to see individual Right one is a bit dark
faces

prefer seeing actual
activity not just the Nice logo!
icons on B

il :

Figure 19b: Map Responses

Figure 20b: Bustle Wallet Responses

CRITIQUE AND LIMITATIONS

The prototype Ul designs at this stage had been based on designs from other social media sites and
relevant platforms, informed to us as potential avenues from previous areas of research, for example,
chat Uls were based on Snapchat (A) and Facebook (B). While we feel as though this allows the app to
inherently carry familiarity, this may have held back the full set of insights that earlier stages of design
might have been able to enlighten.

Furthermore, our sampling was based on the opinions of all types of users, rather than honing in on
those that were most relevant: Circle Influencers. We were, however, able to discern through our personal
knowledge of some users, whose responses may have been the most critical to our design. Profile names
have been censored here for privacy protection.
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BUSINESS MODEL

EXPLAINED

We are a B2C and B2B platform. Attracting both users and businesses (venues, event organisers &
artists) will increase the value & desirability for both to use the platform. We are an intermediary,
integrating the experience of being social with the local experience economy.

r--=~"=-"=====7=°

-

B2B - Venues, Artists
& Organisers

B2C - Users

Key Performance Indicators (KPIs)
Q1
1.Gain 5000 users.
2.Aim to get the 10 largest clubs in Bristol on the platform with a profile.
3.Get feedback from at least 500 users.
4.Give away £1000 worth of free tickets to users with a high amount of Bustle points.
5.Upload at least 50 events on the platform per week.
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C SERVICES: USER

~— Value proposition canvas

B2C: University students, post graduates in a new city & travellers.

The value propositions for each target customer profile are virtually indistinguishable so have been combined, At these ages, we
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Meating lois of new & like-
imanded pecple
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0@
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Less soreenaime, more soclaleing  Spending less
money as finding
Sew amendanie of iy Resuces feelngs of eheapast deats
toboth private B putic leretiness & negatie
meral beaith Saves time

Finding the best events aligred with your

taste and avadatasy —
s, tranSpar ey
Find frisndy
ity & paace of i
Fancting th best everty slignied with your
taite ared.

Maikiegg Srigrntt
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Pains Tos fuch idraestine Blow off staaen &
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Daza concerms startened
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services & soctal media siies mx;
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‘toween work & play om0

Missing good events sometimes a5 you

Figure 21: Value Proposition Canvas B2C
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Channels
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usiness model?

Figure 22: Business Model Canvas B2C
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buste will make users less reliant

on a societal level,

bustle helps users
reduce the power that
Social Media (SM)
giants like facehaok
bustle points reward users have over mental Helping people o try new things and develop
for engaging in the health new interests (specifically the “independent
expenence economy explorer” persona).
SOCIAL IMPACT
LIFE CHANGING

§

on fast acting positive
reinfarcement frem things like
Facebook and Instagram likes.

Helps people Io make

new friends and feel less
| disconnected,

Brings togeiher lots of
different services that
ane spread across
many platforms and
makes il easier to find
what you need,
therefore getting you
out.

Helps users find the best

ticket costs and gives them
discounts through bustle

points and earing on their data

compartmentalises finding events and
arganising to go to them with friends {from
bouncing betwean many different platiorms 1o
just using one).

Figure 23: Adapted B2C Value Pyramid
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information about evenls

filters help users to find
events that maich their
interests more easily,
meaning they will enjoy
the events they spend
thelr money on more,
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Figure 24: Value Proposition Canvas B2B

B2B SERVICES:ORGANISER

— Value proposition canvas

B2B: Event organisers, artists and venues.

mmitment.

illing

Figure 25: Business Model Canvas B2B
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FINANCIAL VIABILITY

TIMELINE

PHASE 1

e Funding Strategy
e App development & cost

> 4

Launch of
platform

PHASE 2

e Events marketplace brings in commission
e Launch of Bustle Events

> 4

Platform
update

PHASE 3

e Adrevenue
e | aunch as a ticket retailer

> “
7., 7




FINANCIAL VIABILITY

PRE-LAUNCH FUNDING STRATEGY

With the relatively mid-range start-up costs of Bustle, we believe we can best utilise available grants in the beginning
or by crowd-funding. Key grants are:

e Aspect accelerator programme - £5 million available in the first 3 years for projects emerging from social
sciences research, and that can enhance the UK's industrial competitiveness and productivity. This aligns
with Bustle as we have used social science research and academic thought to create our enterprise and if
successful the app will connect consumers with retailers and support the local experience economy.

The Runway Awards - Each year £25,000 worth of funding is made available to the graduates behind start-
up businesses from the university community for living expenses.

The Jim and Peggy Wilkinson Innovation Fund - Every quarter this fund offers early-stage ventures
£1000- 30,000 for a strong business proposition.

APP DEVELOPMENT AND STRATEGY COST

After talking to multiple app developers, advice and a rough estimate were given for this project based on hiring
an app developer & designer to create the app.

To be made by a reputable company would cost a minimum of £10,000. To keep costs as low as possible, it was
suggested to hire someone at the beginning of their career, which we felt was a good suggestion considering we
are a team of students.

A cross-platform developer would be best because they'll develop for 10S and Android at the same time saving
time and costs. It is likely to take one person 3-6 months and two people 2-3 months.

Entry-level developers:
e Design - £500 - £1000 (likely to be less'as the app hasimostly been designed).
e Developing - £5000+

We are also interested in hiring'someone through the University of Bristol's SME internship scheme, where the
university pays the full wages of a student to work 140 hours. This could speed up the time in which the app
would be finished, save us money and give a student an opportunity to get experience in a startup.

Our minimum grant request could therefore be £5500, however, we would request the maximum amount of any

grant applied for to factor in wages for founders (with 3 working for 6 months part-time at minimum wage
coming to £14,820), other business expenses like travel and marketing material such as leaflets (£3000).

Pre-launch total = £23,320
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FINANCGIAL VIABILITY

REVENUE STREAMS
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Figure 27: The Bustle Ecosystem

Listing tickets through their
commission links will bring
bustle a 1-5% return on ticket-
sales through the platform.

AD REVENUE

After forming partnerships with venues
and event organisers and building niche
user base of young people. Bustle will
launch as a ticket retailer. Earning
between 10-15% of ticket sales.
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BUSTLE EVENTS

During the academic year, Bustle will arrange
events aimed at university students. Tickets
will be cheap, entry will require them
downloading the app. Pilot for ticket sales.

TICKET HOSTING
FEES & BOOKING
FEES

When App reaches 10,000 users,
Bustle will start showing
targeted adverts for local venues
& organisers.

Figure 28: Implimentation of Revenue Streams




SCALABILITY

EXPANDING & POST-LAUNCH STRATEGY

Scaling & flexibility of operations.

Bustle can easily be scaled and implemented into different cities as'it is first and foremost a digital product. As the
introduction of bustle points encourages user-generated content and management of the platform this also helps
with our scaling strategy reducing the number of employees we need to operate. Our service will remain adaptable
as we will keep a developer on retainer who can fix issues as they arise and update the app when required.

Bristol

Bristol is the birthplace of Bustle and is where we will pilot the business, which is a great choice with a high
percentage of young people, a large number of visitors and a bustling music scene (BCC, 2020). We also hope to
expand to other UK cities with large student populations that have a reputation for being 'the best party cities' and
the 'best university cities' (Party on, 2020; Collier, S, 2021).

& Beyond

If Bustle is successful in launching in Bristol, reaching its KPIs and getting more funding, the network can be
expanded to London, Birmingham, Liverpool, Nottingham and Sheffield as these cities are all larger in population
size ranging from 8 million to 684,000 people. Other cities of interest would include Manchester, Leeds, Cardiff, and
Brighton (WPR, 2022), with smaller populations but a reputation for having lots to do.

Our ultimate goal would be to expand to every city in the UK trying to capture as many 18-32 UK as possible with
the maximum being 12,882,538 people within our target age group (Clarke, 2018).

POST-LAUNCH FUNDING STRATEGY

Phase 1 covers Bustle for prelaunch, and when the app launches phase 2 will bring in revenue through
commission & bustle events, and phase 3 will bring in revenue through advertising events.

Phase 2 projections of incoming revenue are low (see 'the market'). Phase 3 projections are a lot higher and
where we believe the app will become profitable, however, this stage will also require scaling up of the company
through hiring ambassadors (see circle influencer ambassador scheme), and more employees especially for
customer service roles.

We, therefore, anticipate requiring seed funding and further investment for our venture most likely at phase 2
to ease potential cash flow issues or lack of profitability, but definitely at phase 3.

We hope to raise seed funding with the help of CapitalT, a VC firm aimed at helping purpose-
driven seed-stage software technology companies raise seed funding. We believe they can
help us because they are interested in 'social tech'.

We are also interested in pitching to angel investors, especial those invested in female
founders, or ethical social tech.


https://www.capitaltvc.com/

THE MARKET

CORE SIZE & VALUE

Due to our blue ocean market strategy, rather than taking market share, we are creating a market (Melnick, 2020). This
means that predicting market share and size is challenging, however, with a focused target market we can roughly work
out the potential value per user, per month for each element of our revenue strategy.

CORE MARKET SIZE
We have focused on university students as our primary business, despite adjacent markets having larger value and market
size. This is because we have connections and experience in this field, and it serves as a good testing ground for us to

produce data and demonstrate our worth before expanding to other audiences. To evaluate the size and worth of the core
market, we employed a bottom-up approach.

BRISTOL

e According to Bristol city council: 18-30-year-olds make up almost a third (31%) of Bristol's total population (463,400
people) compared to 20% nationally. Target demographic — Bristol - 143,654 young people with 80,000 being
students.

e Tourism industry - 2.1 million domestic staying trips overnight on average 2 nights. Day visitors to the region
number 20.5 million. Spending an average of £203.71m (source)

Assumptions:

1) The average gig ticket price is £45.49 (Graham, 2018).

2) The below table is based on buying 1 ticket for an event per month, although primary data suggested students go out more,
they also generally pay less.

3) Our events would be ticketed for £10 if people download the app.

4) The event will have 1000 to 4000 capacity based on the largest club space.

5) All users will click on one advert at least per month. UK average cost per click is £0.78 (Heath, 2020).

6) As a ticket retailer we would take between 10 of ticket sales in booking & hosting fees of £45.49 so we'd make £4.55 to £6.82.
7) In the table only overnight travellers have been counted, with there being roughly 175,000 visitors per month.

Target Commission (1%) Events Ad revenue Ticket retailer
Demagraphic ' (£0.78) (10%)
Young people £10.000 t

(students £64,644 - 2 £112,050 £653,625
£40,000
included)
Travellers E£78,750 £136,500 £796,250
et Etpen £143,394 Max 40,000 £248,550 £1,449,875
month)

Figure 29: Table of predicted market value, per month.

This is a rough estimate of the value of the market based on certain factors. Ticket prices can vary and so will the
revenue generated by pay per click adverts. Ticket commissions vary from 1 to 5% and ticket retailers from 10 to 15% but
we have chosen the lower limits for the table.

Revenue is likely to be a lot lower in the formative years as we grow our community, but also has huge potential to bring
in more than this if we count day visitors, other events and experiences and demographics. Larger cities like London could
bring in 18 times these projections based on the same relative statistics as Bristol (although notably as a capital city will
have a higher number of tourists).
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PREPARING FOR THE
FUTURE: SWOT

Helpful Harmful

Strengths Weaknesses?

+ Compartmentalised service, as (SOURCE) found that people Cold user problem. Mitigated via interest collection from
wanted to have less apps. account creation,

+ Fine-tuned Ul design farfri_uionless events search. « Metwork effect problem, mitigated by ambassador

- All events in one place, unfike ticket retailers or club venues. scheme and bustle points (encouraging adding others).

+ Less screen-time, more socialising. . a -
. Spending least money through price comparison. ngh.er commission cost of ti:lfet retailm,g. f?rls.tart-up
service may deter event organisers from joining.

+ Bustle and bustle points system encourage meaningful social
interaction

+ Bustle points currency keeps spending within the experience
economy and our affiliates, reinforcing our brand value of
increasing healthy in person social interactions. It also
strengthens organiser/venue value.

+ Bustle points encouraging user-generated content (e.g.
rating venues and listing events for verification, like
Ticketswap).

+ Reduces loneliness

+ Discover events based on interests.

Internal

Opportunities Threats

« Off the back of lockdown and the Covid-19 pandemic, - Potential user data collection restrictions may become
youth are eager to engage more with the experience legislation, therefor making our data profit sharing
economy (SOURCE). scheme redundant before it has had the potential to

- Increasing data awareness in our target demographic grow bustle.
will encourage feelings of trust with our brand. = Covid-19 could have increased going-out anxieties.

T - Facebook's ageing user base. « Ticket retailers may attempt to restrict their tickets
£ « Our Blue Ocean differentiation strategy allows our being sold through the bustle app if they see us as a
E business structure and model to benefit from not just threat, which inhibits our USP of having all events in one
w showing our own tickets, thus making the model place.
unreplicable by ticket retailers, one of our key « Other ticket retailers have more financial grounding and
competitors. may reduce commission costs to capture organisers

and venues that bustle targets,

Figure 30: SWOT Analysis






GANTT TIMELINE

Seed Funding
Find Post-Grad App Developer

App Development *duraton overestimated (o oifsel ssues®
| |
Research Small Scale Bristol Event Organisers

Funding Round 2

Accomodation Halls Ambasador Research

Observation Team Uploading all events
Ambassador Scheme CIAMS
Bustfe Events
User generated uploads
Ambassador reporting
Commission

Ad revenue

Event

uploads ClAMS

Finances Operations

Events

Our take-off stage is represented here, showing key actions along our 3 phases. Phase 1
around app development and acquiring event organisers and venues in Bristol, while Phase =
at the fastest rate possible, commencing in January, after first-year students have adjustedto

We adopt a flywheel approach. Regularly improving and iterating designs, we aim to improve
recommendations and users, improving their experience again, generating a flywheel.



BRANDING

AESTHETIC BRANDING
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' Figure 32: Bustle Aesthetic Branding Iterations
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Colour and shape designs were iterated in response to user desires for familiarity and to communicate
brand values. For example, purple and blue surfaced feelings of enjoyment yet security.

MARKETING BRANDING

e e |

creafor

‘Caregiver’
Described as 'service', aims to
protect and care for others.
jungian
archetypes
'‘Everyman’ e N A
Described as 'belonging', aim
to connect with others.

inlimacy

! Figure 33:7?
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We have designated Bustle as the 'caregiver' and ‘everyman'in Carl Jung's (1991) theory of archetypes, which

theorises how humans utilise symbolism to comprehend their surroundings. Brand archetypes bring
humanity to a company's goal, vision, and values, allowing you to stand out from the crowd (Cass, 2019).




BRAND MESSAGING

Our slogan describes Bustle as 'your go-to a social media for actually being social".

Key values:

HEALTHY TRANSPARENT INCLUSIVE

As spoken before we are disruptive, challenging the status quo of SM companies treating our
attention and time as an extractable resource. Helping young people get off their phones and
into the real world making memories. We want to be a business that provides value by forming
a community that supports the arts & experience sector. We want to encourage people to make
new friends, and go out as much as possible. Time is fleeting, in a post Covid-19 world we have
had some of the best years of our lives taken from us and now we have some catching up to do.
We're here to help that - getting our users back to the bustle!

SOCIAL MEDIA STRATEGY

As our target market is predominantly Gen Z, we will need to market ourselves on existing social
media sites, owing to 97% of them being on there (Kastenholz, 2021).

Content themes & pillars:

Educate
Discussing social media as toxic for young

people.

Entertain .
Gen Z loves memes and humorous

content. Attracting them will require a

sense of humour. ‘

Inspire
Through sharing our journey as young
people, especially as women in business. Figure 34: 7

Tiktok and Instagram will be our predominant platforms, favouring Tiktok due to the huge
potential for organic growth from a non-existent following (W3 Labs, 2021).




ORGANISERS

EVENT ORGANISERS & SOCIETIES

We employ multiple ways to acquire event organisers:
At events
Contact Bristol-based venues, event organisers and artists
Personal networks

Offering promotion through gig opportunities at our events

Furthermore, we will ask each event organiser to add their teams and
networks to the platform. We plan to ensure that organisers are aware
of the benefits of increasing our network, which will bring positive
benefits to them.
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CIRCLE INFLUENCER
AMBASSADOR MARKETING
SCHEMME (CIAMS

Secondary research has informed us that SM sites face the network effect problem, whereby value
depends on the size of their user base, so the value at take-off is low. To combat this issue, we are
heavily honing our initial marketing towards the Circle Influencers, as our research showed that
targeting resources at these users will accelerate growth off the ground faster than any other
customer segment, due to their inherent trust by others and greater friendship networks.

Our pilot year focuses on Bristol. See total student approximations below in Figure 35. We plan on
focusing CIAMS in first-year student halls so that we can target resources more effectively at the
student demographic which contributes the most to the experience economy. If we predict that a
quarter of this total enrolment will be first-year students (allowing masters and courses beyond 4
years to account for approximately a quarter when combined), then we have a total pool of 17,500
students. Operating at approximately 60 university-owned halls of residence (ibid; UWE, 2019) we
take an average of 291 students per hall.

17,500 1,750

Circle

approx. first years Influences

Figure 35: Market Sizing CIAMS

We plan to send research teams to each of these halls of residence asking one simple
qguestion: “Name the person you would trust the most to organise the best night out”.
From this data, we will collate a list of the top 30 most influential people in each hall,
and offer them a place on our ambassador scheme. We also plan to offer this scheme
to Social Secretaries of Societies across the relevant universities, as these are groups
of people with similar interests, which will pass down year on year to the new society
leader (ensuring longevity).




CIRCLE INFLUENCER AMBASSADOR
MARKETING SCHEME (CIAMS)

Every time ambassadors get 7 friends to download the Bustle app

“
01 (through their code) they will be offered free tickets to Bustle events -
E based on Facebook strategy to 1 billion users (Stancil, 2015). This offer
starts with ambassadors, but will be for all users to ensure optimal reach.

Free ticket invitations

Ambassadors will be offered more free tickets for co-creating events
with the Bustle team - these users have extensive knowledge of
what music/event type the student population want the most. They
will help us target the best local artists etc.

Event Co-creation

9 Bustle-hosted events will be put on throughout this time to increase

brand awareness and act as a supporting revenue stream for take-off.

Free drink tokens (or other perks, event-dependent) may be offered

on entry for app downloads. They will provide content for marketing
¢ and aim to foster discussion about brand values.

Bustle Events

After the initial Bustle Events scheme, these users will be offered 04
Bustle points when they review the app.

App feedback

We hope to gain enough users through this strategy to allow us to rely on user-generated event link uploads.
Anyone can upload links for events, they will gain Bustle points if the events are verified. This generates promotion

to events.




FUTURE PLANS

Spotify

OT.6 indicated that our audience wanted to be shown
relevant content to their interests, with one interviewee
explicitly suggesting this feature.

Uber

We want to ensure that the safety of our users' entire event
experience is looked after and is as easy as possible.
Partnering with Uber, like the RA guide app (see Figure 7),
would allow users to book ahead and ensure that they can
get from A-B hassle free.

Splitwise
ET.6 and OT.5: Partnering with Split-wise would streamline
money-sharing processes.

9
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Time you oxrganised something - what went well/ what was
difficult
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How do you usually organise a date with a friend or group of
friends? Please discuss in as much detail as possible?
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How do you usually organise a date with a friend or a group of

friends?
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How do you usually oxganise a date with a friend or a group of

friends?
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Is there anything
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Is there anything you don't like about social media? What would
you change if you could?
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Do you have any frustrations when arranging plans with friends?
If so, please expand
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EWETYONE iS Furee 2 big get
tegeiher have Ly do

free. e ——

ey ificult 1o alkgn
wvBryene’s working
plareL # plenning to

That ot Everyons
) P 1t ¢ ppl
forget they've
arranged and
double booked

Oy frusiraton
would be
Qrganising a
tirme whsn we
are all free

Insights

do peophe need to be held
maore accountable for
saing if they are going or
mot- for example if they
dant dlick going theyt dant
fesel tehy to- hmw takle
his

Find out what is
going on for people
to not respond fast//

with concrete
answer- how long
do people need to
decide

—

How might we
encourage
people to

respond fast

and definitely

How might we
stop people
flaking(eg is it
to do with
reminders etc)

HMW induce
commitment

HMW counter
the fact that
people dont

know if they will
be free or not

HMW
counter
conflicting
scheduals

HMW counter
FOMO // life is
always
greener- dif
events

HMW counter
the idea of
waiting till
everyone is
free.
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SURVEY FINDINGS AND INSIGHTS

Do you have any frustrations when arranging plans with friends?
If so, please expand

Communication
problems

i it's grodeeg ot than
i think coardinating
people actually
busing tickoets to
eventd can be tricky.

Micommunication

Mon-responshee,

indecisiie, overty

communicated to

the paint we g6
off topic

Mok really, at the
mament it is just
wirh iradivichanl

Troeruds. P it & e

of prowp dhats with
loads of messages

The thread
gets lost and is
difficult to find

on social
media,

1lice the ke marssage
Teature o Fatagram
and fing it annoying

when

e apps SN

Farve & 1 makes R
Eonfating 1o 1ee whe
candcan't send

Insights

HMW aid
ticket
coordination
/ buying of all

HMW instill
decisiveness and
aid
communicantion

maybe a easy link
linked to the event
and then you can
see who is going
and who has bought
their ticket

A clear layout
of info// a easy
simple process
at the top of a
chat etc??

affording
tickets/
budget

or people who
can't go out
because they
have no
money

“Ticket prices. Not
being able to see
events a long time in
advance, Conflicting
taste in musie/event

style, *

“Fining & kst thay

v dm
ang o vy et canY ol

I 8 unher iy 3nd 3l oy
frinndi from B
S The COUNLTY 58 IS

hard to plan amd when we

N PSE L Do

Eiaae they @an affordin

on 3 ure budget

is the idea of having

lots of chances to get

discounts/ loyalty
appeal?/! perhaps

funding to help afford
or people can set their

limit of prices 1!

too many
messages

conflicting
interests

interesting things

around uni and

hard 1o think of

to do, hard to
Organise time

work

is the idea of having
lots of chances to Bet
discounts/ loyalty
appeal?// perhaps
funding to help afford
or people can set their
limit of prices 1

good to have

a streamlined

platform for
tickets

keep track
of ticket
platforms

Keeping track
of tickets
across
platforms

who are the

initiaters- do

they want to
be.

H you want to etiate
something, & feels b
your responsibilty to
find a time everyone
can do and make sure
veryons has a good

perhaps the idea of 3 random

penerator of whe i 10 Create the

plars (the Broup ooubd pet 2 “we
wani bo meet up X Bres a
month® then the generabor

then it could frd out how long

i dvance they want this plas

@l prush Fof § dediiben ol this
[peoent

——

this is where suggestions/
hubs could be handy- if you
are gf you rmay follow this
page $o then you can eaisly
select this one that & in
budget near by

lots of
requirements

eg. if people said
spontanegus nights an
random instigator
generator could just send
things every now and then
- keep them engaged (they
can aleo do off their own
back )
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INTERVIEW THEMES
TReferencesN |

Theme Theme Code 1 6 7 8 91011 12 13 14 15 16 17 18 19 20 21 Occurances
Snapchat is easy to use T1 11 1] 1] 1] 1 1 11 14
People respond quickly through Snapchat T2 111/ 1 1/ 1 11
Social media is mentally straining T3 1 1 6
Decision to go out based upon who's going T4 1 11
Texting people is easy T5 4
Snapchat is good for groups T6 1 6
Everyone is on Snapchat T7 15
People are bad at replying T8
Facebook is for older generations TS
Decision to go out based upon event cost
Uses Facebook to find events
Whatsapp is easy to use
Finds events with Instagram
Decision to go out based on schedule

Finding events is on too many different
platfarms

Find events through word of mouth
Snapchat is bad for groups as they have a
limited capactity

Make going-out decision very last-minute
Specific people find events

Specific people lead plan-making

Explore pages are helpful

Snapchat is addictive

Discord is good for creating events

Event reminders are useful

Sends shareable links to friends

Decision to go out based on music
Watches music videos for events
Monitoring who has a ticket is difficult
Buy group tickets

Maney sharing post-event is difficult as
there is too much to calculate/remember
Snapchat isn't good for events (lose info)
Sharing photos the next morning is
difficult, some people "gatekeep" photos
Spontaneous plans through Snapchat
Holiday plans through Snapchat

Look on venue websites

Recently Downloaded BeReal as it's a
healthier social media

Use imessage for parties

FB reselling saturated by scammers
Prefer to return to same groupchats rather
than create new ones for events

ask in person

[ LS S I S TP R T N R R R N R |
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INTERVIEW THEMES

Open-ended brief interviews:

Tracking and grouping Response Themes

Current
social media |

5 toxic (12) / L

[importance]
of
interests
m

experien
(15)

Event
exploration
is difficult

(28)

Social-Circly

Influencers| =

]

. L
Reliance
on
Snpachat
(60)
i

Network Group
dependency dependencies F————/
(23) (35)
I

Financial
concems | -

(y]
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INTERVIEW THEMES

INTERVIEW THEMES
Personal event

influencers
We use it becauAse Too addictive We use it becau‘se ) point
everyone has it everyone has it

Group Size

Quate

People often struggled to explain
vhy the: ually like using
snapchat, other than the fact that
ne hi 8

ng could t;rgei the L.
| everm Ml Encers. 23, Societies

others in fourfold.

uals had Facebook, it
p up with their
Suggestion i y. They did not

for alder
To be ;] i) o foste p e the app, thus marketing i 3| fio £ Ease 0' dO nload
Analysis

Thi mments align with our research and documentary finding that snapchat and othe Fralnt
ha & i zh time on them.
apchat
ould quickly add
y having their
telephone number. b vould
be highly useful for this form of
sp.Societies an
hether it is a 0 a & Suggestion
o be a negative fe
w

apchat usemame, x )
nice this is the media th 51 E ingand ability
f our target audienc nultiphe us once.

INTERVIEWS deciding fa

Budget
Communication

Paint

Quote
Huge concerned event price and = s ooz
i on a bud It does get quite confusing

Suggestion

the idea of being able i .
1o set a budget filter, so that ol napchat
withim thair bus nparta IMation was.
would be promated to them. the o ned re

Paint

Transparency of
who is going
Point

Whether their nds were gol
to the el

Suggestion

on for group circles within the app.
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GROUP DYNAMIC

$: JOURNEY MAPS

Scenario Quote

"Making d can be with ch ing dates
and locations. This is made easier when options are
given and decided upon using polls.”

Arranging a dinner

Figuring out a date Stress eased by polls Finalising plans

resiraunts Delighted

Strugpe o ™ T Paol
patary afad, - decide
know
calender

an

peaple b
some dont
respond

Exciting, nervous

Exciting, but of drop-ous

reEssUe on
tinting right

ace
P Relief if clear

choice is
e from

ol

Poeple struggle to think about when

they are free, especially when far in
advance

Bustle aims to help people get used
to planning events and ridding this
commitment of date pohobia by
ridding planning stresses

Ash

Discuss idea

Stress is induced when people
are trying to work out what date
is best for everyone

-The synchronised calender
feature in the app will be useful

Scenario

Arranging a holiday

-Choosing where to go is easier i
a poll feature is used.
-Suggestions of where to go could
be handy

People enjoy double checking
that their circle will actually
turn up.

Quote

"1 dont mind this role, | wouldnt trust that others would
put the same resaerch in as | do, | just wish that it was
easier to arrange bookings in terms of details and getting

back money owed

Research

One pe
pay and
then takes
annoying

W of

detals

Irritating, time
CONSUmng

Create specific group chat
for the holiday

Information gets lost:
-Having clear detials section

app that is clearly accesable to
all

1s with booki
late

Too late,
maore
Expensive

Frustrating,

hopeful Regrat,

annayd,
wish dicd
eariier

in Regrets:
-Reminders of deadlines
would be better

-Having a wallet of everyones
details - to make booking easier

too

Post holiday dealings

Simplifying the spl g money
and owing stage- suggested
splitwise.

-Reminders to pay , with a
deadline of when this is needed
by
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GROUP DYNAMICS: JOURNEY MAPS

Scenario Quote

"The pressure of making athe overall decison for the
group, if you have propposed it is stressful. Making
decisions is anxiety inducing often.”

Arranging a spontanous activity for
that evening

Decision making and

Ideas of what to do organising

Splitting Gosts

Arrivie

cant L]
dont reply

Trying to
Disapointed

Tedious to arrange
sharing cosis

Higeh anxiely.
pressuve that
wall
enjoy

Create specific group chat
for the holiday

Deciding on event

FOMO: Fear Of Missing Out is
a huge motivator for people
to attend events.

-Being able to clearly see who
is essential for the app to
include,

Information gets lost:

-Having clear detials section in
app that is clearly accesable to

all
-Having a wallet of everyones

details - to make booking easier

Scenario

Arranging a club night event

Arranging event

Send ticket link to a
aroiip that they think W
enjoy it

rmation

ion gets lost

the chat in the app. The event
information does not lead to a
plan and commitment there and
then, which later leads to regret.

Regrets:
-Reminders of deadlines
would be better

Simplifying the spliting money
and owing stage- suggested
splitwise.

-Reminders to pay , with a
deadline of when this is needed
by

Quote

"Even if people verbally commit, no one buys tickets until
they have been reminded many more times, which is
often too late. There is much regret that tickets are not

bought sooner”

Stress from not commiting
earlier

swap, 16
try and gat
a last
minite
ticket

Event and post event dealings

Stressi, ek

Regret nat
buying ticket
earier,
annoyed

Regrets of not purchasing earlier.
-Reminders of deadlines would be
better

-Safer ticket swapping - risk free
“Warning that the ticket prices will
6 up.

The night out is great.
A way to ease payment and
photo sharing would be handy.
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GROUP DYNAMICS: FOCUS GROUP AND CIRCLE
INFLUENCERS

FOCUS GROUP KEY THEMES

Pressure on
organiser

Promotional language/ persausive
features

Response time

Photo gathering

Point Point Point

They don't want to feel
accountable for a disappainting
event. They would be
embarrassed if it went wrong.

Frusiration from people not
responding and only deciding last
minute for evenls

People don't know who's taken Paint
photos and just assume they will
not see them, More personal prompts would be
more persuasive. Though a
balance to sound as i they were
nmot directly coming individuals
was imporiant, i@ reduce pressure
from them.

The main persuading factor was
Suggestion who is attending e event.

= The language used for

Suggestion
= Prompts are desired, Prompt

Suggestion
= People anjoyed the idea of

prompts could be more
casual and suggestive, rather
than harsh making people feel
accouniable and in contrel of
the plan. Example: “Mia
proposes a pub event at

frequency could build near
the deadline lor responses,
For instance, “Let Callum know
if you can go: yes/ no”, 3 days
befare the event ocours, with
the deadline set by host.

photos being geotagged for the
time and location of the event

« For events that take photos,

the group suggested a link to
the club photos being shared.
They suggested that Bustle

Suggestion

Suggestion

6.30pm today™. « people love the calendar asked for permission for the Example:

= The ability to host an event feature.
with another person 10 releve

pressure of one person.

PERSONAL EVENT INFLUENCER THEMES:

FOMO (Fear Of Missing Out): Motivator

Quotes

“l just always make sure I'm booking something at the same time as at least
one ather person, and I'm usually the first persan to do this. | think that often
people need one person to get the ball rolling for others to book,”

“gnce one person books, others usually follow”

Point

People like to make sure they ane
not buying alone, thus the ability
1o know that others have bought,
or are buying tickets is needed,

A recurrent theme across all of
our research is the influence of

app to share them with your

Thus a balance was found that
circle. “Kieren has invited you to Sunday
Groowe, Kt him know if you can
attend” as opposed o Tet me know
if you ean go” of promotion from the

Prampts should be led by
updating users about wha is
going 1o the event’ has bought
their ticket.

club event itself.

Interest based organisation and increased
motivation

Quotes
“When everyone knows the DJ's it's way if's easier to organise these larger
roups because they all have a reason for wanfting to go and are therefore
mare active themselves in buying their own lickels, organising a pres, efc.
(less stress for the person suggesting the event)”,

“I know this person wouwld like this®

Point

They send event links 1o groups of
people based on what they think
they would like. They say that
their different groups like diferent

One circle influencer raises the
idea of knowing people’s values,

‘who is going to events. Being
notified about who is going to
the event or has bought their
ticket is highly sort after for
interviewees.

Some stated that itis easiest to
buy tickets in person because
they know olhers are buying at
the same time, Thus, creating this

‘in it logether’ atmosphere is
NECessary.

Suggestion

« Push naotifications about who has bought tickets are suggested effective.
+ Having a call function within the app for peaple to call whilst buying
tickets aims to refieve anxieties that people are not buying alone.

things. When they know that an
event/ genre is mutually of interest
by people they state that these
individuals are more motivated to
buy their tickets and plan around
the event faster. This eases the
circle influencer.

Suggestion

Filtering events by interest and
see others” mutual interests will
not only aid this event — circle
allocation, but also help tackle the
issue of motivation and
commitment to events, whilst
reducing some pressure off
influencers.

for example if they just want to
Qo to an event specifically to
listen ta music, they want to go
with likeminded others.

Suggestion

People could write their values in
their profile: E.g. | prioritise
meeting new people, trying
something new, listening to
music etc.

Finding events

Paint

Most want 1o search lor events
by genre, date, venue, or artist.
However, they wanted
something that would
streamline these features.
These indrviduals often look up
events for that coming week.

Suggestion

* The calendar and filter
functions for the app are
suggested to be highly useful
for these individuals.

+ People like the ability to see
the coming weeks events,

They want 1o be n

events relevant to
suggested that the app be
combined with Spotify.

Suggestion

Displays the wilingness of pecple
for the app to access and use
their data to benefit them.

Responses

The bigger the: group: the harder
it is to organise.

Talking to people about events
fuickens response time. A
mativator for people to respond is
the avoidance of a price
increase, Paint

A major factor for quickening
response time is the effect of
Fear Of Missing Out, FOMO.

Suggestion
Sending push notifications about

prices about 1o be increased- so
peaple buy quickly.

Holidays: Harder

Point

Holiday erganisation is a lot
harder. They state this difficulty
is due to more money and
admin being invelved. They say
that it is difficult trying to organise
multiple people.

Suggestion

This conveys an apportunity far
Bustle 1o simplify this process.

Bustle plans to aid this with the
‘Wallet, Details section and call
Tunction.

Non-ticketed
events/ Free

Point

Mon-ticketed events and free
events should not be forgotten
about.

Suggestion

This is particularly impertant and
relevant to previgus findings that
our audience are budget
conscigus. Thus Bustie could
have a ZERO-Pound section.

Group- Specific
circles

Quote

To last event group chat: “lers go
to the next event together”

Point

People like reusing existing
event groupchats for different
events, this makes organising
faster. They learn what events
were enjoyed together to know
what to suggest for subsequent
events. They often find multiple
relevant event options and send
these 1o circles.

Suggestion

« The app will allow circles to
access their past events,
making peoples suggestions
easier. As well as archive
chats

« This naturally reduced,
relevant choice is necessary
for easing decision making.
This can be mimicked by
refevant advertisement and
filtering features.
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EVENT ORGANISERS

Social secs

Clarity of details=
Ease of
organiSing Point Point

Paint When coming up with ideas for

« They want to clearly see socials, interviewees stated that
venue details 1o aid venue they often think back to previeus
choosing. They want details socials,
regarding budgets — since
budgets of socheties and
members are often keptto a
minimum. They wanted contact
details for the venue - since

Learning ability Organisation Communication and Promotiom

Platform Missalinement Decision Making Personal
Stress is induced from realising
that they have missed oul
elements from their organisation.
The ability to access a template
or have a shared vital checklist
for their committee was conveyed
1o be usetul.

Paint Point Point

A method that has worked for
some is personally messaging
lots of members to attend and
get friends 1o come. Being
personally messaged resonates
with the psychological
phenomenon, previously
mentioned, that people desire a
sense of belonging. However,
this is a ime consuming method.

Voting tools on platiorms are
useful for making event
decisions, Voling tools help
pravide solutions to the:
mentioned issue of having ots of
people trying to help organise
events becoming messy and
conlusing.

Lower student years do not use
facebook - a platform that had
been the primary vehicle for
organising and promating society
events. Therefore the curment issue
is that lots of people do not hear
about events.

Suggestion
The ability to see organised
event history on Bustle would
calling venues was often the enable organisers to learn what
preferred method o organise events had previously been
details. popular, incorporating this into
= They want to see details of Iimproving experiences of their
deals that venues offer, since society members.
this is often a deciding factor of Flywheel: If organisers are
what venue to choose, improving their events that again
increases the amount of peaple
‘who want to go and the amount
of organisers that want to join
Bustle and get their following on
the app.

Suggestion

Templates for certain types of
events could be available for
people to use when organising
events. These templates could
be useful for any scenario, not
specific 1o social secretaries, The
option to have their own to-do
listin the notes section is also
necessary.

Suggestion Suggestion Suggestion
Promating and organising events
on multiple platforms is frustrating
for grganisers to keep track of
possible atendees and updates.
Thus one platform for all is
necessary (offer of Bustle).

Working oul a way 1o contact
people in a sireamlined manner,
on one platform is desired for
these societies.

Having clear details and veting
tools for decision making
deems useful 1o social secs.

Suggestion
Having a shared areal chat for
venue and organiser may be
useful to note the details
discussed. This feature can be
the same as Bustle Circles.

EVENT ORGANISERS

Desire to reduce uncertainty

Track ticket numbers

Point

Want 1o recuce uncertainty. They
wianted 1o keep track of who has
clicked going bought tickets,
since their biggest woey is that the
ickts won't sel, Ticket buying

o s U shaps

days there will be lots of tcket
bought, then ths peters out to
irtually nathing, uritd the kst
couple of days. This middle period,
with a lack of tickets being bought
caused ardeties within the svent
arganisers, since they did not know
ow 10 PIAN for nuambers since thy
Fad no indication of how many
poopie would coms,

Suggestion

Sellers wasil 1o have a lve ticket

count as well as a count of who has
pressed ‘going’

Infarmation on goers
Paint

Desie 1o know who was comsng
0 heir even,

Suggestion

Having infeemation about the
event goers was discussed. This
section in the app could inchde
any medical records that may
b usefil ta knaw if anything
accurs in the chib, wheiher any
chusbis hawe: band that individual
and their ID

satety of their attendees and
the sengeth rurning's of theie
event.

Liasing with the venue

“Otten, the date is everything”.

Difficulty finding dates

Paint

Fincng a date is dificult. Universiy
Event organisens ollin message
friends (o check datess that should
e avaided due 1o mass of
deadines. T fen go on
Facebook to check that thero ane
o clashing big everis such as
festivals or large events of the
Same genne.

Suggestion

Ability for arganisers to see
calpndars {of frends) and fo soe in
eheir calendirs when events are on,

specially when fitered to
simitar genres.

Visible ratings

Paint
Want visible ratings
organisers, about verwes. Thay
want & chear way 1o contact
wenues- if all their inlormation
was cleaty laid out. inchuding
canlaet detils for the venue and
the venwes budgers and deals.
Wit this: information including
their policies, since policies
change from verue ta venue,
making organtsation dificul,
Thiry ofien stsggled gesing a
hold of vermes

Suggestion

Cleas detail lrom venues is
importanit, with abiity to rate
them, This can use the same
layout as information in Bustie
Chat groups. An casy way for
OIGANSETS [0 CONLAE] VERUES AS
well 4% assess the venue far

lecation, sutabdity 1o thirlr needs,

based on ratings eic.

‘Consequence for drop-
ouls

Point

High drop-out ratos for
events Drop-cul rales are
negatively cometated to the price
of event

Suggestion

Asense of consequence for
buyers if they drop out may be

Targeted
advertising

Point

Event arganisers love the wdea of
targeted advertisement. Some
ety pakd for targeted
advertising on Instagram. Cne
stated this would be of major
benedn especially for their next
Event, i which they want 1o
branch out their target audience,
focusing on a speciic new
audience.

Analysis
Previously organisers have found
Eargeting specific audience’s hard
work, They have gone about this
thiough prysically fheenng in
certam locations and manually
Faligwing, gn Instagram, accounts
with lots of similar audiences.

Payment

Buik buy tickets, 5piit money

Paint

Mertianed importance of having a
wiy to 'Splitwise’ tcknts, 50
peophe can buy in bulk (5 bekets)
for thesr friendship group. This
would allow TS 10 MO sasdy
et back monty owed 10 Bhem, AL
the app would natify peopie how
much they owe the buyer, without

ehie buyer having ta remind them, 1o

pay

Analysis

This feanure also banelis avent
OIGANISETS A% it ENCOUTAQE more
Bickets 10 be bowght at onoe, with
the prediction that meore tickets
would be sold overall,
this ease 10 buy for thesr group.
Murecwver, as gamhered fiam
multiple user research methods,

poope are more likoly 10 buy tcket

attend if someane else is gos

i shey can buy a2 the same time as
oihers, the moee irierds going, the

e likety indoidusts ane 10 want
0 buy tickets, thus the positive
impact of ticket sales increases.

# people see

Commision, payment optians

« In temms of taking commission,
EventBright was preferred
since they don't take any cut
from the event arganisers
fickat price, instead thay add
on an amount around 50p and
N BT S ot pat o8t by
minimal added extra and the
arganiser still receies thes
dhsired amount. This is worh
nating when discussing our
Fmvenue stream,

Ceganisors bke Headfrsis for
heir ‘pay what you ke’ eplion.
This is baw their events make
good profit, snoe buyers ae
aften mare generous than they
expect. Moreaver, organisers
liked the idoa that buyers could
see where that money was
geing to. for instance if &
parcentage or all the money
WS going 16 & ehaity

Analysis

Putting the elemen of honesty in
buyers’ hands appears to
oW them and crraty
fevenue, seenething to look ino
more.

Learning ability

Point

Desire 1o track where traffic of
sales comes from and leam
about their buyers

Suggestions

= The apgp could display users by
their interests and dilerent
El‘l1||5- 50 that each time

b mane specific and
successtul

+ Event hasts could also use the

e £ leaen from o

Similar Artiets, viwing) e
success and type of atiendees
in accondance 1o the eve
line-up. Bustie could faciita
their abiliy to reach out to
caher crganisers in proposal of
callaboration, this dea was
an insight from one aitendee’s
desze 1o collaborate with
others (0 create a smal
Terstival

Analysis

The abiléy for organisers io track
their own event history wou

previous events. Buste could
take this method of
learning and improvieg for
organisers. This iden would
contribute to the organiser's
SUCCESS, ARt Cher organisers
ta join, increase the experence
of users, increase thew
promaticn of Bustie to others
and consequently enhance the
success of Bustie, this ultimatoly
contributes 1o the Flywheel
wffect. This history could display
the ananymous information
about attendees, helping 1o
locale who their attendees are,
what other music and dis they
like: and what passed events
have been the most successiul-
what DJs, genres, dates wore
specific 1o these events elc

Deadlines and
reminders

Point

Want to have renenders fos
pecpie 10 purchase thes lleQB
by certain deadines. Peapie
forgot easily about events by
atcident.

Suggestion

Bustle should have a feature
where thase who have clicked
interested should be reminded
1o buy tickets, with an pasy link
to buy tsem. This woull ease the
ansieties of the icket sellers,
and, hopefuly increase ticket
Sabes in the current bl of the U
pattem, As the deadines deaw
closer, the remnders could be
moee Mequent of bold

Communication
stream: Seller -
Buyer

Point

« Desire 1o update attendees
about information such as
change in set times of the
e-up. A man issue cumentdy
s the ability 1o get information
1o thase whe have bought
tickets, and the Trustration that
céien they must gather
everyone's emails 1o updatn

.

+ They want ta be notified by the
gD if thalr tekets have sold
out of if there is an issue.

Analysia

‘ith Figh drop-cus raes, event
et s Suggested hat thy abisy
for a buper ia
of ‘gaing?, that s visitle 19 the event
cegansed, weonid be useh
crganisers know thal they are ot
g, sk kits £an b pirscld
The exsuse cumently with dropouts is
that the chub st expect that
everyone wha i bought ter Bkt
wall furm p, this keads 1o peopie
baing iy 6% U G004 1 U
event, resulting in under Capa:
ard stunted peofts,

Resale of tickets

Paint

Arecurrent theme across all
informagion gathered from all
research thus far, is the
requirement 1 hawve a secure
methad of reselling tickets.

Suggestion

= Users will eam bustle points
for reseling at the cost of
nickets.

* Left aver tickets, before the
VRN, Can be put up far a
ticket auction. The event
organisers may choase
percentage of ickets e
seid through his means 30 1hat
they can stil sell bekets on the
predicied spioe of Duyers
100 This suggestion was liked
by interviewees. i eases
event crganisers wih ihe
krenwdecige that more lickets
wil be sold

Promotion

Paint

= Want & wary 1o sehedule events

hey Is'n
Facubook is redundant.

Buwlllm
W 10 Bys  ticke,
elgnnluﬂ ‘want (3 Informasion
t0 be publicly shared. This
SUGEISTON frSerals Wit oL

o

It th successiul markiteg
method of User Generated
Canteri. Ineredsing e fold of
advestising reach, thicugh users
themsebres




APPENDIX b

UI DESIGN AND COMMENTS FROM FEATURES

Setting up your Profile and Profile

Event titles
and dates
shown at the
top of tickets

similar Ul
to Apple
Wallet

manual

upload
ticket
button

initially have to
select 5 interests
(to mitigate
against cold user
problem)

easily select
suggested friends
from your
CONLActs to
quickly spread the
network

not just music-
based interests,
all types of events
({including
food/parades/mar
kets etc)

representation of the
evenss they had pruchased
tickets for, a5 they akeady
e wha the event s
about was only uefl for
exploring)

users responded well
o the wallet section
being reminiscent of
the “Appie wallet” as it
was easy 10 ook
through. enjoyed

familiarity.

some users wanted
1o be able to add
tickets to the app on
their own (e.g. if not
purchased through
bustle directly)

friends also
searchable
from the
offset

location services
option 10 allow
area data - for
event ad targeting
capacity

users are happy
with targeting mast
o the time, but
some may prefer to
manually select
Iecation when
searching.

Leational suggestioen
iy 5108 be mrasde from
interpretatson of past

atiendance info, 5o
users are required o
share fve location - hess
invaiive,

AJB testing showed
that users ked
seeing events in the
chats section but
wanted one place
for all their cwn
Individual requests

easy access to
all your event
requests on
one page

private
bustle
points

section

3 v compattion
amiege i

recent
activity

based on PayPals recent
updates section - we

wanted the wallet again to.

feel famillar for users. The
app sometimes felt

overwhelming. and when

concerming finances, users

wanted 1o feel comfortable

and secure.

quick view
ticket
scan

quick select
artists/venues/
event
erganisers
from offset

option to

ar none

users
discussed
privacy issues
with syncing
calendars

s0me testers discussed
Issues with avercrowded
cabndars, and how ot
everything on their wark
caliendar & something they
e actually atendieg,

memories and easily

easily accessible
button to view

bustle points actions

that may be
available with the

event you're looking

at.

to make
entry at
events
fricitonless

USErs in interviews
discussed their
difficulty with sifting
through emails to
find event tickets
{when they're at the
entrance).

synchronise
all calendars

double notification
bubbile around icon,
orange for the chat
function and red for
the event details
sectan

ur

users expressed how you they

el thik of 3nasehat i for
events” v harve 0 exually
wtght ut secticn and etk

it angther cloved messager
35 ke Snapchut o WhatiApplL

this s private (o the user as
SR,

section to view old
photos from events

builging servce. Profie
buiding fike wih

add interests

button to add
to profile
whenever

easity
connectatis
data setings for
synchremsing
accounts

that you've been
tagged in or that
you've posted

Our open-ended
brief interviews

found that users

liked being shown

obvious and
very accessible
"data profile"

button
finding their own

photos.

users wanted to be able to
see bustle offers within the
expanded event view. A/B
testing found that a small
bubbile was preferred as
a big one would block the
poster view of the event.

auto-ethnography and user
interviews found the
difficulty with current event
searching apps and ticket
retailers having
a fundamental association
with emails, as they are
considered inaccessible by
our target demographic

—

PALIgram) creanes teikity

a3 Iwes can be performad

and curaned, fostering emvy
and jeabonary, Bishe
supposed ta be healthy.

research identified
that users were
concerned with data

able enough to do
anyihing about it

llow notes discuss features, while green expand on the research behind that feature

users wanted t3

e th

15 busdiientiel
s gets shove
oz




Lo

et

20

..'js._‘___“'_l_w
JHET
T

L L
[Pomenyey

s TR U
vy Bty 80

Long view
of faces
above circle
titles

natification
appears without
specific
message
information

el updates from details
section show in chat
as they occur, to
cement the event-
based side of the
circle chats.

details
section

red clock

needed aptions A tertng e
Ehat this would
help increase
response times
Treen “Hay®
indvadusts

ity calamitar virw, 3ol

responded
section at
the top

L T — ]
icon -
Button at top with
“wha's geing”, bold date option to press
“whe ha & Gkt “going” ‘maybe”
s underneath l}unli a ik
harve a ticket™

faoes showing.

[ r—

sty e ford
e,

clear title

easily accessible
full calendar,
and scrollable

single day cards

scrollable
day cards

highlighted
current
event on
day card

mainly blue
landing

page

purple circle
and darker
section 1o
highlight unread
circle messages

messaged alowed uners o set
whas they had viewssd. and what
they st needed 10 view. This
i prefiored b be ket
erriven than the red checks a1
messages wers cosaidered kit
Legent than the Secais of everts

o

AJB testing showed
users wanted 1o see
easily see their
longesm plans, but
simultanecusly lock
at specific days in
mare detall

Frial SgLieg. +54 e 1)
0 568 which dary has mare
vkl riendy

wsers wanted
important
information (e.g
where they should
be right now)
emboldened and
obvious.

AJB showed users
feit more invited
and relaxed with the
blue colouring, a5
opposed to bustie
strong purple.

Chat
archive

vs active

1
b

day event
search
section

Active Now bar at
the top shows
exactly who is online
*and in the chat*
right then (if they
have this visible to
athers)

The target demographic
jpraised Snapchat for quick
response times, somewhat
supported by the fact that
athers could see when you
went online, 5o you'd have
to respond then (you
couldnt pretend you hadnt
seen a message)

«can search straight from
the calendar view - this
avoids "bouncing between
sections”. Once a user has
seen a good date with lots
of available friends, they
«€an just click straight over
to the events area and see
only that day's events.

face beon next
to event
banner to
show who
added it

supported
by circle

influencer
research.

day cards
colour change
the further
you get away
from ‘today’

general event
search by date
based on key
fallowing and
other targeted
events

auto-ethnegraphy found
that some event searching
platforms lacked date
boundaries, and showed
events on different days
despite havign selected
one in filters. Bustle is
frictionless, and allows
a confined date search.

increases
understanding of the
date you are viewing.

Makes interpretation of
time easier in day-card

inferested” in that
e

mapped
Iocation
easyto

explore.

wo-ethrography
found that dase wars
ko detad, and site
hat laeke esent
ates were gt
e 5ift and search
through.

auto-ethnograpy and user
Intendiews found that
pecple thought negative
warding was impartant.
“Can't go” was bess hassh
than “net going” and
prometes heathier social
interaction (lessens
anueties)

discussion

shows only

events with

the "Bristol
People" group

users can add whoever
they'd like to calendar
groups - these are
private, 50 that other
friends aren't aware of
who's available you
prioritise.

section

A/B testing showed that it
was easler to operate.
within a group if you could
Ignore other things going
on. This Is customisable
when you create a new
calendar group.

private customisable
calendars limit
feelings of
exclusivity - in line
with bustle’s healthy
consumption value.

view,

using tactis desigm
1o inrease cur

reduced available
people when
custom group is
selected (e.g. +15
or +34)

the tikeek for you
Page was said o
increase the
efficiency of beng
shown content that
was rebevant 10 you

people wanted to
easily see when
others were
available, to make
plan-making as
frictionless as
possible.

et s il 80 e
0 scoumuyer ativn
e, a3 kg

archive
section
is private

N0 Lrgency in

the archive,
even if there
are things to
respond to

«custom calendar group
creation based on
instagram "close friends®
Section as user interviews
found that peaphe weren't
opposed to creating things
like this (1o improve long-
term app use)

e e o o o o e o s s S e S e EEe S B S e e A S e e e e Eae e Ee e

Yellow notes discuss features, while green expand on the research behind that feature




red numbser icon
next to
notification bell
fcon, to show that
you have unread
notifications.

to make seeing
important

updates as easy
as possible

hosts @'s
shown
under title

[t ——

earch by

multiple
tick-select

ey ware 16 e
atie 1o send 1o
sk

faces showing
“whe's going”,
“who has  tickes™
Interested” in that
wvent

at once

rhass ther et proma.

search had to be a5
frictioniess s possible, and

bers wanted 1o b
atde 1o sand events
with ease. This
makes the process
a8 frictionless as
pensibie.

“sort by: best

match® and
ather options
like “soonest”

bald
event
titles

e with wisusl
Inberpretation, event titles
were often found 1o reve

al
alet about the rature of an
event so they were
embcidentd 1o make
“sfting” theough lots of
events very easy.
display

B esting found
that uspers found
seaeching theough

differentiation

event rganisers ffrom
Interviews) wanted 10 be
sble 1o easly update those
with registered
. ieteresiatterdance sbout
eveits, with greater
‘security that they wil
actually see it

see updates from makes searching

favourite profiles,
and see
informationfevents.
that the bustle
algorithm believes
1o be relevant to you

fior events and
finding things to
do as smoath and
frictionless as
possible.

group
information

presented with

multiple circles

A/ testing showed
users respanded well
R featines tha
allowed subeenscious
Interpretation of
Information on screen
- done visually,

filter by
following

separate section
for NOW
natifications
and regular
activity updates,

purple
indicators
for right
now

orange
indicator
for plans

later today

comment
shown

about NOW

notifications

filters based
on eBays
filters
section

filter by
circles

AJB testing showed that
users wanted to separate
that which was supposed

to be “right now" or “today™
from other updates, as this
is supposed to be easily
accessible (stuff happening
now needs to be spread
efficiently)

allows you to see what
the purpose of the
NOW notification is, or
why the user posted it
(e.g. "work is going to
be a long one today...")

event sending
options
beeyond just
those on the
bustle app

research found that spps
were nonmally used bated
0 what cehers had ithey
Parve peogle on
be uaefull. Thus
people who aren’t yet an
Ehe 5P can e senk events
0 increase spresd.

users identified that “who
else it going” is a key
determinant of event
attendance jopen-ended
briefinbenvavs)

mapped
location
easyto
explore.

discussion
section

verified event
organiser and
venue profiles
easily
accessible

ticket
comparison and
other important
notes next to
sales options.

bold date
underneath
clear title

auto-ethnography
found that date was
a key detall, and site
that lacked evident
dates were difficult
tosift and search
through.

eer organisers
wanted 1o be able 1o
update those who had
registered
interesuiatterddance
easily, but als to
interact with them too.

quick link
to map
view

pulsing blue circle
around user

representing one

minute walk away

muted
map
colours

easily see where
things that are
going on right
now are, in
relation to you

AJB testing showed
that users struggled
to see user profiles
and event profile
when the map
background was
more saturated

Yellow notes discuss features, while green expand on the research behind that feature

A/B testing found that
users prefered seeing
an official tick and were
familiar with this sort of
feature from other
social media services.

users wanted to be able to
quickly identify savings

options - financlal concemns

were a key determinant of
event attendance (open-
ended brief interviews).




quick link
to map
view

easily see where
things that are
going on right
now are, in
relation to you

pulsing blue circle
around user

representing one

rrinute walk away

muted
map
colours

A/SB testing showed
that users struggled
to see user profiles
and event profile
when the map
background was
more saturated

map based
NOW

notification
option

to increase
efficiency of
finding out
wha's nearby
and free

allowed the
compartmentalisation of
different important search
factors - sometimes you
might just be looking for
people to hang out with,
not somewhere to go.

select just
venues
and events

select
just
people

users wanted the
choice between
making a NOW
notification feel like
a formal offer or a
casualfinformal
suggestion

optional info
fill in - a title
doesnt even
have to be
selected

users wanted to be
able to quickly
toggle on and off
who received this

drop down
user feedback found

can select from ;
that sometimes

circle group chats,
Individuals, or

VN YOur Custom

calendar groups

users didet want to
send to everyone
‘within a specific

"send to"
section

naotification, rather
than having to send

users wanted
currently
available people
to be very easy
to find.

large purple
NOW

notification
view

Ul design based
on that of the
private event

creation section,

but with less key
details.

some users wanted
this to feel like an
official offer for a

plan, as they feared
NOW notifcations

may Just be ignored.

Broup to everyone

easy visual
interpretation of
timetable and events
was considered helpful
in sifting through lots
of information at once.

un-responded
events appear
orange on the
calendar view.

@ 0 @ O &

AJB testing found that
orange represented
‘something incomplete
better than red (red felt
aggressive and induced
stress for some users).
Orange had the right effect
without causing unrest.

Tithe and
photograph
fposter
addition

day cards
colour change
the further
you get away
from 'today’

0 ensure efficient
information
intaice for thase
‘ewing the event
{once ereated)

Increases subcancious
understanding of the background
it you ate viewiog

Mates intespretation of blur
time easker i day-Card

b can block or invite

other group

) members to
i seped 1 sleeady contribute to the

arve bt going on 30 detalls of the
gt LUK sereens for
eeL LRt were evenk
developed (origrally ths
had been
calendar pagel

‘easier - the cabeedar soreen

shows only

events with

the “Bristol
People” group

users warited to be able to
make private events with
finite details sometimes,
but alsa be sbie to leave
things up to group
development and decision-
making aver time

optional
Time
allows those creating settings
private events o add —_
s b event tickets (if T
they plan on going 1o optional
location

2 ticketed evers within
this private plan) 2
settings

S— social circle
influencers said they
didn’t always want
the pressure of
always having the
control of the group
dedision

peivate customisable
calendars limit
feelings of
eclusivity - in line
with Eustie’s healthy
corsumption vakie.

can add
other event
organisers

— (friends)
people wanted to
i optional

availabie, 1o make date
e settings
possible.

reduced available
peaple when
TSI Group i
selected (e.g. +15
or +34)

some non social
circle influencers
[ o (the "resistant
thraugh links posted followers”) wanted
on 0, i can e more eontrol over
— wtomaticaty v important event detail
link ot
addition decisions
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